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With 2012 finally upon us, this edition 
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Paralympic Games will bring to 
tourism businesses in England.    

We have also brought together top 
PR tips from a range of experts and 
sound advice from a trading 
standards expert.

Good, well-trained staff are the 
vital ingredient of any successful
business and we are delighted to 
include a feature in which we reveal 
how a visitor attraction and a hotel 
get the best from their teams and 
delight their customers. With the 
latest on apps, mobile websites and 
text messaging for those readers 
looking for new ways to reach 
customers, this edition has plenty of 
new ideas, whatever your size of 
business. As always, we appreciate the 
in-depth research of our contributors 
and editorial team and the willingness 
of readers and operators to share 
their experiences, so that Quality edge 
can inspire, inform and even amuse 
its many readers.
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News Visit our corporate website, where you can find business and marketing news, 
information on star ratings and awards and insight and statistics from the 
VisitEngland research team. www.visitengland.org

Your country needs you!
Get involved in English Tourism Week 
2012, which will run from 10 to 18 March 
and celebrate the benefits tourism brings 
to everyone, everywhere, every day. This is 
a fantastic opportunity to shine a light on 
tourism in England and showcase the quality 
and vibrancy of our visitor experiences and the 
value the industry brings to our nation.  

Our industry touches everyone – visitors, 
residents and employees. The visitor economy 
is worth £97 billion a year, supporting 
thousands of businesses and affecting a 
multitude of supplier industries, including 
farming, transport, retailing, sport, museums 
and galleries, theatre and the performing arts. 
Tourism cannot be moved offshore – it only 
happens here.

English Tourism Week will kick-start the 
2012 tourism season. It will launch on 10 March 
with a ‘Wonderful Weekend’, when attractions, 
accommodation providers and tourism 
operators will put on special promotions, events 
and activities aimed at reminding local residents 
of the fantastic wealth of tourism experiences 
on their doorstep. 

How do I get involved?
No matter whether you run a bed and breakfast, 
pub, café, local attraction or are the managing 
director of a national hotel or restaurant chain, 
you can get involved. You don’t have to run 
a big or costly event – the simplest ideas can 
be really effective. Events that are currently 

planned include an English-themed cake-baking 
competition, historical guided walking tours 
and a photography competition.

For more ideas and inspiration, take a look 
at the English Tourism Week website (address 
below). It is full of event ideas along with 
an easy-to-use toolkit containing editable 
posters, logos, email and web banners, handy 
guides and official brochures. You can also 
use an online form to submit your event, 
activity or promotion, which VisitEngland will  
promote through its consumer and corporate 
communication channels. Your local destination 
management organisation may also be able to 
promote your event.

VisitEngland has also teamed up with the 
Daily Mirror to find the country’s unsung 
travel industry hero. We are asking locals and 
businesses alike to nominate their ‘Tourism 
Superstar’. This could be anyone from a 
volunteer guide to a hotel receptionist – 
someone who goes beyond the call of duty  
and is an ambassador for the local area. 

Nominations close on 27 February and the 
winner will be announced in the Daily Mirror 
on 10 March. The person who nominates the 
winner will win a pair of ‘sneak peek’ tickets to 
the new Warner Bros. Studio Tour London – 
The Making of Harry Potter, which opens on 
31 March.

For more information on English Tourism 
Week and to nominate your Tourism Superstar, 
visit www.englishtourismweek.co.uk 

The campaign  
of the year

VisitEngland and the other UK 
national tourist boards are mounting 
a major 2012 advertising and PR 
campaign aimed at inspiring the 
British to stay at home in this 
special year. 

A high-profile national TV 
campaign, with £4 million of 
additional funding from the 
government, launches early in 
March. The ‘call to action’ will be to 
visit a new campaign web portal, 
which will feature an array of 
special offers for at least 20.12% off 
(businesses will be invited to submit 
these in advance).

VisitEngland and its destination 
partners are coordinating the 
effort to have as many offers and 
discounts as possible (including 
‘added-value’ offers) in place for the 
launch of the campaign. If you want 
to find out more and register, visit 
www.visitengland.org/2012offers

Publishing  
of reports

Following requests from participants 
to be allowed to publish their visit 
reports, VisitEngland has changed 
its policy and is liaising with Quality 
in Tourism to make the necessary 
software changes. 

The standard ‘disclaimer’ text at 
the foot of the written report will be 
amended and the assessor’s name 
will be removed from all reports. 
So any participant who wishes to 
publish their report may do so, but 
only for visits that take place from 
February 2012. The report should be 
published in full. 
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CLEaNLINESS SCORING FOR  
GUEST aCCOMMOdaTION
Quality in Tourism assessors will now assess your 
cleanliness/housekeeping standards on day visits 

as well as overnight stays. In the past, marks from the 
previous overnight visit were carried forward. 

Food, service and hospitality scores will continue to 
be carried forward.

• The minimum score for cleanliness in a four-star property 
has increased from 75% to 80%.

• Access to a freezer is now required at four-star properties 
(can be in garage/shed or similar)*. Dispensation may be 
given for very small properties sleeping only two people. 

• A bath is required for a five-star rating, although 
dispensation may be given for high-scoring properties that 
have exceptional shower rooms, but no bath.

• The ratio of bathrooms to guests at a five-star property has 
increased to one bathroom per four guests*

• A hairdryer is required in all properties that are rated  
three-star and above. Hairdryers are required in all 
bedrooms (except those designated for children only)  
at five-star properties.

• Rugs are no longer required on laminate/wooden floors
• The kitchen inventory is now less prescriptive – assessors 

will consider the market the business targets, the star 
rating, etc

• Sufficient coat hangers must be supplied – there is no 
longer a set number.

• There must be a headboard or equivalent on all  
permanent beds.

• ‘Additional items’ at five-star properties now includes more 
technology (games consoles, iPod docking stations, wi-fi), 
as well as hot tubs, extensive library, local reference material 
etc. A minimum of five of the 15 items are now required from 
this list at five-star.

• At least one new toilet roll to be supplied in every 
bathroom/cloakroom for each new let.

• The management efficiency section is to be revised, 
removing references to TV/DVD etc (these will be scored 
in the Public Areas section). The assessors will be looking 
for evidence of good back-up in case of problems such as 
a boiler failure or broken appliance. Assessors will judge 
the clarity of the in-unit information, appliance manuals/
instructions etc. More emphasis will be placed on assessing 
the welcome offered and the care and attention provided to 
ensure that arrival is smooth and stress-free for all guests. 

*Existing participants will have until December 2013 to meet 
this requirement. 
 
For a full list of changes, please visit  
visitengland.org/busdev/accreditation/qascheme/lookfor.aspx

Preparing for a 
world-class welcome

VisitEngland recently hosted a successful collaborative workshop 
with senior representatives of the five assessing bodies that share the 
‘Common Standard’ for assessing and star rating hotels and guest 
accommodation in the UK. 

The final stage of the recent modernisation of the two Standards is 
to update the guidance used by the assessors/inspectors so that each 
team is consistent. The new guidance will reflect current industry 
practice and consumer expectations. 

Hospitality and Service standards have been thoroughly revised 
and the assessors will be using the annual debrief at the property to 
encourage additional staff training where there is an opportunity to 
improve and to applaud those who go the extra mile for customers.

CHaNGES TO THE SELF-CaTERING STaNdaRd
The Standards Review Group has signed off the changes to the self-catering standard. The key changes agreed are: 

visitEngland 
accommodation  
scheme tender

VisitEngland has announced that Quality in Tourism (part of G4S 
Assessment Services) has been awarded the licence to run the 
quality assessment schemes on its behalf from April 2012 for the 
next three years.

Under the new contract, Quality in Tourism will continue to 
manage all aspects of the assessment programme. However, 
there will be additional emphasis on the provision of general 
business advice and a revamped package of membership 
benefits. Details can be found on the Quality in Tourism website 
(www.qualityintourism.com) and it will also accompany the 
2012–2013 renewal notices. 

VisitEngland will continue to have responsibility for overseeing 
and developing the accommodation scheme standards, and will 
also be establishing a small, central moderation unit and an 
industry panel to provide guidance and advice on all matters 
relating to accommodation standards.

Representatives from visitEngland  
and Quality in Tourism, visitScotland,  

visit Wales, the Northern Ireland Tourist 
Board and the aa
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To help visitor attractions meet the needs of hard-of-hearing visitors, VAQAS assessors will 
be able to test hearing loops from April 2012. 

Assessors will test loops as an additional part of the assessment process, at no extra cost 
to the attraction; this additional service is not a compulsory part of the VAQAS process. 

Action on Hearing Loss (formerly RNID) advises carrying out regular checks, perhaps 
alongside your regular fire-drill procedure. You can join the VAQAS assessor on a check to 
see how easy the loop testers are to use. As a VAQAS participant you can purchase test kits 
at a discounted price, direct from the charity.

It is important to ensure that you are aware of what hard-of-hearing visitors need. In 
June 2011, Action on Hearing Loss, with the help of its hearing-loss volunteers, carried out  
a mystery tourist survey of 20 top London attractions to see how prepared they were for 
serving hard-of-hearing customers in 2012. In general, they found staff helpful, but 
encountered some barriers. For instance, background noise was an issue in nine locations 
and, out of 13 ticket offices, six didn’t put their prices on 
an electronic display.

The charity found this exercise to be so successful  
that it has indicated that it would like to extend  
the research further. For more information, visit  
www.visitengland.org/access

RETURN OF THE  
PINk BOOkLET

VisitEngland is pleased 
to announce that, 
thanks to sponsorship 
from the Hoseasons 
Group, an updated 
edition of the ‘Pink 
Booklet’ is currently 
being prepared and 

will be published shortly. All VisitEngland 
quality scheme members and destination 
managers will receive a free copy of the 
new booklet. 

In addition, from April 2012, 
access to the online version (www.
accommodationknowhow.co.uk) will be 
free and logins will not be required. All 
the content will be updated in line with 
the Pink Booklet and regularly refreshed 
as the legislation changes. There will 
be no ‘subscriber-only’ sections, so the 
good news is you won’t need to find 
your login when you want to quickly find 
answers to your questions.

aN aCCESSIBLE REad
After two years 
of publishing the 
OpenBritain guide 
book, Tourism for 
All has replaced it 
with a magazine. 
The publication 
is designed to 
inspire people with 

accessibility needs to explore and enjoy 
the UK to the full. 

Published quarterly and distributed 
through Tourism for All, Shopmobility, 
tourist information centres and other 
channels, it is filled with lifestyle 
features, up-to-the-minute news, great 
travel advice and much more. Each issue 
will carry a targeted supplement such 
as assessed places to stay, which will 
include all accommodation rated by the 
VisitEngland National Accessible Scheme. 

To request free copies of the 
magazine’s launch issue for your guests 
to read, call 01733 296910.

NEWS 
IN BRIEF

Parks scheme 
update
The impact of the revised British Graded Holiday 
Parks scheme, which was launched in England 
for the 2011 assessment season and included the 
assessment of the letting fleet, has now been 
reviewed by the three national tourist boards 
following a season of ‘dual’ assessments. The 
Quality in Tourism specialist parks assessors have 
fed back the views of park operators and agreed 
with VisitEngland a plan for 2012.

The assessment of the letting fleet has proven 
problematic and so, with agreement from the 
other national tourist boards, VisitEngland has 
agreed that, from 2012, the assessment of the 
interior of the letting fleet will be dropped.   
All 2012 assessments in England will be based on 
the criteria of the revised standard, with a few 
small changes, that are currently being agreed 
with the other assessing bodies. These will be 
circulated to all scheme participants in England 
prior to the start of the 2012 assessment season. 
For parks with a letting fleet, the 2012 fees will 
reflect a reduction of about 20%.

In the loop

RURaL ECONOMY  
GROWTH REvIEW
In November 2011, the 
Government announced, as 
part of its Rural Economy 
Growth Review, a set of new 
measures designed to stimulate 
sustainable growth in the rural 
economy and help tourism in 
rural areas.

The package, which is run by 
the Department for Environment, 
Food and Rural Affairs (Defra), 
will provide funding in a wide 
range of areas, from green 
initiatives to women-led 
enterprises. A total of £25 million 
has been earmarked to support 
rural tourism – £12 million of 
which comes from VisitEngland, 
which will be promoting rural 
tourism nationally.

The tourism initiatives should 
generate at least £110 million 
in new- visitor expenditure and 
create 3,000 new jobs.

