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Welcome to 2017

Sally Balcombe
CEO, VisitBritain and VisitEngland

O
ur core activity of developing world-class tourism products continues 

through the £40 million Discover England Fund and the launch of the next 

phase of our Holidays at Home are GREAT campaign aimed at younger, 

digital-savvy audiences. English Tourism Week is also just around the corner – don’t 

forget to publicise your events and off ers through our online platform. Meanwhile, at 

the time of going to print we are in the process of re-tendering the delivery of our 

quality schemes. We will write to you shortly regarding the outcome.

On to this issue. Our cover star and TV expert Lisa Holloway shares her dos and 

don’ts of running a bed & breakfast, including her top room-styling tips. We also look 

at the growing wellness tourism market and how businesses can tap into this trend.

Our practical features aim to simplify insurance and help you keep your business 

looking fresh throughout the season. And if you want advice on how to modernise 

your off ering without compromising on character, don’t miss our focus on boutique 

hotel Titchwell Manor.

Digital marketing continues to be a hot topic. We answer your key 

questions on how to increase online bookings, and include a quick 

guide to making the most of Twitter.

Finally, we also take a look at how you can target Chinese 

visitors – the biggest outbound travel market in the world.

You can stay up to date on our latest research, news and 

opportunities by following us on twitter (@VisitEnglandBiz) 

and signing up to our e-newsletter on visitbritain.org.

The Titchwell 
Manor Hotel in  
North Norfolk, 
subject of 
Focus on, p18
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Sally Balcombe introduces our spring issue

Digital marketing continues to be a hot topic. We answer your key 

questions on how to increase online bookings, and include a quick 
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ON 6 APRIL, the Government is 

introducing new rules around funding 

apprenticeship training. All employers 

operating in the UK with a pay bill over 

£3 million each year will pay an 

apprenticeship levy, with a charge of 

0.5% of their annual bill.

The changes are likely to bring   

opportunities for SMEs. In short, 

many of them won’t have to pay the 

apprenticeship levy, but will be able to 

access funds for apprenticeships and 

use relevant online resources.

For non-levy-paying businesses, a 

90% ‘co-investment’ will be available 

from the Government towards the 

training of apprentices, with the 

employer paying 10%.

Businesses with fewer than 50 

employees will not have to pay the 

10% co-investment figure at all if the 

apprentice is under the age of 19. 

They will also receive a £1,000 

payment, as will the training provider.

Employers will be able to use a new 

Government digital service to select a 

suitable apprenticeship framework, 

choose training assessment providers 

and post vacancies.

Funding will begin from 1 May 2017. To 

find out more, search ‘apprenticeship 

levy’ at www.gov.uk.  
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The introduction of new  Government rules around the 
funding of training schemes is an opportunity for SMEs
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In the news
The latest stories for accommodation and attraction providers

Apprenticeship levy arrives

A HUGE YEAR for Hull has kicked off 

with the arrival of a 75-metre, 28-

tonne installation in the city centre. 

Conceived by artist Nayan Kulkarni, 

the installation ‘Blades’ is a massive 

wind turbine rotor blade that was 

manufactured in Hull. Described by 

the artist as ‘a spectacle, an obstacle 

and an object of wonder’, the 

installation is the first of a large 

number of art works that will be 

unveiled in the city’s public spaces 

throughout the year as part of its UK 

City of Culture programme. 

The award is given every four years 

to a city that ‘demonstrates the 

belief in the transformational power 

of culture’. Other events include  

the reopening of the Ferens Art 

Gallery. This follows a £5.1million 

redevelopment project and the 

venue will also play host to this year’s 

Turner Prize competition. Find out 

more at www.hull2017.co.uk.

Hull’s  
BIG 
YEAR
City of Culture 2017 
programme begins

Ar

TRAINING 
COURSE 
MILESTONE
Over 1,500 attraction staff from 

nearly 70 businesses have now 

completed the Exceeding Visitor 

Expectations training course, 

launched in October 2015. The 

one-day training programme, 

produced in partnership by 

VisitEngland and delivery body 

Welcome to Excellence, is 

designed to help customer-

facing staff understand their 

visitors, deal with challenging 

situations and communicate 

successfully. For more 

information about the course 

and how to book a place for your 

visitor attraction, go to www.

welcometoexcellence.co.uk. 

Many smaller 
businesses will get 
significant help 
towards training 
apprentices

And we’re off…  
Hull celebrates 
the start of the 
culture festival 
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ON 10-12 MARCH, Disabled Access 

Day is encouraging disabled people 

to visit somewhere new. If you offer 

facilities such as level access, audio 

tours or subtitles, this is the perfect 

event to showcase your venue’s 

accessibility, generate press 

coverage locally and get more 

people through the door. Visit  

DisabledAccessDay.com to 

find out more and how to get 

involved. Also, in preparation for the 

day, why not take a look at the top 

ten tips for inclusive tourism, 

provided by England’s Inclusive 

Tourism Action Group at 

visitengland.org/access.

Finally, turn to page 34 for our 

feature on creating an Accessibility 

Guide for your business.

DRAYTON MANOR Theme Park 

Chief Executive Colin Bryan was 

among several names featuring in 

the New Year Honours List 2017.

On receiving an OBE for his charity 

work and contribution to tourism 

he said, ‘I feel very honoured. I still 

love watching our guests have fun, 

enjoying themselves, knowing I have 

played a part in that.’

Other winners included Nick 

Jones, founder and Chief Executive 

of Soho House & Co, who received 

an MBE, and Dr Sharon Redrobe, 

CEO of Twycross Zoo, who received 

an OBE for her services to skills, 

science and the economy. 

In the news
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ALCOHOL 
RULES 
REMINDER  
From 1 April 2017, businesses 

will be obliged to ensure they 

have purchased alcohol for 

sale from a registered seller. 

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 Unique 

Reference Number. Check 

with your wholesaler that 

they have registered – and 

don’t fall foul of the new rules.

Historic 
change

Honours for hospitality
 Industry names recognised in  New Year Honours  list
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Are you taking part in 
Disabled Access Day?  

SHOW TIME
The Museums and Heritage 

Show takes place 17-18 May at 

West Hall, Olympia, London. 

Free to attend, it will include 

free talks and advice from 

cultural attraction experts 

and sector suppliers. You can 

stay up to date with news 

about the show by following 

reports on Twitter  

@MandHShow 

#MandHShow. 

WELLNESS A 
BIG FOCUS AT 
ANNUAL EVENT
The Independent Hotel 

show, which took place on 

18-19 October at Olympia in 

London, enjoyed a 12% 

increase in visitor numbers 

and the busiest first day ever. 

Wellness tourism was one of 

the big themes of the show, 

with talks looking at research 

around guests’ desire for 

wellbeing facilities and how 

to run a spa business. See 

our feature on page 14 for 

more on wellness tourism. 

or 

our 

This year’s campaign is a fantastic opportunity to 
celebrate inclusivity and promote your accessibility 

From summer 2017, a 
blue whale skeleton will 
take centre stage in the 
Natural History 
Museum’s Hintze Hall. 
The new exhibit will 
replace the diplodocus 
skeleton display, which 
has dominated the hall 
for 35 years, and signals 
the start of a major 
period of transformation 
for the iconic venue. 
According to the 
museum, the whale will 
‘lead a cast of natural 
world stars telling the 
dramatic story of 
evolution, diversity in 
the world today and our 
urgent role in the 
planet’s future.’  

Showcase your 
business 
accessibility 
on 10-12 March

Drayton 
Manor’s Colin 
Bryan, OBE

Whale of a 
time: the 
incredible 
new Hintze 
Hall exhibit
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TAKING PLACE between 25 March 

and 2 April 2017, this year’s English 

Tourism Week will offer a great 

opportunity to raise awareness of 

our industry and reach many new 

customers. Whether you are an 

accommodation provider, an 

attraction, a tourist information 

centre or a destination, everyone’s 

invited to get involved! Submit 

details of your event, download 

the marketing toolkit and fi nd 

more information at www.

englishtourismweek.co.uk.

English 
Tourism 
Week 2017
How you can get involved 
in the annual national 
celebration of tourism 
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How we’re helping to develop and promote the nation’s tourism industry

VisitEngland Updates

FOLLOWING THE announcement 

of the 21 successful applications for 

Round One funding from the 

Discover England Fund in late 2016, 

decisions regarding Round Two 

applications will be made this spring.

Round Two will support 

numerous two-year projects of a 

minimum value of £1 million that 

deliver the required step-change in 

English bookable tourism product 

and joined-up collaborative delivery 

that is crucial to the Discover 

England Fund’s objectives. Thirty-

one expressions of interest in Round 

Two funding were received, and a 

Bid winners revealed
Twenty-one successful applicants for Round One of the Discover England Fund 
were announced in late 2016, with decisions regarding Round Two due this spring

number are now being taken 

forward to full application.

VisitEngland will also be 

announcing a limited opportunity 

for a further round of one-year 

projects in February. This will build 

on the 21 successful bids that 

received Round One funding. These 

successful bids targeted visitors 

from key markets across the world 

(including the United States, 

Germany, France and key growth 

markets like China and the Middle 

East among others) and covered the 

length and breadth of the regions of 

England – representing the best of 

One of the Discover 
England Fund projects 
aims to increase the 
overseas appeal of the 
Midlands canals

partnership working across 

diff erent tourism businesses. 

The three-year £40 million 

Discover England Fund was 

announced by Government last 

year, 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.

For more information 

about the fund’s aims to drive 

inbound visits and a full list of 

projects to date, visit www.

discoverenglandfund.org. 
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7

Celebrating 
great English 
authors
Download the VisitEngland Year of Literary Heroes 
toolkit and market your local activities
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2017: a big year 
for staycations?

15% of Brits 
surveyed expect 
to take more  
holidays in the 
UK this year

AT THE TIME OF writing, we’re still 

waiting for the official statistics that 

will tell us exactly how domestic 

tourism performed in 2016. 

However, other consumer research 

points to a positive trend, 

particularly for short breaks, with 

54% of Brits surveyed claiming to 

have taken a domestic short break 

in the year to November, compared 

to 51% for the whole of 2015.

Encouragingly, it looks as though 

consumers expect this pattern to 

continue into 2017, with 15% 

  

The latest statistics and research, including some 
encouraging news about domestic trips this year

THIS YEAR WILL see VisitEngland’s 

Year of Literary Heroes celebrate 

some of the publishing phenomena 

that have helped put England on 

the map. From the 200th 

anniversary of Jane Austen’s death, 

to the 20th anniversary of Harry 

Potter and the Philosopher’s Stone 

and the 75th anniversary of Enid 

Blyton’s Famous Five series, events, 

attractions and exhibitions across 

the country will celebrate some of 

our greatest authors and 

unforgettable literary characters. 

The results of our recent Trip 

Tracker survey indicate that Brits 

are attracted by the thought of a 

page-turning holiday, with 55% of 

those surveyed saying they would 

be interested in visiting a location 

associated with literature on a 

holiday / short break in England. 

Throughout 2017 we’ll be 

championing literary connections 

across the country, aiming to put 

the spotlight on the many and 

varied literary landscapes and 

experiences that can be explored 

on an English holiday. Our Year of 

Literary Heroes toolkit highlighting 

key literary events, attractions and 

experiences is now available as a 

resource to help you market your 

own packages. Featuring logos, an 

image library and thematic media 

briefs, it is available now at www.

visitbritain.org.

Do keep us updated with any 

upcoming and inspiring literary 

developments and launches locally, 

and we’ll help to tell your stories. 

Email us on press@visitengland.

org. Also, get social by using the 

#BookEngland hashtag to share  

your literary tourism experiences 

on Twitter and Instagram. Find 

more literary inspiration at www.

visitengland.com/literaryheroes.

important for the 19% who say that 

it’s ‘for a change’. 

Meanwhile, we’ve published new 

research and analysis on international 

markets. Find reports on visitor 

activities, booking behaviour and 

other subjects; there is also guidance 

on finding new market opportunities 

and a number of case studies on 

product development in other 

countries. Keep checking back for the 

latest reports as they become 

available at www.visitbritain.org/

product-development-research.

expecting to take more holidays in 

England this year than last, compared 

to just 10% who expect to cut back. 

