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BRITAIN’S DECISION to leave the 

European Union could have a 

positive eff ect on hospitality and 

tourism, according to British 

Hospitality Association (BHA) 

Chairman Nick Varney. ‘Tourism and 

leisure can continue to grow under 

Brexit,’ he said at the British 

Hospitality and Tourism Summit in 

June. ‘Initially, a weaker pound will 

encourage visitors.’ Varney went on 

to warn that there should not be a 

‘restriction on the fl ow of foreign 

labour when skills in Britain are in 

short supply’. 

Former Secretary of State for 

Culture, Media and Sport John 

Whittingdale, who delivered a 

keynote speech at the summit, was 

keen to emphasise the opportunity to 

amend EU regulations aff ecting the 

hospitality industry. William Hague, 

also a keynote speaker, echoed this 

view, urging the industry to ‘get ready’ 

to argue for a change in regulations.

Away from the summit, others in 

the industry refl ect this cautiously 

positive outlook. John Brennan, 

Chief Executive of Amaris Hospitality, 

said Britain is ‘well-placed to remain 

robust’ during the transition period. 

Peter Ducker, Chief Executive of the 

Institute of Hospitality,  agreed, 

stating, ‘The hospitality industry has 

demonstrated its resilience time and 

again, and will, I am sure, do so now.’

 A BETTER APPROACH TO  

managing customer feedback in the 

hospitality industry could add 

£3.2bn to the economy over the 

next decade, according to a recently 

published report. The Feedback 

Economy from Barclays is based on 

research about the eff ect of online 

reviews and customer feedback on 

the hospitality and leisure sector. 

The report suggests that businesses 

who manage and respond to online 

feedback will prosper, while those 

who do not address this fast-

growing phenomenon are likely to 

get left behind. Other key fi ndings 

include the fact that 59% of people 

use online feedback to decide where 

they will visit, and 45% are more 

likely to leave a review than they 

were 18 months ago.  

To see the full report visit www.

barclayscorporate.com/insight-

and-research.html.

A NEW REPORT by the National 

Coastal Tourism Academy (NCTA) 

revealed that seaside visits are 

worth £8bn to the economy, with 

13.7 million seaside trips making up 

nearly one third of overnight holiday 

stays in England. The report also  

suggests that coastal communities 

can boost growth further by 

attracting more off -season visitors, 

developing health and wellness 

breaks and reinventing seaside 

towns as business event 

destinations. The NCTA report was 

launched by Tourism Minister David 

Evennett, who said, ‘Britain’s 

coastline is a beautiful and valuable 

asset and this report underlines the 

importance of seaside tourism not 

only to local communities but the 

nation’s economy as a whole.’

Meanwhile, the Great Britain 

Tourism Survey has shown that the 

seaside destination Scarborough is 

the most visited town for domestic 

visitors outside London.

In the news
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GIFT AID GETS 
OVERHAUL
The Government is 

introducing a Small 

Charitable Donations Bill to 

simplify the Gift Aid Small 

Donations Scheme. The aim 

of the bill is to make the Gift 

Aid relief ‘easier to claim, to 

allow more charities to 

benefi t’.  This news is likely to 

be of particular interest to 

attractions operating as a 

charity. Keep an eye on 

VisitEngland’s Pink Book 

Online for further updates.

High 
times in 
Brighton

We do like to be beside…
Seaside visits have regained the top spot as England’s 
largest domestic sector for overnight holiday trips

Industry leaders react to EU referendum result
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In the news
The latest stories for accommodation and attraction providers

Brexit: an opportunity for tourism?

LEICESTER CITY’S historic Premier 

League win in the 2015-2016 season 

could boost football tourism to 

the UK, putting Britain centre stage 

as the ‘home of football’.

Football is the top sporting draw 

for international tourists to Britain 

and VisitBritain Director Patricia 

Yates said that Leicester in particular 

could expect a visitor boost now 

that the city is fi rmly on the global 

football tourism map.

‘Leicester City’s fantastic win is truly 

the stuff  of legends and has thrust the 

players, the fans, the city and Britain 

as the “home of football” into the 

global spotlight,’ she said. ‘Football 

has mass international appeal and 

we know that people like to visit the 

home of their sporting heroes. We 

encourage visitors from all over the 

world to travel to Britain and enjoy a  

Premier League football match with 

our Football is GREAT campaign, as 

part of our drive to get tourists out 

exploring more of regional Britain.’

The huge draw of sports tourism 

was confi rmed by recently 

published fi gures from the Rugby 

World Cup 2015 – visits and spend 

from Australia, New Zealand and 

South Africa were signifi cantly higher 

in October to December 2015 

compared to the same period in 2014.

Britain: ‘home of football’
Historic league win for Leicester City off ers a potential 
boost for tourism industry says VisitBritain director

Why listening is 
worth £3.2bn TRACEY 

CROUCH 
RETURNS
Tracey Crouch is now back 

from maternity leave and has 

resumed her role as 

Parliamentary Under 

Secretary of State for Sport, 

Tourism and Heritage. During 

her absence, the role was 

covered by MP for 

Bexleyheath and Crayford 

David Evennett.

HOTEL SHOW 
BACK FOR 2016
Visitor registration is now 

open for The Independent 

Hotel Show, which takes 

place on 18-19 October at 

Olympia, West London. This 

event for independent 

hoteliers, self-catering 

providers and industry 

professionals will present a 

diverse collection of the 

UK's most innovative 

suppliers along with expert 

insight. To fi nd out more go 

to www.independent 

hotelshow.co.uk.

ANYONE 
FOR G&T?
A new multi-storey 

‘gin shrine’ is opening 

in London. Portobello 

Road Gin will build a 

distillery complex on 

the street from which 

it takes its name. Due 

to open in November, 

the new complex 

will include a pub, 

G&T bar and hotel.

Leicester City's 
fairytale league 
win put the 
spotlight on 
English football

Barclays Report reveals the true value of listening and 
responding to online feedback from customers

British Airways i360, the 
world’s tallest moving 
observation tower and  
‘fi rst vertical cable car’, is 
due to open on Brighton 
beach this summer. The 
attraction will slowly 
glide up to 450 feet giving 
passengers a 360-degree 
view of the Sussex coast 
and countryside for up to 
26 miles. The i360 is 10 
times the size of a 
London Eye capsule with 
room for up to 200 
visitors to stand at the 
edge and look out. 

The report states that 
59% of people use 
online feedback to 
decide where to visit

On the up: the 
i360 is set to be a 
major attraction 
in Brighton
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In the news
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ACCORDING TO THE 

LATEST OFFICIAL 

VISITOR STATISTICS, 

2015 was a strong 

year for tourism in 

England. The number 

of domestic overnight trips grew 

by 11%, while visitor expenditure 

grew by 8% to a record £19.6bn. 

One of the main reasons for this 

boost was an increase in the 

number of trips to visit friends and 

relatives, up by 13% to the highest 

recorded total since 2006. 

The domestic holiday market 

also picked up after a disappointing 

2014, with a volume increase of 7%. 

This came mainly from short 

breaks, up 10% year on year, 

something that refl ects a growing 

trend – as a nation we take almost 

four million more short breaks each 

year than we did ten years ago.  

2015 turned out to be a record-

breaking year for inbound tourism 

to England too, with almost 32 

million international tourists 

spending £19.4bn.

Early results for 2016 are mixed. 

In the domestic market, the total 

number of trips taken in the fi rst 

quarter of the year was at a similar 

level to 2015 – but within this, both 

the volume and value of domestic 

holiday trips reached an all-time 

high for the period. Meanwhile, 

the number of international visits 

grew by 7% in the year to the end of 

March, but spending fell by 2%.   

2015 was ‘a 
strong  year’
Head of VisitEngland 
Research Sharon Orrell 
analyses the latest fi gures

THANK YOU to those 

of you who completed 

our reader survey 

earlier this year – we 

really appreciate all of 

your feedback. 

Headline results show that 84% of 

readers like Quality Edge and there 

are high levels of satisfaction with 

the magazine’s look and feel, 

relevance and usefulness. We will 

And our 
survey said… 
Head of Business Support 
Ross Calladine announces 
the Quality Edge  poll results

THIS MONTH 

MARKS the 

culmination of 

VisitEngland’s 

Year of the 

English Garden 

campaign, which celebrates 

the tercentenary (three 

hundredth anniversary) of 

legendary landscape designer 

Capability Brown. Our gardens 

truly set England apart from 

Great English gardens
Head of England PR Rebecca Lowe reveals why our nation's 
world-famous parks and gardens are a huge tourist asset
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How we’re helping to develop and promote the nation’s tourism industry

VisitEngland Updates

IN NOVEMBER 2015, 

the Government 

announced a 

three-year £40million 

Discover England 

Fund providing an 

unprecedented opportunity for 

English tourism. The Fund is 

designed to support the growth of 

one of England’s most successful 

export industries, inbound tourism, 

and will ensure that England stays 

competitive in the rapidly growing 

global tourism industry, by off ering 

world-class English tourism 

products to the right customers at 

the right time. 

This aim is not without its 

challenges. The strongest growth 

A boost for inbound tourism
England Director Andrew Stokes provides an update on the Discover England 
Fund, which aims to encourage even more overseas visitors to our shores

opportunities come from 

markets that do not know much 

about England and may have 

diff erent expectations. At the 

moment 54% of international 

visitor spend is in London, so we 

need to encourage visitors to 

explore all of England and 

experience the wealth of 

attractions that we off er. Our 

transport connections don’t 

make this easy – we know that 

international visitors are nervous 

of driving on the ‘wrong side’ of 

the road. And of course 

customers now expect to book 

online, use comparison websites, 

and see availability even at short 

notice – so we need to be tech 

Awards season beckons

Gardens at Harewood 
House in West 
Yorkshire, designed 
by Capability Brown

The fund will 
encourage 
inbound visitors 
to explore areas 
beyond London

THE NATIONAL 

VISITENGLAND 

AWARDS FOR 

EXCELLENCE 2017 

open for 

applications in late 

August, with a closing date of 

14 October 2016. Building on the 

success of the awards this year, 

when entries were up by 21%, the 

application forms will be even 

shorter and more businesses will 

be ‘mystery shopped’ during a 

longer judging period from late 

October to late February. Regional 

  

Head of Industry Development Pam Foden off ers a 
fi rst glimpse of VisitEngland’s refreshed categories

and digitally savvy as an industry 

to stay ahead of the curve. The 

Discover England Fund will 

tackle these challenges head on.

Year one of the fund is now 

closed for applications after 

successfully attracting an 

exceptional number of high- 

quality bids, far outweighing the 

allocated funding available. We 

will be announcing the successful 

applicants in the autumn, so keep 

an eye on our website 

discoverenglandfund.com for 

details. Guidance on applying for 

years two and three will soon be 

available so, again, visit our 

website for any updates and the 

latest information on how to apply.  

other countries and are a huge 

draw for tourists: our research 

shows that 18% of English 

residents visited a garden on their 

last break in England. And it’s not 

just domestic visitors who are 

exploring our green-fi ngered 

heritage – more than half (53%) of 

international visits to the UK 

involve a visit to a park or garden, 

with spend totalling £4bn. In 

short, gardens are big business 

•   Boutique/Guest Accommodation 

of the year covers all other styles of 

serviced accommodation, of any 

size, where the facilities and services 

might be limited.

You can also apply directly to the 

national awards for VisitEngland-

specifi c categories, including 

‘Family-Friendly Business of the 

Year’. Remember if there is no local 

awards programme in your area, you 

can apply directly for any category. 

A series of workshops to fi nd out 

more about what the judges are 

looking for is taking place around 

the country this summer. 

For more information on the 

categories, workshops and how to 

apply for the Awards for Excellence 

2017,  go to www.visitbritain.org/

visitengland-awards-excellence.

look to feature a wider range of 

businesses across diff erent star 

ratings and include even more 

features on the most popular topics 

– customer service, online 

marketing and interior design.