Further updates on the  
Rural Economy Growth Review 
will follow shortly. For more 
information, please visit  
www.defra.gov.uk/rural/economy
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The London 2012 Games

Winning  
Weymouth

All eyes are on Weymouth as it prepares to host  
the sailing events for the London 2012 Olympic  
and Paralympic Games this summer. Helen Tyas 
finds out how local businesses are preparing for  
what could be the town’s busiest season ever



Issue 14, Winter 2012 9

Header

There were wild celebrations in Dorset in July 2005 following the 
news that Weymouth and Portland’s National Sailing Academy 
would host the sailing events for the London 2012 Olympic 

Games. Residents and business people were excited about this major 
opportunity for Dorset, an area that some felt had been neglected for 
years. Now, in the final months before the big event, after six years of 
major road and infrastructure works, we find out what it has been like 
for tourism businesses in the area, and what impact this summer’s 
events will have on them. 

The story so far
The 2012 Olympic Games have been the catalyst for significant 
infrastructure and road improvements. The long-awaited new relief 
road from Dorchester to Weymouth took more than two years to 
build and cost £87 million. “It has been on the statute books for years, 
but never got to the top of the list,” says Duncan Flint, Dorset 2012 
Communications Officer. “Some 30 years’-worth of infrastructure 
improvements have been done in one go and the Olympics made it 
happen.” Residents are pleased with the result, but say the roadworks 
around Weymouth have caused major problems. “For the past two 
years, the traffic has been horrendous,” says Vikki Smith of the family-
run Cove Holiday Park in Portland. “The roadworks have alienated 
our regular visitors, and many have complained because they’ve had to 
spend so long stuck in traffic. Bookings have definitely dropped off.” 

Weymouth esplanade has had a £2.5 million facelift and Portland, 
which was hit hard when the navy left in 1999, has also benefited from 
much-needed redevelopment. Construction began on the Weymouth 
and Portland National Sailing Academy (WPNSA) on the old Royal 
Naval air station site in 2003, and the venue secured the nomination 
to host the sailing events if London won the 2012 Olympic Games 
bid. The Academy opened in June 2005, just ahead of the successful 
bid announcement. Further improvements, including marine civil 
engineering works to reclaim part of the harbour, new slipways, 
pontoons, berths and breakwaters, were all completed three years  
ahead of schedule and under budget at £7 million. 

The site of the former naval barracks, now called Osprey Quay, is 
being transformed by new residential and commercial developments 
and marina facilities. The houses in the Olympic Village, where the 
athletes will live during the Games, will be sold commercially after the 
event, with 25% reserved for social housing. Dorset County Council 
calculates that the venue is already contributing more than £11 million 
to the economy of the area, along with 190 full-time equivalent jobs. 

John Houston, General Manager of Abbotsbury Tourism Ltd, which 
has three attractions in the village of Abbotsbury – the Swannery, 
subtropical gardens and children’s farm – nine miles from Weymouth 
is delighted with the new infrastructure improvements. “We all benefit 

from them,” he says. “The Olympics have given businesses in the area 
the impetus to carry out their own capital investment projects, so we’re 
showing our best faces for the Games.”

Some businesses have already seen a difference. The Sail 4 Gold 
events in June 2011 brought about 1,500 people – sailors, support staff 
and sponsors – from all over the world to stay in accommodation and 
eat in restaurants and cafes. “It was a huge event for the town,” says 
Graham Frampton, Managing Director of Waterside Holiday Group, 
which owns the Waterside Holiday Park and Spa in Weymouth and 
Chesil Vista Holiday Park. “We have had more overseas visitors staying 
in the parks and in the town generally.” 

Inspired by the 2012 Games, Roy Griffiths set up Weymouth Charters, 
a booking agent for a range of boats and watersports, two years ago. 
He is now working with sponsors and sailing teams from all over the 
world. “I’ve already had enquiries from most of the Olympic sponsors, 
including BT, Proctor & Gamble and Coca-Cola,” he says. “If it weren’t 
for the Olympics, these people wouldn’t have any reason to come to 
Weymouth.” He is also organising corporate hospitality for a US sailing 
shoe company that is preparing to launch in the UK during the Games. 

“The Games are an opportunity 
to reinvent ourselves”
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The London 2012 Games

“I’m booking hotels, restaurants and events,” he says. “The clients have 
been to Weymouth twice and have spent £150,000 to £200,000 already.” 

The publicity around the Games is helping too. “Without a doubt, 
there is more interest in Weymouth and Portland,” says Graham 
Frampton. “In Dubai recently, I picked up a magazine with a four-page 
feature on Weymouth. That is purely because of the Olympics.” 

“We had many guests from mainland Europe, particularly Germany 
and Switzerland, in the summer of 2011,” says Peter Vincent, owner of 
the Old Harbour View B&B in Weymouth, “but I don’t know if that was 
because of the Olympics. We also had the Volvo people staying here.” 

John Houston says: “We are welcoming more visitors from overseas, 
particularly Dutch and German, but it’s hard to know whether it’s the 
Olympic effect or our own efforts at promoting the attractions abroad.” 
Zachary Stuart-Brown of self-catering agency Dream Cottages has 
already taken bookings for the Olympic weeks. “Enquiries are steadily 
coming in; we’ve had lots of interest,” he says. “It’s quite a mixed bag: 
corporate interest, new customers and regulars.”

A change of tack
Some businesses remain sceptical and are worried about their regular 
summer guests. “I don’t expect it to be an exceptional year,” says Colin 
Green, owner of the Weymouth Sands B&B. “Most of our regulars want 
to avoid the Olympics and won’t be coming this summer. It remains to 
be seen whether they will come back.” 

Vikki Smith agrees. “We’re concerned that they won’t come this 
summer because of the turmoil.”

There have been negative stories in the press and among locals about 
ridiculously inflated prices being charged, which could put off regular 
holiday makers. At Dream Cottages, it is up to the individual owners to 
decide their prices, but Zachary Stuart-Brown advises caution. “Certain 
properties in prime locations will command higher prices, but that’s 
not the norm. We want people to think ‘what a lovely place to visit,’ not 
‘what a rip-off’ and not come back.” 

At Cove Holiday Park, Vikki Smith has not yet made a decision 
about rate increases, but is offering guests who stayed in 2011 the same 
rates during the Olympic weeks. “We’re committed to our long-term 

“Without a doubt, there is more 
media interest in Weymouth  
and Portland”

customers,” she says. “We don’t want to upset people who have been 
coming to us for 25 years.” July and August are always exceptionally 
busy at Waterside and Chesil Vista holiday parks, and Graham Frampton 
is equally concerned. “Our business is built on nearly 50 years of looking 
after our guests and we are not interested in making a quick buck,” he 
says. “We are restricting booking in the Olympic weeks to our regular 
customers, and we are not putting up our prices at all.” 

Pricing is a dilemma for Peter Vincent too. “I don’t know what to 
charge. And I don’t want to take one- or two-night bookings during the 
Olympics,” he says. He was considering letting the whole house to a 
sponsor or sailing team, but that has its drawbacks. “One self-catering 
house was booked by a sailing team and when the cleaner went in on 
departure day, they were still in bed after a night celebrating!” he says. 

Zachary Stuart-Brown has had calls from local residents interested in 
letting out their homes. “People read about the sky-high rents and think 
they will make lots of money – that’s not the reality,” he says. “The 
property has to be in mint condition and there are things to consider, 
like health and safety, quality standards and accreditation.” 

For those people who would like to host visitors, Weymouth and 
Portland Borough Council has teamed up with Weymouth International 
Language Link (the organisation that finds accommodation in homes 
for overseas language students) and arranged for VisitEngland 
accreditation of the Language Link’s Homestay assessment. Homestay 
hosts that meet the accreditation standard can then be included in the 
Council’s official accommodation lists for visitors.

What’s in store
The Olympic sailing events run from 29 July to 11 August and the 
Paralympic events from 1–6 September, with a programme of cultural 
events in between. The town will be dressed with bunting, flags and 
posters, and big screens will be set up on Weymouth Beach at Live 
Site, where up to 15,000 people a day will be able to watch the racing 
live. It is the biggest Olympic event outside London, and the experts 

Left: Weymouth 
harbour
Above right: 
(l-r clockwise) 
Sailors 
practising in 
Weymouth; 
the WPNSA; 
Weymouth 
seafront
Opposite page: 
A Punch and 
Judy show on 
Weymouth 
Beach 
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Ellwood cottages
ellwoodcottages.co.uk

★★★★ Self catering

access all areas
John and Ann Heath moved from London to Dorset in 2003 to look 
for suitable premises to convert into fully accessible self-catering 
holiday cottages. They found the perfect site in the hamlet of 
Woolland, 24 miles from Weymouth, and converted the old barns 
into three stylish, single-storey homes in a courtyard setting, all 
fully wheelchair-accessible to M3i standard. The complex also has 
a heated indoor splash pool, therapy room and recreation room. 

The Heaths promoted the cottages at the WPNSA and on the 
International Federation for Disabled Sailors website, where the 
French Paralympic sailing team found the details. The French team 
– two independent full-time wheelchair users and one able-bodied 
helper – stayed in Ellwood Cottages in Summer 2011, when they 
were competing in the Sail 4 Gold events. “They said that, at 
the end of a hard day’s sailing, it was a pleasure to return to a 
comfortable and accessible home from home,” says John. “They 
are now actively promoting our accommodation to members of 
their local sailing clubs. We are therefore becoming known in 
a part of France we would never have otherwise reached!” The 
Paralympic contestants have not been confirmed yet, but John 
expects to be hosting teams this summer.

The Heaths have no intention of increasing their rates during 
the Games. “We see the business generated by the Olympics and 
Paralympics as an ongoing relationship with visitors,” John says. 
The couple is very positive about the 2012 Games. “The huge 
amount of interest in Weymouth and Portland created by the 
Olympics will radiate throughout Dorset and all sorts of businesses 
will benefit,” says John. “The massive investment in infrastructure 
and upgrading of facilities, coupled with a huge investment by 
local businesses, will raise the profile of Weymouth and Portland. 
Not only will that increase the number of visitors to the area in 
2012, but it will create repeat business for the future.”

are forecasting 60,000 visitors a day. “That’s double the normal traffic, 
totalling an extra 500,000 tourists over the three weeks,” says Duncan 
Flint. “Visitor spend is estimated at £30 million plus. Accommodation 
providers will feel the effect, during a tough time for the economy.”

“I don’t think people believe there are going to be that many visitors. 
How many can the town handle?” says Peter Vincent. Vikki Smith adds: 
“It’s too early to say how it’s going to be. Will it be just a flash in the 
pan? I don’t know what’s going to happen – no one really knows.” 

Despite the uncertainty, many people here are excited and 
optimistic. “Weymouth has always been known as a traditional family 
resort, and the Olympic Games are a real opportunity for us to reinvent 
ourselves,” Roy Griffiths says. 

Duncan Flint agrees. “The tourism business was dying. Weymouth 
is a ‘bucket and spade resort’, with a short season lasting from 
July to September. The Games tend to bring tourists from higher 
socioeconomic groups than the usual visitors. We have the opportunity 
to show people this fantastic area. Portland is a playground for all 
seasons, with kayaking, coasteering, climbing and sailing.”

John Houston doesn’t know whether racing spectators will travel 
further afield to visit attractions. “But the real benefits will come in 
the three years after the Olympics,” he says. “That’s what happened in 
Sydney and Barcelona. Millions of people will see the country on TV – 
when they see the Jurassic coast, they will want to come here.” 

“We are really looking forward to the Games,” says Graham 
Frampton. “From our perspective, the short-term benefits are limited, 
but we think that Weymouth and Portland will benefit hugely from the 
enhanced profile and infrastructure investment brought by the Games.” 
Zachary Stuart-Brown is positive too. “Lots of English coastal towns 
would give their eye teeth to be in our position.”

“It’s important that the Games are successful and the visitor 
experience is good – if it is, they will come back,” says Duncan Flint. 
“This is a once-in-a-lifetime event for us all.” ■
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Anyone who saw the firework 
display that welcomed in 2012 
across the London skyline will 
have been left in no doubt that 
Britain has just entered a very 
special year. 

We have an unparalleled opportunity to extend 
a warm welcome to our regular visitors, to those 
who are drawn here for the Queen’s Diamond 
Jubilee, and to unique cultural events the length 
and breadth of the country, and of course, to the 
London 2012 Olympic and Paralympic Games. 
Beyond that we will show those watching from 
afar that Britain is the destination of choice for the 
months and years beyond 2012.

With the big year now well underway many 
tourism businesses are addressing the 
practicalities of an exciting summer and are eager 
to seize the business opportunity. To assist 

business of all sizes in all locations, VisitBritain 
along with the London 2012 Nations and Regions 
Group have developed tourism2012Games.org 
the official source of information on the 2012 
Games for the UK’s tourism professionals  
and businesses. 

So, if you’re looking for guidance on how to 
correctly refer to the Games in your marketing, 
keen to pick up some top tips on reaching 
international media, or on the lookout for some 
free marketing resources, we encourage you  
to check out the site, and sign up to regular 
updates the hot topics in the lead up to  
the Games.

