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Your new look     
Quality Edge

James Berresford
Chief Executive, VisitEngland

Welcome to a refreshed Quality Edge, brought to you by your national tourist 
board VisitEngland. This issue is packed with advice and best-practice case 
studies. We ‘Meet the Millennials’, to discover ways to attract these 

16-34-year-olds. And we interview winners from VisitEngland’s Awards for Excellence. 
How did they pick up the most prestigious accolade in tourism? Find out inside.

We are also delighted to report that the Business Advice Hub for tourism operators is 
now live. The site provides invaluable information for start-ups and established 
businesses ranging from funding to digital marketing, and is set to become a go-to 
resource for anyone in our industry. I highly recommend you have a look at it for yourself.

Following our Government Triennial Review, VisitEngland’s role is evolving as we 
look to develop compelling tourism products and experiences and seek to manage a new 
product development fund. We know that visitors are increasingly looking for 
personalised and immersive experiences and we’ve seen the industry 
embrace this trend. With a number of sporting, cultural and foodie events 
taking place across the country this year, we will continue to work with 
the industry to ensure England remains a globally competitive, world-
class destination; enticing both domestic and international visitors to 
enjoy the amazing range of unique experiences on offer.

We hope you enjoy our new-look summer issue. Please do 
send us your feature ideas or any other feedback to  
quality.edgeextra@visitengland.org.

Focus on… 
Poston Mill, 
page 24
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James Berresford introduces our summer issue
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DAVID CAMERON’S tourism 
strategy will be implemented by the 
new Secretary of State for Culture, 
Media and Sport John Whittingdale 
MP. While he is a new appointment, 
Mr Whittingdale will be a familiar 
figure in the department – he has 
held the position twice before and 
was the chair of the culture, media 
and sport select committee. He will 
be supported in his role by the new 
Parliamentary Under Secretary of 

State for Sport, Tourism and 
Heritage Tracey Crouch.

James Berresford, VisitEngland’s 
Chief Executive, said, ‘Congratulations 
to John Whittingdale and Tracey 
Crouch. This renewed government 
commitment to supporting tourism 
is welcome indeed and I look forward 
to working together to support the 
development of a world-class product 
to ensure our dynamic domestic 
tourism industry continues to grow.’

DAVID CAMERON has announced a 
five-point plan to support tourism 
growth across the United Kingdom. 
The plan aims to put appropriate 
infrastructure in place to make it 
easy for visitors to discover the 
best of what the country offers. 
Spreading the benefits of one of 
our fastest-growing sectors beyond 
the capital will be a key goal. 

A new inter-ministerial group, 
headed by the culture secretary 
John Whittingdale (see below) and 
including ministers from across 
the Government, will focus on the 
following five key areas:
n a better co-ordinated sector
n skills and jobs

n common sense regulation
n transport
n an improved welcome.
VisitEngland Chief Executive James 
Berresford said, ‘The commitment  
to grow tourism across the UK is 
further recognition of the 
enormous value and contribution 
of this industry, one of the decade’s 
biggest drivers of economic growth. 
Placing tourism at the heart of 
government will do much to support 
plans to rebalance the economy.’

The plan coincides with the 
announcement of a £5m South 
West Tourism Growth Fund and 
VisitEngland’s £10m Northern 
Tourism Growth Fund.

DON’T MISS IT

REGISTER FOR 
VAC 2015
Registration is now open for this 
year’s Visitor Attractions 
Conference (VAC) at the Queen 
Elizabeth II Conference Centre, 
London. Taking place on  
8 October, this is the annual 
opportunity to network with 
colleagues from across the 
visitor attraction sector, meet 
the VisitEngland team and learn 
about innovations, trends and 
news from a programme 
featuring expert speakers.  
Register for VAC today – visit   
www.vacevent.com.

Left to right: VisitEngland Chairman Lady Cobham CBE; Secretary 
of State for Culture, Media and Sport John Whittingdale; Tourism 
Minister Tracey Crouch; Senior Vice-President Government 
Affairs Hilton Worldwide Jonas Neihardt

04   I   Quality  Edge   I   Issue  21 www.visitengland.com/biz 

Five-point growth strategy unveiled

New face, old hand
John Whittingdale returns to DCMS
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In the news
The latest stories for accommodation providers and attractions

PM’s big 
tourism plan



DON’T MISS IT

ENGLISH 
TOURISM 
WEEK DATE 
ANNOUNCED
English Tourism Week (ETW)
takes place next year from 
5-13 March. The week is an 
opportunity for businesses 
and individuals to raise the 
profile of our industry to 
visitors, MPs and the media. 
Disabled Access Day will take 
place during the week on  
12 March. The campaign aims 
to help people with access 
needs, along with families 
and friends, discover new 
accessible experiences. Find 
out more about ETW at www.
englishtourismweek.co.uk.

BIG WIN FOR 
WHITWORTH  
Recently reopened after a 
£15m redevelopment, 
Whitworth Art Gallery in 
Manchester has won the Art 
Fund Museum of the Year 
prize and made the shortlist 
for the RIBA Stirling prize for 
architecture. This year’s RIBA 
winner will be announced in 
London on 15 October.

TO WHAT EXTENT is technology 
influencing tourism? How do you go 
about securing investment? And 
what impact does great design have 
on customers? These are just three 
questions due to be answered by 
respected industry experts at 
The Independent Hotel Show 2015 
on 20-21 October at the Olympia 
Exhibition Centre, London.

The show will feature a collection 
of over 300 suppliers, service 
providers and experts to the hotel 

industry. Also new for 2015, The 
Independent Think Tank will provide 
an area for in-depth and focused 
round table discussions.  

VisitEngland is pleased to be 
supporting the event once again and 
our team look forward to meeting 
operators from hotels, B&Bs, and 
self-catering and serviced apartments 
at Olympia, London on stand 321.

For more information and to 
buy tickets, visit www.
independenthotelshow.co.uk.

THE COMPETITION and Markets 
Authority (CMA) has issued a report 
revealing instances of misleading 
practices in online user reviews. 
These practices include:
n fake reviews 
n negative reviews not being 

published
n businesses paying for 

endorsements without 
clearly stating so.

Following the report, the CMA has 
opened an investigation into 

unlawful practices at a number of 
companies. It has also published a 
series of guidelines to help 
businesses stay  within the law. 

Meanwhile, TripAdvisor has 
launched a new Review Express 
feature, to help businesses solicit 
genuine reviews from guests and 
gather confidential (ie non-
published) survey feedback .

To see the CMA online reviews 
guidance, search for ‘cma online 
reviews 60-second summary’. 

In the news

On the show’s 
agenda:  how 
technology is 
influencing 
our industry
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  DON’T MISS IT

It’s show time
GOVERNMENT 
CALLS TIME  
ON LICENSING 
RED TAPE
Recent legislation changes 
have seen a relaxing of rules 
for obtaining personal 
licences for selling alcohol. 
See Legislation Lowdown, 
pages 47-48, for a full report 
on these important changes.

Kent has placed number 
one on a list of Europe’s 
best family holiday 
destinations by travel 
guide publisher Lonely 
Planet. This puts it ahead 
of other high-profile 
destinations such as 
County Kerry in Ireland, 
Normandy in France and 
the Black Forest in 
Germany. In a second 
piece of encouraging 
news for the county, the 
iconic Dreamland theme 
park in Margate has 
reopened following an 
£18m restoration. The 
reopening was heralded 
with major coverage 
across the UK media.   

CMA lifts lid on fake reviews
Report reveals true extent of suspicious ‘user’ feedback

Independent Hotel Show 2015 lines up the experts 
to tackle some of the biggest industry issues 

Kudos 
for 
Kent
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‘To showcase 
businesses’ brilliant 
work, we are about 
to launch a national 
Access for All 
marketing campaign’ 
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BACK IN MARCH   
the Government 
published its  
Triennial Review of 
VisitEngland. We  
have come through it 

well, with a strong endorsement of 
our track record and ability to 
deliver results. As recognition of 
this, we have been given exciting 
responsibilities that will change the 
way we work and deliver significant 
benefits to English tourism. The  
key recommendations:
n VisitEngland will formally 

separate from VisitBritain and 
become an independent non-
departmental public body.

n Our main focus will be 
supporting the development 
of high-quality tourism 
experiences, through the 
management of a proposed 
product development 
Challenge Fund. The ambition 
of this fund will be to 

OUR ACCESS for All 
project, which is 
co-funded by the 
European 
Commission, is now 
reaching the end of 

the development phase. Over 50 
businesses across the country 
have been audited, made 
improvements to their facilities 
and information, and completed 
disability awareness training. To 
showcase the brilliant work they 
have been doing, we are launching 
a marketing campaign with the 
Daily Express during September. 
A collaboration with our partners 
at Marketing Birmingham, 
VisitBrighton, Visit Kent, Visit 

Lincoln, Visit Northumberland, 
Experience Nottinghamshire, and 
Visit Peak District and 
Derbyshire, the campaign aims to 
raise awareness of accessible 
destinations and businesses in 
England and improve perceptions 
of accessible England.

Exciting changes 

Major Access for All campaign
Head of Business Support Ross Calladine looks at 
the next step for the accessibility project

Our Chief Executive James Berresford reveals plans 
for a bold new remit for VisitEngland

transform England’s great 
tourism assets into even 
greater assets; delivering 
compelling products for 
today’s consumer, who 
shops the world for original 
tourism experiences. These 
experiences will be 
marketed by VisitEngland 
domestically and by 
VisitBritain internationally.       

n We will: continue to provide 
insights, analysis and 
expertise to the wider 
tourism sector; develop 
commercial partnerships to 
support the Challenge Fund; 
and continue to provide 
advice to government.

n We will hand over the 
tactical delivery of 
international marketing of 
England to VisitBritain, but 
still play an important 
coordination role with our 
stakeholders who have 
international aspirations.  

We await the outcome of the 
Challenge Fund recommendations 
– we hope it will help secure the 
next generation of world-class 
tourism offerings in this country. 

The Botany Bay Hotel, 
Broadstairs: one of over 
50 audited businesses  

VisitEngland 
will have a 
new focus on 
product  
development

How your national tourist board is helping to develop and promote our industry

VisitEngland Updates

‘Our main focus will 
be supporting the 
development of 
high-quality tourism 
experiences’



In the news
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2015: a good start
Head of Research and Insight Sharon Orrell offers all 
of the latest insights into visitor behaviour

THE FIRST round 
of VisitEngland 
visitor attraction 
accolades for 2015 
were announced 
recently, including 

new recipients St Austell 
Brewery Visitor Centre  for  ‘Best 
Told Story’,  Arlington Bluebell 
Walk as a ‘Hidden Gem’ and the 
Jane Austen Centre in Bath for 
the ‘Welcome’ category. 

Later this year we will be 
launching a new training course 
for front-line staff at attractions, 
in collaboration with Welcome 
to Excellence. The course has 
been tailored so the scenarios 
are relevant to attractions staff, 
with exercises based on the 
customer service challenges 
they typically face. For more 
details on the one-day customer 
service courses, contact Sue Gill 

at Welcome to Excellence on  
023 8062 5435 or www.
welcometoexcellence.com.

New for 2015 is the 
opportunity for VisitEngland 
accommodation and attraction 
scheme participants to attend 
free one-day workshops run by 
experts. The first pilot sessions 
were held in VisitEngland’s 
offices in London – you can read 
more in the Tools of the Trade 
feature on page 42. From 
autumn, the workshops will be 
held at regional locations and 
further sessions are planned 
including a twitter masterclass, 
TripAdvisor hints and tips and a 
session on maximising the 
profitability of retail outlets in 
visitor attractions. If any 
destination would like to host a 
workshop, please get in touch at 
workshops@visitengland.org.

‘Short breaks have 
been one of the 
biggest areas of 
growth in recent 
years, and half the 
population expect 
to take one in 
England in 2015’

OFFICIAL STATISTICS 
show that 2014 was a 
mixed year for English 
tourism. Spending by 
overseas visitors grew 
by 2%, but spending by 

domestic visitors declined by 3% for 
overnight stays and 2% for day visits. 
However, 2015 has got off to a good 
start. In the first quarter, the number 
of domestic overnight trips in England 
was 22% higher than in Q1 2014.

At the start of the summer, we 
surveyed 500 accommodation 
providers and 300 attractions in our 
Business Monitor. Over half told us   
they had seen more visitors this year 
than last, and over 90% said they 
were confident about the summer 
holidays – hotels and self-catering 
businesses more so than others.

Our Staycation Research shows 
that consumers are feeling much 
more positive about the economy 
and personal finances. Interestingly, 
they are still aiming to save money 

on the basics, but are now thinking 
about spending more on treats such 
as holidays and larger purchases.

