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By the time you read this you 
should be fully acquainted 
with your local pub garden 
and fully alive to the reality 

of Alfred Wainwright’s: “There’s 
no such thing as bad weather, only 
unsuitable clothing”. Or as my father 
would say, just wear more jumpers.

Now we’re getting back into 
the groove of having people other 
than ourselves prepare food (the 
temptation to just close your eyes 
and pick randomly off a menu for 
extra surprise is intense) and then 
wash the plates up afterwards, the 
hope is that this is the last closure 
and it’s onto a bright tomorrow.

Not being allowed to talk about 
science, I can’t get into how likely 
that is. But what it does is present 
an opportunity to come back better 
than ever.

The pandemic exposed the costs 
involved in running a hospitality 
business in garish detail. All those 

lines you thought you’d address 
at some point came screaming 
into focus when you have no 
cash coming in whatsoever. That 
companies will be more limber in 
the future is guaranteed and all the 
better for it.

Where things get even more 
interesting is service. There’s a lot of 
chat about how things will be oh so 
different when this is over, when all 
people want is for things to go back 
to how they were. This yearning for 
the familiar is likely to win out, but 
we’re likely to stick with some of the 
better ideas. Table service at pubs - 
who wouldn’t want that to stay? At 
the risk of being all Brexit, if it’s good 
enough for the Europeans, it’s good 
enough for the rest of us. No more 
elbows at the bar? Suits me.

And in hotels, growth in automation 
should free up staff to indulge in 
service over red tape. A welcome 
back can be truly welcoming.
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CEO’S MESSAGE

Jane Pendlebury
HOSPA CEO 
jane.pendlebury@hospa.org

Could it be true? Could we really 
be getting back to normal? All 
the signs seem to indicate that 
the UK is on the right track for 

hotels to re-open on 17th of May and for 
us to be free of all legal limits on social 
contact from the 21st of June. Optimism 
seems to be getting stronger every day, 
although I still hear caution from some, 
and certainly not everyone is ready 
for the hustle and bustle of the daily 
commute. Despite this, I don’t think it will 
take long for everyone to be embracing 
full lives again.

Things, though, have changed for 
many industries. For those that don’t 
need a physical presence at work, trust 
from senior management has increased 
and many teams will continue with a much 
more flexible approach than ever before. 

Gone are the days of ‘working from 
home’ being met with suspicion or doubt 
and replaced with a positive attitude and 
an understanding that this may heighten 
the ability to ‘get things done’. Longer 
days with less interruptions are perfect for 
many, especially those who benefit from a 
quieter environment to focus on a project.

However, for those in industries such 
as hospitality there are fewer employees 
who can effectively work from home. You 
cannot greet a guest, prepare or serve 
a coffee from a distance. An Overview 
column on the benefits of robotic workers 
will no doubt have its day, but not today! 
Perhaps that is what makes our choice 
of career so appealing to many. It is the 
interaction with guests and colleagues 
alike that gives our work the charm and 
fulfilment that can be so addictive.

Teamwork is not unique to hospitality 
– sports, both amateur and professional, 
are glaringly obvious examples of 
‘teams’. We are not alone in being an 
industry that relies on collaboration. 
Indeed there are too many to mention. 
I often think back to my days working 
directly in hotels and I cannot conjure a 
picture without my colleagues or guests 
popping into the subsequent memory. 

As Steve Jobs famously said: “Great 

things in business are never done by 
one person; they are done by a team 
of people”. Creativity and innovation 
are only enhanced by different views. 
Challenging the norm can be a daunting 
process, and the first person to be brave 
enough to look at things differently 
can often be ridiculed by less daring 
colleagues. This is where teams are 
crucial to success. Generating ideas, 
understanding operations from different 
perspectives, sharing the good with 
the bad and the ugly are all part of the 

process to reach a smooth delivery of 
results. And once teams are working 
together, the positive results will follow, 
morale and team spirit will grow and 
work ethics will improve enormously.

We have all experienced so much 
change over the past year, so let’s 
continue that trend and keep working to 
make our hospitality workplaces fun and 
effective. There is a buzz surrounding 
hospitality opening up fully. I truly 
believe there is a newfound love and 
appreciation for pubs, cafes, restaurants, 
hotels – so let’s maximise that sentiment! 
Hospitality has always had a place in 
people’s hearts, and that’s the case 
now more than ever. So let’s move into 
the next phrase of our post-pandemic 
recovery with great optimism for what 
the future holds – for guests and 
colleagues alike!

HOSPA CEO Jane Pendlebury looks forward to a fresh start for the sector 

Brighter roads ahead 

Gone are the days  
of ‘working from  
home’ being met with 
suspicion or doubt 
and replaced with a 
positive attitude and an 
understanding that this 
may heighten the ability 
to ‘get things done’.
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Meet the HOSPA 
Learners of the 
Year for 2020!

Emily and Adam have both been 
studying on the HOSPA courses 
in Revenue Management and 
were joint winners of the highest 

scoring students category for Level 1 – 
Introductory Revenue Management course 
which they completed in February 2020. 
The awards were presented at our Virtual 
Awards Ceremony in January 2021.

Emily Cox
Emily Cox is currently Group Revenue 
Manager at Cedar Court Hotels (EC4 
Management). Following successful 
completion of Level 1 Emily then went on 
to study Level 2 Revenue Management 
and then completed Level 3 of the 
programme in February 2021. Completion 
of the full programme leads to Associate 
Certified membership status of HOSPA 
and we are delighted to welcome Emily to 
the HOSPA membership!

Although Emily’s main role is to 
oversee the revenue management, 
she is also responsible for the Central 
Reservations Team and IT systems. 

Cedar court hotels are an 
independently owned hotel group with 
over 490 bedrooms across the four hotels 
offering, not only accommodation, but 
also some of the largest conference and 
event venues in Yorkshire, and of course 
a warm Yorkshire welcome! Over the last 
few months of disruption, the company 
has also launched a new venture, EC4 
Management. EC4 Management partners 
with business owners by providing access 
to the commercially nimble and savvy 
team working at Cedar Court and is 
already adding value to properties and 
bringing commercial solutions and ‘wins’ 
to partner hotels. 

Before studying with HOSPA Emily 
gained a BA (Hons) Fine Art and CIPD 
Level 7 Qualification in Human Resources.

Emily goes on to explain how she first 
joined the hospitality industry:

“I was 22 with a fine art degree and 
no long-term plan! I had previously 
worked on a bar so I applied for a Bar 
attendant role at a nearby hotel. Within 
a day of starting, I knew that hotels were 
the best place to work and there and 
then I decided I wanted to be a General 
Manager, seven years later I returned to 
the same hotel where I started as a bar 
attendant as the General Manager.”

Emily’s determination, being inquisitive 
and showing resilience led her to her 
current role:

“After joining Cedar Court as a General 
Manager, a number of changes within the 
company opened up an opportunity for me 
to specialise into Revenue management (I 
think my love of spreadsheets helped!) my 
role further developed and now includes 
managing the CRS function, IT and working 
closely with Sales and Finance teams, this 
makes my role varied and allows me to 

This month we catch up with two of our prize winners from 2020.

This course has 
developed my 
understanding of 
the key principles of 
revenue management,  
it has helped me to 
clarify a lot of my ‘on 
the job experiences’ 
into an academic and 
strategic framework. 
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provide leadership and strategic direction 
for the company. 