And the reasons for this? The 

exchange rate is one of the factors, 

mentioned by 14% of those planning 

to take more England holidays this 

year – but this appears to be far less 

important than the other benefits of 

domestic travel. Thirty-six per cent 

said they ‘just like’ taking holidays in 

England, 33% find it ‘easier/more 

convenient to travel’ in England, 

while new experiences seem to be 

The Pink 
Book 
returns
Updated legal guide to 
tourist accommodation 
coming soon

Our Pink Book: Legislation for 

tourist accommodation will be 

re-published early this year, with  

up-to-date guidance. The new 

edition will provide advice on your 

obligations around returning guest 

belongings (see Ask the Experts on 

pages 44-45 for a preview) and a  

new section on alternative dispute 

resolution regulations. You can 

also access the freely available Pink 

Book Online, which is kept up to 

date as legislation changes 

between printed editions. Keep an 

eye on the homepage for details on 

how to obtain your copy at www.

visitengland.org/pinkbookonline.

�
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Tourism by 

numbers
Discover international visitor 
trends for each English region

       For more international visitor trends, go to  

www.visitbritain.org/inbound-research-insights.

In the news
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59,000 
holiday trips were taken 

by French tourists in the 

East of England on 

average per year 

between 2013 and 2015 

– the most prominent 

market for this region l
2

55%  

77%  

£392Million 
was spent by holidaymakers in the 

South West in 2015l 3

of holiday trips to the East 

Midlands included eating 

in a restaurant, the highest 

outside London l1

70% 

of visitors holidaying 

in London went 

clothes shopping, 

more than any  

other region  l1

SOURCES: 

 l1  International Passenger Survey 2011

 l2   International Passenger Survey 2013-2015

 l3   International Passenger Survey 2015

211,000 
visits took place in Brighton in 2015, 

the most visited city for holiday trips 

after London and Manchester l 3

of visitors 

holidaying in 

Yorkshire went to 

the countryside, 

more than any 

other region l
1

of holiday trips 

to the North 

East include a 

pub visit, the 

highest for any 

region l
1

909,000 
business trips were taken in the West 

Midlands in 2015, the most for any region 

outside the South East and London l 3

80% 

3rd
for the number of 

Chinese tourists is the 

North West. Only the 

South East and 

London do better l2
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Feature

«

in Ullswater, Cumbria, is one business 

owner seeking to appeal to the growing 

number of Chinese visitors. He has signed 

up to VisitBritain’s GREAT China Welcome 

Charter, which is part of the GREAT China 

Welcome programme (see the end of the 

feature for  more details about how you can 

get involved). By signing up to the charter, 

he joins a list of businesses who are making 

an effort to adapt themselves to the needs 

of Chinese guests and becoming ‘China-

ready’ for the future. He has also made key 

contacts in the Lake District China Forum 

H
ere’s a question for anyone who 

wants to grow their revenue from 

overseas guests. Which country is 

the biggest outbound travel market in the 

world and is now the ninth biggest inbound 

market for the UK, but still has massive 

potential for growth? The answer is China. 

Visits in 2015 were up 46% when compared 

with the previous year, to almost 270,000. 

Spend increased by 18% to £586 million 

during the same period. And with 

VisitBritain’s ambition to grow spending 

by Chinese visitors to £1bn by 2020, the 

potential rewards are hard to ignore. 

In fact, VisitBritain is so confi dent that 

this is a crucial market for our tourism 

industry, it has recently partnered with 

Hainan Airlines and Alitrip to increase 

fl ight connectivity and amplify marketing 

reach in China. But how do you go about 

■ Provide hot drinks.

When it comes to guest 

rooms, hospitality trays 

are absolutely essential. 

Include not just 

standard British tea and 

AT A GLANCE: ATTRACTING CHINESE TOURISTS
coff ee, but a green tea 

and maybe some dried 

noodles. Disposable 

slippers and disposable 

toothbrushes are also 

appreciated.

■Off er all the trimmings.

Guests particularly 

appreciate details such 

as air-conditioning, 

demisting mirrors, hair-

dryers, plenty of 

wardrobe space, 

luggage space, and 

complimentary still and 

sparkling water.

attracting Chinese guests to your tourism 

business – and then make them feel 

welcome when they’re here?

Jo Leslie, China–UK Business 

Development Manager at VisitBritain, 

explains that it’s important to understand 

how rapidly the market is changing. 

Before 2005, she says, Chinese people 

weren’t allowed to travel to the UK except 

in business or government delegations. 

Even fi ve years ago, the tourism market 

was still dominated by large groups. But 

now, she says, the market for free and 

independent travel is bigger; and this is 

the growth area, with more leisure travel 

predicted from families and individuals. 

‘The Chinese are looking for something 

quintessentially English; they’re really 

interested in B&Bs, self-catering and 

places that offer an authentic experience,’ 

she says. ‘Having said that, businesses 

need to be bang up to speed in terms of 

standards and technology.’

Marketing to the Chinese
Attracting this new generation of 

travellers requires a mixture of China-

focused collaboration and digital 

marketing. And though the market is still 

relatively small, it is growing fast. 

Dominic Gordon, founder of Waternook 

Lakeside Accommodation, a VisitEngland 

fi ve-star Gold self-catering establishment 

From 2014-2015, 
visits by Chinese 
people increased 
by a massive 46% 

Chinese people are now 
exploring the world in 
record numbers. Chris 
Alden looks at how their 
increasing wanderlust 
could help bring huge 
benefi ts to your business

■Translate guides. 

Off er your guests 

translated information 

about authentically 

English local attractions 

in simplifi ed Chinese.

■Recognise seniority.

When it comes to the 

subject of cultural 

diff erences, don’t worry 

excessively about 

traditional no-nos such 

as putting Chinese 

guests in rooms or fl oors 

with the number four – 

especially when dealing 

with younger travellers. 

But do make an eff ort to 

be as fl exible as possible 

over room choices 

and, in general, pay 

attention to the needs of 

the most senior member 

of a group.

■Be UnionPay 

friendly.

International 

credit cards are 

comparatively 

rare in China 

and most 

people prefer to 

pay with a debit card 

called UnionPay. If you 

want guests to spend 

money with you, make 

sure you can accept this 

card. Blenheim Palace, 

for example, accepts 

UnionPay in its shops.  
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Mandarin-speaking guides in the State 

Rooms,’ says John. 

And although Blenheim’s sales of 

foreign-language guidebooks are 

declining, says John, the number of 

guidebooks it is selling to Mandarin-

speaking guests is still on the increase, 

reinforcing the demand for written 

information in simplified Chinese. 

John suggests that smaller attractions 

could find Mandarin-speaking students 

from local colleges in order to bring 

language and cultural skills into the 

business. A welcome letter might also be 

your chance to nip potential 

misunderstandings in the bud – for 

example, by reinforcing no-smoking rules, 

or even letting guests know where 

smoking is acceptable, as it is more 

common in China than in the UK.

Adding value
The Stratford Hotel in Stratford-upon-

– a group of businesses who market 

specifically to China.

‘With some assistance from the forum, 

and one of their translators, I’ve been able 

to get help producing a Chinese name for 

the business, and get relevant information 

translated into simplified Chinese [the 

written form of the language that is most 

used in mainland China],’ he explains. He 

also has plans to set up a website with a 

Chinese (.cn) web domain.

Independently, he has a presence on 

Weibo and WeChat, two prominent 

Chinese social media sites (roughly 

equivalent to Facebook and WhatsApp, 

respectively, with hundreds of millions of 

users each). And he also hopes to join the 

Lake District China Forum itself, 

participating in tours to China to help 

promote his business face to face. 

Welcoming Chinese guests
But once you’ve marketed yourself to 

Chinese guests, how do you welcome them 

when they arrive? That’s the question that 

VisitBritain’s GREAT China Welcome 

scheme was set up to answer. Perhaps 

surprisingly, says Jo, research shows that 

Chinese people as a whole don’t think of 

Britain as particularly welcoming. Having 

an understanding of Chinese needs, 

however, can help businesses provide the 

welcome that guests would like. Language, 

of course, is a key cultural barrier, so 

making an effort to overcome this can pay 

dividends. ‘A letter welcoming guests in 

simplified Chinese is really good,’ says Jo. 

Blenheim Palace, in Oxfordshire, also 

tries to make sure that information about 

the site – whether written or oral – is 

available for Mandarin-speaking guests. 

This reflects the fast-growing number of 

Chinese visitors to Blenheim: the historic 

destination now attracts ‘north of 20,000’ 

people from the country per year, says the 

palace’s former CEO John Hoy, a figure up 

from about 3,000 in 2013.

‘We have a visitor map that is available 

in simplified Chinese, we have Mandarin-

speaking members of our welcome teams, 

and within the palace itself we have 

12   I   Quality  Edge   I   Issue  24 www.visitengland.org /businessadvice 

‘The Chinese are looking for something 
quintessentially English; they’re really 
interested in B&Bs, self-catering and 
places that offer an authentic experience’ 

Avon, part of the QHotels Group, advertises 

10% discounts to be used at Bicester 

Village, a designer outlet shopping centre 

frequented by coach tours. 

‘Chinese people tend to buy luxury 

brands in the UK,’ says Assistant Manager 

Lin Wu. ‘Stratford is more about boutique 

shops, so Bicester Village is in line with 

the shopping they want.’ 

The hotel also has two Mandarin-

speaking members of staff, including Lin 

Wu. ‘We’re happy to translate for guests at 

check-in,’ she says. ‘If there’s no 

translation, people get confused and feel 

frustrated.’ On top of this, printed 

translations of menu items have also been 

added to the breakfast buffet.

QR codes – the barcodes you can swipe 

with a phone for useful information – are 

particularly popular in China. So if you 

have a menu, you could help Chinese 

visitors by adding a QR code to it which 

links to a translation. ‘Companies online 

The Waternook’s  
website translates 
visitor information into 
simplified Chinese

10-13_Chinese Market_VE24_FINAL_v1.indd   3 30/01/2017   15:29
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 ‘We had a 
  dragon dance’

FEW BUSINESSES will have welcomed as 

high-profile a Chinese visitor as the Lowry Hotel 

in Manchester, which hosted the president of 

China, Xi Jinping, in October 2015.

The visit was months in the planning, yet 

General Manager Adrian Ellis says welcoming 

Chinese guests is an even longer-term process 

of learning about and responding to the needs 

of the market. The hotel has taken a host of 

steps such as accepting UnionPay cards and 

setting up a WeChat social media account. It 

also plans to add noodles and soup to the buffet.  

‘Last year we celebrated Chinese New Year,’ 

he says. ‘We had a dragon dance in the hotel and 

gave all our guests red envelopes with chocolate 

coins, as signs of good luck and prosperity.’  

Yet during the president’s visit, the Lowry was 

hit by a surprising request: a  bulk order for fish 

and chips. ‘We had to ring our chef and ask him 

to find 50 portions for them to sample,’ he says. 

When it comes to Chinese guests, perhaps 

traditional English experiences count the most.

Adrian Ellis is the 
general manager of 
the Lowry Hotel in 
Manchester, a five-
star contemporary 
hotel on the banks 
of the River Irwell

‘I’ve been able to get help producing a Chinese 
name for the business, and get relevant 
information translated into simplified Chinese’

can provide this service,’ says Jo. 

Blenheim Palace is planning to adapt 

its menus. ‘We’re looking to implement a 

new Asian menu for groups,’ says John. 

‘So when they book a private dining 

space, that menu will be tailored to     

their needs.’

And, on the subject of technology, make 

sure that Wi-Fi is working: it’s considered 

a dealmaker for Chinese guests. 

If you want to make your welcome for 

Chinese guests the best it can be, then 

why not look at all the insights and tips at 

www.visitbritain.org/great-china-

welcome. From here, you can also sign up 

to the GREAT China Welcome Charter.  

Cater for those cultural 
differences, yes, but 
remember guests will 
want the traditional 
English experience too

A Chinese New  
Year dragon dance: 
the ultimate 
welcome to visitors

BE MARKET SAVVY
You can find out more about 
international tourists with 
VisitBritain’s market profiles
KNOWING the habits and preferences of 

Chinese tourists will be the key to your 

success. But did you know there are 

market profiles for visitors from over 40 

other countries available? Learn what 

these international guests are looking 

for, when they are most likely to travel 

and what they want to do when they’re 

here by going to www.visitbritain.org/

markets-segments. 
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   The  

feelgood  
 factor
Andrea Wright investigates how 
the ever-growing wellness trend 

could help you turn healthy profits
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«

chemicals considered harmful and rooms 

are a TV-free zone.

