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Welcome
Welcome to Issue 20 of Quality Edge,  
a milestone edition celebrating ten years of 
the magazine. In producing this magazine 
VisitEngland aims to bring you the latest 
insights, tips and best-practice case studies 
to help your business thrive. 

As your national tourist board, we work 
to identify domestic tourism trends that will 
impact upon your business. This issue we 
look at how our ageing population makes 
accessibility a sound area for investment. 
Another hot topic is the great news that 
the numbers of visits to England from 
international visitors continues to rise;  
the challenge for us all is ensuring that 
potential tourists understand the rich quality 
of experiences on offer throughout England. 
In this edition, we reveal how businesses 
outside the capital have tapped into the 
overseas market. 

The tourism industry has undergone 
a digital transformation over the past 
decade, one example being the advent of 
the ‘sharing economy’ and websites such 
as Airbnb. In this fast-moving environment 
VisitEngland will work to keep abreast of 
market developments and, through our 
communications with you, ensure you have 
the latest advice. This spring we will be 
launching a new industry support website, 
which will include a Business Advice Hub  
for operators.

We’re here to help you, so do email us at 
qualityedgeextra@visitengland.org if there 

are subjects you’d like to see 
covered in this magazine 

or through our online 
communications.

James Berresford
Chief Executive
VisitEngland
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Industry News

A team from the University of Bath School of 
Management are conducting a research project into 
the impact of regulation on small and micro-sized 
businesses and need your help in completing  
a survey. The majority of tourism businesses are 
small or micro-sized, so it’s absolutely vital to 
understand exactly what regulation means for you. 

Everyone who completes the ten-minute survey 
will also be entered into a prize draw for the chance 
to win Amazon gift vouchers. For more information 
and to take the survey, visit www.bizsurvey.org. 

The Independent Hotel Show returned 
to Olympia West in October, attracting 
over 5,400 visitors, up 22% on 2013. 
The event is aimed at luxury and 
boutique accommodation operators, 
including self-caterers, and provided the 
opportunity to meet with more than  
250 suppliers and service providers. 
VisitEngland took a stand again this year and 
had a busy two days meeting operators from 
across the country. 

Kit and Tim Kemp of Firmdale Hotels 
scooped the Independent Hotelier of the Year 
award for their stylish and design-led influence 
on the boutique-hotel scene, while The Pig 
on the Beach hotel in Dorset beat off stiff 
competition to be crowned Outstanding  

New Independent Hotel of the Year.
The show also included popular and  

free-to-attend business sessions on topics such 
as social media, online travel agents and the 
secrets of getting a good write-up. 

The Independent Hotel Show 2015 will  
take place on 20 and 21 October. For more 
information and to buy tickets, visit  
www.independenthotelshow.co.uk.

Small and medium-sized businesses 
in 22 cities around the UK have 
until March 2015 to apply for a 
Government grant worth up to 
£3,000 to cover the costs of installing 
faster and more reliable broadband.

The grant is part of the 
Government’s broadband 
transformation and can help you 
improve communication with your 
customers, increase your security 
and reduce the costs of software 
and hardware through online 
applications and data storage.  
For more information and to apply, 
visit www.connectionvouchers.co.uk.

Since 13 December, all businesses 
that serve food to the public are 
required to provide information 
to their customers on whether 
any of the 14 most common 
allergens are used in foods that 
are sold without packaging 
or wrapped on site. See our 
‘Legislation lowdown’ feature on 
page 49 for more information.

VisitEngland has teamed up with The Good Hotel 
Guide (GHG) to offer Quality Edge readers a half-
price copy: £10 plus P&P instead of £20. The guide is 
a great read, with reviews based largely on reader’s 
opinions and backed by reports from anonymous 
GHG inspectors. Find out which hotels and B&Bs 
near you are featured and why.

To order a copy, email editor@goodhotelguide.com 
and quote ‘VisitEngland offer’.

VisitEngland Chairman  
Lady Cobham receives her 
CBE for her dedication to 
the tourism industry. 

English Tourism Week (ETW) is 
taking placing next spring, from  
14-22 March 2015. Designed to 
celebrate and raise the profile of 
English tourism, ETW champions 
excellence across the industry and 
showcases the enormous wealth  
and range of visitor experiences 
around the country.

VisitEngland has produced an 
online toolkit to help businesses 
and destinations get involved. It 
provides resources including posters, 
online banners and logos, as well as 
event ideas and tips for attractions, 
accommodation providers and tourist 
information centres. Explore the ETW 
toolkit at www.visitengland.org/etw. 

Have your say on  
how small businesses 
are regulated

Good Hotel Guide 2015 – 
special reader offer

The Independent 
Hotel Show posts 
record numbers

Grants available for  
better broadband

New regulations on food allergens and labelling 

Download the English Tourism 
Week 2015 Publicity Toolkit

14-22 March 2015

English
Tourism
Week

HMRC has produced a range of resources designed 
for small and medium-sized businesses to help 
operators meet their tax obligations more easily.

These include a range of pre-recorded and live 
webinars, e-learning programmes, information 
videos, record-keeping apps, a self-employed ‘ready 
reckoner’ tool to help operators budget for their tax 
bill and business advice newsletters. Explore the 
dedicated HMRC help and support page at  
www.hmrc.gov.uk/startingup/help-support.htm.

A new e-learning programme on understanding 
VAT will be launched shortly, following new powers 
granted to HMRC. These powers allow them to 
obtain details of debit and credit card transactions 
for all UK businesses that accept card payments. For 
more information, see our ‘Legislation lowdown’ 
feature on page 49.

HMRC support 
available for small 
businesses

Visit our industry website, where you can find 
a range of business support and the latest 
VisitEngland research to help your business thrive. 
www.visitengland.org

Quality Edge Issue 20
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Quality Scheme participants 
can expect an increasing 
level of business advice and 
support from VisitEngland 
over the next 12 months, 
in line with one of our key 
objectives – to help tourism 
businesses thrive. We are 

upskilling all of the accommodation and visitor 
attraction assessors so that they can respond to 
questions or refer you directly to VisitEngland’s 
Pink Book and Online Marketing Toolkit on a  
range of topics, including recent changes in 
legislation affecting tourism businesses and 
managing online reviews. 

The Quality in Tourism assessors typically visit 
up to 500 different businesses every year and can 
provide practical solutions to common issues and 
share examples of good practice. 

In 2014, the Boat Scheme was refreshed in 
partnership with the British Marine Federation. 
We are also currently working with the Passenger 
Boat Association on a tailored version of the 
attractions scheme for boats. 

Looking ahead, VisitEngland plans to update 
the Hostels Scheme in partnership with the 
other national tourist boards. The Alternative 
Accommodation Scheme will be reviewed  
with a view to introducing a Gold award for  
those particularly special ‘flagship’ examples. 
These reviews will ensure that the standards 

reflect current industry trends, as well as  
customer expectations.

Saturday 17 January marked the first 
‘Disabled Access Day’ aimed at encouraging 
disabled people and their families and 
friends to visit one place they have never 
been to before. Our latest statistics show that 
this market is now worth £12.4bn and, in the 
light of demographic shifts in our population, 
is a market with great potential for England’s 
tourism operators. 

Within this context, VisitEngland recently 
secured €125,000 in co-funding from the 
European Commission to run an ‘Access 
for All’ project that will support seven 

destinations across England in developing and promoting their offer 
for visitors with access needs. Additionally, 56 tourism businesses 
will receive expert advice on expanding their welcome for all and 
will subsequently feature in a national marketing campaign later 
this year. A conference to share best practice is planned for this 
March as part of our commitment to positioning England as a 
leading accessible tourism destination.

From 14-22 March we’ll be celebrating English Tourism Week 
2015 and we’d urge you, while we are telling the national tourism 
story, to work with your local business colleagues to highlight the 
importance of tourism to your community. You’ll find ideas to 
inspire you and an online toolkit at www.englishtourismweek.co.uk. 
Do keep in touch via Twitter, using hashtag #ETW15!

In an age when every customer 
is potentially an online reviewer, 
keeping visitors satisfied has 
never been more important.  
At VisitEngland, over the 
past three years, we’ve 
been interviewing domestic 
holidaymakers to find out 
what they think about their 

experiences. We’ve recently published our latest 
findings and, among other things, we have learnt that:
•  Visitors are highly satisfied with their England 

holidays – 86% would recommend the destination 
they stayed at to friends or family

•  More importantly, satisfaction levels have been 
increasing gradually over time

•  Families tend to be most positive about their 
experiences, with younger, pre-family customers  
the least satisfied

•  People who stay in self-catering accommodation 
are the most satisfied with their trip. Within the 
serviced accommodation category, those who stay 
in B&Bs and guesthouses have more favourable 
opinions than those who stay in hotels

•  Good-quality accommodation is one of the 
top things people mention when asked what is 
important to them in a destination. It’s also one 
of the aspects that people are most likely to be 
satisfied with, especially those staying in rural and 
seaside destinations.

To find out more about visitor satisfaction in England, 
check out www.visitengland.org/insight-statistics/
market-research/visitor_satisfaction. 

If you have a question, comment  
or idea for Quality Edge, email  
quality.edgeextra@visitengland.org  
to get involved.

In the final year of the 
Government’s Regional Growth 
Fund, we are working with  
44 destinations across the 
country to deliver three 
national marketing campaigns 
this February and March. 

Heritage-themed and family-
themed campaigns will both 
run on radio and digital media. 
The third campaign, aimed at 
creating excitement for the 

upcoming Rugby World Cup, will run in time for the  
Six Nations in February.

Following the success of our Twitter pilot project 
with tourist information centres (TICs), we have 
developed a new hub site with Twitter UK. This links  
to Twitter’s network and allows users to find the local 
TIC or destination Twitter handle specific to their 
interests and where they are going. This initiative 
seeks to provide an easy-to-access and valuable 
information service that will modernise the way 
information is delivered to visitors online, making 
Twitter the first port of call for tourists looking for 
real-time information.

The site is due to launch in early 2015 and we would 
encourage you to get in contact with your local TIC 
to ensure they have great images relating to your 
business and are fully aware of your current offers  
and products.

VisitEngland Update
Enterprise Research and insight

Marketing

Quality  
schemes

Understanding  
visitor satisfaction

Pam Foden,
Head of 
Industry 
Development

Jenny McGee,
Enterprise 
Director

Sharon Orrell,
Head of 
Research and 
Insight

Tim Holt,
Marketing 
Director

Visit our industry website, where you can find 
a range of business support and the latest 
VisitEngland research to help your business thrive. 
www.visitengland.org
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As the average age of the UK’s population continues 
to creep upwards, the number of people with access 
needs is also on the rise. More than 11 million people 
in the UK are disabled, and the amount spent on 

trips where at least one member of the party has some form of 
impairment reached £12.4bn last year, according to new figures 
from VisitEngland (see infographic, left).

These guests tend to stay longer and spend more than the 
average visitor – their spending on domestic overnight tourism 
has risen by 33% since 2009, compared with a total increase in 
spending of just 11% in the sector as a whole. 

But contrary to popular belief, recent surveys have revealed 
that only 6% of disabled travellers are wheelchair users. In fact, 
47% have a long-term illness, 25% have a mobility impairment 
that does not require a wheelchair, 24% are deaf or have partial 
hearing loss, and the rest have either learning difficulties or 
sight impairment.

Accessibility

Access 
all areas

With an increasing proportion of the 
travelling public having accessibility 
needs, more businesses are investing  
in access for all, writes Andrew Strange 

SOURCES:

GBTS
The Great Britain Tourism Survey, measures 
the volume and value of domestic 
overnight tourism in Great Britain

GBDVS
The Great Britain Day Visits Survey, 
measures the volume and value of tourism 
day visits in Great Britain

IPS
The IPS (International Passenger Survey) 
measures the volume and value of 
inbound overnight trips to the UK

£12.4BN
Trips and spend 

£0.3BN

£9.4BN

NUMBER OF TRIPS

271M

Source: GBDVS 2013

NUMBER OF TRIPS

14M

Source: GBTS 2013

TOTAL SPEND
£12.4BN

Source: GBTS 2013Source: GBDVS 2013
DOMESTIC OVERNIGHT TRIPS

NUMBER OF TRIPS

0.6M

Source: IPS 2010

Source: IPS 2013

£2.7BN

INBOUND TRIPS

DAY TRIPS

SPENT ON TRIPS 
WHERE A MEMBER 
OF THE PARTY HAS 
AN IMPAIRMENT

Trip groups where a member of the party has an impairment

Trip groups where a member of the party has an impairment

Contribution to domestic tourism

14%
20%

ALL DAY VISITS

ALL OVERNIGHT TRIPS

% OF TOTAL VOLUME

14%
20%

AL
L DAY VISITS (£)

ALL OVERNIGHT TRIPS (£)

% OF TOTAL SPEND

% INCREASE IN VOLUME
SINCE 2009

% INCREASE IN VALUE
SINCE 2009 (£)

OVERNIGHT
TRIPS

2009
0%

11%19%

33%

2009

Source: GBTS 2013

Source: GBTS 2013

ALL
ALL

2013 2013

Trip groups where a member of the party has an impairment

Did you know...