Short breaks have been one of the 
biggest areas of growth in recent 
years, and half the population expect 
to take a short break in England in 
2015. Two thirds of short breaks are 
booked less than a month in advance, 
and consumers tell us that one in five 
are taken on impulse, with younger 
people most likely to be spontaneous.

Visitor attraction 
accolade winners
Head of Industry Development Pam Foden reviews 
the latest awards and training opportunities  

So… where exactly is our capital of sport? 

Tourism Minister Tracey Crouch 
attends the Real Time Travel 
Guide launch at Twitter HQ

TO MARK AN 
extraordinary year of 
sport – the inaugural 
Tour de Yorkshire, 
The America’s Cup 
and of course Rugby 

World Cup 2015 – VisitEngland is 
running a campaign to find the 
country’s top sporting destination.

We have asked the public to 
nominate their own home of sport 
– wherever they watch, play or just 
enjoy the spectacle – via twitter or 
Instagram using #homeofsport; 
and we will announce the winning 
destination on 23 October. 
Whichever destination wins, we will 

help it make the most of its time in 
the limelight, just as we are doing 
for the 10 host cities of the Rugby 
World Cup tournament as well as 
Rugby, the birthplace of the sport.  

In other news, the recently 
launched Real Time Travel Guide is 
an online hub allowing users to 
tailor a break using real-time tweets 
from England’s tourism experts. 
Teaming up with tourist information 
centres and destination organisations 
from across the country, this  
new service aims to revolutionise 
how local tourism bodies and 
businesses share information to 
consumers via Twitter.

Head of PR Rebecca Lowe is looking for our top sporting destination, and reveals a new online service 
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Tourism by numbers
Study the market and spot the trends with all the latest figures for England

       Take your market research to the next level – go to  
www.visitengland.com/biz/resources.

In the news

120%  
 increase in the number of 
domestic holidays booked 

online since 2006.

£82 billion
spent on tourism in England in 2014*. 

£106 billion
contributed to the British economy 
(GDP) by tourism, when direct  
and indirect impacts are  
taken into account. 

2 .6million
jobs supported by tourism. 

14 million
domestic holidays were taken 

last year by over 55s (26% 
more than 2006). 

62%   
of holiday trips occurred  

outside the July-Sept 
period.

28% 
of people who took short 

breaks changed their mind 
about a destination during the 

period between researching 
and booking. (39% for people 

taking longer trips.)

20% 
of short breaks were 
taken on impulse/at 
the last minute (this 
rises to 25% among 

18-34 year olds).

 

69% 
average room 
occupancy in  
the serviced 

accommodation 
sector.

29.8million 
inbound overnight tourism trips taken.

92.6million 
domestic overnight 

trips taken.

42% 
of total tourism spend in 2013 
was for accommodation. The 

remaining was spent on:

20% eating and drinking out 

15% shopping

14% travel costs

7% entertainment

2% other.
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Research shows 58% of 
consumers would prefer 
to stay in environmentally 
friendly accommodation

Selling
sustainability
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A ccording to VisitEngland data  
on English consumers, 58% of 
people would want to stay in 

accommodation with green awards and 
environmentally friendly practices. But 
where do you even begin with an approach 
that takes in everything from biomass 
boilers to locally sourced food? The 
answer, according to many accommodation 
providers, is to take it step by step. You 
don’t need to start with a field of solar PV 
panels – even modest changes, added 
together, can make a big difference. 

‘You can start by recycling, or getting 
involved in community projects such as 
litter picking,’ says Jane Pond from East 
View Farm Holiday Cottages near Norwich, 
a five-star gold-accredited business. ‘You 
can also plant more trees for bees, buy 
local produce or cycle more. It all helps.’

Jane’s passion for sustainability began in 
a fairly unusual way. ‘It started with the 

renovation of our barns into holiday 
cottages. We cleaned traditional bricks for 
re-use in the building work and it went 
from there. We didn’t even need a skip, and 
so you realise that everything can go in a 
circle and be re-used, just in a different 
way. Now we are years on but still 
developing and looking for ways to be 
greener. Sustainability means thinking 
about what happens in the long term.

Saving money
The good news for business owners is that 
choosing a sustainable approach is likely to 
be a money-saver. Andrea Nicholas, 
managing director of the Green Tourism 
Programme, says becoming truly 
sustainable requires patience, but it will 
ultimately yield a higher profit margin. 

‘Sustainable tourism is important for 
businesses because it ensures their 
viability, both environmentally and 

economically,’ she says. ‘Running a truly 
sustainable business is cheaper and more 
profitable than non-sustainable models.’

The savings you can make run into 
thousands of pounds. ‘Many of our 
members see running-cost reductions of 
up to 20% in the first year,’ says Andrea. ‘A 
very large brand hotel told us that their 
six-figure electricity bill has been reduced 
by 60% by switching to LED lights, and 
they had not yet completed the process 
throughout the hotel. There are so many 
aspects to sustainable tourism and it is 
beneficial to everyone: consumers, owners, 
staff, the environment, wildlife.’ 

Crafting a message
Once you're taking steps to operate more 
sustainably, you’ll definitely want to tell 
potential visitors about your efforts. A   
study of 14,000 people across seven 
countries by market researchers TNS 

In an ideal world, becoming sustainable should help both the planet 
and your business. So how do you go about implementing a green 

plan and successfully marketing that approach to customers?
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Global shows that 95% say protecting the 
environment is important to them 
personally. Meanwhile, the number of 
people buying environmentally friendly 
products more than doubled between 2007 
and 2012. The same study also states that 
70% of people surveyed in the UK would 
like more information on the 
environmental friendliness of brands.

So how do you go about marketing 
sustainability in a way that appeals to 

customers? A good place to start is 
VisitEngland’s fully updated Keep it Real 
toolkit. It has advice on ways to talk about 
sustainable credentials, from how to attract 
new customers to helping existing ones get 
excited about sustainability.

Dr Xavier Font is director of respondeco, 
the responsible tourism communication 
service from Leeds Beckett University. He 
says that, while sustainable practices are 
very important, delivering the message to 

Why not try some of these 
tips from VisitEngland's  
Keep it Real toolkit.
n Engage with opinion 

leaders.
When marketing, get 
others – particularly 
experts – to talk about 
your sustainable 
approach. It will have 
more impact than talking 
about it yourself.

n Keep it short  
and simple. 
Guests don’t want to be 
bombarded with technical 

jargon. Keep your 
sustainable messages 
brief, clear and relevant to 
people’s everyday lives.

n Talk about your  
green credentials in your 
reception, in your 
bedroom pack, on your 
website, on promotional 
leaflets and in advertising.

n Most importantly,
 talk about sustainability 
‘at ground level’. In other 
words, use polite, friendly  
notices to explain 
sustainable activities 

where they’re happening 
around your premises.

n As well as showing 
benefits to the 
environment, where 
possible explain how your 
sustainability efforts 
benefit visitors. For 
instance: locally sourced 
food tastes great.

n Children learn best 
by doing things. A message   
may well pass them by; a 
fun sustainable activity will 
probably be remembered 
for a long time.

SUSTAINABLE MARKETING: 
GETTING STARTED

your customers without sounding 
sanctimonious is a hard nut to crack. 

‘People often sound preachy, because the 
advice given by sustainability auditors and 
trainers has conditioned them to send 
“save planet earth” messages,’ he says. 

But, he adds, there are more subtle ways 
to get your message across. ‘Practice 
sustainability, but avoid overly using the “S 
word”. Instead, look at all the things you do 
that are sustainable, and break these down 
according to how they help the customer 
have a better experience. This way, you 
create a series of less intrusive, more 
relevant messages you can use along the 
customer journey, at different points.’

Dr Font believes making sustainability 
look normal, and telling visitors how their 
peers are already engaging, will make a 
difference to the sound of your message. 
He says, ‘For example, researchers have 
found that rewording towel reuse messages 
from, “Reuse your towel and save planet 
earth,” to, “Most customers that stayed in 
this room reused their towel,” increased 
engagement by 30%.’ 

For Dr Font, it’s these subtle messages 
that work well when trying to promote a 
business or product as sustainable. ‘Very 
few people select a product or service 
supplier because of their sustainability 
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credentials,’ he says. ‘This market is very 
demanding and people are not willing to 
make sacrifices during their holidays. 
However, our research suggests that most 
people select sustainable products for the 
benefits they offer them. For instance, few 
consumers choose a local beer or locally 
produced cake because they want to make a 
positive contribution to the economy, but a 
large number will believe that a more 
sustainable product is higher in quality.’

It’s in the detail
It’s telling that Dr Font focuses on some of 
the more modest and easily achievable 
measures, such as re-using towels. Wendy 
and Paul Seabrook, owners of four-star 

Silver Caxton House guesthouse in 
Skegness, believe that it’s the smaller 
details that reinforce their sustainable 
credentials and delight their visitors. 

‘We provide a jar of marmalade as a 
thank you gift when guests check out,’ says 
Wendy. ‘It’s local and has our number on as 
a reminder of where it came from. We have 
had a number of guests return jars on 
subsequent visits to be reused. Some have 
also seen our number on the jar, so thought 
they would call to rebook.’ 

Wendy and Paul have also adopted a 
sustainable, and very successful, approach 
to providing water. Formerly, they were 
putting 350 bottles out to recycle each 
month, something they had to pay for. Now 
they have a filtered water system and 
provide water in glass bottles with toppers. 
These can all be cleaned in the dishwasher 
and amount to a great saving.

Consider certification
If you’re taking steps towards a more 
sustainable business model, you should 
consider getting certified. There are 
processes to go through, but they help 
businesses prove to customers and suppliers 
they are following sustainability guidelines. 
The Green Tourism Business Scheme, 
validated by VisitEngland, can award a 
bronze, silver or gold grading level; 
businesses that sign up can also benefit from 
exclusive deals with green suppliers. 

For Dr Xavier Font, businesses aiming at 
sustainability should definitely join a 
scheme. ‘Certification from a reputable 
scheme helps tourism businesses give 
independent evidence of their sustainability 
efforts,’ he says.  He does, however, repeat 
the point that businesses don’t always fully 
understand how to properly market 
sustainable credentials. Again, that’s where 
VisitEngland’s Keep it Real toolkit can help. 
It has plenty of advice on marketing 
sustainability, from businesses of all sizes. 
In every case, they’ve developed a green 
ethos that positively appeals to customers. 

‘Sustainable 
  tourism is 
  our USP’

SAYS MAGGIE, ‘FOR US IT'S about efficiency, 
cutting waste, and investing in better ways 
to do things, often locally. For the guests, it's 
about wildlife on their doorstep, surprise 
at how “doable” green is, and knowing 
their holiday money is keeping Devon the 
wonderful place they wanted to visit. They 
feel good about that – and what could be 
better than making visitors feel good?

‘Anyone can be sustainable, but in our 
experience it’s best to start pragmatically and 
see what you can do profitably. You could buy 
green power, fix rather than replace things, 
always buy the most efficient appliances, 
and see how you can work with others to 
keep your guests happily holidaying locally 
rather than driving for miles. Sustainability 
tends to look a bit different in rural and urban 
settings. But there is always something to 
do. And while you're doing it, tell your guests 
about your efforts, even if these are small 
scale to start with – you'll be surprised at the 
interesting conversations it kicks off.

‘Having said that, adopting a sustainable 
approach – especially for bigger projects – 
does require some work. When we ditched 
our oil-fired heating, our own house was cold 
until we got a biomass system. The guest 
accommodation was warm, though! Also, in 
retrospect, we should have started closely 
monitoring things like power consumption 
earlier. We thought, “We know we're trying 
hard to reduce consumption, so what's the 
point?” But measuring provides a baseline, 
and when you measure something, whether 
electricity or waste, you start understanding 
your business better and ideas pop up for 
improvements that also help the bottom line.’

Maggie Watson 
and  Ian Ripper run 
Wheatland Farm, a 
VisitEngland 
award-winning 
self-catering 
business in Devon

The number of 
people buying 
environmentally 
friendly products 
doubled from 
2007-2012

‘There are so many 
aspects to sustainable 
tourism and it's 
beneficial to everyone: 
consumers, owners, 
staff and wildlife’ 

Go to www.visitengland.com/green 
to discover more about sustainability. 
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Make an  
entrance
Ward Hellewell reveals how just a few 
small tweaks to your front of house can 
leave a lasting impression with guests
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Y ou never get a second chance to 
make a first impression. And in the 
age of social media, when bad 

reviews can be out in the public domain 
faster than you can say ‘I hope you had an 
enjoyable stay’, making that good first 
impression has never been more important.

Here’s two cases in point from 
TripAdvisor. First, a negative review.

‘As we walked through the door I felt 
uncomfortable, the entrance looked run down.’

Here’s a positive response. The owners 
are upgrading the hotel in question and the 
entrance area has just been completed.