‘Our bed and breakfast is as stress free as 

we can make it, which means it’s very quiet 

here,’ says Valerie Yates, who runs the 

business with her husband, David. ‘People 

come back from London looking worn out 

from just a day in the West End.  So we’re 

trying to provide a restful place and one 

where they can recharge their batteries.’

Teaming up with experts
For some, a wellness break is a chance not 

just to get away but to take part in activities 

too. Reiki master Wendy Seabrook and 

husband Paul from four-star Silver Caxton 

House in Skegness run packages that offer 

healthy eating, accommodation and reiki.    

‘We generally put on courses during the 

shoulder seasons as we can then run our 

normal bed and breakfast at peak times,’ 

says Wendy. ‘Although, if I’m honest, I do 

enjoy the courses more.’

As well as offering reiki, Wendy and Paul 

have teamed up with a beauty and wellness 

salon to provide specialist treatments on 

site including refl exology, massage, 

aromatherapy and Indian head massage. 

This arrangement has helped to attract 

guests to Caxton House and provides 

clients for the salon. Wendy and Paul also 

P
eace, calm and tranquillity are all 

words that holiday-makers   

use to describe their aspirations for 

that mini break or week away. But have you 

noticed the growth in tourism circles of a 

very 21st century buzzword: wellness?

According to a recent report by the 

National Coastal Tourism Academy 

(NCTA), ‘Wellness tourists are those for 

whom “wellbeing” is the sole purpose or 

primary motivating factor for the trip and 

destination choice.’ In practical terms, 

this can mean a place to enjoy yoga, quiet 

refl ection and healthy eating.

Globally, wellness tourism is very big 

business and growing all the time. The 

NCTA has reported it is currently valued at 

£314.8 billion globally and industry experts 

at the Independent Hotel Show have 

suggested that wellness tourists in the UK 

spend 130% more than the average guest. 

But what does it look like in action? 

For the Wellness Home in Chiswick, 

London, it’s as simple as providing a 

calming atmosphere to relax in and an 

emphasis on wellness products in the 

guest rooms. This includes bed mattresses 

featuring shiatsu nodules and magnets,  

which together are said to encourage 

blood fl ow and aid detoxing. Products in 

bathrooms are free from parabens or 

■Take small steps.

Introduce simple-but-

signifi cant changes, such 

as all-natural or organic 

bath products. 

■ Promote a package.

Off er an in-room 

relaxation package. This 

could include scented 

candles, detox teas and 

soothing bath salts.

■Cater for all.

Make your menu a selling 

point. Provide sugar-free, 

AT A GLANCE: WELLNESS
gluten-free and vegan-

options. And buy from 

nearby producers to off er 

a fresh, local experience.

■Team up with experts.

Partner with local wellness 

providers. By off ering 

on-site treatments or 

discounted sessions, you 

and the provider can each 

attract more bookings.

■ Easy does it.

Keep booking simple. 

If you are teaming up 

with a course tutor or 

therapy studio, ensure 

there is one point of 

contact – you. If it’s too 

confusing, people are 

likely to go elsewhere.

14-16_Wellness_VE24_FINAL.indd   2 24/01/2017   09:19
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‘The experience 
is one of peace 
and tranquillity’

JOHN AND ANN provide the comfort and 

facilities of a wellness break, which is 

particularly important for their target market. 

The characterful cottages are in a courtyard 

setting in single storey former farm buildings. 

Says John, ‘We have a therapy room where 

visiting therapists provide complementary 

therapies. This is in great demand and would be 

hard for the guest to source locally.’

As well as therapies, John believes a peaceful 

location can become part of your wellness 

offer. ‘The garden has beautiful views of the 

countryside,’ he says. ‘This helps guests to relax 

and contributes to a feeling of wellbeing.’

Like many providers in this market, John 

realises the importance of offering wholesome 

food; he has teamed up with a local provider of 

gluten-free, dairy-free and vegetarian dishes. 

Feedback has been positive. Says John, ‘We 

have received numerous comments from 

guests that the environment and holiday 

experience is one of peace and tranquillity.’

John and Ann 
Heath run Ellwood 
Cottages, a four- 
star Gold self-
catering business  
in Dorset for 
disabled guests

work closely with a local eco centre by 

recommending their courses to B&B 

guests, and in turn receive an exclusive 

outdoor space at the centre for retreats. 

Occasionally, for group bookings, 

organisers will want to bring their own 

specialists. Wendy and Paul accommodate 

this, realising that flexibility and working 

with the customer is key to success.  

‘By making links with trainers further 

afield, we can offer a venue that provides 

accommodation, food and a teaching space 

for groups of between 8 to 10 people.’

Serving great food
Good food, of course, is an essential part of 

any trip away. In the wellness community, 

there is an emphasis on wholesome fayre 

that is sometimes described as ‘clean 

eating’ and is usually vegetarian. With the 

right approach, it can be a real draw.

Four-star Luccombe Holidays in Dorset 

offers self-catering farm cottages in a 

secluded valley. Guests can take part in 

on-site therapies and yoga retreats, and 

enjoy superb vegetarian food. Working 

with a local caterer and farm shop owner 

enhances the experience.

‘It’s nice to be able to say that this bread 

is from down the road, and the stew was 

made from veg in the farm shop,’ says Saira 

Francis, who organises the retreats. ‘People 

enjoy that, especially when they come 

down from London. They really like that 

everything’s local and healthy.’ 

But that’s not to suggest that wellness is 

all about strict food regimes. Says Valerie at 

The Wellness Home, ‘They’re on holiday! 

They can have a bit of indulgence if they 

like.’ For her, that indulgence might mean 

putting on a spread of fresh seasonal fruit, 

yoghurts, a wide variety of milks and milk 

substitutes and fresh local breads. 

One final point on food: Wendy at Caxton 

House says that catering to specific diets is a 

great way to secure bookings. ‘We have many 

coming back because they know whatever 

we give them is safe for them to have,’  

she says. ‘For guests, it takes the pressure 

and stress away knowing they don’t have to 

organise their food while away.’

Spreading the word
When it comes to marketing wellness, 

recommendations are key.  ‘Word of mouth 

is very powerful in the industry,’ says 

Wendy at Caxton House. ‘Many people 

seem to link up and find courses and tutors 

this way.’ Wendy and Paul also use social 

media to invite course tutors to personally 

see what they have to offer.  

Saira at Luccombe Holidays seeks out her 

target market proactively by advertising on 

retreat directories, as well as by using  

Facebook and Google. Her approach is 

working. And, with the growth of the 

wellness market year on year, she thinks 

bookings are unlikely to slow down.

‘At a wellness break, they can take home 

what they learn and make it a part of their 

lifestyle,’ says Saira. ‘People are looking for a 

way to cope. There has to be something like 

an antidote that doesn’t involve taking a pill.’

Regional flavours: use 
local suppliers, and 
talk about this in your 
marketing and signage

‘By making links  
with trainers further 
afield, we can offer 
accommodation, food 
and a teaching space  
for 8 to 10 people’ P
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Eric started in 
the family 
business as a 
pot washer 
and took the 
helm in 2016

The hotel’s two 
restaurants: the 
Eating Room 
and (right) the 
Conservatory
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One 
of a kind

In an era of branded budget chains and 
spare room websites, how do smaller hotels 
develop a distinct identity? Zöe Slater fi nds 

out at Titchwell Manor in North Norfolk
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Titchwell Manor Hotel, Norfolk

Feature

FOCUS ON...
«

eclectic mix of mid-century furniture and 

bold colours has gone down well with most 

guests (Eric does freely admit some people 

haven’t liked it) and has helped Titchwell 

Manor achieve a clear identity. ‘The term 

“boutique hotel” is probably a bit overused 

these days,’ he says, ‘but it really does sum up 

what we offer and it means that guests know 

what to expect. Having our own look that 

isn’t like any other hotel’s is a big part of this.’

Branding and marketing
These days, of course, marketing and a solid 

digital presence are crucial too and Eric, and 

his parents before him, have worked with a 

local designer to keep things up to date.

‘We continuously review our branding to 

make sure we keep things fresh, as it’s so 

important to stay ahead of the game,’ says 

Eric. One of the most recent changes is the 

hotel’s stylish website. Launched in 2014, it 

is easy to navigate and features drone footage 

of the property that automatically plays on 

E
ric Snaith took over at three-star 

Gold Titchwell Manor in 2016, but 

his relationship with the hotel 

near the stunning North Norfolk coast 

stretches way back to childhood. His 

parents, Margaret and Ian, started the 

business in 1988 and at the age of 15 he 

worked as a pot washer in the kitchen. He 

left to work elsewhere and explore the 

world, fi nally returning as the hotel’s 

Head Chef in 2003 and to help develop 

the business. Since taking over, he has 

continued to play a role in the kitchen 

–  growing the chic 27-room boutique 

hotel’s reputation for good food – while 

moving the business further forward.

A priority for Eric has been creating a 

unique and modern look, with help from 

London-based interior designer Shaun 

Clarkson. ‘We chose to work with an 

interior designer because there are so 

many great places along the coast and we 

wanted to stand out,’ says Eric. The 

The hotel’s style is 
an eclectic mix of 
mid-century furniture 
and bold colours
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bookings come via online travel agents. His 

idea to embrace Black Friday last 

November also worked extremely well. He 

offered gift vouchers at discounted rates 

(e.g. £200 vouchers for £120) and the hotel 

sold £8,000 worth in just two hours.

«

Good service: a fundamental
Although quick to embrace new ideas and 

modern technology, Eric is well aware that 

good service is most important of all. With 

staff staying far longer than the industry 

standard, it’s evident that Eric’s parents 

provided a positive working environment 

and Eric has continued to do so. 

‘We’re currently looking into setting up a 

more structured training scheme, but we 

know how important it is to let people’s 

personalities shine through, so we’d never 

take a one-size-fi ts-all approach to this,’ he 

says. ‘We make sure we always reward staff 

for their hard work, whether that be with 

dinner or tickets to a football match.’

Eric is also involved with the ‘A Passion 

to Inspire’ training scheme, which sees 

industry fi gures work with colleges to help 

teach the next generation. He’s recently 

had two students come and work in the 

kitchen and one train front of house.

Growing the business
As Eric is a chef, it’s hardly surprising that 

food has been an important factor in his 

efforts to diversify the hotel’s brand and 

grow the business. Titchwell Manor has 

hosted a successful food and drink festival 

for the past four years. ‘Our suppliers 

showcase their produce and we also 

the homepage. The site not only 

showcases Titchwell Manor as a friendly, 

independent hotel but demonstrates how 

switched on it is in terms of marketing. 

From offering room packages and gift 

vouchers to its hugely successful supper 

clubs (which run every six weeks during 

the winter season), the business has 

clearly taken inspiration from larger 

hotels while retaining a unique character.

Eric and his team also work hard to ensure 

guests book directly. ‘We have a database of 

contacts and we recently asked them if they 

were interested in becoming VIPs, in return 

for some extra details such as their date of 

birth and home address,’ he says. ‘Nearly 

20% responded positively, so in addition to 

our regular e-newsletters, we send them 

extra-special offers and last-minute rates, 

which has proved really successful.’ 

On top of this, the website offers 

incentives to book directly and Eric is quick 

to respond to TripAdvisor reviews; he also 

uses Twitter and Facebook to communicate 

news and special offers. This approach is 

clearly working, as only about 15% of 

 1 Show a personal touch.

People choose to stay at 

smaller, independent hotels 

because they like a personal 

touch, so it’s vital that you 

can off er them that. From 

letting guests pick which 

room to stay in, to providing 

little extras such as mints 

and homemade biscuits in 

the rooms, we pride 

ourselves on being unique.

2 
Communicate 

with your guests.

Whether it’s holding a 

conversation in person or 

sending a follow-up email, 

it’s so important to 

communicate with your 

guests. Getting feedback 

from them about things 

they like or think could be 

ERIC’S TIPS FOR SUCCESS
5 essentials for running a successful independent hotel 

improved is obviously really 

helpful, but it’s also important 

to tell them any news so they 

feel informed and involved.