Congratulations to Amber Homer-

Wooff , winner of a stay at Rudding 

Park. Your comments are invaluable 

and we would love to hear more of 

your ideas. Send them to quality.

edgeextra@visitengland.org. 

In other news, our Business 

Advice Hub has now been fully 

integrated with the joint 

VisitEngland/VisitBritain corporate 

website. You can take a look at the 

new layout at www.visitengland.

org/businessadvice. 

award programmes are already 

underway and we are pleased to 

announce two new categories for 

2017: Glamping Business of the Year 

and Self-Catering Property of the 

Year (for single-unit businesses). We 

have also refreshed and consolidated 

our existing serviced 

accommodation categories:

•   B&B of the Year focuses on the 

traditional small B&B, where the 

guests stay in the owners’ home;

•   Hotel of the Year now incorporates 

‘full service’ hotels of any size, 

regardless of the number of rooms;

and deserve to be celebrated! The 

campaign was launched in Paris, 

Berlin and London last autumn 

and since then we have hosted 

dozens of media from the UK and 

overseas on trips to some of our 

most spectacular gardens. We’ve 

been working closely with 

partners including National Trust, 

RHS, National Garden Scheme 

and of course, the Capability 

Brown Festival Group. 

Our other key campaign has 

been the domestic launch of 

#OMGB, a celebration of all those 

amazing moments you can only 

have on holiday at home. Working 

with Visit Wales, VisitScotland and 

Tourism Northern Ireland, we have 

run TV, digital and print adverts 

alongside a PR and social media 

campaign to encourage Brits to 

share their amazing moments. 

These are published on a dedicated   

website homeofamazing.com, 

which also features special offers 

and discounts from tour operators 

and accommodation partners.
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INFOGRAPHIC

Tourism by numbers
The total tourism spend in England for 2015 was £85.4 billion. Here's how it breaks down...

In the news

 

of all day visits in 

England are motivated 

by visiting friends and 

relatives

Of those trips:

1

Domestic 

Overnight

Domestic 

Day Visits

£19.4
billion

(23% of total spend)

31.8 
million trips

£19.6
billion

(23% of total spend)

102.7 
million trips

£46.4
billion

(54% of total spend)

1.3 
billion trips

25%

22%

included going 

out for a meal

24% 

10% 

included 
an 

outdoor 
activity

included 
an 

outdoor 
activity

included going on a 

night out to a bar, pub 

and/or club

15% 

Inbound 

Overnight

SOURCES: 

Great Britain Tourism Survey 2015

Great Britain Day Visits Survey 2015

International Passenger Survey 2015

33%

of all domestic overnight 

trips in England are 

motivated by visiting 

friends and relatives

Visiting friends and relatives
Domestic Overnight Domestic Day Visits

Room occupancy
 

included a 

trip to a visitor 

attraction

14%

   … in the serviced 

accommodation sector in 

England for 2015

70% 
Of those trips:

involved stays in 

commercial 

accommodation (e.g. 

B&Bs, hotels)

39%
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Sounds like a

PLAN
You have a vision to expand upwards or outwards, or to 

renovate entirely. But what do you need to know about 

planning permission before a single brick meets mortar?

«
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The plan for 
converting a 
calf shed into 
a holiday let at 
Manor Farm 
Cottages
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to run more smoothly.’ And, to avoid 

issues with Building Regulations, he 

explains, ‘From the outset we worked with 

an approved inspector so that any issues 

could be ironed out at an early stage.’

Even so, when permission was granted it 

came with a number of stipulations, one of 

which was that the foundations should be 

dug with the roof on, adding up to 20% to 

the costs. But ultimately it was worth the 

investment and the hassle. ‘The new 

building is a good add-on to our holiday 

letting business,’ says Gillie. 

Do your research
If you choose to navigate the process 

yourself, the Strang’s experience shows it’s 

worth talking to your planning 

department and experts to ensure you are 

on the right track. Similarly, fi nd out the 

views of the parish council, neighbours 

and environmental agencies. 

In short, research is key to success, 

explains Joanna Lishman, Planning Offi cer 

at West Oxfordshire District Council. ‘On 

top of national planning guidance, each 

council has its own planning policies. To 

start, look at your local planning guidance 

and speak to the planners. Many councils 

offer a service where you can come in and 

speak to a duty offi cer.’ Joanna also 

strenuously encourages people to use the 

M
any operators across the 

industry fear the prospect of 

applying for planning 

permission. But taking a thorough and 

considered approach will certainly 

increase your chances of success.

For instance, Richard and Gillie Strang, 

who run Manor Farm Cottages in Sutton 

Mandeville, Wiltshire, were granted 

permission to convert a calf shed into a 

holiday let the fi rst time they applied. 

They submitted the application in August 

2014 and received approval by October.

The one-level studio apartment, 

designed for guests with limited mobility, 

is in its fi rst season. The interior is 

contemporary, with lots of glazing, a 

double bedroom, and open-plan living 

room. One reason the process went so 

smoothly was that the couple sought 

professional assistance. Simon Roberts of 

Michael Lyons Architecture, who helped 

the couple with their application, says, 

‘Each local authority has a validation 

checklist which has to be checked off prior 

■Do your homework: 

Research national and 

local planning policies 

through your local 

authority website.

■Be prepared: Get pre-

application advice 

(usually there is a fee) 

from your planning 

department. You'll be less 

likely to submit an invalid 

application. But be aware 

a verbal ‘okay’ isn't binding.

■ Invest: Get professional 

advice from a planning 

PLANNING APPLICATIONS: STEPS TO SUCCESS
consultant or architect 

who has experience 

relevant to your case.

■Communicate: 

Develop a good working 

relationship with your 

planning case offi  cer at an 

early stage. Also, talk to 

other bodies and 

individuals that may 

object to your plans and 

address any of their 

concerns in your design.

■Be organised: Consider 

submitting your 

application via the online 

Planning Portal. 

■Avoid confl ict: You may 

want to make future 

applications. 

■Take note: Permission is 

often subject to planning 

conditions. You also need 

to address Building 

Regulations, disabled 

access, sustainability, and 

health and safety issues.

■Go to appeal: One in 

three cases is won at the 

appeals process.

to them being able to validate your 

planning application; we would 

recommend you look at this before 

submitting it, to make sure you have a 

complete package of information.’

Other challenges included having to 

overcome local resistance. ‘There were 

various objections from consultees and 

neighbours,’ says Simon, ‘but we worked 

hard with the local authority and 

neighbours to overcome these. We 

brought in specialists, including 

ecologists, planning consultants and 

structural engineers to enable the process 

Before and after 
pictures of the 
conversion at 
Manor Farm 
Cottages
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tourism policy in the area and take this into 

account before you submit a proposal.’

The fact that their business is in a 

national park was a notable obstacle when 

Gordon and Ann McBain made their 

planning application. They were initially 

turned down. But their case proves that, in 

the right circumstances, appeals can bring 

results. Gordon and Ann own the Vicarage 

Farm Holiday & Retreat Centre in the Peak 

District, a Grade II 17th century farmhouse 

B&B and three self-catering cottages. They 

wanted to convert a 15-year-old stable 

block into accessible accommodation for 

guests with impairments. The plans 

included two bedrooms – one with space 

for a profi ling bed – mobility tracking hoist 

and a wet room. After a long journey, they 

won permission on appeal and work on the 

conversion starts in September. 

The  big issue was that planners defi ned 

the 15-year-old stable block as ‘new’, 

meaning conversion was not permitted. At 

appeal, an external planning offi cer made 

a site visit and overturned the council’s 

decision, redefi ning the stable block as 

‘old’. ‘They said that the Peak District 

National Park planning department in 

Bakewell had misinterpreted the policy 

and that we were entitled to convert it 

into a holiday let,’ says Gordon.

Plans for a sensory garden were initially 

turned down because it meant converting 

the land from agricultural to domestic 

use, but were also won on appeal. The 

couple also challenged some initial 

stipulations, which meant they would 

have to spend more time and money. For 

example, three of the stable walls are of 

pre-application advice service offered by 

most councils, as this reduces the chance 

of being refused permission. ‘We give an 

opinion that is caveated,’ she says. ‘But it is 

worthwhile doing it to avoid spending time 

and money. Of course, it might be a “no” 

from us, but we may be able to offer you an 

alternative idea.’ Using the pre-application 

service also fl ags up potential mistakes. 

‘Many applications come in with bits 

missing,’ adds Joanna. ‘We return them if 

there is no structural survey, for instance.’

It can take up to 10 working days for a 

planning application to be validated. After 

validation, you can expect a decision 

within eight weeks. When making their 

decision on the application, the planning 

offi cer takes into account whether, for 

instance, there is adequate off-street 

parking, access, traffi c generation, loss of 

residential accommodation and whether 

the plans impact on nearby residential 

properties or the environment. 

Should you appeal?
If you seek planning permission in a 

national park, green belt, conservation 

area or Area of Outstanding Natural 

Beauty (AONB) restrictions can be strict.

‘Being in an AONB is in itself a hurdle, 

because planning regulations are tight,’ 

says Joanna. ‘You need to review the local 

authority website for guidance on the   

The Department for Environment, Food 

and Rural Aff airs (DEFRA) and The 

Department for Communities and Local 

Government (DCLG) recently undertook 

a Call for Evidence on Rural Planning, to 

inform proposals aimed at modernising 

rural planning legislation so that it can 

better support rural communities. Two 

issues being looked at are the use of 

agricultural buildings for residential 

purposes and the development of farm 

shops – both of which have implications 

for tourism. The Government is 

assessing evidence and is expected to 

publish a consultation in the autumn.

PLANNING UPDATE
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‘Concerns were  
 addressed, plans 
 were approved’

AVON ESTATES HAS THREE holiday parks 

around the River Avon. Its proposed new 

Riverside clubhouse would be a distinctive, 

two-storey building designed to bring 

modern facilities to all three parks. As well as 

the usual planning requirements, the project 

would need to address the challenge of 

undertaking development on a fl oodplain.

Avon Estates spent over fi ve years sowing 

the seeds for the development. This included 

detailed discussions with the Environment 

Agency, who wrote a letter of approval; it also 

involved talks, from the earliest stages, with 

the planning offi  ce at Stratford District 

Council, which understood the benefi ts of the 

development to the park and the community.

Despite the key parties being in support, the 

application was turned down at committee 

stage due to concerns that the clubhouse 

building would overlook a private residence 

and might cause noise issues. However, these 

concerns were addressed in the design and 

approval was granted at the second committee.

Nic Allen from 
Avon Estates won 
approval for a two-
storey clubhouse, 
which is located on 
a floodplain near 
the River Avon

Derbyshire stone and the planning 

permission originally stated that the 

fourth wall, made of breezeblock, needed 

to be clad in stone, too, even though it 

faced the fi elds. A compromise was 

reached and the fi nish will now be more 

affordable limestone render. 

Having won consent on the building at 

appeal, the couple submitted 

supplementary amendments to add a 

window at the back and for a hard, smooth 

surface rather than cobbles around the 

building to help wheelchair users. The 

council accepted the application.

For Gordon, it was perseverance that 

paid off. ‘At appeal, there was more of a 

dialogue,’ he says. ‘I don’t think we could 

have done it differently. If you have the 

time and money you should go to appeal.’

Indeed, the Planning Inspectorate, 

which deals with planning appeals, states 

one in three applications are won on 

appeal. While there is no fee, you should 

factor in the cost of any professional 

advice you solicit along the way.

But while many operators report that 

fi nding the right planning offi cer helped, 

‘Each council has its 
 own policies. To 
 start, look at local 
 guidance and speak  
 to planning offi  cers’

The stable block at 
Vicarage Farm. Plans 
are approved and 
conversion will begin 
in autumn 2016

A successful 
outcome is all the 
more likely if you 
closely follow 
local policies   

Joanna at West Oxfordshire District 

Council is keen to point out that decisions 

are not personal. ‘Policies are set out,’ she 

says. ‘We are not obstructive to economic 

development, but plans need to conform.’