You will also find details on how to download 
VisitBritain’s Share You’re Great Britain campaign 
toolkit, and stay abreast of the 20.12% domestic 
campaign from the national tourist boards.

Sign up and help to play your part in welcoming 
the world to Britain in 2012.

a  Year for British Tourism
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Film locations

As seen  
on screen

Move over Hollywood. England is now providing 
the backdrop for numerous films and television 

programmes. Chloe Shuff finds out more from the 
people and businesses involved

Didcot Railway Centre, 
Oxfordshire
 

Didcot Railway Centre is a heritage site built 
around an original 1930s engine shed, with 
a collection of restored steam locomotives, 
coaches, wagons, buildings and railway 
paraphernalia. Visitors to the site can relive 
the golden days of the Great Western Railway 
by seeing the steam trains in action, or even 
experience a ride on the footplate of one of 
the magnificent steam machines. The site has 
lent itself to everything from photo shoots 
and documentaries to major productions 
such as Sherlock Holmes: A Game of Shadows 
and Anna Karenina. 

Operations Manager Roger Orchard knows 
a thing or two about hosting a location for 
filming. “There are a number of directories 
for locations,” he says. “Some have to be paid 
to have an entry. The best known is probably 
Kemps. However, we don’t pay to be in any 
directories. Our publicity comes from word 
of mouth.”

Roger says that being chosen for a major 
film can raise the profile of an attraction 
and provide a useful additional income. “But 
much depends on how long the film company 
is there, and what they need to do to prepare 
for filming,” he says. “Last year when filming 
the new Sherlock Holmes, they were on site 
for close to five weeks, for about three days 

of filming. Their presence is always big news 
local-media-wise, though we have to try and 
keep a low profile during such times, as we 
do not want to attract hoards of people to 
simply gawp.”

 Meeting the demands of production crews 
isn’t always easy, as Roger has discovered. 
“On one production we provided a nice 1930s 
restored railway carriage for the actor’s own 
personal ‘green room’, but one of the actor’s 
minders didn’t like the antique smell and 
said no. So we kitted out our first-aid room, 
then a gazebo, and finally the staff canteen 
before the minders were happy with it! In the 
end they were comfortable, but it was such 
a hassle!”

1

Anna Karenina, 
Didcot 
Railway 
Centre, 
Oxfordshire
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Film locations

Lacock, 
Wiltshire
 

Lacock is a picturesque historic village 
owned by the National Trust. It has long 
drawn tourists for its quintessentially 
English charm, but in recent years it’s 
become better known as a film location. It 
has been the backdrop for a number of films 
and TV programmes, including the BBC’s 
1995 Pride and Prejudice series and several 
of the Harry Potter films. The village’s many 
listed buildings date from a range of eras 
and are perfectly preserved, with strictly no 
TV aerials and no yellow lines on the roads, 
which makes it easier and less costly for film 
production companies to realise their vision 
of the past. 

Harvey Edgington is Broadcast and Media 
Liaison Manager for the National Trust, 
and manages all requests to film in Lacock. 
“Having a large-scale production come to 
Lacock is a really exciting experience for 
residents, even though it causes a lot of 
disruption,” says Harvey. 

“Because it’s so small, the whole village is 
affected. When the Harry Potter crew came, 
there were more than 200 people here, with 
noise and deliveries at all hours of the day 
and night. A lot of filming was done at night-
time with huge floodlights on, which meant 
residents had to black out their windows.” 

The Old Rectory is a B&B set in a Victorian 

Gothic building just north of the village. In 
keeping with the village’s character, it has 
many of its original features such as stained 
glass windows and an ecclesiastical bell.

“When film crews come, we do get some 
bookings, but not a huge amount,” says 
owner Elaine Sexton. “A lot of the time 
they will stay in nearby Bath. Unless it’s 
a production with a huge crew like Harry 
Potter, who took up all six of our rooms.” 

Elaine stresses the risk of film crews 
booking rooms well in advance and then 
cancelling at the last minute due to 
production demands, leaving accommodation 
providers out of pocket. “But filming 
definitely puts Lacock on the map,” she says. 
“We’ve had people all over the world coming 
to see the locations. Japanese tourists come 
to retrace the steps of Harry Potter, and there 
has been a steady influx of visitors because 
of Pride and Prejudice that hasn’t stopped. 
We’ve had the Jane Austen Society of North 

America come to stay. It was quite surreal 
when one morning they came down to 
breakfast in full period costume!”

The Historic Dockyard, 
Chatham
 

The 80 acres of the Historic Dockyard, 
Chatham, on the River Medway is home to 
47 scheduled monuments and three historic 
ships, including a Victorian naval sloop. Its 
galleries include a 19th-century ropery, which 
can easily be made to look like a Victorian 
street. It has been known for its role in 
making movies since the 1950s and 1960s 
when it was still a working naval dockyard, 
and has continued to attract filmmakers to 
this day, hosting productions including The 
Golden Compass, The Mummy, Sherlock Holmes 
and two James Bond films. 

But you don’t have to be established in 
the industry to get your site noticed as a 
location, says Sam Cooper, Trading Services 
Director at the Dockyard. In fact, there may 
be advantages of being perceived as a site 
that nobody has filmed at before. “Once the 
ball is rolling, it’s easier to attract filming, 
but location managers will see the value in 
a ‘virgin site’ that they don’t recognise from 
other productions,” says Sam. “Chatham 
has the advantage of not being an ‘iconic’ 
site – it’s easy for location managers to work 
with us because they find spaces that aren’t 

“Having a large-scale 
production come to 
Lacock is a really 
exciting experience 
for residents”

2

3

The Golden Compass, the 
Historic Dockyard, Chatham

Pride and Prejudice, 
Lacock Village, Wiltshire
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forever linked to previous productions, 
although they have been used before. But you 
have to be careful how you promote a space. 
We had a location manager from a major 
production who took one look at a particular 
location, recognised it from Sherlock Holmes, 
and then seemed to lose interest.”

Although the Historic Dockyard already 
attracts up to 170,000 visitors a year, the site 
doesn’t see a great increase in footfall from 
being a film location, says Sam. “But on site, 
we have over 80 commercial tenants, some 
of whom do benefit from the filming,” he 
says. “Film companies often find it easier 
to use our on-site electrical company, for 
instance, which receives a welcome boost.” 

Queen Street Textile Mill, 
Lancashire
 

A working mill up until 1982, this time 
capsule of the Victorian age is the last 
surviving 19th-century steam-powered 
weaving mill in the world and now functions 
as a heritage site. 

Museum Manager Georgina Gates has 
welcomed a mix of television crews looking 
for an interesting backdrop for dramas 
including North and South and Life on Mars. 
Most recently, the mill has appeared in a 
scene from Oscar winner The King’s Speech. 

“The fees we charge for filming need to 
cover the cost of running the engine if the 

production company has specified that it 
is what it wants to film,” says Georgina. “It 
costs in the region of £400 per hour to run 
our steam engine, so it would be of great 
financial loss if that weren’t taken into 
consideration when working out the filming 
fees. The extra income certainly makes it 
worth it, though.”

There is also the excitement that comes 
with having big productions come to the mill, 
especially for staff who are unwittingly roped 
in as extras.

“Margaret Nowak, our weaving technician, 
became an extra at the very last minute for 
The King’s Speech,” says Georgina. “Arriving 
for work that morning, she was oblivious to 
the fact that Colin Firth and Helena Bonham 
Carter were at the mill. Margaret was 
whisked away to costume and make-up and 
appeared on the silver screen alongside both 
stars – she couldn’t believe it!”

Georgina advises drawing up a contract 
to set guidelines for production crews to 
protect relics and historic parts of a site. 
“There’s always a danger of objects being 
damaged, so it’s important we put in place as 
many measures as possible to help prevent 
this from occurring,” she says. “It’s written 
into the filming contract that objects can be 
moved only by supervising members of the 
museum staff and that there must always 
be museum staff present during set-up and 
filming. All common sense, really.” ■

The King’s Speech, Queen Street 
Textile Mill, Lancashire

4

(left to right) Lacock; the Historic 
Dockyard in Chatham; Colin Firth and 
Helen Bonham Carter in The King’s 
Speech; filming The King’s Speech

Film location websites 

If you’re interested in getting 
your business listed as a 
location, visit these sites:

locationworks.com
locationpartnership.com
amazingspace.co.uk
unitbase.co.uk
location-collective.co.uk
www.kftv.com
www.film-locations.co.uk

If you don’t think your property 
is right for filming, it may still 
be worth getting listed as 
an accommodation provider. 
“People frequently request 
accommodation for shoots,” 
says Sarah Eastel of Sarah 
Eastel Locations. 
“This means we might be 
interested in having you on  
our books if you’re based in  
the right area.”
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Statistics

83%
The number 

of people who 
described the 

holiday they took 
in England in 2011 
as ‘excellent’ or 

‘very good’ 

76%
of people said 

that the  
accommodation 
they stayed in 

was ‘excellent’ or 
‘very good’4

62%
The average level of bedroom occupancy 

across all types of serviced  
accommodation in England in 2010. This 

rose to 75% in the July–September period1

50%
The number of people who think 

that in the future, even beyond 
2012, they’ll take more domestic 
holidays in the UK than they did 

before the recession2

£8.3bn
The amount spent on 
domestic holidays in 

England between January 
and September 2011, over 
£600 million more than in 

the first nine months  
of 20103

Here are the latest travel and 
tourism statistics from visitEngland 

and the Great Britain Tourism 
Survey (GBTS) 2011. See how they 

might affect your business and 
help you plan for the future

Travel by 
numbers
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Statistics

The smaller/lighter circle shows 
what percentage of the trips  
in each region were taken by  

local people

The larger/darker circle shows 
the proportion of trips taken  
in the region out of the 79% 

taken in total

 

 

26%

4%

18%

aLL MaPPEd OUT 

21%

30%

The Great Britain Tourism Survey Deep Dive Report found that 
79% of all domestic trips taken in the UK from 2006-2009 took 
place in England. This map shows what proportion of these 
were in each region of the country.5

7%

39%

12%

35%

12%

33%

3%

8%

37%

6%

30%5%

North West North East
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East 
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England
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The proportion of people who, when 
surveyed by VisitEngland in 2011, said 
they were seriously affected by the 
economic downturn and were making a 
lot of changes to their spending patterns

Sources
1. England Occupancy Survey 2010, 2. Staycation, 3. GBTS 2011, 4. Staycation, 5. GBTS 2011, 6. Staycation, 7. Staycation, 8. GBTS 
2011, 9. Staycation, 10. GBTS 2011
For more information, visit visitengland.org/insight-statistics

24%

52%
The amount of people who said they were 
affected a little and had made a few changes 
to their spending habits9

7 out of 10  
people questioned took, or expected to take, a holiday in England in 20116

£225

The average 
amount that 

visitors spent 
per overnight 
holiday trip 
in England 

between January 
and  

September 2011

Great Britain 
Tourism Survey 

(GBTS)8

total

The number of holiday bednights taken by 
domestic travellers in England between January 
and September 2010 10

135,791,000

The number of people who took or 
planned to take at least one holiday 
in England in 2011 that directly 
replaced a holiday they would  
have previously taken abroad 7

21%

This is

4%
more 
than 
last 
year
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Local produce

Sustainable and locally sourced produce is 
becoming more and more popular. Here, we 
meet suppliers and owners who are working 
together to offer the best from their region 

W ith the public becoming more environmentally aware and keen to support 
local businesses in these tough economic times, it’s not hard to see why 
the trend for locally sourced and sustainable produce is growing. “Guests 

are becoming far more discerning about what they’re eating and where it comes 
from,” says assessor Keith Salmon. “I’ve witnessed people spending more time finding 
out the origins of the food than actually looking at the menu.” 

People aren’t just committed to reducing their food miles; they also like to see 
handmade toiletries. 

“Many accommodation providers now stock locally made bathroom products  
and guests always appreciate these small touches,” says Keith. “We do look at 
toiletries as part of our accommodation assessment and I’m always impressed  
to see something a bit more special and local on the shelves. You just need to  
make sure you keep any large bottles topped up, as no one likes to think they’ve 
been used before.”

Businesses all over England are now stocking handmade and sustainable 
products and some are even making things themselves. The following case 
studies demonstrate just some of the wonderful products that are on offer and the 
accommodation providers who are embracing them and the ‘keeping it local’ ethos.
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Harrop Fold Farm, Cheshire

Harrop Fold Farm, which you may recognise from its 
appearance on the Channel 4 programme Three in a Bed, 
is run by Sue and David Stevenson. Their daughter Leah, 
who was previously shortlisted for a Best Supporter of 
Local Produce award from Visit Chester and Cheshire, 
runs cookery sessions from a converted building in 
the farm called Leah’s Pantry. She teaches secrets and 
techniques, including tips on how to get the best from the 
freshest local produce and courses on cupcakes.