Trip length and spend

Longer stay and higher spend

Trip group age
Older than 

average
... but still groups with 

younger people

3.3 NIGHTS

£100

0

Source: GBTS 2013

Source: GBTS 2013 and GBDVS 2013

AVERAGE LENGTH OF STAY

AVERAGE SPEND £191

 £184

29%

14% 18%

30%

OVERNIGHT
TRIPS

OVERNIGHT
TRIPS

DAY 
TRIPS
DAY 

TRIPS

OVERNIGHT
TRIPS

OVERNIGHT
TRIPS

14%

25%

26%

40%

OVERNIGHT
TRIPS

OVERNIGHT
TRIPS

DAY 
TRIPS
DAY 

TRIPS

ALL

ALL
ALL

ALL

ALL

65+ YEARS OLD <35 YEARS OLD

 2.9 NIGHTSALL

Trips where the respondent has an impairment

Traveller impairment breakdown

OVERNIGHT
TRIPS

OVERNIGHT
TRIPS

10% 9.8M

TYPES OF IMPAIRMENTS REPORTED

MOBILIT Y 
IMPAIRMENT 

non-wheelchair user

25%

MOBILIT Y 
IMPAIRMENT 
wheelchair user

6%

BLIND OR 
PARTIALLY 
SIGHTED

8%

2.42M

Source: GBTS 2013

0.55M0.75M

LONG-TERM
ILLNESS

47%

4.6M

DEAF OR 
PARTIAL 
HEARING 

LOSS

24%

LEARNING
DIFFICULTIES

9%

2.3M 0.9M

The Purple Pound
Volume and Value of
Accessible Tourism in England
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Accessibility

By providing accurate and detailed information, good 
customer service and accessible facilities, accommodation 
and attractions can better meet the needs of this significant 
proportion of the travelling public.

Accessible facilities
You don’t need to spend huge sums to make your 
accommodation or attraction more accessible – some changes 
can be made at little or no cost. For example, making sure your 
driveway or car park is evenly lit and free from trip hazards will 
help get your guests’ stay off to a good start.

Those who have difficulty standing for long periods will 
appreciate being able to sit on a chair in reception and use 
handrails to negotiate any steps. Additionally, setting aside 
an area away from music and noise is likely to be appreciated 
by those who have hearing loss as well as guests who prefer 
peace and quiet. Businesses with busy receptions might also 
consider providing a hearing loop to make it easier for people 
with hearing aids to understand the receptionist (available from 
www.actiononhearingloss.org.uk/visitengland; prices start at £115).

The National Accessible Scheme (NAS) provides 
accommodation owners with a set of standards to improve 
access for all, as well as certification so that businesses can 
accurately promote their level of accessibility to potential 
guests. The entry-level mobility standard ‘One step ahead’ is 
achievable even if a business has steps to the front door or no 
ground-floor bedrooms. In addition to standards for mobility 
impairment there are also ratings for meeting the needs of 
those with hearing and sight loss. 

Andrew and Katherine Graham, owners of the four-star 
Gold Wallops Wood Cottages in Hampshire, opened their five 

holiday homes to guests in June 2014. The properties have been 
rated individually under the NAS according to their level of 
accessibility for mobility, hearing and visually impaired guests. 

Three units have facilities suitable for older and less mobile 
people with simple fixtures and fittings such as grab rails. The 
other two are designed for wheelchair users, with facilities such 
as wet rooms and specially designed kitchens. The cottages are 
on the ground floor and one has parking directly outside.

Ensuite bathrooms in the cottages have been designed with 
excellent contrast between floors, walls and furniture for those 
with limited sight. Braille notices can be added to appliances 
and cupboards on request and flashing lights alert guests with 
hearing loss to a fire alarm.

“We looked at it from the point of view of being able to 
broaden our appeal and set us apart from the crowd. The 
loyalty that disabled people have should give us a good level of 
repeat business,” says Andrew. “We’ve already had guests who 
found us because of the accessibility grading on the website.”

Providing information
Guests with access needs tend to research facilities in advance, 
and if they can’t find a clear description they may choose to go 
elsewhere. Whatever your level of accessibility, by publishing 
an Access Statement that details all of your business’s facilities 
and services on your website, prospective guests can easily 
decide if your venue meets their requirements. 

You should also consider the readability of all of your 
customer information. By avoiding highly stylised fonts, 
extensive use of capitals and italics, and placing text over 
images, your information will be easier to read for everyone. 

Publishing key information in different formats can also be 
helpful. It is easy for all operators to produce a large print (font 
size over 16 point) version of a menu, while attractions can 
provide videos with subtitles and key interpretation in Braille. 
If you are upgrading your website, make sure the designers are 
familiar with Web Content Accessibility Guidelines (WCAG).

Anne-Marie Marsh and husband Barry own the five-star Gold 

Wildercombe House in Ilfracombe. As part of their marketing 
materials, they provide a branded Access Statement that details 
which areas have level access and vital measurements such as 
door widths. It also sets out features such as the flashing lights 
and pillow pads that vibrate if the fire alarm rings, and makes it 
clear that assistance dogs are welcome – a legal requirement.

Anne-Marie says: “On our website we make sure that we 
promote the rooms exactly as they are and give guests as much 
information as possible. We had a guest earlier this year who 

Top tips  
•  From subtitles on the television to seats with 

arms, there are many simple things you can 
do to improve accessibility. Find out more at 
www.visitengland.org/access.

•  Enhance your marketing information by 
publishing an Access Statement that provides 
all accessibility information in one document. 
Use VisitEngland’s free online tool.

•  Disability awareness training will help both 
proprietors and staff better understand the 
needs of disabled customers. Sign up for 
VisitEngland’s online course, with limited free 
places available.

•  More than 10 million people in the UK have 
some form of hearing loss. Find tips on how 
to welcome them in the Listen Up! guide.

•  Around 7,000 people have an assistance dog. 
VisitEngland’s Take the Lead guide explains 
why welcoming these animals is important for 
your guests and your business.

•   Don’t know where to start when it comes to 
marketing your accessibility? The VisitEngland 
Speak Up! guide is full of tips for small and 
medium-sized tourism businesses.

All these resources and more are available at 
www.visitengland.org/access.

From far left: A cottage kitchen at Wallops Wood; Wildercombe House ensuite 
wet room; Wildercombe House exterior; Wildercombe House bedroom; 
wheelchair-accessible bedroom at Mellwaters Barn

“The loyalty that disabled people  
have should give us a good level of 
repeat business”

“We make sure we promote the rooms 
exactly as they are and give guests as 
much information as possible”

was paralysed from the waist down and had booked online with 
another establishment. When she got there, that hotel wasn’t 
suitable. She came to us in a panic because she didn’t know 
where she was going to stay.”

Philip and Sally Tavener run the four-star Gold Mellwaters 
Barn Cottages in County Durham with their 32-year-old son 
Andrew, who is severely disabled. He helped design the cottages 
in 2004 using his insight into the needs of disabled guests. 

Sally explains that people often don’t realise that even a 
small step can be a real obstacle for some guests and believes 
it is essential to provide comprehensive information about the 
facilities before they book. “If guests look on our website they 
can see they are coming somewhere where the design has  

What the law says

The Equality Act 2010 requires service providers to take steps 
to address barriers that impede disabled people, such as: 
1.  Changing practices, policies or procedures where disabled 

people would be at a ‘substantial disadvantage’; for 
example, amending a ‘no dogs’ policy.

2.  Making changes to a building’s structure to improve access; 
for example, altering or removing a physical feature. 

3.  Providing auxiliary aids and services; for example, providing 
information in an accessible format or installing an 
induction loop for those with hearing aids.

You only need to do what is ‘reasonable’. This depends on 
factors such as the benefit for disabled people, effect on 
others and the affordability. To learn more, see The Pink Book.
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Learning as you go
Fairhaven Woodland and Water 
Garden is a 130-acre park set in the 
Norfolk Broads and offers access to 
some of the area’s natural beauty. 

There are almost four miles of 
accessible paths, although with 
some roots growing close to the 
surface, mobility scooters with 
thick tyres are available. Benches 

have also been placed at regular intervals for anyone  
who needs a break, including those with pushchairs  
and young children. 

With help from the Norfolk and Norwich Association for 
the Blind, Fairhaven also created a sensory garden with 
scents, sounds and colours that are attractive for partially 
sighted guests. 

Considering accessibility before starting any 
refurbishments not only benefits your customers, but also 
your budget, as Manager Louise Rout explains: “When the 
car park was resurfaced, it had to be re-laid after a visitor 
pointed out it wasn’t suitable for wheelchair users.

“We have 130 acres of woodland and water gardens. 
Anyone who likes to get out into the wild should be 
able to enjoy it. We have tried to make sure we are as 
accessible as possible and have even ridden the mobility 
scooters around the site ourselves.” 

“Whatever their requirements, we start 
by asking: ‘How can we help you enjoy 
your day?’”

been informed by someone with similar issues,” she says. Philip 
adds: “You’ve got to be honest. You tell the customer what your 
facilities are and you deliver on that promise.” 

In addition to information about your accommodation, 
guests want to know about the surrounding area and a simple 
way to provide those details is to research the accessibility of 
local businesses they may wish to visit. For example, knowing if 
a nearby pub has steps or level access could be very helpful.

Great service
If you recognise the requirements of people with access needs 
by offering excellent service, the news will soon spread by word 
of mouth. You could, for example, acknowledge the essential 
role of a carer and have a free ticket or adjoining room policy. 

Another simple but effective service is to fast-track anyone 
who has trouble standing or waiting, such as children with 
autism, so that they don’t have to wait in a queue. If a reception 
desk is too high, a guest might appreciate being checked-in in 
their room or a lounge area, and some may benefit from help 
with filling out forms.

A VisitEngland Access for All Gold attraction, Sandcastle 
Waterpark in Blackpool is the UK’s largest indoor waterpark and 
offers features including water slides, fun pools, a wave machine, 
a lazy river and water chutes. Marketing and Development 
Manager Jane Kelly explains that Sandcastle’s focus on 
providing excellent service for those with access needs begins 
with committed staff. “Whatever their requirements,” she says, 
“we start by asking: ‘How can we help you enjoy your day?’”

This means that recruiting people with helpful and cheerful 
attitudes is just as important as swimming ability, even for 
lifeguards. All staff go through an induction process, which 

includes disability awareness training. Staff include water 
ambassadors who can spend time with disabled children or 
their siblings, and a Guest Service and Inclusion Manager,  
who is responsible for ensuring that guests with access needs 
feel welcome.

While information for guests is available on the waterpark’s 
website in large-print, audio and video formats, there is also  
a hotline that those with access needs can call if they wish to 
speak to someone. Staff also talk with visitors to find out how 
to enhance their experience.

After learning that some children, particularly those with 
autism, were becoming stressed because the pool was loud and 
busy, staff decided not to use the public address system or play 
music. This lesson also led to the waterpark organising regular 
out-of-hours events for these children.

Managing Director John Child explains: “We didn’t set out 
to make additional income from accessibility, but we have. The 
main drive has been to make sure that all of our guests have  
a great time, but as a consequence we have become busier, 
without a doubt.” 

Above: A guest enjoys the facilities at Sandcastle Waterpark
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Digital digestTrends

The onset of the recession saw a dramatic change in 
holiday habits. From 2009, consumers began to cut 
back on overseas travel and started to take more 
domestic breaks. The trend for staycations has 

continued for more than five years. In 2013, the number of 
domestic holidays taken was 13% higher than in 2008, while 
the number of foreign holidays had decreased by 17%.

The economy is growing again, the pound has strengthened 
and consumer confidence has risen. So what next for the 
staycation? There is no easy answer, but by looking at various 
trends and data sources, we can draw some conclusions about 
what lies ahead.

Slow change
First, any change in consumer behaviour is likely to be gradual. 
Although the economy is growing, real-term wages lag behind, 
and our research suggests that more than 40% of consumers 
are still worried about making ends meet. As a result, only  
11% of those who have cut back their holiday spending in  
recent years expect to stop this in the near future, and more 
than half can’t see themselves ever going back to their  
pre-recession behaviour.

