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	With	even	more	contributions	from	
readers,	this	edition	of	Quality	Edge	
has	much	to	inspire	and	stimulate	
debate.	There	is	a	new	slant	on	a	

makeover	from	Blackpool	hoteliers,	frank	advice	on	
how	owners	and	staff	can	best	handle	difficult	visitors	
and	a	very	topical	article	on	the	pros	and	cons	of	
discounts	and	vouchers.	Just	recently	a	report*	has	
been	published	on	the	increasing	trend	for	customers	
to	book	direct	with	hotels	at	the	expense	of	online	
travel	agents	and	central	reservation	systems.	
VisitEngland’s	own	industry	research	points	to	
higher	occupancy	levels	for	operators	who	can	offer	
online	booking.	Now	is	the	time	to	make	your	website	
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Pam Foden
operations and industry 
engagement manager

work	harder	for	you,	whatever	your	sector	of	the	
industry.	We	bring	you	some	good	tips	on	how	to	make	
more	of	the	marketing	opportunities	that	the	web	
offers,	through	the	medium	of	sites	like	Facebook	and	
Twitter,	many	of	which	will	only	cost	you	time	and	not	
money.		

Please	keep	in	touch	with	your	ideas	for	future	
features	and	any	comments	on	issues	raised	in	the	
magazine.	From	all	at	VisitEngland,	we	wish	you	all	a	
prosperous	and	stress-free	2011.		■

* rubicon – marketvision demand position report Jan 2011
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Kids in Museums uses visitor 
feedback to help make museums 
more family-friendly

Driven by cost-conscious consumers, the UK’s budget-hotel sector 
is seeing exponential growth

attracting a 
younger crowd

Low prices, high growth

Kids in Museums, a visitor-led charity, is 
working with museums to make them more 
attractive to families, in particular those 
families who have never visited before. 

Its annual manifesto – 20 ways to make a 
museum family friendly – compiled entirely 
from visitors’ comments, can help your 
attraction seize this opportunity. You can sign 
up at the website below. Kids in Museums also 
runs the annual Guardian Family-Friendly 
Museum Award, judged by families.  
www.kidsinmuseums.org.uk

Their prices may be small, but budget hotels are expanding. Premier Inn opened 17 hotels in 2010 
– the new locations include Barnsley, Ruislip, Gatwick and one next to the new Olympic Stadium.  
In addition to this, the chain has  announced its intention to double its portfolio of hotels within 
the M25 from 48 to 95, either by building new properties or converting existing hotels or offices.
Travelodge is also growing, with new hotels (some have already opened and others will open in 2011) 
in Maidenhead, Chichester, London Whetstone, Horsham, Paignton and Lancaster. 

Tune Hotels, a budget hotel group based on low-cost airline structures, pricing rooms from £35 
(or from £9 if you book early), plans to launch 15 hotels in the UK by 2017. Offering “five-star beds at 
one-star prices”, its first UK hotel opened in Westminster, London, in August 2010. Mark Kankester, 
Group CEO of Tune Hotels, said: “Guests 
can have a safe and comfortable night’s sleep 
without breaking the bank.”

CitizenM also went international in August 
2010 with its first hotel outside Amsterdam: 
a location in Glasgow. The hotel chain’s 
philosophy is to offer “affordable luxury for 
the people”. Its hotels have beds that are two 
metres long and two metres wide, automatic 
check-in and canteen-style dining. They 
have stylish public areas with a bank of Apple 
computers for guests to use. Two new sites are 
set to open in London in 2012, on the South 
Bank and at Tower Hill.

congratulations to shibden mill inn in Halifax, yorkshire. the 17th-century 
country inn is the winner of the best english breakfast competition, 
sponsored by beacon, visitengland, unilever and Kellogg’s. as part of its 
prize, shibden mill inn wins a free one-year beacon membership worth £495 
and an apple ipad. runner-up was north moreton House, a visitengland  
five-star gold guest accommodation in didcot. the judges looked at the 
quality and provenance of food, choice of brands, service, presentation  
and ambience.

Hazel tunnicliffe, beacon marketing manager, said: “we were delighted by 
the number and calibre of the entries. it just proves that the first meal of the 
day is now a significant product and service offering and could actually form 
part of a hospitality establishment’s usp [unique selling point]. we hope this 
will encourage others to drive forward their breakfast business!”

clarity for furnished holiday homes

Update: Cornwall guest house case  
and Equality Act 2010

The Government has published its 
response to the recent consultation on 
amending the Furnished Holiday Letting 
rules. It has decided that it will retain 
most of the current benefits, including the 
treatment of capital gains tax relief and 
capital allowances. 

However, it has decided 
to increase the thresholds 
to 210 days for availability 
and 105 days for occupancy 
– although the new 
thresholds will not come 
into force until April 2012. 

The Government has also decided 
to restrict loss relief so that it can only 
be claimed against income from other 
self-catering properties. A further period 
of consultation is now under way until 
9 February 2011, at which stage the new 

legislation will be finalised 
for implementation on  
1 April. 

HMRC will also be 
developing guidance for  
the new rules, which should 
be available for operators  
in March.

Owners of a guest house in Cornwall who 
refused to give a gay couple a room with a 
double bed are being sued. The Christian 
guest house owners have a policy of giving 
double-bed accommodation to married 
couples only. 

At Bristol County Court in December 
2010, the gay couple were accused 
of ‘staging’ the booking to claim 
compensation for sex discrimination.  
The couple denies this claim. The ruling  
is expected early this year.

The Equality Act 2010 (which replaces 
all existing anti-discrimination laws, 

including the Disability Discrimination 
Act 1995) states that anyone supplying 
any goods or services must ensure that 
they cannot be accused of discrimination 
based on disability, race, religion or belief, 
sex or sexual orientation. Pregnancy 
and maternity and gender reassignment 
are also part of this list of ‘protected 
characteristics’. However, marital status is 
not a ‘protected characteristic’. 

For more information on the new 
Equality Act, visit www.visitengland.com/
access (under Business Case and then 
Legal Obligations).

Best for breakfast

WeLcome 
Scheme WinnerS

FooD For ThoUghT

acceSS STaTemenTS remember to 
update your access statement regularly, 
particularly if you’ve made any changes 
to your facilities. visitengland’s new 
and improved online tool offers 
guidance and best practice examples 
according to business type. 

visitengland requires all Quality 
assessment scheme members to have 
an access statement. use the new 
tool now at www.visitengland.com/
accessstatements 

cerTiFicaTe change For SeLF-
caTering ProPerTieS for self-catering 
properties assessed after January 2011, 
each unit will receive its own certificate 
with its individual star rating. 

until now, if a self-catering property 
had multiple units and each had been 
awarded a different star rating, the 
accommodation would have received  
a single certificate, saying, for example, 
‘lower wood farm country cottages, 
four- to five-star’. extra certificates were 
available on request for a small fee.

many owners choose to display 
their certificate(s), so this should raise 
awareness of the star ratings and  
reduce confusion. 

gooD hoTeL gUiDe 2011 
SPeciaL DiScoUnT oFFer 
visitengland has teamed up 
with the good Hotel guide, 
which means you can now 
get a copy of the £20 guide, 
at a discounted price of £15 
(including p&p).

the well-respected publication is 
packed with 850 personal and insightful 
reviews of those b&bs and hotels that 
go the extra mile for their guests and 
offer good value for money.

to order a copy at this great rate, 
email editor@goodhotelguide.com  
or order online at  
www.goodhotelguide.com 

congratulations to the 
winners of the welcome 
scheme prize draw! every 
month in 2010, one or more 
of the schemes – families 
welcome, pets welcome, 
walkers welcome and 
cyclists welcome – was 
entered into a Quality 
in tourism draw, where 
one lucky member received a refund of their 
welcome scheme’s annual fee. 

the winners from april to september were: 
rumbeams cottage, park lea guest House, 
Harbour Holidays, 9 mill bank, bailey gate view 
and fernhead guest House. 

visit www.qualityintourism.com for further 
information about the welcome scheme.

the food standards agency is launching 
a national food hygiene rating system 
across england, wales and northern 
ireland. the bright green and black 
stickers will give a rating, from zero 
to five, for the hygiene standards of 
restaurants, pubs, hotels, takeaways 
and other places. it is optional for local 
authorities to take part, so you can only 
be rated if your local authority is part of 
the scheme. b&bs are deemed to be low 
risk, so only new ones will be inspected. 

However, you must register with the 
local authority; 
Quality in tourism 
assessors will ask 
for confirmation 
that this has  
been done.