‘The lobby is impressive – if this is what 
the rest of the hotel will look like then it is 
very promising of things to come… Would 
definitely recommend it and I can’t wait to 
see the whole hotel renovated.’

Naturally, you’re going to want to get 
more reviews like the second example. 
Here’s some ideas to help you do just that.

Word on the street
It’s easy to forget that many visitors’ 
experiences start long before they’ve even 
stepped foot inside the building. Therefore, 
it’s vital your premises has that all-
important ‘kerb appeal’, to avoid visitors 
being tempted to drive right on past. Step 
back and take an objective look. Do you need 
to repaint, replace rotten wood or refresh 
window frames with a coat of paint? Are the 
windows spotless and the letterbox, 
keyholes and door handle polished and 
gleaming? Is the entrance obstacle free, well 
signposted and well lit at night?

The four-star silver Arches Guesthouse in 
Whitby improved customer expectations by 
toning down a gaudy exterior that made the 
building stand out, but not in a good way. 
Dave Clements, owner of the family-run 
hotel, explains how a refurbishment and a 
new colour scheme gave the Victorian 
building a more traditional look that he says 
appeals more to the hotel’s core customers. 

‘The building was bright pink from the 
previous owners, so we repainted it pale 
yellow, which is much more subtle and in 
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keeping with the rest of the buildings 
around it,’ says Dave. ‘We also refurbished 
the railings at the front and around the tops 
of the bay windows to the original standard. 
We wanted to make sure the work was done 
properly, because we felt that’s what our 
customers would expect.’

That kind of attention to detail, says Dave, 
is important in assuring a positive first 
impression, which is then carried through 
to the rest of the guest experience. ‘It was 
worth taking the time to do it right, because  
our guests notice that type of thing.’

Stepping indoors
A reception is the most important area of all 
when aiming to make a good impression. It’s 
where you anticipate the needs of guests. It’s 
also where you introduce a sense of style, 
and a glimpse of exactly what can be 
expected from the rest of the visit. Aim for 
calmness, not chaos, and a sense of order and 
friendly efficiency – a hint of what’s to come. 

‘We always try to get underneath the 
skin of what a hotel wants their guest 

experience to be, as there’s not one rule 
that fits all,’ explains interior designer 
Anna Hart from Anna Hart Design. ‘The 
main thing is to aim for a clear welcoming 
feel that reflects who you are – it should set 
the tone for the whole hotel experience.

‘Think about your clientele – and 
decorate and furnish your reception area 
accordingly. For example, if you’re a 
family-friendly hotel, then you should have 
hard-wearing furniture that you won’t mind 
getting knocked about a bit. You might also 
want to go for brighter colours and bold 
artwork. If you’re aiming at an adult market, 
go for a more measured approach.’

As first impressions go, 42 The Calls – a 
converted 18th-century mill in Leeds – 
ticks all the right boxes. The décor of the 
contemporary lobby and lounge, with their 
minimalist chrome and leather interiors 
and bold, modernist colour schemes, is in 
direct contrast to the traditional exterior, 
which incorporates many of the original 
features and working mill mechanisms. 
This contrast results in an unexpected 

‘Keep reception furnishings to a minimum and 
use bold artwork and a light feature for interest’

This bright, modernist 
interior makes a bold  
impression at 42 the Calls
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‘wow factor’ as guests sweep through the 
door. Arranging furniture to encourage 
mingling, and introducing welcoming 
touches such as wine on arrival and lit fires 
in winter, ensure the area is a place people 
want to spend time in. 

General manager Belinda Dawson says, 
‘As soon as guests come through our 
revolving doors into reception, they’re 
impressed. We always make sure there’s 
someone there to greet them with a drink 
and, in winter, we have fires burning and 
warm mulled wine – perfect for those really 
cold nights. We’re a small hotel with only 41 
rooms, so we want it to feel intimate.’

The reception layout, in particular, adds to 
the cosy atmosphere. ‘It has a very homely 
feel, which makes guests feel instantly 
relaxed,’ says Belinda. ‘There are sofas and 
easy chairs and a small honesty bar – it’s an 
area our guests like to spend time in rather 
than going straight to their rooms.

‘The reception desk is on wheels, too, so it 
doesn’t dominate the space and can be 
tucked away. Our regular guests see the 
hotel as a second home. Often, when 
checking in, they’ll say, “It’s like coming 
home”. It’s important they feel welcome.’

Anna Hart adds, ‘Have plenty of open 
space if you can. There might be people 
checking out at the same time as others 
are checking in, so you don’t want it to feel 
overcrowded and chaotic. Keep 
furnishings to a minimum and use bold 
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clearly defined path from the car park to the 
reception – to help people find their way.’ 

Award-winning Haynes International 
Motor Museum boasts an immaculate 
exterior arrival area with attractive branded 
signage. Uniformed staff are on hand to 
greet visitors, while souvenir catalogues and 
leaflets are displayed neatly on the reception 
desk. The entrance to the exhibition halls is 
clearly marked and visitor traffic flows are 
obvious and logical. Advice and information, 
including updates regarding any 
temporarily closed exhibits, is easy to find.

‘First impressions are vitally important,’ 
says the museum’s sales and marketing 
manager Chris Scudds. ‘We want our 
visitors to feel relaxed and informed from 
the beginning, and ready to maximise the 
experience that awaits them. It’s all about 
surprising and delighting them as they 
move deeper into the museum from one 
exhibition to the next.’

As guest expectations continue to grow 
and change, and opportunities to share  
experiences with the wider world increases, 
a welcoming reception is a sure-fire way to 
enhance their experience. No matter how 
many good design boxes you tick along the 
way, great customer service and a genuine, 
personal welcome will always go down well. 
If you do nothing else, make sure you greet 
visitors with a smile – a moment of genuine 
welcome is more important than anything. 

Don’t make the mistake of 
thinking that ‘good enough’ 
will do. Visitors have high 
expectations, so even the 
tiniest things can cause 
disappointment. Anna Hart 
shares five small ways you can 
make a big difference – fast.
n Be upstanding. 

Most people will be 
standing up when you’re 
dealing with them at 
reception, and it’s good to 
talk to them at eye level. 
Don’t have your 

HOW TO PROVIDE A WARM WELCOME
receptionist sitting down 
on a low chair – they 
should also be standing or 
sitting on a high stool. 

n Set the right tone. 
Music can be nice, if it’s 
right for your hotel, but 
keep it subtle – it shouldn’t 
be intrusive, as you need 
to be able to have a 
conversation with guests. 

n Check and check again. 
Cleanliness and keeping 
things well maintained is 
obviously important, but 

it’s easy to forget. Add 
hourly scans and tidy-ups  
to your routine.

n Anticipate guests' needs. 
Place umbrellas by the 
door, have tea, coffee and 
water available at all 
times, and clear the area 
of obstacles and clutter 
– remember, guests will 
have luggage and may use 
a wheelchair or pushchair.                                                                                                    

n Spruce it up. 
Aim to decorate every year, 
even if it’s just a lick of paint.

artwork and maybe a feature light to 
create an interesting area.’

Sending the right signals
Striking the right balance between providing 
information and minimising clutter and 
confusion is also an important consideration 
for an approach or reception area. 

‘Signage is key from the very beginning 
– it’s how people are going to find you,’ says 
Anna. ‘It should be obvious how people are 
going to get from the car park to the 
reception to their room – you don’t want 
people to be standing around feeling 
confused. Tie in signage to your branding, 
and use other methods – for example, a 

Haynes International Motor 
Museum:  ‘First impressions 
are vitally important’

«

Ph
ot

os
: A

la
m

y



Insurance for your 
Hospitality Business

No grey areas, no woolly thinking, nothing
complex or difficult to understand

Contact Ryan’s for your quotation

0800 221 8168
ryans.co.uk

Ryan’s is a trading name of Ryan Insurance Group Ltd which is
authorised and regulated by the Financial Conduct Authority

Bed and Breakfast•
Holiday Homes•
Self Catering•
Pubs•
Travel Insurance•

Beach Huts•
Shepherd Hut•
Restaurants•
Hotels•
Let properties•

OFFICIAL PUBLICATION

Supported by

VAC  2015
the annual 

National Conference 
of Visitor Attractions

thursday 8 october 2015
Where? The QEII Conference Centre, London.

Who? You, if you are an owner, manager or marketer of a visitor 
attraction, an opinion former, a tourism or heritage professional.

PLEASE VISIT THE WEBSITE TO 
SEE FULL DETAILS AND REGISTER NOW!

www.vacevent.com

@vac_conference    #vac2015

The VAC2015 programme includes:
• State of the Nation Review

Bernard Donoghue, Chairman of the VAC Conference Committee

• Insights, Foresight and Inspiration – Review of year to date – the data 
and foresight for Attractions

Sharon Orrell, Head of research and insight, VisitEngland 
Steve Mills, Director, BDRC Continental Ltd.

• Inspiration for Success – 20 innovative ideas in 20 minutes Ken Robinson CBE

• Project and Case Study Reviews
Eddie Kemsley, CEO, Dreamland

Paul Griffiths, MD Mary Rose Trading Co.
Wayne Hemmingway, Dreamland

• Heritage Spotlight – Making heritage work harder
John Hoy, CEO, Blenheim Palace

• Small Attractions – Galleries of Justice Museum
Nicola Birley, Director of Enterprise and Operations, Galleries of Justice

• VisitEngland: From Strategic Framework to“Welcome”training
Strategic and operational news and views from the VisitEngland team

• The Tourism Industry Report
Kurt Janson, Policy Director, Tourism Alliance

• Contemporary and controversial issues –
The VAC2015 panel discussion
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Meet the 
Millennials

Chris Alden looks at how to attract the digital generation  
– and then keep them happy throughout their stay
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T hey’re tech-savvy, they’re 
media-savvy and they have a 
reputation for being hard to 
please. But give them a 
memorable experience and 

they’ll quickly become your friend – on 
social media, at least. These are the 
millennials: the 15 million UK residents 
who, give or take a year or two, have only 
ever known adult life in the 21st century.

For these 16-34-year-olds, the rise of 
digital networking is the most powerful 
cultural influence of their lives. They’ve 
also been disproportionately affected by 
the global downturn, but won’t let a 
relative lack of cash and opportunity get in 
the way of having a good time.

The challenge for tourism businesses is 
how to market to this large, sometimes 
self-contradictory group and give them the 
experiences they crave.

Troubleshoot your tech
The rise of technology, of course, has been a 
strong influence on millennials.  According 
to VisitEngland research, their trips are 
more likely to be booked online and more 
likely to be booked via mobile. So getting the 
tech right means having a smooth online 
booking engine, and a responsive website 
that works across devices. 

But their expectations extend further 
than just the booking process. They won’t 
necessarily ring you to ask questions: they’ll 
simply expect to find useful information 
online. This makes it more important for 
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Tweeting, most likely. Much has been made 
of their willingness to share content via 
social media – and this definitely gives you a 
chance to promote your business. However, 
it's important you don't just plunge in with 
the hard sell, but also find creative ways to 
express what you're offering. Rachel Mee, 
for example, tweets pictures of rural bliss 
– from the fields on her arable farm to her 
pet lambs – in the hope that people will 
share them while at work. ‘People do spread 
the word,’ she says. ‘It’s a ripple effect.’

For all their love of social media, you 
might think that millennials don’t do 
face-to-face contact – but you’d be wrong. 
Platforms such as Eventbrite and Meetup 
make it easier than ever for switched on 
under-35s to meet up with like-minded 
people. The Hoxton, which has two 
London hotels frequented by a techhie 
crowd, runs events such as blogger 

you to give easy directions via Google Maps, 
than to provide exhaustive ‘how to reach us’ 
advice. It also makes it more important to 
write engaging, relevant online content than 
to offer a long tour on arrival.

‘You don’t need to provide a lot of chat,’ 
says Rachel Mee, who runs Burlton 
Cottages, a four-star gold self-catering 
business in Shropshire that attracts many 
younger couples. ‘But, “What's the Wi-Fi 
code?” – they might ask you that.’

Wi-Fi must be ‘super-strong’, says 
Timothy Griffin, brand manager at urban 
hotel group The Hoxton. ‘There  
should also be plenty of charging points 
available in the right places, such as 
by restaurant tables and the bed.’

Be a social (media) butterfly
And what might a millennial be doing while 
they’re in bed charging their phone? 

‘According to 
research, millennials’ 
trips are more likely 
to be booked online 
and more likely to be 
booked by mobile’
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'Little extras'   
appeal  to 
younger visitors  

The Hoxton markets 
to a value-driven, 
tech-savvy tribe

Posting shareable 
content will help 
get you noticed

Millennials are 
very likely to 
post reviews –  
and you should 
always respond
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‘Millennials  
 are very  
 value driven’

URBAN HOTEL GROUP The Hoxton 
markets to a tech-savvy tribe. Its two 
premises in London have adopted a 
‘no-rip-off’ hospitality philosophy, cutting 
out many of the annoyances of the 
traditional hotel chain of old.