Another consideration is that people really enjoy domestic 
holidays; 86% of those who holidayed at home last year say 
they would recommend their destination to others. Among 
those who switched to taking holidays at home rather than 
abroad, half say that the experience made them want to take 
more domestic breaks in future. Of course, some people will  
go abroad again when they can, but there’s no doubt that the 

staycation trend has opened many people’s eyes to the 
diversity and quality of the domestic holiday.

Unpicking the trends
People often assume that the growth we have seen recently is 
only about switching from overseas breaks to domestic breaks, 
but actually it’s more complex, with some people taking 
additional domestic breaks without cutting down elsewhere.  
In England, we have seen growth coming from older 
consumers (figures are up 31% since 2006 among the over-55s) 
and wealthier consumers (up 29% among ABs, the most 
affluent group), while increases in the number of short breaks 
(17%) and city breaks (26%) being taken point to a shift in how 
people take holidays.

Finally, consumer behaviour isn’t just about the economy. 
Changing demographic structure – such as our ageing society, 
shifting leisure priorities (for example, the increased importance 
of wellbeing) and new advances in technology, such as the rise of 
online booking and review sites, have all affected behaviour over 
the past few years, and will continue to in the future.

What does the future hold?
Of course, no one really knows what will happen next, but with 
62% of us having changed our holiday habits in recent years, 
we can be quite certain that the end of the recession doesn’t 
signal a simple return to the market conditions of 2008.  
The increased affordability of foreign travel may be a challenge 
for the staycation but the trends of recent years offer clear 
opportunities for future domestic growth. 

What next for the staycation?
Consumer travel habits changed during the recession, but now 
that it’s over, is the staycation here to stay? VisitEngland Head 
of Research and Insight Sharon Orrell gives her view
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As a new sharing economy emerges, 
Hannah Lowe explores the rise of Airbnb

Up in  
the air

A hot topic in the press, Airbnb provokes 
contrasting reactions from consumers, 
providers and the media worldwide.  

The platform was originally aimed at homeowners 
who wanted to make some extra cash by renting 
out a spare room; however, it has grown into 
an established listings – and booking – site for 
all types of accommodation, including bed and 
breakfasts and self-contained properties. It now 
caters for more than 20 million guests in 190 
countries and in England alone it hosts more than 
33,000 individual listings. Along with the likes of 
Uber and Homestay, Airbnb is billed as a success 
story of the growing ‘sharing economy’.

Friend or foe?
The site attracts its fair share of controversy.  
A number of well-publicised press articles have 
revealed that some hosts may fail to adhere 
to laws and regulations. Some groups, such as 
the Bed and Breakfast Association, claim the 
site makes it too easy for homeowners to rent 
out their properties as tourist accommodation 
without complying with the relevant legislation. 
They argue that this endangers the public and 
undermines the competitiveness of tourism 
businesses that are operating legally.

Evidence of attempts to create a level regulatory 
playing field can be seen in Catalonia, where 

the Spanish Government fined Airbnb €30,000 
in July 2014 for renting unlicensed holiday 
accommodation. The city of New York has also 
tried to gain access to Airbnb hosts’ data through 
the courts in order to identify illegal activity.

In contrast, some authorities appear to have 
accepted the popularity of the platform and are 
amending their legislation to support short-term 
lets. Legislation prohibiting homeowners from 
renting their properties for less than 90 days 
has been removed in San Francisco and is in the 
process of being removed in London. Generally 
this move has been welcomed by organisations 
such as the Association of Serviced Apartment 
Providers, which claim there is a need to embrace 
and work with these new platforms while ensuring 
safeguards are in place to protect customers and 
the tourism industry.

The UK Government is also beginning to 
recognise the need for regulatory reform.  
An independent review of the sharing economy 
published in November 2014 recommended 
that hosts renting out their spare rooms should 
not be subject to the same level of regulation as 
traditional accommodation businesses. However, 
the report also states that minimum standards  
for health and safety should be established and 
clearly publicised to all businesses through their 
parent platform.
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An opportunity?
While not originally aimed at the traditional 
tourism market, Airbnb has evolved and now 
provides a similar service to other online travel 
agents (OTAs), presenting a potential option for 
small businesses wishing to promote themselves.

“For small business operators who pay high 
commission rates to OTAs, Airbnb presents  
a great opportunity,” says Kurt Janson, Policy 
Director of the Tourism Alliance. “It provides 
booking functionality and a route to market –  
at relatively low cost.”

Arguably, the main attraction of the service is 
the 3% commission fee paid by the hosts, which 
is substantially lower than many leading OTAs, 
with no monthly fees or contracts. The ability 
to book through the site is particularly useful 
for those who do not have an online booking 
facility on their own website, and there is even the 
option to request a free visit from a professional 
photographer. Intriguingly, hosts can also publicly 
review their experience of the guest; a departure 
from other review sites that only give operators 
the right of reply.

Every booking is also covered automatically by  
a ‘host guarantee’, which agrees to reimburse 
hosts for up to £600,000 for serious damages, and 
there is an option to add a security deposit, which 
is repaid to guests 48 hours after departure. 

“I’ve been using Airbnb to list my self-catering 
property since May,” says one operator. “We’ve 
had every weekend fully booked since. I’ve found 
that my Airbnb guests tend to be more considerate 
– they don’t want to get a bad review, so they do 
their best to please you. I used to list my B&B on 
there as well, but have taken it down because  

I was getting too many requests for single nights 
at weekends.”  

What’s the catch?
As payment is only received 24 hours after the 
guest arrives, operators need to manage their 
cash flow around the dates stayed, rather than the 
date booked.  Another potential issue is that your 
placement in search results may be negatively 
affected if you take more than 24 hours to 
respond to messages or decline reservations. Any 
individual terms and conditions will also need to 
be published in the ‘house rules’ so guests can see 
them before they book, otherwise they may not be 
valid in the event of a dispute. 

The practicalities of managing your listing 
on the platform also need to be considered. 
“Currently, Airbnb doesn’t link to internet 
booking engines, so you have to update your 
availability manually. This creates a risk of double 
bookings,” says Brian Dennehy, Director of 
digital marketing agency Social Media Synergy. 
“At the moment, I’d say Airbnb is more suitable 
for smaller businesses that use the site as their 
sole booking engine and don’t want to pay high 
commission costs to the traditional OTAs.” 

Growing popularity
As a business, Airbnb is growing exponentially; the 
number of listings has grown in the past two years 
from 120,000 to more than 800,000. So what’s 
the secret of Airbnb’s increasing dominance? 
One element could be the mutual trust between 
host and guest – hosts are encouraged to provide 
information about themselves and be an inclusive 
element of the accommodation package. 

Another aspect is likely to be its easy and secure 
online booking system, with real-time availability 
for selected dates. Time-poor guests increasingly 
want instant information and feel more protected 
using an established card payment facility – a 
service that is also offered by the successful OTAs 
but is often lacking on operators’ own websites. 

With strong growth, low commission rates  
for hosts and supportive legislative reforms  
on the way, Airbnb is likely to stick around and 
provide a real alternative to the traditional OTAs.  
Watch this space. 
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How does it work?
•  Listing a property on the site is free, but 

hosts are charged a 3% commission fee.
•  There is a selection of cancellation policies 

to choose from, ranging from ‘flexible’ (full 
refund one day prior to arrival, excluding 
fees) to ‘super strict’ (50% refund up until  
30 days prior to arrival, excluding fees).

•  Hosts can either choose to receive  
a ‘reservation request’ and respond to 
potential guests via Airbnb’s messaging 
system or use the ‘instant book’ feature.

•  Payment is received 24 hours after a guest 
checks in.

•  Guests are charged a 6–12% service fee on 
top of their booking. So if you list a room 
for £80 a night, your guest will pay £85–£90 
in total.

•  Both hosts and guests have 14 days 
following the stay to review their experience.

Find VisitEngland’s Online 
Marketing Toolkit at 
www.visitengland.com/
onlinemarketing 

“Airbnb  presents a great opportunity.  
It provides booking functionality and  

a route to market – at relatively low cost”
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Around the world
Foreign visitors to England are on the rise, so how can you 
tap into this lucrative market? Chris Alden investigates 

Willkommen, welkom, yokoso, bienvenido, 
bienvenue: all words you could find yourself 
saying much more in future, as England once 
again starts to attract record numbers of 

visitors from overseas.
Some 28.6 million people visited England in 2013, official 

statistics show, up nearly 7% on the previous year, and the latest 
2014 figures up to June show a 9% increase on the equivalent 
period in 2013. Although the proportion of those people visiting 
London has been on the rise, more than £7bn was spent in 
regions outside the capital. So what can small accommodation 
providers and attractions do to gain a share of this growing 
overseas market?

The first step, experts and businesses suggest, is to do your 
research and discover if there’s an overseas market out there 
that could help build your business. VisitBritain, the agency 
that markets Britain overseas, publishes a wealth of intelligence 
about inbound visitors from around the world, including 
travellers’ top reasons for visiting and the regions they visit,  

at www.visitbritain.org/insightsandstatistics. If you want to target 
a particular overseas market, this is a good place to start.

The devil’s in the data
Historic Royal Palaces looks at these statistics when marketing 
its attractions, such as Hampton Court and the Tower of 
London, to overseas visitors, explains Ann Wilson, Head of 
Sales and Travel Trade at the organisation. “We look at the size 
of the market, the trend of growth or decline, the motivation to 
visit, length of stay and spend, and from that we weight each 
market,” she says. “We also put into the mix their propensity  
to visit our attractions and come out with a score.”

While smaller businesses might not wish to crunch the numbers 
to the same extent, there is still key information to be found. The 
statistics show that visitors to England from mature markets 
such as France, Germany and Australia are more likely to stay 
outside London than visitors from emerging markets, such as 
Brazil or Greece – suggesting that businesses beyond the capital 
might be better off focusing on more mature markets.

B&B owners, too, may find mature markets more profitable. 
For example, stats show that 11% of German holidaymakers to 
the UK stayed in B&Bs in 2012, compared with 1% of Greeks.

It might also be worth consulting your own website statistics 
for evidence of demand, says Brian Dennehy, who runs digital 
marketing agency Social Media Synergy. “Where a lot of small 
accommodation providers fall down is that they don’t 
interrogate their Google Analytics,” he says. “They may be 
attracting interest from a market without knowing it.”

Overseas markets can also be useful for extending the peak 
season and generating business during the shoulder months, says 
Anke Monestel, Head of International Operations at 
VisitEngland. “Public holidays and school holidays vary between 
different countries,” she says. “In Germany, school holidays start 
from the middle of June and run until the end of September.”

Fosse Farmhouse, Wiltshire
How did a four-star B&B in Wiltshire become the 
setting for an anime (animated cartoon) on a 
Japanese TV network?

It all goes back to 1989, when the owner of Fosse 
Farmhouse, Caron Cooper, met Japanese couple 
Shozo and Yasuko Mitani while selling antiques on 
London’s Portobello Road. They were planning to 
set up an English-themed hotel in Japan, so Caron 
invited them to tea the next day to find out why. 
When they arrived at the 200-year-old, antique-
filled farmhouse, they said it was “just like Alice in 
Wonderland,” she recalls.

Back in Japan, the Mitanis displayed photographs 
from Fosse Farmhouse in the reception of their 
own hotel – and the floodgates opened. First, a 
magazine in Japan wrote about the farmhouse. 
Then, in 1992, Caron won a competition as part of 
the ‘Britain Welcomes Japan’ campaign. Next, the 
British Embassy in Japan invited her to bake scones 
for the Japanese royal family and, in turn, they 
came to Fosse Farmhouse on a private visit in 1994. 
Last year, Caron was contacted by the company 
producing Kiniro Mosaic, an anime about a girl on  
a farm in Wiltshire, based on Fosse Farmhouse.

These days, about a quarter of Caron’s guests are 
Japanese. They are fascinated with how the English 
live, she says, so she serves traditional tea and 
scones, takes guests for rides in her Morris Minor 
and gives gifts of homemade damson jam when 
they leave. She also provides breakfast from 7am 
to suit her more jet-lagged visitors. Japanese guests 
like to take photographs on departure, so she 
makes time for this at the end of the stay.

“My connection with Japan has grown because  
I am curious,” she says. “I love to know about 
other people’s cultures; I suppose that’s the secret 
to my success.” 
www.fossefarmhouse.com

Clockwise from left: Fosse Farmhouse; Caron 
Cooper (right) and guest, baking; Caron poses 
with her guests; a scene from Kiniro Mosaic 
anime; Fosse Farmhouse; English tea and scones
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Attracting international markets
•   Research international visitors at www.visitbritain.org/

insightsandstatistics/markets.
•   Check your website statistics to see if there is demand 

you haven’t explored. VisitEngland’s Online Marketing 
Toolkit has guidance on using Google Analytics at 
www.visitengland.com/onlinemarketing.