3 
Nurture a happy team.

We’re proud that so 

many team members have 

been with us for years and 

we do all that we can to make 

them feel part of the family 

and have a proper work-life 

balance. For example, a 

while back, we put the 

kitchen team on a four-day 

week and it’s worked really 

well. The four days they 

work may be long, but having 

three full days off  to relax 

makes a real diff erence. 

4 
Be outward looking.

When you run your own 

business, it’s easy to get 

caught up in it but it’s so 

important to get ideas and 

feedback from outside. My 

wife, Lydia, isn’t directly 

involved in the business, so 

she provides a great 

sounding board. I also make 

sure that we get away from 

time to time and see what 

other hotels are doing. 

5 
Expand at 

a steady pace.  

It can be frustrating having 

to wait when you’ve got lots 

of new ideas and things you 

want to change, but being 

patient pays off  and you 

always have to operate 

within your means. Guests 

understand that building 

work takes time and are 

generally very supportive. 
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The  Potting 
Shed, a quirky   
room that is a 
favourite with 
honeymooners
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11.30am
I meet with our heads of department and 

General Manager, Andrew, so we all know 

what’s going on. Every day is diff erent and 

it’s important we communicate regularly.

12.30pm
Head Chef Chris is now in charge of the 

kitchen, but if he needs assistance I help 

out on the pass. We serve lunch, which 

brings in lots of locals, and afternoon tea 

from noon to 5pm. This is very popular 

with people celebrating special occasions.

7.00pm
We’re very proud of the 

three AA rosettes our 

Conservatory restaurant 

holds and we have lots of 

local regulars who come 

to eat there and in our 

more casual restaurant, the Eating 

Rooms. I make sure I’m around to catch 

up with everyone and see that service 

runs smoothly.

10.00pm
I fi nally get the chance to catch up with 

some offi  ce work at the end of the day. I 

normally spend about an hour or so on 

the computer before heading home to 

Lydia and the girls. 

Feature

8.00am
I either help cook the 

breakfasts,  or check to 

see that everything is 

going well. We serve from 

8-10am and off er a wide 

selection of choices.

10.00am
Check out is 11am and I make sure I’m 

around reception from about 10am so I 

can catch up with guests. It’s important 

to chat with regulars and it’s great to get 

immediate feedback from new faces.

A DAY IN THE LIFE
Eric’s typical work routine

collaborate with local restaurants. It 

brings in lots of locals who otherwise 

might not have been aware of us.’

Eric oversees two restaurants at 

Titchwell Manor, the casual Eating 

Rooms and the three AA Rosette 

Conservatory. With restaurants, festivals 

and guests to look after – and not to 

mention the fact he and his wife Lydia 

have a third child on the way – he has a 

busy schedule. But this hasn’t stopped 

him from wanting to grow the business 

further. Weddings are the next big focus. 

‘We currently do about 15 a year and we 

want to do about 20 – they’re a good 

revenue generator during quieter 

periods and a great marketing tool.’ 

Having recently been approved by their 

local authority to hold civil marriage 

ceremonies and partnership unions, it 

seems that another of Eric’s impressive 

ambitions will soon be achieved. 

 Issue  24  I   Quality  Edge   I   21@VisitEnglandBiz

‘People choose to stay at smaller, independent 
hotels because they like a personal touch, so 
it’s vital that you can off er them that’

An interior designer 
conceived many of the  
rooms, including this 
boldly coloured space 
with vintage furniture

Collecting  fresh 
herbs from the 
kitchen garden

Hosting a food and 
drink festival is a 
great way to raise 
the hotel’s profi le

Bathroom layouts 
vary throughout the 
hotel, but all feature  
stylish touches

To watch a video interview with 

Eric Snaith from Titchwell Manor, 

go to www.visitengland.org/

businessadvice and click on 

Quality Edge magazine.
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S
ince Nigel Seddon joined The Elgin 

Hotel in Blackpool in 1982, guests’ 

expectations have transformed. 

‘Back then people were still (if reluctantly) 

queuing down the corridor just to have a 

bath,’ he says. ‘Now en suites, not to 

mention TVs and Wi-Fi, come as standard.’

Once The Elgin, a two-star resort hotel, 

reached a standard he was happy with, 

Nigel committed to spending 10 per cent of 

turnover on refurbishment and renovation 

every year. Much of this budget is taken up 

by renewing the basics. Showers and 

crockery, for instance, tend to be replaced 

once a year. But there is always enough for 

the modernisation guests now expect; 

annually around nine rooms are 

overhauled at both The Elgin and sister 

establishment The Hotel Sheraton.

‘My sister comes up with new room 

designs with the help of some designer 

friends,’ Nigel says. ‘We don’t like 

uniformity – we want people to have a bit 

of choice.’ At The Sheraton last year, for 

example, she devised the Beach House 

room featuring wardrobes with wooden 

slats, seashells on the windowsill and 

pebbles among the bathroom tiles. Once a 

new room has been overhauled, it 

becomes premium and the price goes up.  

Carole Kaleda, from the six-bedroomed 

Avondale Guest House in York, follows a 

less formal process of continually 

updating as and when necessary. She 

keeps things feeling fresh in her three-star 

Silver business by completely redecorating 

rooms around every three to four years, 

and replacing mattresses every fi ve years 

(she fi nds that even though she always 

buys a good make, they get worn down at 

the ends where people sit on them).  

She also has a simple but useful tip. ‘I 

recommend spending a night in each 

room to get a feel for what is most 

important,’ she says. ‘Whether it’s the 

ceiling that needs repainting or the bed 

springs making an annoying squeak.’

Keeping up with technology
So does staying up to date also mean 

investing in the latest tech? Carole bought 

‘Spend a night in each 
room to get a feel for 
what is important,  
whether it’s the ceiling 
that needs repainting 
or the bed squeaking’

iPod docks for iPhone 4s when they fi rst 

came out. ‘They lasted fi ve minutes!’ she 

says. ‘That was a hard lesson.’ And the 

heart of that lesson, perhaps, is to look for 

especially durable options, or to 

concentrate on the tech you can consider 

absolutely essential. Like Wi-Fi, for 

instance. You should keep yours in good 

order and quickly deal with any dropped 

connection. And you should stay on top of 

any innovations that increase its speed.

But don’t forget the lowly power point, 

either. Bear in mind that visitors, whether 

travelling for business or not, will likely 

have equipment with them that needs 

charging – phones, tablets, cameras etc. 

Whenever renovating, factor in having 

more plug sockets installed in convenient 

locations. And another useful tip from 

Carol. ‘Spend a bit more and invest in 

double plugs,’ she says.

When to renovate
For most accommodation providers and 

attractions, the best time for major works 

is winter. Smaller B&Bs and self-catering 

AT A GLANCE: PREVENTING WEAR AND TEAR
Keep fixtures and furnishings looking ship-shape with these ideas
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■ Invest wisely.

Spend more on key 

fi xtures and furnishings. 

For instance, good-quality 

beds, mattresses and 

kitchenware – anything 

that will get a lot of use. 

■Be protective.

Small touches can make a 

big diff erence. Put glass 

toppers on wooden 

furniture and use rugs to 

protect carpets or 

wooden fl oors. 

■Repaint regularly.

Paint inside and out just 

before the property 

starts to look noticeably 

tired. Whatever space 

you’ve got, it should look 

clean and welcoming for 

every guest. 

■Act quickly.

Ask guests to let you know 

immediately if there’s a 

spillage, to minimise 

damage to carpets, 

upholstery and bedding. 

■Double up.

Buy two of everything 

(not just bedding but 

lamps and key kitchen 

equipment such as 

kettles) so you have an 

immediate replacement 

if the original one gets 

damaged or ruined. 

Paint inside and out just lamps and key kitchen 
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playfully bringing in the author’s 

characters into the message and surely 

helping to amuse visitors and get them on 

side. A recent example read, ‘We are sorry 

this screen is not working. The Oompa 

Loompas are fi xing the projector. (It is 

very high up and they are very small so it 

may take some time…)’ 

Tricia says that maintenance should 

never be an issue as long as you 

communicate effectively with your guests, 

manage expectations and, crucially, plan 

for it by allocating a budget and resources. 

‘Now it’s all set up, our maintenance 

schedule runs like clockwork,’ she says.

Admittedly, there is a never-ending 

quality to maintenance and renovation – as 

soon as you fi nish, you’re looking at the next 

round of work – but to satisfy guests you 

need to embrace this. As Nigel says, ‘The 

biggest challenge of all is just to keep 

making it look better every year. You’ve got 

to keep exceeding people’s expectations.’

«

properties might shut for a week or two, 

but hotels will often stay open. Nigel says 

big jobs are undertaken in his hotels in 

January, February and March. This winter 

at The Sheraton, as much as two thirds of 

the hotel will be shut for two months. ‘Last 

year, as a sweetener, we reduced the price 

of premium rooms throughout the period 

of renovation,’ he says.

Of course, with outdoor areas the timing 

of maintenance may depend on the 

season. Tricia Croot, Offi ce and Facilities 

Manager at The Roald Dahl Museum and 

Story Centre in Buckinghamshire, ensures 

planters are changed seasonally and the 

green roof is fertilised twice a year. This 

does make quite an impression, so is 

defi nitely worth the effort. ‘It’s become a 

little bit of a talking point,’ she says.

When you do get down to maintenance, 

it’s important to communicate effectively 

with guests about what is going on. The 

Roald Dahl Museum does that brilliantly, 

‘We always keep  
 spares at hand’

ROUNDHOUSE Barn cottages are three 17th 

century Cornish stone barns converted to 

fi ve-star Gold standard. Barbara and Mark 

invested a lot to begin with, especially in the 

kitchen and bathrooms as they get the most 

wear. Installing good toilet seats, for instance, 

was key. Because of this, Barbara says the 

spend on refurbishments has been minimal 

– just one replacement sofa in eight years and 

a lick of paint each January. ‘It only takes the 

decorator about a week to do all three 

cottages, but it can still be diffi  cult to fi nd 

time to close,’ she says. They also have all the 

soft furnishings dry cleaned at the same time, 

so the whole space feels clean and bright. 

But Barbara’s fi nal secret to good 

maintenance? Show guests around yourself, 

or call them, so you establish a personal 

connection. ‘Not only will they take better 

care of your property, they’re also more likely 

to tell you when something goes wrong.’  

Barbara and Mark 
Sadler run the 
picturesque 
Roundhouse Barn 
self-catering 
cottages in St 
Mawes, Cornwall 

‘The biggest challenge of all is just to keep 
making it look better every year. You’ve got to 
keep exceeding people’s expectations’
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Carrying out seasonal 
maintenance ensures 
the green roof at the 
Roald Dahl Museum is 
a real talking point 

Install good-quality 
fi ttings in heavy-use 
areas such as  bathrooms 
and kitchens, to save 
on repair costs later

22-24_Maintenance_VE24_FINALv2.indd   3 24/01/2017   09:39

Insurance for your 

Hospitality Business

No grey areas, no woolly thinking, nothing

complex or difficult to understand

Contact Ryan’s for your quotation

0800 221 8168

ryans.co.uk
Ryan’s is a trading name of Ryan Insurance Group Ltd which is

authorised and regulated by the Financial Conduct Authority

Bed and Breakfast•

Holiday Homes•

Self Catering•

Pubs•

Travel Insurance•

Beach Huts•

Shepherd’s Huts•

Restaurants•

Hotels•

Let Properties•

38225209.indd   1 30/01/2017   15:07



26   I   Quality  Edge   I   Issue  24 www.visitengland.org /businessadvice  

Queen B&B
Bed and breakfast owner and Channel 5 expert Lisa Holloway 

offers her advice on styling rooms, serving great breakfasts 
and making a success of your accommodation business P
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W
hen it comes to the 

hospitality industry, 

Lisa Holloway has 

earned her stripes. In 

her early career she 

worked at an outdoor catering company, 

before moving on to managing hotels. 

Today she is the owner of AA four-star 

Gold Compton House Bed and Breakfast 

in Newark, Nottinghamshire. Her vast 

experience made her a prime candidate to 

become the host of Channel 5’s To B&B 

The Best. The series follows Lisa as she 

journeys across the UK giving fl edgling, 

and sometimes fl oundering, 

accommodation owners tips for how to 

bring their business back to life. She talks 

to Quality Edge about some of her 

experiences from the show and running 

her own B&B, and offers her top tips for 

success in the accommodation industry.