> bUDgeT hoTeLS neWS 
in brief

bedroom at glasgow citizenm

Visit our brand new corporate website, where you can find business 
and marketing news, information on star ratings and awards, and 
insights and statistics from the VisitEngland research team.

www.visitengland.orgews
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some holiday parks were reporting 
signs of a 2011 ‘bookings bonanza’ as 
early as december last year. consumer 
fears of being unable to secure a high-
season holiday, which occurred in 2010 
when many parks were full to capacity, 
are being cited as one of the reasons.

patrick langmaid of mother ivey’s bay 
near padstow, whose business was the 
overall holiday park winner of the 2010 
south west tourism awards, said he 
delayed mailing out his new brochure 
until early december, just to give repeat 
customers the chance of claiming their 
preferred dates and pitches.

it’s the same story at searles leisure 
resort in Hunstanton, norfolk, according 
to managing director paul searle. 

in any survey of complaints about accommodation, cleanliness is one subject that 
is always high up on the list. in 2010, one in four complaints that visitengland and 
Quality in tourism received were about cleanliness. the mystery dining company 
found that, out of 320 people surveyed, 60% made complaints about cleanliness 

and ‘Hotel assist* also found it to be second on its ‘top Hotel 
complaints’ list. in late 2009, visitengland surveyed more 
than 800 consumers and asked about which areas they would 
expect accommodation inspectors to review; 94% said that 
cleanliness was the top factor.

overbookings and unhelpful staff are common complaints, 
too. visitengland found that almost a fifth of complainants mentioned health and 
safety issues and booking and cancellation procedures. misleading information 
and food service are also common areas of complaint.

until now, when visitengland or Quality in tourism received a complaint, it was 
logged and then, providing the complainant had given permission, discussed with 
the owner at the next assessment. sometimes, however, operators did not know 
that they had received a complaint until their annual assessment, often several 
months after the guest’s stay.

so, from January 2011, any complaints received by visitengland and 
Quality in tourism will be forwarded on to participants, so operators 
can promptly follow up and try to resolve any issues raised. 
according to the mystery dining company, 90% of people said 
that the way in which a complaint was resolved influenced their 
decision to return. operators can also often make use of any 
customer feedback to improve their service and facilities.  
*www.hotel-assist.com (website that focuses on london accommodation)

“late bookings were once the rule in 
the parks industry,” he says, “but now 
people realise that if they are not first, 
they may not get served at all!”

the revised british graded Holiday 
parks scheme will be launched in 
england from the 2011 assessment 
season. there are some small 
amendments in the new standards. at 
your 2011 assessment, your assessor 
will give you a grading under the old 
scheme, as well as an indication of 
how your park will be graded under 
the new one. the new rating will apply 
from 2012. caravan holiday homes are 
now part of the assessment, so you will 
need to provide a list of these with your 
renewal payment.

Parks scheme changes
> hoLiDay ParkS

keep your record clean Top 5

Top 5… opportunities 
1    one in seven (14%) see opportunities 

through advertising, either by 
increasing spending, doing more of the 
same or using new channels.

2    one operator said: “we are going to 
design a website which should draw in 
customers. my wife has attended a 
course on promoting your business 
and it seems beneficial.”

3    investment in their product, either to 
improve or expand it, is seen by about 
one in ten (11%) as an opportunity. 
“we are hoping to expand and build 
more cottages; more and more people 
are starting to see the beauty of the 
english coastline – the demand is 
definitely there,” said one owner.

4    local events and location profile are 
advantages for businesses, according 
to 9% of respondents.

5    the staycation is still with us! take 
advantage of the trend for uK 
residents to holiday in this country.

Top 5… threats
1    41% mentioned the economic climate, 

including the vat increase. in the 
economic downturn “booking a 
weekend away or a holiday is the last 
thing on their minds.”

2    weather is a constant threat 
particularly for the caravan and 
camping sector, of whom 30% 
mentioned this. 

3    competition from operators especially 
from budget hotels for guest 
accommodation. 

4    rising operating costs are seen as 
a potential threat.

5    some operators are bracing 
themselves for the next natural 
disaster whatever it may be.

opportunities and tHreats

visitengland’s november 2010 business 
confidence monitor report identified 
some of the issues that could give your 
business a boost – and others that could 
give you a headache.94%

said cleanliness 
was the top factor

  visitengland research

ews
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“ Before the opening, all employees 
went on a training course on dealing 
with difficult customers”

badly
behaving

guests
whether it’s swearing at staff  
or drunken parties, some guests 
just don’t know how to behave 
– so how should you respond? 
helen Tyas investigates

hotel

****!

Natasha Woollard  
Kensington Palace, London  
www.hrp.org.uk/kensingtonpalace

When	work	started	on	a	
major	£12	million	renovation
	at	Kensington	Palace	in	spring	
2010,	staff	were	excited	and	
looking	forward	to	the	

changes.	But	they	were	not	prepared	for	
the	torrent	of	complaints	and	abuse	from	
angry	visitors.

The	renovations	will	create	new	
exhibition	and	education	spaces,	gardens	
and	a	café,	all	due	to	open	in	2012.	All	good	
news,	you	might	think.	But	the	building	
work	meant	rooms	would	have	to	be	closed	
and	most	of	the	contents,	including	
Princess	Diana’s	dresses,	removed.	The	
State	Apartments	would	remain	open,	but	
essential	window	protection	would	make	
the	rooms	very	dark.	

The	palace	had	a	difficult	choice:	either	
close	for	two	years,	resulting	in	staff	
redundancies,	or	work	around	it.	“We	
wanted	to	keep	the	palace	alive	and	attract		
a	new	audience,”	explains	Visitor	
Experience	Manager	Natasha	Woollard.	
“It	was	a	chance	to	experiment.	
Traditionally,	our	visitors	are	older;	75%	
are	from	overseas;	and	many	are	Diana	

fans.	We	wanted	to	target	young,	cool,	
urban	visitors.”	

They	decided	to	remain	open	and,	
working	with	artists	and	designers,	created	
the	Enchanted	Palace	within	the	State	
Apartments:	a	series	of	art	installations	
exploring	the	stories	of	seven	princesses	
who	lived	at	Kensington	Palace.

Enchanted	Palace	opened	in	March	
2010,	and,	at	the	start,	some	visitors	hated	
it.	Natasha	received	about	35	complaints	a	
month	by	letter,	email	and	phone,	and	six	
or	seven	a	day	in	person.	“It	was	
challenging,”	she	says.	“Some	of	the	
visitors	were	angry,	shouting,	swearing	and	
throwing	things.”	The	main	complaints	
were	that	visitors	didn’t	know	about	the	
changes	and	the	Enchanted	Palace	
installation;	they	didn’t	like	it;	entry	was	
too	expensive	and	there	wasn’t	enough	
information	about	Diana.	

They	acted	quickly	to	deal	with	the	
problems.	Two	members	of	staff	were	put	
on	the	entrance	every	day	to	tell	visitors	
about	the	Enchanted	Palace.	Hoardings	
were	erected	outside	showing	images	of	the	
rooms	and	explaining	the	changes.	“But,”	
Natasha	adds,	“as	all	attraction	managers	
will	know,	people	don’t	read	posters	and	
leaflets;	they	have	to	be	told.”	Visitors	are	
given	information	again	at	the	ticket	office.

Staff	are	very	proud	of	the	Enchanted	
Palace,	and	are	keen	for	people	to	
understand	it.	“They’re	not	warders	now;	
we	call	them	‘explainers’,”	says	Natasha.	
“They	interact	much	more	with	the	
visitors.”	If	visitors	complain,	they	are	
offered	free	tickets	to	Hampton	Court	
Palace	or	the	Tower	of	London,	and	that	
helps	to	defuse	anger.	Before	the	opening,	
all	employees	went	on	a	training	course	on	
dealing	with	difficult	customers.

Natasha	remains	upbeat.	“Complaints	
can	be	useful	to	help	improve	the	visitor	
experience,”	she	says.	“We	produced	a	new	
leaflet	in	July	because	feedback	told	us	the	
existing	one	wasn’t	working	
and	visitors	didn’t	like	it.”	
Now	complaints	are	down	to	
about	two	a	month.	“We		
have	more	young	families	
and	young	urban	people	
visiting,	and	receive	very	
positive	comments	from	
this	new	audience	–	they	
love	the	Enchanted	
Palace,”	says	Natasha.	
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Mick Thompson, The Dragonfly, Blackpool
★★★★ Guest Accommodation

dragonflyhotel.com

After	running	a	B&B	in	France	for	several	years,	Mick	Thompson	and	his	wife	Nix	
moved	back	to	England	and	opened	the	Dragonfly	in	Blackpool	in	February	2010.	
“Most	guests	are	fantastic	and	we	haven’t	had	many	problems,”	Mick	says.	

The	Thompsons	always	take	credit	card	details	when	a	booking	is	made	and	don’t	
accept	guests	who	don’t	have	a	credit	card,	so	they	can	charge	the	card	for	any	
damage	caused.	“We	had	a	family	group	staying	and,	during	the	night,	three	of	them	
broke	into	a	storage	area	and	stole	toiletries	and	chocolates	worth	£78,”	says	Mick.	
“We	knew	it	was	them,	so	we	charged	£78	to	their	credit	card.”	They	charge	for	
cleaning	if	a	guest	smokes	in	the	room,	and	if	guests	book	and	don’t	show	up,	they	
charge	for	the	room.	“Once	we	charged	a	couple	of	no-shows,	and	they	gave	us	a	bad	
review	on	laterooms.com,	despite	not	having	stayed	with	us!”	Mick	contacted	
laterooms.com	and	the	review	was	removed.	