•   Tap into the marketing efforts of tour operators who 
have international reach; they organise familiarisation 
trips for journalists who can give you a mention in 
international media.

•   Use social media and encourage international reviews 
if possible.

•   Consider translating your website and email marketing 
but don’t publish automated translations without 
getting them checked by a native speaker.

Reaching the right audience
Once you’ve identified an overseas market, how do you target 
it? A tried and tested way is to develop relationships with 
partners who have international reach – whether that means 
tour operators, consortia or your local destination organisation.

Lizzie Rohan runs No 54, a five-star B&B in Helmsley, North 
Yorkshire. She is an accommodation provider for Scoot Cycling 
Holidays, a cycle tour operator based in York which recently 
organised a press trip for a German journalist and 
photographer. As a result, No 54 was mentioned in German 
magazine Brigitte and received an influx of German guests.

“Scoot paid for the photographer and journalist to stay at  
No 54,” says Lizzie. “I think Scoot chose us as we have a close 
working relationship with them; they have a premium product 
and want to offer the best available to their clients.”

Lizzie also attracts American walkers through her 
relationships with tour operators. “The Americans we get here 
come through Macs Adventure up in Glasgow; they come to do 
the Cleveland Way or the Inn Way,” she says. In both cases, it 
was the tour operators who contacted her and came to do a 
recce of No 54. “I imagine our reputation is what helped them 
to choose us,” Lizzie says.

If you’re in self-catering, marketing your business through  
a big brand such as Premier Cottages or Cottages4you may also 
give you international reach – especially if you can manage to 
tap into their promotional activity.

“For Premier Cottages, we worked with the director of 
marketing to pull together a press trip from Germany to one 
particular cottage with sustainability as its unique selling 
point,” says Anke.

Review websites are an increasingly important way to attract 
an international clientele. “TripAdvisor has 24 separate 

Penhayl Cottage, Cornwall
The Cornish tourism industry owes much to 
Rosamunde Pilcher. The Cornish-born writer’s 
novels are televised on Sunday nights on German 
TV channel ZDF, helping attract the 314,000 
Germans who visited the South West in 2013.

For Ann Clegg, owner of Penhayl Cottage, a five-
star self-catering business in Lelant (the village 
where Pilcher was born), there’s an opportunity to 
promote her business to a mature market that’s 
keen to know more about Cornish history, culture 
and things to see and do.

“We provide an information sheet about places 
to see that are used in the films,” she says. “This 
week I’ve written to all the Germans who’ve stayed 
with us over the past four years, with a link to  
the latest programme filmed at Godolphin and  
the Isles of Scilly.”

Ann says her German guests particularly value 
precise information about the cottage and area 
before they arrive, on subjects ranging from the 
safety of local beaches and car parking to activities 
such as cycling and canoeing. When it comes to 
bedding preferences, the typical German king-size 
bed has two separate mattresses, so Ann’s German 
guests sometimes ask for two single duvets.

Ann also translates emails, supplementing her 
basic German with translation tools to make sure 
she’s found the right turn of phrase. She has also 
had help from her guests in perfecting English–
German translations, including information on  
signs around the house. “We had two teenagers 
who kindly went round and translated some of my 
German into better German. They were smashing 
people. It’s lovely to have that sort of camaraderie.

“It’s so important that we’re able to produce 
things in other languages,” she says. “It makes 
foreign guests feel more welcome.”  
www.penhayl-cottage-cornwall.co.uk

language websites including the English one,” says Brian. “If 
you have, say, guests who leave a review in Finnish, that will 
appear first [above other reviews] on the Finnish website.”  
The site also allows potential guests to automatically translate 
any foreign-language review into the relevant language.

Speaking the lingo
If you want to attract overseas visitors, it can be useful to have 
foreign-language content on your website – which should also 
help with your search engine optimisation (SEO) for foreign-
language search terms.

But be careful using automated tools such as Google 
Translate; while superficially attractive, they can sometimes be 
detrimental. “While that’s possibly better than nothing,” says 
Anke, “poorly translated information doesn’t fill potential 
visitors with confidence. I would encourage people to have  
their website checked by a native speaker if they have a go  
at it themselves.”

Historic Royal Palaces has a website in five languages – 
French, German, Spanish, Italian and Brazilian Portuguese – 
but its audio guides are in many more languages, which is 
attractive to both tour operators and independent travellers. 
“They’re in all those languages on the website,” explains Ann, 
“plus Russian, Korean, Mandarin, Japanese and Dutch.”

For small accommodation businesses, an alternative might be 
to have foreign-language information about your business and 
local attractions, as self-catering owner Ann Clegg does (see 
panel, opposite) – or even just a foreign word of welcome when 
guests arrive.

“Surprise your guests by welcoming them to your B&B in 
their own language,” suggests Tim Richardson of foreign-

language specialists QR Languages. “Don’t be embarrassed: 
they will appreciate the effort.” 

Clockwise from left: Penhayle Cottage exterior; 
a cottage bedroom; St Ives Harbour Beach;  
Ann and Alan Clegg

No 54 exterior; owner, Lizzie Rohan;  
a spacious bedroom at No 54 (below)
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Ambitious guesthouse owner 
Stephen Bull has created an 
enviably chic coastal retreat in  
just two years. Jane Duru finds  
out more

From his first entrepreneurial foray selling sunbeds at 
the age of 17 to becoming a property developer and 
running a guesthouse in his hometown of Lincoln, 
Stephen Bull has never been one for doing things by 

halves. After taking a seven-year break from the hospitality trade, 
Stephen got back into the industry with his biggest project yet: 
A Room with a View, a ten-bedroom guesthouse on the Brighton 
seafront that opened in 2012.

Know your audience
During his break, Stephen was on the lookout for a new bed and 
breakfast business. It took him four years to find the Grade II 
Listed building. “I came down [to Brighton] two or three times 
looking at various properties, but nothing hit the mark,” says 
Stephen. “As soon as this came on the market, I went to have a 
look at it. It was derelict, but I could see the potential to realise 
my vision and so decided to buy it.” The building had previously 
been a guesthouse but had been badly neglected.

Day in the life

Rest ashore 

The online trade shop is 2 years old!

Life begins at breakfast…

To celebrate our second birthday we are offering 10% off our variety packs for the whole of 2015

•  Free display tray when you buy two cases of variety packs

•  Offers available to new and existing customers of the trade shop

•  Payment can now be made by bank transfer

•  £50 minimum order

www.dorsetcereals.co.uk | kate@dorsetcereals.co.uk | 01305 751028

10% off

2015

our variety packs for the whole of

Give your guests a
DEEPER SLEEP
Order online direct from the manufacturer
Wherever people stay, the one thing they want is a great night’s sleep. Studies show that people prefer
a room with a Sealy bed and that they will actually pay more for it.

Sealy is the world’s biggest bed manufacturer and our new contract range has been designed based
on over fifty year’s experience of the hospitality sector’s needs.

Many business owners don’t realise that standard domestic mattresses do not comply with with the
fire retardancy regulations they legally require and that your insurance company will demand.
The Sealy Posturepedic Contract Collection complies fully with BS7177 2008 and there’s also a choice
of comfort options, base heights and fabrics.

You can be sure that if your guests get a deeper sleep, you’ll get better business.

Quality in Tourism Approved Supplier - Member Discounts Available

Specifically designed and made for hotels and guesthouses by
the World’s No.1 Bed Brand.

*Based on delivery to a mainland UK business address that has suitable access for an articulated vehicle.

www.sealy.co.uk/contracts
BUY ONLINE 24HRS A DAY AT

016973 24417 MON-FRI 9am - 5pm
CALL THE ORDER HOTLINE

FREE DELIVERY*
INCLUDING

www.sealy.co.uk

BUGSHIELD 

COMES AS STANDARD
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“We always ask guests if they’re 
celebrating anything and if they are, 

we put locally made chocolates  
in the room”

Day in the life

Clockwise, from above: Cereals and muesli are available at breakfast; John, a longtime 
member of staff; binoculars add a quirky touch; the guesthouse has luxurious bathrooms

Clockwise, from above: High housekeeping standards are a top priority; guests 
rave about the English breakfast fry-ups; contemporary decor runs throughout

Despite being told by an architect that certain configurations 
would be “impossible”, Stephen was determined to create  
a high-end boutique guesthouse and was unwilling to 
compromise in certain areas. “She dismissed my designs for 
ensuites with roll-top baths and walk-in showers, and insisted 
that a corner bath with a shower curtain was the only feasible 
solution,” he says. “That’s not the sort of product I was looking 
for – I wanted it to be more luxurious than that.” In the event, 
his designs won out. 

Stephen has brought the guesthouse up to the highest 
standards. Large flatscreen TVs and Nespresso coffee machines 
feature in every room, while guests are given fresh towelling 
robes and slippers. Bathrooms are equipped with a separate bath 
and rainfall showers, along with designer toiletries and heated 
towel rails. Guests can even enjoy views of the ships at sea using 
the pairs of binoculars provided in some of the rooms.

The emphasis on creating a special environment is an obvious 
and deliberate choice by Stephen. “I’m trying to appeal to 
couples celebrating special occasions and coming down for 
the weekend, business travellers and anyone looking for high-
quality accommodation in Brighton,” he says. The guesthouse’s 
incredible sea views are another obvious selling point, with nine 
out of the ten rooms featuring sweeping views of the beach and 
nearby Ferris wheel. It’s a great plus point and one of which he  
is evidently proud. 

However, plenty of hotels in the nearby area also boast sea 
views. To distinguish A Room with a View, Stephen has echoed 
local efforts to turn Brighton into a first-class destination, by 
making the guest experience central. “From the moment they 
first make contact, you’ve got to show interest. We always ask 
them if they’re celebrating anything and if they are, we put some 
locally made chocolates in the room and leave a little card and 
welcome note for them,” he says. “It’s putting the customer 
at the heart of the experience and giving them a really good 
time.” The lack of an on-site restaurant gives Stephen another 
chance to demonstrate excellent service by providing an in-room 
information pack that contains extensive advice on options  
in the city.

With parking at a premium in Brighton, Stephen has also 
invested in buying and renting car-parking spaces from 
neighbours, enabling him to offer free parking to all guests. “A 
lot of my guests say that was a deciding factor; their previous 

experience has been of driving around Brighton for an hour or 
two, unable to park,” he says. “So I thought it was a worthwhile 
investment and a good business strategy.” Having spent 
£25,000 to buy a car-parking space, Stephen admits it’s a steep 
investment, but along with the high proportion of sea-facing 
rooms, it allows him to make a unique selling point out of his 
accommodation and attract guests who are willing to pay a 
premium for the benefit of parking their car nearby.

Getting out there
By focusing so highly on the guest experience, A Room with a 
View consistently garners five-star reviews on websites such as 
TripAdvisor. The strategic benefits of providing great service 
are a no-brainer in Stephen’s eyes. “Because we give such 
good customer service, and because we have a good-quality 
product when guests get here, they tend to recommend us to 
their friends and come back themselves,” he explains. “It’s so 
expensive to market these days that it’s really important to get 
returning customers; that way, less of our turnover goes on 
marketing.” Currently around 10% of visitors are repeat. Stephen 
hopes to increase this by maintaining high standards: “We’ve 
only been open two years. Ten years down the line we could be 
doing a much higher percentage of repeat visitors,” he says.

The property is also advertised with various marketing 
agencies, but due to the high cost of monthly fees (anything 

up to £4,000) and the commission taken on top (from 13% to 
45%), Stephen is keen to encourage direct bookings through his 
website, using Google Analytics to help him determine where 
traffic is coming from. “I regularly check how many people have 
looked at my website,” he says. “We normally get 100 to 150 
people per day. A lot of those are organic which means they’ve 
just typed in ‘boutique guesthouse in Brighton’, for example, and 
my website has come up, or sometimes they may have seen us 
listed by an agency and decided to check the website out.”

Another method that has proved effective in increasing direct 
bookings is reviews in national newspapers such as The Times 
and The Telegraph. A lucky break also came in the form of an 
opportunity to feature on Channel 4 TV show Four in a Bed. 
Having been put forward by the local destination organisation 
representing Brighton and successfully passing through the 
selection process, A Room with a View was featured in early 2014 
and continues to experience a spike in enquiries whenever the 
programme is repeated.

Stephen also encourages more direct bookings by having a 
reciprocal agreement with other hotels in the area, directing 
potential customers to them when he has no vacancies and vice 
versa. “It’s fantastic to get on with your neighbours, because you 
get commission-free guests,” he explains. Advertising has also 
proved useful, with Stephen having more success online, taking 
out adverts on TripAdvisor after an advert in a glossy magazine 
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A day in the life

Stephen takes us through a typical day managing  
his guesthouse 

6AM My alarm goes off and I get ready for the day ahead. 
Breakfast is generally the busiest time, so by 7am the 
pastries for breakfast are in the oven, the plate warmer is on 
and it’s time to prep the fruit salad and hollandaise sauce.

