
Small Hotel of the Year 
 
Feedback for Applicants – 2016 
 
The standard of applications for the 2016 Excellence Awards was very high in the Small 
Hotel of the Year category. We used a scoring template to rate and rank the applications, 
which resulted in the creation of a shorter list of five properties, where we stayed overnight, 
incognito. We are not able to provide individual feedback to all contestants, but are able to 
offer general and hopefully useful feedback that will help individual businesses to refine their 
application and enter again for the 2017 awards.  
 
Outstanding Customer Service 
There are a number of sources of information that we took into consideration when 
assessing this area of the applications. 

When looking for independent customer reviews we analysed TripAdvisor and online travel 
agents like Booking.com. The following factors contributed to the scores: percentage scoring 
excellent or very good, any poor or terrible reviews in the past twelve months and the 
management responses. 

We looked at the applicant’s commitment to customer service, and sought out evidence in 
reviews of owners/staff "going the extra mile". 

We looked at evidence of staff training provided by applicants; this was especially well 
regarded if staff and management could achieve nationally recognised qualifications.  

If a property had an official rating provided by VisitEngland and/or The AA, this could 
enhance the overall score; if a business was not assessed, their application was not 
penalised. 

We are aware that sometimes, even in the best-run establishments things can go wrong. 
Next year, we will be looking for evidence of pro-active management of customer relations, 
and if issues do arise, that guests have their concerns addressed in an appropriate manner. 

Food and Beverage 
When staying in a small hotel, the quality of the food and drink served is a vitally important 
part of the guest experience. 
 
We looked at the menus provided both in the application and on the property’s websites. 
Just like prospective guests we liked to see menus provided for all times of the day, from 
breakfast, a light lunch or snack, afternoon tea, through to dinner. 
 
We looked at wine lists to check the range and quality of the wines offered, and also the bar 
tariffs to see if cocktails or other speciality drinks were available. 
 
If there was a separate TripAdvisor listing for the hotel’s restaurant we looked at the scores 
and reviews, but if not, we also looked for specific mentions of the food and beverage 
offering within the reviews of the hotel. 
 
Photographs of food can be a real selling point, and additional marks were awarded for high 
quality photographs of the dishes served. 
 



Consumers place a great deal of importance on the seasonality and provenance of 
ingredients. We looked for hard evidence (named farms, butchers etc.) of chefs using local 
produce, which was in season, and sourced from local farms and suppliers, rather than just 
general references to the region. Extra marks were awarded if these were listed in the 
application, on the hotel’s website, and somewhere on the physical menus given to guests. 
 
If the hotel’s restaurant had achieved an accolade from The AA and/or Michelin, this also 
gained them extra marks. 
 
The importance of this section is to ensure that you have communicated to your potential 
guests and to the judges of the award, the provenance and high quality of your food and 
beverage offering. 
 
Bedrooms, bathrooms and public areas 
We looked at the images provided on the hotel’s website and other media, in order to assess 
the quality of the accommodation offered. If customer reviews were especially fulsome in 
their praise for these areas this was taken into account, as was the rating from VisitEngland 
and/or The AA. 
 
Additional marks were gained if a hotel was set within an amazing location or environment, 
or if the building itself had the ‘wow factor’. 
 
The demand for higher quality accommodation, led by the industry and what your guests 
enjoy at home or have seen elsewhere, continues to rise. It will be useful to both your target 
market and for the assessment of next year’s award that the physical elements of your 
property can be seen to delight and exceed customer expectations. 
 
Marketing and Promotion 
Some of your marketing will be visible to the judges; website, social media, for example. 
Other initiatives and campaigns will not be as easy for the judges to access. 
  
On websites, we looked at the presentation of the information, the ease of navigation, the 
quality of the photography, and ability of the guest to book online. We also looked at the way 
review sites and other websites were populated with high quality images, responses to both 
good and bad reviews etc. 
 
For social media campaigns, we looked at the quality, frequency and relevance of the 
message, and whether it had been well received by the target audience. 
 
Remember to provide good and comprehensive evidence of marketing plans and 
campaigns. 
 
Going forward - 2017 
It is unlikely that every business can offer excellence in all areas of the judging criteria and 
there is always room for some improvement. When judging the award we will be looking for 
those businesses that excel in all of the areas above within the context and resources of 
their business. 