Guests	sometimes	sneak	extra	people	into	the	room.	“A	couple	booked	in	and,		
in	the	morning,	six	people	came	down	to	breakfast!	As	if	we	wouldn’t	notice!	We	
charged	it	all	to	their	card.”	Another	guest	found	fault	with	everything	–	not	enough	
tea	bags	on	the	hospitality	tray,	no	shaver	point	(they	gave	him	a	shaver	adapter	
plug),	too	small	a	room	and	bed.	“He	ordered	everything	at	breakfast	and	then	
didn’t	eat	it;	he	said	he	just	wanted	to	see	what	it	looked	like!”	adds	Mick.	

Mick	and	Nix	did	have	problems	with	guests	booked	in	by	an	organisation	that	
helps	offenders.	One	man	arrived	drunk	and	later	went	on	a	
rampage	and	kicked	in	three	doors	because	he	couldn’t	find	his	
room.	They	called	the	police	and	the	man	was	taken	away	in	
handcuffs.	The	Dragonfly	takes	hen	parties	but	not	stag	groups,	
after	hearing	horror	stories	from	other	Blackpool	B&Bs	about	
the	antics	of	drunken	stags.	

The	Thompsons	don’t	regret	their	move	to	Blackpool.	“We	
love	the	business,	and	we’ve	had	a	great	first	season,”	says	Mick.

****
! 

Neil Kirby, The Langham Hotel, Eastbourne
AA ★★★ Hotel

langhamhotel.co.uk

Now	owner	of	the	Langham	Hotel	in	Eastbourne,	Neil	Kirby	has	
worked	in	the	hotel	industry	for	more	than	40	years.	As	he	relates	
in	his	eye-opening	new	book	Celebrity Hotel,	he	started	at	the	age	
of	15	washing	up	in	the	kitchens	of	the	five-star	Grosvenor	House	
Hotel	in	Park	Lane,	London,	and	rose	to	become	the	hotel’s	general	
manager.	He	has	plenty	of	experience	of	dealing	with	difficult	and	
demanding	guests,	including	the	“absolutely	terrifying”	Lauren	
Bacall,	who	always	wanted	her	dry-cleaning	immediately;	Luciano	
Pavarotti,	for	whom	the	hotel	custom-made	an	extra-large,	
reinforced	bed;	and	the	Duchess	of	Argyll,	whose	poodle	regularly	
left	puddles	on	the	carpet.	He	thinks	that	the	behaviour	of	guests	
has	changed	for	the	worse	over	the	years.	“People	don’t	know	how	
to	behave	anymore,”	he	says.	“When	five-star	hotels	drop	their	rates	
on	last-minute	booking	websites,	you	get	all	sorts	coming	in.”	

Neil	isn’t	afraid	to	throw	guests	out,	and	he	won’t	tolerate	guests	
being	rude	to	staff.	“I	look	after	my	staff;	they’re	very	important.”	
He	does	train	and	coach	staff	in	dealing	with	difficult	guests,	but	
says	that	it	takes	years	of	experience	to	know	how	to	handle	
problem	people	and	situations.	If	a	guest	complains,	Neil	first	finds	
out	all	about	the	problem	from	his	staff	and	only	then	does	he	talk	to	
the	guest.	“I	greet	the	guest	with	a	big	smile,	look	them	in	the	eyes,	
shake	their	hand	and	apologise,”	he	says.	“It’s	important	to	
apologise	immediately,	before	they	start	shouting	and	complaining	
again.	Then	they	calm	down	and	are	much	more	reasonable.”

He	advises	that	if	the	complaint	is	valid,	you	must	deal	with	it.	
“My	staff	are	authorised	to	give	a	free	drink	or	take	a	main	course	off	
the	bill.	They	don’t	have	to	consult	me	every	time,	as	that	can	annoy	
the	guest	even	more.”	Neil	keeps	a	blacklist	of	badly	behaved	guests.	
If	a	guest	leaves	without	paying,	is	abusive	or	causes	damage	to	the	
hotel,	he	will	email	a	warning	to	all	hotels	in	the	area.	“Nine	times	

out	of	10,	it’s	drink-related,”	he	says.		
He	had	to	call	the	police	recently	when	a	guest	
beat	up	his	girlfriend	and	smashed	up	the	
	hotel	room.	

Does	he	ever	complain	himself?	“Funnily	
enough,	I	never	complain	when	I	stay	in	
hotels,”	he	says.	“I	just	never	go	back.	And		
I	tell	everyone.”

Andy Weir, Goofy’s, Newquay
★★★★ Hostel

goofys.co.uk

Andy	and	Gwen	Weir	have	owned	and	run	the	Goofy’s	hostel	
for	eight	years.	Most	of	their	guests	are	young	people,	some	
under	18	and	away	on	their	first	holiday	without	their	
parents.	A	recipe	for	disaster?	Not	at	all.	“We	lay	down	the	
law,”	explains	Andy,	“and	say,	‘this	is	the	behaviour	we	expect	
and	if	you	don’t	like	it,	go	elsewhere’.”	

The	strict	terms	and	conditions	
of	booking	are	made	very	clear	to	all	
guests,	and	each	one	pays	a	security	
bond	of	£50,	taken	via	a	credit/
debit	card.	The	bond	is	cancelled	
on	departure	if	there	are	no	
complaints	or	damage.	“One	stag	
group	set	off	the	fire	alarm	and	
sprayed	fire	extinguishers	
around	the	hostel,	and	another	

group	broke	a	bunk	bed,”	says	Andy,	“so	we	kept	the	damage	
deposit	to	pay	for	repairs	and	cleaning.”

The	rules	are	tough.	If	the	Weirs	have	to	ask	a	guest	to	
leave,	the	whole	party	has	to	leave	and	forfeits	all	security	
bonds	and	room	charges	paid.	To	discourage	impromptu	
parties,	anyone	found	admitting	non-guests	to	the	hostel		
is	asked	to	leave	immediately.

Guests	under	the	age	of	16	must	be	accompanied	by		
a	parent	or	guardian,	and	those	under	18	must	either	be	
accompanied	by	or	have	the	written	consent	of	a	parent	or	
guardian,	who	must	make	the	bookings	and	provide	the	
security	bond.	They	must	also	be	available	to	collect	any	

members	of	the	party	if	they	are	asked	to	leave.	
Noise	can	be	an	issue,	but	Andy	says	that	often	

guests	don’t	realise	they’re	disturbing	others	
and,	when	asked	to	be	quiet,	either	go	to	

sleep	or	go	down	to	the	beach.	“We	tell	
them	that	this	is	a	place	to	sleep.	It’s	

about	drawing	a	line	on	when	
and	where	the	party	stops.”	

“ My staff are 
authorised to 
give a free drink 
or take money 
off the bill. They 
don’t have to 
consult me 
every time”

party????
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green bUSineSS

 Earlier this year I visited a small group of holiday 
cottages whose website proudly displays a quote 
from the local paper that they are “Britain’s first 
zero-carbon luxury holiday destination”. 

Much of the power for the cottages comes from a 20kW 
wind turbine and 40kW solar panels on a south-facing slate 
roof, supplemented by green electricity supplier Ecotricity 
when needed. The water comes from the owner’s own 
borehole; all glass, metal, plastic, paper and card is recycled; 
the indoor swimming pool water is treated with a UV and salt 
chlorination system (and is heated by the solar thermal 
panels); and there is ongoing measurement of energy use, 
waste and recycling.

A decade ago, such an impressive commitment to 
minimising the impact of a holiday on the environment was 

Clean
getaways

“Much of the power 
for the cottages 

comes from a 20kW 
wind turbine and 

40kW solar panels”

largely limited to off-grid eco lodges in remote destinations 
(often born out of necessity rather than entrepreneurial 
opportunism). Yet the holiday cottages I was visiting – 
Cranmer Country Cottages – are VisitEngland  four- and 
five-star Gold self-catering cottages on working farmland in 
the rural north Norfolk countryside. 

I have also recently visited the AA four-star Scarlet Hotel on 
the north coast of Cornwall and the VistEngland four-star 
Crown Spa Hotel in Scarborough (winner of the Sustainable 
Tourism Award in the Enjoy England Awards for Excellence 
2010). Both  hotels  have gone to great lengths to be 
environmentally responsible by minimising their draw on 
energy and water  while reducing the amount of waste that they 
send to landfill. The Crown Spa, for example, has introduced an 
in-house laundry , which has cut its carbon footprint while 
improving its service and creating three local jobs.