This course has developed my 
understanding of the key principles of 
revenue management, it has helped me to 
clarify a lot of my ‘on the job experiences’ 
into an academic and strategic framework. 

Self-development is part of our 
culture; we focus on ensuring that our 
teams are given the key skills for their 
future and our leaders are nurtured so 
all achievements are recognised and 
celebrated at Cedar Court!

My next goal is to help to further 
extend our portfolio with Cedar Court 
Hotels/EC4 Management which will enable 
me to oversee more hotels, expanding 
and developing the Reservations and 
Revenue function.”

Adam Suliemani
Adam Suliemani is currently a Cluster 
Market Revenue Manager at Jurys Inn 
UK and Ireland. Adam achieved the joint 
highest overall grade for Level One, 

Revenue Management course in February 
2020 alongside Emily.

Adam went on to complete Level 2 of 
the Revenue Management course and is 
hoping to start Level 3 in September 2021.

Jurys Inn hotels are a well-known brand 
of hotels ideally situated in city centres 
across UK and Ireland. The hotels provide 
guests with extremely convenient locations 
from which to enjoy local attractions.

Adam first joined the hospitality 
industry as a Food and Beverage/
Meetings and Events Assistant for 
interstate hotels. He then came to his 
current role by working closely with a 
revenue manager in his previous role, 
managing a Spa operation. Seeing what 
the revenue manager did on a daily basis 
interested Adam so he set out looking 
for courses which could expand his 
knowledge on the subject, and that is 
how he started studying with HOSPA and 
ultimately obtained his Job.

Adam goes on to say that his 
employers are very keen for him to 

continue his studies and complete all 
three levels. He is continuing to gain 
knowledge on the industry and the market 
he is currently working in and hoping to 
gain further progression and skillset.

Learn more about Revenue Management with HOSPA

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

 Expert online tuition and guidance from leading practitioners

 Up-to-date web based course materials 

 Free subscription to the online Journal of Revenue and Pricing Management

 A convenient way to study

 Relevant and practical work based learning

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

 Fees from only £820 + VAT per level of study

All courses are  
endorsed by the  

Institute of Hospitality. 

Enrolling now for September 2021, to learn more contact us at education@hospa.org

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

STILL 

ENROLLING

To join the next intake for  
the HOSPA programmes in  
Revenue Management starting  
in September visit:

https://www.hospa.org/revenue-
management-programmes or email 
education@hospa.org

For more information about the 
HOSPA Awards Ceremony visit:

https://www.hospa.org/ 
learner-profiles

For more information about 
membership visit:

https://www.hospa.org/ 
hospa-membership.

https://www.hospa.org/revenue-management-programmes
https://www.hospalearning.org/
https://www.hospa.org/membersportal
https://www.hospa.org/hospa-membership
https://www.hospa.org/enrolment-form
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Naturally wait times were 
longer, processes a little 
unclear and general 
sharpness of business 

became a little blurred. However, many 
major brands are still using coronavirus 
as their excuse for poor service. Can 
this be justified when their revenue may 
well be the same or, in some cases, even 
higher than pre-pandemic?

I was thinking recently about just how 
many bad customer service experiences 
I’ve had over the last few months. In fact, 
only yesterday I had a terrible customer 
service experience involving a well-
known health food chain who managed 
to lose my delivery. How come it now 
takes ages to get a refund that used to 
take a few days? Of course, they played 
the “Coronavirus Get Out of Jail Free” 
Card. No doubt you have suffered the 
“Due to coronavirus, it will take longer to 
answer your call… you are in a queue and 
we will try…”

Let’s take a well-known TV 
subscription service. Revenue has  
gone up, production costs have gone 
down and, yet you try speaking to a 
service agent without screaming at the 
phone! You are hit with wave after  
wave of automated messaging directing 
you to the website. Their webchat is not 
much better and finding the answer to  
a question on their website is agony.  
Why are we so forgiving? I still pay  
my subscription.

I think everyone would agree that 
last year there was definitely a new 
degree of leniency applied throughout 
the business world. A sense of goodwill 
and an increased amount of patience 
between both business-to-business and 
business-to-consumer relationships – 

whilst both pets and children appeared 
on Zoom calls. The pandemic saw the 
country take a step back and introduce 
more benevolence to its business 
operations, and there was an unspoken 
understanding of the world’s new way 
of life. 

Seeing the genuine impact that this 
virus has had on people from all walks of 
life is a sobering reminder of how quickly 
things can change and how precious our 
health is. But surely this means that it’s 
also morally wrong to use coronavirus 
as a delay tactic or an excuse as to why 
something hasn’t happened. Why are we 
so content to just accept it?

The way the media portray ‘cruel’ 
government decisions like removing 
eviction bans is only making the matter 
a whole lot worse. These short-term 
measures were put in place to protect 
tenants who had genuinely been 
financially impacted by the pandemic, but 
what about the landlords who still have 
to pay their mortgage during that time? 
Who helps them? 

I’m not trying to argue that 
coronavirus isn’t still massively impacting 
people and that we should all just 
keep calm and carry on, because we 
all know that’s not the case. However, 
the genuine hardships are now being 
diluted by the false ones and I’m finding 
myself becoming increasingly doubtful in 
respect of coronavirus excuses – like the 
boy who cried wolf.

For some, coronavirus has become an 
easy way out of doing anything difficult, 
but our industry, and many others, has 
already proved over the last 12 months 
that we can operate when allowed to. 
We have seen first-hand the businesses 
that were nimble enough to react to 

the coronavirus challenges, and who 
have treated their customers properly 
and with respect. We’ve also seen the 
businesses that have panicked, that 
have seen the pandemic as the perfect 
cover for anything that goes wrong  
and who are attempting to bluff their 
way through. 

It’s up to us as customers to 
remember those firms who have excelled 
and continue to back them when things 
return to something approaching normal. 

The unfortunate reality is that some 
businesses have wrongly benefited 
from the increased leniency that this 
strange period has afforded them. 
While I’m confident that there are many 
businesses whose futures have been 
saved thanks to the goodwill of the past 
few months and the protection afforded 
to them by the government, it’s time to 
start calling out those who are simply 
taking advantage. 

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

KEYSTEP

In March last year when the pandemic hit it was quite 
understandable that service levels would fall while businesses  
re-adjusted and managed to establish teams working from home.

You thought Brexit 
was a good excuse!
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The CIPD Labour Market Outlook 
found that more than half of 
all employers (56.0%) intended 
to recruit in the first quarter 

of 2021. The figure remained low in 
hospitality (36.0%) because of lockdown 
measures that were in place. 

The ONS had some good news; job 
postings were now at the same level 
they were in February 2020, before 
the pandemic began and lockdown 
restrictions were introduced. Catering and 
hospitality jobs rose by 10 percentage 
points to 58% of their February 2020 
average as the sector re-hired people 
ahead of reopening.

There are lingering concerns, however, 
that there will be a lack of skilled 
professionals, in part because many 
people may have left the sector, because 
of both the pandemic and Brexit.