‘Millennials are very value-driven,’ says  
Timothy Griffin. ‘So we’ve designed out a  
lot of things that irritate people, like 
overpriced minibars, long check-ins and 
charging for internet.

‘We offer fresh milk and water in the 
room, free calls, a lobby shop with high-
street pricing, a free breakfast bag – all 
things that will appeal to millennials with an 
added sense of value.’ 

Timothy also points out that The Hoxton 
used VAT-inclusive pricing before it became 
the general norm among hotels. This ‘value’ 
philosophy, says Timothy, helps the hotel 
get noticed by a customer base that he says 
is saturated with new brands. ‘It’s important 
to stand out,’ he says. 

The Hoxton 
brand director 
Timothy Griffin 
explains how an 
upfront pricing 
policy appeals to 
his target market

speaker sessions and fitness classes to 
help tap into this market.

Appeal to their pockets
Millennials were hit hard by the financial 
crisis, so there’s no surprises that they 
demand good value.  Accommodation 
businesses can tap into this by reshaping 
their product to what customers really need. 
Z Hotels, a VisitEngland-accredited hotel 
group aimed at urbanites visiting cities such 
as London, Liverpool and Glasgow, 
addresses the issue by offering ‘compact 
luxury’. This adds up to a good-quality 

shower, comfy bed, good Wi-Fi and Sky 
packages on TV, but in rooms that Matthew 
Moffatt, group operations director, admits 
‘aren’t massive’. After all, he says, urbanite 
visitors are more interested in seeing the 
city than the hotel. ‘They don’t come for a 
week’s stay: they come to explore the city, 
normally for one or two nights at the most.’ 

Day-trippers
But what about people who aren’t 
necessarily staying the night? According to 
VisitEngland research, millennials are a 
key part of the day trip market, accounting 

‘Much has been made of many millennials’ 
willingness to share content via social media 
– you can use this to promote your business’
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n Define a goal.  
Don’t lose sight of the 
reason for your social 
media activity – to 
generate leads and sales. 
Often, you’ll want to do 
this by posting material 
that brings people back to 
your website.

n Be selective.  
Facebook, twitter, 
Instagram, LinkedIn… we 
could go on. There are 
endless social media 
channels to choose from. 

Limit your activity to 
where your customers 
spend most of their time. 

n Know your 
competitors.  
How are your five biggest 
competitors approaching 
social media? Study what 
they do and do it better. 

n Find a balance.  
Don’t overdo the hard 
sell. Overstuff your 
content with sales 
messages and people will 
stop following you. Add 

content that will raise 
interest – for instance, 
events in your local area 
– even if it’s not directly 
about getting a sale. 

n Analyse the results.  
Most social media 
platforms offer the 
opportunity to analyse 
viewers’ responses to 
your messages. What 
kinds of posts generate 
lots of buzz? Which are 
people ignoring? Adapt 
your strategy accordingly. 

ENGAGE! GET STARTED WITH A SOLID 
SOCIAL MEDIA STRATEGY

‘You need to  
 have a good  
 reputation’

NEW FOREST ACTIVITIES is not only active on 
twitter and Facebook, but also on TripAdvisor. 
‘It’s about responding to what people say 
about you,’ says Sam. ‘TripAdvisor is massive, 
and it’s important to respond to all feedback, 
particularly negative reviews.’

He also has video content on the front of the 
New Forest Activities site and uses YouTube 
remarketing, whereby people who’ve visited 
his site already will see a video ad for his 
business when they go on YouTube. The goal, 
says Sutton, is ‘establishing trust’ while 
increasing the number of points of contact 
with customers. ‘You want to be in people’s 
minds and have a good reputation,’ he says.

It’s important, he adds, to keep your website 
and your social channels well up to date. 
‘People don’t want to see winter photos in 
summer; you’ve got to keep adding content.'

Sam Sutton, 
director at New 
Forest Activities, 
describes his 
integrated 
approach to 
social media 

for more than 30% of visits. They’re more 
likely than the population as a whole to 
book at the last minute, too.

For New Forest Activities, which offers 
experiences such as canoeing, kayaking and 
‘Battlefield Live’, this makes it important to 
strike a balance between pre-booking 
activities and leaving enough space for more 
profitable, last-minute bookings.

‘A number of our customers are visiting 
friends in the area,’ says director Sam 
Sutton. ‘Or they’re on family holidays and 
want some time away from their mum and 
dad, so there’s a short-notice market.

‘Quite a few clients are local. We even get 
people on a day trip from west London: 
they spend maybe an hour on the Tube a 
day, so what’s an hour and a half drive 
down to the New Forest to go canoeing?’

The company tries to strike a balance by 
scheduling repeat bookings and special 
events away from peak times – in an effort 
to hit monthly targets. ‘To hit these in 
January would require lots of pre-bookings,' 
says Sam. 'In August most sales will occur 
with less than a week’s lead time.' 

So how does a business make sure it stays 

relevant to the changing needs of young 
people? According to The Hoxton’s Timothy 
Griffin, the answer is to know their world. 
‘We have a young and dynamic team ,’ says 
Timothy. ‘Being part of that network helps us 
to remain fresh – and innovate.’

New Forest Activities  
reserves slots for 
those profitable 
last-minute bookings
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P oston Mill sits on the western edge 
of Herefordshire’s picturesque 
Golden Valley, close to the 

beautiful towns of Hay-on-Wye, Ross-on-
Wye and Hereford. Described as an ‘all 
year, all weather’ destination, its 35 acres 
of vibrant green countryside provides 
plenty of open space and the opportunity 
to relax and enjoy the great outdoors.

The five-star holiday park, which offers 
camping, caravanning and static holiday 
homes, is owned and managed by husband 
and wife team Sarah and Wayne Jones, 
who live on the site along with their young 
children. Poston Mill’s Holiday Park of the 

Year win at the 2015 VisitEngland Awards 
for Excellence is a testament to the 
owners’ positivity, hard work and 
customer-focused service. But what was it 
exactly, in their view, that made it stand 
out from the competition? 

‘We are very lucky to have a loyal staff 
who are all closely connected to the park,’ 
says Sarah. ‘I love it when they say it’s 
“their park” and “their customers”. The 
vast majority of the team have been with us 
for 10 to 20 years and they only tend to 
leave when they retire. It's fabulous 
because it means that not only do they 
know the park inside out – and can see 

Home is 
where the 
park is
VisitEngland Awards for Excellence winners Sarah and 
Wayne Jones  say it's Poston Mill's family-friendliness    
that keeps guests coming. Emma-Jane Batey reports

«
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Poston Mill, Herefordshire
FOCUS ON...
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6.30am 
No two days at Poston 
Mill are the same, so you 
can’t really plan too 
much – different issues 
crop up daily. But at 
6.30am, Wayne opens 
up the park and I get the 
children ready.

7.30am -8:30am
The facilities are cleaned and checked 
throughout the day, with the cleaning team 
doing a thorough clean between 12-2pm. 
Any issues that are reported are also dealt 
with straightaway.     

9.00am - 11.00am
Wayne takes charge of the general running of 
the park, such as communicating with staff 
and customers, handling marketing issues, 
grounds issues and so on. I tend to focus on 
the accounts and HR. This ensures that 
nothing is left for too long without being 
updated, whether that’s our Facebook page, 
an online booking or a customer or 
maintenance issue. I liaise with our marketing 

team to create regular 
Facebook updates and 
also handle all the 
paperwork required for 
running the park, from 
licences and insurance to 
rates and billing. 

3.00pm 
Wayne and I meet any possible holiday park 
customers, from people keen to upgrade their 
holiday home to new sales, giving them a tour 
around the park. My afternoon is a blend of 
long-term business development and meeting 
the needs of the park, customers and team. 

5.00pm 
The team goes home. We have a warden on 
the park for the evenings and Wayne and I 

are on duty a couple of 
nights a week. This may 
involve welcoming late 
arrivals, cleaning as 
needed and being on 
24-hour call for anything 
that crops up. And 
anything can crop up! 

35 acres of 
vibrant  green 
countryside   
sets the scene 
beautifully

A DAY IN THE LIFE
Sarah Jones describes a typical 
day at Poston Mill

Ph
ot

os
: R

ic
ha

rd
 W

ea
ve

r

Cover feature



straightaway when something's out of 
place – but also our guests see the same 
friendly faces year after year.’

A family affair
Working with a loyal and dedicated team 
at Poston Mill is particularly important  
to Sarah and Wayne, as they live on the 
park itself with their young family. ‘This is 
our home,’ says Sarah. ‘We are very  
happy to share it with visitors too, so by 
ensuring that every one of the team, from 
the cleaners to the gardeners and the 
maintenance people, feels like part of the 
family, guests do too. And those guests 
become neighbours, sharing our home 
and family life. It's a very positive 
experience for everyone involved and it's 

the “value” that people who visit us here 
most often comment on.’

So how is this home-from-home 
atmosphere achieved and how does Poston 
Mill get the right balance between family 
and service? Sarah is clear that 
implementing best practice across the park 
is imperative, with each member of staff 
understanding exactly what their role is 
and where their focus must be. 

‘Wayne jokingly says that he wants 
Poston Mill to be the first “six-star park”, 
so we're always pushing and improving. 
For a start, the park is always spotlessly 
clean – we have people driving around on 
golf buggies all day, so nothing goes 
unnoticed and can be sorted out 
immediately. We are also fastidious about 

all our maintenance equipment being up to 
date, to guarantee that the park is visually 
stunning. We find that constant 
maintenance across every aspect of the 
park and its facilities – particularly the 
shared areas like the green spaces, the 
laundry room and the individual showers 
– is appreciated. Our staff take great pride 
in keeping the cleanliness of the whole site 
well above expectations and I think it shows.’

Innovations that have helped Poston Mill 
to stay ahead include Wi-Fi availability 
across the site, entertaining 'Pirate Pete' 
treasure trails, and its own on-site 
restaurant serving locally-sourced meats 
and home-made cakes. There’s also a 
well-stocked shop with local produce 
(including seafood personally delivered by 

‘We are very lucky to have a loyal 
staff who are all closely connected to 
the park – I love it when they say it’s 
“their park” and “their customers”’

«

The Mill Tea 
Room also 
doubles as 
Grill @ The 
Mill by night

Sarah and 
Wayne live  
on the site 
with their  
two children
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‘Five-star service at a holiday park is the same as 
five-star service at a hotel. It’s about making 
guests feel special, and showing they matter’

COVER FEATURE
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the local fishmonger) and popular branded 
products. Welcome packs of grocery items 
including fresh bread and newspapers are 
available for pre-booking or collection. The 
shop also hosts a different artist each 
month, with their works available for sale. 
Says Sarah, ‘We're also lucky enough to have 
a good bus route that stops right outside the 
park, so we make sure our guests know that 
they can truly relax and see the local area 
without getting into their car.’

Personal service
In terms of customer service, Sarah and 
Wayne believe that welcoming their guests 
personally as a family reinforces their 
friendly approach. ‘It's about making our 
guests feel special and important, and 
showing that they really matter to us. For 
example, we porter every guest directly to 
their pitch rather than just giving them 
directions from the check-in desk. We 
explain how to get around the park from 
their pitch and show them where 
everything is – it's too easy to lose your 
bearings when you've just been told from 
reception. We are also really up to date 
with what's on locally, so our guests can get 
the most out of their stay. All our staff have 
regular “welcome host” training too, both 
externally and in-house, to make sure that 
we're always at the top of our game.’

The ever-changing world of marketing 
technology is a challenge for Sarah and 
Wayne, as it is for everyone in the industry. 
Online booking, says Sarah, is now the 
preferred way for the majority of customers 
to confirm their holiday, rather than the 
'phone for a brochure' method of old. 
Consequently, Poston Mill has invested in a 
fresh, modern website that highlights its 
exceptional facilities and services and 
provides a secure online booking service. 
The park is also active on twitter and 

Facebook, with regular friendly updates 
about everything from wildlife sightings to 
new products in the shop. It also has a strong 
presence on YouTube, where its 
professionally produced introductory video 
– a perfect online brochure – has been 
viewed nearly 3,500 times. 