Be fully compliant
Once you’ve got permission, you must 

ensure the works abide by Building 

Regulations. These set standards for design 

and construction, and separate permissions 

are sometimes required. You may also need 

to notify the Health and Safety Executive. 

Existing buildings may need an asbestos 

risk assessment and new properties 

require an Energy Performance Certifi cate. 

Visit planningportal.co.uk or 

VisitEngland’s Pink Book Online at 

visitengland.org/pinkbookonline for 

guidance. And, before you start, check the 

Planning Portal to see whether your  

works even need permission; some 

internal works may be exempt. For 

instance, if you are seeking change of use 

to a B&B, you might not need permission 

if fewer than three or no more than half of 

your bedrooms are part of the business.

‘The Planning  
 Inspectorate states   
 that one in three 
 planning applications  
 are won on appeal’
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T
hey’re Britain's biggest-spending 

inbound tourism market, 

accounting for £3bn in 2015. They 

love our history and our heritage, and they 

often have ancestral roots in England that 

they’re keen to explore. When you’re 

running a tourism business, the potential 

of US visitors is diffi cult to miss.

But how do you go about attracting 

Americans to your business – and how, 

given their reputation for high 

expectations of customer service, do you 

keep them happy when they’re here?

Regional appeal
If your area has a strong historical draw, 

make use of it in your offer. For example, 

the Yew Tree, a four-star country inn in 

north Hampshire, is less than 10 minutes 

by car from the gates of Highclere Castle 

– the setting of Downton Abbey.

‘Downton is massively popular over 

there,’ explains Tori Sambrook, general 

manager at the inn. ‘We’ve got a great 

relationship with Highclere Castle – they 

«

14   I   Quality  Edge   I   Issue  23  Issue  23  I   Quality  Edge   I   15www.visitengland.org @VisitEnglandBiz

recommend us when people visit and 

we’re listed on their website.’

Taking inspiration from the Yew Tree, 

accommodation providers could develop 

packages in conjunction with a local 

attraction, to sell online to US travellers.

Or develop a cultural link by offering a 

heritage and history ‘theme’. For example, 

Three Abbey Green in Bath, a four-star 

Gold B&B, has a ‘Jane Austen wing’, 

tapping into the author’s links with the 

city, with rooms named after well-known 

characters. ‘We probably have more 

Americans staying there than we do in the 

rest of the house,’ says owner Nici Jones.

Another tactic is to address US visitors’ 

concerns about travelling in the wider UK. 

33% of holidaying Americans visited an 

English region outside of London in 2015. 

With around 3.3m visits across Britain in 

total, that 33% adds up to a huge number 

of tourists, but there is obviously the 

potential to attract even more. So what 

might be keeping the 67% away? 

VisitBritain research shows that a big 

‘Americans count for one in seven nights spent in 
B&Bs by inbound visitors – a great opportunity’

If you are near a 
heritage site such 
as Highclere Castle, 
try to get listed on 
its website

Downton Abbey 
has only increased 
US visitors' appetite 
for our history

Feature

concern is nervousness about driving in 

the UK, with 54% of Americans who had 

not been beyond London citing a 

reluctance to get behind the wheel. To 

allay concerns, you could team up with 

local transport providers, give detailed 

instructions about public transport on 

your website, or perhaps even write a blog 

post about driving in the UK, showing you 

care about their concerns. 

Defi ne your off er
With Americans accounting for one in 

seven nights spent in B&Bs by inbound 

visitors, there is a great opportunity for 

smaller accommodation operators. But 

how do you ensure you live up to their 

expectations? Nici from Three Abbey 

Green says it’s important to be clear about 

what you can and can’t offer. She says, ‘As P
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Americans are a major market for British tourism. But how do you attract 
and satisfy citizens from the world's most developed service culture?

Three Abbey 
Green in Bath has 
its very own 'Jane 
Austen' wing

The buck stops 
here: American 
tourists spent 
£3bn in Britain 
during 2015
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a B&B, we don’t offer services such as a lift 

and a night porter, and because of listing 

issues some bathrooms are not en suite 

– which many US visitors expect.’ To avoid 

confusion, she says, it’s vital to be upfront 

about what you are offering before guests 

arrive. This is particularly important when 

you’re using online travel agents (OTAs), 

as small B&Bs often sit alongside large 

hotels with extensive facilities. 

If you do have features or facilities that 

US tourists are likely to welcome, feature 

them prominently on your OTA listings. 

The Grange in York is an AA four-star 

hotel that attracts many visitors from 

across the pond and recently welcomed 

popular talk-show host Ellen DeGeneres. 

Many come via its Expedia listing, which is 

the number-one OTA in the States. 

‘We always make it clear just how close 

we are to the town centre and local 

amenities,’ says the sales and marketing 

manager Helen Smith. This is certain to be 

a big draw to those who don’t like to drive. 

Adds Helen, ‘We’ve also had a recent 

refurbishment with two new lifts. 

16   I   Quality  Edge   I   Issue  23 www.visitengland.org

■Make the most of their 

love for our heritage. 

Consider developing a 

package in conjunction 

with a local attraction, 

then promote this in your 

marketing materials.

■Many don’t like to drive 

in the UK. Give them an 

alternative by posting 

clear travel information 

on your website.

WELCOMING AMERICAN TOURISTS: 5 TIPS
■Americans may expect 

certain ‘luxuries’ as 

standard. Be absolutely 

up front about what you 

can and can’t off er.

■ Show them some ‘real’ 

England. Tori’s US guests 

at the Yew Tree enjoy 

drinking real ale, putting 

vinegar on their chips and 

admiring the quirky 

décor in the pub.

■ Finally, accept 

American Express. It's a 

card of choice among US 

visitors and may help 

transactions go smoothly.

«

‘To avoid confusion,  
be upfront about what 
you are off ering 
before guests arrive’
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 ‘Americans 
 love warmth 
 and welcome’

AS THE ANCESTRAL home of the fi rst president 

of the USA, Sulgrave Manor in Oxfordshire 

attracts its fair share of US visitors – with 22.8% 

of non-group adult visitors being Americans, 

according to general manager Cymon Snow. 

‘To attract US visitors,’ says Cymon, ‘you 

need to do much of your work “on the other 

side of the Atlantic” – because US visitors 

often organise details of their holidays in 

advance, to make the most of their travel time.’ 

He works with two tour operators; takes 

part in events in the US; and plans to attend 

VisitBritain travel trade shows in New York in 

order to build further links.

But the key when Americans arrive, he says, 

is service. ‘I lived in the States in the eighties, 

and I fi nd the people there to be most 

welcoming. If you can off er some of that 

warmth and welcome back to them, they will 

love it. Smile, chat, and have empathy. Look 

after them and they will respond to that.’

Cymon Snow is 
general manager 
of Sulgrave Manor 
in Oxfordshire,
 the ancestral
home of George 
Washington

The memorial 
to George 
Washington at 
Sulgrave Manor

Americans tend to have a lot of luggage, so 

we’ve mentioned them in our write up.’

Meanwhile, build a professional-but-

friendly relationship with guests if you 

can – and understand guests’ desire to do 

the same with you. ‘They fi nd out your 

name, and like to talk to you and really 

get to know you,’ says Tori from the Yew 

Tree. ‘We’ve had people who stay with us  

actually throw us a party on the last night.’

Share your knowledge
Remember that US guests are likely to be 

information-hungry, says Terry Holmes, 

executive director at Red Carnation 

Hotels, and an expert in the market. At 

the high end, Americans love using a 

knowledgeable concierge, he points out. 

As a small business owner, think about 

local knowledge you can share to help 

guests make the most of their visit.

But retain your discretion, warns Terry. 

‘The one thing I would avoid doing this 

year is discussing politics,’ he says. ‘They 

have strong opinions on their politics 

– and at the moment the country is split.’

Be aware of linguistic differences, too. 

A king-size bed in the US is bigger than a 

king-size in the UK, Nici points out, so an 

American’s complaint about bed size may   

be based on a cultural misunderstanding. 

Floor numbers are different, too – the 

second fl oor there is the fi rst fl oor here. 

Two countries divided by the same 

language? Yes, but with much in common, 

and many opportunities for our industry.
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How do you build a thriving self-catering business 

from the ground up? Wendy Johnson gets some tips 

from Yorkshire business owner Ruth Rowland

«
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Ruth Rowland 
opened Wolds 
Edge Holiday 
Cottages with her 
father in 2011

 

Wolds Edge Holiday Cottages, Yorkshire Wolds
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FOCUS ON...

«

older people depending on the time of 

year, so we deliberately didn’t create 

anything permanent like a playground 

that might unbalance the remote, rural 

feel or be a turn-off to some guests. 

Instead, we offer ‘pop-up’ facilities – tents 

and den-building for younger children, 

board games and books for older ones, and  

badminton rackets and birdwatching 

equipment for adults. When they’re packed 

away, the next guest never knows what 

went before and can feel that they’re the 

only people to stay here. That’s our aim.’

Starting slowly
When Ruth and her father bought the site 

back in 2010 it was just an empty fi eld 

with planning permission for holiday 

accommodation. It took a year to get the 

fi rst lodge up and open for guests. Says 

Ruth, ‘When I fi rst walked onto the fi eld it 

reminded me of being a child, so I knew it 

was a magical spot, even before we began 

T
he Yorkshire Wolds may not be as 

famous as the neighbouring North 

York Moors National Park or the 

nearby Yorkshire Dales, but that’s exactly 

why the area appeals to those lucky enough 

to have discovered it for themselves. And 

its wide open spaces, big skies and sense of 

complete escape are perhaps best enjoyed 

in the freedom of a self-catering break, 

where visitors can imagine they have this 

little-known gem all to themselves. 

Wolds Edge’s four-star Gold holiday 

lodges – opened in 2011 by Ruth Rowland 

and her father – aim to give guests that 

freedom, but with the support and local 

knowledge of Ruth when needed. A win at 

the VisitEngland Awards for Excellence 

2016 refl ects the success of that aim – 

Wolds Edge won Silver in the self-catering 

category, sponsored by Cottages.com.

‘We want every guest to feel like Wolds 

Edge exists just for them,’ says Ruth. ‘We 

get a mix of families, younger couples and 

 host
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most desire. When we fi rst started, we only 

offered lodges with two bedrooms, which 

meant we appealed mostly to families. 

Then I realised through the enquiries we 

were getting that there was a huge amount 

of interest from couples, so we added the 

one-bedroom lodges with hot tubs.’ 

Indeed, Ruth is continually evolving her 

business in order to meet demand. ‘We 

have a three-night minimum stay on our 

lodges. That’s because of the costs of 

changeover after each stay and to ensure 

we don’t have lodges standing empty on 

the nights either side of a one-night 

booking. We started getting lots of 

enquiries for one-night stays and I didn’t 

like having to say no, so we considered the 

other options and that’s how our two snug 

‘If I gave just one piece 
of advice it would be to 
take time researching 
hard from the start, 
because you can’t go 
back and undo things’

«

Impeccable: before 
visitors arrive, Ruth 
puts the fi nishing 
touches to the lodges 
and huts herself

Guests can 
choose from 
numerous 'pop 
up' facilities

Guests can enjoy  a 
'welcome breakfast 
basket' on arrival

Unique: each 
lodge has its 
own distinct 
features

Feature

7.00am 
I arrive at the lodges, which are about a 

mile from my home, and do a hot tub 

check. Then I head back home to get my 

boys dressed and off  to school. 

8.45am-10.00am
I go back to the lodges and, if it’s a 

changeover day, I’ll spend this time in the 

welcome room saying goodbye to each 

guest and collecting their keys.

10.00am 
The changeover team arrives. I check 

there are no major problems waiting for 

them, then travel into Pocklington to 

collect bread, milk and other things from 

the deli for our breakfast baskets.

11:30am
I make my way back to the lodges to 

prepare the breakfast baskets, fi rewood 

and anything else that might need to go 

into the properties.