“Homemade produce is a definite selling point here,” 
says Sue. “It’s what gave the farm its grade, it brings 
the guests in and it brings them back. They love the 
homemade fudge and shortbread in every room and the 
fact that we use our own meat and eggs, which come from 
happy animals reared free-range. 

“It’s important to support the local economy and, 
especially, independent businesses,” Sue adds. “We always 
source locally, except in the rare instance where it might 
compromise on quality. We are constantly trying to keep 
up standards of quality and improve where we can.”

Pure Lakes, Cumbria

With a background in chemistry, Sandra Blackburn 
was well placed to set up a toiletries company with 
her husband, Iain. She spent a long time developing 
environmentally friendly products before Pure Lakes 
was born. Now in its fifth year of trading, the business 
supplies about 100 hotels and B&Bs nationwide, as well  
as a number of shops.

Laurel Cottage in Windermere is one of the guest 
houses that stocks Pure Lakes products. Owner Alison 
Ledger first saw the toiletries at the Best of Lakeland 
Hospitality Show about three years ago and she has been 
providing her guests with Pure Lakes hand soap, shower 
gel and shampoo ever since.

Alison loves the fact that she can support a local 
business and she couldn’t be happier with the products. 
“It’s like having your own local Body Shop,” she 
says. “People love the smell and it’s great that it’s 
environmentally friendly. The packaging is pretty and 
simple and it looks good in the bathrooms.”
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Local produce

Neal’s 
Yard, Dorset 

Richard and Nikki Cooper, owners of 
the Bull Hotel in Bridport, used to sell 

Neal’s Yard Remedies products when they 
ran a shop in the town, so they knew how 

much they liked them. The Coopers decided 
that they wanted to continue to support the 
locally based company when they set up their 
hotel and, in fact, Neal’s Yard is just one of 

many local businesses they support.
“As we’re based in such a great location, 

we make the most of local meat and fresh 
fish on our menus,” says Marketing 

Manager Billy Lintell. “Our guests 
love the fact that our local ethos 

continues with the toiletries 
that we provide.”

Claire’s Handmade, Cumbria

Claire’s Handmade, which is run by Claire Kent and employs 
four people, produces a wide variety of preserves, chutneys 
and relishes using local ingredients whenever possible and no 
artificial additives.  

In recent years, Claire has noticed an increase in hotels and 
guest houses wanting to use local produce. “Even though it does 
cost places a bit more to stock our products, as we can’t compete 
on price with the national companies, we do compete very well 
on quality, food miles and supporting the Cumbrian economy.”

Supporting the local economy is very important to Amanda 
McDonald, owner of the Dolly Waggon guest house in Keswick, 
Amanda McDonald. As a member of the Cumbria Business 
Environment Network, she buys her meat from the local butcher, 
gets her toiletries from Pure Lakes and uses Claire’s Handmade 
marmalade, jams and chutneys. 

“We only serve what we eat; we make sure we have the best 
produce,” says Amanda. “Claire’s products are not only nice and 
tasty, but local. Guests really appreciate this and some of them 
end up taking jars home.”

Sedbergh Soap Company, Cumbria

Sedbergh Soap Company is a family business based on a 
working sheep and cattle farm at the foot of the Howgill Fells in 
Sedbergh. Owner Dorthe Pratt started making her own soap in 
2007 after having suffered with severe eczema all her life.

“All our soap is made, cut and packaged by hand,” says Dorthe. 
“We grow most of our own flowers and herbs, including lavender, 
rosemary, mint, lemongrass, heather and nettles.”

Sedbergh Soap’s organic bath and skincare products are 
stocked by high-end hotels and restaurants and Dorthe believes 
it is because they are most interested in using local products. 
“The top hotels and restaurants have always taken ingredients 
in food very seriously – it’s the heart of their business, so they 
extend that to buying other products,” she says. “They are 
frontrunners in embracing local produce and already understand 
the whole local, seasonal ethos.”

Grassington House is just one of many places that Dorthe 
supplies. Owners John and Susan Rudden couldn’t be happier 
with the products. “We chose the Sedbergh Soap Company 
because the products are 100% pure and unique,” says John. “We 
like the old-fashioned personal service we receive from them.” 



Local produce
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A growing 
business
One man’s passion for garlic, 
coupled with a dedicated team,  
has led to the creation of one  
of the Isle of Wight’s top visitor 
attractions, the Garlic Farm
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Day in the life

W ith a farm shop, café, education centre, heritage centre 
and a whole host of activities, in addition to self-catering 
cottages, there is plenty to see and do at the 100-acre 

Garlic Farm on the Isle of Wight. What really gives it the edge, however, 
is the keen and knowledgeable approach that owner Colin Boswell and 
his team take towards everything they do and their commitment to 
continually improving and adapting to the changing market.

“We’re different and exclusive,” says Colin. “We travel around the 
world finding out more about the history of garlic. There’s nobody else 
out there going up mountains on horseback in Kazakhstan or getting 
shot at in eastern Turkey, so I think that really sets us apart.”

Having set up education and heritage centres, Colin has ensured 
that his knowledge of garlic and its history is passed on to the 80,000 
visitors welcomed to the farm, which is open all year round, each 
year. The majority of these visitors are families, but during term time 
it also hosts, on average, two to three school groups a week. “We’re 
really keen to push the farm as an educational experience,” says 
General Manager Tom Honeyman-Brown. “We want to offer something 
different to the other visitor attractions on the island.”

Tom and Colin know that, to give visitors a good experience, they 
need to rely on the people who work at the farm. There are 30 full-time 
employees, and all the shop and café staff go on the Welcome Host 
customer service training course, which is run by Tourism South East. 
“It works really well,” says Tom. “We know how important customer 
service is, especially in this day and age, when anyone can use their 
phone to post a bad review while they’re still sitting in the café.” 

The training doesn’t stop there, though. “It’s important that all our 
staff, no matter where they work, know about the farm and garlic in 
general,” says Tom. “So Colin takes them on tours around the farm and 
we keep them updated on any changes and the different seasons.” The 
farm also uses a ‘secret shopper’ service to help maintain high standards 
and the team has learned much from the input that the VAQAS (Visitor 
Attraction Quality Assurance Scheme) assessor has given them.  

Fred Cubbage, Senior Assessor with VAQAS, has been working 
with Colin for the past five years. In that time, Fred has seen a vast 
improvement on the early days. “When I first visited, I was confused 
by the layout and the interpretation and I couldn’t identify the staff,” 
he says. “Now, the farm is easy to walk around, there are clear and 

informative signs everywhere and you can identify the members of  
staff because they all wear uniforms. I look forward to my annual  
visits, as I like catching up with what’s new and sharing in their well-
deserved success. One of the pleasures of my job is working with 
attractions that are open to suggestions, eager to embrace change 
and willing to tackle issues regarding the sometimes costlier side of 
infrastructure improvements.”

As the management team has such a positive attitude towards the 
business, it isn’t hard to keep the staff interested and motivated, but it 
still takes extra care to make sure that they feel valued. Offering staff 
discounts, bottles of champagne for birthdays and an ‘Employee of the 
Quarter’ scheme are some of the successful incentives. 

However, the ‘lucky lunches’ have proved the most rewarding. Held 
every quarter, six lucky members of staff, whose names have been 
pulled out of a hat, go for lunch with Colin’s wife, Jenny, who oversees 
the accommodation side of the business. “It gives the staff a great 
opportunity to put their ideas forward,” says Tom. “Some of them have 
been with the business for 30 years, which proves how valued they feel 
and how committed they are.” 

Although Tom himself has only been with the business since 2010, 
he has implemented many ideas and Colin couldn’t be happier with 
what he has achieved so far. “Tom’s brought with him a far more 
sophisticated marketing agenda and systematic approach to our 
production and sales,” he says.

Having previously worked in marketing at Virgin Radio, Tom comes 
from a very different business background to Colin, but he has settled 
in well and has helped oversee the development of both the heritage 
centre and the education centre, among other projects. He and Colin’s 
daughter, Jo, who runs the shop and café, have come up with a number 

“We want to offer something 
different to the other  
attractions on the island”
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Day in the life

Tom takes us through a typical day on the farm

9.00am  The first thing I do when I arrive is walk around all the units 
to check that everything is running smoothly and looking tidy and ready 
for visitors. As we’ve got so many different parts of the business, from the 
production kitchen, where we make pickles, to the heritage centre, it takes 
a while, but it’s important to check that everywhere is looking its best. Last 
year we refurbished our loo block on the recommendation of the VAQAS 
assessor. Although it cost a lot of money, it was well worth it as the block 
looks so much better now. 

 10.00am  I catch up with Jo to see what’s going on at the shop and 
in the café and I regularly chat to Hugo and Jenny, who are in charge of 
the self-catering side of the business. It’s important to know what’s going 
on and see how we can work together, especially in the quieter months. 
Although the cottages are full for nearly the whole of the summer, they 
go through far leaner periods, such as January, when there’s about a 10% 
occupancy level, so it’s a good idea to work together on ideas like our new 
yoga retreats.

 11.00am  I head to the office and try to trawl through all my emails, 
admin and invoices. As soon as I started here, I took a far tighter grip on 
cash flow, as it’s vital to keep on top of that if you’re going to make a profit.

 1.00pm  I try to have lunch at our café about once a week, as I like to 
stay up to date with the menus and check that the food is up to scratch –  
I haven’t been disappointed yet!

2.00pm  I have a walk around the farm with Colin, checking in with 
everyone from the people washing and preparing garlic to those who work 
at the education centre. We talk every day about new ideas and how things 
are going in general.

 3.30pm  As the general manager, I am always having meetings. 
From speaking to potential suppliers to meeting with our web designer 
or someone from the local council, no two days are the same. As we’ve 
recently started hosting corporate events at the farm for companies such as 
Waitrose and Whole Foods, I try and pop along to say hi. So far, we’ve only 
held events such as training days or general meetings for clients, but we’re 
looking to expand this side of the business soon. I think it will be good to 
add a new dimension to what we do, and it could prove quite profitable.

4.30pm  I catch up with Jo again to see how the day has gone and 
chat to the café and shop staff to make sure that they’re happy and that 
things are running smoothly. It can get so busy in the summer months, so 
it’s good to just check that the hundreds of kids we get through the doors 
haven’t caused too much havoc.

 5.00pm  I put the answerphone on and finally try to finish doing 
all my admin. It’s nice to take some time at the end of the day to get 
organised, although that doesn’t always happen, as I’m frequently called 
away to do something else.

6.30pm  I generally head home at about 6.30, but if we’re hosting one 
of our supper-club nights, I sometimes go along as they’re fun and provide 
a good opportunity to mix with the locals. We really rely on their support 
during the quieter months, so I never underestimate how important it is to 
make sure that they keep coming back. We are always coming up with fresh 
ideas to tempt them, such as our rock ‘n’ roll nights.Ph
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“I do not like to meet the VAQAS 
assessor with the same list  
of sore thumbs as last year”
of ideas. From branching out into new family events that complement 
its already popular annual garlic festival, to setting up yoga retreats  
and cookery classes, the team certainly doesn’t stand still. And they 
make sure that the public knows about it by publicising the farm in  
a number of ways. 

With 16,000 people signed up for its newsletter,it already has a 
strong base of customers to market to, but it has also employed Fire 
PR to help reach as many potential visitors as possible. “Using social 
media has been a great success,” says Amanda Wadlow, Fire PR’s Client 
Director. “The Twitter profile [@TheGarlicFarm] now has in excess of 
1,000 followers, lots of whom interact with the brand on a daily basis, 
and the Facebook page [facebook.com/TheGarlicFarm] has proved to 
be a great place for fans to share photographs and recipe ideas.” 

The farm’s excellent website, which is managed by the Cowes-
based firm NetGuides and Colin’s other daughter, Natasha, also 
helps to attract new customers. Frequent appearances on television 
programmes such as BBC2’s The Great British Food Revival and 
ITV’s Hungry Sailors help too. However, proving how important it 
is for small businesses to be involved with their local communities, 
much of the farm’s business has come from its involvement with 
island events and the island’s farm holiday organisation, Wight Farm 
Holidays. “Being a part of the group has enabled us to punch above  
our weight,” says Colin.

Having produced a garlic beer, probably the world’s first, and with 
plenty of new plans on the horizon, including an archaeological dig, 
the farm has much to publicise and be proud of. There’s no room 
for complacency, though, and the team is always striving to achieve 
more. “I do not like to face the VAQAS assessor with the same list of 
sore thumbs as we had last year,” says Colin. “It’s important that we 
continue to improve and prosper.” ■
For more information, visit thegarlicfarm.co.uk
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Before you decide to write  
a press release, make sure  

your business is doing something 
different or newsworthy
“Owners or PRs who offer me an unusual angle, something that isn’t 
run of the mill, are the ones I take notice of,” says Fiona Duncan. 
“Anything from an owner telling me that they are particularly good 
with single or elderly guests, and giving reasons – such as collecting 
guests from their own homes – to owners telling me about their 
special weekends, from chamber music concerts to mushroom 
foraging, is appealing.”