8AM I start serving the first guests their breakfast. I’ll work 
in any position, from waiter and cook to dishwasher and 
quality control. 

11AM After clearing breakfast away, it’s check-out time, so  
I deal with that – moving cars around and saying goodbye 
to guests. After that, it’s also my first chance to catch up 
on emails and bookings.

1PM I conduct room checks and make sure housekeeping 
jobs have been done correctly. I’ll also check everything’s 
in working order and carry out any DIY maintenance.

2PM Time to take an hour’s power nap as instructed by  
a sleep clinic.

3PM I start working through a very long ‘to do’ list, which 
includes anything from putting up new shelves to reading 
guest feedback.

5PM The first new guests arrive, so I’ll start checking them in.  

6PM Time for dinner!

7PM I’ll go back to working through my to do list, which 
is usually as long as my arm. It can include looking into 
marketing ideas, checking bookings for the next day and 
starting to implement the changes requested on the guest 
comment forms. I’ll often work until 10.30pm.
www.aroomwithaviewbrighton.com

Ph
ot

og
ra

ph
y:

 J
oh

an
na

 W
ar

d

From left: The exterior of A Room with a View; the top room enjoys a private balcony

failed to have a noticeable impact. Online marketing has proved 
more effective because the people viewing his property have 
already made up their minds to come to Brighton, and just need 
to choose a hotel. Whereas those seeing a printed advert may not 
even be thinking about going on holiday.

Listen to the customer
Stephen received a VisitEngland four-star Silver award within a 
few weeks of opening, which helped bolster business from the 
start. “The assessor told me he’d given me the award because of 
my high-scoring bedrooms and bathrooms, friendly welcome 
and great breakfast,” says Stephen. “A lot of guests won’t even 
book a place unless they know the star rating, and having the 
VisitEngland Silver award can be persuasive when they’re 
deciding on which guesthouse to choose.” Since then, the 
guesthouse has won another VisitEngland award for its breakfast.

Despite the accolade, Stephen is determined to take customer 
feedback on board to keep guests satisfied. “We can’t know 
where we’re going right or wrong unless the guest tells us, so we 
leave a comment form in the room and always read them,” he 
says. “Within reason, I try to do what I can.” Most feedback is 
positive, but Stephen points out that there are still other things 
that he could be doing to keep guests happy – he is currently 
considering upgrading all of the rooms with air-conditioning.  
His advice to others? “Always look for ways to improve the 
business, and never become complacent.” 
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Bed & Breakfast Insurance... 
Have you got it covered?

call the Hospitality team on
0800 083 6487

or e-mail hospitality@ryan-group.co.uk

www.hospitality-insurance.co.uk

Ryan Insurance Group Ltd is authorised and regulated 
by the Financial Conduct Authority 

Let us take care of your insurance so you can
take care of your guests!

cover also available for

Holiday Homes
Self Catering Accommodation

Listed Properties
Non Standard Construction

Let Properties
Beach Huts

Travel Insurance
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Interview

Proprietor

Name: Trish and Steve BowlesJob title: Owners
Place of work: The four-star Gold Church Farm Country Cottages, Bradford on Avon, Wiltshire

Years in the business: 18 Previous job: Sheep farmersQ Best thing about the job?
Working for ourselves. We meet all types of 

people, as you do when dealing with guests, and the 
new challenges never cease to amaze us.  The most 
memorable thing that happened was having Andy 
Robinson (England rugby coach) come and stay here in 
2003, with his family, for about ten weeks. That was the 
year that England won the Rugby World Cup, and he 
was staying here when we waved him off. He was a very 
nice chap. 

Q Worst thing about the job?
Changeover days! No, the worst thing that 

happens is getting phone calls in the middle of 
the night. We once had a call from a drunk 
chap who said he had lost his friend. It’s 
not the only time we’ve had to take 
midnight calls – people lose keys, or 
they forget them and have to call 
you to let them in. Obviously, these 
things happen, very occasionally.

Q Most memorable thing  
a guest has left behind?

There was a wedding ring in the 
swimming pool. It was reported 
missing, which does happen 
occasionally, and normally you never 
see them again. This one was fished out 
by one of our friend’s children about three 
or four weeks later, and the guest was certainly 
delighted to see it again. That was the one and only 
time we’ve actually been able to retrieve one.

Q Strangest request you’ve received?
We accept pets here and always have. One time, 

in the very early days, we had a parrot come and stay. 
The guests wanted to check whether they could bring 
it into the holiday cottage; it was going to appear on 

television – it was quite a famous parrot! We said 
yes, of course. We did meet the parrot, but it wasn’t 
talking at the time.

Q Number-one bugbear?
On the rare occasions when guests 

complain about other guest’s noise levels, it can be 
really difficult. We had some very noisy guests here 
once and we didn’t realise. One of the other guests 
came to the door, put his finger on the doorbell and 

didn’t take it off – he obviously wasn’t happy! In 
the age we live in, people will try and get you to 

sort things out that aren’t your doing.

Q Advice for other operators?
Networking with other 

businesses is very important. When 
we first started the business, we 
joined the local Farm Stay group 
and they gave us some tips. In 
those days, it was a bit different – 

they were telling us the best type 
of linen, which brightness of bulb 

to use and that if you lie down on the 
bathroom floor, you see everything in a 

different light in terms of cleanliness and 
standards. It can be very revealing! Although 

other businesses are competitors, we’ve all got our 
unique selling points. We have a very good referral 
system, so when we have excess business, we pass 
it on. They’re not really competitors, they can be 
quite strong allies. 

We accept pets here  
and always have. One 
time, we had a parrot 
come and stay; it was 

going to appear on 
television – it was quite  

a famous parrot!

Q&A

If you would like to feature in our 
next edition of Proprietor Q&A, email 
quality.edgeextra@visitengland.org.

NEW 100 PAGE BROCHURE 
NOW AVAILABLE!

CALL FOR YOUR COPY!

A comprehensive range of Housekeeping Essentials, Bedding and
Furnishings, all at great prices, delivered direct to your door!

PARADISE FOUND FOR HOTELS & GUEST HOUSES!

CALL US TODAY ON FREEPHONE

0800 138 2524
OR VISIT OUR ONLINE STORE AT

WWW.HOUSEKEEPERSHEAVEN.CO.UK

®
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Kitchen hygiene

Keeping house
Whether serving Sunday brunch to B&B guests or three-course 

dinners in a bustling hotel restaurant, impeccable kitchen 
hygiene is essential. Ruth Ellen-Davis finds out more

As anyone with experience in a professional kitchen 
knows, achieving the necessary high standards in food 
hygiene involves far more than simply washing up 
and wiping down thoroughly. It relates to everything, 

from how food is prepared and stored to the personal hygiene 
of those in the kitchen. With so many bases to cover, vigilant 
organisation is key and having a clear and precise cleaning 
schedule in place is essential. 

“Kitchen hygiene makes a statement about your entire 
approach when producing food,” says Norman Mackenzie, Head 
Chef at the award-winning AA four-star Feversham Arms Hotel 
in Helmsley, North Yorkshire. “It’s about professional pride and 
the reputation of the business. The tidiness and cleanliness of a 
kitchen shows the level of care taken when cooking.”

There’s little point having the most thorough cleaning, food 
preparation and storage systems if you are not following them 
properly. Consistent organisation is essential, however busy 
things get. Cross-contamination between raw meat, fish and 

uncooked vegetables is often overlooked as a 
potential source of food poisoning, but it can 

be just as bad as serving undercooked or 
badly stored food. Raw ingredients should 
be stored separately from each other, 
preferably at the bottom of any fridges. 
Use specific utensils to deal with each and 

clean up as you go. 

Use trustworthy suppliers
For those kitchens with more than one person in them, all staff 
need a solid understanding of what the hygiene procedures 
are and why they’re necessary. This responsibility, explains 
Lee Allen, Manager and Chef at the two-star Bath Hotel in 
Lynmouth, Devon, falls firmly at the feet of the person running 
the kitchen. “Whoever’s in charge of the kitchen is in charge 
of food hygiene,” says Lee. “It’s up to them to implement 
high standards and to make sure that any staff coming into 
contact with the kitchen have a comprehensive 
understanding of hygiene regulations.”

What makes infallible kitchen hygiene 
more complex, however, are the factors 
affecting the quality and safety of food 
before the produce enters your premises; 
reliable and trustworthy suppliers are just 
as vital as a kitchen’s own regimes. You 
have to be sure that food is fresh and in top 
condition when it comes in and know what  
to check for.

“When I take a delivery, I check the temperature of the 
vehicles delivering the food,” says Lee. “If there’s food that 
should be frozen and it’s not – the driver hasn’t realised the  
van is -2°C not -18°C, for example – I would not accept it.  
I also don’t accept food when seals are broken or the  
packaging looks damaged.” 

Norman Mackenzie

Lee Allen
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Kitchen hygiene

Ready for your close-up
If your business serves food to the public, you are likely to have 
been inspected by your local authority. As a result, you may 
also have been rated under the Food Standard Agency’s (FSA’s) 
national Food Hygiene Rating Scheme, which has been adopted 
by all but one local authority in England. This assesses how 
closely you are meeting the requirements of food hygiene law 
and gives a rating from 0 (urgent improvement necessary) to 5 
(very good). A food safety officer looks at how hygienically 
food is handled, the suitability of the facilities and how 
you manage documentation. All ratings are available 
on the FSA and Scores on the Doors websites.

The frequency of inspections depends on your 
local authority and the potential risk to people’s 
health, but it ranges from every six months to two 
years or more. You don’t have to display the score 
you receive, but it is a good way of letting potential 
customers know if your kitchen has excellent hygiene 
standards. A toolkit is available on the FSA website to 
help businesses make the most of promoting their rating. For 
more information on the scheme, visit www.food.gov.uk/business-
industry/caterers/hygieneratings. 

To many, the idea of an inspection may seem daunting, especially 
for small or newer businesses. Someone who found it a positive 
experience is VisitEngland Breakfast award holder Stephanie 
Challinor from the five-star Gold Bays Farm B&B in Suffolk.

“Try not to be too scared of inspections,” says Stephanie.  
“If your kitchen is clean, with good procedures and good fridge 
management, all should go well. Keep a separate fridge for the B&B 
to ensure good temperature management and stock control.”  

Stephanie says managing the kitchen, like any other part of 
running a business, is about using your instinct. “If you are in 
any doubt about any food, then don’t use it – even if the food is 
still in date. If in doubt, throw it out. It’s not worth risking your 
business’s reputation by serving a bit of dodgy food.”

As well as keeping her kitchen shipshape, Stephanie says it 
always pays to prepare for all eventualities when you have a role 
in and out of the kitchen. “Always have a clean top to hand!” she 
explains. “You could be cooking fried eggs and bacon, which may 
splatter all over you, then the next minute you are checking out 
guests. If you’re prepared, their lasting impression will be a nice 
shiny clean hostess waving them goodbye.”

If a kitchen has good awareness of food hygiene law, is well 
organised and has a good level of staff training, the likelihood 

is it will sail through any inspections. But there are some 
common areas that can cause problems, explains John 

Dyson, Food and Technical Affairs Advisor for the 
British Hospitality Association.

“One problem is preparing food too far in 
advance,” says John. “This is food poisoning 

waiting to happen. Other common issues can 
include refrigeration not working properly, poor staff 

personal hygiene, waiting for equipment to go wrong 
before replacing it and not budgeting for maintenance. 

Another is failure to ensure that there is no cross-
contamination of food-poisoning bacteria from raw 
food to ready-to-eat food.”

Reputation management
While some areas are more serious than others, 
in general, food hygiene doesn’t leave much room 
for mistakes. If bad practice is happening, a low 
inspection score might not be the only thing you 
have to worry about. An outbreak of food poisoning 

can destroy the reputation of the best kitchen and even has the 
potential to cause a business to close – whether that’s due to a lack 
of customers or the authorities shutting down your premises. Even 
high-profile celebrity endeavours aren’t immune, as Andy Murray’s 
five-star Cromlix Hotel showed, when a recently failed food 
hygiene inspection called its reputation into question.

“An allegation of food poisoning is probably the worst thing 
that a chef could face,” says Norman, “not to mention the 
financial effect on the business as a whole. So it should not be 
underestimated how important good kitchen hygiene is.”

“You are serving the public and have a responsibility to them,” 
says Lee. “Never ever cut corners. Yes, it can be tedious, but you 
have to keep cleaning.” 