Craig Bradley, Associate Travel 
Tourism Analyst at GlobalData, said: 
“Interest in working in the travel industry 
will be impacted due to job security 
fears – with redundancies and high-
profile job losses reported throughout 
the pandemic. This poses a problem for 
travel sector recovery, as expertise and 
knowledge are now needed more than 
ever in the current challenging climate. 
Understanding booking conditions, 
value-added services, visa regulations 
and travel restrictions is essential to 
effectively advise travellers.”

While a rush to make bookings is 
expected, consumer trust in the sector is 
unstable, considering the varying travel 
restrictions and the number of canceled 
trips that have occurred over the last 
12 months. According to a GlobalData 
survey*, 46% of UK respondents were 
concerned over international travel, 
presenting low consumer confidence.

Bradley added: “Ultimately, knowledge 
and expertise are required to market, 
sell and advise on the right products if 
confidence is to be restored. It is clear 

that consumers are wary of international 
travel – and for good reason. Conflicting 
messages from travel authorities and 
ministers has added fuel to the fire. 
Travellers need reassurance, fast.

“Developing and training employees 
takes time and costs money, and this will 
get harder for some travel companies 
to manage with an expected surge in 
demand. High levels of competition for 
experienced travel sector workers and 
economic restraints could result in travel 
companies being forced to employ entry-
level staff on lower-paid contracts.

Bradley continued: “Travel companies 
need support from industry bodies to help 
develop the talent pool. Organisations 
such as IATA, national trade associations 
and DMOs need to work with travel 
industry partners to ensure the next 
generation of travel professionals have 
solid foundations to learn their craft. 
These organisations are in the best 
position to educate on the current 
industry themes and circumstances as the 
world exits the pandemic.”

The beginning of April saw the 
Treasury Committee launch a new inquiry 
into jobs, growth, and productivity 
after coronavirus. The deadline for 
submitting written evidence is 17 May. 
The first evidence sessions will take place 
before the summer recess, with a report 
expected later this year.

Responding to the announcement of 
the inquiry, UKHospitality Chief Executive 
Kate Nicholls said:

“Prior to COVID, hospitality was the 
third largest employer in the country, 
providing jobs for 3.2 million people. 
The sector created £130bn in economic 
activity and generated £39bn of tax for the 
Exchequer, funding vital services. It will, 
therefore, be key to economic recovery.

“Having seen the sector hardest hit 
by the pandemic, suffering months of 
closure and acute trading restrictions, the 
future of thousands of pubs, restaurants, 

hotels and leisure facilities is in jeopardy. 
So, while the sector is keen to play 
its part in helping to power the UK’s 
economic revival and job creation efforts, 
businesses can only do so with the right 
trading conditions.

“Crucially this includes scrapping the 
unfair business rates relief cap which will 
see almost 8,000 venues paying full rates 
in July, just weeks after re-opening. A 
further 1,850 venues would face the same 
situation before the end of September. 
This will likely prompt businesses to look 
at closing unviable sites, cutting jobs or 
holding back investment, damaging any 
efforts to UK recovery.”

As the sector looks for ongoing 
support, those working within it must 
respond nimbly to changing conditions 
and, most likely, increased demands. Here 
at HOSPA we can only recommend you 
build your skills. We can help here: hospa.
org/professionaldevelopment.

*Fieldwork undertaken in December 
2020, ‘extremely concerned’ or ‘slightly 
concerned’ responses combined

The most-recent ONS statistics reported that over half the 
jobs lost last year in the UK were in the hospitality sector as 
lockdowns and restrictions forced closures.

Get set for skills

Ultimately, knowledge 
and expertise are 
required to market, sell 
and advise on the right 
products if confidence 
is to be restored. It is 
clear that consumers 
are wary of international 
travel – and for good 
reason. Conflicting 
messages from travel 
authorities and ministers 
has added fuel to the 
fire. Travellers need 
reassurance, fast.
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At the time of writing (a key 
phrase this ever-changing 
pandemic if ever there was 
one) it wasn’t clear whether 

there would be any overseas travel. The 
virus continues to rage all over, with 
variants popping up regularly and last 
year’s recent spike in part blamed on 
people travelling for holidays. 

But why should it matter? Why are well 
all hanging on for news of the travel lists? 
There’s lots to like about the UK. Because 
it’s not totally clear that the UK has the 
capacity for everyone to holiday within it, 
as we have already seen through spikes 
in prices charged for the first chance to 
leave the house, in April.

Most popular European holiday 
destinations such as Spain, Italy, 
Greece and Portugal should be on the 
government’s “green list” for foreign 
travel, according to easyJet Chief 
Executive Johan Lundgren, who said he 
“would expect almost all major European 
countries” to be put in the low-risk 
category when overseas holidays from 
the UK are allowed to resume.

He added: “By the time we open up 
for travel on the 17th of May and if the 
government continues to have the plan 
in place on the two-test system. It’s 
important the government comes out 
with this list as soon as possible because 
this is the main question for most of our 
customers right now.”

There is the additional hobble of 
testing. Everyone returning to or visiting 
the UK will be required to take at least 
one coronavirus test prior to departure 
and after they arrive. Test prices can be 
in the hundreds of pounds, which gets 
less tempting the larger the family. Factor 
in the potential for hotel quarantine at 
up to £1,750 per person and that’s a 

pricey stay. Surely more so that even the 
perkiest UK rate. 

So it’s good news for UK hotels. Last 
year STR reported that the UK’s 57% 
occupancy level for the week ending 30 
August was its highest since lockdown 
began. Thanks to summer holidays, leisure 
markets were the driving force behind 
rising occupancy levels. On Saturday, 29 
August, the UK Regional market reached 
an occupancy level as high as 75.7%.

Data for the same week showed 
occupancy at just 35% in London, 
indicating some demand flowing into 
hotels, but at a limited rate. During 
the bank holiday, London posted an 
occupancy level as high as 48.7% on 29 
August. This indicated more demand 
driven by domestic sources.

It’s not just traditional hotels. Demand 
for high-quality self catering in the UK 
has exposed a lack of supply, priming the 
sector for expansion. 

Ben Harper, Group Managing Director, 
Watergate Bay Hotel, Another Place 
and Beach Retreats, said: “The domestic 
business isn’t a new one, we had been 
booming before the pandemic. I’m 
confident of the short term, but I feel even 
more confident about the medium to 
long term. There is such an inconsistent 

landscape in the UK - and no leading brand 
- which presents a great opportunity.”

Beach Retreats is targeting five 
managed communities within the next 
three years, contributing sustainably 
to local tourism by providing stable 
employment, adding to accommodation 
capacity and respecting the environment.

The coastal market led performance 
in the UK over the summer, with STR1 
reporting that occupancy topped 80% in 
Devon and Cornwall and Bournemouth 
for the week to 2 August, against 22.8% 
in London. 

Demand is surging for aspirational, 
self-catering products which deliver the 
lifestyle of a boutique hotel with the 
freedom of your own home. Leisure-
driven outdoor offerings have attracted 
increased investment in the past 18 
months, driving the three-largest deals in 
the hospitality sector in Europe, with the 
acquisition of seven Center Parcs Europe 
holiday parks by Aroundtown for close 
to €1bn, KKR buying Roompot for €1bn 
and InfraVia Capital Partners picking up 
Sandaya for an undisclosed fee.

Harper added: “Where these 
businesses are successful is where you 
reduce seasonality and create lifestyle 
through brand. We have seen demand 
grow from traditional holidaymakers 
across a range of demographics (or 
something), but also from people looking 
for a different option when working 
from home This multi segment-approach 
creates year-round demand.”