12:30pm-2.30pm
I’ll check the hot tubs again and then 

start following the changeover team, 

doing checks and putting the fi nishing 

touches on the lodges. I do this before 

every single guest arrives, which takes 

time and can be quite pressured if we 

have a busy day, but is part of 

maintaining our high standards.

3.00pm - 5.00pm
This is our usual welcome time for 

arriving guests, but it can go on well into 

the evening as we’re quite fl exible.  

5.00pm - midnight
I’ll get tea for the kids and put them to 

bed, then do emails from the day – 

answering enquiries, making bookings 

and possibly taking phone calls. It can be 

gone midnight by the time I switch off  the 

computer and get to bed… but I love it.

A DAY IN THE LIFE

shepherd huts came to be. The costs of 

cleaning and replenishing these smaller 

properties is much lower, so we’re able to 

offer one-night stays as a cosy and 

romantic option for couples. It’s a great 

new market for us.’

Supporting guests
For many, the freedoms of self-catering 

are appealing: you’re liberated from set 

meal times and have plenty of space and 

distance from the host, staff and other 

guests. But are Ruth’s guests left to fend 

entirely for themselves? 

‘Not at all. They know I’m here whenever 

they need me,’ she says. ‘I try to greet every 

guest myself. All our lodges are different, 

so I’ll give them a personal tour based on 

what’s special about their own 

accommodation. Sometimes we have 

arrivals at 2am so there’s a key kept safe for 

that eventuality, but I have my phone on 

24 hours a day and I’ll answer in the 

middle of the night. It rarely happens, but 

issues could range from something like the 

cooker not working to Wi-Fi being down. 

‘Everyone’s idea of an emergency is 

different and you have to respect that. I 

have to shake myself awake and deal with 

it as politely and enthusiastically as I 

would at any other time of day.’

As well as giving guests personal 

attention, Ruth takes time to think about 

what people will need, or want, while 

they’re staying. This ranges from free 

Wi-Fi to all those little essentials such as 

tea, coffee and sugar that can get 

overlooked in packing for a holiday. It 

includes some more unusual activities, 

too, to complement the ‘pop up’ facilities 

mentioned earlier.

‘We’ve set up a geocache,’ says Ruth, 

‘and hidden the caches with treats for 

children. It’s like a treasure hunt you can 

do on your phone. We’ve also introduced 

Nordic walking and run Nordic walking 

weekends, which have been really 

successful. And, to get people out and 

■When problems arise, 

Ruth advises turning to 

the four Ps... 

Prevention: ‘Learn to spot 

and resolve potential issues 

before they escalate.’

Preparation: ‘Know in 

advance what you’ll do if the 

worst happens. If our boiler 

breaks, for instance, every 

lodge has an immersion and 

oil heaters, so people’s stay 

won’t be disrupted.’

Pro-active: ‘Whatever 

happens, show that you’re 

dealing with it quickly.’

Positive: ‘Stay smiling, for 

the guests’ sake and also 

for your own.’

■When fi tting out and 

decorating your property, 

remember that it isn’t so 

much about refl ecting 

your own personal tastes 

as creating something 

people will want to stay in. 

Ruth has found other 

creative ways to introduce 

her own style to her 

business, for instance by 

introducing hand-painted 

signs around the site. 

■ Start slowly and research 

thoroughly from the very 

start – it's very diffi  cult to 

go back.

■Support your local 

community and you’ll 

fi nd they will support you.

RUTH'S SELF-CATERING TIPS

work here.’ With the land secured, Ruth 

set about researching self-catering lodges 

to get an idea of what was possible. ‘I 

viewed around 12 different lodges in 

Yorkshire and Dad did the same down 

south. If I had to give someone going into 

this business just one piece of advice it 

would be to take time researching hard 

from the start, because you can’t go back 

and undo things. If someone gave me the 

business fully formed as it is today and 

asked me to run it, I couldn’t do it – it 

would fl op. But we’ve built it up slowly and 

I’ve learned a lot along the way.’

Ruth says that listening to her guests 

over the past fi ve years has been vital in 

driving the business forward. ‘It’s 

important that we give people what they 
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about, we provide wellie boots. That gives 

guests who might arrive without their 

wellies access to the countryside.'

Team work
In addition to her dad’s support, Ruth has 

a small team of staff and has taken great 

care developing an exceptional group. ‘My 

changeover team is brilliant. I give new 

staff a trial and if they’re not up to it then I 

won’t keep them. It sounds harsh but 

things have to be done to a certain 

standard. I always try to enthuse people 

when I’m working with them and make 

each day a bit exciting, so that it’s not just 

coming to work and cleaning a lodge. As 

long as the staff are happy, I’m happy.’

From an empty fi eld to an award-winning 

holiday site – growth at Wolds Edge has 

been nothing if not impressive. So what  

next for Ruth’s ever-evolving business? 

‘We do have an exciting plan afoot, but I 

can’t say too much yet. I certainly can’t see 

myself doing anything else.’
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Meet the markets
It’s a process called visitor 

segmentation. And 

understanding how it 

works could help you 

attract the right kind of 

people to your business 

and grow your share
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OUR SECOND 

SEGMENT 

loves a beach 

break. In fact, 

86% of this 

average-income group spent 

their last holiday by the 

seaside. They’re also looking 

for a good range of outdoor 

and kid-friendly activities. It 

will come as no surprise, then, 

to discover over half of them 

(52%) have children to please.  

To attract this crowd, 

consider tweeting pictures 

of local beaches: 83% spent 

time at the beach on their 

most recent short break, and 

they’re the group most likely 

to use social media (68%). 

Similarly, if you off er child-

friendly activities yourself, or 

if there is plenty to do for 

kids at nearby attractions, 

make the most of this on 

your website and in your 

social media marketing. 

Potential prospects might 

include families who visited 

you in previous years: one of 

this segment’s top-cited 

attitudes to holidaying in 

England was that it ‘makes 

me want to return again and 

again’. Try to collect email 

addresses for future 

reference – with guests’ 

permission, of course.  

Feature

IF YOU RUN a 

rural B&B or 

holiday let, 

you’ll know 

this group 

well. These are mainly 

empty-nesters who enjoy 

mostly traditional pursuits: 

exploring small towns and 

countryside, and visiting 

heritage attractions, 

galleries and gardens. 

Off ering information about 

these activities is a must.

They like to ‘eat and drink 

local food or produce’. So 

you might promote your 

use of local produce, 

recommend farmers’ 

markets, or partner with 

independent restaurants to 

provide a discount.

They are more likely to 

prefer the ‘personal touch’ of 

a B&B or holiday let over a 

hotel, and the majority book 

with the accommodation 

provider rather than via an 

intermediary. Be prepared to 

manage your own bookings.

I
n your business, do you have a clear 

understanding of the kinds of visitors 

you’re trying to attract? At fi rst 

glance, it might sound like a simple enough 

question, but often it’s anything but.

That’s because building up a ‘persona’ of 

your ideal customer is part art, part 

science. Yes, you need plenty of 

experience under your belt meeting and 

talking to your visitors, but it also pays to 

have data about what different people 

want. Knowing how old they are, how 

much they earn, and how they research 

their holiday will help you market your 

business as precisely as possible.

To help with this process, VisitEngland 

has taken existing data about domestic 

tourist demographics, behaviours and 

attitudes, then used it to ‘segment’ the 

market into fi ve distinct groups.

These fi ve groups have some very 

different ideas about what makes a great 

holiday, and understanding exactly what 

people want from their break could help 

you attract their business. Here are the 

fi ve segments, along with a few ideas for 

turning your chosen tribe into customers.   

FUN IN THE SUN

COUNTRY-LOVING TRADITIONALISTS 

30%
MARKET 

SHARE

Country lovers 
often make their 
bookings directly, 
so manage the 
process yourself

20%
MARKET 

SHARE

Many sun seekers 
come with kids: 
promote child-  
friendly activities

Smart online 
marketing is a   
must with  
mini-breakers

FOR THESE 

TRAVELLERS, 

city life is the 

only life. They 

are a slightly 

younger than average bunch 

who don’t tend to have 

children (only 17% do) and 

are more likely to be single 

than other groups (38%). 

They like short breaks to 

large towns and cities, where 

they enjoy shopping, cultural 

attractions and events.

To reach this young and 

carefree group, your digital 

strategy needs to be at its 

sharpest: this is the segment 

most likely to book online 

(71%) and is a strong user of 

social media. Focus your 

digital marketing on 

interesting activities and play 

up proximity to shops, 

museums, galleries and 

venues – and mention 

transport links. To target this 

group even more precisely, 

try off ering ideas for things to 

see and do that are focused 

on festivals, events, shops 

and local attractions.

FREE AND EASY 
MINI-BREAKERS

26%
MARKET 

SHARE
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■Country-loving traditionalists

Empty-nesters seeking a traditional 

rural break. Love unspoilt countryside, 

walking and visiting heritage attractions 

– and sampling local food and produce.

■ Fun in the sun

Beach-loving families with kids in tow. 

Travel in-season and prefer outdoor 

activities. Did we mention the beach?

■ Free and easy mini-breakers

Childless city-breakers who visit cities. 

Lovers of urban fun such as nightlife, 

museums, shopping and events.

■Aspirational family fun

High-income and often London-based 

families who can aff ord to try a wide 

range of activities – and take more 

holidays than the other segments.

■ Fuss-free value seekers

Empty-nesters on a budget, who enjoy 

a seaside holiday that doesn’t take too 

long to reach. Public transport links are 

often vital for this group. Less digitally 

active than other segments.  

AT A GLANCE:
FIVE SEGMENTS

, 

OUR FINAL 

TRAVELLERS  

are typically 

retirees on a 

budget who 

are seeking good-value 

beach holidays that have 

convenient transport links.

This is the group most 

loyal to England: for 34%, in 

fact, it’s the only place 

they’ll consider. They’re 

most likely to stay in a hotel 

(41%), but are more likely 

than average to stay in a 

caravan or holiday camp.

Watch your costs: 65% 

have a household income of 

under £20,000 per year. 

Discounts may work. But 

remember that while 53% 

booked online, they’re the 

group least likely to do so, 

so consider print promotions 

as well as online vouchers.

Online, include details 

about public transport links, 

so guests can reach you and 

access local facilities in a 

cost-eff ective way.   

FUSS-FREE VALUE SEEKERS

11%
MARKET 

SHARE

TYPICALLY 

LONDON-

BASED, high-

earning under-

fi fties with 

children at home, this is a 

media-savvy crowd who 

enjoy family-friendly 

pursuits – from beach 

activities to cultural events.

Their high spending 

power – 45% earn more than 

£45,000 per year – means on 

average they take more and 

longer holidays than other 

groups, which off ers them 

more choice in what they do.

In fact it’s their breadth of 

interests, rather than any 

single focus, that’s the 

striking feature of this 

segment. If you’re a hotel or 

high-end B&B, consider 

listing a wide range of 

original, local activities – not 

only on your own website, 

but on information you 

create for aggregator 

websites, which this group is 

the most likely to use to book.

This is also an information- 

hungry crowd, so let guests 

know what’s going on when 

they visit. And, even though 

you probably have Wi-Fi, 

consider stocking public 

areas with newspapers, which 

they will avidly consume.

ASPIRATIONAL FAMILY FUN

childr

12%
MARKET 

SHARE

Take a look at the research by 

visiting www.visitbritain.org/

visitor-segmentation

List lots of original 
and exciting local 
activities to attract 
the family-fun group

Value seekers may 
respond to off ers 
and promotions in 
print and online
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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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   How 
 does   your 
 garden 
 grow?

I
s there a more quintessentially 

English pastime than a summer 

afternoon of pottering in the garden? 

Our national passion is in the spotlight 

this year thanks to VisitEngland’s Year of 

the English Garden 2016, designed to 

celebrate our country’s glorious gardens 

and the 300th anniversary of Lancelot 

‘Capability’ Brown – famous landscape 

architect and royal gardener. Brown 

shaped England’s landscapes in ways that 

can still be appreciated today, from 

Longleat in Wiltshire to Alnwick Castle in 

Northumberland. In fact, he’s been 

associated with as many as 260 sites 

across the country. But you don’t need his 

skill or acres of land to create a garden 

with a wow factor. For attractions and 

accommodation providers, a beautiful, 

well-designed outdoor space really can 

have people coming back for more. 