QE You’ve travelled the length and 

breadth of the country visiting the 

nation’s B&Bs. What common qualities 

do the good ones tend to have? And 

what about the not so good?

LH It comes down to the old adage: ‘You 

only get out what you put in.’ In all the 

B&Bs we see that are doing particularly 

well, there is always a real desire to 

succeed. The owners are taking it 

seriously and they aren’t half-hearted. We 

fi nd that the majority also need the 

income, so it isn’t a case of simply 

following a whim or a hobby.  

Those who struggle, while eager for the 

money, are not willing to put in the effort 

to earn it. They can’t be bothered to 

provide a full breakfast, for instance, so 

they put on a meagre cold offering of 

cereals or something similar. 

Some operators believe it is perfectly 

acceptable to provide the bare minimum, 

but I don’t think it ever is. Customers are 

too sophisticated and sassy these days. 

You need to do the very best that you 

possibly can. You only do two things: one’s 

bed and one’s breakfast, so you might as 

well do them both properly!

 Issue  24  I   Quality  Edge   I   27@VisitEnglandBiz
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«
Lisa’s B&B, Compton 
House in Newark, 
Nottinghamshire

QE A big part of To B&B The Best is 

showing people how to give a room a 

makeover, so it’s ready for paying 

guests. Can you give us some tips for 

creating that ‘wow’ factor?

LH I’m not sure a room necessarily needs 

a ‘wow’ factor. The main considerations 

are: is it comfortable and is it clean? You 

never want to think about people having 

been in a room before you. 

The real impact comes from the details. 

Before guests arrive, make sure lightbulbs 

are working and put some fresh fl owers in 

the room. Ensure the lights are on when 

they arrive so it looks warm and inviting. 

Make it interesting and put art on the 

walls; so many B&Bs I visited just had four 

white walls, which is so dull. I put books, 

magazines and good-quality toiletries in 

rooms, so that when people come in, their 

fi rst impression is a positive one.

The décor is important, of course, but I 

think it’s more important that the room 

puts its arm around you and makes you 

feel comfortable; you should want to sit 

on that chair, lay on that bed and stay in 

that room. I also like to try to match the 

magazines in a room with the incoming 

guest. It’s these little things that will make 

the biggest impression. 

 

‘You only do two 
things: one’s bed and 
one’s breakfast, so 
you might as well do 
them both properly!’

Lisa says, ‘The real 
impact comes from 

the details. It’s these 
little things that 

make the biggest 
impression’
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■Use a little theatre. 

Put fresh fl owers in the 

room and ensure the 

lights are on when guests 

arrive. A few unread 

magazines will help, too.

■Make it fresh and new. 

Ditch half-used soaps or 

raggedy cloths and 

replace them with new – 

guests never want to think 

about people having been 

in the room before them.

■Be interesting. 

Put some art on the walls. 

So many B&Bs these days 

just have four white walls, 

which is so dull.

■Keep the décor calm. 

You really don’t need to 

blind people with the 

latest wallpaper or 

interior design trend.

■Buy proper hangers. 

Use substantial hangers, 

not rickety ones: it looks   

far more professional.

HOW TO MAKE A ROOM INVITING
Styling a guest bedroom? Here’s Lisa’s tips for success

QE You must have seen varying levels 

of customer service on your travels. 

Can you give us an example of great 

customer service, and poor? 

LH One of the nicest stays I had was in a 

quaint B&B in Winchester. The room was 

absolutely minute, but it was so pretty. The 

bedding was lovely, with antique white 

cotton pillowcases, and the bathroom was 

nicely furnished with toiletries and towels. 

And the breakfast was exquisite. There 

was a little round table and it had a white 

cloth and traditional butter dishes, china 

cups and plates with white napkins. It didn’t 

matter that the place was tiny, because the 

landlady had done it so beautifully and was 

so friendly and helpful. If you’re lovely and 

welcoming, and your room refl ects that, you 

can be forgiven anything really. 

The worst customer service was at a 

place in Oxfordshire. I asked if they would 

like to know when we would like breakfast 

the next morning, knowing how useful 

‘The last thing guests remember is 
the breakfast they have before 
they go. So you want to leave them 
with a really good impression’

«

Lisa changes her menu 
regularly, to off er any 
returning  visitors 
something new to try  
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QE And what ‘howlers’ do people   

commit when it comes to bedrooms?

LH I hate it when you go somewhere and 

there’s nowhere to plug in the kettle. And I 

think the thing that I saw more often than 

not was tea trays dirtied with coffee stains, 

or stale biscuits in a jar. Some people feel 

that the beverages in the bedroom don’t 

matter, so they just chuck a bit of old 

instant coffee in. But it needs to be as 

smart as the rest of your offering. 

Cleanliness is the most important thing. 

I have a fear of old soaps and cloths and 

things not being clean. My other pet hate 

is nasty plastic coat hangers. When you 

open the wardrobe, have some nice ones 

and not a tangle of 30 different old ones! 

Also, a lot of people do themed rooms. We 

‘The room should put its arms 
around you and make you feel 

comfortable,’ says Lisa. ‘You 
should want to sit on that chair 

and lay on that bed’ 

saw them in red and black, or gold and 

blue. But you want décor that is caring, 

comfortable, and inviting. You don’t need 

to blind people with the latest wallpaper 

or the latest interior design trend. What is 

important is to make the room refl ective 

of the house. So if you’ve got a Georgian 

house, furnish it sympathetically; if it is 

modern, use a contemporary design.
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‘If you’re lovely and 
welcoming, and your 
room refl ects that, 
you can be forgiven 
anything really’

A scrupulous 
approach to 
cleanliness: 
the most 
important 
thing of all  
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that is. I was told, ‘Eight o’clock – and if 

you don’t eat it the dog will.’

QE Do B&Bs generally put enough 

effort into breakfast? And what more 

could they do to attract visitors? 

LH While things are getting better, there 

are a lot of B&Bs that do the same old 

English breakfast. As everyone is a foodie 

these days, with magazines, TV shows and 

blogs turning us into amateur gourmets, 

this is no longer enough. I’ve started doing 

smoothies in the mornings. This is 

because I have a lot of business guests who 

spend all day in an offi ce eating 

sandwiches, or at business lunches, and 

they crave healthy, fresh produce. 

Change the menu regularly. I have 

guests that have been coming to me for 12 

years, so next time they come I want to 

give them something new. And guests do 

come back because of the breakfasts. 

I get a lot of people now who don’t want 

big sausage and bacon breakfasts. They 

want fi sh – salmon or smoked haddock 

with a poached egg. And consider 

intolerances and dietary requirements. I 

had a vegan staying at the weekend. He 

had avocado on toast, tomatoes, 

mushrooms and special milk for a 

smoothie. You need to put thought into it. 

My advice is simply to ask people what 

they want. The last thing your guests 

remember is the breakfast they have 

before they go, so you want to leave them 

with a really good impression.

QE Can you give us your thoughts on 

setting a realistic price?

LH Think about your location. If I was in 

Oxford, or Cornwall or Norfolk, I could 

charge more. But I’m not – my B&B is in 

the East Midlands, so I price accordingly.

Do your homework and see what 

everybody else is charging. It’s important 

that you feel you are worth what you are 

getting, and that you’re giving your guests 

good value. It is so much cheaper to retain 

your guests than to get new ones. When 

you think you have assessed your rooms 

accurately, put a price on it for a month and 

see how it goes. It’s trial and error. 

QE How do you handle complaints? Do 

you have tips for turning the situation 

around so everyone is left satisfi ed?

LH Firstly, address every complaint 

seriously. Don’t trivialise it, because it’s 

important enough for guests to moan 

about. But also don’t be too obsequious – 

it’s your house and it’s your rules. You 

can’t get everything right, all the time. 

If something is wrong, don’t put it off 

– put it right straight away. Move guests 

into another room if need be, offer a 

discount or give them a bottle of wine. 

On TripAdvisor, I answer every single 

review I get, whether it’s good or bad. 

Because if someone has taken the trouble 

to write a review, it’s the right thing to say 

thank you. I take every point, I answer it, 

and then I act on it if need be.  

QE What’s your overall impression of 

the state of the B&B industry?

LH A lot of people I met on the 

programme played down the importance 

of what they were doing, but I think they 

should be proud. We are an enormous part 

of the British economy, we are at the 

forefront of the accommodation industry 

and we’ve been a huge boost to the sector. 

It’s bringing in money, it’s helping the 

local economy, it’s showing off your house 

and your town and I think it’s fabulous. It 

really is a wonderful way of life and I feel 

very lucky to enjoy my job so much.

Lisa is currently writing a book about her 

experiences in the industry. It will include 

insights, tips and her own recipes.
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Keeping afl oat: 
getting business 
interruption 
cover could 
prevent you from 
losses following 
a fl ood or fi re
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      Got it  
Covered?

How do you know if your business is 
properly insured? Rosalind Mullen 

talks to owners and industry experts

30-32_Insurance_VE24_FINALv4.indd   1 02/02/2017   10:59

I
t’s not rocket science. Every B&B, 

guest house, small hotel or tourist 

attraction needs sound insurance 

cover. The million-dollar question in this 

era of flash floods and litigation is how to 

guarantee that when it comes to making a 

claim you are properly protected.

VisitEngland Deputy Lead Moderator 

Brian Roberts says you must ensure you 

are compliant. ‘Each policy will vary, so 

you need to scrutinise it. Check security 

requirements to see if you need to fit 

alarms, for example. If there is a claim and 

the insurance company finds a shortfall in 

compliance, you will have problems.’

Buildings and contents
In terms of building insurance, you should 

keep the property in good repair and have a 

survey every five years to ensure you have 

sufficient cover. Brian spoke to an owner 

who had a fire at his self-catering property 

in October. ‘His loss adjuster said there was 

Feature

a 15% margin of error in terms of the sum 

insured and what the actual cover should 

be. He was just covered. If he hadn’t been, 

the insurance company would have paid 

out significantly less than required.’ Diane 

Ford, who runs four-bedroom Bowen 

House B&B in York with her husband, 

Peter, understands the value of being 

adequately covered. Like many tourism 

businesses in York, including the Jorvik 

Viking Centre, her B&B was ravaged by the 

floods during Christmas 2015. Ground floor 

rooms such as the kitchen, dining room, 

office, garage, utility area and the couple’s 

living areas were wrecked. 

The damage was covered by buildings 

and contents insurance – the latter on a 

new for old basis. It was fortunate that they 

were also covered for loss of business, as 

the repairs took seven months. However, 

under their new policy they will now have 

to pay £25,000 excess on any future claims 

for flooding, compared with £2,500 before. 

Diane believes she is lucky. ‘A lot of local 

businesses can’t get insurance,’ she says. ‘At 

least we can. If another flood was ever as 

devastating as the last one, we would need 

to claim much more than the excess to get 

the business up and running.’

Liability insurance
As well as contents and building insurance, 

Serena von der Heyde, owner of the 

five-star Georgian House B&B in London, 

‘If there is a claim and 
the insurance company 
finds a shortfall in 
compliance, you will 
have a problem’
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Do you have 
sufficient cover 
to repair the 
damage? It’s 
recommended 
you have a 
survey at least 
every five years 
to ensure you  
are properly 
protected

ed?
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we are not covered highly for loss of 

earnings. My thinking is that our business 

runs across several buildings, so I would 

hope that one part would still be 

operational.’ Of course, businesses should 

plan according to their own circumstances.

Brokers can also ensure you meet legal 

requirements. For example, employee 

liability insurance is a legal obligation for 

most businesses, but those run by families 

with no employees are exempt.

‘Sit down with a good CII-accredited 

insurance broker to evaluate, as this is a 

complex subject,’ says Brian Roberts.  

Risk assessments
Often, says Moderator Antony Wallace, you 

can pre-empt potential problems. ‘It’s about 

risk assessment, to stop things going wrong 

and having to make a claim in the first place.’ 

Importantly, a proper risk assessment can 

protect you from litigation. ‘If something 

does go wrong, it shows you have made a 

reasonable attempt to prevent it,’ he says.

«

believes it is also crucial to have public 

liability cover – a requirement of 

VisitEngland’s assessment schemes. In fact, 

she has recently made a public liability 

claim to compensate a guest who cut their 

finger on a window latch and said it 

prevented them from working. 