Cross-contamination: 
Top tips for reducing the risk
1.  Store foods separately and keep any raw foods away 

from other ingredients. Raw food doesn’t comprise 
just meat, poultry and fish, but also unwashed raw 
fruit and vegetables.

2.  Prepare food separately. Have specific utensils and 
boards for raw ingredients. If something has been 
used to prepare raw food, wash and disinfect it before 
it comes into contact with other ingredients.

3.  Clean between jobs. Work surfaces and utensils 
should be cleaned with detergent and hot water. Don’t 
forget to disinfect anything that has come into contact 
with raw food by using boiling water, an antibacterial 
cleaner or a hot dishwasher.

4.  Cover raw meat and store it on the bottom shelf of 
the fridge.

5. Wash all raw fruit and vegetables thoroughly.

6.  Wash hands regularly. Be especially vigilant after 
handling raw food and using the bathroom.

7.  Wash and rinse dishcloths thoroughly, and change 
them frequently. An example of an effective  
cleaning schedule can be seen on the FSA website, 
www.food.gov.uk.

8.  Keep bodies in the kitchen to a minimum. Only those 
who need to be in the kitchen and who know the 
hygiene procedures should be there.

9.  If you or another member of staff are ill, avoid 
preparing food, and preferably stay out of the  
kitchen altogether.

10. Attend a food hygiene course.

Get the lowdown on legislation 
New food labelling legislation came into effect in December. 
Under the Food Information for Consumers Regulation, all 
businesses providing food and drink (such as breakfast or 
afternoon tea) must make information available on whether 
the food contains any of the following allergens: cereals 
with gluten (such as wheat, rye, barley, oats), crustaceans, 
molluscs, eggs, fish, nuts, soybeans, peanuts, milk, celery, 
mustard, sesame, lupin and sulphur dioxide. For more 
information on how to comply with the regulation, visit 
www.food.gov.uk.

The Pink Book 2014: Legislation for tourist accommodation 
details further information on food safety and hygiene 
regulations. Participants in VisitEngland’s National Quality 
Assessment Scheme will receive their complimentary 
copy at their next assessment or can request one now by 
contacting Quality in Tourism. Non-members of the scheme 
can purchase a copy for £9.99 plus £1.50 postage by 
emailing feedback@visitengland.org.

“If in doubt, throw it out. It’s not worth 
risking your business’s reputation to 

serve a bit of dodgy food”

Stephanie Challinor

John 
Dyson
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Retrospective

A decade of influence
It’s exactly ten years since the first issue of Quality Edge was published  

 to provide advice and support to tourism businesses

We launched Quality Edge magazine ten years ago 
to support tourism businesses through a period 
of rapid change in the sector. TripAdvisor was 
beginning to make waves, social media was 

emerging and the London Olympics bid hung in the balance. 
What we couldn’t foresee was the global economic crisis that 

was just over the horizon. But throughout this turbulent and 
exciting period, the magazine has played an important part in 
keeping those who run bed and breakfasts, guesthouses, hotels, 
campsites and attractions up to date with the latest trends and 
opportunities for their businesses.

Behind Quality Edge is a desire to help accommodation 
providers and attractions deliver a great service for customers. 
The magazine provides tips and advice for the industry and 
our most recent survey of readers in 2012 confirmed that it 

has become a highly valuable resource. More than 1,000 of you 
responded, with 82% declaring yourselves to be fans of the 
magazine and 55% keeping copies for reference.

We can’t claim all the credit for this success. It has been made 
possible by the hundreds of people – from the owners of remote 
B&Bs to city hotels and attractions – who have agreed to be 
interviewed. They have made Quality Edge an inspiring, relevant 
and truly essential read.

Changing industry
The first issue was published in 2005, shortly after the latest 
research revealing that only 50% of people used the internet 
to research their holidays. As a result, it included an article on 
incorporating direct mail into a marketing strategy. Internet use 
has grown rapidly since then – there has been a 73% increase in 
online bookings since 2008 – and tourism businesses have had 
to get to grips with the rise of mobile websites, social media, 
and online reviews. Quality Edge has played an important role in 
guiding operators through these changes and showing them how 
they can benefit by embracing them.

Sue Atkinson, owner of the four-star Silver Lowerfield  
Farm B&B in the Cotswolds with her husband Gareth, is one 
of those whom the magazine has helped. “The article about 
TripAdvisor reviews in issue 19 stands out for me,” she says. 
“There was also an article about the importance of internet 
awareness and the benefits of using  social media a little while 
ago; that was really useful.” Im
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Sue and Gareth Atkinson, owners of Lowerfield Farm
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Neil Warren, Business Engagement Specialist – Tourism at 
University of Exeter Business School advises tourism 

businesses and agrees that such articles are 
a useful resource. “One of the areas that 

businesses are most interested in at the 
moment is social media,” he says. “I  
wouldn’t claim to be an expert on that, so 
 it’s great that I can point people to articles 

in the magazine.”

Great expectations
But while the use of technology has been one 

of the big changes in the industry, another has been rising 
expectations among guests. Quality Edge has always focused on 
how readers can delight their customers, but over the past ten 
years visitors have become ever more demanding, contributing 
to the growing trends for ever-larger beds, in-room WiFi and 
flatscreen TVs. 

We’ve sought to explain these changes and help businesses 
understand how to tackle them. The ‘Pillow talk’ feature that 
appeared in our Winter 2011 issue took a close look at the 

increasing size of beds and was partly inspired by the discussions 
generated by Lenny Henry’s TV adverts for Premier Inn, in 
which he lounged on a huge bed. 

Judy Smith, who runs the Beech Farm Cottages in Lincolnshire 
with her husband Norman, has been inspired by many of the 
features. “We particularly like the articles about going green,” 
she says, “and there was a really good article on WiFi, so we’ve 
installed that. It’s the only magazine of its kind specifically for 
the tourist industry and it keeps us up to date. There are articles 
about people in a similar position to us and I find it fascinating.  
A friend of ours used to call it her Bible.”

Sue says: “I find all of the articles really interesting for 
completely different reasons. It’s great to know an expert’s point 
of view and if someone who owns a B&B or self-catering cottage 
has been interviewed, it’s nice to see how they do things.”

Expert views
Many establishments operate in remote locations or are so busy 
they have little opportunity to meet other operators, so case 
studies within Quality Edge are a useful way for them to connect 
with other readers. ‘Day in the life’ has been a regular feature 
since the early issues, covering the typical day of someone 
working in the industry. Over the years, it has featured a wide 
range of people, from Ian Thomson, Maintenance Manager 
at Whitby Holiday Park to Helen Fairhead, Visitor Services 
Manager in Leicester,  following the discovery of Richard III’s 
remains in the city.

Readers value the insight of experts and we invite input from 
as many as possible in each issue, whether it’s an environmental 

health officer or one of our regular columnists. TV’s Hotel 
Inspector Ruth Watson discussed TripAdvisor in our last issue, 
a range of digital experts have written about online marketing, 
while Kurt Janson, Policy Director of the Tourism Alliance, 
provides a round-up of recent legal changes in each issue. 

Sandra Jeffrey, owner of the four-star Gold Wharton Lock 
Apartment in Chester, values these contributions. “Legislation 

information is what I look for in the magazine,” she says. “There 
was a piece recently about how you needed to have a licence for 
DVDs in your property. Things like that are helpful. We do need 
to make sure we are doing the right things.”

The breadth of subjects covered over the past ten years is too 
numerous to mention, but we’ve worked hard to give readers the 
information they need to target specific markets – for example, 
we’ve run articles on attracting guests with accessibility needs, 
cyclists, couples and families.

“I like the articles that tell you about future events, because 
we could get some business from them,” explains Sue. “During 
the Olympics we got a few, even though the Cotswolds is not 
particularly near London. It’s nice to be prepared and aware 
that these things can affect you.”

Local attractions
Making the most of the local area to attract people 
to your accommodation or attraction has also been an 
important subject. We highlighted, for example, the links that 
Nottinghamshire’s Framework Knitters Museum has developed 
with the nearby Luddites pub. 

 “The main thing we get from Quality Edge is ideas about 
building your offer into the destination rather than just focusing 
on your property,” says Rupert Richardson, owner of four-star 

Dowfold House B&B. “There have been two or three features on 
that over the years and it’s something we are doing more.”

He continues: “It is probably the best trade magazine I’ve 
come across. It always has a fair number of case studies, 

which are very useful for getting ideas. There was an 
idea in a previous issue about having a stylised map of 
interesting things in your area and that’s something I’ve 

picked up. My daughter is an artist and I’ve got her working 
on a map for me.”
Our programme of delivering information and insights to 

support tourism businesses is evolving. A new website featuring 
a Business Advice Hub, including selected articles from Quality 
Edge, is being launched shortly and we have begun producing 
videos featuring some of our interviewees, such as Day in the 
Life subject Stephen Bull of A Room With A View in Brighton. 
These videos can already be seen on the VisitEnglandBiz 
YouTube channel.

Far from slowing down, the pace of change in our sector seems 
to be accelerating. We will continue to keep you up to date and 
help you grasp new opportunities as they emerge. .

A decade on the edge
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How the Isles of Scilly 
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more visitors
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A focus on green issues and 
sustainable tourism took the 
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As glamping got more popular 
our cover feature focused on 
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Hotel Inspector’s Ruth Watson 
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Judy and Norman Smith,  
owners of Beech  
Farm Cottages
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owners of Dowfold House B&B

Sandra and Graham Jeffrey, 
owners of Wharton  
Lock Apartment
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Expectations

Then and now
For accommodation providers, anticipating guests’ needs i s par for the 
course. The skill comes in knowing precisely what they are. Emma-Jane Batey 
reports on how customer expectations have changed 

Competition to exceed guest expectations is growing 
increasingly fierce – and it’s not just from other 
providers. As more and more private homes are filled 
with gadgets, goodies and great design, it’s little 

surprise that guests expect the same or better when they’re away. 
While shared bathrooms in B&Bs were commonplace in 1989, 
nowadays, prospective guests are more likely to expect ensuites. 
And when it comes to technology, free WiFi has supplanted the 
telephone as the in-room essential. Today’s guest is unlikely to 
be impressed by the single bedside light for a double room or 
the wire coat hangers jangling in the wardrobe that might have 
sufficed 25 years ago.

Room to breathe
Awards can be a good benchmark for customer expectations. In 
1989, the English Tourist Board’s Crown scheme (the precursor 

service is,” says Emma. “But they also want to be cooked for, 
looked after and have a break that’s good value for money. 

“We’ve kept our fantastic old charm but totally updated 
everything. Each bedroom has been sympathetically furnished 
to suit our historic building, but with all the modern comforts 
that customers expect, like flatscreen TVs and decent hairdryers. 
We’ve also created an award-winning breakfast menu, which 
includes grilled kippers and local Derbyshire oatcakes. Our 
family has been here for 30 years, but we’ve had to move with  
the times. It’s hard sometimes and it’s expensive, but it’s worth 
it to stay successful.”

First-class facilities
Customers will make judgements about every aspect of the 
accommodation, such as the comfort of the beds and linens, 
the availability of bathrobes and whether there’s an ensuite 
bathroom with a good power shower. Other facilities, such as 
in-room tea and coffee facilities and free WiFi, are also likely 
to be noted. For Joan at Browns Holbeck, receiving a five-star 

to star ratings) was introduced, with standards perfectly in tune 
with the expectations of customers of the day. But as guests have 
become more discerning, standards have evolved to keep pace. 
So how do quality-focused accommodation providers ensure 
they stay appealing and competitive in today’s market?

Joan Brown, who, along with her husband Robin, successfully 
manages the five-star B&B Browns Holbeck in Worksop, is a 
mine of information on this subject. Passionate about good 
service and “spoiling our guests like we would our family”, 
Joan has excelled in keeping the best of the traditional and the 
modern, achieving both a Gold award and Breakfast award for 
the property.

“We’ve always listened carefully to feedback from the quality 
assessors. We find they provide useful guidance for customer 
expectations, although of course the most important thing is to 
talk to guests and really listen to what they like and don’t like,” 

she says. “As standards have changed, we’ve evolved with them: 
we’ve upgraded our toiletries, we’ve got delicious fruit teas, filter 
coffee and biscuits on the hospitality tray, and each room has 
Egyptian cotton sheets. When we first started in early 1990, it 
was perfectly fine to offer a cake of soap, basic tea and coffee and 
polycotton sheets, but that just won’t do now at the higher end 
of the market.”

As Joan highlights, everything expected in accommodation 
today is “more and better”. But rather than being a sign that 
accommodation providers were previously getting away with 
lower standards, this was simply what guests expected at the 
time. Robin adds: “We’re a small business that has always 
kept very high standards. We’re terribly proud of our constant 
vigilance in maintaining the rooms, the facilities and the outside 
areas to the highest levels, without a big budget. There’s always 
something that needs doing.”