A study from Knight Frank2 found that 
the aparthotel model had performed 
well during the pandemic and was set 
for further growth. It said: “The sector is 
likely to become a far more recognised 
choice for guests, due to the versatility 
and flexibility of the product. Furthermore, 

The likelihood of overseas travel is unlikely, can the UK 
cope with a summer of domestic stays?

Here comes summer?

1https://str.com/data-insights-blog/video-united-kingdom-performance-results-july-27-august-2
2 https://www.knightfrank.com/research/article/2020-09-22-advantages-of-the-extended-stay-sector-proven-during-the-global-crisis-

The domestic business 
isn’t a new one, we had 
been booming before 
the pandemic. I’m 
confident of the short 
term, but I feel even 
more confident about 
the medium to long term.
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investors are likely to show strong 
appetite for a flexible business model, 
proven to be resilient and withstand 
volatility in the marketplace, and 
underpinned by strong management.

“In an era post Covid-19, as the sector 
continues to evolve and be driven by 
the consumer, the homestay holiday-
let market served by the Airbnb model, 
is likely to become less competitive. 
Customers will increasingly undertake 
more due diligence in their choice of 
accommodation, seeking out self-
contained, spacious accommodation 
provided by a specialist branded 
operator, which guarantees high 
standards of hygiene and cleanliness.”

One undenied winner in the sector last 
year was Airbnb, 

The company used its IPO to attack the 
hotel sector, commenting said: “Travel is 
one of the world’s largest industries, and 
its approach has become commoditised. 
The travel industry has scaled by offering 
standardised accommodations in crowded 

hotel districts and frequently-visited 
landmarks and attractions. This one-size-
fits-all approach has limited how much 
of the world a person can access, and as 
a result, guests are often left feeling like 
outsiders in the places they visit.”

Airbnb said that, in early 2020, as 
Covid-19 disrupted travel across the world, 
business declined “significantly”, but had 
started to rebound within two months, 
even with limited international travel.

It added: “People wanted to get out 
of their homes and yearned to travel, but 
they did not want to go far or to be in 
crowded hotel lobbies. Domestic travel 
quickly rebounded on Airbnb around 
the world as millions of guests took trips 
closer to home. Stays of longer than a 
few days started increasing as work-from-
home became work-from-any-home on 
Airbnb. We believe that the lines between 
travel and living are blurring, and the 
global pandemic has accelerated the 
ability to live anywhere.”

Airbnb drew attention to the likely 

impact of the pandemic on supply growth, 
commenting: “Just as when Airbnb 
started during the Great Recession of 
2008, we believe that people will continue 
to turn to hosting to earn extra income. 
We believe that as the world recovers 
from this pandemic, Airbnb will be a vital 
source of economic empowerment for 
millions of people”.

Gross nights and experiences booked 
contracted on a year-on-year basis, with 
a low in April 2020, down 72%. From April 
through June 2020, there was rebound 
in gross nights and experiences booked 
before cancellations and alterations, 
down 21% in June against 2019. From July 
through September 2020, gross nights 
and experiences booked were stable, 
down approximately 20%.

This summer is an opportunity to 
remind those of us who are used to 
budget airlineing to the sun that the UK 
has much to offer. But hotels need to 
be aware that they’re not the only ones 
looking to provide a much-needed break. 
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RESEARCH

HOSPA was approached earlier 
in the year by M&IT (Meetings 
& Incentive Travel magazine) 
to join in a cross-industry 

association initiative to debate how best 
to bring sustainability to the forefront of 
post-COVID recovery plans - specifically  
in the meetings and events sector.

As part of this initiative each of the 
associations surveyed their members, 
asking the following: 

 • How would you describe your 
company’s current approach  
to sustainability?

 • How has Covid-19 affected this focus?
 • What exactly does sustainability  

mean to you?
 • What areas of sustainability do you  

find the most concerning (or difficult) 
and would welcome additional 
guidance on or industry best practices?

Thank you to everyone who contributed 
to the survey. This has provided us with 
valuable insights that we will now use 
to drive some HOSPA sustainability 
initiatives. Here’s what you said:

Associations come together to put sustainability at the forefront of recovery.

Sustainability now
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It is central to our 
corporate strategy

It is taken seriously, but we 
have a long way to go

It is currently  
inconsistent

It is currently  
non-existent

How would you describe your company’s current approach to sustainability?
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of our recovery plan)

Decreased (we’ve had to put it on 
the back burner for now) Remained the same
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This member feedback also formed the 
backdrop to M&IT’s Sustainability Now! 
event held on 16th March.

The event itself was split into two 
parts. First an inspiring presentation by 
Guy Bigwood of the Global Destinations 
Sustainability Movement, speaking 
about the Regenerative Revolution: a 
new paradigm for event management. 
You can download a copy of this report 
from https://www.imexexhibitions.
com/the-regenerative-revolution?utm_
source=guy&utm_medium=organic&utm_
campaign=nature_report_1.

The session then migrated into an 
expertly facilitated workshop (thanks to 
Rob Hopkin and the tech platform Axis) 
aimed at generating ideas to make the 
events industry more sustainable.

In the space of less than 20 minutes, 
the 40 event participants had generated 
over 80 ideas, voted and whittled these 
down to the top 20, and established rough 
timeframes and cost parameters. Which 
goes to show what can be achieved in a 
short time period, with the right mix of 

thought, creativity and smart technology.
Areas that seemed to resonate 

particular were:

 • Tackling the excessive waste 
generated by events

 • Banning plastics 
 • Banning giveaways
 • Thinking ‘local’ both in terms  

of recruitment and supply chain
 • Increasing plant-based food options
 • Reduce, reuse, recycle
 • Creating greater employee 

engagement/training
 • Easy resources to help manage  

carbon footprints / demystify ‘net-zero’

As we emerge from the enormous 
challenge of COVID and look to building a 
better, and more resilient, industry fit for 
the future, it’s clear that many are keen to 
ensure sustainability is at the heart of this. 
After all, that’s what sustainability is: the 
ability to continue in the long term.

HOSPA is keen to support this. Over 
the coming months we will be looking to 
build a ‘Responsible Hospitality’ resource 
centre for members.

Anyone who wishes to be actively 
involved in this, please email:  
sarah.duncan@hospa.org.

To coin a well-used current phrase, 
hopefully together we can ‘build  
back better’.

About the author
Sarah Duncan
Sustainable Business Advisor, Trainer and 
Author of The Ethical Business Book.

RESEARCH

In the space of less  
than 20 minutes, the  
40 event participants 
had generated over 80 
ideas, voted and whittled 
these down to the top 
20, and established 
rough timeframes and 
cost parameters.

Study with us on our flexible online programmes in 
Hospitality Finance

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

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

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

 Develops the skills and knowledge to manage a hospitality finance department

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

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

 Is convenient and relevant to your career in hospitality finance

 Costs just £820 + VAT per stage

All courses are  
endorsed by the  

Institute of Hospitality. 