Yet it isn’t just large, luxury properties that have made 
investments in energy-saving measures. In recent years, I’ve 
visited any number of small tourism businesses all over the 
country that have acted to reduce their impact on the 
environment (sometimes using ingenious methods), from 
caravan sites, bed and breakfast accommodation and guest 
houses to narrowboats, golf courses and visitor attractions. 
The Green Tourism Business Scheme has now graded 259 self 
catering businesses, 450 hotels and B&Bs and 154 other 
business such as holiday parks and hostels in England. It is 
clear that going green is becoming an integral part of the 
mainstream travel and tourism industry.

going green
While an increasing number of progressive tourism 
businesses are going green, it’s difficult to think of a holiday 
that is 100% eco-friendly given the carbon emissions 

the guardian’s eco 
travel correspondent 

richard hammond 
finds that guests  
are increasingly 

interested in the 
green credentials of 

their accommodation  



main image: crown spa Hotel in scarborough
below: the inhouse laundry team

Zero carbon? cranmer 
country cottages

below: scarlet Hotel, cornwall 
right: a bathroom at the hotel
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An increasing number of accommodation providers now offer 
discounts to guests who arrive by public transport. Offers 
such as this help promote low emissions travel, but are 
holidaymakers actually motivated by a desire to protect  
the environment? 

higher occUPancy
According to research carried out last year by the Green 
Tourism Business Scheme (GTBS) in the north east of England, 
hotels and B&Bs that had achieved bronze, silver or gold in its 
accreditation scheme had  occupancy rates that were almost a 
fifth higher than other accommodation providers.

Andrea Nicholas, Director of GTBS, says: “As people become 
more aware of the steps that must be taken to protect the future 
of the planet, they are making more green choices, and that 
extends to where they go on holiday. 

“Introducing practices that help the environment needn’t be 
expensive, and businesses that do try to be sustainable can look 
forward to cost savings as well as increased custom.”

Need some more inspiration? 

GrEEn TrAvEllEr 
www.greentraveller.co.uk
Richard Hammond’s website provides travellers  
with green holidays information and features more than  
250 green places to stay. Charges for featuring your 
accommodation range from £75 to £250, but Richard  
is offering a 10% discount to Quality Edge readers until 
25 February. Quote ‘Quality Edge’ on the online 
application form.  

GrEEn STArT 
www.better-tourism.org
This new tool from VisitEngland is available, at  
no cost, to all tourism businesses interested in 
understanding how they can go green. It has been 
designed to help businesses review their performance 
and illustrate how sustainable practice can be part of 
normal business. 

KEEP iT rEAl 
www.visitengland.com/keepitreal
This toolkit is for those businesses that want to 
maximise the marketing opportunities of being green. 
It is designed to give them the confidence to talk about 
sustainability to customers and other stakeholders.

SUSTAinABlE ToUriSm 
www.visitengland.com/green
For more information about sustainable tourism, 
VisitEngland’s activities in this area and further  
support and advice.

Research was carried out by VisitEngland 
during 2010 to assess the attitude of 
guests to the environmental behaviour  
of accommodation providers and 
attractions while on holiday.

It found that basic sustainable 
behaviour such as recycling and energy 
saving was widespread among English 
consumers, so it’s not surprising that 
many felt positive towards elements of 
green tourism.

Consumers feel that being ‘green’ on 
holiday should not feel like an effort. 
However, a significant proportion were 
positive about the idea of accommodation 

providers having green awards or being 
seen to do their bit for the environment.

In the survey, for example, 60% said 
they were either quite or very interested 
in staying in accommodation that only 
uses locally sourced food and 60% were 
positive about destinations where they 
didn’t need to use a car. A summary  
of the report can be found on the Enjoy 
England website.

What do guests think of environmental issues?
associated with the transport required in travelling to the 
destination. Indeed, studies have shown that the emissions 
caused by getting to a destination take up the lion’s share of 
the holiday’s entire carbon footprint. 

Mountain Riders, a French-based NGO, has published a 
report on the carbon emissions associated with a ski holiday 
in the Alps and concluded that, while 19% of emissions came 
from providing heating and electricity for accommodation, 
73% of the emissions came from travel to the destination. 

Taking the train is often considered the most eco-friendly 
form of travel, yet a car with four passengers can be just as 
carbon-efficient, as can a full coach. However, there is a clear 
modal difference between those forms of overland travel and 
the emissions associated with flying. 

For a useful guide to comparing the carbon emissions 
associated with travel within the UK, I recommend the 
Department for Transport’s journey-planning website  
www.transportdirect.info. This includes a search tool: you 
can enter any two postcodes in the UK and it will compare 
journey times and prices, as well as describing exactly how to 
get from A to B and the carbon emissions associated with 
choosing to travel by car, coach, train or plane.

While such market research is convincing, for me the most 
compelling case for a genuine change in consumer behaviour 
has come from anecdotal evidence. 

Visiting accommodation up and down the country, I hear 
time and again from green hoteliers that, while their guests 
might not initially choose their property because it is green, 
once they have stayed somewhere that provides delicious  
local, seasonal, organic food, recycles waste and shows  
a genuine commitment to eco-friendly issues, they are  
more likely to book that accommodation again. And  in  
an industry that thrives  on word of mouth, repeat  
visitors  are invaluable.

I believe it’s a similar trend to that of consumers buying 
Fairtrade chocolate. I doubt many people buy it solely because it 
is ethically sourced. They buy it because they love the taste of 
chocolate, yet the story and associated feel-good factor adds a 
special quality to their purchase. 

Similarly, holidaymakers are increasingly identifying  
with the extra dimension that a greener venue provides.
Furthermore, there is growing evidence of demand for more 
experiential ‘slow travel’ as a counterbalance to the modern  
day culture of haste. 

Market research analyst Mintel has identified that there are 
5.6 million UK adults who can be classed as ‘slow enthusiasts’, 
while a further 5.3 million can be classed as ‘short breakers’*  
who do not have a natural slow travel ethos but can “be won 
over to rail travel”.

The more progressive, eco-aware and financially astute 
companies are already benefiting from this increasingly 
identifiable green travel market. ■
*Figures from Slow Travel - UK - January 2009 report 

“In an industry that 
thrives on word of 

mouth, repeat visitors 
are invaluable”

“There is growing 
evidence of demand 

for more experimental 
‘slow travel’ ”

richard Hammond is the chief executive  
and founder of green holiday website  
www.greentraveller.co.uk

Consumers feel that being 
‘green’ on holiday should 
not feel like an effort

green bUSineSS

  visitengland research



ralpH oswicK, director of tHe natural 
tHeatre company, says tHat staff Have to be 
ready to deal witH unexpected situations 
wHen guests get angry 
As frequent travellers, my colleagues and I have had 
many an opportunity to observe that fascinating 
creature, the complaining customer. The patience and 

ingenuity of hotel staff in dealing with them is fascinating to behold! 
A fiery Scotsman of my acquaintance repeatedly phoned reception in 

quite a posh establishment to say that his water kept turning icy cold in 
mid-shower, to no avail. Finally, he resorted to marching up to the desk, 
completely naked and dripping wet, to demand action on the problem.  
Cue charming smile from the admirably unflappable receptionist and a 
convoy of implacable waiters with steaming buckets of water was sent to 
fill his bathtub.

Despite several calls to the management, the middle-aged men in the 
next room just wouldn’t stop shouting.  They were set to keep my friend’s 
baby awake all night, it seemed. Having showered before retiring to bed, he 
decided to hammer on the connecting door, which swung open. The sight 
of a naked man with a tiny baby in his arms shut them up good and proper.

Another chap I know was staying in a rather basic hotel miles from 
anywhere in the Australian outback. He found his room had no lock, so he 
plucked up the courage to go and complain. The manager, who was also the 
barman, reached under the counter and produced a screwdriver. “No 
problems, mate,” he said.  “Take a lock off one of the other doors!” The 
words ‘whingeing Pom’ remained unsaid.

The reception staff at one chain hotel developed a highly effective 
technique for defusing angry situations. One chap, whose voice was 
getting louder and louder, was patiently listened to until he started 
pummelling the counter, at which point the entire front desk staff closed 
their books, turned tail and walked swiftly into the back office, where they 
remained behind closed doors until Mr Angry had calmed down. Needless 
to say, the rest of the queue didn’t say a word but waited quietly, eyes 
averted, in that terribly English way.

Sometimes it doesn’t do to complain. A colleague once mentioned  
to a hotel restaurant manager that the waitresses at breakfast were  
a bit stony-faced. 

The manager  must have passed it on, and for the rest of his stay, my 
friend was greeted over the scrambled eggs every morning with horribly 
false rictus smiles from all concerned.

I myself have been an awkward customer, through no fault of my own,  
I might add. I was taken ill in a hotel room one night and, despite my 
punching in the emergency number over and over again, nobody came to 
my aid. Eventually, someone in an adjoining room heard my groans and 
raised the alarm and I was stretchered to an ambulance. In the process, I 
managed to complain vehemently about the lack of action on behalf of the 
management. I could have been dying, after all. 

The manager patiently removed what I thought was the telephone from 
my sweaty grip. That’s the remote control, sir, he explained politely. Come 
to think of it, I had wondered at the height of my fever why the flatscreen 
telly was rapidly going through all 100 channels at full volume. I had fully 
intended to complain about that, too!