A balancing act
The Old Hall Hotel in Buxton has managed to cleverly walk the 
line between tradition and the latest customer expectations. 
Emma Potter, who runs the hotel with her sister Sally, has an 
ongoing refurbishment programme to ensure that the hotel, 
reputed to be the oldest in Britain, offers a warm welcome. 
“Customer expectations have changed dramatically over the 
past 25 years. People eat out all the time and go on holiday far 
more than they used to, so they know what good food and good 

“When we first started in 1990, it was 
perfectly fine to offer a cake of soap, 
basic tea and coffee and polycotton 
sheets, but that just won’t do now”

A flatscreen TV with Freeview 
channels now comes as standard

Traditional furniture 
is upholstered in more 

modern fabrics 

Gone is the old double bed, as 
a new 6ft super kingsize caters  

to modern desires

Using a lighter colour palette 
makes the room feel fresh 

and contemporary

Old Hall Hotel bedroom in 1985

Crow’s Nest Caravan park in 2015 (right)  
and during the 1950s (below)

Old Hall Hotel bedroom in 2014

Quality Edge Issue 2038
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Expectations

Crow’s Nest Caravan Park, Yorkshire
One of three caravan parks owned and 
managed by the Palmer family since 
1947, Crow’s Nest Caravan Park is 
a luxury four-star site set in the 
Yorkshire countryside. Nick 
Palmer, son of founder Ian, 
works alongside his sister 
Rebecca and their respective 
partners, to update and 
upgrade the three sites while 
keeping the spirit of the British 
caravan holiday alive. 

“We look for new ideas all the 
time,” says Nick. “In many ways, 
hotels are ahead of caravan parks, so we 
look to see what hotels we like are doing and 
how we can integrate it for our customers. Our facilities are 
completely different to what they were 25 years ago; there’s 
central heating in all the caravans and they’re double-glazed. 
They all have WiFi and flatscreen TVs with Freeview too.”

Nick also recommends keeping up with latest technology, 
as guest expectations can be influenced by what people are 
already used to. “We look at how our customers live at home 
and make sure our caravans are as comfortable and well 
equipped,” he notes. But it’s not always about offering the 
latest mod-cons. Nick believes guest expectations apply not 
only to what facilities are on offer, but the way you market 
yourselves. “We still accept cheques,” he admits. “We send 
out brochures by post, we have online booking and an 
excellent e-brochure. It’s the best of both worlds.”
www.crowsnestcaravanpark.com

Old Hall Inn, Chinley
Dan Capper (pictured below) is the third generation of the 
Capper family to be at the helm of the Old Hall Inn, and he is 
dedicated to fusing family tradition with his own thoroughly 
modern approach. “The Old Hall Inn has grown massively 
since I took over, both in terms of size and facilities,” he says. 
“We use every channel available – Facebook, Twitter, online 
booking partners, local and national media – to maximise our 
potential. Marketing was not really a consideration 25 years 
ago – we just relied on local custom and tourists finding us  
in the Yellow Pages.”

In addition to 600 to 800 organic visits per week to its 
informative Facebook page and up to 15,000 visits 

during important events or when it sponsors 
posts, the Old Hall Inn also operates a website 

with easy-to-use online booking and rolling 
TripAdvisor reviews. “We have eight rooms, 
all with a different feature, whether it’s 
a balcony or a huge shower. They are 
all decorated to a high standard with 
modern but cosy furnishings,” says Dan. 
“We’ve spent £500,000 on renovation 
over the last five years alone, with a 

focus on keeping the original charm of our 
16th-century coaching house but adding  

the latest creature comforts.”
www.old-hall-inn.co.uk

award in 1990 didn’t mean she could rest on her laurels. “I can 
certainly say that everything’s improved since then!” she claims. 
“The bar has continually been raised and we keep ahead of what 
customers expect. Whether it’s thermal linings for curtains  
or linen napkins rather than paper, we’re proud to be getting 
better all the time, as keeping customers happy is what keeps  
us successful.”

It can be hard to define how customer service expectations 
have changed, particularly when this can be hugely subjective 
among individuals. For Barney Cunliffe, General Manager at his 
family-owned four-star luxury country house hotel The Gilpin, 

“It’s got to be king-sized beds – queen-sized doesn’t cut it at the top end any 
more. And not just a shower cubicle – it’s got to be a walk-in, tiled shower maybe 
with a seat, plenty of room and underfloor heating in the bathroom” 

“Each bedroom has been 
sympathetically furnished to suit 
our historic building but with all the 
modern comforts customers expect”

in the Lake District, excellent service is something that remains 
constant and customers will always want the same thing. “It’s 
about welcoming guests, thanking customers for returning 
and keeping smart records to make sure you give them their 
favourite room or preferred table in the restaurant,” he says.

He explains that even their most traditional guests want 
improvements and developments when it comes to comfort  
and features. “It’s got to be king-sized beds – queen-sized  
just doesn’t cut it at the top end any more,” he adds. “And not 
just a shower cubicle – it’s got to be a walk-in, tiled shower, 
maybe with a seat, plenty of room to spread out and underfloor 
heating in the bathroom.” The Gilpin has also caught on to 
the booming trend for coffee – 1.7 billion cups of coffee are 
consumed per year in the UK, and one in five coffee shop 
customers buys a coffee every single day, compared with 
one in nine back in 2009. Barney explains: “We 
have the latest Nespresso machines in every 
room. We’re very much focused on the luxury 
breaks market, so while we’re not uber 
trendy, everything is about comfort and 
modern elegance.”

As guest expectations continue to 
evolve, particularly with regard to 
advances in technology, keeping on top 
of these trends helps to enhance your 
customer experience. But don’t forget the 
best of the traditional along the way – after 
all, great customer service will always be  
in fashion. 

The picturesque Browns 
Holbeck, Worksop

Guests can relax at the 
Champagne Bar at The Gilpin; 
The Gilpin’s owners, Barney 
and Zoe Cunliffe; cosy up by 
the fireplace in The Gilpin’s 
lounge (below)

Nick Palmer (centre) 
and family

Luxurious caravan interiors at  
Crow’s Nest Caravan Park
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Ask the experts
From questions about VAT to 
understanding how to make the most 
of your website, our panel of experts are 
here to respond to all your enquiries

Legislation: Kurt Janson 
Policy Director of the  
Tourism Alliance

Research & Trends: Sharon Orrell  
Head of Research and Insight, 
VisitEngland

Digital Marketing: Brian Dennehy
Director of Social  
Media Synergy

Accessibility: Ross Calladine 
Editor and Head of Business 
Support, VisitEngland

Quality Schemes: Pam Foden  
Head of Industry 
Development, VisitEngland

Sustainability: Jason Freezer  
Head of Destination 
Management, VisitEngland

Q: I know of a hotel that gives VAT reclaim forms to foreign 
visitors. Can overseas tourists reclaim the VAT paid on 
accommodation? Anonymous

Kurt: The answer to this depends on where the tourists are 
travelling from and whether they are private visitors (i.e. on 
holiday or visiting friends and relatives) or business visitors. 
Private visitors can only claim VAT back on goods they will 
consume outside of the EU, so a visitor from China can reclaim 
VAT on their shopping, but cannot reclaim it on meals eaten and 
accommodation used while they are in the UK. All private visitors 
from within the EU are unable to reclaim VAT on any goods or 
services received in the UK.

However, business travellers can reclaim VAT on their 
accommodation in two circumstances: if they are from outside 
the EU or their company has a mechanism for reclaiming VAT set 
up in the UK, typically by having a branch registered here.

For more information on how overseas visitors can reclaim 
VAT, go to www.gov.uk/vat-consumers/taxfree-shopping.

Q: Does an attraction have to charge more for entry if they want  
to benefit from Gift Aid? Howard Heeley, Newark Air Museum

Pam: The rules are complex, but essentially visitors have to make 
an extra donation of at least 10% on top of the entrance fee 
before Gift Aid can be claimed. 

This is because Gift Aid can only be claimed on voluntary 
charitable donations, whereas a standard admission fee is 
obligatory for all visitors. 

However, the entire amount paid by the visitor is then eligible 
for Gift Aid. So if your entrance price is £10 and a visitor pays £10 
plus a £1 donation, you can claim Gift Aid on the entire £11 paid. 
It is important that visitors know they have a choice of whether 
to pay the ‘Gift Aid price’ or just the standard entrance fee. They 
will also need to sign a declaration stating they have paid enough 
tax and understand what they have agreed to.

For full details go to www.hmrc.gov.uk/charities/gift_aid/
rules/admissions.htm.

Our experts
If you have a question, why not send it to  
quality.edgeextra@visitengland.org. We’ll give  
a prize for our favourite. 

Q: There’s been a lot in the media recently about a hotel 
charging guests for leaving bad reviews. Is this legal? 
Anonymous

Kurt: Trading Standards have recently investigated a 
property in Blackpool which charged guests £100 for 
leaving a negative review on TripAdvisor. The hotel 
believed this was their right, because a statement in their 
booking conditions stated all negative reviews would 
incur the charge. However, this is likely to be illegal. 

According to the Unfair Terms in Consumer Contracts 
Regulations 1999, these terms can be deemed unfair to 
guests, as they create a significant imbalance between 
the rights of the two parties (i.e. the hotel can say 
something bad about the customer and not be charged, 
whereas the customer would be charged for the same 
action). The Consumer Protection from Unfair Trading 
Regulations 2008 also indicate that the hotel could be 
acting “contrary to the requirements of professional 
diligence”, because they are acting contrary to the 
requirements of good faith. In other words, because 
people may be dissuaded from posting a bad review due 
to the fine, this may lead to other consumers making  
a different transactional decision as a consequence. If it 
can be determined that a customer makes a purchase 
(i.e. makes a booking at the hotel) that they otherwise 
would not have done had they known the full facts, then 
the business has engaged in unfair practices. 

Win a luxury spa voucher with Lavish!

Win the chance to escape to a spa, take a break and enjoy 
some pampering and relaxation. We have teamed up 
with Lavish, the luxury spa gift voucher company, to offer 
readers the chance to win one of five £50 vouchers.

Lavish vouchers are accepted at over 500 spa and beauty 
locations across the UK, from wonderful destination spas 
in the country to day spas in the city. Participating venues 
can be found in many locations including Aberdeen, 
Birmingham, Bristol, Edinburgh, Glasgow, Inverness, Leeds, 
Liverpool, London, Manchester and Newcastle.

A Lavish spa and beauty voucher can be spent on an 
amazing array of pampering experiences, including spa 
days, massages, facials, manicures and pedicures – the 
beauty of it is that you can decide exactly how to use it!

Lavish is also offering readers a special 10% discount off 
all orders at www.lavish.co.uk with the code LAVISH-VE, 
valid until 28 February 2015.
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From industry accreditations, such as VisitEngland’s 
Breakfast award, to independent awards run by local 
tourism associations and businesses, there are a host 
of accolades available to accommodation providers and 

attractions. If your business receives one, it’s important to make 
the most of it in your marketing and publicity. Here, five award-
winners share their secrets to spreading the word. 

Marketing

Winning an award may give your morale 
a boost, but it won’t do much for your 
business unless you tell people about it, 
says Zoë Slater

Reaping 
the rewards 

The Dandelion Hideaway, Leicestershire
You only have to glance at The Dandelion Hideaway’s website to 
see that owner Sharon Earp is great at marketing her glamping 
site. Having offered complimentary stays to journalists when 
she first set up the business, she received some great write-ups 
and won the Bronze award for Self-Catering Holiday Provider 
of  the Year in the VisitEngland Awards for Excellence 2014. She 
knows the importance of continued coverage. “I see our awards 
as a powerful marketing tool,” says Sharon. “We market them 
together as we feel that gives our business more gravitas.

“I also think it’s important to not just publicise your awards 
wins, but to also let your guests know about awards you’re 
nominated for. We send out a monthly newsletter and we’re 
active on social media, so whenever we’re in the running for an 
award, we let our guests know via both these channels. We also 
like to thank them for supporting us.”
www.thedandelionhideaway.co.uk

TheDandelionHideaway
@dandyglamping

Wow! We’ve been 
shortlisted for #Self 
Catering Accommodation of 
the Year 2014 in #Leicester 
& #Leicestershire Excellence 
#Tourism #Awards!
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Top tips for marketing  
 your awards 
•  Get involved 

You’ve got to be in it to win it. Keep an  
eye out for awards you can enter, in  
addition to VisitEngland’s Awards for 
Excellence, and don’t be afraid to do 
something a bit different. After all, any 
publicity is good publicity. 