‘Take just as much care of the garden as 

the house,  to ensure it refl ects the quality 

of your business,’ says Geoffrey Ward, who 

runs four-star Gold Littlecourt Cottages 

self-catering properties in Sidmouth, 

To celebrate 

VisitEngland’s Year of 

the English Garden 

2016, Wendy Johnson 

looks at ways to make 

a national obsession a 

big selling point for 

your business P
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Cover feature

Devon, with partner Selwyn. ‘Make it look 

inviting. If you welcome guests 52 weeks 

of the year as we do, then your garden 

should have year-round colour. Try 

evergreens if you want a low-maintenance, 

all-season garden. There’s such a wealth of 

different sizes, shapes and shades that you 

can use to great effect.’ 

Anne Haywood, who runs four-star 

Weobley Cross Cottage B&B in the 

Malvern Hills with husband Peter, agrees 

that a garden for all seasons is key. 

‘Mid-June to late-July is when our garden 

is at its most colourful with fl owers. But 

we have fruit trees for autumn interest 

and a bed of dogwoods whose bright red 

stems catch the winter sun. It’s a lovely 

focal point from the house.’ 

And you don’t have to rely solely on 

plants for colour. ‘We’ve put up feeders 

and nest boxes, which are loved by guests,’ 

continues Geoffrey. ‘Birds like goldfi nches 

and robins add their own splash of colour 

and sound to the garden all year.’ 

Take inspiration from other gardens 

near you. In fact, if your neighbour is 

growing a plant with great success then it 

probably means the soil and conditions 

are right for you to grow it too. You could 

pay a garden designer to plan the layout 

and plant selection, or do it yourself and 

ask a green-fi ngered friend or neighbour 

to help. Most importantly, make a start.

‘Don’t be put off just because your 

garden looks wild right now,’ says Mark 

Birtle, Head Gardener for 21 years at 

Wynyard Hall gardens in the Tees Valley. 

‘Think ahead to what it could become. 

When we started we were waist-high in 

Ç
Geoff rey 
Ward from
Littlecourt 
Cottages in 
Sidmouth

Open all year? 
Then try to 
plant for  
year-round 
colour, too

Well-placed 
seating will go 
down well with 
your garden-
loving guests
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‘The joy of a pot is that it’s easily moved. 
If something has fi nished for the season, 
put one in the space to fi ll it with colour’

«

Off ering visitors free 
fresh fruit from the 
greenhouse was a big 
success at The Lost 
Gardens of Heligan

Herbs such as 
lavender are 
colourful and 
fragrant, and a 
great way to 
attract bees

@VisitEnglandBiz

‘My guests are  
 greeted with 
 garden views’

THE GARDEN AND house of Kelling House in 

Lincolnshire was derelict when Sue Evans 

arrived in 2000. In 2009, she opened it as a 

B&B that now features in Alastair Sawday’s 

Special Places to Stay in Britain for Garden 

Lovers, which is where many guests discover it. 

Says Sue, ‘My guests are greeted with views 

of the garden on arrival, along with the scent 

of herbs at the front. I’ve created walkways 

among the cowslips and wildfl owers within 

the wild garden as I think it’s nice to have a 

few quiet nooks and crannies to explore. 

‘I keep leafl ets about local gardens that 

people can visit or they might simply relax 

here. Everything is on the sunny south-facing 

side, so the terrace seating is popular and I’ve 

placed a shady bench in a wooded area for tea.

‘A highlight is my rare Ginkgo Biloba tree, one 

of the oldest living tree species, which is truly 

special. But, like every gardener, I have disasters 

and get things I don’t want. I’ll be spending this 

afternoon digging up dandelions.’

Sue Evans runs 
four-star B&B 
Kelling House, 
featured in 
Special Places to 
Stay in Britain for 
Garden Lovers

Cover feature

Kelling House: 
guests arrive to 
the scent of herbs

evening glass of wine spot – a swing seat 

looking out to sunset. We provide wine 

glasses and a corkscrew, work out the 

sunset time and pass it on to guests. If it’s 

a warm day they almost always go for it.’ 

A glorious garden should be a selling 

point for your business, so explore ways to 

promote it to key audiences. Littlecourt 

moved,’ says Anne. ‘We can change the 

garden around without much effort, which 

is great when we have regular visitors and 

want it to appear different to last time. Or, 

if we end up with something in the beds 

that has died or fi nished for the season, I 

put a pot in the space to fi ll it with colour.’

Herb pots are a wonderful choice. They 

are easy to grow, colourful, fragrant and 

great for nature – bees and bats love 

lavender and rosemary. Herbs also have a 

practical use. ‘We leave them around for 

guests to use in cooking, which they love,’ 

says Geoffrey from Littlecourt Cottages.

Similarly, accommodation providers 

and attractions with fruit trees or bushes 

can share their produce with visitors and 

guests. According to Iain Davies, Head of 

Gardens and Estate at The Lost Gardens 

of Heligan in Cornwall, this can have a big 

impact. He says, ‘We have a huge peach 

house here and surprise our visitors by 

bringing out a tray of fresh peaches. They 

think it’s great. It’s important to send 

people away with a special memory.’ 

You don’t need to operate on such a 

grand scale. A breakfast bowl of fresh 

summer strawberries from your own patch 

can be a nice personal touch for guests.

‘We have several fruit trees, so autumn 

is spent making damson and plum jam,’ 

says Anne. ‘It’s simple to do and is popular 

at breakfast. People love eating something 

homemade from our little orchard.’

Sitting comfortably
Making the most of your location can give 

your garden, and business, that unique 

selling point. Geoffrey says, ‘We’re in a 

part of the country where we can grow 

something a bit different – things that like 

heat and sunshine. We’ve planted 

bottlebrushes and interesting Australian 

and New Zealand plants. They always 

attract admiration and interest.'

Once you’ve put in the time and effort to 

establish a beautiful garden, give people 

spaces to enjoy it at leisure, whether that’s 

a picnic spot, bench or swing seat. Anne 

believes thoughtfully placed seating has 

been the single most impactful addition to 

her garden. She has created six or seven 

seating spots suited to different times of 

day. ‘Perhaps the most popular is our 

Try some of these 

simple garden tips from 

Geoff rey Ward at 

Littlecourt Cottages.

■Off er enticing spots to 

sit in. If you can’t install 

permanent seating, then 

make picnic blankets or 

deckchairs available for 

warmer evenings. 

■ Size really doesn’t 

matter. Colourful potted 

plants, meandering paths, 

mirrors or wide open 

views can create the 

illusion of space – use 

them to open up small 

garden areas.

■Bring the outdoors in. 

We place fresh fl owers in 

the cottages and leave 

potted herbs for guests to 

cook with, but you could 

serve homegrown 

tomatoes at breakfast or 

homemade jams if you’re 

running a B&B.

■Keep your lawn mown. 

Keeping the edges tidy 

really smartens it up too.

■Make yourself known. 

Visit gardens,  gardening 

shows and events to reach 

an appreciative audience.  

Or hold a garden open day 

for a local charity.

Cottages has won the Sidmouth in Bloom 

prize for ten years running and has earned 

a place in the National Gardens Scheme’s 

‘yellow book’, a guide to exceptional 

gardens and their open days. 

‘I’d recommend getting involved because 

you get a lot of holidaymakers looking 

around on your open day,’ says Geoffrey. ‘I 

open to the public just twice a year, so it’s 

not a huge time commitment and we’ve 

picked up lots of new guests this way.’

Regional gardening events can also 

bring an infl ux of keen gardeners to your 

doorstep. Near Anne’s B&B, the renowned 

annual RHS Malvern show brings 

back-to-back bookings and she is already 

taking bookings for next year’s show. ‘Tap 

into local gardening events and promote 

yourself there where possible,’ she says. 

‘We have our name down with the Three 

Counties Showground that runs the RHS 

event and we’re in Alastair Sawday’s 

Garden Lovers guidebook. That means 

people seeking a place to stay with a great 

garden will come across us more easily.’

It’s always worth investigating what’s 

happening in your local area; the RHS is 

holding 17 shows this year, there are 

countrywide celebrations planned for 

‘Capability’ Brown’s 300th anniversary 

and National Gardens Scheme open days 

take place throughout the year.

AT A GLANCE:

GORGEOUS GARDENS

nettles, docking and every other perennial 

weed you could think of. Now visitors 

come from all over to walk around our 

two-acre rose garden, which we opened 

last year. It’s got 3,000 roses, fountains, 

waterfalls and paths everywhere.’ 

Small spaces, big impact
Most people will have signifi cantly less 

than Mark’s two acres to work with, but if 

you’re particularly tight on space there are 

creative solutions. 

‘The lady who owned our cottage before 

us designed the garden incredibly well,’ 

says Anne from Weobley Cross. ‘It’s not 

large, but because the paths meander 

through it you rarely walk in a straight 

line. As you turn each corner, a different 

vista opens up and you fi nd yourself in a 

different pocket of the garden. It gives the 

impression that there’s much more than 

there really is. I’ve seen other small 

gardens directing the gaze towards a great 

view or using well-positioned mirrors – 

there’s no end to the possibilities.’

Pots and planters are perfect for small 

spaces. ‘The joy of a pot is that it’s easily 

Find out more about 

VisitEngland’s Year of the English 

Garden and access promotional

materials at www.visitbritain.org/year-

english-garden-2016
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Feature

To mark the launch of several new best practice videos on VisitEngland’s Business 

Advice Hub,  Christine Faughlin talks to accommodation providers and attractions 

who won at the VisitEngland Awards for Excellence 2016. From sourcing local food 

to providing access for all, they off er tips to inspire you to achieve your very best
DOGS ENJOY EXTRA-SPECIAL attention at 

the Old Swan & Minster Mill in Oxfordshire.  

There are pet-friendly bedrooms opening 

onto fi elds, comfortable dog beds, separate 

dining areas for those with pets, and 

home-cooked meals. There's also a particular 

accessory that delights guests of all breeds. 

‘We provide a special doggy bandana and we 

encourage all our dogs staying to wear it,’ says 

Adrienne Eastwood, Group Director of 

Marketing. ‘We are very clear about being a 

dog-friendly establishment,’ she continues. 

‘We learn all we can about their needs and 

expectations at the booking stage, so we can 

make sure they’re all met.’ 

You’d be forgiven for thinking that a dog-

friendly business is all about the dogs. While 

they do enjoy special attention, it’s ensuring 

all guests are catered for that’s led to success.

Of the 54 rooms available, only 18 are for 

guests with dogs so it’s important that 

everyone is comfortable. The way to ensure 

this, says Adrienne, is to ensure visitors follow 

a few simple guidelines. ‘Our rules relating to 

pets are well-defi ned, so staff  and guests 

know exactly what to expect.’

Shining 
examples
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‘Be a dog-friendly business’

‘We learn all we 
can about our 
guests' needs and 
expectations at the 
booking stage’

 Crewe Hall in Cheshire won Gold for the Business Tourism Award

SUCCESSFUL BUSINESS tourism 

requires careful pre-event planning, 

to ensure all guests are catered for, 

all of the time. Mart Lowerse, 

General Manager of Crewe Hall in 

Cheshire, says communicating well   

with hotel staff  is crucial.

‘We have regular meetings before 

and during events, so that everyone’s 

fully briefed,’ says Mart. ‘When you’re 

catering for a large event with 250 

delegates and elsewhere in the hotel 

is a smaller one for 10 to 20, it can be 

easy to put your focus on the bigger 

event. We don’t get caught up in one 

at the expense of another.’

Mart's fi rst rule for achieving this? 

‘Have the right team in place,' he says.