Tony Barnfield ran a highly unusual and successful PR campaign 
when he was the proprietor of a restaurant with rooms in the  
New Forest. The aim of the ‘Wedded Bliss’ promotion was to boost 
business in February, one of the quietest months for restaurants.  

1

Contributors

The Sunday Telegraph’s 
Hotel Guru,  

Fiona Duncan

Hotel, restaurant and 
wine consultant  
Tony Barnfield

Janet Harmer, Hotels 
Editor of Caterer and 

HotelKeeper 

Tony Wenham, Editor, 
Editorial Projects Unit, 

Eastern Daily Press

Dea Birkett, freelance 
journalist and Director of 

the charity Kids in 
Museums 

Andy Sherwood, News 
Editor of the Lymington 

Times & New Milton 
Advertiser

Chester Zoo’s PR and 
Media Manager,  

Rachael Wheatley

VisitEngland’s 
Destination PR Manager, 

Laura Smith

Les Redwood, Joint 
Chairman of the Bath 

Independent Guest 
House Association

Martin Hofman, Chair of 
Peak District Premier 
Cottages’ marketing 

committee 

Rosie Hadden and Simon 
Toft, owners of Little 

White Alice self-catering 
cottages, Cornwall

The offer was simple: dine on any of the first ‘lucky’ 13 days of 
February prior to St Valentine’s Day, bringing along your marriage 
certificate. The couple’s meals would then be discounted by the 
number of years of marriage – or ‘Wedded Bliss’.

It was launched by way of a press release, which was emailed on  
31 December to both the Dorset Echo and Southampton Daily Echo as 
well as the more local Lymington Times & New Milton Advertiser and 
the village’s own monthly Sway News magazine. The story was used 
by all these publications and no paid advertising was used.

Drinks and wine were not discounted, however, and even though 
up to a 61% discount was given, restaurant turnover for the period 
was above average for any such period during the year. Indeed, 
the restaurant was fully booked within days of the launch for 1–13 
February, so the offer was brought forward to 25 January. The scheme 
ran successfully for four years. After publicity, especially in the first 
year, it brought about coverage locally, regionally and in the trade 
press, all of which was good for mainstream business. 

You don’t have to be a PR expert to get your business 
media coverage, especially if you use these top tips from 
journalists and PR-savvy business owners 

ways to get  
your business  

in the spotlight

Public relations
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8 
Use  
social media
“It’s a good idea 
to use social 
media, as shrinking 
newsrooms are 
forced to monitor 
new media to pick 
up stories,” says 
Tony Wenham. 
“When doing 
this, it’s worth 
hashtagging the 
place name as 
reporters will be 
trawling locations.”

Cultivate 
good 

relationships 
with 

journalists
The more you read and become 
familiar with the style and angles 
a journalist goes for, the easier it 
is to make your story fit.  

Build a relationship with your 
media contacts; let them know 
when you have read a good 
article of theirs, as everyone 
responds to praise.  

“It’s far more effective to 
send an email to a person you’ve 
had contact with than an info@ 
address,” says Dea Birkett.

Proof, proof 
and proof again

“Your release is going out to professional writers, so  
make sure your grammar and spelling are perfect,”  
says Laura Smith.

5 Send the right sort 
of images with your 
press release
“Send your release with a low-resolution image, or put a line 
at the bottom stating that images are available. Magazines in 
particular are unlikely to use a story without a picture,” says 
Laura Smith.

“If you are sending images, always send low-res images initially 
and then we can ask for high-res images later,” says Janet Harmer. 
“A press release with high-resolution images may cause me to hit 
the delete button immediately as they can crash my inbox.”

Link with other businesses 
and bigger brands

“It’s a good idea to work with organisations like VisitEngland, as journalists frequently ask 
organisations for contacts instead of researching lots of individual businesses,” says  
Laura Smith. “Make sure we have your latest news by keeping your local tourism 
department informed.” 

Associations such as the Bath Independent Guest Houses Association (BIGHA) can be 
effective in creating publicity for small guest houses that might otherwise not be heard 
amid the noise created by the big hotel chains, says its Joint Chairman, Les Redwood. 
“By working together, we have been able to sponsor events, such as the Bath in Bloom 
competition and awards for the City of Bath College, which is not only a nice thing to do, 
but brings us recognition.”

Martin Hofman, who is Chair of the Peak District Premier Cottages’ marketing 
committee, is a strong believer in pooling resources too. “Working together gives us 
greater PR and marketing opportunities and an important social network,” he says. “I 
would encourage other accommodation providers to form themselves into groups and 
pool their resources. Although we’re not a large group, we’ve been able to raise our profile 
by becoming the preferred accommodation provider for local attraction Haddon Hall and 
creating a privilege card scheme with other local businesses.”

Include a contact name and number on your press 
release of the appropriate person to speak to4

2 
Be clever with  

your quotes
When providing quotes, make 
them short, relevant and include 
your business’s name, so that 
if you are not mentioned, your 
business is.

Using customers as 
spokespeople is also a great idea. 
“It’s more convincing to have a 
quote from someone who has 
used your service and loved it 
than from someone involved in 
the business,” says Dea Birkett.

6

3

7
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12 
Don’t forget blogs
“Amateur bloggers are very good at spreading the word about 
events. Invite a couple along to review your business for their blog,” 
says Dea Birkett.

Mumsnet, the well-known blog for mums, gets nearly 4 million 
visits a month and features more than 20,000 reviews on it. The 
majority of these are just written by satisfied customers (which 
proves how important it is to provide a good service), but some 
have come about from press visits. So what are you waiting for? If 
you own a family-friendly business, set up a profile on the site and 
invite the bloggers along.

If your business is geared more towards a different market, such as 
walkers, it’s worth contacting a specialist blogger to come and visit.

don’t just use media outlets to spread the word 
“Doing something as simple as putting up posters in your  
local supermarket can work wonders,” says Dea Birkett.

Ask a local media outlet 
if they’d like to run a 
competition with you

You can provide the prize, which will give you free coverage 
over a sustained period. This story shows just how successful 
this can be.

Having a spotted a tweet by Wessex Water magazine 
requesting prizes, Rosie Hadden and Simon Toft decided 
to donate a stay at their Little White Alice self-catering 
cottages in Cornwall. As the magazine goes out to 1.4 million 
customers, it’s no surprise that Google Analytics has shown a 
large increase in traffic to the site since the competition began 
and that they have already received bookings as a result of it.

9 Don’t be afraid to keep 
approaching a variety of media  
outlets again and again
“The key really is to just to send stuff in and don’t be put off if it doesn’t appear,” says Andy 
Sherwood. Although it’s obviously important to be polite, Fiona Duncan goes as far as to say: 
“Keep badgering people like me until they finally cave in.”

Rachael Wheatley tells us how targeting a wide range of media outlets can really pay 
off. “Last summer, we opened Dinosaurs at Large! – an exhibition featuring 13 life-size, 
lifelike animatronic dinosaurs,” she says. “Well in advance of its opening, a full, creative and 
innovative PR plan was devised, designed to target all parts of the media and find ways to 
entice them into covering the exhibition.

“We not only wanted to hit mainstream media channels and feature on TV, radio, online, 
in magazines and newspapers – international, national, regional and local – we also made a 
conscious decision to try and create a ‘buzz’ and excitement around the exhibition, through 
our ever important social media streams,” she adds. “This, in turn, was designed to create a 
word-of-mouth campaign on a bigger scale than anything seen at the zoo before. 

“Our coverage is analysed monthly and, for a relatively small outlay, we generated in the 
region of £700,000 worth of PR coverage. Visitor numbers also increased and we had 250,000 
hits on the website in July, an increase of 32% when compared with 2010.”

11

It’s never a good idea to keep a journalist waiting, because if  
you don’t get back in time, they will run the story without you. 

13 Make sure your release is suitable for the media 
outlet you are sending it to and that you meet  

its deadline 

10 Be 
honest

“Don’t ever claim 
to be the biggest, 

highest, most 
successful unless 

you have the facts 
to back it up,” says 

Janet Harmer.

14
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Tacky, suggestive stunts to promote a hotel are a 
definite no-no, says Janet Harmer. “I had a howler 
recently from a well-known group of hotels that 
thought I would be impressed by the fact that they had 
a model “dressed in a skimpy top” – their exact words – 
lolling around their golf course. I suppose it did get the 
hotel group noticed – but in all the wrong ways and, in 
fact, I would not choose to go to that group, even for a 
straightforward quote in the near future.”

“I can’t stand press releases that hang their story on 
something tenuous and topical,” says Fiona Duncan. 
“I can’t count how many ridiculous press releases I 
received around the time of the royal wedding, trying 
to base a reason to stay on some ridiculously tenuous 
link with that event. They all got dumped.”

16
don’t use jargon 
or abbreviations
Just because you know 
what something means or 
stands for doesn’t mean 
anyone else will, so make 
sure you explain yourself 
clearly. For example, write 
out “average daily rate” 
rather than ADR.

Never re-release a 
story without revising 
or updating it

18

19 Put key facts 
and figures in your 
press release
“If the release is about a hotel, 
for instance, that has dramatically 
increased its business since 
introducing new green initiatives, 
a journalist will need to have exact 
figures to back that up, such as 
turnover before and after the change 
in operation, key energy savings and 
so on,” says Janet Harmer.

17 Tailor  
your pitch
 
Wherever possible, tailor your 
press release or pitch to fit the 
outlet in question – it’s better to 
send out ten tailored pitches that 
have good chance of pick-up than 
blind-sending the same info to 120 
journalists, says Laura Smith. 
Remember, if you are issuing a 
national story, make sure the 
information has a more local 
slant for the local media – one size 
does not always fit all.

15

20
keep your press releases concise. 
Journalists don’t want to be bombarded 
with too much detail.
“Journalists are looking for a clear outline of 
what your business has achieved or is trying to 
achieve, without any superfluous ‘fluff’,” says 
Janet Harmer.

Don’t be tacky 
or tenuous
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Terms and conditions

your
Ts & Cs

Terms and conditions may not be exciting, but 
they are important. Here, Sue Wilkin, a Senior 
Public Protection Officer with Trading Standards, 
offers some expert advice

Sue Wilkin is a Senior 
Public Protection Officer 

with Trading Standards  
for Wiltshire Council

If you run an accommodation business, it 
is vital that you have terms and conditions 
for all your bookings, because these form a 

legally enforceable contract between you and the 
guest. A surprising number of businesses don’t 
bother with terms and conditions, but without 
them, they will find themselves in disputes – I 
receive a lot of complaints every year from both 
guests and owners. 

Many people find it difficult to write fair 
terms and conditions. The main rule is that 
the contract shouldn’t contain penalties that 
are unfair to the guest. Businesses often fail to 
appreciate the consumer’s point of view – you 
have to look at it from both sides.

PROBLEMS, PROBLEMS
When you start to draft your terms and 
conditions, you should think about the problems 
your business could encounter and how you 
would deal with them and ensure that they are 
covered in your terms. Each business will have 
its own requirements, depending on the type of 
accommodation and the guests it attracts. For 
instance, if your B&B is pet-friendly but you don’t 
want muddy dogs ruining your carpets, include a 
clause saying: “We welcome well-behaved dogs. 
We reserve the right to charge cleaning and 
repair costs if your dog damages furniture and 
soft furnishings.” But if your accommodation is 
family-friendly and welcomes children, it would 
not be appropriate to penalise parents if their 

children are noisy. One B&B owner told me that 
if she had to compensate guests for noise from 
other guests, she would just add the charge to the 
noisy guest’s bill. But you can’t do that.

CaNCELLaTION POLICY
Cancellations and refunds are the main causes 
of disputes between accommodation owners and 
guests. Consumers are very concerned about 
cancellations. Many of the larger hotel chains 
allow guests to cancel up to 24 hours before 
their scheduled stay, and some up to 6pm on the 
day of arrival, with no cancellation fee charged. 
Consumers now expect this, even in smaller 
establishments. It’s a good idea to be fair and 
flexible. The contract cannot say “We do not give 
refunds”, because this does not meet the test of 
fairness. Consider each situation individually. 
If a guest cancels because a wedding is called 
off, or because of illness or bereavement, be 
sympathetic. They will book with you again. 
If a guest cancels several weeks ahead, it is 
reasonable to try to re-let the accommodation. 