Strength in numbers
The cost of marketing Poston Mill is 
supported by the park’s membership in the 
Bestparks group, which is owned by the 
Jones family. ‘My husband's family has been 
involved with holiday parks for years,’ says 

n Get reliable, long-term 
staff on board.  
They’re essential if you 
want a well-run park and 
repeat guests will get to 
know friendly faces – 
essential for a family-
friendly atmosphere.

n Encourage staff to 
carry out constant 
cleanliness checks.  
Guests will notice a clean 
park – and an untidy one.

n As an owner, welcome 
guests personally 
whenever possible.  
Also, don’t direct them to 
their accommodation – a 
staff member should 
always escort them. 

n Good hospitality is also 
about showing an 
attention to detail.  
Poston Mill includes Wi-Fi 

RUNNING A BUSY HOLIDAY PARK: SARAH 
OFFERS HER TIPS FOR SUCCESS

availability across the site, 
treasure trails for kids, 
local produce in the 
restaurant, and welcome 
packs on request  
that include fresh bread 
and newspapers.

n Embrace modern 
marketing methods.  
There might still be a place 
for a brochure, but there 
is definitely a place for an 
attractive website and 
video tour on YouTube.  

Immaculate: grounds 
and rooms are 
checked regularly

Sarah. ‘So while we are all operating 
independently, we have collective strength 
too. It's helpful when it comes to the major 
issues of health and safety, insurances, 
planning issues, bureaucracy: all those 
elements that must be properly in place 
when it comes to dealing with the public. We 
are also in regular contact with other park 
owners; it's a small, friendly industry and it's 
good to pick up tips and share issues.’

Sarah and Wayne are proud and 
encouraged by Poston Mill’s Holiday Park 
of the Year 2015 award. So proud, in fact, 
that the couple and their team are confident 
that continuing to deliver the best holiday 
experience to their guests will help them 
win more accolades. ‘We will keep investing 
in our business, in our people and in our 
park,’ says Sarah. ‘So much has changed 
over the last five years in terms of 
marketing that we mustn't just stand still.’

Cover feature

To watch a video interview with Sarah Jones from Poston Mill, go to  
www.visitengland.com/businessadvice and click on Quality Edge.



Now in their 26th year, the VisitEngland 
Awards for Excellence recognise those that 
excel within the industry. The awards feature 
15 categories and cover a range of business 
types from small B&Bs to large attractions, as 
well as key markets such as sustainability and 
access for all. The winners of each award, plus 
those who take home the Silver, Bronze and 
Highly Commended plaudits, are chosen by a 
panel of tourism industry experts. Here, five of 
this year’s Gold winners tell us what they 
believe makes their business successful. 

‘Attention to 
 detail is vital’

These days, those 'little extras' aren't 
just welcome – they're expected. And 
Bosinver Farm goes out of its way to 
provide them right across the board

SELF-CATERING Holiday Provider of the Year 
Bosinver Farm Cottages in Cornwall offers 
guests an eco-friendly oasis in child-friendly 
surroundings. Owner Pat Smith, who runs the 
four- and five-star Gold-accredited business 
with her husband Dave, says as guests become 
increasingly demanding it’s more important 
than ever to go the extra mile. 

‘We don’t just give our guests the key to the 
door, but access to all that we do here,’ says Pat. 
‘We offer a number of activities, such as our daily 
animal-feeding sessions and “Learn how to 
compost” classes. We’ve also put together an 
e-book called Nanny Pat’s Adventures, which is a 
guide for local days out with children based on the 
experiences we’ve had with our grandchildren.’

Although guests may come to Bosinver to get 
closer to nature and enjoy all that the 
countryside has to offer, they still want stylish 
surroundings. ‘I make sure that each cottage has 
a distinctive look, and we work with local 
craftspeople to help achieve this,’ says Pat. ‘We 
also carry out refurbishments every year.’ 

Pat’s efforts have clearly paid off – one guest 
even told her that when she returned home 
from holiday she ‘Bosinvered’ her lounge! 
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‘Ensure that you  
 continuously improve’

‘Make your 
 guests feel  
 at home’

Introduce some thoughtful personal  
touches and you'll definitely be 
rewarded for your efforts, say the 
owners of Colton House

AS THE RECIPIENT of VisitEngland’s Large 
Visitor Attraction of the Year, Ironbridge 
Gorge Museum Trust in Shropshire is clearly 
ticking the right boxes with judges. The 
museum’s director of marketing and PR Paul 
Gossage thinks its success is down to the 
team’s willingness to constantly evolve.

‘We understand what our visitors want and 
we’re always looking ahead,’ says Paul. ‘From 
our catering and customer service to 
education and sustainability, we always act on   
feedback and constantly strive to improve.’

One of the ways in which the museum 
evolves is by introducing new initiatives. In 
2014, it set up a Customer Service 
Ambassadors scheme which sees every 
member of staff nominate a colleague whom 
they feel demonstrates customer service 
excellence. The nominations are then 

reviewed by senior management and all the 
nominees are congratulated at the museum’s 
end-of-year meeting, where the winner is 
presented with a certificate. ‘The scheme is a 
great way to help everyone realise the 
importance of customer service and 
celebrate colleagues’ outstanding levels of 
customer care,’ says Paul.

Having previously entered the VisitEngland 
Awards for Excellence and achieved the Silver 
and Highly Commended titles, Paul and the 
team were absolutely delighted to finally win 
the top prize. However, Paul says that each 
time they have entered the awards the 
process has proved to be really helpful. 
‘Filling out the award entry gives you a chance 
to take stock of what you’ve achieved over 
the past year and think about the things you 
need to focus on next,’ he says.

HAVING STARTED their business in 2004 with 
no previous hospitality experience, Gay and Ron 
Lawrence, owners of the five-star Gold Colton 
House in Staffordshire, have gone on to win the 
Bed and Breakfast/Guest Accommodation of 
the Year award. They’ve learnt a lot of new skills 
over the years, but have never forgotten the 
importance of getting the basics right.

‘Our house is a grand grade II-listed 
townhouse, but people always tell us how at 
home they feel when they stay here,’ says Ron. 
‘We love having people to stay and we make sure 
we find out as much as we can about them 
before they arrive – whether that be noting that 
they have an allergy that needs our consideration 
or that it’s their birthday during their visit. We 
also make sure we really get to know our guests, 
which is why I think so many of them return.’

Although Ron and Gay are already doing a 
great job, they often stay at other award-
winning properties to see what else they can 
learn. ‘It’s important to keep on top of what 
other businesses are doing. You can get lots of 
new ideas that way,’ says Ron. 
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Ironbridge Gorge Museum Trust prides itself on staying on its toes and 
introducing the kinds of changes that keep visitors coming

Large  

Visitor Attraction

Bed and Breakfast/

Guest Accommodation
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‘Make access a priority’

‘Know your 
 USP – and 
 then use it’ 
 

WINNER OF THE ACCESS for All Tourism 
Award, Eureka!, The National Children’s 
Museum in Yorkshire, caters brilliantly for 
disabled visitors. Inclusion manager Trizia 
Wells says this is because they make a real 
point of putting accessibility at the forefront 
of everything they do. 

‘The museum has always been popular with 
disabled visitors,’ says Trizia, ‘and about four 
years ago we brought in an external evaluator 
to see how we could improve our offering for 
them. We also collaborated extensively with 

people with access needs. It’s amazing how 
much you can learn just by walking around 
with someone who has an impairment – you 
start to see things from their perspective.’

Trizia says the key to catering for people 
with access needs is to seamlessly embed 
disability awareness into all areas of your 
business. ‘Ensuring that all our customer-
facing employees know ten British Sign 
Language phrases is just one of the simple 
but effective ideas we’ve introduced into our 
staff inductions,’ she says.

YORKSHIRE’S THE WORLD of James Herriot 
may be small, but its managing director Ian 
Ashton has plenty of big ideas. From embracing 
the latest digital developments to partnering 
with local businesses, the Small Visitor 
Attraction of the Year never stands still, but 
always stays true to its roots.

‘We have the largest collection of James Herriot 
memorabilia in the world,’ says Ian. ‘We see this as 
our unique selling point and that guides 
everything we do. That doesn’t mean we’re not 
open to new ideas, though. We attract a large 
number of visitors from all over the world so we 
recently created a new website that is easy to find 
and navigate. We also have a really innovative 
app, which provides a guide to the museum and 
the local area – you can even use it as a Sat Nav.’

The museum partners with Grand Central Rail, 
which runs the London to nearby Thirsk route, 
to help gain even more publicity. ‘As a small 
museum with a lot of competition, it’s 
important to work with larger organisations to 
help spread the word,’ says Ian. 

And the word is certainly spreading: visitor 
numbers have increased year on year since 2012. 

n Make the most of your surroundings.  
Plan activities for adults and kids based 
on the unique features of your area. 

n Listen to feedback.  
Good or bad, visitor reviews are your 
opportunity to make positive changes 
and evolve. Listen to them.

n Get personal.  
Encourage repeat custom by getting to 

know your guests' unique needs.
n Canvas disabled visitors.  

Want to improve access? Start by asking 
disabled guests for their views.

n Simplify your message.  
You probably have several unique selling 
points, but which one comes out on top? 
Decide, then put it at the heart of your 
marketing messages.

FIVE WINNING STRATEGIES

How should you cater for your disabled visitors? Why not start by asking 
them for advice, says the National Children's Museum in Yorkshire

However you innovate or market your 
attraction, always keep your main USP 
at the centre of everything you do, says 
the World of James Herriot

Access for  

All Tourism

Small  

Visitor Attraction

Go to www.visitenglandawards.org for 
more information about the awards.





continues Steve. ‘But website builders 
have developed dramatically in the last 
twelve months. Modern options are so 
customisable now that you will have no 
trouble getting a standalone look and feel.’ 
You should, however, avoid some of the 
cheaper options which can be limiting  
and may ‘shoehorn’ your words and 
pictures into inflexible templates.

A third option is to use the content 
management system WordPress. 
‘Thousands of massively talented website 
designers share their designs on the 
WordPress site,’ says Barbara Sadler, who 
uses a WordPress theme to produce a 

website for her five-star Gold Roundhouse 
Barn Holidays in Cornwall. ‘Some of the 
themes are free of charge, whereas others 
require a modest fee to the designer. So, 
we have ended up with what looks like a 
bespoke-designed website without the 
price tag that you would expect.’

Counting the costs
If you work with a designer, your original 
briefing is key, as errors at the beta stage 
will have cost implications later. If you 
have doubts about sharing your vision, you 
will need the control that comes with a 
website builder or WordPress. The key to a 
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Some of us do, while others might opt for an automated website builder or a 
WordPress theme. But which option is right for you? Jon Axworthy investigates

Who needs a  
web designer 
anyway?

A lmost every accommodation or 
attraction provider will benefit 
from an eye-catching website. 

However, there’s more than one way to get 
there. Common methods include 
employing a web designer to create your 
site; using an automated website builder; 
or working with a template from the 
WordPress content management system 
(CMS). With testimony from web 
designers and business owners, here’s our 
tips for finding a solution that works for you.  

Getting the right look
If you work with a professional designer, 
they are most likely to create a look that 
will make your business stand out from 
the online crowd. But, be warned: a  
web designer won’t understand your 
business like you do, so you need to have a 
clear vision. ‘Any brief needs to be 
extremely transparent,’ says web 
developer Steven Gosling from Blue 
Fusion Creative Internet Solutions.

These days, professional-looking design 
can also be achieved with an automated 
website builder, as advertised by 
companies such as Wix, GoDaddy and 1&1. 
‘Yes, someone with a similar business 
could be using the same template,’ 

THE PROS AND CONS OF WEB DESIGN
n A web developer 

will often provide a 
bespoke design that 
stands out from the 
online crowd. 

n But he or she will need 
careful briefing to 
implement your vision, 
and should also agree 
a clear plan for making 
regular site updates.

n An automated website 
builder can be cost-
effective, quick to set 
up and easy to update. 

n But you should avoid 
some of the options at 
the cheaper end of the 
market, which offer 
inflexible designs that give 
little scope for a bespoke, 
personalised approach.

n A WordPress theme can 
be an inexpensive way 
to create a website with 
a bespoke look. You can 
have complete creative 
control, too.

n But if you’re building 
it yourself, there will 
inevitably be some 
learning involved. Do you 
have the time available? 

Ill
us

tr
at

io
n:

 S
hu

tt
er

st
oc

k



 Issue  21  I   Quality  Edge   I   33@VisitEnglandBiz

Some of us do, while others might opt for an automated website builder or a 
WordPress theme. But which option is right for you? Jon Axworthy investigates

successful website builder is to choose one 
that is flexible, scalable and uses responsive 
design (see box, right). Using one will also 
speed up your development time 
considerably, which will help to keep costs 
down. As for WordPress themes, yes, they 
are often inexpensive, but they usually 
need some work at your end to develop site 
structure and format words and 
photographs. This requires a solid 
investment in one thing that many busy 
tourism operators don’t have – time.