‘We have regular 
meetings, so 
everyone's fully 
briefed’

‘ Make visitors  
 feel special’

IT CAN BE CHALLENGING for large attractions 

to ensure the visitor experience isn’t an 

anonymous one. So how can you off er a 

personalised feel when visitor numbers are 

growing? Jo Beggs, Head of Development at The 

Whitworth in Manchester, says it’s down to 

face-to-face interaction – and lots of it.

‘Every visitor is greeted on arrival and, 

throughout their visit, they’ll encounter plenty 

of interaction with everyone from visitor service 

staff  to volunteers off ering insightful 

information about the space.’

This is complemented by activities tailormade 

to diff erent groups, including young people, 

students and people with dementia. ‘We go out 

to the communities and we engage with them to 

come and use this space,’ say Jo.

Manchester's Whitworth  Art Gallery 
was the Gold winner of Large Visitor 
Attraction of the Year

‘Source great 
 local food’

TUCKED AWAY IN GISBURN in Lancashire is La 

Locanda, a restaurant that prides itself on 

creating authentic Italian dishes. That dedication 

to authenticity, however, doesn’t rely solely on 

imported Italian ingredients. Instead, owner 

Maurizio Bocchi looks to his neighbours.

‘When Margaret Thatcher said Britain was a 

nation of shopkeepers, she was right,’ says 

Maurizio. ‘You can get everything here! We 

source 90 per cent of our produce within a 20-

mile radius of the restaurant. By sourcing locally, 

you support small businesses and can guarantee 

quality and freshness. I’m always looking locally 

for ingredients, by meeting with suppliers,  

taking trips to farmers markets and even 

foraging for nettles by the riverbank. It’s so much 

better than pressing a button on a computer.’

Rural Lancashire's family-run Italian 
restaurant La Locanda was the Bronze 
winner of  the Taste of England Award  

Situated next to the River Windrush in the Cotswolds, the Old Swan & Minster 
Mill was the Bronze winner of the Dog Friendly Business of the Year

‘We source 90 
per cent of 
our produce 
within a 
20-mile radius’

‘Visitors are 
greeted on 
arrival 
and during 
their visit’

‘Communicate as a team’
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‘Cater for all visitors’ ‘Market your 
 way to success’

THE SPECTACULAR ROMAN BATHS in Bath is 

nearing the end of a ten-year journey to 

become accessible to all. The site, which 

refl ects many layers of history from Roman   

through to Victorian times, is now 90% 

accessible, despite its status as a Scheduled 

Ancient Monument and Grade I listed building. 

While major work such as installing more lifts 

was a part of the process, some of the most 

eff ective changes were simple to implement.

Says Visitors Services Manager Katie Smith, 

‘We made information available to people in 

various formats. For visitors with sensory 

impairment, we have the audio guide in 

British Sign Language, and a fully scripted 

tour for visually impaired people. We've also 

got large print, braille and tactile signage.’

On top of this, there are accessibility guides 

available on the website and on site.

There’s also a sheet for people with autism. 

Says Katie, ‘They can fi nd out what to expect 

when they come. The sheet explains sounds, 

sights and smells, and anything unusual. The 

staff  have had lots of training in how people 

with autism need help, and will off er that help 

at the fi rst signs of anyone needing it.’

THE CARTFORD INN, a 17th century coaching 

inn on the banks of the River Wye, is steeped in 

history. But when it comes to promoting the 

multi award-winning pub, restaurant and deli, its 

owners have a thoroughly modern approach.

‘My wife’s many hours of commitment to 

Facebook, Instagram and a bit of Twitter has 

proven to be worthwhile,’ says the Lancashire 

inn's owner Patrick Beaume. ‘She's now got over 

6,000 followers on Facebook.’

The key, according to Patrick, is to make an 

eff ort to truly engage people on a personal level. 

‘It's not just about pictures of the food,’ he says. 

‘It's about people. Sometimes she posts pictures 

of staff  and what they've achieved – maybe not 

at the pub, but something on a personal basis. 

People are interested.’

■Engage on social media.  

Post questions to 

encourage responses, 

respond to comments 

(good and bad), and be 

creative with hashtags.

■Recruit outside the box. 

Look for staff  who can 

off er something extra. It 

could be as simple as their 

having a keen interest in 

your product or service, a 

degree in a related topic 

or local knowledge.

■Train staff  in 

accessibility. 

Consider disability 

awareness training for all 

your staff . Also, talk to 

visitors about what 

changes they’d like to see.

■ Love thy neighbour. 

Source products and 

services from your local 

community. You’ll get 

direct and immediate 

access to what you need 

and get your business’s 

name out there locally.

■Enter the VisitEngland 

Awards for Excellence. 

It can help you complete a 

holistic review of your 

business, and drive you to 

excel. Go to www.

visitenglandawards.org.

FIVE WAYS TO EXCEL

The internationally renowned Roman Baths 
won Silver for the Access for All Tourism Award

The Cartford Inn, situated on the banks 
of the  River Wyre in the heart of rural 
Lancashire, was the Silver winner of the 
Tourism Pub of the Year Award  

‘My wife's hours 
of commitment 
to social media 
have proven 
worthwhile’

freetobook

To watch the new case study videos, 

go to www.visitengland.org/

showcasing-best-practice and click 

on 'business development case studies'.

‘We make 
information 
available 
to people in 
various 
formats’
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8 Bugbears
What really annoys people about guest accommodation? MffffffffffffPffffffp looks at 

some of the most frequent irritants, according to visitors and industry writers

Y
ou can't please all of the people all 

of the time. It's a phrase that 

might have been invented for the 

accommodation industry. Read the online 

reviews and travel forums and you'll fi nd 

heated discussions about everything from 

towel art (loved by some and an ‘irritating 

tick’ according to others) to trouser 

presses (hopelessly redundant or 

absolutely essential – discuss). 

But, moving on from the more debatable 

pet peeves, what about those annoyances 

that appear to exasperate people right 

across the board? Quality Edge dons its 

proverbial fl ak jacket to brave the views 

and opinions of blog posters, forum 

contributors and journalists. Here's our 

list of eight bugbears that are universally 

cited as beyond the pale. Avoid them at all 

costs and you may well be pleasing more 

of the people, most of the time.

5 LACK OF CHILD-
FRIENDLY 
FACILITIES
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FIVE FIXES FOR COMMON COMPLAINTS:
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‘‘
We’ve got so much rich 

heritage across this country. 

People come to see cathedrals, immensely 

evocative sites like Stonehenge and the 

Tower of London, and the English 

countryside. In my opinion, heritage is the 

DNA of our country and our tourism offer.    

I think we’ve always been good at 

marketing it, because it’s one of our 

strongest cards. But the landscape for 

heritage tourism has changed. If you go 

back to the Seventies and Eighties – 

before Sunday trading, out of town 

cinemas and the multitude of things 

 Issue  23  I   Quality  Edge   I   37@VisitEnglandBiz

people can now do at weekends – one 

thing they could do was visit their local 

stately home. Now we’re part of a much 

more complicated jigsaw puzzle, so we’re 

having to shout much louder.

Working together
When it comes to heritage attractions, 

every site’s got different attributes. Some 

lend themselves to being a bespoke 

wedding and conference banqueting 

venue, others a day-visit experience and 

many offer both of these. The key is to 

maximise the asset without damaging it. 

It’s also important that businesses work 

with a cluster of other providers to 

become part of a wider visitor experience.  

That’s where guest accommodation 

comes in. Businesses need to partner 

with attractions in their area. And it’s 

important they’ve got good information; 

they need to carry leafl ets, and up-to-

date data about what’s going on at, say, 

Blenheim or Chatsworth on any given 

day. They should also ensure they are on 

local attractions’ website accommodation 

pages. That way, tourists planning to 

visit an attraction or heritage site are 

inclined to book with a recommended 

B&B or hotel at the same time.  

When it comes to visitor profi les, 

North America has always been strong, 

but emerging markets such as the Far 

East, China and Indonesia are growing. 

They have a fascination with our history 

and heritage. They want the scale and 

grandeur of these amazing buildings: the 

lavish interiors and wonderful state 

rooms. And they want to take a bit of 

that back with them on their camera, 

video and iPhone.

To maximise the value of heritage to   

English tourism, it’s crucial 

that businesses collaborate. 

It’s absolutely vital that we 

all work together.

The past master
As CEO of Blenheim 

Palace, John Hoy has a 

unique understanding 

of the role of heritage in 

English tourism

‘‘
FIRST PERSON
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JOHN HOY WAS APPOINTED the fi rst 

CEO of Blenheim Palace in 2003 and is a 

member of VisitEngland’s Advisory 

Board. Previously, he has worked for 

Goodwood, Knebworth, The Tussauds 

Group at Warwick Castle and at Madame 

Tussauds London. At Blenheim Palace, 

says John, ‘We’re walking the corridors 

where Winston Churchill grew up. It’s 

such a signifi cant part of this nation’s 

history – we feel lucky to be here .’

John Hoy: 
'heritage is the 
DNA of our 
country and our 
tourism off er'
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Get practical
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T
he latest Small Business 

Survey from the 

Department for Business, 

Innovation and Skills found that 43% 

of those surveyed listed tax as a 

major obstacle. Tellingly, over half of 

that 43% cited compliance, rather 

than the level of tax, as the key issue. 

That isn’t surprising given the list 

of things to consider – VAT, Income 

Tax and National Insurance to name 

just a few. But help is available. Her 

Majesty’s Revenue and Customs 

(HMRC) has a wide range of 

e-learning programmes, webinars 

and other tools that can ease the 

path, whether you are starting out in 

business, paying employees, 

calculating your tax or deciding 

whether to register for VAT. 

Pauline Blackburn, a member of 

HMRC’s Digital Support for 

Businesses and Agents, says, ‘We are 

very conscious that if you are 

running a business you don’t want 

to step out of your business to do 

some learning. Our products give 

people information when they need 

it at a time that suits them. It 

uncomplicates the tax system and 

gives them step-by-step guidance 

on what they need to do.’ 

Core HMRC resources
 A good place to start is with HMRC’s 

suite of e-learning modules 

covering the key aspects of business 

tax. For example, if your business is 

reaching the VAT taxable turnover 

threshold (currently at £83,000 for 

2016-2017), the e-learning modules 

on Registering for VAT and How VAT 

works can help you understand your 

rights and obligations. The e-learning 

modules include case studies, some 

of them from the leisure and tourism 

industry, making them particularly 

useful. (Details of where to fi nd the 

resources on this page can be found 

at the end of the article.)

 As well as providing plenty of 

background, HMRC also off ers a 

variety of tools that can help you 

keep track of your tax obligations. If 

you want to ensure that you’re 

setting aside enough to cover your 

eventual tax bill, the ready reckoner 

tool will help estimate what your 

annual liability will be. You can also 

fi nd information on recommended 

free or low-cost record-keeping and 

income tax mobile apps, to help you 

maintain your records more easily 

and effi  ciently.  

Dealing with RTI rules
Perhaps one of the biggest helps to 

small businesses concerns a tool to 

help handle Real Time Information 

(RTI). Introduced last year, RTI has 

proved to be a major challenge for 

many businesses. While previously 

employers were only required to 

submit payroll information once a 

year, at the Payroll Year End, now 

employers have to give detailed 

payroll information to HMRC every 

time they pay staff  – a change that 

was introduced to help with planned 

alterations to out-of-work benefi ts.

The whole process is made easier 

with Basic PAYE Tools, free HMRC 

payroll software for businesses with 

fewer than 10 employees. It allows 

you to perform most payroll tasks, 

including working out the tax and 

National Insurance for your 

employees and sending this 

information to HMRC. Even if you 

have payroll software, you can use 

the Basic PAYE Tools alongside it to 

check a new employee’s National 

Insurance number, send an 

Employment Payment Summary, or 

send an Earlier Year Update. And 

bear in mind: getting RTI right is 

extremely important, as there are 

penalties for failing to comply with 

the new timetable.