What if the guests don’t show up and haven’t 
paid for the first night? It’s always difficult if 
you choose not to take any deposit or payment 
for the first night. The customer is in breach of 
contract; you are entitled to be compensated for 
the loss, and can invoice the customer. Again, 
this should be stated in the terms and conditions. 
Always confirm these by email to make it clear 
that it is a binding contract.
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If you give refunds, you  
could use this wording:

When you make your booking and we have received the required 

deposit/taken a debit or credit card number to secure the booking, a 

legally binding contract exists between us that is non-cancellable and 

non-refundable, except in exceptional circumstances. You may still 

remain liable to pay in full or in part for the booking, even if you are 

unable to take your holiday. Even where you have not paid in full at the 

time of cancellation, you will remain liable for the full cost. 

If for some reason you do need to cancel, it is important that you tell 

us at the first opportunity so that we may attempt to re-let your room 

and minimise your loss. You should take out cancellation insurance to 

protect you against possible loss. 

We will allow you to cancel your booking 

without penalty, but you must do so within 

X days/hours of the due date, in writing  

or by email to X. We will acknowledge 

receipt of your cancellation by return. 

Please do not consider your booking 

cancelled until you receive our 

confirmation. If you do not cancel, but 

you fail to arrive for your stay with us, you 

agree that the sum due for your first night’s 

stay will be debited from the credit/debit 

card in full and final settlement. 

It’s a good idea to formulate a clear cancellation 
policy. I suggest that you use this clause: 

You may wish to personalise 
this term – for instance, if 
you charge an administration 
fee for cancellation or 
choose to retain the 
deposit. Remember that the 
consumer does not have an 
automatic right to a refund 
if they cancel, so anything 
offered is additional to their 
statutory rights and the 
business may, to a certain 
extent and subject to the 
unfair terms legislation, 
dictate the terms on which 
cancellation is accepted.
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aRRIvaL aNd dEPaRTURE 
As I work in trading standards, I frequently 
receive complaints about unreasonable 
check-in and check-out times. In some self-
catering places, guests aren’t allowed access 
until 6pm on arrival day and have to leave 
before 10am. One owner told me she needed 
the time to clean the house – well, she needs 
to get help so that she can do it quicker. 

Some terms and conditions state that  
the owner will charge for an extra night  
if the guest is not out by 10am – you can’t  
do that.

Make your terms and conditions clear 
so that you can refer to them if there is a 
problem. And don’t think that they’re set in 
stone – they’re a living, breathing document 
and you can change them. Times change,  
and terms and conditions need to change 
with them. ■

The Payment Card Industry Data Security 
Standard (PCI DSS) requires businesses to 
keep cardholder data secure throughout every 
transaction, and each card company has its 
own compliance programme. VisitEngland 
advises businesses to charge a deposit to the 
card at the time of booking, rather than simply 
asking for the card number; a refund can be 
processed later if necessary. It is not good 
practice to retain the customer’s card details 
to use at a later date, in the event of a no-show 
or cancellation. Instead, take the card details at 
the time of the booking, charge the first night 
in full, then destroy the card details.

If the customer claims that they cancelled 
by phone, they should substantiate this with, 
say, a copy of their phone bill showing the 
call. If they are unable to provide proof, and 
had put the payment in dispute with their 
card provider, the card provider should 
reinstate the payment. Terms and conditions 
should always cover these situations and, 
wherever possible, terms should require 
that cancellation takes place within a certain 
time before the due date. It would also be a 
good idea to require confirmation that the 
cancellation is accepted, so that the customer 
cannot claim that they had cancelled if they 
had not. 

dOUBLE TROUBLE
Double booking can also cause problems. 
VisitEngland recently received a complaint 
from guests who arrived at their B&B to find 
that their room was double booked, and the 
owner had arranged for them to stay at a local 
hotel instead. The room was disappointing 
and the guests were dissatisfied. They 
complained to the B&B owner, who refused  
to provide any compensation.

The customer had a legal contract with the 
B&B with which they booked, and the B&B 
was in breach of contract. The owners made 
the decision to book them into alternative 
accommodation without prior notification, 
and the contract for that booking was between 
the hotel and the B&B, not the customer, so 
the customer had no choice but to take the 

It’s a good idea to use this clause  
to cover double-booking problems:

We would only cancel your holiday if your 

accommodation was unavailable for reasons beyond 

our control. We would, however, attempt to offer you 

alternative accommodation. If this was not possible or 

unacceptable to you, then we would refund all monies 

paid by you for the holiday. Except in exceptional 

circumstances, our liability would not extend beyond  

this refund.

For more help with writing terms 
and conditions, a revised template 
is available on VisitEngland’s 
Accommodation Know-how 
website, and can be customised 
to suit your business. Visit 
accommodationknowhow.co.uk 

(login is free to all VisitEngland 
participants). 

For more information on PCI DSS, 
visit pcisecuritystandards.org 

If you have an accommodation 
business in Wiltshire and have written 
your terms and conditions, Sue is 

happy to give you advice, but she 
cannot draft them for you. Email her 
at sue.wilkin@wiltshire.gov.uk

Outside Wiltshire, some Trading 
Standards offices may be able  
to advise you, but not all offer  
this service.

matter up with the B&B. The B&B owner 
was in the wrong in refusing to look at their 
claim, since if the guests took legal action, 
they could be awarded compensation for loss 
of enjoyment. The claim must, however, be 
reasonable, and if any element of the stay was 
satisfactory, they should not try to claim for it 
– for example, if the standard of the room was 
poor but the food was good, then the claim 
would be for the room only.

“Terms and 
conditions are a 
living, breathing 
document and you 
can change them”
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HeaderA different view

kEEPING 
CUSTOMERS 

HaPPY
RaLPH OSWICk, DIRECTOR 
OF THE NATURAL THEATRE 

COMPANY, DISCOVERS  
JUST HOW ACCOMMODATING  

SOME STAFF CAN BE

Good service comes in many guises, whether it’s having the latest 
What’s On guide in the room, offering local maps at reception 
or providing an early-bird continental breakfast for those who 

have to rush for a plane. Speaking as someone who travels frequently, I 
know that these little things will be remembered.

Mind you, not everybody wants to be fussed over. Last year, I stayed 
at a luxurious, though reasonably priced, establishment that offered 
a uniformed butler on every floor. Mine was a very nice chap who 
sprinted up several flights of stairs with my suitcase while I ascended 
in the ancient lift. Impressively, he arrived at my room before I did, 
without any sign of being ruffled or out of breath.

At first I thought it would be a novelty, but I couldn’t bring myself 
to ask him to carry out any of the duties on the list. These included 
unpacking (I didn’t want him to see my battleship greys, thanks), 
taking me to the park for a champagne picnic (sorely tempted there!), 
serving a romantic candlelit supper in my room (pour moi?) and 
waking me gently in the morning (I need a good slap to get me up and 
about!). He even asked if I needed the TV remote control explained. 
Hmm, didn’t think I looked that old.

In the end, I opted for a pot of tea and shortbread biscuits. Well, I 
thought I’d better show willing. In the interests of research, I timed 
him, and my refreshment arrived in precisely three and a half minutes. 
Hardly time to boil a kettle – if I’d had one.

Then of course I was in a quandary over whether 
I should tip or not. I pretended to fiddle 
with my case and he was too polite 
to linger. I thought perhaps one 
could give a gratuity at the 
end of one’s stay, but I had 
a different butler every 
day and so stopped 
worrying about it. All joking aside, the service was 

immaculate, as illustrated one 
morning at breakfast. A late-middle-

aged American couple had bagged 
the best table by the window. The 
husband read out the entire menu 
for his spouse’s pleasure – much to 
the annoyance of the other guests 
in the intimate dining room. They 
took ages to choose, of course, 

asking many questions of the server. 
What’s the difference between 

clotted cream and butter? When you 
say milk, is it hot milk?  Is the toast 

buttered or does the butter come on 
the side? Eventually, Sir went for a raisin 

scone and coffee. Madam chose a plain 
scone and an elaborate variation on a cup of 

tea. All the time, their butler hovered patiently.
Of course, when Madam set eyes on her husband’s 

fruity scone, she changed her mind.
“May I ask something?” she said. “Could you bring me five 

raisins?” The butler responded: “Certainly, madam, I’ll see what 
the chef can do.” Exit butler, straight-faced, to return in seconds 
with exactly five raisins arranged neatly on a little dish. It was as if 
someone had been listening behind a screen and had got it ready  
as the butler sailed out. 

Mr Eavesdropper here was very impressed indeed and went for the 
full English. No questions asked, just bring it on! ■
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Customer service, or rather, a lack of 
it, is a hot topic these days. With TV 
programmes such as Michel Roux’s 

Service and Mary Portas: Secret Shopper 
highlighting the problem, and debates raging 
in the press about why the UK doesn’t have a 
strong service culture, it’s a big issue for the 
tourism and hospitality industries.  

So how can you recruit, train, motivate and 
retain the best staff to enhance the experience 
of your guests and visitors? Two tourism 
businesses renowned for their outstanding 
customer service reveal their secrets. 

at-Bristol
At-bristol.org.uk
At-Bristol science and discovery centre, 
which opened in 2000, aims to make science 
accessible for all and it is essential that the 
centre’s staff members are fully committed 
to this. “As much as possible, we like staff to 
face the customer, not just sit behind a desk,” 
says Human Resources Director Cheryl Allen. 
The Visitor Services team is the welcoming 
face of the organisation, while Formal 
Communicators work with school groups 
presenting workshops, theme days and special 
events. The Live Science team and Informal 
Learning Officers work in the Planetarium, 

on shows and events, and at Live Lab. With 
their red At-Bristol tops, they are very visible 
in the exhibition space, encouraging visitors 
to interact with the displays. Good customer 
service skills are essential for all these roles.

Cheryl Allen thinks it is important to get 
the recruitment right from the start and, as 
a charity with a small budget, HR has to be 
creative. “We advertise on well-known science 
and university websites to get the message 
out,” she says. The centre also use Twitter to 
tweet vacancies, and it has a jobs webpage. 
The organisation does not have a problem 
attracting high-calibre staff; there were more 
than 100 applications for a recent post, and 
the HR department gets a steady stream of 
unsolicited CVs. Applicants don’t always come 
from outside the organisation, though. “One 
important and interesting source of employees 
is our pool of 120 committed and enthusiastic 
volunteers, who can apply for posts,” says 
Chief Executive Goéry Delacôte.  

Line managers are always involved in 
the selection process, and interview panels 
include the line manager, an HR representative 
and often a staff member from the relevant 
department. Competency-based questioning is 
used to ensure fairness and consistency for all 
interviewees, and presentation skills are also 

Good customer service is vital for any 
organisation. Helen Tyas discovers how 
two businesses ensure they get it right

Members of At-Bristol’s 
Live Science team  
giving demonstrations

New 
recruits
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“We do not believe in 
filling a vacancy with 
a ‘possibly suitable’”
assessed. “We are looking for people who will 
be in the public eye all day,” says Cheryl. For a 
job with the Live Science Team, for example, 
the applicant might be asked to prepare a 
science demonstration using household 
objects and, using these props, engage the 
panel as if they were an audience. “Recently, 
we used a group exercise, individual task and 
lunch, plus interview to assess the suitability 
of candidates for a vacancy in our Learning 
Team,” Cheryl adds. They do not currently use 
psychometric testing, although some members 
of the HR team are trained to use them.

So what are they looking for? As well as a 
passion for science and learning, Goéry and 
Cheryl agree that good customer service and 
communication skills, confidence, high energy 
and enthusiasm levels and commitment are 
essential. “The bottom line is simple. We have a 
strong culture here. When we recruit someone, 
they are joining that culture,” says Goéry. 

“We try to assess if they fit into the 
culture, which is quite difficult to pin down,” 
Cheryl explains. Personality and attitude 
are important, and if a candidate is right for 
the role but lacks skills, HR will organise the 
necessary training to fill the gaps. “We are 
not frightened of re-advertising a post,” says 
Cheryl. “We do not believe in filling a vacancy 
with a ‘possibly suitable’.”

Training is all on the job, and there’s a lot 
to learn. “If the staff member is on the floor, 
presenting shows and working with visitors, 
there’s a big induction process,” says Cheryl. 
“In the first three months, they will be trained 
to give some presentations, but they won’t be 
able to do everything. But by the end of eight 
or nine months, they will.” 

Recruits start with a three-month 
probationary period, with monthly one-to-one 
meetings to monitor their progress. At the 
end of the three months, if there are areas 
that need improvement, probation may be 
extended. Dismissal is rare. “Usually, people 
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realise that they are not up to the job, so they 
leave quite amicably,” Goéry explains.

All employees are encouraged to develop 
skills and receive annual appraisals to identify 
gaps in training and development. Due to the 
small training budget, innovative solutions 
are needed: some training is held on site, 
some outsourced. Staff studying for master’s 
degrees have been offered flexibility with 
working hours, and others have taken unpaid 
sabbaticals for personal development.