Staying fresh
So, your site is up and running. Now what? 
In truth, your work on a website is never 
finished. To stay competitive in terms of 
both customer interest and search engine 
rankings, you’ll need to provide regular 
updates. These might be minor tweaks or 
regular blog posts, but the point is making 
changes must be a simple process. Website 
builders generally have a user-friendly CMS. 
The WordPress CMS takes a bit of learning, 
but is manageable. However, with bespoke 
solutions you can run into problems. It’s 
crucial when commissioning the website 
that you check if you can access a user-
friendly CMS, or whether all updates need 
to be made by the website developer. If there 

Visit the Online Marketing Toolkit at visitengland.com/onlinemarketing to find 
out more about setting up your website. 

is a user-friendly option, consider asking for 
a tutorial so you can makes changes when 
required. If the designer is using a more 
specialised system – or writing in HTML 
code – you will need their help, which means 
you will have less control. Factor in the costs 
and ensure that a designer will be available 
to make updates quickly.

A flexible approach
When deciding how to build a website, don’t 
see things only in terms of an either/or. 
Sometimes, a hybrid approach works best. 
For instance, many designers actually use 
WordPress themes, but bring a huge amount 
of skill to the table when implementing your 
vision; they may even tweak the design to 
create a bespoke appearance.

You could also start with WordPress   
yourself, then get a designer on board later. 
For example, Roundhouse Barn Holidays 
employed an agency to tweak their 
WordPress site. ‘They also integrated an 
events calendar and booking engine,’ says 
Barbara Sadler. ‘This means the website has 
the look and feel of a Rolls Royce, but comes 
at the price of a good mid-range car.’

LAST YEAR, the number of mobile users 
going online surpassed the number of 
desktop users for the first time. The 
difference in screen sizes requires your 
website to be optimised accordingly. 
This is called responsive design.

But do you need it for your business? 
The simple answer is: yes. And that 
applies even if your guests tend to be 
older. According to an Ofcom report,   
tablet use among over 65s jumped from 
5% to 17% between 2012 and 2013. And 
by 2017, over 30% of online travel 
bookings by value will be made on 
mobile devices, believes Euromonitor. 

Similarly, to create a website that will 
be useful to as many people as possible, 
you should employ universal design 
principles. This means the site should 
cater for the needs of people of all types, 
including those with different levels of 
physical, perceptual and cognitive ability. 
Keep site structure simple, word count 
low and contact details upfront. This is 
good practice, whoever you’re talking to.

RESPONSIVE 
DESIGN
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T he Business Advice Hub is fast 
becoming a go-to resource for small 
and medium-sized tourism 

operators. Suitable for new and established 
businesses, it offers a comprehensive set of 
tools including case studies, practical 
guidance and digital versions of popular 
Quality Edge features. Here’s an overview of 
some of the resources that could help you.

The fundamentals
When establishing a tourism business,  
it can be difficult to know where to go to for 
information. The Business Advice Hub 
signposts all the fundamentals you’ll need 
to put in place, from mandatory 
requirements to best-practice tips. 

A great place to start is the hub’s Pink 
Book Online, a guide to legislation for 
English accommodation providers. It 
contains regularly updated advice on what 
you need to do to stay on the right side of 

Business 
question?
There’s a very good chance that you’ll 
find the answer in VisitEngland’s new 
resource, says Hannah Lowe

‘It’s brilliant having a  
one-stop shop for ideas’ 
 Nick Symes, Stane House Bed & Breakfast
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You can explore the Business Advice 
Hub now at www.visitengland.com/
businessadvice.

the law, including health and safety 
provisions and your rights when turning a 
guest away from your property. 

Keeping an eye on your cashflow is 
crucial and the Managing your Finances 
section provides direct links to advice and 
support available from government and 
HMRC, including finance guides, 
e-learning programmes and webinars. The 
resources include clear information on 
securing funding and taking card 
payments, among many other topics. 

The Pink Book Online and Managing 
your Finances are just two of a number of  
resources to help new businesses learn the 
basics and established ones stay up to date. 

Developing your business
Once you’ve got the essentials sorted, you’ll 
want to look at the fine detail of running a 
business day to day. The Developing your 
Offer section provides a wealth of practical 
advice from tourism operators. Case studies 
reveal best practice across a range of sectors 
– everything from creating an award-
winning B&B breakfast to developing retail 
opportunities for attractions.

Developing your Offer also includes 
the need-to-know on national customer 
service training courses, and it links to 
organisations that support small businesses 
in recruiting and developing staff. Plus 
there’s advice on your tax obligations as an 
employer, and guidance on hiring staff.

Understanding your markets
Who are you trying to attract? Answering 
this question is crucial to developing a 
successful business. The hub’s 
Understanding Your Markets section 
connects you to key VisitEngland insights 
and statistics about visitor behaviour, as 

well as research on future trends. You will 
also find best-practice guidance on 
targeting specific markets, from overseas 
visitors to dog-owners, which may inspire 
you to broaden your customer base.

When you know which visitors you are 
after, you can discover how to reach them 
effectively using the Online Marketing 
Toolkit. Aimed at businesses with little or 
no experience of online marketing, it 
contains guides, MP3s and videos on topics 
such as getting started on Facebook, social 
media strategy and managing reviews.  

Be an industry role model
The Business Advice Hub can also inspire 
you to become a leader in the industry, and 
help you gain (often lucrative) recognition 
for your efforts. The Maximising Your 
Sustainability section shows how 
undertaking greener practices can enhance 
the guest experience and your bottom line. 
Also, the updated Keep it Real toolkit can 
help you market green credentials 
effectively. The Providing Access for All 
section includes tips on everything from 
welcoming those with hearing loss and 
accepting assistance dogs. You can also find 
useful guides to promoting accessibility 
and producing your Access Statement – a 
quality scheme requirement. Talking of 
which, the hub also includes sections on 
VisitEngland’s National Quality 
Assessment Schemes and how to apply for 
the VisitEngland Awards for Excellence. 

The hub is constantly being updated, so 
check in whenever you can to see how it 
can help you and your business thrive.

‘The Business Advice Hub is a great resource. 
The Pink Book is really useful to have online 
– otherwise you don’t know where to start’ 
Karen New, New Inn Lane Nurseries & Holiday Cottages
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‘‘People often ask me how big a 
role food plays in England’s 

tourism industry. My answer? A huge one. 
These days, travel isn’t just about the 
destination – it’s a whole experience and 
that experience so often includes food. The 
industry needs to keep improving in this 
area to meet these expectations.

 There are several things anyone can do 
to get started. First, be consistent. Look at 
it this way – if people come once and have a 
fantastic meal, so far so good. If they come 
a second or third time and that meal is 
below par, you may have lost yourself a 
visitor. But offer good food, week in, week 
out, and you may have a visitor for life.

Keep it simple
The second thing is simplicity. You don’t 
have to offer food as elaborate as a 
Michelin-starred restaurant to impress. 
For example, American-style burger bars 
are currently mushrooming up everywhere 
in London. A burger isn’t a complicated 
meal, but people are turning up in droves. 
And that's because so many of these bars 
are offering a good-quality product. Simple 
food can be a winner. And with simplicity 
it’s easier to keep consistent, too.

Offer an experience
Finally, the finishing touches are crucial. 
Taking coats, pulling back chairs, and 
topping up wine as you pass, are all part of 
the ‘experience’ that people remember and 
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appreciate. And it costs you next to nothing. 
I learnt all of these skills in a fine-dining 
setting during my earlier career, and I’ve 
brought them back with me to my pub.  

I’d suggest you spend any special-occasion 
money on a night in a five-star restaurant, to 
see how things are done. Your focus should 
be the service: what can you take away from 
here and bring back to your establishment? 
It might be something as simple as 
providing good-quality fudge 
with the bill (something I do at 
The Plough Inn), but it’s these 
details that make a difference.

Food for thought
Celebrity chef James 
Durrant serves up  
some practical tips for 
delighting your diners

James: 'It's the 
details that so 
often make a 
difference'

‘‘ JAMES DURRANT has over 18 years 
of experience working in top-class 
restaurants, including the three-
Michelin-starred Restaurant Gordon 
Ramsey. He is a main course winner 
from BBC2’s Great British Menu and 
is chef patron at the award-winning 
Plough Inn, Longparish. James  
is currently working with Visit 
Hampshire as its first Food  
Tourism Ambassador.  Visit  
www.jameskitchentable.com to  
find out about his cooking classes.

FIRST PERSON

Feature
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FIVE MINUTE GUIDE TO...

Card Payments

E arlier this year, The 
Payments Council reported 
that in 2015 non-cash 

transactions would finally 
outnumber those using notes and 
coins. The Council, which monitors 
all payment methods in the UK, also 
predicted the number of 
contactless payments would surge 
in 2015 by 700 million. It’s official, 
then: cash is no longer king.

This will concern many 
accommodation providers. 
According to VisitEngland’s most 
recent survey on credit card use, 

just 49% of operators say they have 
a card terminal. Meanwhile, a survey 
conducted during a similar timescale 
by the National Small Business 
Association discovered the UK 
average across small businesses is 
69%. But how much does lagging 
behind the latest trends really 
matter? And should your business 
jump on the cashless bandwagon? 

Card payments: the 
benefits
Cashless payments are nearly  
always a quick and easy option for 

businesses. They’re fast to process, 
and money usually reaches your 
account within four working days. 
But perhaps the biggest reason to 
offer this service is visitor 
perception: people expect to be 
able to pay by card. Research has 
shown that nearly three-quarters of 
UK consumers are left with a 
negative impression of a business 
that doesn’t accept them. 

There are two other advantages 
of card payments that are 
particularly relevant for people 
working in the tourism industry. 

Are you prepared for the increasing demand for non-cash payments? 
Here’s what you need to know about accepting credit and debit cards

www.visitengland.com/biz 

Get practical
Develop your knowledge and skills with four pages of quick guides and industry tips

Cancellations and 
damages
These days, many accommodation 
providers take card details prior to 
payment, to protect from 
cancellation, curtailment (leaving 
early) or damages. They will either 
take a deposit from the card, which 
they’ll then return if no incident 
occurs, or they will charge the card 
following an incident.

This certainly solves the issue of 
recouping costs from guests who 
do not abide by the terms and 
conditions. But there are some 
important caveats. You must have a 
clear and accessible booking policy, 
and the guest should be made aware 
of this policy before booking. You 
should not charge VAT for cancelled 
stays, as no service has been 
provided. And you must follow anti-
discrimination law by ensuring you 
impose breakages policies on all Ill
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Get practical
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guests and not just some (parties of 
young men, for instance).

Getting started 
To accept card payments, you’ll need 
to set up a merchant service 
agreement with an acquirer. 
Common acquirers include 
Barclaycard, First Data, Elavon, Global 
Payments and Worldpay, although 
there are others. The acquirer will 
provide you with a terminal that 
connects you to their service, so you 
can carry out transactions. 

You may be presented with plenty 
of options here, including fixed-point 
terminals, which sit on a counter, 
and wireless terminals, which are 
handy for approaching guests away 
from the reception. You can also 
take payments using a device that 
connects to your smartphone or 
your tablet; all you need is a data 
network or Wi-Fi coverage and 
you’re ready to process 
transactions. This gives you even 
more room to roam, something that 
may be useful for site owners. 

Chip and pin is now virtually 
ubiquitous for UK consumers, 
although signature cards are 
sometimes provided for disabled 
customers. Many foreign tourists 
visiting England use them, too. All of 
these options are fully integrated 
with UK acquirers’ services.

For card-present transactions  
(in-person payments), money reaches 
your account in up to four working 
days. But note that in the case of card-
not-present transactions (over the 
phone or online) the time taken could 
be more than four working days for 
phone payments and 30 working days 
or more for online payments. Most 
acquirers also provide online  services, 
so you can take card payments on 
your website via an online till system. 

Costs and security
Fees vary from provider to provider. 
Many charge a joining up fee and a 
minimum monthly service charge. 
The latter will come into play if you 
haven’t carried out enough 
transactions to meet the minimum 
monthly fee. For credit cards, 
transaction charges are priced on a 
percentage of the total value of the 

sale. For debit cards, the charges are 
priced per transaction.

Naturally, when discussing cards 
security is something that concerns 
most people. During payment, the 
card authorisation process checks 
for available funds and for lost or 
stolen cards. But if you accept cards, 
you have legally binding 
responsibilities too. You must 
ensure access to card data is well 
controlled and that computers 
storing data are protected with a 
firewall and antivirus software.

What’s next?
The world of card payments is 
changing fast. For instance, Google 
Wallet is marketed as a ‘digital 

wallet’ that securely stores users’ 
credit cards, debit cards, and gift 
and loyalty cards. What may most 
interest accommodation providers 
is that it offers rapid checkout for 
online sites: customers can 
complete a transaction in two quick 
clicks without having to manually 
enter payment information. 

It’s just one example of the need 
for speed that appears to be a 
growing trend in payments these 
days. If you want to satisfy this 
demand, it’s a good idea to 
introduce card payment facilities to 
your business. And then keep up to 
date with widely adopted 
innovations, so you continue to 
meet your customers’ expectations.