‘The broker passed the details on to the 

insurer on our behalf and they dealt with it. 

We didn’t have to negotiate with solicitors 

and there was no personal connection.’

The lack of personal involvement is one 

reason why Serena believes it is worth using 

a good broker. The other is cost. ‘Every year 

they come back with a higher quote, but I 

ask them to do better. In a good year I have 

saved £1,500; in a bad year, £500.’

Theft and breakages are inevitable, and 

Serena can see the logic of taking a hit on 

claims for less than, say, £1,000 that might 

push your premiums up. ‘We haven’t 

claimed for anything small,’ she says.  

Serena’s broker has also helped her to 

evaluate risks. ‘Our premium is low because 
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AT A GLANCE: GETTING INSURED
n Employ a broker. 

He or she can ensure you are 

properly covered and help you 

get the best deal.

nAre you a small B&B? 

Some specialist home 

insurance products cover a 

B&B with three bedrooms and a 

maximum of six guests.

nOr are you larger? 

B&Bs with more than three 

bedrooms used for business 

may require a guest house 

insurance policy. 

nCover for ALL theft. 

Include the theft of guests’ 

belongings as well as your own.

nCheck the conditions. 

Minimum conditions are 

usually set for self-catering 

properties if they lie empty for 

periods of time. This may 

include having to turn off the 

water and drain all pipes.

nKitchen and bathroom cover. 

Fitted kitchens and bathrooms 

may come under contents 

insurance rather than buildings 

insurance if they can be  

removed – check this.

nCover for revenue losses. 

If you suffer a major event such 

as flooding or a fire, business 

interruption insurance can be 

tailored to cover the costs of 

rent and salaries and even 

revenue losses. 

nDamage deposits. 

Nowadays, it is more usual to 

retain a customer’s credit or 

debit card details in case of 

damage to property, rather than 

taking a bond or deposit. But you 

can’t charge people for cases 

where damage is caused 

through wear and tear.

n Family cover. 

Family-only businesses  should 

still consider employers liability 

insurance, as family members do 

claim against each other.

Additional source: Kira 
O’Sullivan, Digital & 
Consumer PR at Towergate 
Insurance  

 ‘Gather all the 
  bills as proof’

In March 2014, a faulty guest kettle triggered a 

fire at Katherine Henderson Bowen’s thriving 

Manorbier B&B. Fire, smoke and water damage 

destroyed the upstairs, including a new double 

en suite bedroom, and necessitated a full 

refurbishment downstairs. No one was injured, 

the insurance company paid out and she 

reopened in March 2015. But Katherine learned 

a lot from what was a difficult process.

‘It is useful to have recent photographs of 

the damaged rooms prior to the fire,’ she 

says. ‘And if you have had building work done, 

gather all the bills as proof to ensure you get 

like-for-like repairs. Also, check the 

surveyor’s report adequately covers this 

replacement cost, particularly the 

bathrooms, fittings and sanitary-ware.’ 

To reduce fire risks in future, Katherine has 

installed timer sockets to switch off kettles. 

Her guests are also asked to use these sockets 

for hair tongs and hairdryers.

Katherine 
Henderson Bowen 
owns Manorbier 
Tenby, a two-guest-
room B&B that was 
damaged as a result 
of fire in 2014

‘A risk assessment can stop things going wrong 
and having to make a claim in the first place’
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OUR BUSINESS 
INSURANCE PROTECTS 
THE VERY THINGS YOU 
DEPEND ON TO EARN  
A LIVING 

NFU Mutual is The National Farmers Union Mutual Insurance Society Limited. 

For security and training purposes, telephone calls may be recorded and monitored.

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

For your local branch, visit
nfumutual.co.uk or  

call 0800 197 1283
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T
he business case for providing 

information about accessibility has 

never been stronger. One in fi ve 

people in the UK are disabled – that’s 20% 

of your potential market.  And with a 

massive 31% increase in the number of 

domestic trips taken by the 55-plus age 

group in recent years, and an ageing 

population, demand is only set to grow. But 

who exactly should you be talking to?

‘There is a common perception that 

accessibility is only about wheelchair users,’ 

says Ross Calladine, VisitEngland’s Head of 

Business Support and accessibility lead. ‘In 

reality, less than 8% of the UK disabled 

population uses a wheelchair. People with 

hearing loss, visual or mental impairment, 

older people and families with young 

children also benefi t. A hearing aid user, for 

example, may be more confi dent in staying 

somewhere if they know there is a vibrating 

pillow pad linked to a fi re alarm.’ 

The new Accessibility Guide
According to a survey by Euan’s Guide, a 

review website by and for disabled people, 

54% of people with access requirements 

avoid going to new places if they can’t fi nd 

information about accessibility. One of the 

best ways to advertise this practical 

information is via an Accessibility Guide. 

This is a practical description of the layout 

of your venue and any services you provide, 

allowing potential customers with 

accessibility requirements to decide 

whether it is suitable for them. 

If this sounds familiar, you’re probably 

thinking of an Access Statement. This was 

introduced by VisitEngland in 2006 to 

help increase information provision and 

is a requirement of the quality schemes. 

Signifi cant progress has been made, with 

36% of  serviced accommodation in 

England having one as of 2015, but there is 

still a way to go. 

Says Ross, ‘We’ve teamed up with 

VisitScotland to evolve Access Statements 

– including updating the name – based on 

feedback from both businesses and 

customers. The new Accessibility Guide 

format is easier for businesses to complete 

and also standardises how information is 

presented, making it easier for disabled 

customers to compare venues.’

Giving visitors information
Despite the benefi ts of providing 

accessibility information, the latest 

research shows that nearly two thirds 

(63%) of businesses that cater for 

Providing a guide to  accessibility can attract customers. 
And, says Hannah Lowe, a new website can help you create one

How to market accessibility

Less than 
8% of the UK 
disabled 
population 
uses a 
wheelchair 

With an ageing 
population, 
the number of 
people with 
accessibility 
needs is only 
likely to grow
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Feature

■Know your numbers.

Take measurements in 

advance. For instance, the 

width of doorways and 

access routes. 

■Have your old Access 

Statement to hand. 

It will contain key facts 

and fi gures, so you don’t 

need to gather them 

again. (Existing users can 

download theirs.)

WRITING AN ACCESSIBILITY GUIDE: 5 TIPS
■Upload photos.

Images give visitors an 

instant impression of your 

venue and are very helpful 

for people with autism.

■ Stick to a simple 

description.

Don’t make judgement calls 

on who your venue is 

suitable for. Simply 

describe your layout and 

accessibility features and 

let the customer decide; for 

example, some wheelchair 

users may be able to 

manage a couple of steps. 

■Advertise your weblink.

Promote your unique 

guide URL. Remember to 

add the link prominently 

on your website and to any 

online travel agent listings 

or destination 

organisation websites.

accessibility requirements do not promote 

their facilities and services.  

‘This is such a missed opportunity,’ says 

Trizia Wells, Inclusion Manager of 

Eureka! The National Children’s Museum, 

situated in Halifax. ‘We have an 

Accessibility Guide to showcase our venue 

and show our visitors what we off er. We 

can also manage expectations, so people 

are less likely to be disappointed.’

Jamie Shail, owner of Rothay Manor 

hotel in Cumbria, found producing a guide 

had other benefi ts. ‘It allowed us to 

concentrate our minds on what our 

disabled guests needed, which has helped 

our business planning. It’s also useful for 

staff  to have information to hand so they 

are aware of what we can and can’t provide.’  

Using the new website
A new free-to-use Accessibility Guides 

website will launch very shortly, featuring a 

questionnaire that automatically generates 

your fi nished guide. To produce your guide, 

simply answer a series of questions specifi c 

to your type of business – such as whether 

there is level access to your main entrance. 

Among many new elements, the fi nished 

guide includes an ‘at a glance’ section, 

which highlights key accessibility facts up 

front. Your guide is accessed via a unique 

URL, so you only need to add the link to 

your website once no matter how 

frequently you make updates.  

And there are more positive changes on 

the way. Says Ross, ‘Later this year we will 

be launching a consumer search function 

for venues with published Accessibility 

Guides, which will be prominently linked 

to from the VisitEngland website.’

If you have an older Access Statement, 

there is no strict timetable for moving over 

to the new format. However, it does pay to 

put this job on your ‘to do’ list as producing 

a new guide will increase your visibility and 

appeal to this market, helping you to boost 

bookings and business. Start your guide by 

visiting www.accessibilityguides.org. 

‘54% of people with 
access requirements 
avoid going to new 
places if they can’t 
fi nd information about 
accessibility’

63% of businesses 
that cater for 
accessibility needs 
do not promote 
their facilities

You can now generate an 
Accessibility Guide with a 
new free-to-use website
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Feature

n Fun activities. 

From bungee jumping and archery 

training to yoga and drama, parks are 

reaping the benefits of laying on an 

experience. Says Ros, ‘This is relatively 

recent and it’s enormous.’ Ask yourself 

what activities your park or region 

lends itself to? And is there an operator 

you could partner with locally?

nHot tubs. 

A soak in the great outdoors is a real 

draw – and may well help you to 

attract bookings. But do make sure 

that you choose a hot tub model for 

business use. And bear in mind the 

considerable maintenance involved.

n Shorter breaks, later bookings. 

Increasingly, people want shorter and 

shorter breaks, booked later.  Says Ros, 

‘The trend has been developing for 

years and it’s a challenge for operators’ 

nerves!’ She suggests considering 

outsourcing, for instance by handing 

over cleaning to an agency.

 n Storage. 

More and more caravanners want to 

store their vehicle locally, to save on 

fuel and the hassle of driving it home. 

But planning can be an issue. Says Ros, 

‘It’s a challenge we’ve got to work on.’ 

nGlamping. 

From shepherd huts to fully kitted out 

family tents, glamping continues to 

grow. Ros suggests parks entering this 

market use a distinct, shielded-off 

area to create a  unique atmosphere.

ONES TO WATCH:  
TRENDS FOR THE 
YEAR AHEAD  
Ros Pritchard highlights some 
of the emerging and growing 
trends in the parks sector

autumn! (Although word it politely.) Or if 

your broadband isn’t working perfectly 

because of the scores of teens streaming, 

let people know they’re going to get 

‘beautiful rural broadband’. In other 

words, tell them it’s going to be different 

from what they get at home.  

As for the future of our industry, it is sure 

to continue evolving. An owner I talked to 

recently said, ‘We used to just have a pitch 

for a tent. Then I introduced caravans, a 

little later a safari tent, then pods. I can 

keep innovating and my park can adapt 

more quickly than any other form of 

tourism accommodation.’ That flexibility  

is why this industry will be here for a very 

long time. It’s got a bright future – we  

just need to watch and  

keep adapting to a  

changing environment.

‘‘
Glamping: a 
trend that 
keeps growing

Target 
market: 
more  
and more 
guests  
want  
access to 
activities 
such as 
archery, 
bungee 
jumping, 
painting  
and yoga 
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Parks  
& recreation

Want your holiday park to prosper? Then give visitors 
an exciting new experience and be open to  
change says Director General of the British Holiday 
and Home Parks Association Ros Pritchard  

FIRST PERSON

‘‘
It’s been a good twelve  

months for the sector. The sun 

shone at the right time during 2016 and 

that means we will enjoy a ‘halo effect’ in 

terms of bookings for this year. 

As we approach the new season, the 

thing that strikes me most is that the 

holiday parks market is changing. It’s not 

just about location, location, location any 

more – people want an experience. 

Members are organising festivals, archery 

training, bungee jumping, painting, drama 

and yoga, often partnering with local 

businesses. Last summer, some members 

used Pokémon Go trails on parks as an 

opportunity to bring customers together. 

Other trends I’ve noticed include 

members laying on more and more 

ROS PRITCHARD 

OBE was appointed 

Director General of 

the British Holiday 

and Home Parks 

Association in 2001. 

She was introduced 

to the industry as a 

student, when she 

worked on French 

holiday parks during 

a vacation. After 

graduating, Ros 

joined BH&HPA, 

working first in PR 

and editing the 

BH&HPA journal. 

She now represents  

the some 2,000 

BH&HPA members 

and their 3,000 park 

businesses. 

facilities for dogs – showers, goody bags 

on arrival and mats for the dog’s bowl. 