Enrolling now for September 2021, to learn more contact us at education@hospa.org
+44 (0)1202 889430  |   www.hospa.org

STILL 

ENROLLIN
G

https://www.hospa.org/financial-management-programmes
https://www.hospalearning.org/
https://www.hospa.org/financial-management-programmes
https://www.hospa.org/financial-management-programmes
https://www.hospa.org/enrolment-form
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APAC Europe Middle  
East US

Food & beverage, conference & 
banqueting and other revenues 
have been hit hard during the 
pandemic, especially for full-

service and luxury hotels, which have 
been handicapped by multiple months of 
negative GOPPAR. 

F&B departments have been impacted 
by the loss of demand and by social-
distancing measures implemented within 
restaurants and other outlets.

The figure 1 displays F&B performance 
on a per-occupied-room basis. What 
stands out is that outlets in the Middle 
East and Asia-Pacific have been 
experiencing loss of revenue due to 
social-distancing rules. 

We can also see the change of habits: 
room service has become much more 
popular in Europe based on rooms sold 
with a 25% increase year on year; that 
increase is much higher for the Middle East. 

Historically, hoteliers used to dismiss 
rooms service as a revenue centre, but 
recently, it’s been an area of opportunity. 

The key is to look at the revenue in its 
entirety, as we need to make the best use 
of the space in the face of limited demand. 

Breaking-Even 

One of the bigger questions hoteliers 
have been asking themselves in the last 
year was how low their occupancy levels 
could be before reporting a negative 
profit position. 

Our analysis showed that hotels 
managed to break even at a 35% 
occupancy (on average) before the 
crisis, but with COVID-19 in play, and cost 
reductions coming with it, the break-even 

The hotel industry has traditionally focused on RevPAR to gauge its 
health. 2020 showed that it’s not enough to focus entirely on room sales. 
It’s crucial now to pay closer attention to total revenue mix, with ancillary 
revenue now more in the spotlight.

How the Pandemic is 
Playing with the P&L

HOTSTATS

APAC Europe Middle East US

-9%

Figure 1 - F&B outlet performance - Year on year % change (revenue per occupied room)
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Figure 2. Breaking even (GOP) - Occupancy levels 
required to achieve break-even by asset type
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HOTSTATS

point has been lowered significantly.
The main factors currently impacting 

the break-even point are the ability to strip 
out the costs and the level of government 
support offered to employers. 

No wonder, then, that regions such as 
Asia-Pacific and the Middle East broke 
even at higher occupancy levels in the 
last three months of 2020 (29% and 31%, 
respectively) than Europe, which reached 
its break-even point at 23% occupancy 
(25% for the UK).

As furloughs disappear and operating 
costs creep back up, the break-even point 
will change and impact the profitability 
of hotels. The break-even point must be 
taken into consideration as it will influence 
pricing, determine staff levels and impact 
all purchasing decisions. 

Costing Less 

It’s up to operators and owners to 
compensate for the revenue shortfall and 
keep expenses at bay as best as possible. 

The cost reductions we’ve seen in the 
last year are unprecedented. Hoteliers 
were challenged yet again to reassess 
what’s needed and what’s not required 
to operate their property amid the 
current climate. 

Overheads in all departments have 
seen a significant decrease throughout 
the crisis. Undistributed expenses 
combined show a YOY reduction of 30% 
to 50%, depending on the region. Sales 

and marketing department were affected 
the most globally (50%-70% drop) due 
to the marketing fee being linked to the 
hotel revenue. 

The question most are asking: Will our 
payroll structure change permanently in 
the years to come?

There is early evidence coming from 
China and Dubai showing that this might 
be the case for the undistributed payroll 
cost, in particular. 

In China, it decreased significantly at 
the height of the pandemic and started 
steadily increasing from April onward. 
However, in the last three months of 2020, 
these costs have stabilised at a level of 10% 
to 15% lower than prior to the outbreak. 

We already see a similar trend 
emerging in Dubai, where occupancy 
returned to above 65% in December 
(15% behind the prior year). However, 
undistributed labour costs are still far 

behind pre-pandemic levels (40%-60% 
lower than pre-crisis levels). 

 In Europe, this labour cost is obscured 
due to governmental support, but there 
have been changes in how hotels have 
managed payroll during the crisis and how 
they will approach it going forward.

There are assumptions that leaner 
hotels will be opening in the future as we 
come out of the crisis.

Hoteliers are looking to drive efficiency 
in every department. Multitasking and 
cross-training of all team members have 
been crucial, while outsourcing benefits 
are being re-evaluated. 

It’s essential to carry out a careful 
analysis before bringing people back to 
work and ensure that efficiencies remain 
as occupancy grows.

To effectively manage costs, hoteliers 
are turning back to zero-based budgeting, 
a budgeting method in which all expenses 
must be justified and approved for each 
new period. 

A silver lining would be a better 
understanding of fixed and variable cost 
structures and starting from scratch. 
This is the time to utilise KPIs and 
benchmarking to see how various cost 
lines and departments are impacting 
profitability and how you’re performing 
against your competition. 

About the author
Written by Agnieszka Wojciechowska, 
director, hotel intelligence, Hotstats. 

Admin & general Sales & marketing Repairs & Maintenance Utilities Combined undistributed

Figure 3 - Undistributed expenses are mostly fixed? Year on year change per room available
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The cost reductions 
we’ve seen in the last 
year are unprecedented. 
Hoteliers were 
challenged yet again to 
reassess what’s needed 
and what’s not required 
to operate their property 
amid the current climate. 
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Figures for the February 2021 Index 
show the total ‘food basket’ price 
falling by 2.6% on January 2021, 
though it was up 2.2% on a year-

on-year basis. There were notable dips in 
dairy and fish / seafood prices, caused by 
Brexit-related falls in export volumes. The 
speed of resolution on issues including 
problematic customs processes and an 
EU ban on imports of certain UK shellfish 
will be a key factor in reducing supply and 
price volatility during the rest of 2021. 

As the sector takes the first cautious 
steps out of lockdown and sales volumes 
recover, the Foodservice Price Index 
suggests that a repeat of the considerable 
firming of prices experienced during 
the sector’s unlocking in Summer 2020 
can now be expected. The easing of 
deflationary Brexit pressures and the 
introduction of new government policies 
around debt, taxation and inflation 
gradually may also bolster prices. 

Shaun Allen, CEO of Prestige 
Purchasing, said: “We expect prices to 
rebound as volumes recover, probably 
to above 2020 levels by later in the year. 
Operators would be well advised to seek 
price holds from suppliers whilst the 
current inflation levels remain benign. 
They should also avoid taking a renewal 
of pre-lockdown supply for granted, as 
the commercial impacts of the winter 
lockdown have been harmful to many 
supplier balance sheets.” 

Fiona Speakman, CGA Client Director 
– Food, said: “After a tumultuous 2020 
and early 2021, it is heartening to see the 

hospitality sector starting to return, and 
the success of the vaccine rollout raises 
confidence that consumer spending will 
bounce back well as the year goes on. 
However, these figures are reminders that 
foodservice supply remains volatile, and 
that the many impacts of both COVID 
and Brexit will be felt for some time to 
come. All businesses will need to stay 
alert to pricing issues if they are to make a 
positive start to the recovery journey.”

Several months of falling food and non-alcoholic drinks prices are 
expected to come to an end as the hospitality industry reopens, the 
latest edition of the Foodservice Price Index from CGA and Prestige 
Purchasing reveals. 