AT A GLANCE...

CARD PAYMENTS

Visit the UK Cards Association website at 
 www.theukcardsassociation.org.uk for more information.

VisitEngland quality 
assessment scheme 
members get a 
preferential 
merchant rate with 
Barclaycard and a 
waived joining fee. 
Visit www.
barclaycard.co.uk. 

Exclusive 
offer 

Card readers are 
popular with businesses 
because they...
n Meet customer demand. 

Card payment facilities are 
expected by most visitors.

n Take seconds to process. 
The payment process is 
quick and easy, and funds 
usually reach your bank 
within four working days.

n Insure against no shows 
and damages.  
Cancellation, curtailment 
and damage penalties can be 
quickly recouped.

n Require little work to set up.  
Acquirers provide 
installation and support.

When considering 
installing a card reader, 
you should be aware of…  
n Fees.

Set up fees, minimum charges 
and transaction charges 
must be properly assessed 
before going ahead.

n Security. 
Businesses are legally 
responsible for maintaining 
suitable security when 
holding payment details.

n Changing technology. 
There are now many ways to 
take cashless payments and 
new methods arrive every 
year. To meet demand, keep 
an eye on available options.

@VisitEnglandBiz
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Talk to us today to get your business growing.  
Get in touch on 0800 046 6802*  to find out more.

Add Barclaycard as a payment option 
on your website 

As the preferred payment acceptance partner 
for Visit England, we can help you offer your 
customers more ways to pay by card – boosting 
your business.

A new payment gateway is now available. Barclaycard  
ePDQ allows you to integrate one of Europe’s largest 
processors of card transactions into your site.

By integrating Barclaycard ePDQ into your site, you’ll enjoy:

– 99.9% uptime, so you never miss a sale
–  a system that accepts all major credit and debit cards 

(excluding American Express and Diners cards)
– technical support
– flexible pricing
– secure online transactions.

Give your customers 
more choice

*Calls to 0800 numbers are free if made from a UK landline. Calls may be monitored and/or recorded.

Barclaycard is a trading name of Barclays Bank PLC. Barclays Bank PLC is authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority 
and the Prudential Regulation Authority (Financial Services Register number: 122702). Registered in England No. 1026167. Registered Office: 1 Churchill Place, London E14 5HP.  
Barclays Bank PLC subscribes to the Lending Code which is monitored and enforced by the Lending Standards Board.
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M any years ago, 
advertising legend 
David Ogilvy stated 

that five times more people read a 
headline than the detailed 
message that follows. Things 
aren’t getting any easier for 
writers. In fact, analysis of web 
viewing reveals that users often 
stay on a web page for no more 
than a few seconds. 

So what can you do to give your 
messages the best possible chance 
of getting read? Here’s seven 
copywriting tips that will help draw 
more readers into your brochure, 
blog, website home page or any 
other marketing communication.

SEVEN WAYS TO...

Write great  
marketing copy
Make sure your 
messages get read 
with these simple 
copywriting tips

1 Start with  
a call to action
All good marketing copy asks a 
reader to do something – book, 
call, click here, download etc. 
Traditionally, this call to action 
appears at the end of the copy, 
but put it at the top too. You 
may well catch a few readers 
before they look or click away.

2 Know  your  
audience
Does your message read like 
generic marketing copy? If 
you want to put a sincere 
voice into your messages 
(and you definitely should) 
think about your audience. 
Write with your ideal visitor in 
mind, from start to finish.

6 Get a  
head start  
A strong headline is vital. Use a 
crystal clear, emotive message 
that clearly states your main 
USP. ‘Wake up to stunning 
views of the Sussex Downs.’

 7 Keep it brief  
You will almost certainly 
benefit from cutting your copy 
in half. Maybe even half again. 
When you’ve done that, make 
your copy easy on the eye and 
scannable by using short 
paragraphs and adding 
subheads, lists and bullets. 
Last but not least: proofread.

ENGAGING READERS ONLINE
According to a report from Time.com, 55% of people spend fewer 
than 15 seconds actively on a webpage. But there is good news. In a 
classic study, internet research and training company Nielsen 
Norman Group rated websites according to how participants 
responded to the text. They discovered a site scores:
n 58% higher when it is written concisely
n 47% higher when the text is scannable
n 27% higher when it is written in an  

objective style (not inflated marketing speak).  

Go to www.visitengland.com/onlinemarketing
for more advice on promoting your business online.

Get practical
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5 Revise,  
revise, revise  
Real writing begins in revision. 
Cut out adverbs and adjectives. 
Use active, not passive verbs. 
Work hard to make every 
sentence crisp and clear.

4 Talk benefits   
Put your reader at the centre of 
a message by replacing features 
with benefits. A feature: ‘We 
use Egyptian cotton sheets.’ A 
benefit: ‘You’ll sleep sound in 
crisp Egyptian cotton sheets.’
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3 List your USPs  
Your ‘unique selling 
propositions’, or USPs, are the 
things that make your B&B, 
guesthouse or site special. Try 
this. List those USPs, one by 
one. Next, arrange them in 
order of importance. Then use 
them in your copy, starting 
from the top of the list.



V isitEngland has introduced 
a series of free specialist 
workshops for its quality 

scheme participants. Focusing on a 
variety of topics including Google  
and TripAdvisor, the sessions are 
aimed at small and medium-sized 
business owners and managers who 
are looking to improve their 
marketing output, increase bookings 
and reduce advertising costs. 

‘Rather than just bring in experts to 
talk to the assessors, we decided to 
offer a series of free workshops that 
individual participants could attend,’ 
says Pam Foden, Head of Industry 
Development at VisitEngland. ‘Some 
will be held at our offices in London, 
but in the autumn and winter we will 
repeat the more popular sessions at 
regional locations.  It’s about how 
VisitEngland can help its participants  
improve the bottom line.’

Earlier this summer, photographer 
Alex Hare ran one of the first  
workshops entitled ‘Taking better 
photos of your business’. The session, 
held in London, was attended by 13 
scheme participants, whose 
experience ranged from complete 
beginner to keen photographer. 

The workshop was divided into 
two parts – a practical session on 
camera skills and a presentation on 
business photography. 

‘In the morning, we headed outside 
to photograph Big Ben,’ says Alex. 
‘This gave me the opportunity to see 
what sort of images people were 

Alex focused 
on how to take 
photos that 
help generate 
online sales

n Take care to frame your 
photographs well.  
To make a bathroom look its 
best, take the photo through 
an open door. When taking 
pictures of food, crop tightly to 
focus on the detail.

n Never underestimate the 
importance of lighting. 
Use natural light as much as 

possible. Exterior shots look 
best with a blue sky background, 
but it’s actually better to take 
interior shots on a grey day.

n Embrace technology. 
Apps such as Instagram will 
ensure that your social media 
images look their best. If you 
need to edit photos, download 
free software such as Picasa. 

n Make sure to expose your 
photographs properly. 
Dark or over-exposed images 
won’t appeal to anyone.

n It may be a cliché, but…  
…a picture says a thousand 
words. Remember this when 
updating your website and 
social media – lots of text won’t 
capture anyone’s imagination.

ALEX’S TOP TIPS FOR GREAT PICS

taking and how I could help them 
make improvements. The focus of 
the afternoon was on how to take 
images that best sell their business 
online, in print and on social media.’

Happy snappers
‘The day was well organised,’ says 
attendee Sue McNally from Sulgrave 
Manor Trust, Northamptonshire. ‘It 
was also really inspiring – I’ve even 
decided to invest in a new camera.’

The workshop reminded Omar 
Harmon, owner of the Kandara Guest 
House in London, how much he used 
to enjoy photography, ‘About 20 
years ago, I did a lot of black and white 

photography,’ he says, ‘but I didn’t 
keep up to date. Alex showed me how 
to use functions on my camera that I 
didn’t even know existed.’

Angie Klein from Unlisted 
London’s Water Meadow Cottage 
was pleased with how much she 
learned. ‘I understand a lot more 
about my camera now,’ she says, ‘and 
Alex gave us some great tips about 
framing  photos and depth of field.’

In the first of an ongoing 
series, we look at practical 
ways participants can get 
more bookings.  Zoë Slater 
attends a VisitEngland 
photography workshop

TOOLS OF THE TRADE

Picture 
perfect

Get practical

With good lighting 
and composition , 
even a camera phone 
can produce  
stunning results.

Equipment 
myth...

www.visitengland.com/biz 
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To register your interest in 
future workshops, 
email: workshops@
visitengland.org.
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Your questions answered, legal advice, and a final sign off from a reader

Ask the Experts
This issue, queries about rating ‘glamping’ accommodation, and 
rules you must follow if transporting guests or serving them food 

VisitEngland: please will you 
star rate my shepherd's hut?
n   Our self-catering property is 
assessed and has a four-star 
Gold rating with VisitEngland. 
We also own a shepherd’s hut 
and would like to have this 
officially star rated as well. Is 
this possible?  
Phil Russell, Len’s Hut at Tor View 
Shepherds Huts, Somerset
n     Pam replies: Currently, the hut 
can be assessed under the 
Alternative Accommodation 
scheme, which was set up around 
six years ago for the emerging 
yurts, ti-pis and Romany caravans 
market. This involves a day visit and 
provides accreditation, but no star 
ratings are awarded.

However, over the past few years 
this sector has burgeoned and we 
have had requests to update the 

scheme and introduce a better way 
of highlighting those very special 
places that really are about 
‘glamping’. The review of the 
scheme is now underway, in 
partnership with the other national 
tourist boards in the UK. In June we 
carried out site visits in Cornwall to 
see the range of quality and styles 
on offer and  the revised scheme is 
now starting to take shape. We 
expect to announce the details at 
the Glamping Show to be held at 
Stoneleigh Park in Warwickshire 
from 24-26 September 2015, where 
VisitEngland will have a stand and 
will be running two free seminar 
sessions. Incidentally, you can visit 
theglampingshow.com to register 
your interest in attending this free 
event and to find out more.

ACCESSIBILITY
Ross Calladine
Quality Edge Editor  
and Head of  
Business Support,  
VisitEngland

DIGITAL 
MARKETING 
Brian 
Dennehy
Director of Click 
Marketing Agency

QUALITY 
SCHEMES 
Pam Foden
Head of Industry 
Development, 
VisitEngland

LEGISLATION
Kurt Janson
Policy Director of 
the Tourism 
Alliance

RESEARCH & 
TRENDS
Sharon Orrell
Head of Research 
and Insight, 
VisitEngland

EXPERTS PANEL

OUR INDUSTRY 
INSIDERS WILL  
ANSWER YOUR 
QUESTIONS
If you’ve got a question for one 
of our industry experts, why not 
get in touch with us at quality.
edgeextra@visitengland.org. 
The sender of our favourite 
question also wins a prize. This 
issue two of our letter writers, 
Phil Russell and Linda Jee,  
each got a Lavish Spa Voucher 
worth £100. Next issue, the 
winner of the best Ask the 
Experts letter will win the Tivoli 
Audio Albergo+ radio and a 
guide to great hospitality. See 
far right for more details.

Hut topic: rules for 
rating Alternative 
Accommodation 
are being reviewed
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In the know

AT A GLANCE...

CARD PAYMENTS
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n The National Forest has 
recently opened a long-distance 
walking trail. Is there anything I 
would need to be aware of 
should I decide to offer 
transportation services to 
walkers and/or their luggage? 
Linda Jee , Horseshoe Cottage 
Farm,  Leicestershire
n     Kurt replies: If you are offering 
to transport paying customers on 
anything other than a very 
occasional basis, you need to obtain 
a Passenger Service Vehicle (PSV) 
licence. The typical licence for most 
accommodation businesses is a 
‘restricted licence’, which allows you 
to operate two vehicles of up to 16 
seats in total. You will also need to 
obtain a Certificate of Initial Fitness 
for vehicles with over nine seats. 

Before you can provide a 
transport service, you will also need 
to undertake a health and safety 
assessment and advise your insurers 
(vehicle and public liability) that you 
are offering this service, so you are 
covered in the event of an accident. 
If you are just planning to transport 

OUR WINNER of next 
issue's question gets 
this great two-part 
prize. First, sit back 
and soak up the 
quality sound of this 
Tivoli Albergo+ DAB/
FM/Bluetooth clock 
radio. It comes in a 
colour combination of 
the winner's choice 
and is equipped with 
DAB, DAB+, FM, and 
wireless music 
streaming Bluetooth 
technology. The Tivoli 
Audio Albergo+ radio 
also includes a digital 
clock, sleep timer, 
snooze function, and 
independent dual 
alarms, along with a 
remote that provides 
access to all functions. 

The Albergo+ uses 
the same speaker 
found in the highly 
acclaimed Tivoli Audio 
Model One radio, 
meaning you enjoy 
great sound from a 
remarkably compact 
cabinet. 