Cheryl says that they are able to recruit and 
retain excellent staff despite not being able to 
pay high salaries. “People are not here for the 
money,” Goéry agrees. “They like the place 
and the people.” At-Bristol has a reputation 
for being a great place to work and achieved 
Investors in People accreditation in 2005 and 
2008. In September 2011, the organisation 
achieved the higher Bronze award, given only 
to the top 3% of Investors in People recognised 
organisations. Cheryl reveals with pride: “The 
assessor reported that ‘Individuals spoke with 
passion about their roles’ and ‘Everyone at At-
Bristol smiles! It’s in their DNA’.”

At-Bristol’s recruitment methods certainly 
seem to work – staff and visitors are happy, 
and the award-winning centre is successful. 
Goéry offers one final tip: “Often people don’t 
realise how important it is to have a good HR 
department. We have an outstanding team and 
director who understand the culture of the 
place and the type of people we need.” 

Tylney Hall
tylneyhall.co.uk
Mark Ashton, General Manager of Tylney 
Hall, Elite Hotels’ 4-star country house hotel 
in Hampshire, is the perfect advert for the 
group’s career-development programme. 
Mark started work at Tylney Hall in 1999 as 
a student on his placement year from the 
University of Surrey, where he was studying 
for a BSc in Hotel and Catering Management. 
Back at university, Mark worked part time 
at Tylney Hall and, after graduating in 2001, 
rejoined the hotel full-time. He was promoted 
to Junior Assistant Manager and, later, Food 
and Beverage Manager, a role he then took 
on at the 5-star Athenaeum Hotel in London. 
Mark returned to Tylney Hall in 2007 as 
Deputy General Manager and was promoted  
to General Manager in January 2010. 

It’s quite a success story, and the Elite 
Hotels Group, which includes the Grand, 

Eastbourne, Ashdown Park and Luton Hoo as 
well as Tylney Hall, has many more.

The group’s mission is to provide traditional 
hospitality and service excellence, and to offer 
the warmest welcome of any independently 
owned collection of hotels in southern 
England. Quite a challenge, you might think, 
given the reported lack of a service culture 
in England, but as the rave reviews on Trip 
Advisor show, Tylney Hall is managing to buck 
the trend. Mark Ashton’s experience rising up 
the career ladder has given him an invaluable 
insight into customer service at the sharp 
end. So how does he identify the right people 
with the potential to go far in the hotel group? 
“It is difficult to find people who have the 
right customer service skills right away,” he 
admits. “We look for personality and whether 
they will fit with the existing team.” Many 
of the employees who start at the hotel in 
lower customer-facing roles are on hospitality 

Tylney Hall staff 
members serving  
drinks and canapés  
to guests
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courses or placements. “Placement students 
are at college and work in the industry for a 
year – they tend to be more motivated and 
stay with us longer than others,” he says. 
He explains that Elite Hotels has a good 
relationship with a group of hotel training 
colleges in France, and the students come to 
work at the hotel on four-month placements. 
These students often return to work at the 
hotel when they graduate.

When recruiting new people, managers 
sometimes carry out screening interviews on 
the phone first and, if the candidate sounds 
promising, invite them for a meeting. Mark 
does not find references particularly helpful. 

“References are dead, in my opinion,” he says. 
“For legal reasons, most employers give  
little more than the dates worked and duties  
carried out.”

Interviews are conducted by the head of 
department and one of the Human Resources 
team. For higher-level positions, interviews 
may be in two or three stages. Elite Hotels 
uses psychometric testing (the Thomas 
International) for management positions. “But 
it’s just one part of the process,” says Mark. 
“We use it in between interview stages one and 
two, and it’s more about understanding the 
candidate and how they are likely to behave in 
different situations.”

All positions have a three-month 
probationary period, with reviews after one 
month and at the end. The reviews are two-
way discussions and, if there are problems, 
the hotel offers retraining. Each employee 
has an individual induction plan for the 
first two weeks, which includes a standard 
training programme and introduction to the 
department and the hotel. The hotel group’s 
core values – exceed expectations, lasting 
relationships, independence and innovation, 
traditional values, encourage development 
(the first letters of each value spell Elite) – are 
emphasised to every employee. “They will 
absorb the right ethos and attitude from the 
rest of the staff,” says Mark. “We have what 
I call ‘customer service champions’, who are 
culture carriers for the hotel. We’re not asking 
staff to follow a script, we want them to bring 
their personalities to their work.”

The group has a strong commitment to 
training and development, and runs in-house 
programmes for management trainees and 
graduate assistant managers. Elite also has 
a track record of promoting internally. The 
Eastbourne Grand Hotel’s Food and Beverage 
Manager Andrew Boon started as a teenage 
‘casual’ and went on to join the management 
trainee programme after A levels in 2001, while 
Holly Flintan, now Bars and Lounge Manager 
at Ashdown Park, started as a part-time 
waitress. She joined full time after finishing 
college and later completed the Wine and 
Spirit Education Trust Intermediate Course 
and the UK Bartenders Guild Level 1 course. 

“Every employee has a training plan for each 
year, and training is tailored to the individual’s 
interests and needs,” Mark explains. “We 
encourage them to do the training they 
want.” Internal and external training includes 
customer care, management development and 
MBAs. All customer service staff members 
go through the in-house Service Excellence 
training, staying at the hotel for 24 hours so 
they can understand the guests’ experience. 

With good training, personal development 
and career-progression prospects, Elite Hotels 
do not have a problem retaining staff. “It’s 
down to the culture of the organisation,” 
Mark says. “We have Employee of the Month 
and Year awards. We have an annual lunch 
for long-serving staff, and give rewards, gifts 
and incentives.” Did he ever think, as a young 
student, that he might one day be General 
Manager of Tylney Hall? “No, but I hoped!”  
he says. ■

“We’re not asking staff to follow a script,  
we want them to bring their personalities  
to their work”

Im
ag

es
 c

ou
rt
es

y 
of

 T
yl

ne
y 

H
al

l 
H
am

ps
hi

re
 &

 A
t-
B
ri
st

ol



Quality edge44

Marketing

With mobile web browsing and app 
downloads on the rise, it’s time to 

consider how your business can best tap 
into this new marketing opportunity

Going mobile 
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One in three adults in Britain now uses a smartphone. Mobile 
internet is already so popular that predictions show it will 
actually eclipse wired internet by 2015, if not before. These 

statistics demonstrate how mobile phones and tablets have become an 
integral part of daily life, so we thought it was time to explore how 
your business can make the most of this trend.

Smartphones and tablets, which are built on mobile computing 
platforms, can do far more than standard mobile phones. By enabling 
users to browse the internet and download applications, which are 
known as apps, consumers are now researching, and indeed booking, 
on the go. 

Statistics from the online auction site eBay demonstrate just how 
popular shopping on smartphones has already become. In 2010, its 
global sales via mobile tripled to $2 billion (£1.3 billion) and it predicts 
that its mobile sales in 2011 will have accounted for $5 billion (£3.2 
billion). In the UK alone, more than 10% of all eBay purchases are 
already made via a mobile web source.

Although these figures may seem far removed from the English 
tourism industry, what they demonstrate is the extra potential that any 
business can have with a mobile web presence. The Google statistic 
that 19 % of all hotel searches already take place on mobile devices 
adds weight to the argument that it might be time for tourism 
businesses to invest in this area. However, it’s important that you only 
do so if it’s right for your business.

“Mobile should form a key part of many businesses’ marketing 
strategies in 2012, but only where demand necessitates,” says 
theEword’s Business Development Manager, Kleon West. “If you don’t 
currently get any mobile traffic to your website, it doesn’t make sense 
to develop a smartphone-friendly version just yet.”

You can easily check to see how people are accessing your site by 
using Google Analytics. If it appears that you are already getting a lot of 
mobile web traffic, it’s probably time to invest in a mobile site, as your 
standard desktop site will be hard to navigate on a smartphone screen.

A site for small screens
“Mobile sites provide users with an easily accessible format,” says 
Dylan Kelly, Business Development Manager at marketing and 
communications agency Bray Leino. “They are also flexible and cost 
efficient to run.”

The initial set-up cost for a mobile site ranges from a few hundred 
pounds to £5,000 or more – depending on whether you use a standard 
template or go for a bespoke option. Although you may not have 
budgeted for a mobile site and so may not be keen on spending money 
on one, it’s worth noting that once a mobile site has been created, it 
can easily be updated using a content management system (CMS) – 
just like any other website. This means you can control what goes on 
the site. If your mobile site and desktop site are built with the same 
CMS, then they are exactly the same to update. For this reason, if you 
are considering a mobile site, it would be advisable to contact the 
company that built your desktop site.

The information on Cumbria Tourism’s mobile site (golakes.mobi) is 
fed from a CMS, which means that the team behind it can keep it up to 
date. The site, which saw 200,000 hits in 2011, was set up in 2009 after 
it was noted that the number of people visiting the desktop site (www.
golakes.co.uk) via a mobile device had risen rapidly. 

Golakes.mobi features information in a compact format, which 
enables users to easily check attraction opening times or see whether 
an accommodation provider has availability before booking online. As 
the site was built to detect what type of smartphone is viewing it, it 
automatically adjusts to the correct size so that it is easy to view on 
any handset.

Although Cumbria Tourism is looking to develop the site further, it is 
still happy with it so far. “It is impossible to track whether the mobile 
site has helped overall traffic to the main site,” says Web Sales and 
Marketing Manager Rachel Stott. “However, we know that providing the 
information in a mobile format has clearly made the content accessible 
to people who perhaps wouldn’t have logged on to the main site.” 

“Mobile sites provide 
users with an easily 
accessible format”
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A different ‘app’roach 
Although mobile sites suit every type of 
business, if you manage a visitor attraction 
or larger hotel, you may want to think about 
creating an app too. Apps come in many guises, 
from information portals to interactive games. 
The main way in which they are being used in 
the tourism industry so far is as an alternative 
to more traditional guides, such as audio tours, 
or for pre-visit downloads and browsing.

Andrew Nugée is the CEO of Imagineear, a 
company that specialises in audio-visual tours 
that is increasingly branching out into apps 
and other interactive content. He had built up 
a business relationship over many years with 
the Beatles Story museum in Liverpool, and 
approached it with the idea of launching  
a smartphone app. 

“We wanted to build an app that would 
promote the location, but also told the story of 
the Beatles on its own,” says Andrew. “It’s got 
great content and plays audio clips as it takes 
you round the city.” 

The experience that Andrew’s team has had 
with this project demonstrates how every app 
needs to be tailored to suit the needs of its 
users. “Say you’re a Beatles fan from Germany 
on holiday in Liverpool,” he says. “It will be 
expensive to download the app over your 
German network from Liverpool. The first 
thing to make sure is that you offer a secure 
wi-fi location in Liverpool over which they can 
download the app.

“The second point is the location finder,” he 
continues. “The phone needs to know where 
you are in the city for the interactive map to 
work, but the cost of having the location finder 
switched on would be prohibitive to non-UK 
residents. We eventually came up with a way of 
showing the phone’s GPS location – even when 
in offline mode – which took a lot of thinking  
to get around.”

The Beatles Story app is free to download – 
this is currently important in determining an 
app’s popularity. Customers may be willing to 
pay about £3.50 for an onsite guidebook but, 
for apps, any charge significantly decreases 
uptake. However, the industry is confident 
that, in five years’ time, consumers will be far 
more willing to pay for digital content.

A free app is also more likely to be 
downloaded by people who aren’t necessarily 
visiting the attraction, which can be great for 
building the brand. 

“The very first app we built was for 
the National Gallery and it was mainly 
downloaded in the UK,” Andrew says. “But 
there were large pockets of activity in, for 
example, Latin America and Scandinavia. 
Newspapers there had picked up the story and 
people there had gone to download the app. 
It just shows that apps can take the attraction 

to a much wider audience and they let people 
visit no matter where they are.” The app was 
downloaded several hundred thousand times 
in the first few months alone. 

Dylan agrees. “An app can be shared on 
social media, whereas paper maps and guides 
can’t,” he says. “It requires people to opt in 
– it shows that they’ve made a choice to be 
involved in your brand.” 

As great as this all sounds, customers  
will only engage with an app that they find 
useful, so there is no point creating one for  
the sake of it, especially when you’ll have  
to spend a minimum of £500 just to set  
one up. “There’s no point in having an app 
unless it improves the customer experience,” 
says Dylan. 

The Montpelier Chapter in Cheltenham 
has provided its customers with a simple but 
effective app since it opened in November 
2010. The app, which is installed ready for 
hotel guests to use on 3G iPod touches, is in 
place of a standard room directory – the only 
information provided on paper in the rooms is 
the spa guide. In addition to information about 
the hotel, the app also provides guests with a 
guide to what to see and do in the area and a 
private running total of their bill.