HMRC on YouTube 
and Twitter
What might surprise some people is 

the sheer range of platforms HMRC 

has embraced to provide handy 

information for businesses. It has 

taken advantage of the user-friendly 

YouTube format by publishing videos 

on basics such as registering as self-

employed, PAYE and record keeping. 

You can also visit the HMRC site to 

register for live webinars; once you 

register, you can also access 

recordings of completed webinars, 

too. Admittedly, there is a lot of 

information out there, available 

across a variety of platforms. The 

best way to access it, in an organised 

and ultimately useful way, is to sign 

up for the HMRC business advice 

email service, which uses details you 

provide to off er targeted 

information when you need it most.

 Says Pauline from HMRC, ‘People 

can sign up for our informative 

emails and we then help them 

throughout their customer journey, 

giving them step-by-step guidance 

about when it's time to budget for 

self assessment or make a payment.  

Also, if we have any particular 

FIVE ESSENTIAL HMRC TOOLS

Discover quick links to all of the resources in this article 

by visiting www.visitengland.org/businessadvice and 

clicking on ‘managing your fi nances’.

■ e-learning modules

This series of overviews describes 

business owners’ tax 

responsibilities, from becoming an 

employer to registering for VAT.

■Budgeting ready reckoner

Worried about how much tax 

you will have to pay at the end of 

the year? Use this ready 

reckoner to estimate your 

liability, so you can calculate how 

much to set aside each month.

 ■Basic PAYE Tools  

The starting point for those with 

fewer than 10 employees, this 

free software allows you to 

perform most payroll tasks, 

including working out the tax 

and National Insurance for your 

employees and sending this 

information to HMRC.

■HMRC YouTube channel

A great way to get a quick 

overview of subjects such as 

registering as self-employed, 

PAYE and record keeping.

■Business advice emails

 Sign up to HMRC's business 

advice emails for targeted 

recommendations, when you 

need them most. The alerts 

will remind you when to 

budget for self-assessment or 

make a payment, and direct 

you to YouTube tutorials, 

webinars and any number of 

other useful tax resources.

www.visitengland.org @VisitEnglandBiz

Get practical
Develop your knowledge and skills with four pages of quick guides and industry tips
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FIVE MINUTE GUIDE TO...

Tax 
Tools

Heather Connon looks at several ways 
HMRC is making it easier for business 
owners to keep up with their tax obligations

products, digital guidance such as 

YouTube videos or webinars that 

might be of interest to them, we 

send them a link through our 

outbound education email service.’

 Finally, sometimes there are 

questions that can’t be answered in 

a video aimed at a general audience. 

Those business owners who are 

struggling to fi nd a solution to a 

specifi c issue can also contact 

HMRC via Twitter @HMRCgovuk.

Says Pauline, ‘Our core purpose at 

HMRC is to help businesses across 

the UK grow, by off ering access to 

digital guides and education that 

helps customers along the way. Our 

feedback suggest that 94% of 

people are extremely satisfi ed with 

our products and fi nd them very 

helpful and informative – 

particularly the YouTube and 

recorded webinars, which they can 

watch at a time that suits them.’

Worried about how 
much tax you'll need 
to pay? Use the 
ready reckoner to 
estimate your 
liability, so you can 
calculate how much 
you should set aside 
each month.

Ready
reckoner
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W
hen it comes to 

organic searches, 

there’s no denying 

that Google is king. The company 

accounts for around two thirds of 

searches in the USA and, 

according to statistics company 

statista, over 80% in the UK. Brian 

Dennehy, the Google-certifi ed 

director of Click Marketing, off ers 

his tips for boosting your Google 

ranking, so potential customers 

see your name in search results.

SEVEN WAYS TO...

Improve your 

Google ranking
Digital marketing guru Brian Dennehy off ers his top tips for getting 
your business noticed with the world’s biggest search engine

1
THINK PAGES, 
NOT WEBSITE
Google search spiders 

look for individual pages 

rather than websites as a 

whole. Stick to one theme per 

page – breakfast menus or local 

attractions – to maximise its 

relevance for specifi c searches. 

Also, every page should have a 

unique page title tag, as this will 

show up as the link to the page in 

search engine results.

2
TAG IMAGES
The more relevant 

content there is for 

Google to search, the 

better your chances 

of being recognised. Add alt tags 

to your images and videos. These 

are non-visible snippets of text for 

blind and visually impaired people, 

read out by screen-reading 

software. Your tagged images will 

then also show up in Google image 

search results and help to increase 

your site's relevance.

3
USE 
KEYWORDS
Think like your 

customer. People 

search by location, so 

if your business is near a popular 

destination or event make sure 

you mention it in your opening 

text. You can also use Google 

Analytics to fi nd out what types of 

keywords and phrases people are 

using to fi nd your site, so you can 

optimise your content.    

6 
BE SOCIAL
The more you 

update your site, the 

more relevant it 

becomes to 

searches. Linking to your active 

social media accounts is an easy 

way to ensure your website is 

refreshed on a regular basis. 

OUR GOOGLE EXPERT
Brian Dennehy is a Google Certifi ed Individual for Google search and 

display advertising as well as Google Analytics. He works with 

businesses of all sizes, helping them maximise their online presence 

and win new clients and customers. While there are some simple 

techniques you can use to help improve your presence in search 

results, he's always the fi rst to tell business owners that creating a 

website that engages people is key. Says Brian, ‘Although these 

seven tips will help to boost your ranking, there is no substitute for 

relevant, quality content. Google’s priority is the user experience.’  

 

Get practical
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5 
LINK UP
Connect with the online 

community and you'll 

get noticed – by  Google 

search robots and web 

users. Inbound links are the key 

here. Partner with local businesses 

to provide link exchanges, or 

comment on well-traffi  cked 

articles and include your web 

address. But pick relevant partner 

sites – Google will penalise you if it 

thinks you are posting random links 

just to improve your ranking.

4
CREATE A 
SITEMAP
Adding a sitemap to 

your website is an 

easy way for Google 

to gather information about your 

site. This is not the same thing as a 

navigation menu – it’s designed for 

search engines rather than users.

7 
GO MOBILE-
FRIENDLY
In 2015 Google 

updated its search 

algorithm to take 

mobile-responsiveness – how well 

your site layout adapts to mobile 

screen sizes – into account. Don't 

ignore this important change – 

more and more people are 

searching on mobile. Google has a 

free mobile-friendly test tool that 

assesses how well optimised your 

site is for this growing market.

Go to VisitEngland’s Online Marketing Toolkit at 

www.visitengland.org/onlinemarketing for more 

advice on promoting your business online

41_Seven_Ways_VE23_Rv2_RP.indd   1 18/07/2016   07:57
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Get practical

Hull's The Deep, 
a participant in 
VisitEngland's 
Visitor Attraction 
Quality Scheme

Some top tips to help you 

manage expectations, from 

Visitor Attraction Assessor 

Ann Bishop.

■ Publish reviews. Provide 

links to TripAdvisor reviews 

on your website home page. 

Also, include reviews and 

recommendations from 

visitors on your website and 

your leafl ets.

■   List attractions. Include a 

‘Top 10 things to see’ on your 

website and/or leafl ets.

■  Include details about 

accessibility. Off er an 

Access Statement, with 

pictures, on your website.

■  Provide facts about food. 

Publish images of dishes, 

sample menus and prices on 

your website and leafl ets.

INFORMATION, INFORMATION

How to manage customers' expectations? 
Who better to ask than VisitEngland's team of 
experienced assessors and moderators 

ASSESSOR INSIGHTS

Keys to 
success

www.visitengland.org 
42   I   Quality  Edge   I   Issue  23

For more tips, go to 

VisitEngland's 

Business Advice Hub 

at www. visitengland.org/

businessadvice. 

T
hroughout Quality Edge, 

you'll fi nd plenty of best-

practice advice from 

accommodation and attraction 

owners. But what do the people who 

actually accredit businesses have to 

say about achieving excellence? We 

asked accommodation moderators 

and visitor attraction assessors.  One 

thing they all agreed on was that 

‘overpromising and underdelivering’ 

was a signifi cant challenge. Here are 

some of their tips for avoiding this 

all-too-common pitfall.

Don’t promise the earth
Keep an eye on your marketing 

language. Not only is positioning 

yourself as ‘the best’ a touch passé, 

it means your customers may be 

expecting more than you can ever 

actually match in practice. Says 

Accommodation Moderator Brian 

Roberts, ‘Avoid clichés and 

superlatives: “Finest produce”, 

Luxury Accommodation” and 

“Exemplary Service” are all very easy 

to say, but they are extremely 

diffi  cult to deliver consistently. 

Strike the right balance.’

    

Provide the right 
information
Visitor Attraction Lead Assessor 

Hazel Hook told Quality Edge about 

an attraction’s website and leafl et 

promoting discounts for three 

other ‘must see’ attractions, one of 

which had closed! Other 

moderators and assessors have 

similar tales to tell about advertised 

features being mysteriously absent. 

Be scrupulous about keeping your 

marketing information up to date 

– especially those ancient pages half 

hidden away on your website. The 

chances are, someone will see them 

and arrive disappointed. Also, when 

warned this may not be the best 

time for them to come. In other 

words, deal with the complaint 

before it actually happens. At the 

same time, communicate to families 

that this is the ideal time to visit as it 

will be all fun and frolics.’ 

There are creative solutions for 

managing visitors on site, too. 

Visitor Attraction Lead Assessor 

Vicky Parr says, ‘I know attractions 

that advise where school parties are 

and off er independent visitors an 

alternative route. Perfect!’ 

listing information on your 

website from third-party 

providers, for instance a  council 

car park, don’t write up that 

information yourself. 

Says Hazel, ‘It’s far better to 

provide a link to the council 

website, so prices will always be up 

to date.’ (See more on providing 

information in the box, left.)

Manage visitor fl ow
Your visitor experience may be  

very diff erent on a sleepy day in 

the shoulder season compared 

to during the school holidays. So  

why not let couples know about 

busy times? Says Accommodation 

Moderator Ian Lafl in, ‘Advise 

couples in advance, so they are P
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Your questions answered, legal advice, and a chat with a superstar

Ask the Experts 
This issue – your legal duties when supplying packed lunches and 
cots, how to fi ll empty rooms and ways to research competitors

I have been struggling to book 

up all of my fi ve rooms. Do 

you have any practical advice 

on how I can be busier? 

Anonymous guest house owner 

■     Pam says: Some must-haves 

include a booking engine on your 

website and free Wi-Fi. Then look at 

your TripAdvisor listing. Are your 

management photos up to date and 

appealing? Are you responding to at 

least some reviews? Encourage 

your guests to post reviews to help 

boost your ranking – research 

shows the higher your ranking, the 

more bookings you’ll get. 

If your need for more bookings 

is acute, and you need an injection 

of cash fl ow with minimal outlay, 

then you may want to consider the 

online travel agents (OTAs). Do 

some initial test searches with 

dates on Google to see which OTAs 

come up for your area and how 

many of your competitors are 

promoted on each site. According 

to Expedia, the average booking on 

their site is only 1.6 nights, so 

plenty of guests only want a one-

night stay. Many small businesses 

that only take a minimum of two 

nights won’t appear in searches for 

one-night stays on OTAs. With this 

in mind, you may fi nd that taking 

one-night stays for at least part of 

the week will boost your bookings.

■  I am considering starting a 

holiday let. Can you tell me 

how many self-catering 

businesses are in my area? 

Anonymous

■     Sharon says:  We have an 

Accommodation Stock Audit on 

our website at visitbritain.org/

england-research-insights. This 

census provides the numbers of 

self-catering establishments, 

rooms and bed spaces in each local 

authority and county of England. 

You can learn more about the 

self-catering market by taking a 

look at our topic paper on the 

subject, which includes statistics 

about the numbers of trips taken 

in England using self-catering 

accommodation, as well as 

information about the regional 

spread and destination type. We 

also publish factsheets on each of 

the nine regions of England; these 

will help you gain an understanding 

of the accommodation dynamics 

in your particular area. 