The winner gets a 
choice of five chassis 
colours, plus an 
Albergo+ Custom 
Cabinet in a choice of 
16 handmade styles. 
This easy-on-the-eye 
sound system is 
perfect for use in the 
home or on your 
business premises. 
The Albergo+ retails 
at £149 RRP and the 
custom cabinet 
retails at £99 RRP.

While you're 
listening to your radio,  
pick up invaluable tips 
from the second part 
of our prize. 'Star 
Quality Hospitality 
– The Key to a 
Successful Hospitality 
Business' by Monica 
Or is a step-by-step 
guide  to succeeding in 
the industry.

n     I saw on a flyer in the last 
Quality Edge that I have to 
register with my local authority 
if I serve any kind of food or 
drink. I only have one letting 
room and just serve breakfast; 
do I still need to register?   
Anonymous
n     Kurt replies: Anyone selling food 
to the public is legally required to 
register with their local authority. 
Although there are some exceptions 
for businesses that provide food 
only occasionally or small amounts 
of food to their customers (for 
example, a hairdresser can provide a 
coffee and a biscuit to a customer 
without registering) it is generally 
accepted that accommodation 
businesses that provide food (even 
if it’s just a continental breakfast) do 
need to register. However, 
registration is fairly simple and can 

usually be completed online. 
Although you must register with 
your local authority at least 28 days 
prior to providing food for 
customers, they have no ability to 
refuse your registration and you 
may start serving food even if you 
haven’t received a response from 
the council. (Although it is always 
best to check with the council if you 
have not received confirmation of 
your registration first.)

Once you are registered, the 
local authority will determine the 
level of risk associated with your 
business and schedule inspections 
accordingly. You then only need 
notify them further if you sell  
the business, cease to trade or 
change the nature of the business 
(ie change from serving meals to 
guests to having a restaurant open 
to the public).

Serving breakfast: the rules

Can I give guests a ride?
customers’ luggage, you do not have 
to seek the PSV licence, obtain a 
Certificate of Initial Fitness or 
undertake a health and safety 
assessment – but you still need to 
ensure you have suitable insurance. 
You will also be liable for customers’ 
luggage items, although the level of 
this liability will vary according to 
the circumstances of any damage or 
loss and your personal involvement 
in the damage incurred.  

WIN a Tivoli sound  
system and  
hospitality guide

READER OFFER

SAVE ON TIVOLI AUDIO
BUY AN Albergo+ and a custom cabinet worth up to £99 from 
Tivoli’s online store and get the cabinet for FREE. Enter ROSE in 
the Promotion Code at checkout. 
Offer ends 1 December 2015. Visit 
www.tivoliaudio.co.uk/cabinets. 

Logo Colors:
Tivoli Audio Grey PMS 429, CMYK 3/0/0/32
Tivoli Audio Blue PMS 286, CMYK 100/66/0/2Tivoli Audio International Logo - “Original Radio Company” 

Submit the best Ask the Experts question for 
our next issue and you’ll pick up this prize

Foot notes: 
transporting 
walkers requires 
a PSV licence
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Legislation 
Lowdown
VisitEngland’s legislation expert Kurt Janson 
offers his updates on the latest regulatory 
changes affecting the hospitality industry

Ofcom: state true 
cost of calling every 
time, everywhere 

MANY TOURISM BUSINESSES use 
non-geographic phone numbers to 
provide information or take 
bookings from customers. These 
are phone numbers that start with 
the prefixes 084, 087, 09 and 118.

At the moment, the common way 
to provide information about the 
cost of calling these numbers is to 
state, 'Calls to our 0844 number 
from a BT line cost X pence per 

minute plus a call set-up fee of X 
pence. Calls from other networks 
and mobiles may be higher.'

However, there are a number of 
problems with this approach. For 
example, BT is only one supplier, the 
service charge is not mentioned and 
the actual cost may bear no relation 
to the example given.

To resolve these problems, on  
1 July 2015 Ofcom introduced new 

Updated pricing rules for non-geographic calls

AT A GLANCE

Alcohol 
A personal licence is now a licence for life

Phone numbers 
Pricing requirements for non-geographic 
numbers changed on 1 July 2015

Package travel directive 
New regulations will increase mandatory 
requirements when offering packages, 
but make it easier for you to provide 
‘value-added’ products

ONE OF THE FINAL pieces of legislation that the 
Government passed before the election was  
the Deregulation Act 2015. This act sought to reduce the 
regulatory burden on businesses by removing or amending 
legislation that was considered unnecessary. A number of 
these amendments affect the sale of alcohol to guests.

At the moment you need both a premises licence and at 
least one member of staff to hold a personal licence in 
order to sell alcohol to guests. The most significant 
change to the legislation concerns personal licences. 
These used to require renewal every 10 years, but 
are now valid for life. Therefore, if you have an 
existing personal licence, you can simply ignore the 
expiry date – the licence will continue to be valid.

The Deregulation Act also clarifies the law 
requiring a staff member with a personal licence to 
authorise every alcohol sale. The new act makes it 
clear that a person with a personal licence does not 
have to be present on the premises at the time of 
the sale. If you are the personal licence holder, you 
can now be away from the premises, or even on 
holiday, knowing that you do not need to employ a 
person with a personal licence to cover for you.

There are also a few other smaller changes:
n The number of Temporary Events Notices 

(TENs) that you can apply for in a year will 
increase from 12 to 15 per calendar year from 
1 January 2016.

n If you lose your personal licence, you don’t 
have to report it to the police before 
applying for a duplicate.

n And finally, it is no longer an offence to sell 
liqueur confectionery to children under 16.

New rules for 
selling alcohol
Personal licences now more business friendly

«
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pricing requirements. If you use a 
non-geographic telephone number, 
you will have to state the service 
charge associated with calling your 
number. The standard form you will 
now have to use is, 'Calls to our 0844 
number will cost X pence per 
minute plus your phone company’s 
access charge.' This service charge 
will be capped (eg 7p/min for 084 

numbers and 13p/min for 087 
numbers) and must be the same 
regardless of whether the customer 
calls you using a landline or mobile.

In addition, the pricing 
information must appear wherever 
you use the non-geographic 
telephone number; for instance, it 
must feature in newspaper 
advertising, brochures and on your 

website. It must also appear every 
time you display the phone number. 
In other words, if the phone number 
occurs in several places in a 
brochure or several pages of a 
website, then the pricing 
information has to appear on each 
page along with this number.

Please also remember that the 
Consumer Contracts Regulations 

mean that you are no longer allowed 
to charge more than the basic rate 
for customer service (ie post-
booking) phone calls. So, after the 
customer has paid, you can’t make 
them use a premium rate number – 
for instance 084, 087, 09 or 118 – to 
either gain more information or  
to complain about any aspect of the 
service you provided.

So… what is a 'package?'

«

A revised Package Travel Directive may make it easier for 
tourism businesses to offer combined products

FOR THE LAST THREE years, the 
European Parliament has been 
revising the Package Travel 
Directive. This is the legislation that 
controls the sale of ‘packages’ – ie 
two or more tourism-related 
products combined for a single 
price. Examples of packages include 
‘a night at your B&B with a meal at 
the pub for £100’, ‘a £200 golfing 
weekend that includes two rounds 
at the local course’ or ‘a night at a 
hotel with a ticket to a show’. If you 
want to sell similar packages, the 
existing legislation requires, among 
other things, that you:
n hold the customer’s money in 

a trust account until their 
stay is complete (or be 
bonded)

n be legally responsible for all 
aspects of the package. 

Obviously, these requirements 
make it very difficult for small 
businesses to work together to 
provide packages or value- added 
products for customers.

However, the revised directive 
does offer some hope that there 
will be a relaxation of these 
requirements. As the Package 
Travel Directive is worded, if a 
person purchases accommodation 
along with another tourism service 
that is not travel or car hire, a 
package is not formed if: 

n this other tourism service is a 
not significant proportion of 
the value of the combination 
and does not represent an 
essential feature of the 
combination, or

n this other tourism service is 
selected and purchased after 
the customer arrives at the 
accommodation.

As with all European directives, the 
next step is for governments of each 
European country to translate the 
directive into legislation for their 
country. This means that, in the not-
too-distant future, the UK 
Government will develop legislation 
to implement this directive and will 
have to determine what terms like 
‘significant proportion’ and 
‘essential feature’ mean. 

The new directive will also offer 
accommodation businesses an 
opportunity to develop value-added 
products, where the customer 
selects and pays for their ‘other 
travel service’ once they arrive. For 
instance, a customer could pay £100 
for the room and get to choose 
between either tickets to the local 
attraction or a meal for two at the 
local pub for £5 when they arrive.

Look out for the Government’s 
consultation on the new package 
travel regulations when it’s 
launched later on in the year.

Ph
ot

os
:  A

la
m

y;
 iS

to
ck

ph
ot

o.
co

m



OUR BUSINESS 
INSURANCE PROTECTS 
THE VERY THINGS YOU 
DEPEND ON TO EARN  
A LIVING 

NFU Mutual is The National Farmers Union Mutual Insurance Society Limited. 
For security and training purposes, telephone calls may be recorded and monitored.

Giving you peace of mind you have the 
right cover for your business needs.

For your local branch, visit
nfumutual.co.uk or  
call 0800 197 1283
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S willand Mill is three luxury five-star 
cottages in Suffolk, catering for 
couples, families and large groups. 

Owner James Wright used his background 
in carpentry and joinery to transform a 
redundant grade II listed mill into a 
business that won the VisitEngland Gold 
Award for the fourth year running. He lives 
on the site with his family.

What would you say makes you most 
proud of Swilland Mill?
The fact that we are a rural business and we 
are fully booked every weekend throughout 
the year. Also, hearing guests applaud our 
efforts makes it all very gratifying.
Why is getting the Gold Award 
important to you?
It’s renowned in the industry. It’s our aim for 
Swilland Mill to be synonymous with 
exceptional comfort and quality, and this 
award helps guests believe in us.
And what approach has helped you        
get that Gold Award?
The guidelines from VisitEngland and 
especially the annual inspections. A lot of 
effort and time is spent understanding our 
business, so we can clearly see exactly where 
we can improve what we’re doing.

Tell us five qualities you need to succeed 
in this industry.
Pride, determination, attention to detail, 
good customer service and sheer hard work!
What has managing Swilland Mill 
taught you about people?
That you should listen. Everybody has 
different ideas and it is vital to take these on 
board to keep on improving. There have 
been many times when we have benefited 
from visitors’ feedback.
The best thing about working in the 
tourism industry is…
Seeing your hard work and continual efforts 
being enjoyed and appreciated, and made 
into memories for the people who visit us.

Mills & 
booms
Swilland Mill's James Wright 
gives his take on how to  
run a thriving business

CHECKING OUT...

‘What do you need to 
succeed in the industry? 
Pride, determination, 
attention to detail, good 
customer service and 
sheer hard work!’

The key to keeping guests happy is…
Cleanliness, attention to detail, being at 
hand to help but also respecting privacy. 
Most importantly, ensuring expectations are 
not only met but exceeded.
What keeps you awake at night?  
Getting a bad review. It makes you realise 
how important ongoing maintenance is. The 
grounds and facilities have to be immaculate 
inside and out, and we are regularly 
retouching paintwork, shampooing carpets, 
descaling kettles, hoovering… I could go on!
If you were minister for tourism, first of 
all you would…
Reduce the VAT threshold to nil for tourism. 
The Government should be supporting us, so 
we can invest in long-term sustainable 
growth and, in turn, encourage UK tourists 
to holiday here and boost our economy.
When you’re not working, you like to…
Spend time with the family. My wife Lorna 
and I have three beautiful children –
Phoebe, aged seven; Claudia, aged three; 
and Edward who is one. I make sure most 
Saturday afternoons are free from 
paperwork so I can take them swimming. 
Sundays consist of a roast or, when the 
weather is dry, a day visiting and admiring 
Suffolk’s gems and attractions.

James: 'We're 
booked every 
weekend, all year'

No trouble at  
t' mill:  James 
personally 
oversaw the 
conversion

Time out: 
James with his 
three children

In the know
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MORE THAN  
300 EXHIBITORS  

FROM ACROSS THE  
HOTEL INDUSTRY  
SUPPLY CHAIN

–
MORE THAN  

100 SPEAKERS  
COVERING ALL KEY,  
UP-TO-DATE AREAS  
OF THE INDUSTRY

–
PLUS 

DESTINATION SPA 
THE HUB

AND NEW FOR 2015
INDEPENDENT  
THINK TANK

REGISTER FREE AT

WWW.INDEPENDENTHOTELSHOW.CO.UK

THE BUSINESS EVENT FOR LUXURY 
AND BOUTIQUE HOTELS

INCORPORATING  THE INDEPENDENT  HOTEL SHOW  AWARDS
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