Also, hot tubs are a colossal phenomenon, 

but they’re not for the light-hearted. 

Managing them is complicated and 

expensive. The first step is to select a 

model designed for this level of usage; you 

need to bear in mind a domestic tub isn’t 

being used week in, week out by a fresh 

family every three days!

Finally, glamping is still growing. This is 

great, because it’s bringing us a different 

mix of customers. But a wise holiday park 

owner creates a dedicated glamping area, 

preferably screened away from other 

areas to give it a different atmosphere. 

Managing expectations
A challenge for any tourism business is 

managing customer expectations. Our 

members have to deal with some 

outrageous complaints. One I saw 

recently involved customers who wanted 

a refund because of leaves on their deck! 

In a case like this, do warn people in 

advance that you’re going to get leaves in 

36-37_First Person_VE24_Final_v1.indd   1 30/01/2017   15:37
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B
ack in 2013, our research 

showed that 72% of leisure 

travellers booked 

accommodation for their most 

recent trip online. However, only 

63% of B&Bs and small hotels were 

bookable online in 2016, according 

to a VisitEngland sample. Working 

with online travel agents (OTAs) 

off ers access to many more 

customers. But how do you work 

www.visitengland.org/businessadvice 

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

Using Online 

Travel Agents
Head of Industry Development Pam Foden 
answers some common questions about 
generating online bookings

with OTAs to help maximise your 

profi ts? Pam Foden, VisitEngland’s 

Head of Industry Development, 

answers your questions.

■   I have a booking engine on my 

website and am now considering 

trying out one of the OTAs. How 

do I fi nd the right one for me?

Contact them all and compare 

commission rates and contract 

terms. Ask about their split of 

customers by country, average 

length of booking and lead-in time. 

Bear in mind, some OTAs may off er a 

better deal if you use them 

exclusively.  I also recommend doing 

a test search for your location on 

Google to see which OTAs come up; 

check again with specifi c dates when 

you have availability. Finally, ask your 

booking engine supplier and other 

similar businesses which ones they 

recommend, starting with 

accommodation providers that 

always seem to be fully booked. If a 

business is on two or three OTAs, ask 

them about the sort of guests they 

get from each, including average 

length of stay and frequency of short 

notice cancellations. Together, this 

should give you enough information 

to make an informed decision.

38-39_Bookability_VE24_vFINAL.indd   1 24/01/2017   11:01

Get practical
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5 TIPS FOR GENERATING ONLINE BOOKINGS
How you can make the most of online travel agents and fill more beds

To find out more about marketing your business online, 

take a look at VisitEngland's Online Marketing Toolkit at 

www.visitengland.org/onlinemarketing.

n Post more pictures. 

Refresh your photos online and 

add more on all of the OTAs, 

including TripAdvisor.

nGet expert help. 

Ask your booking engine 

supplier and OTA for advice. It  

is in their interest for you to 

receive bookings. 

n Encourage reviews.  

 Having recent reviews will 

improve your ranking in search 

results and provide 

reassurance to potential 

guests before they book.

nReward direct bookings. 

Offer incentives for direct 

bookings. Ask your regular 

guests whether they would 

prefer extra treats, or money 

off their next visit?

nBe flexible with visit length.  

Adjust your approach according 

to the season. Offering one-

night stays in winter means that 

you won’t be automatically 

locked out of search results.

@VisitEnglandBiz
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‘Devise a “Book 
Direct Club” for 
frequent travellers 
who are able to take 
a trip at short 
notice. Give them 
the best offers and 
make these guests 
feel special’

Use an 
incentive

n   How can I get returning 

customers to book direct, 

rather than via the OTA again?

You should provide a memorable 

incentive. Try some of the below and 

see which work for you.

n   Discounts

    Free or discounted breakfasts, or    

       money-off vouchers towards                        

       dinner or drinks.

n   A warm welcome 

    Complimentary afternoon tea or  

        a welcome drink on arrival.

n   Loyalty cards 

For example,  50% off your third 

stay if booked direct .

n   Luxury 

Portable ‘luxury’ items in guest 

rooms, e.g. a Nespresso machine 

or special treats. Try home-made 

cakes, beautifully presented 

chocolates or a tiny cheeseboard. 

I recently stayed in a pub that gave 

me a local hand-made pork pie 

with chutney. Keep quantities 

small and present attractively.

n   Exclusivity 

Devise a ‘Book Direct Club’.  Keep 

this membership reserved for 

frequent travellers who are able 

to take a trip at short notice. Give 

them the best offers and make 

these guests feel special.

n   Vouchers 

A voucher with a code for money 

off the next direct booking.

For self-catering businesses, the 

‘saved’ commission is likely to be 

more significant, so your incentive 

could be more substantial – e.g. free 

tickets for a local attraction or a 

voucher for dinner at a local pub.

Of course, there is no substitute for 

a face-to-face conversation with your 

guests, backed up with supporting 

emails or printed reminders. This 

personal contact will ensure that you 

are top of their minds when they 

book, rather than the OTAs.

n   I am listed on a couple of 

OTAs, but I am not getting 

enough bookings. Any ideas?

Firstly, refresh your photos. Upload 

the maximum number you can and 

photograph every room and 

bathroom type. This is particularly 

important for self-catering. For 

B&Bs and hotels, there should be a 

photo of the breakfast buffet and a 

typical breakfast. Ensure pictures 

are up to date and do not mislead in 

any way. Views of the outside space 

are important, and to encourage 

bookings in winter include a picture 

of the log fire burning if you have 

one. Remember that some guests 

will book without even looking at 

your property’s website, so, if you 

are particularly proud of something 

you offer, take a picture of it!

Secondly, respond to reviews. 

Make sure you reply to critical 

comments, as well as at least a sample 

of the positive ones. Avoid a defensive 

response unless there is no truth in 

the criticism. Root your reply in facts 

e.g. ‘We are a three-star guest house, 

charging modest rates and we are 

sorry if you were disappointed.’ If in 

doubt, just apologise. Your response 

is your opportunity to convey the 

personality of your business and 

show you care about guests. You may 

not have funds to refurbish every 

bathroom, but if you have managed 

to do one, let your guests know.

Finally, make sure to check your 

minimum length of stay and the 

average length of stay on the OTA. If 

the OTA’s is fewer than two nights 

and two nights is your minimum, 

then you will be missing out on most 

searches. You can test this by 

searching for your property on 

dates with availability. It’s a good 

idea to ask your booking engine 

supplier or the OTA for advice on 

how you can vary your minimum 

stay by the season. 
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I
t all started rather modestly 

back in 2006. Jack Dorsey, 

one of Twitter’s founders, 

posted the first-ever tweet: just 

setting up my twttr. Move on 10 

years and there are over 300 

million monthly active users 

worldwide of this micro social 

networking site. Businesses, 

including those in the tourism 

industry, have been quick to tap in 

to the potential of talking directly 

to hundreds, thousands or even 

millions of potential customers. 

We asked Barclays Digital Business 

Eagles, who help businesses boost 

their online presence and get 

more from the internet, for their 

Twitter tips . Here’s seven things 

they say you should do.

SEVEN WAYS TO...

Promote your  

business on  

Twitter

1 
WRITE A 
GREAT BIO
Your business’s 

140-character Twitter 

biography is your sales 

pitch to try to get people to follow 

you. Describe what you offer in a 

direct, compelling way – prioritising 

clarity over cleverness – and use 

one or two relevant hashtags, for 

instance your town or area.

 2 
INCREASE 
YOUR 
FOLLOWERS
Find local 

organisations in your 

wider area using Twitter, including 

popular tourist destinations. Then 

engage with their followers by 

posting and sharing information 

and commenting on other 

people’s posts. Before you know 

it, people will be following you.

3 
BECOME A 
LOCAL 
EXPERT
Your local knowledge 

could be a great asset in 

attracting visitors to follow you. 

Include a mixture of personal 

experiences, local events and news, 

making sure to respond quickly to 

questions. Potential visitors will see 

you as an authority and will listen to 

what you have to say, including 

messages about your own offer.

7 
FOLLOW 
TWITTER 
ETIQUETTE
Keep new followers by 

sticking to these rules. 

Submit at least three general posts to 

every promotional one. Comment 

on other people’s posts more than 

you post yourself. Don’t overshare 

mundane personal information.  

ESSENTIAL 
TWITTER 
TOOLS
There are scores of 
useful Twitter tools out 
there. Here’s five to get 
you started

Get practical

 Issue  24  I   Quality  Edge   I   41@VisitEnglandBiz

6 
MAKE 
FOLLOWERS 
WINNERS
Competitions are big 

business on Twitter. 

Why not host one asking for users to 

submit their favourite thing about 

your area? It could generate quite a 

bit of interest and participation 

among users, and  the outlay of a 

night’s stay as a prize might be well 

worth the followers you gain.  

4 
THINK  
IMAGE FIRST
Tweets that include 

photographs or videos 

are retweeted at a 

much higher rate than text-only 

posts. Include them to showcase 

your accommodation or attraction 

in an eye-catching way.

New to social media, 

or want to develop 

your skills? Go to our 

Online Marketing Toolkit

 at www.visitengland.org/

onlinemarketing for guidance 

on using Twitter, Facebook, 

YouTube and more. 

5 
OFFER A DEAL
While you don’t want to 

go overboard with the 

hard sell, people may well 

be interested in your 

promotional offers. ‘Exclusive’ and 

‘free’ are words that almost always 

get noticed and could get followers 

interested in you. Just be sure that 

you use these words sparingly and 

that you are genuinely offering 

something of value – wasting people’s 

time  will attract negative comments.

nWeFollow 

Find your ideal followers for 

Twitter, Facebook, Instagram 

and LinkedIn by using this 

handy online directory.

nHootsuite 

Manage multiple social media 

platforms and post to various 

platforms simultaneously.

n SocialOomph 

Automatically follow people 

who follow you, direct 

message new followers and 

send out scheduled tweets.

nTwtPoll 

Help to engage your 

followers by creating social 

media surveys that can be 

posted directly to Twitter. 

nManageFlitter 

Get useful details about your 

quiet and inactive followers, 

and any people who are not 

following you back.

Barclays Digital Business Eagles 
offer their top tips on making 

Twitter work for you

41_Seven_Ways_Twitter_VE24_FINALv3.indd   1 30/01/2017   15:3838225203.indd   1 18/01/2017   13:54



H
ave you ever considered 

what applying for a 

tourism award could do 

for your business? Just completing 

the application is a valuable exercise 

in analysing your working practices 

and identifying areas for 

improvement. The knock-on eff ect 

could include a boost in turnover, 

profi tability, staff  morale and visitor 

satisfaction. And if you become a 

fi nalist or a winner, you will also 

benefi t from press and PR coverage 

to raise your profi le. 

Regional and county awards 

programmes are now opening for 

applications. It’s never too early to 

start thinking about which 

categories you may apply for, so 

check your relevant organiser’s 

website for opening dates, or email 

VEAwards@visitengland.org. 

VisitEngland Awards
The national VisitEngland Awards 

for Excellence are also coming up 

soon, and we’re delighted to report 

that there have been 599 

applications across 22 categories 

for this year’s competition. Our 

judges have been busy visiting the 

shortlisted businesses and the 

fi nalists will be announced in early 

March. The 2017 VisitEngland 

AWARDS UPDATE

Want to be an 
award winner?

Get practical

The tourism awards season is around the corner. Here’s a brief guide to 
regional and national competitions and tips for catching the judges’ eyes

LAST SUMMER VisitEngland, in 

collaboration with local 

destination organisations, 

hosted 16 workshops across the 

country helping nearly 500 

operators gain insights into 

applying for tourism awards. 

Here’s three key tips for 

winning, provided by 

VisitEngland Awards judges.

■Work on your website. 

Potential visitors and judges 

will most likely get their fi rst 

impression of your business 

from your website. Include 

up-to-date photos and 

details, so visitors know 

what they can expect. 

Engaging and informative, 

but also honest and realistic 

is what you should aim for. 

Booking sites, social media 

and review sites should also 

be regularly updated.

■Off er exceptional service. 

Great customer service can 

elevate an ordinary 

experience to something 

really special. Judges will 

be looking out for examples 

of staff  excelling in 

delighting their visitors.

■  Tell a story. 

Talk to your staff  and 

colleagues about what 

makes your business special 

and tell us about it in your 

application form. Judges 

will be looking for stories 

that make you memorable.