•  Be selective 
Make sure your website and marketing 
materials showcase your awards. Don’t be 
tempted to list them all – just the most 
prestigious or recent ones. And if you’re trying 
to attract a specific type of customer and 
you’ve won awards relevant to that market, 
make sure they know about them.

•  Be social 
Social media can open up your business to 
a new audience – and Facebook and Twitter 
are the perfect places to post about award 
wins or nominations. Find out more about 
using social media at www.visitengland.com/
onlinemarketing. 

•  Keep the press posted 
Let local newspapers know you’ve won an 
award by sending them a press release and 
good imagery. Don’t bombard them with every 
little bit of news, though.

•   Involve your guests 
Keep your customers updated on your news, 
including awards you’ve entered and won – 
especially if you’re up for one that is decided 
by public vote.  

Marketing

Visitor Attraction Quality Scheme accolades
VisitEngland has recently introduced  
a new set of accolades that will be 
awarded to participants of the Visitor 
Attraction Quality Scheme to recognise 
excellence in attractions. There are five 
accolades available – Gold, Welcome, 
Hidden Gem, Best Told Story and Quality 
Café – and attractions of any size can 
achieve one. 

Accolades will be awarded following 

a visit by an assessor under the Visitor 
Attraction Quality Scheme. If an attraction 
achieves one, they will receive advice 
on how to promote this, as well as 
a certificate and accolade logo to 
demonstrate their success to visitors.

“We’ve introduced the accolades  
to reward those attractions that have  
gone the extra mile to give their  
visitors something special on their day 

out,” says Head of Industry Development 
Pam Foden, “whether it’s a genuinely 
friendly welcome, an engaging and 
innovative tour or a delicious and 
memorable meal. 

“The response so far has been 
overwhelmingly positive, with attractions 
showing eagerness to be considered for 
an accolade.” For more information, email 
attractions@visitengland.org.

Enchanted Manor, Isle of Wight
Best known for taking part in – and winning –  an episode of 
Channel 4’s Four in a Bed, Maggie and Ric Hilton, owners of the 
five-star Gold award-winner Enchanted Manor, are experts at 
generating publicity for their business. 

“Our awards and accreditations are invaluable to us,” says 
Maggie. “We make sure everyone knows about them and we 
often contact local newspapers and radio stations.”

Having won the AA’s Funkiest B&B of the Year award in 
2008 and witnessed the positive effect that the publicity had 
on their business, Maggie and Ric are always looking for new 
opportunities – sometimes in slightly unusual places. 

“Earlier this year, I entered the British Sandwich Designer of 
the Year competition and was a South East finalist,” says Maggie. 
“I partly entered because I thought it would be a fun challenge, 
but I was also aware that it could bring us some different 
publicity that would complement the fact that we now offer 
afternoon teas and we’re planning on opening a restaurant.”   
www.enchantedmanor.co.uk

Beamish Museum, County Durham
A recent winner of the VisitEngland Gold accolade, the Beamish 
Museum certainly doesn’t hide its light under a bushel. 

“We shout about all of our awards in a number of ways, from 
sending out press releases to posting on social media,” says 
Director Richard Evans. “In fact, one of the main drivers for 
entering awards is the publicity that they can generate. When 
you’ve been open for many years, it’s so important to be able to 
maintain the public’s attention by drip-feeding them news, and 
award wins really help with this. 

“We often have visitors who say: ‘I heard you’ve won another 
award’, and that’s great because it means that a positive message 
about us is getting out there and we’re not being forgotten.”
www.beamish.org.uk The Leeway, North Yorkshire

Owners of the four-star Gold award-winner The Leeway in 
Whitby, Karen and Garry Walker leave no stone uncovered when 
publicising their award wins. 

“Whenever we win an award, we contact the local papers, post 
it on Facebook and add the logo to our website and confirmation 
letters,” says Karen. “We also display our awards in reception 
and our four-star Gold and Breakfast accreditation on our 
signage outside.

“I know some businesses don’t think there’s much point in 
getting local press coverage because local people are less likely 
to stay, but we find that it works well for us. Plenty of people 
from the area have friends and relatives who come and stay here, 
so it’s good to get our name out there, and award wins give us  
a good excuse.”
www.theleeway.co.uk

Weetwood Hall, West Yorkshire
To compete with other properties in the challenging conference 
market, the four-star Weetwood Hall uses its accreditation and 
awards to set itself apart.

“Our accolades help us confirm our credibility and stand out 
from the competition,” says Director of Operations Michael 
Longstaff. “When it comes to our marketing, we choose 
which award to highlight depending on the audience we are 
targeting. For example, when approaching healthcare clients, 
we would show how we have been given Green accreditation 
by independent healthcare meetings consultancy Compliant 
Venues, so that they are aware that we are a leader in the field.”
www.weetwood.co.uk

“Whenever we win  
an award, we contact the 

local papers, post it on 
Facebook and add the 

logo to our website and 
confirmation letters”

Beamish Hall
@BeamishHall

@Beamish_Museum  
@TourismAwardsNE 
Congratulations to the 
team! Certainly well 
deserved, good to have 
amazing neighbours! x

Weetwood Hall
@weetwoodhall

Our Conference Manager 
has won Rising Star 
award at LHVA Awards  
in Leeds. Congratulations 
Lucas! ow.ly/i/5Tykd  
@hotelsinleeds

The Enchanted Manor
12 June

We have just won the TripAdvisor 
Certificate of Excellence and have 
just been awarded the top 5-star 
grading with a Gold award and 
Breakfast award by VisitEngland. 
We will continue to put 100% into 
looking after our guests.

The Leeway Whitby
20 October

What a wonderful sunrise today. 
Perfect for sharing our good news. 
The Leeway has been shortlisted 
in the new Scarborough Business 
Awards – for Green Business of 
the Year. The black-tie presentation 
evening is on the 21st November. 
Fingers crossed.



VisitEngland’s legislation expert Kurt Janson 
gives an update on the latest regulatory changes 
affecting the hospitality industry

Kurt Janson, Policy Director 
of the Tourism Alliance

Legislation  
lowdown

Sharing Economy Review
Last September, the Government announced that it wanted to 
make the UK a leader in sharing economy businesses, such as 
Airbnb, and commissioned a review of how it could support the 
sector. This was published in November and contains a number 
of recommendations for the accommodation sector, including 
the following:
•  A sharing economy trade body should be established that  

will create a kitemark for responsible sharing platforms.  
This should set out minimum standards concerning the 
resolution of disputes, provide insurance for users and ensure 
operators are given clear information on the regulations they 
need to comply with.

•  Regulations for accommodation providers should be 
proportionate to the scale of operation – so somebody renting 
out a spare room for a few nights a year should not be subject 
to the same level of regulation as a business renting out 100 
rooms year-round. 

•  The Government should set clear minimum standards for 
health and safety for all accommodation providers.  
Platforms should make these rules clear, giving them to  
their users upfront.

The Government is expected to respond to the 
recommendations by February 2015. If it accepts them, this 
could trigger the review of a raft of legislation that impacts on 
accommodation businesses that, in turn, could have significant 
implications for the whole tourism sector. 

Consultation on CANs
The Home Office recently carried out a consultation on  
a proposal to introduce a new type of licence to sell  
alcohol, which could have significant benefits for small 
accommodation businesses. 

Legislation

When the Licensing Act was introduced in 2004, these 
businesses, which used to pay £30 every three years for a l 
icence to sell alcohol to guests, were forced to apply for a 
standard Premises Licence, at a cost related to the rateable 
value of their property. This meant that the cost of providing 
customers with an occasional drink suddenly rose from £10  
to between £100 and £1,900 per annum. In addition, operators 
are currently required to obtain a personal licence at an 
additional cost of £75.

The Home Office has now recognised that there is no real 
social harm resulting from accommodation businesses selling 
small amounts of alcohol, and is proposing to introduce a  
new form of licence called a Community and Ancillary Sellers 
Notice (CAN).

 The idea is that, for a fee between £20 and £50, small 
accommodation providers will be able to sell limited amounts 
of alcohol (around half a bottle of wine per person) between  
the hours of 7am and 11pm. Sales must be ancillary to the  
main service being provided (so you won’t be able to sell 
alcohol to anyone who is not a guest at your 
establishment) and the alcohol must be 
consumed on the premises.
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Wrap your guests with 
the luxury of our quality 
towelling, bathrobes 
and slippers - soft, 
comfortable and 
warm.

A little luxury goes a long way.

A superb range of quality toiletries, bedroom & bathroom accessories, and guest 
information items for hotels, guest houses, B&Bs and more. Call 01233 658085 or 

email hotelproducts@geerings.co.uk to discuss your requirements.

www.geeringshotelproducts.co.uk

ACCESSORIES

BEDROOM ACCESSORIES

VERDI COLLECTION KEY FOBS TOILETRIES

PERSONALISATION

MENUS & PRESENTERS

PRESENTATION OPTIONS

TOWELLING LUXURIES

EBONY LONDON



Legislation

If the Government agrees with the Home Office’s 
recommendations, then CANs could come into effect on  
1 October 2015.

HMRC gets new powers 
Since October 2014, HMRC has been implementing new powers 
to obtain information from merchant acquirers (companies 
that process credit and debit card payments) on the number 
and value of all transactions completed by every business that 
accepts card payments.

While they will not be able to gain information on individual 
transactions, they will be using these new powers to identify 
businesses that are not registered for tax, are not declaring all 
of their income or are not registered for VAT when they are 
operating over the VAT threshold. It is therefore important that 
you ensure your business is tax compliant. 

To help small businesses, HMRC is running a voluntary 
disclosure opportunity. This means that if you have not been 
compliant, you can notify HMRC and they will help you get  
your tax affairs in order. This is not an amnesty, but you will 
be given four months from the time that you notify HMRC to 
calculate how much you owe (they can help with this) and make 
the payment. 

Further information on the new powers and how to make 
a voluntary declaration is available on a dedicated customer 
helpline (0300 123 9272) or at www.gov.uk/creditcardsales. HMRC 
also has tools to help SMEs understand their tax obligations, 
available at www.hmrc.gov.uk/startingup/help-support.htm. 

New food allergen labelling regulations  
for unpackaged foods
New legislation requiring you to provide information on 
whether any of the 14 main allergens are used in the food 
you serve is now in effect. In recognition that it may not be 
practical to provide all of the information upfront, there is some 
flexibility over how this information is provided. Printing the 
information on the menu, writing it on a chalkboard or ensuring 
your staff tell customers when they are providing the menu, are 
just some examples.

However, you must give clear guidance as to where customers 
can get the information, at the point when the customer is 
choosing their food. For example, you could put a clear notice 
in the footer of all your menus such as: ‘Food Allergies and 
Intolerances: Before you order your food and drinks, please speak 

to our staff if you want to know about our ingredients’. You could 
also consider nominating a member of staff on duty who is 
responsible for being aware of food allergens and providing  
the information on request. 

Further information and a guide on how to comply with 
the new legislation is available on the Food Standards Agency 
website at www.food.gov.uk/business-industry/allergy-guide. ■

“The Home Office has now recognised that there is no real social harm resulting from accommodation businesses  selling small amounts  of alcohol”
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Quality Edge Issue 2050

Don’t forget to pick up a copy of Pink Book 2014: 
Legislation for tourist accommodation. Participants in 
VisitEngland’s National Quality Assessment Scheme 
will receive a free copy at their next assessment or can 
request one sooner by contacting Quality in Tourism. 
Non-members can purchase a copy for £9.99 plus  
£1.50 postage by emailing feedback@visitengland.org.

Get your Pink Book 2014

freetobook
family company - global technology

Switch Today!

Switch to freetobook
...it’s easier than you think

Over 5000 happy customers have joined our family business. 

Our customers have been our sales team, why? 

Family businesses like ours look after their customers over the long 
term, earning trust over many years. Of course we have to make a 
living, but we also know it’s not all about the money. Corporations 
simply can’t fake the support and service we offer our customers.

•	Family business with global technology
•	Simple to setup and you decide when to go live
•	Helpful videos and friendly advice
•	No costs or risks to try it

The best solution for all your online bookings.

Our guarantee to you

•	 No tie ins, you are in complete control.
•	 No monthly fees or charges for your online diary or booking system. 
•	 No charges for putting bookings in your diary.
•	 Optional extras that are easy to add or remove.
•	 A straight forward family business with great solutions. 
•	 Clear transparent pricing on website.

Contact our switch team today: 0141 270 2173
switch@freetobook.com  www.freetobook.com

Our switch team is ready to help

“
...far superior to the system we 
were using.

The Knoll

“
...realised what a poor service 
we had after trying freetobook.

Newcastle Jesmond Hotel

Craig & Iain Stewart - founders of freetobook “
...an excellent service... can’t 
believe how fully featured it is.

Prysgoed

“
...fantastic system... easy to use.

Shiloh B&B