FOODSERVICE INFLATION

Foodservice inflation 
likely to rise as the 
sector reopens 

The easing of 
deflationary Brexit 
pressures and the 
introduction of new 
government policies 
around debt, taxation 
and inflation gradually 
may also bolster prices.
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WTTC

The annual EIR from the World 
Travel & Tourism Council, which 
represents the global Travel & 
Tourism private sector, shows 

the sector’s contribution to GDP, dropped 
by a precipitous 62.3%.

Travel & Tourism GDP fell from £238bn 
(10.1%) in 2019 before the pandemic 
struck, to just £90bn (4.2%), a mere 12 
months later, in 2020.

The year of crippling travel 
restrictions, and ineffective hotel 
quarantines, which have brought 
international travel to a grinding halt, has 
resulted in the loss of 307,000 Travel & 
Tourism jobs across the country.

However, WTTC believes the true 
picture could be significantly worse, if 
not for government fiscal and liquidity 
incentives, as well as furlough and job 
protection schemes which across all 
sectors is currently protecting more than 
11 million jobs, hiding the true extent of the 
losses and the devastating social impact 
they could bring.

According to latest figures, the UK 
government is estimated to have spent 
more than £46bn on job retention 
schemes, with that figure expected to rise 
to £80bn by the time the programmes 
end in October 2021.

These job losses were felt across the 
entire UK Travel & Tourism ecosystem, 
with SMEs, which make up eight out of  
10 of all businesses in the sector, 
particularly affected. Furthermore, as  
one of the world’s most diverse sectors, 
the impact on women, youth and 
minorities was significant.

The number of those employed in the 
UK Travel & Tourism sector tumbled from 
4.27 million in 2019, to 3.96 million in 2020 
- a fall of 7.2%.

The report also revealed domestic 
visitor spending declined by 63.2% due to 
nationwide lockdowns, while international 
spending fared even worse, because of 
stringent travel restrictions, ineffective 
quarantines and constantly changing 
government policies, causing a fall of 71.6%.

Gloria Guevara, President & CEO 
WTTC, said: “The loss of more than 
300,000 Travel & Tourism jobs across the 
UK has had a devastating socio-economic 
impact, leaving huge numbers of people 
fearing for their future.

“But the situation could have been far 
worse if it were not for the government’s 
prompt action, which introduced job 
retention schemes to save millions of jobs 
under threat and helped to halt the total 
collapse of the Travel & Tourism sector.

“There are grounds for optimism if 
the UK’s world-leading vaccine rollout 
continues at pace and travel restrictions 
are relaxed just before the busy summer 
season - alongside a clear roadmap for 
increased mobility. With all these factors 
in place, WTTC predicts the 300,000 
Travel & Tourism jobs lost in the UK could 

return this year.
“Our concern is that the government’s 

courageous move to protect jobs is not 
sustainable in the long-term. We know 
tens of thousands of SMEs, which make 
up the bulk of the embattled Travel & 
Tourism sector, are still fighting for their 
survival, putting at risk the capacity of 
the country to recover from the crushing 
impact of COVID-19.

“WTTC believes that another year 
of terrible losses can be avoided if 
the government supports the swift 
resumption of international travel, which 
will be vital to powering the turnaround of 
the UK economy.

“Our research shows that if mobility 
and international travel resumes by June 
this year, the sector’s contribution to 
global GDP could rise sharply in 2021, by 
48.5%, year-on-year.”

WTTC says the key to unlocking safe 
international travel can be achieved 
through a clear and science-based 
framework to reopen international travel.

All non-vaccinated travellers should 
face a comprehensive testing regime 
before departure, as well as enhanced 
health and hygiene protocols, including 
mandatory mask wearing. Digital 
health passes, such as the European 
Commission’s Digital Green Certificate, 
would display a traveller’s COVID-19 
status, which would further enable safe 
international travel.

These measures would be the 
foundation to build the recovery of the 
many millions of jobs lost due to the 
pandemic and reduce the terrible social 
implications these losses have had on 
communities dedicated to Travel & Tourism 
and upon ordinary people who have been 
isolated by COVID-19 restrictions.

The World Travel & Tourism Council’s annual Economic Impact Report 
found that the dramatic collapse of the UK’s Travel & Tourism sector has 
wiped out a staggering £148bn from the UK economy.

Pandemic costs 
travel £148bn

Job losses were felt across 
the entire UK Travel & 
Tourism ecosystem, with 
SMEs, which make up eight 
out of 10 of all businesses 
in the sector, particularly 
affected. Furthermore, as 
one of the world’s most 
diverse sectors, the impact 
on women, youth and 
minorities was significant.
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AMADEUS

Now, with the last major milestone 
in England behind us, it’s time to 
focus on the next one, and with 
it, the reopening of all remaining 

Hospitality. With ongoing uncertainty 
around international travel, domestic 
tourism will be the name of the game in the 
coming weeks and months. Using forward-
looking Demand360®data, Amadeus has 
analysed what hotel and flight bookings tell 
us about current traveller behaviour. 

Domestic booking  
leads the way 

Unsurprisingly, our data tells us that 
77% of bookings currently are made 

within the UK. If we look at the split of 
flights vs. hotel bookings, hotel bookings 
have been greater than flight bookings 
throughout most of 2021 so far, and this 
number is increasing each week. This is 
great news for hotels, as it suggests that 
the pent-up demand among travellers 
is also translating into bookings. For 
hoteliers, if travellers are not flying to 
their destination, it’s likely they are using 
ground transportation or car. In your 
promotions or loyalty programmes, 
think about how you can use this to 
your advantage, such as through free 
parking or partnering with transportation 
companies to offer discounts. This also 
means that any targeted promotions 

should be focused on the local market. 

The importance of lead  
times when building 
reopening strategies 

Another important factor to consider 
when looking at British booking behaviour 
is lead times. Over the past months, we’ve 
spoken a lot about the changes in lead 
times throughout the pandemic. In the 
UK, we continue to see similar patterns 
to the rest of the world, with shorter 
booking windows overall. Currently, 40% 
of bookings are made within the 0-7-
day window, of which 14% are same day 
bookings. However, there has also been 

For the first time in a while, April has allowed us to feel a sense  
of normality across parts of the UK And we’re not referring to  
the new normal, but the old kind. 

Are Brits excited 
about the reopening 
the hospitality sector?
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an increase in the number of bookings 
made three months or more in advance, 
particularly when we compare with the 
same time in 2019. 30% of bookings are 
now made in this timeframe. In Ireland, 
where reopening plans are still less clear, 
this number increases to 40%, compared 
with just 17% in April 2019. It’s important 
for hoteliers to pay attention to this and 
begin to track these patterns to provide 
guidance on adjusting operations, revenue 
management and promotional strategies 
for reopening. 

The impact of this lead time can be 
clearly seen when we look at occupancy 

for the next six months across the UK & 
Ireland. If we take a look at on-the-books 
reservations between May and October, 
occupancy in the UK appears lower in the 
near future than for further out in June 
and July. 

However, between the weeks of April 
4th and April 11th, occupancy increased 
by 9% in the UK. Aside from that, when 
we take a look at the current segment 
mix, 44% of bookings are currently 
Discount (i.e. from promotions, last minute 
rates and online discounts). We know 
from these week-on-week increases in 
occupancy that the demand for travel is 

there. McKinsey also report that 47% of 
Brits plan on spending more in 2021 to 
reward themselves after 2020. So, if price 
is not a key driver currently and demand 
is on the rise, hotels should try to avoid 
dropping rates as part of their strategies, 
as it will only be harder to increase these 
again in the longer-term. 