AWARDS: OUR 
JUDGES’ TIPS

Cross Lane 
House, Exmoor: 
2016 Silver 
winner in the 
VisitEngland 
Small Hotel of 
the Year Award

Awards for Excellence ceremony – 

our annual celebration of the very 

best in English tourism – will take 

place on 24 April at the Hilton 

Waldorf Hotel in London. Finalists 

will be invited to enjoy High Tea in 

the renowned Palm Court.

Lastly, it’s worth noting that many 

of our Awards for Excellence 

fi nalists were eligible to enter as a 

result of winning regionally. This 

means getting involved with your 

local competition could be the fi rst 

step towards national success. Why 

not start by taking a look at three key 

tips from VisitEngland’s Awards 

judges (see box, right). 

www.visitengland.org/businessadvice 
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Employees are 
entitled to 5.6 
weeks’ paid 
leave a year (on 
a pro-rata basis 
for part-timers)

In the know

44   I   Quality  Edge   I   Issue  24

Your industry questions answered, legal advice and our reader Q & A

Ask the Experts 
This issue – holidays and pensions for part-time employees,  
increasing spend in on-site shops, e-cigarette rules and more

Do I need to give my hourly 
employees holiday pay?
■   I have two employees who 

clean at my holiday business 

on Saturday mornings during 

the season. They are paid by 

the hour, so do I have to give 

them holiday pay? Also, am I 

obligated to provide a 

workplace pension? 

Georgina Dennis, Spreacombe 

Gardens, Devon

■   Kurt says: Starting on the fi rst 

day of employment, all full-time 

and part-time employees are 

entitled to 5.6 weeks’ paid leave a 

year. A ‘week’s leave’ is equivalent 

to the time the employee 

normally works in a week. 

However, as your employees only 

work part of the year, they will be 

entitled to this paid annual leave on 

a pro-rata basis. You can calculate 

the holiday entitlement of any 

employee on the Gov.uk website. 

Their entitlement should be set 

out in their ‘written statement of 

employment’, which should 

enable them to work out their 

entitlement and how much they 

should be paid for any untaken 

holiday if they leave your business. 

In terms of pensions, there are 

minimum salary limits that must 

be met to qualify for the pension 

scheme arrangements. At the 

moment, it’s £10,000 for the auto 

enrolment scheme and £5,824 

for the money purchase schemes. 

It sounds like these two 

employees are unlikely to achieve 

the minimum earnings 

requirement, but do check this 

with ACAS for clarifi cation. 

ACCESSIBILITY

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

DIGITAL 

MARKETING 

Brian 
Dennehy
Director of Click 
Marketing Agency

QUALITY 

SCHEMES 

Pam Foden
Head of Industry 
Development, 
VisitEngland

LEGISLATION

Kurt Janson
Director of the 
Tourism Alliance

RESEARCH & 

TRENDS

Sharon Orrell
Head of 
VisitEngland 
Research

EXPERTS PANEL

OUR INDUSTRY 
INSIDERS 
ANSWER YOUR 
QUESTIONS
The sender of this issue’s 

favourite question was 

Georgina Dennis, for her query 

about holiday pay and pensions 

for hourly paid employees. She 

wins the refectory table and 

bench set shown last issue.
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Gift shops should 
be as close to the 
exit as possible

In the know

 Issue  24  I   Quality  Edge   I   45@VisitEnglandBiz

■   When a guest leaves 

something behind am I legally 

required to return it? 

Captain Colin Campbell, Campbell’s 

B&B, Dartmouth

■   Kurt says: No legislation 

specifi cally requires a business to 

return a missing item. But you 

should try to contact the guest 

rather than relying on them to 

contact you, as they might not 

realise that they left the item with 

you. Also, holding on to customers’ 

belongings and not telling them 

could be seen as theft, in the same 

way that fi nding a wallet in the 

street and not handing it in is. 

Having contacted the owner, there 

is no reason why you can’t charge 

them for posting goods back. 

However, the charge should be 

limited to actual justifi able costs. 

■   Is vaping allowed in enclosed 

public spaces, or is it included 

within the smoking ban? 

Anonymous  

■   Kurt says:  E-cigarettes are 

not currently covered by existing 

smoking regulations, so it is 

down to individual businesses to 

set their own policy. 

Must I return forgotten items?

Where there’s smoke… 

■   Our secondary spend is quite 

low, because very few of our 

visitors go to the shop before 

they leave, and even fewer 

actually buy something. How do 

we encourage visitors to go into 

the shop and spend money? 

Anonymous

■   Pam says:  Many attractions rely 

on their shop as a source of income, 

so it’s important that visitors know 

it’s there. The classic ‘leave through 

the gift shop’ may seem predictable 

but it really does work, so it’s well 

worth sending visitors through the 

shop on their way to the exit. If this 

isn’t possible, position the shop as 

close to the exit as you can and make 

it visible and enticing. You could set 

up a really inviting window display to 

lure people in and put an A-board 

outside with the day’s special off er 

on. Also, ensure all front-of-house 

staff  are familiar with the products 

How can we get visitors to 
spend more in our shop?

stocked in the shop so they can 

recommend these to visitors on 

their way around the attraction.

Make sure the products you sell 

are relevant to the attraction so 

visitors can take home a memorable 

souvenir of their visit. If your 

attraction is famous for a foodstuff  

or something which might be used 

in the café, such as local honey or 

crockery, put notices on tables and 

at the counter to let visitors know 

that they can buy the item in the 

shop before they leave.  

Finally, ensure that stock is 

regularly updated, so repeat visitors 

will always have the opportunity to 

buy something new instead of 

seeing the same items on every visit.  

Source products that refl ect 

themes in your collection or stock 

up on seasonal items.  If lines don’t 

sell well, put them on sale and make 

a note not to stock that item again. 
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Service providers 
have obligations to 
disabled people under 
the Equality Act 2010

■   Where can I fi nd the legal 

requirements for creating an 

accessible bedroom? 

Samantha Entwistle, Elfordleigh 

Hotel, Devon

■   Ross says:  Part M of the 

Building Regulations (access to 

and use of buildings) will apply if 

you are constructing, extending or 

changing the use of a building. 

Following the guidance in 

Approved Document M can help 

you to meet these requirements, 

although there is no legal 

obligation to adopt any particular 

solution within the guide. 

Regardless of compliance with 

Building Regulations, service 

providers have obligations under 

the Equality Act 2010, for example, 

to make reasonable adjustments 

to any physical feature which 

might put a disabled person at a 

How do I make my property’s 
bedrooms accessible?

substantial disadvantage 

compared to a non-disabled 

person. However, as the Act is not 

prescriptive, it does not provide 

specifi c design details. Information 

on the Equality Act 2010 can be 

found in our Pink Book Online.

Other useful guidance can be 

found in the National Accessible 

Scheme (NAS) and the British 

Standard BS8300. For 

accommodation businesses, the 

NAS provides a set of mobility, 

hearing and visual standards for 

you to work through. BS8300 

provides guidance on good 

practice in the design of buildings 

so that they are convenient to use 

by disabled people. The guidance 

is complementary to Approved 

Document M and contains 

additional material.  BS8300 is 

available to purchase from BSI.
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Play fair with deposits
Stay on the right side of regulations when it comes to advance payments and cancellations  

THE COMPETITION and Markets 

Authority has recently written to 

wedding and event organisers to 

remind them of what constitutes 

fair conditions on deposits and 

cancellation charges under 

consumer protection law. While 

their guidance was not directed at 

accommodation providers, you 

should ensure that your terms and 

conditions are compliant with the 

following principles:

■Reasonable deposits.

A deposit is just to reserve the 

goods/services and should be no 

more than a small percentage of 

the total price.

■Adopting a fair approach to 

cancellation charges.

Customers should not lose large 

advance payments if they cancel, 

in all circumstances.

It can be acceptable to charge a 

large amount up front if the 

cancellation terms are 

reasonable – e.g. the customer 

pays 100% and is entitled to a full 

refund any time up until the 

week of the booking. However, it 

would not be acceptable to ask 

for full payment up front if the 

cancellation terms are not 

reasonable e.g. the customer 

pays 100% and refunds are not 

possible at any time. The 

overriding principle is that the 

conditions, taken as a whole, 

should be fair to the customer.

■ Sliding scale charges.

Businesses should set sliding 

scales of cancellation charges, 

so they cover their likely losses 

as a result of cancellation.

You should also read the 

Cancellation and No Shows section 

of the Pink Book. This provides 

more detailed advice as to what 

constitutes good practice in 

relation to cancellation charges as 

they apply to accommodation 

businesses. Also, remember that 

you are required to make a 

reasonable eff ort to fi nd an 

alternative booking if a customer 

cancels and can only seek 

restitution if you are unable to gain 

a replacement booking.

GET YOUR FULLY 
UPDATED PINK 
BOOK
THE NINTH edition of the Pink Book: 

Legislation for tourist accommodation will 

be launched in early 2017. The updated guide 

includes new sections on workplace 

pensions and alternative dispute resolution 

regulations, as well as additional guidance in 

existing sections. The printed book will also 

be available to purchase online for the fi rst time. Find out how to 

obtain your copy at www.visitengland.org/pinkbookonline.

Deposit and 
cancellation 
charges must 
comply with 
consumer 
protection laws

It can be acceptable 
to charge a large 
amount up front if 
the terms of 
cancellation are 
reasonable – e.g. the 
customer pays 
100% and is then 
entitled to a full 
refund any time 
up until the week of 
the booking

The right 
to refunds
The right 
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T 
he 600-year-old The Fleece Inn near 

Evesham in Worcestershire won 

VisitEngland Tourism Pub of the 

Year 2016 and is home to the annual British 

Asparagus Festival. According to the 

landlord, Nigel Smith, being an award 

winner is down to three things. A passion 

for chatter. A talent for bringing out the 

best in even diffi cult customers. And a 

willingness to dress up as a wizard or 

fairytale villain at a moment’s notice. 

  

What do you most love about your job?

Matching people up. It’s great introducing 

patrons who don’t know each other and 

getting the conversations started. I also 

have a passion for talking. We do a ‘Taste 

and Tour of the Fleece’, where I natter 

away for an hour about the history of the 

place. I’m always happy in the presence of 

anyone who will listen!

What’s the secret to running a busy pub?

Mainly it’s to keep calm and carry on 

serving. I tell my staff to act like swans. 

However hard they're paddling 

underneath, they always need to look calm 

and serene on the surface. This concept 

can be lost on some chefs! 

Have you had any unusual requests  

from your patrons?

I don’t know where to start. We hold 

weddings on site and I’ve been asked: ‘Can 

we use a bird of prey to be the ring bearer?’ 

and 'Can we dress as Hobbits for our party 

and will you be Gandalf?’ I’ve also been 

asked to put on a pantomime in our 

marquee and appear as an ugly sister.

Tell us about the Asparagus Festival.

It’s an eight-week long affair, starting on 

23 April, celebrating the unique quality 

and heritage of Vale of Evesham 

Asparagus. The highlight is ‘Asparafest’, 

where we have music, dancing and the 

Pint of the unusual
Dressing up as Gandalf 
or an ugly sister? It’s all in 
a day’s work for Nigel 
Smith at the award-
winning The Fleece Inn 

CHECKING OUT...

‘We hold weddings and 
I’ve been asked “Can we 
use a bird as the ring 
bearer?” and “Can we 
dress as hobbits and 
will you be Gandalf?”

asparagus eating competition. It is, as we 

often say, ‘asparamadness’. Over the years, 

we’ve been fi lmed for Countryfi le, Robbie 

Coltrane's B Road Britain and Jamie Oliver. 

What has managing the inn taught 

you about dealing with people?

Even diffi cult people aren’t that diffi cult 

underneath – they just need a bit of 

understanding. You need to ask open 

questions, to bring them around. The 

trick is to get them to talk about 

themselves and their interests and make 

them feel at home.  

Do you avoid pubs in your spare time, 

or do you check out the competition?

I do visit them on my time off and I always 

look hard to see if there is something to 

learn or an idea to ‘borrow’. I love heritage 

pubs and great beer, so fi nding a place that 

does both is always a result. In fact, I have 

been known to structure a whole holiday 

or break around them! 

In the know
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‘Asparamadness’: 
Nigel enjoying the 
annual festival
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