How can I fi ll my empty rooms?

Who are my competitors?

Should I put up travel 
cots, or should guests? 
■   I own a self-catering 

business with 15 units. 

Are my housekeepers 

permitted to erect travel 

cots in preparation for 

arriving guests, or should 

this be left to the guests 

themselves to prepare? 

Charles Ziar, 

Hawkes Point, Cornwall

■   Kurt says: You must 

ensure the travel cots are 

safe, as per the General 

Product Safety section of 

the Pink Book. In particular, 

they need to comply with 

current safety standards, all 

relevant instructions and 

operational warnings need 

to be made available, and 

you should thoroughly 

check the cots for damage 

between every booking. 

It’s fi ne for your 

housekeepers to assemble 

the cots, although this 

means you assume 

responsibility for their safe 

functioning; ensure  

housekeepers are trained in 

how to assemble them 

correctly, following the 

instructions. Even if you ask 

guests to put up the cots 

themselves, you still need to: 

ensure that you provide all 

of the accompanying 

instructions; tell guests to 

read the instructions before 

assembling the product; and 

highlight important features 

such as locking mechanisms.
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EXPERTS PANEL

OUR INDUSTRY 
INSIDERS 
ANSWER YOUR 
QUESTIONS
If you have a question for one 

of our industry experts, get in 

touch with us at quality.

edgeextra@visitengland.org. 

The sender of our favourite 

question also wins a prize. This 

issue, Charles Ziar wins a pair 

of tickets to Footloose the 

Musical for his query about 

travel cots. Next issue, the 

winner of the best question 

will win a refectory table and 

bench set  (see far right for 

more details).

■  We used to supply packed 

lunches on request. However, 

our environmental health 

offi  cer said we should not be 

providing these, as we would be 

liable if our guests got food 

poisoning – even if this was due 

to poor storage. Is this correct? 

Anonymous  

■     Kurt says: You have no control 

over how your guests would store 

their packed lunches, or when they 

would eat them. Therefore, 

provided that you comply with the 

Packed lunches: are 
they a Pandora’s box?

Food Safety Act when actually 

preparing the food, you are unlikely 

to be held liable in the event of a 

food poisoning incident.

However, if you make a sandwich 

knowing it will probably be left 

unrefrigerated for a number of 

hours, it makes sense to pick a safer 

fi lling  – for instance cheese and 

pickle over prawn and mayonnaise. 

Also, always agree the fi lling with 

your guests beforehand. More 

information on food safety can be 

found in the Pink Book Online.

You have important 
obligations, regardless 
of who assembles a cot

Packed lunches:  
always agree 
fi llings with guests 
beforehand
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IF YOU’VE READ our gardens 

feature on pages 26-29, hopefully 

you’ll be inspired to encourage 

guests to enjoy your outdoor space. 

And what better way to enjoy it 

than by sitting at this satisfyingly 

solid refectory table and bench set. 

Made by Forest Garden Ltd, 

manufacturer of garden timber 

products, including garden 

buildings, fencing and decking, this 

1.2m four-seater retails at £289.99 

and will sit prettily in any outdoor 

area. Just submit a question to Ask 

the Experts (see email on facing 

page) for a chance to win.

WIN a refectory 
table and bench set

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

problem of counterfeit alcohol, 

the Government is in the process 

of introducing a new Alcohol 

Wholesaler Registration Scheme. 

The fi rst stage has now been 

completed, and all wholesale 

sellers of alcohol were required 

to register with HMRC by 31 

March 2016. These wholesalers 

will have received a Unique 

Reference Number (URN) as 

proof that they are legally able to 

sell alcohol to businesses.

Following the new rules
The second stage starts on 1 April 

2017. From this date it will be 

illegal for you to buy alcohol from 

a wholesaler who is not 

registered and able to provide 

you with their URN (which you 

will be able to check online). Buy 

your alcohol from an unregistered 

business, and you may be liable to 

a criminal or civil penalty and 

your alcohol may be seized.

This two-stage process results 

in an unusual situation: between 

now and 1 April 2017, wholesalers 

can be penalised for selling you 

alcohol without having registered 

with HMRC, but it is still legal for 

you to buy alcohol from an 

unregistered wholesaler.

Also, there is one important 

exemption to this scheme. 

Retailers who make occasional 

trade sales of alcohol are 

excluded, meaning that if you 

buy your alcohol from a 

supermarket or off -licence, then 

they will not be registered and 

you don’t have to check.

Beat the bootleggers
Make sure you comply with the new Alcohol Wholesaler Registration Scheme

Legislation 

Lowdown
VisitEngland’s legislation expert Kurt Janson 
off ers his updates on the latest regulatory 
changes aff ecting the hospitality industry

AT A GLANCE

Alcohol registration
■ From 1 April 2017 businesses will be 

obliged to ensure they have purchased 

alcohol for sale from a registered seller.

Workplace pensions
■ Businesses should ensure they follow the 

correct procedure for providing 

workplace pensions to qualifying staff .

■ Staff  not automatically enrolled should 

be made aware of their status and told 

that they can be included if they want to.

From 1 April 2017 it 
will be illegal for 
you to buy alcohol 
from unregistered 
wholesalers

47-48_Legislation_VE23_Rv4.indd   1 21/07/2016   16:14
page_36_Advert.indd   1 19/01/2016   08:34



48   I   Quality  Edge   I   Issue  23 www.visitengland.org

Workplace 
pensions: 
a 7 point guide
Are you concerned about your responsibilities in relation to 
the new scheme? Here's what you need to know

A RECENT Government campaign 

reminded businesses that they need 

to provide workplace pensions for 

qualifying staff .  Here’s an outline of 

the process. For more details, go to 

www.thepensionsregulator.gov.uk.

Step 1: 
Decide if you have staff 
An obvious starting point, naturally. 

But what is a staff  member as 

opposed to, say, a contractor? It’s 

commonly assumed you have staff  if 

you: decide on what work a person 

does; tell them how they are to do it; 

provide equipment, and pay them 

for the hours they work rather than 

a fi xed price. Also, someone is staff  if 

they are entitled to benefi ts such as 

holiday pay or sick pay.

Step 2: 
Find your staging date
If you have staff , next you need to 

know the staging (starting) date of 

Step 4: 
Choose a pension scheme
Your next task ahead of the staging 

date is to choose a pension scheme 

for your workplace pension. You can 

use an existing scheme, if you have 

one; or you can seek advice from a 

pension advisor. Alternatively, you 

can use the National Employment 

Savings Trust (NEST), a scheme 

provider set up by Government. It 

must accept all employers that apply 

to use it for automatic enrolment.   

Step 5: 
Decide who to include  
Just before your staging date, you 

must determine who to include in 

the scheme and provide their details 

to your pension provider. You must 

include any staff  aged between 22 

and the state pension age earning 

over £10,000 per year (or £833 per 
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CORRECTION
In the last issue of Legislation Lowdown, we said that carbon 

monoxide detectors needed to be installed ‘in any room that 

contains a fuel-burning appliance such as a gas boiler or a wood-

burning stove’. This should have read: ‘in any room that contains a 

solid fuel-burning appliance such as a wood-burning stove’.

your workplace pension. This date 

is set in law and is related to your 

PAYE reference number. Enter this  

number at  www.thepensions 

regulator.gov.uk/employers/

staging-date.aspx to fi nd out when 

it is. If you don’t pay staff  through a 

PAYE scheme, then your staging 

date is 1 April 2017.

Step 3: 
Confi rm the contact 
person
As your staging date approaches, 

you will receive a letter from 

Government asking you to confi rm 

the contact person in your business. 

This person will be legally 

responsible for the implementation 

of the workplace pension and will 

usually be the owner of the 

business. They will be sent letters to 

keep them up to date with the tasks 

they need to complete, including 

deadlines for completion.

Pensions: under the 
new scheme, you 
must follow a 
number of legally 
binding obligations

month or £192 per week) and not 

already enrolled in a company 

pension scheme. Others only need 

to be included if they request it.

Step 6: 
Write to inform your staff 
Within six weeks of the starting date, 

you are legally obliged to write to: 

those who have been enrolled, to 

explain that they are in the pension 

scheme; AND to those who have not 

been enrolled, explaining why not, 

and to let them know that they can 

be enrolled if they request it.

Step 7: 
Complete a declaration of 
compliance
Finally, within fi ve months of the 

starting date, you must complete an 

online declaration to confi rm that 

you have met your legal duties.

Date Minimum 

Employee 

Contribution

Minimum 

Employer 

Contribution

Before 05/04/2018 1% 1%

06/04/2018 - 05/04/2019 3% 2%

06/04/2019 onwards 5% 3%

MINIMUM CONTRIBUTIONS
This table shows the minimum contributions you and your qualifying 

employees will have to make to the workplace pension scheme.  Note: 

these proposed dates are still subject to Parliamentary approval.
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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
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Run your Bed

& Breakfast...

FROM ANY PLACE

Find Out More

guide to accommodation legislation 

Visit visitengland.org/businessadvice

Free online resource for tourism 

operators

Toolkits, guides, case studies and 

more to help your business thrive

Including our popular ‘Pink Book’ 
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L
ilian Groves is 87 years young and 

winner of VisitEngland’s Tourism 

Superstar Award 2016. A retired 

teacher, she has worked as a guide for 

Durham Cathedral for over 25 years. This 

year has been a big one for Lilian. As well 

as winning her Superstar Award, she also 

had the pleasure of meeting the Queen as 

recipient of Maundy Money, at a ceremony 

to mark the monarch’s 90th birthday.  

 

What do you like most of all about 

Durham Cathedral?

Oh, everything. The lovely atmosphere, 

the architecture, the history, the saints. 

And the sense of holiness. I asked a nine 

year old how he felt about being in the 

cathedral and he said, ‘It sort of wraps its 

arms around you.’ It embraces you and it 

embraces me every time I go in.

What’s the best thing about 

volunteering as a tour guide?

Meeting people and sharing your passion 

with others. You see, I’m at heart a teacher. 

And teachers love to share their passion. 

You’ve had a lot of celebrity visitors. 

Any stories for our readers?

I did a tour for Sting and he said, ‘My wife, 

Trudie, is fl ying in tomorrow from 

America and she’d love a tour – can you do 

one for her?’ So I did and she said to me, 

‘Sting wants to adopt you as his mother!’ 

That was the most astonishing thing that 

anyone's ever said to me! 

I’ve done two tours for Jeremy Vine.   

When I won the award, he tweeted that he 

was pleased that the best guide in England 

had got the prize for the best guide in 

England! I also loved meeting Princess Anne, 

because she has a huge sense of humour.  

Do you do most of the talking, or do 

visitors get involved?

Before I start, I say: ‘Please feel free to ask 

anything – there’s no such thing as a silly 

She’s a star
Andrea Wright talks to cathedral guide and 

Tourism Superstar winner Lilian Groves about her 

work, her visitors, and her many celebrity fans

CHECKING OUT...

‘I did a tour for Sting and his wife and she said: 
“Sting wants to adopt you as his mother!” That's 
the most astonishing thing anyone's said to me’

question if you ask it honestly.’ And I get 

some fascinating responses. Sometimes I 

look at things with a new eye. 

What’s the nicest reaction you’ve had 

from a visitor?

A woman from Sunderland – about 10 

miles from here – had never been in the 

cathedral. After the tour she grasped my 

hand and said, ‘Flower, I wouldn’t have 

missed that for a million pounds!’ 

What do you do in your spare time?

I’m a steward in the cathedral and I worship 

there. I do quite a lot with my old college; I 

was vice principal of one of the colleges in 

Durham. And I like reading. At the moment, 

it’s the latest Bill Bryson, who I've also 

taken around the cathedral. In Notes From 

a Small Island, he wrote, ‘If you’ve never 

been to Durham, go at once, it’s wonderful!’ 

Ever since then he’s been a friend of mine.

In the know
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Guiding light: 
Lilian wields 
her award

‘And if you look up…’ 
Lilian spellbinds 
another tour group
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