Where are Brits  
booking holidays? 

Finally, although we can hope for a further 
increase in bookings as we get closer to 
reopening in May, and even more so as we 
head closer to Summer, we can already 
use Amadeus Business Intelligence data 
to see where bookings are being made. 
Between the months of May and August, 
highest occupancy can be found in coastal 
destinations of Plymouth, Southampton 
and Bournemouth. However, that’s not to 
say that seaside trips are the only ones of 
interest. Historic sites such as Cambridge, 
and even some cities, like Cardiff are 
currently showing occupancy of between 
25 and 30% in June and July. For those with 
properties in key cities, keep an eye on how 
these levels change as more venues such as 
concert halls and theatres open up. 

The time for hoteliers to make their 
properties known is now. The local UK & 
Ireland team at Amadeus is on hand to 
help you as you prepare for reopening 
and can offer complimentary, personalised 
analysis and guidance on what the data is 
showing in your market, and how to use 
this to maximise revenues. To speak to a 
local representative, contact us. 

AMADEUS
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The world’s leading Travel & 
Tourism leaders pledged to work 
towards women’s equality and 
boost female representation 

in leadership roles in an announcement 
before the World Travel & Tourism Council.

The commitment came as WTTC, which 
represents the Travel & Tourism private 
sector, launched its Women’s Initiative, 
at its Global Summit in Cancun, with the 
help of 18 Grand Slam singles title winner, 
Martina Navratilova. 

WTTC President & CEO Gloria Guevara 
unveiled the public-private-academic 
partnership to promote diversity and drive 
inclusivity which will help lead the way to 
achieving equality for women throughout 
Travel & Tourism.

It led to the signing of the WTTC 
Cancun Women’s Declaration to 
support women, which recognised 
their contribution around the world and 
the importance of an equal equitable 
environment to enable them to thrive as 
leaders, entrepreneurs, and innovators. 

The drive committed signatories to 
provide equal opportunities for women by 
removing barriers, ensuring fair treatment, 
and encouraging greater financial, 
professional, and social independence.

Gloria Guevara said: “As the first female 
President and CEO of WTTC, it is an honour 
to champion this important initiative. The 
pledge made today with the launch of the 
first Women’s Initiative in Travel & Tourism 
by a combination of the private, public and 
academic sectors to work towards women’s 
equality, marks a significant step forward.

“Globally, women have been 
disproportionately affected by the 
pandemic which has exacerbated the pay 
gap, the opportunity gap and the shocking 
lack of senior positions and leadership 

roles across the Travel & Tourism sector.
“This needs to be changed, WTTC 

research shows women play a vital 
role and represented 54% of Travel 
& Tourism’s employment worldwide. 
Yet while more than half the sector is 
accounted for by women, all too few 
occupy any senior or strategic roles.

“Therefore, I’m delighted to share a 
platform today with one of the world’s 
greatest ever tennis players, Martina 
Navratilova, to help launch WTTC’s 
ground-breaking Women’s Initiative.”

Martina Navratilova said: “Women have 
always had to outperform men, and whilst 
things are changing for the better, it is still 
a fight and a constant battle. 

“Change happens much quicker when 
it comes from the top. Companies would 
be more profitable if more women were 
in positions of power and boardrooms 
were less homogenous and reflected the 
diversity of their customers.

“This is why I am delighted to be 
here with WTTC on the day it launches 
its Women’s Initiative. As an advocate 
for women’s rights, I know every act we 
take will help change the lives of women 
everywhere and make the world a fairer 
and better place.”

For the private sector in the short 
term, the Women’s Initiative has two core 
elements; developing skills and creating 

formal sponsorship and mentorship 
programmes for young women in business.

It will encourage women to bring in 
new ideas and skills to broaden the wealth 
of experience and expertise from women 
at all levels across the entire Travel & 
Tourism sector.

Senior women leaders will also be 
empowered to become mentors and share 
their skills and experience with the next 
generation of female Travel & Tourism 
leaders to nurture and develop new talent.

Where possible, companies will also 
be asked to assign a senior executive 
or Board member to be a sponsor for 
gender diversity and inclusion, who is 
accountable for progress.

The private sector pledged to increase 
female representation of leadership 
positions by 30-50% and aim toward 
increasing by a third, the representation 
of women to board levels and C-suites, 
by 2030. 

There will also be a commitment to 
identify opportunities to reduce any 
gender pay gaps and implement gender 
diverse slate requirement for all open 
roles and to each year share progress 
and publish an action plan to achieve 
their goals. 

According to WTTC data, in 2019 
before the pandemic struck, the Travel 
& Tourism sector accounted for 10.4% of 
global GDP and supported the livelihoods 
of 334 million people.

Under the theme “Uniting the World 
for Recovery” the Global Summit made 
history this week by becoming the 
first-time global Travel & Tourism event 
where leaders gathered together since 
the COVID-19 ravaged the sector and 
halted all major events around the world 
in March 2020.

Leaders from the private and public sectors and academia join 
forces at Global Summit to promote diversity and inclusivity to 
boost women’s equality.

WTTC

Supporting women 
in travel & tourism

Women have always 
had to outperform men, 
and whilst things are 
changing for the better, 
it is still a fight and a 
constant battle.
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ROAD WARRIORS 

Nearly one-quarter of poll 
respondents reported that 
their company had resumed 
non-essential business travel, 

or that the company has in place a plan 
to resume travel. This latest poll showed 
multiple positive signs for business 
travel recovery, including an increase in 
willingness to travel, a decrease in trips 
cancelled and a more optimistic view 
towards returning to the road as travel 
bookings continue to increase.

Positive momentum  
for business travel

 • About one in 10 (9%) poll respondents 
said their company had resumed 
non-essential business travel, while an 
additional 13% reported their company 
now has in place a fully developed 
travel-resumption plan. Additionally, 
31% of respondents say their company 
was actively working on a travel-
resumption plan, while 20% said their 
company had begun the process, 
but had more work to do. Only 18% 
reported no formal planning underway, 
while 7% reported being unsure.

 • Two-thirds (65%) of poll respondents 
felt their employees were ‘’willing’’ or 
‘’very willing’’ to travel for business in 
the current environment, an increase 
of 11 percentage points from the 
March 2021 GBTA poll results. The 
remaining corporate travel buyer 
and/or procurement respondents 
felt their employees were not willing 
(12%) or neutral (12%) in terms of their 
willingness to travel for business. In 
addition, one in 10 (11%) were unsure.

 • Globally, suppliers and travel 
management company respondents 
saw optimism about the industry’s 
path to recovery. Half (50%) said they 
felt more optimistic than they did last 
month with four in 10 (43%) saying they 
felt the same as they did last month. 

Less than one in 10 (8%) said they felt 
more pessimistic about the industry’s 
path to recovery than they did last 
month.

 • Half (50%) of supplier respondents said 
their bookings from corporate customers 
had increased in the past week, while 
two in five (38%) reported their bookings 
had remained the same from the 
previous week. One in 10 reported their 
bookings had decreased (11%).