16 iSSUe 12, WinTer 2011 17

Kurt Janson, Policy Director of the 
Tourism Alliance, provides an update on 
its campaign to reduce the amount of 
legislation that tourism businesses face

The Government’s new National Strategy for Tourism will 
be published in Spring 2011. It will have two main targets :  
to increase British residents’ expenditure on domestic 
tourism to 50% of their total tourism expenditure and to 
generate £1 billion of tourism-related media coverage from 
the 2012 Olympic Games.

The Government sees its primary role in this strategy 
as creating a suitable regulatory environment for the UK 
tourism industry to grow and believes that a greater 
percentage of the funding for destination marketing should 
come from the industry itself rather than public funds.

An independent report on Health and 
Safety legislation in the UK has been 
produced for the Government’s 
consideration. The report, Common 
Sense, Common Safety, says that the rise 
in the UK’s compensation culture is 
responsible for many of the problems 
that businesses face in complying with 
health and safety requirements. 

To help reverse this trend, the report 
includes a series of recommendations 
aimed at increasing restrictions on 
personal injury law firms and freeing 
businesses from unnecessary 
bureaucratic burdens.

the tourism alliance 
has developed a paper 
for the tourism 
minister, John penrose, 
highlighting tourism-
related legislation that 
should either be 

repealed, amended or not implemented 
in order to reduce the regulatory burden 
on businesses. Key to the discussion 
paper is the notion that, in the 
development and implementation of new 
regulation, the government recognises 
that ‘one size does not fit all’.

regulations put forward for  
repeal include:
•  immigration (hotel records) order 1972 

removing the requirement that 
accommodation providers take the 
passport and destination details of 
non-commonwealth guests.

cutting through the red tape
•  The Smoke-free (Signs) regulations 

2007 removing the requirement for 
‘no smoking’ signs on all entrances.

regulations put forward for  
amendment include:
•  Licensing act 2003 reducing the 

licensing requirements of small 
businesses with low alcohol sales.

•  regulatory reform (Fire Safety) order 
2005 reintroducing the six-bedspace 
rule or developing guidance to fire 
safety officers to ensure a consistent, 
light-handed approach to the 
application of the order.

•  The Water Supply regulations 2010 
reducing the testing requirements  
and charging regime for small 
accommodation providers.

•  copyright Licensing (various) 
simplifying the licensing regime for the 
transmission of copyright material so 
that accommodation providers that 
provide a tv and dvd player pay  
a single licence rather 
than four. 

proposed legislation  
put forward for non-introduction:
•  The energy Performance of 

buildings (certificates and 
inspections) (england and 
Wales) regulations 2007 
withdrawing the dclg 

proposal to extend epcs to short-term 
holiday lets.

•  Digital economy act 2010 ensuring 
that the implementation of the 
provisions on internet copyright 
protection do not affect the ability of 
accommodation providers to supply 
internet access to customers.

•  The health act 2009 – ban on 
cigarette vending machines 
withdrawing proposals to ban all 
cigarette vending machines.

•  equality act 2010 (age Discrimination 
Provisions) providing an exemption to 
proposed age discrimination legislation 
so that operators can undertake  
market segmentation.

the tourism alliance’s aim is for the 
minister to establish a working group  
of officials and industry experts, as part 
of the government’s new national 
strategy for tourism, to address the  
issue of the regulatory burden on  
tourism businesses. ■

call for a common-
sense safety culture

a new direction for tourism in the Uk

The plan aims to 
increase Britons’ 

spending on 
tourism at home 

to 50% of their  
total holiday 

budget
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onLine markeTing

QDo conventional websites have 
a future given the growth in 

social meDia?
This is a great question. If , by a conventional 
website, you mean a fairly static 
‘brochureware’ site that has been unchanged 
for three or more years, then the answer is 
no, they do not have a future. The sites that 
perform best are the ones that encourage the 
customer to interact with you, whether it’s by 
submitting an enquiry form, requesting a  
call-back or making an online booking. This 
way, you have the contact details of the 
potential customer and you can follow up 
with an email or e-newsletter to promote 
your business. 

Old style ‘brochureware’ websites can 
easily be superseded by a blog site, but 
you need to consider where you’re going 
to manage your availability, bookings and 
enquiries. This need not be your own site. It 
could be on a destination website that offers 
online booking or an aggregated cottage or 
hotel booking site. You could then move your 
own web presence to a social media platform 
such as Wordpress, Facebook or Blogger.  

Qwhat percentage of visitors to 
my site shoulD i expect to book?

There’s	no	single,	correct	answer	to	this	
question;	every	site	is	different.	As	a	rule,		I	
would	expect	my	site	to	drive	three	people	
in	every	100	to	enquire	and	then	to	convert	
10%	of	the	enquiries	into	a	booking.	But	it	
does	depend	on	how	the	person	found	your	
site.	If	they	came	from	a	very	targeted	ad	on	
Google	and	came	via	a	specific	landing	page	
(rather	than	through	the	home	page),	I	would	
expect	that	number	to	be	higher.		Everything	
you	do	should	be	tested	and	measured	using	
your	own	site’s	analytics	so	you	know	the	
answer	to	this	question	on	a	monthly	basis.	
For	example,	if	you’re	great	on	the	phone	and	
you	can	convert	one	in	three	enquiries	into	
bookings	then	you	only	need	a	third	of	the	
amount	of	traffic	to	your	site	that	I	get!

Q can using twitter increase my 
bookings?

It may do, but numbers are likely to be small. 
In essence, it is only a messaging system 
in the same way as a blog or e-newsletter. 
Tweeting (posting a message on Twitter) 

is known as micro-blogging. It’s a way of 
keeping subscribers updated with regular, 
short messages. What you need to decide is 
whether your customers need that kind of 
immediate information and whether they 
are likely to be Twitter fans. For example, is 
your offer constantly changing, perhaps in 
terms of changing local surf conditions? Does 
your availability get updated on an hourly 

basis? A good ‘Tweet’ is targeted, relevant 
and engaging: for example, you could alert 
customers to table availability at a prestigious 
local restaurant, ticket sales opening for 
a nearby festival or a sporting or music 
event. Google does love Twitter and it will 
improve your site’s ranking if used regularly. 
Ultimately, your audience will decide how 
they want to communicate with you by opting 

in or out of your different communication 
channels. 

Encourage Twitter followers by including 
the Twitter symbol on the homepage of your 
website. You could also feature, say, the most 
recent three messages to show what people 
can expect to find.   

Q how can i use facebook to 
attract visitors?

Facebook is a great way of communicating 
with people who have expressed an interest 
in your business. It is more versatile than 
Twitter and can be used in a number of ways. 
Firstly, you can post updates and link your 
blog or tweets to appear on your Facebook 
page, driving a constant stream of content to 
your fans’ Facebook pages. This keeps your 
brand front of  mind. Secondly, you could post 
a special offer on your page that is specific 
to your Facebook audience, which might 

include an incentive for them if they share it 
with their friends. Thirdly, you can incentivise 
your fans to post content on the page,  such as 
photos or feedback. This will then be seen by 
their friends and the other fans. Finally, you can 
place pay-per-click adverts on Facebook aimed 
at users with the same profile as your typical 
customers, such as dog owners or families. 
These campaigns should link back to your own 
website and contact form. Facebook fans will 
tend to share content with their friends, so you 
can spread your message very quickly at no cost, 
except the time it takes to upload the content. 

As with Twitter, Google has re-engineered its 
algorithms to improve a site’s ranking if it has a 
Facebook presence. Remember, with all these 
new online marketing opportunities, keep 
the content relevant to your target audience 
and make sure it’s engaging. A good post must 
reflect your enthusiasm for the topic and your 
brand values, so why not give it a go? ■“A good ‘Tweet’ is 

targeted, relevant  
and engaging”

Tweeting visitors 
properly
online marketing consultant David Wilson, co-director 
of self-catering cottages Helsbury park, answers some 
key questions about social media

A	recent	study	by	VisitEngland	found	
that	businesses	offering	immediate	
online	booking	facilities	appeared	to	be	
performing	best	in	the	downturn.

Our	recent	Business	Confidence	
Monitor	found	that	more	than	two	
in	five	(43%)		businesses	that	offered	
immediate	online	booking	increased	
their	profitability,	compared	with	just	
24%	of	those	that	did	not	offer	the	facility	
on	their	website.	

Most	hotels	(79%)	offer	this	service.	
This	is	not	true	of	other	sectors,	
however,	where	just	36%	of	guest	
houses	and	B&Bs,	28%	of	caravan	and	
camping	sites	and	17%	of	self-catering	
accommodation	give	visitors	this	option.	

The	study	also	found	that	28%	of	
those	with	a	website	were	experiencing	
increased	domestic	visitor	numbers,	
compared	with	just	12%	of	those		
without	a	site.

The	only	area	where	businesses	
without	a	website	are	keeping	up	is	in	
repeat	visitors.	One	West	Midlands		
B&B	said:	“Online	facilities	have	made		
a	massive	impact	on	booking	levels.”