“Guests are very impressed with the app,” 
says Marketing Manager Anne Allin. “They  
are always saying how useful it is to have so 
much information at their fingertips and all  
in one place.” ■

The Beatles Story Museum“There’s no point 
having an app 
unless it 
improves the 
customer 
experience”
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Texting may seem a little old fashioned compared with  
the wonders of the mobile web, but it is a great way to 
quickly make contact with your customer base. As no one 
likes receiving spam messages, you should always ask  
your customers to opt in to any marketing campaigns  
first, but as soon as people have signed up, you’ll be  
able to start texting. 

Whether you choose to send your customers information, 
offers or direct them to your website, the possibilities are 
endless. In order to avoid spending all day on your phone 
though, it’s a good idea to use an online texting service. 
This will enable you to write the message once and send it 
to as many people as you want instantly, all for just a few 
pence per text. There are many companies out there that 
deliver this service, such as TextMagic and Textanywhere. 

The following case studies are provided by satisfied 
customers from Textlocal (www.textlocal.com). The company 
offers easy-to-use web-based templates so you can create 
your own online text campaigns in minutes.

knowsley Safari Park
Knowsley Safari Park uses online texting in a number of 
ways – from sending customers special offers to alerting 
them to show times as they enter the park. For a recent 
campaign, it encouraged customers to text to find out clues 
for a treasure hunt, which eventually give them a discount 
code for 40% off tickets. 

“We spent £500 on SMS credits and the campaign paid 
for itself within just one month 

in terms of the number of 
additional tickets sold,” 

says Matt Dodd, 
Visitor Service 

Manager.

Parkdean 
Parkdean, 
which 
operates 
24 parks 
in the UK, 
wanted to 
advertise its 

full range of facilities to guests staying at its holiday parks 
and promote offers that they could take advantage of 
during their stay, but didn’t want to bombard people with 
unwanted information. 

It decided that the best way to do this was to ask 
customers if they wanted to sign up for its text-to-screen 
service. The service enables customers to display their own 
messages, such as “Happy Birthday”, on the TV screens 
in the bars and family rooms in the parks. As people pay 
attention to the screens while they are waiting for their 
messages to appear, this gives Parkdean the chance  
to advertise its promotions in between displaying the 
personal texts. 

Since setting up the text-to-screen 
service, all Parkdean sites have 
seen an increase in bar 
revenue (where the texts are 
displayed) and it has built 
up a large database of 
customer contacts.

The Nike Group
The Nike Group, 
which owns a 
variety of travel 
and entertainment 
businesses, decided 
to use the service to 
promote a discount 
on lessons at one of 
its ski centres. It cost 
less than £5 to send 100 
customers a promotional 
text and the ski centre 
received £500 worth of bookings 
in return.

“We are delighted with the results 
we’ve experienced from text marketing,” says 
Ski Centre Manager James Plummer. “It is a useful means 
to target customers accurately and appropriately and, 
although we still use other marketing tools, we are pleased 
that mobile is helping to drive our business forward with 
specific, measurable and cost-effective campaigns.” 

GETTING THE 
MESSaGE 

If you are looking for another way to incorporate  
mobile phones into your marketing strategy, one  

low-cost option is to send your customers text messages



Update

If the Government implements these recommendations,  
this will help businesses by reducing compliance costs and 
clarifying requirements for operators. Other recommendations 
in the report seek to reduce the ‘compensation culture’ by 
balancing personal responsibility with the responsibilities  
of businesses.

The Government is due to indicate which recommendations 
it agrees with and how it will implement them soon.

Smoking and alcohol
The Government has agreed that changes to 
smoking and licensing legislation are required 
to help tourism businesses. Proposals are  

being developed to reduce, or completely remove, the  
need for businesses to put up ‘No smoking’ signs and  
remove the requirement for businesses to gain a full alcohol 
licence if they only provide small amounts of alcohol to 
guests. This should help self-catering operators who provide  
a bottle of wine or champagne as part of a welcome pack  
and B&B owners who want to offer customers a glass of  
wine at dinner.

Consultation documents on both these issues should be 
issued in the next few months, with the subsequent changes 
probably coming into force in 2013.

vaT campaign
The British Hospitality Association, British 
Association of Leisure Parks, Piers and 

Attractions, the Federation of Small Businesses and the 
Tourism Alliance have launched a campaign to get the 
Government to reduce VAT on accommodation to 5%. This 
will help the UK tourism industry to become as competitive 
as its European counterparts, many of which currently benefit 
from reduced rates of VAT.

 Accountancy firm Deloitte has undertaken a substantial 
study that shows that a reduction in VAT would create 
thousands of new jobs and drive investment in the UK. This 
study has been presented to the Treasury and it initiated a 
series of positive discussions with Treasury officials who are 
interested to hear more about the contribution the tourism 
industry could make to the economy. 

It is important to note that this will be a long-term 
campaign due to the current economic situation and the 
complexity of taxation issues. While it could take two to three 
years to effect a change, the significant impact that this would 
have on the tourism sector makes it worthwhile. ■

Kurt Janson, Policy Director of the Tourism Alliance, 
explains where things stand in the world of red tape

Cutting through 
the red tape

Energy-performance certificates
The question over whether self-catering 
operators are required to gain energy- 
performance certificates (EPCs) for their 

properties, and provide copies to customers before they 
book, has finally been resolved. 

The Department for Communities and Local Government 
has decided that EPCs are NOT required for properties 
that are:

•    rented out for less than a cumulative period of four months 
within a 12-month period or

•    rented out through a licensing arrangement whereby the 
holiday-maker does not have exclusive use of the property 
during the period of their booking.

This means that EPCs are not required for self-catering 
properties provided that the agreement under which the 
property is let to customers is a ‘licence to occupy’ rather 
than a tenancy agreement. What this means in practical terms 
is that, as long as that the situation is similar to that of a 
hotel (that is, staff have the right to enter the property to 
undertake work), rather than a residential property (where the 
landlord has to ask permission to enter the property), EPCs 
are not required. Self-catering operators are advised to check 
that their terms and conditions state that staff are able to 
enter the property without permission in order to undertake 
their duties.

The Löfstedt report
The Government recently commissioned an 
independent review of health and safety 

legislation to find ways to reduce the regulatory burden that 
this legislation can impose on businesses. Professor Löfstedt, 
who undertook the review, has now reported back to the 
Government with a series of recommendations, which include:

•    exempting self-employed people whose work activities  
pose no potential risk of harm to others

•    changing legislation to give the Health and Safety Executive 
(HSE) the authority to direct all local authority health and 
safety inspection and enforcement activity, to ensure that  
it is consistent and targeted at the right businesses

•    ensuring that the HSE reviews all its approved codes  
of practice to make sure that they are appropriate for  
all businesses.
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Concession query
Help! I am increasingly confused over what is 
acceptable in relation to entrance fees for 
disabled visitors. We currently offer a 
concession for disabled visitors and their 
carers are given free entry, but we are 
frequently challenged on this issue. 

The problems we encounter range from 
front-line staff being challenged because they 
have not realised the person they are serving 
is disabled, to a rather vociferous carer 
demanding that they have a concessionary 
rate for the disabled person and two carers 
free. What is the standard best practice for 
this and, also, is there any evidence that can 
be provided without us upsetting the disabled 
person to verify a disability that is not obvious 
to our front-of-house staff?
Ann Watt
Head of Marketing 
Hever Castle

Editor: The Equality Act 2010 does not place 
any specific requirement on service providers to 
provide free entry for carers. However, tourism 
providers must amend policies where disabled 
people would be at a ‘substantial disadvantage’. 
Some disabled people may rely on their carer for 
independence. In this case, the attraction  
operator may feel it is appropriate to amend the 
admission policy to provide free carer entry, as  
is the case at The Deep in Hull. This would  
ensure disabled people who require the support  
of a carer to visit the attraction are not put at  
a substantial disadvantage.

Please contact the Editor with any comments or ideas, or to share your experiences:
Pam Foden, Editor, Quality Edge, VisitEngland, Floor 9, 1 Palace Street, London   
SW1E 5HX pam.foden@visitengland.org

Your letters

a weight off your mind
As my parents owned a guest house and I have now run mine for 12 years, I  
have lived in B&Bs all my life. Although I love running the business, I have always  
found it hard to leave and go on holiday with my family. My parents used to come  
in and look after the business, but they struggled with the emails and faxes!  
I tried closing when I went away, but you always seem to miss out on bookings.  
And sitting on the beach taking calls on the mobile with the laptop alongside is  
hardly relaxing! 

Last year, I found the solution to my problem when I discovered a website  
advertising the services of a couple who house sit for people while they’re away on 
holiday. I noticed that they had experience in running guest houses, so I joined forces 
with them and set up a new business, B&B Minders. At Christmas, I tried them out for 
myself and ended up having a lovely stress-free break – they even took an advance 
booking for a wedding party, which I might have missed out on otherwise.

As I know lots of your readers will be in the same position that I was, I thought they 
might be interesting in having a look at our site – we’re on Twitter and Facebook too.
Paul Carroll
Ivy Mount Guest House, Manchester 
★★★

Star 
letter

Congratulations to Paul Carroll, 
who has won an iPod nano. 
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Fresh from its record-breaking run in 
the West End at the Theatre Royal 
Drury Lane, Cameron Mackintosh’s 
spectacular production of Lionel 
Bart’s Oliver! is taking to the road.

Starring Neil Morrissey and Brian 
Conley, who share the role of Fagin, 
the sensational score of Oliver! is full 
of Bart's irresistible songs, including 
“Food Glorious Food”, “Consider Yourself ”, “You've Got 
to Pick-a-Pocket or Two”, “I'd Do Anything”, “Oom Pah Pah” and “As 
Long As He Needs Me”. You couldn’t ask for more! 
For performance dates and location, visit oliverthemusical.com

*Tickets are for two adults and two children

EYES ON THE PRIZE
The writer of the next issue’s 
star letter will win two 
family tickets* to the touring 
production of Oliver! The Musical 

It is lawful to treat disabled people more 
favourably than a non-disabled person. Therefore, 
operators may choose to provide free entry to 
carers and/or concessionary rates for disabled 
people to increase service delivery to this group. 
One rationale for offering a concessionary rate for 
disabled people is that physical barriers may 
prevent them from accessing and enjoying the 
same experience as non-disabled people.

Operators may decide to ask for ID in relation 
to this policy.  Such ID may include a benefit 
Award Letter from the Department for Work and 
Pensions (e.g. for Disability Living Allowance, 
Attendance Allowance or Incapacity Benefit) or a 
Blue Badge. VisitEngland strongly recommends 
that the admission policy is clearly stated in the 
attraction’s Access Statement, which should be 
available on the website and on request. For more 
information about access statements, visit  
www.visitengland.org/accessstatements 

Golden opportunity
As English tourism enters a quite remarkable 
year, the industry is presented with an 
invaluable opportunity to demonstrate its 
commitment to quality to the watching, 
commentating and visiting world. Readers are 
encouraged to visit www.tourism2012games.
org to ensure they are fully briefed on the 
business potential that the Games can bring, 
both this year and beyond. 
Chris Foy
Head of 2012 Games Unit
VisitBritain

Editor: The site is packed with information and 
has links to some excellent resources, including 
free templates for e-newsletters and digital 
postcards that readers can download and 
personalise. The strict brand guidelines are  
fully explained too.

Get connected
I am writing to tell you and your readers about 
Tourism Connect, which is a scheme that 
provides grants to tourism businesses in the 
North West. The project, which has been 

running since April 2010, is funded by the 
Rural Development Programme for England 
(RDPE) administered by the Department for 
Environment, Food and Rural Affairs (Defra) 
and delivered by the tourist boards in 
Manchester, Cheshire, Lancashire and 
Cumbria. It offers up to 50% grant funding 
depending on the area and in order to be 
eligible businesses must meet certain criteria. 
For example, if the business is being 
renovated, it should result in the provision of 
more jobs or have environmental benefits.

So far, 26 businesses have been approved 
for funding by their local grants panel and 
we’ve had such great feedback from them. The 
co-owner of the Cartford Inn in Lancashire, 
Patrick Beaume, is just one recipient who has 
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told me how much of a difference the grant 
made to his major refurbishment.

The scheme runs until 31 March 2013 and 
applications are open until the end of 2012. 
Although the funding is only available for 
accommodation providers, rural attractions in 
Cheshire can apply for funding from a scheme 
called Tourism Vitality, which offers grants of 
up to £10,000.

If any readers in the North West think they 
may be eligible for Tourism Connect funding, 
please email jodie.house@visitmanchester.
com and she will forward your request to the 
Tourism Connect representative in your area.
Sarah Howsen 
Tourism Connect Project Manager
Visit Manchester