 • Three quarters (75%) of respondents 
who reported canceling or suspending 
most or all trips to a specific region/
country were considering resuming 
travel in the near future (one - three 
months) or were considering resuming 
travel in the near future but do not 
have definite plans. Among those 
companies, 16% reported plans to 
“resume all travel in the next one - 
three months,” while 59% reported 
that they were considering resuming 
all travel in the near future, but had no 
definite plans as yet.

 • Seven in 10 (71%) poll respondents 
thought issuing government-issued 
digital health verification (or digital 
green certificates and/or vaccination 
passports) was either “very effective” 
or “effective” in terms of resuming 
business travel. Just one in 10 thought 
it is “ineffective” or “very ineffective” 
or were unsure (10%). Few were 
indifferent (7%) about the policy.

Respondents from Europe were more 
likely (81%) than respondents from  
North America (68%) to say issuing  
digital health verification (or digital  
green certificates and/or vaccination 
passports) was effective in terms of 
resuming business travel.

Respondents based in Europe (88%) 
were slightly more likely than respondents 
in North America (81%) to say they 
expected their company’s employees would 
have more/much more flexibility to work 

from home than before the pandemic.

 • As domestic business travel resumes, 
two in five (44%) poll respondents 
expected more business meetings 
with clients and customers would be 
held in non-traditional settings such as 
restaurants, bars, coffee shops, flexible 
office spaces and/or hotels. One in four 
(27%) did not expect this to become 
more common and one in three (29%) 
did not know.

Company-wide  
functional collaboration  
on planning for return  
to travel and offices

 • Four in 10 (39%) respondents reported 
buyer and procurement members 
were involved with key aspects of 
their company’s planning for return to 
offices. However, fewer reported they 
were involved with their company’s 
remote working policies (23%) or their 
company’s approach to managing a 
decentralised workforce (18%).

 • Over half (56%) of poll respondents 
said their company’s planning on return 
to business travel is led by a cross-
department committee or working 
group (which could include travel, 
human resources, security, legal and 
other departments).

“It is encouraging to see key indicators all 
pointing towards a return to business travel, 
as organisations collaborate internally 
across multiple functions to ensure a safe 
return for their travellers and commuters,” 
said Suzanne Neufang, CEO of GBTA. 
“Many companies have also revisited 
their work-from-home policies due to the 
pandemic, and in many cases are making a 
permanent change that will remain in effect 
even after the pandemic. It’s clear the way 
we manage and conduct business will be 
noticeably different moving forward.”

The Global Business Travel Association issued the findings from 
its 18th COVID-19 poll assessing the impact of the pandemic and 
the road to recovery for the business travel industry.

Business travel returns 
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COFFER

The Tracker indicates that like-
for-like sales in the week from 
Monday 12 to Sunday 18 April 
were down a modest 24% on the 

equivalent period two years ago—despite 
being limited to outside trading, and facing 
a strong comparative week in April 2019 
that included Easter.

Pubs performed better than 
restaurants across the first week back, 
as consumers celebrated the return of 
hospitality in beer gardens and other 
outdoor spaces. Like-for-like sales in 
managed drink-led pubs were down by 
11% year-on-year, and by 22% in pub 
restaurants. The group-run restaurant 
segment recorded a 34% drop, and like-
for-like sales were weakest of all in bars, 
at 37% down.

With service still limited to outdoors, 
the managed sector remains well below 
capacity. The Tracker shows that around 
two in five (39%) of groups’ venues were 
open for on-site dining and drinking last 
week, though some other venues were 
operating for takeaways and deliveries. 
Trading capacity was higher in the 
drink-led pubs (44%) and restaurants 
(43%) segments, and lower among pub 
restaurants (27%) and bars (25%).

With the majority of sites still closed, 

total sales were 57% down on the 
equivalent week in April 2019.

While sales are well down on what we 
would expect in a normal April, managed 
groups are returning well after months 
of closure,” said Karl Chessell, business 
unit director – hospitality operators and 
food, EMEA at CGA, the business insight 
consultancy that produces the Tracker 
in partnership with The Coffer Group 
and RSM. “Pubs benefited from the 
widespread sunshine and the eagerness 
of consumers to drink out again after 
so long at home. With the weather set 
fair and consumers reassured about the 
safety of outdoor hospitality, we can 

expect the positive start to eating and 
drinking out to continue.”

However, it’s important to remember 
that managed groups have so far been 
unable to open well over half of their 
pubs, restaurants and bars in England, 
and none at all in Scotland and Wales, 
and some consumers remain cautious 
about going out. Total sales will be far 
off pre-pandemic levels for some time to 
come, and businesses will need support 
from local and central government as they 
embark on the long road to recovery.”

A total of 47 companies provided data 
to the latest edition of the Coffer CGA 
Business Tracker.

Managed pub and restaurant groups have made a robust start 
to post-lockdown trading in England, the latest figures from the 
Coffer CGA Business Tracker show.

Solid first week for 
pubs and restaurants

Pubs performed better 
than restaurants across 
the first week back, as 
consumers celebrated 
the return of hospitality 
in beer gardens and 
other outdoor spaces.
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TAKEOUT

Delivery and takeaway sales 
continued to rise in March as 
consumers filled the void left 
by restaurant, pub and bar 

closures, CGA’s new Hospitality at Home 
Tracker shows.

The exclusive monitor of at-home 
sales from the UK’s leading hospitality 
groups shows that orders in March were 
9% up on February. As well as deliveries 
and takeaways, orders include at-home 
food and drinks kits, which have soared 

in popularity in lockdown.
March’s sales were 346% higher than 

in the same month in 2019, when the 
sector was fully operational for eating 
out. Growth has been fuelled particularly 
by deliveries, accounting for more than 
62% of operators’ sales.

Orders are expected to reduce as 
hospitality venues start to reopen over 
the next few weeks. But with record 
numbers of both consumers and 
operators engaged with the at-home 

market, sales are likely to continue to 
run well ahead of levels seen before the 
COVID-19 pandemic.

“Consumers who have been kept 
at home for so long have embraced 
hospitality at home to make up for lost 
eating and drinking out experiences, 
and orders have been a lifeline for many 
brands while their venues are shut,” says 
Karl Chessell, CGA’s business unit director 
- hospitality operators and food, EMEA.

“The big question now is the extent to 
which habits of lockdown have become 
engrained in consumers’ behaviour, as 
venues re-open and they start to return 
to eating and drinking out. For all brands, 
understanding the balance between 
out-of-home and at-home preferences, 
and adjusting marketing and operational 
activity accordingly, is going to be a key 
consideration in the months ahead.”

Latest Hospitality at Home Tracker from CGA reveals 
restaurants, pubs and bars’ at-home orders in March were 
more than triple pre-pandemic levels.

Delivery and 
takeaway sales soar

The big question now 
is the extent to which 
habits of lockdown have 
become engrained in 
consumers’ behaviour, as 
venues re-open and they 
start to return to eating 
and drinking out. For all 
brands, understanding 
the balance between 
out-of-home and at-
home preferences, and 
adjusting marketing 
and operational activity 
accordingly, is going to 
be a key consideration in 
the months ahead.
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SPONSORS & PARTNERS

HOSPA Annual  
Sponsors & Partners

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

HOSPA Charity Partners

HOSPA Partners
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SPONSORS & PARTNERS

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

www.hospa.org  |  www.hospace.org
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