Operators get a boost from  
immediate online booking

neW year’S
checkLiST
if you want to raise your game 
online, there are a few things 
you’ll need to think about.

•  get a tracker, such as  
google analytics, and check 
results daily.

•  check that your business  
is visible on google.

•  review your keywords  
and content.

•  start or refine your facebook 
and twitter presence and 
monitor the number of 
followers.

•  devise an online competition.
•  run a simple survey to engage 

potential customers and  
create publicity.

Great last minute deals to be had at the moment. 
Get some sea air in #Torquay. Call us or find us 
online.
8:23 AM Jan 3rd via web

Had a fab day @BeatlesStory. Second time I’ve seen the White 
feather exhibition, amazing!! The Fab4D show is wicked! I wanna 
work there! Haha* 
4:37 PM Dec 10th

Very excited about the beautiful Fontaine opening round the 
corner from us. Contact them for a viewing.**
10:08 AM Dec 31st, 2010 via Echofon

On the The London Eye with the team. Mulled wine and 
champagne about to be served. London twinkling below us *** 
8:23 AM Jan 3rd via web

*visitor of the beatles story, liverpool, vaQas, **the reading rooms, margate, five-star gold 
guest accommodation (and breakfast award) ***visitor of the london eye, london, vaQas

The_Somerville
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What special extras	can	help	your	guests	enjoy	their	break?	
Annie-T	Simons	discovered	that	having	a	Thermomix	in	her	
lovely	Cornish	self-catering	cottage	makes	cooking	great	meals	
simple	for	her	guests	and	gives	them	more	time	to	enjoy		
their	holidays.	

She	says:	“Our	cottage	is	also	very	much	a	family	home	so	
naturally	it	had	to	have	a	Thermomix.	I	know	how	much	time	
and	effort	in	the	kitchen	a	Thermomix	can	save.	People	on	
self-catering	holidays	want	to	relax	and	enjoy	their	meals	rather	
than	spend	hours	on	the	preparation,	so	I	leave	them	a	
recommended	list	of	about	20	recipes	for	quick	and	easy	
lunches	and	dinners	using	Thermomix.	I	tell	them	to	pop	some	
vegetables	and	stock	into	it	and	let	it	cook	a	soup	by	itself	while	
they	go	out	for	a	lovely	coastal	walk!	I’ve	had	some	wonderful	
compliments	and	thanks	from	tenants	and	they	love		
the	Thermomix.”	

What	is	a	Thermomix,	you	may	be	asking?	The	favourite	
kitchen	all-rounder	of	top	chefs	and	home	cooks	alike,	
Thermomix	has	more	than	ten	appliances	in	one	easy-to-clean	
compact	unit.	Value	for	money	is	undeniable	at	under	£900.	It	
enables	home	cooks	to	prepare	and	cook	perfect	risotto	from	
start	to	finish	(all	in	the	one	Thermomix	bowl),	mix	cakes	in	
seconds,	steam	rice	exactly	right	every	time,	make	ten-second	
salads,	mix	and	knead	bread	dough,	and	cook	beautiful,	
delicious	soups	and	sauces.	Washing	up	is	a	quick	whizz	with	
water	and	liquid	soap,	or	the	bowl	and	blade	can	go	in	the	
dishwasher.	Chefs	love	Thermomix	and	rely	on	it	in	their	
professional	kitchens,	as	do	thousands	of	home	cooks.	

Thermomix	has	been	the	top	wedding	gift	in	Italy	and	Spain	for	
18	years,	and	is	equally	well	known	in	France,	Portugal	and	
Germany.	If	your	guests	are	from	any	of	these	countries,	it’s	likely	
that	they	will	be	delighted	to	find	their	favourite	kitchen	helper	in	
your	self-catering	cottage	kitchen.	

If	you	have	some	high-quality	kitchen	equipment,	it	can	help		
to	improve	your	kitchen	score	at	your	next	VisitEngland	
assessment.	And	if	you	have	a	guesthouse,	B&B	or	restaurant,	it’s	
great	to	have	one	or	more	Thermomix	machines	–	each	one	is	like	
an	extra	pair	of	hands!	Described	by	Michelin	star	chef	Alan	
Murchison	as	“the	best	gadget	to	enter	my	kitchen	ever”	(he	has	
three	in	every	restaurant),	Thermomix	also	rated	very	highly	in	
the	Good	Housekeeping	Institute	test	kitchen	with	a	score	of	92	
out	of	100	–	a	score	rarely	equalled	by	any	product.		
Thermomix	comes	with	a	
300-recipe	cookbook	and	a	
one-year	warranty	for	
commercial	use	or	a	two-year	
warranty	for	domestic	use.	
Take	advantage	of	a	free	
demonstration	so	you	can	see	
and	taste	what	Thermomix	
can	do.	Not	available	in	stores.	
To	request	a	demonstration	or	
to	place	an	order,	contact	

	
UK Thermomix  
01344 622 344   
www.UKThermomix.com 

4 rosettes, Pointside, Helford near Helston, 
Cornwall Tr12 6JY www.helfordcottages.co.uk 

letting guests taste the good life
ADVERTORIAL

Heartbreak 
hotels

confusion over hotel ratings can 
lead to unhappy guests and 

unfair competition – so what’s 
being done about it?

	When	is	a	hotel	not	a	hotel?	It	sounds	like	
the	start	of	a	bad	joke	but	it’s	a	question	
that	has	preoccupied	industry	experts.	
Issues	arise	when	accommodation	star-	

rated	as	guest	accommodation,	a	guest	house	or	a	B&B	
promotes	itself	as	a	hotel.

If	an	establishment	is	assessed	as	five-star	guest	
accommodation,	for	example,	but	calls	itself	a	hotel,	
guests	can	become	confused	and	may	well	be	
disappointed	when	they	arrive	expecting	to	enjoy	the	
full	top	quality	hotel	experience.

In	addition,	genuine	star-rated	hotels	nearby	soon	
become	unhappy	if	potential	visitors	browsing	hotel	
websites	in	the	town	regularly	come	across	one	that	
appears	to	be	cheaper	and	has	a	higher	star	rating.
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getting confuseD
However,	the	difference	between	what	
constitutes	a	hotel,	a	good	guest	house	
and	a	B&B	is	not	always	clear.	The	
following	comment	on	the	LateRooms	
website	by	a	guest	who	visited	a	hotel	that	
was	actually	rated	as	five-star	guest	
accommodation	reveals	how	visitors	can	
feel	let	down.

“This	hotel	is	advertised	as	a	five-star	
and,	while	the	suite	I	stayed	in	was	indeed	
lovely,	I	think	the	hotel	could	make	some	
improvements.	It’s	the	small	things	that	make	a	
difference:	bottles	of	water	in	the	room	(especially	handy	
when	you	ring	room	service	at	9pm	and	there’s	no	
answer),	staff	available	at	the	bar,	the	ability	to	have	an	
evening	meal	on	a	Sunday,	a	better	quality	of	toiletries	and	
free	parking.	These	are	minor	things,	but	it’s	the	details	
that	make	the	difference.”

VisitEngland’s	recent	consumer	research	revealed	that	
many	people	don’t	understand	the	term	‘guest	

accommodation’.	Another	guest	wrote	a	review	on	the	
LateRooms	site	under	the	heading	‘A	really	nice	place	but	
not	quite	worth	the	five-star	rating	it	claims’.	The	author	
had	again	become	confused	by	the	five-star	guest	
accommodation	rating	for	a	property	that	described		
itself	as	a	hotel.

This	confusion	has	been	compounded	by	changing	
trends	that	have	seen,	for	example,	many	former	seaside	
resort	guest	houses	undergo	radical	makeovers	to	
re-emerge	as	boutique	hotels,	offering	a	more	
sophisticated	guest	experience.	City-centre	hotels	do	not	
always	offer	a	restaurant	service,	but	still	tend	to	have	a	
licensed	bar.	There	is	no	longer	a	neat	distinction	between	
a	B&B	and	a	hotel.	

It’s	worth	looking	at	how	some	star-rated	
guest	accommodation	owners	successfully	
reduce	the	risk	of	confusion.	There	are	
examples	of	owners	who	have	included	
‘B&B’	in	the	name	of	the	establishment,	
including	the	five-star	guest	
accommodation	38	St	Giles	B&B	in	Norwich,	
which	also	uses	the	term	‘Boutique	Bed	and	
Breakfast’	to	hint	at	its	stylish	interiors.	
Another	is		The	Old	Town	Hall	B&B	in	
Wensleydale,	also	rated	by	VisitEngland	as	
five-star	guest	accommodation.

Former	Penzance	hoteliers	Mike	Russell	and	his	wife	
Jan	now	run	the	Penarwyn	House,	St	Blazey,	Cornwall,	
which	is	assessed	as	five-star	guest	accommodation.	They	
don’t	use	the	word	‘hotel’	on	their	website	and	make	sure	
that	the	pictures	don’t	overpromise.	This	policy	is	paying	
off	and	bookings	are	very	healthy.

Mike	says:	“You	should	advertise	what	you	are.	The	
most	important	thing	is	to	reduce	the	confusion.	When	
guests	are	disappointed,	it	doesn’t	do	our	industry		
any	favours.”

a fresh start
Since	2006,	hotels	and	guest	accommodation	ratings	in	
the	UK	have	had	two	quite	separate		‘Common	Standards’	
and	all	the	assessing	bodies	have	awarded	star	ratings	
based	on	the	same	criteria	and	scoring	mechanism.	

Following	extensive	industry	and	consumer	research	in	
2009,	VisitEngland,	VisitScotland,	VisitWales,	the	
Northern	Ireland	Tourist	Board	and	the	AA	set	up	a	joint	
working	group	in	2010	to	agree	changes	to	the	hotel	
standard	and	bring	it	up	to	date.	This	was	in	recognition	of	
the	rapid	pace	of	change	in	the	sector.	The	group	reviewed	
the	interpretation	of	the	existing	scheme	rules	by	each		
of	the	official	assessing	bodies	and	identified	any	
inconsistencies	and	areas	for	change.	

VisitEngland	is	now	taking	a	series	of	steps	to	bring	
greater	clarity	to	the	sector.	From	this	year,	the	
VisitEngland	assessors	will	assess	any	establishment	that	

There is no longer 
a neat distinction 

between a B&B 
and a hotel

promotes	itself	as	a	hotel,	whether	in	its	name	or	any	
description	on	its	own	website	or	on	a	third	party’s,	under	
the	hotel	standard.	The	Quality	in	Tourism	assessors		will	
review	a	business’s	website	before	making	an	appointment	
to	stay	the	night	to	confirm	whether	the	hotel	or	guest	
accommodation	standard	is	appropriate.	

Changes	due	to	come	into	force	from	2011	will	reduce	
the	barriers	to	inclusion	in	the	hotel	scheme,	although	
some	key	facilities	and	services	will	be	expected	at	higher	
star	ratings.	With	less	emphasis	on	the	services	offered,	
high-scoring	hotels	will	be		much	less	likely	to	be	‘capped’	
at	a	lower	star	rating	under	the	revised	hotel	standard.	In	
addition,	the	criteria	for	using	the	designator	B&B	will		
be	relaxed.	This	designator	is	much	better	
understood	by	guests	than	guest	
accommodation	but,	previously,	could	
only	be	used	by	accommodation	with	up	to	
three	guest	bedrooms.

changing inDustry
The	hotel	star	rating	scheme	in	the	UK	has	
evolved	since	the	early	20th	century,	when	
the	AA	devised	it.	In	2005,	the	option	of	a	
budget	hotel	scheme	was	created	for	a	
number	of	large	hotel	groups	whose	‘no	
frills’	portfolio	would	not	easily	fit	into	the	
hotel	scheme.	This	involves	day	visits	and	no	
stars	are	awarded.	

In	2011,	the	hotel	market	in	the	UK	is	even	more	
complex.	VisitEngland’s	consumer	research	carried	out	in	
2010	found	that	one	in	three	visitors	always	use	the	star	
ratings	when	choosing	accommodation	and	there	is	
significant	trust	in	a	rating	from	an	official	body	such	as	a	
tourist	board	or	the	AA,	compared	with	a	self-awarded		
star	rating,	as	found	on	some	of	the	commercial	online	
booking	sites.

The	number	of	large	hotel	groups	that	choose	to	sit	
outside	the	official	star	rating	scheme	is	now	very	small,	
so	the	challenge	for	the	guardians	of	the	official	hotel	
scheme	is	to	embrace	all	styles	of	hotels	and	award	star	
ratings	that	will	be	meaningful	to	consumers.	Rather	than	
attempt	to	fit	the	product	to	the	scheme,	the	rating	
scheme	should	reflect	the	diversity	in	the	industry	and	be	
flexible	enough	to	embrace	new	trends	as	they	emerge.

The	latest	‘concept’	hotel	typically	costs	less	to	build	
than	traditional	hotels	and	achieves	lower	operating	costs	
by	making	good	use	of	technology	and	reducing	staffing	
levels	by	paring	back	the	services	offered.	There	is	no	
longer	such	a	neat	divide	between	the	budget	hotel	and	the	
star-rated	hotel.	

Consumer	attitudes	to	service	and	hospitality	are	also	
changing.	Hotels	such	as	CitizenM,	a	Dutch	chain	that	has	
recently	opened	a	hotel	in	Glasgow,	have	targeted	this	new	
generation	of	customers,	who	prefer	informality,	style	and	

fun,	with	the	very	latest	technology.	
VisitEngland’s	assessors	will	be	trained	

in	the	new	hotel	standard	in	early	April	
2011	and	are	already	reviewing	property	
websites	prior	to	making	assessment	
visits.	If	a	business	wants	a	guest	
accommodation	star	rating,	there	must	be	
no	evidence	of	the	use	of	the	term	‘hotel’	
in	any	marketing.	Operators	that	wish	to	
promote	their	business	as	a	hotel	and	
would	like	an	official	star	rating	will	be	
assessed	using	the	hotel	standard.	These	

changes	will	ensure	both	fair	competition	and	greater	
clarity	for	the	visitors.		■

hoTeLS (engLanD onLy ) april 2010

star rating visitengland 
assessed

aa assessed
only

total assessed 
(some assessed 

by both)

5 star 17 52 69

4 star 188 495 683

3 star 513 878 1391

2 star 289 256 545

1 star 11 3 14

budget hotel 835 139 974

sub-total 1853 1823 3676

awaiting grading 17 72 89

ToTaL 1870 1895 3765

figures prepared by visitengland 8 april 2010

gUeST accommoDaTion (engLanD onLy)

star rating visitengland 
assessed

aa assessed
only

total assessed 
(some assessed  

by both)

5 star 569 206 775

4 star 4739 1170 5909

3 star 2109 618 2727

2 star 354 49 403

1 star 15 - 15

sub-total 7786 2043 9829

awaiting grading 99 32 131

ToTaL 7885 2075 9960

figures prepared by visitengland 8 april 2010

1,870
Hotels in England 

are assessed by 
VisitEngland



 

 

 

 

We have the largest range of replacement shower seals 
and magnets in the UK. Suitable for all makes.

Improve shower screen hygiene and functionality.
Replace mouldy, shower door seals and wheels.

Buy online at 
www.theshowerseal.co.uk
or call 0845 838 5321

TheShowerSeal, Unit B 6 Roshure Road, 
Magherafelt United Kingdom BT45 5HH

Building upon our international reputation, Corby has greatly expanded its 
range and today boasts over 200 products for the hotel and hospitality 
industry. A selection of our range includes electrical appliances such as 
kettles, hairdryers, winecoolers and mini-bars, in addition to bathroom and 
bedroom amenities.

Visit www.CorbyofWindsor.com/hospitality today to find out more 
about our range of high quality, exceptional value products.

Of  W INDSOR

Internationally famous for 
the Corby Trouser Press, 
Corby of  Windsor has 
supplied quality products to 
the hotel industry since 1930.
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competition is fierce 
in the economic 
downturn, so do you 
need to introduce 
some special offers?  
helen Tyas finds out

Twofers,	BOGOF*,	kids	go	free	–	it	seems	that	
everyone’s	offering	deals	and	discounts	these	
days.	Perhaps	you’re	already	running	special	
offers.	But	if	you’re	not,	and	your	competitors	
are,	will	you	lose	customers?	Is	it	ever	a	good	

idea	to	reduce	prices,	or	will	you	just	lose	money?	And	can	
you	compete	with	the	major	players?	

Discounts	are	nothing	new	in	tourism	–	accommodation	
providers	and	attractions	have	always	offered	special	
rates,	particularly	off	season	and	mid-week	–	but	now	retail	
schemes	such	as	Nectar	and	Tesco	Clubcard	offer	year-round	
discounts	for	savvy	customers.	Tesco	Clubcard	is	the	largest	
point	collection	membership	scheme	in	the	UK,	with	about	
16	million	active	members.	For	every	150	points	(two	for	
every	£1	spent),	the	customer	receives	a	£1.50	voucher,	which	
can	be	spent	in	store	or	exchanged	for	reward	tokens	to	use		
at	participating	attractions.	

More	than	a	million	visits	a	year	are	made	to	UK	
attractions	using	Clubcard	reward	vouchers	and	every	year	
more	than	250,000	nights	in	hotel	accommodation	are	paid	
or	part	paid	with	vouchers.	Currently,	227	attractions	all	
over	the	country	take	part,	some	VAQAS	rated,	ranging	from	
Hampton	Court	Palace	and	the	Wedgwood	Visitor	Centre	
to	Woburn	Safari	Park	and	Alton	Towers.	Hotel	chains	

Dealor

Sunday Night Special

Stay on a Sunday and enjoy complimentary Golf

nodeal?
  

As seen in the 

national press

 

Special  
offer

Buy one 

get one 
free
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“Our	promotions	are	carefully	planned	
and	controlled,”	says	Chatsworth’s	Head	
of	Marketing,	Sally	Hogg.	“We	focus	our	
special	deals	on	measurable	two-for-one	
offers	or	group	rates	for	individuals	with	

nationwide	and	local	
partners.”	To	increase	
visitor	numbers	during	
the	summer	and	quieter	
periods,	Sally	runs	
marketing	campaigns	in	
national	newspapers,	as	
well	as	local	campaigns.	
Chatsworth	participates	
in	the	Great	British	
Heritage	Pass	scheme	and	
is	a	member	of	the	
Treasure	Houses	of	
England	marketing	
consortium,	but	is	not	
currently	part	of	the	Tesco	
Clubcard	scheme.	

“We try not to offer too many 
discounted promotions, which affect 
ticket yield and result in loss of revenue,” 
says Sally. “Our preferred route is to 
drive visitor numbers through a varied 
calendar of added-value activities and 
entertainment, which widen Chatsworth’s 
appeal, attract new visitors and encourage 
customers to revisit several times 
throughout the year.”   

“ You need £50 worth 
of vouchers, that’s 
5,000 points, and  
to earn those you 
have to spend 
£2,500 at Tesco”

“ But if everyone’s 
getting cheap 
entry, how do the 
attractions make 
enough money?”

Chatsworth House, 
Derbyshire
www.chatsworth.org

The	advantages	of	being	
in	the	Tesco	Clubcard	
scheme	are	clear	to	
Martin	Dupee,	Head	of	Operations	at	
Banham	Zoo	in	Norfolk.	“It	allows	us	to	
extend	our	marketing	nationally,”	he	
explains.	“We	advertise	in	the	press	and	
on	TV,	but	only	in	the	Anglia	region.	
Tesco	gives	us	national	coverage.”	

Visitors using Tesco vouchers are given 
a questionnaire, and 48% of respondents 
said they heard about Banham Zoo via 
the scheme. In the past 12 months, 10% 
of visitors used Tesco vouchers and came 
from all over the country, as far afield as 
Cornwall, York and Portsmouth, all areas 

in which the zoo does not advertise. “It’s 
our most successful promotion ever,” 
says Martin. “And it doesn’t devalue the 
product. The customer has to collect 
points to earn vouchers, so they still feel 
they’re paying full price.”

Martin does have reservations, 
however. “There’s a strong argument that 
no one should discount,” he says.  
“It makes it tough for everyone else. It’s 
hard to offer a good-quality, value for 
money day out and still make enough to 
run the attraction.”

Banham Zoo, 
Norfolk
www.banhamzoo.co.ukinclude	Marriott,	Thistle	and	Hilton.	Joining	the	scheme	

is	straightforward;	there	are	no	selection	criteria	and	each	
application	is	judged	individually.	“All	our	partners	offer	
something	that	our	members	can	really	benefit	from.	This	is	a	
key	factor	we	look	for,”	a	press	officer	explains.

So	far,	so	easy,	for	customers	at	least.	No	wonder	so	many	
people	are	signing	up.	But	as	seasoned	theme-park	visitor	
Matt,	a	father	of	two,	says:	“You	have	to	spend	a	lot	to	get	
some	of	the	rewards.	Take	the	Merlin	Annual	Pass.	You	need	
£50	worth	of	vouchers,	that’s	5,000	points,	and	to	earn	those	
you	have	to	spend	£2,500	at	Tesco.”

miD-week offers
But	at	a	time	when	even	established	institutions	such	as	the	
National	Trust	are	offering	discounts,	how	can	smaller	
businesses	compete	with	retail	giants,	international	theme	
park	operators	and	hotel	chains?	Individually	run	hotels	and	
accommodation	have	found	success	with	a	focused	approach	
and	added-value	offers	rather	than	discounts.	Lesley	Hornby,	
of	the	five-star	Gold	bed	and	breakfast	accommodation		
No.	43	in	Cumbria,	runs	special	mid-week	offers	in	the	low	
season	only,	never	in	summer.	“It	helps	with	cash	flow,”	she	
says,	“and	I	want	to	keep	my	part-time	staff	during	the	
winter.”	The	most	popular	offer	is	three	nights	for	the	price	
of	two	when	guests	book	one	supper.	“Google	Analytics	
shows	that	the	first	web	page	everyone	clicks	on	is	the	special	
offers	page,”	she	adds.	

At	the	four-	star	Gold	Green	Bough	Hotel	in	Chester,		
Philip	Martin	is	constantly	dreaming	up	special	deals	
to	attract	couples	on	mid-week	nights.	“We’re	still	in	a	
recession,	and	people	enjoy	add-ons	such	as	meals,	wine	and	
chocolates,”	he	says.	The	only	problem	is	cheeky	customers	
asking	for	a	mid-week	offer	at	the	weekend,	or	wanting	to	
combine	two	offers.	“We	are	flexible	and	will	try	to	give	the	
customer	what	they	want,”	he	says.	“Every	customer		
is	important.”	

	
vouchers culture
A	new	phenomenon	is	the	rise	of	the	discount	voucher,	now	
widely	available	in	the	press,	in	the	post	and,	increasingly,	
online.	Voucher	code	websites	such	as	vouchercodes.com,	
quidco.com,	moneysupermarket.com	and	dozens	more	
round	up	discount	codes	and	promotional	offers	from	
retailers,	restaurants	and	attractions	and	list	them	on	their	
websites	for	use	when	shopping	online.	You	can	also	print	
vouchers	to	use	in	person.	

	“Some	mums	at	school	are	voucher-mad,”	says	mother-
of-three	Emma.	“But	if	everyone’s	getting	cheap	entry,	
how	do	the	attractions	make	enough	money?	It	makes	me	
think	they’re	increasing	the	entry	price,	so	we’re	not	really	
getting	a	deal.”	An	industry	insider	who	prefers	to	remain	
anonymous	confirms	Emma’s	suspicions:	“Anyone	paying	
full-price	entry	is	getting	ripped	off.”		

Others	in	the	tourism	industry	are	resigned	to	a	
discounting	culture.	“Major	attractions	have	the	power	
to	play	the	discounting	game,”	says	one.	“But	smaller	
attractions	can’t	compete	and	risk	losing	money.”		Philip	
Martin	agrees	that	the	market	is	tough.	“Offers	are	
everywhere	now	and	people	expect	it.	The	days	of	the	rack	
rate	are	probably	over.”	■

*BOGOF – Buy one get one free

Kidseatfree

  
Collect points 

Earn vouchers 

For more information 
attractions and hotels interested in joining 
the tesco clubcard scheme can email 
clubcard.rewards@tescofreetime.com 
for a list of clubcard partners, visit  
tesco.com
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These days, the ability to take credit card 
payments is essential for most accommodation 
providers, so Barclaycard is working closely 
with the tourism sector to ensure that you can 
do this simply, securely and cost-effectively.

In	conjunction	with	VisitEngland,	for	example,	we’ve	
developed	an	offer	to	ensure	that	businesses	signing	up		
for	our	services	through	participating	regional	tourist		
boards	and	destination	management	organisations		
(DMOs)	enjoy	a	special	rate.

And	because	we	understand	that	you	rely	on	our	expertise	
to	help	manage	your	guests’	sensitive	card	data,	and	so	protect	
your	reputation,	we’re	constantly	looking	for	new	ways	to	
make	cardholder	and	payment	data	even	more	secure.

That’s	why	we	support	the	Payment	Card	Industry	
Data	Security	Standard	(PCI	DSS),	which	was	created	by	
Visa	and	MasterCard	to	prevent	such	information	being	
used	fraudulently.	Endorsed	by	Amex,	Diners	Club	and	
JCB,	it	consists	of	12	standards	for	you	to	meet	for	storing,	
processing	and	transmitting	cardholder	data.	

We	provide	an	online	resource	to	help	you	achieve	
this	standard	and	a	dedicated	payment	security	team	to	
help	minimise	your	chance	of	being	exposed	to	fraud.	
Combined	with	the	Barclaycard	brand,	which	is	one	of	the	

most	recognisable	in	the	UK,	this	should	give	you	and	your	
customers	peace	of	mind.	

In	addition,	Paul	Cook,	our	Managing	Director,	is	a	
member	of	the	Payment	Card	Industry	Security	Standards	
Council,	which	gives	us	the	opportunity	to	shape	industry	
standards	for	the	good	of	our	customers,	such	as	those	in	the	
accommodation	sector.

There	are	many	other	ways	that	we	can	help	you	process	
payments	and	handle	data	securely.	For	example,	our		
end-to-end	solution	for	doing	business	over	the	internet,	
ePDQ	CPI,	links	your	online	booking	system	to	our		
secure	payment	pages.

making things easier 
While	the	security	of	your	customer	data	is	our	priority,	we	
are	also	innovating	to	deliver	services	that	make	it	simpler	
for	you	to	do	business.	If	you	are	taking	credit	card	payments	
from	overseas	visitors,	for	example,	our	Dynamic	Currency	
Conversion	(DCC)	service	makes	it	easy	and	transparent.	

Your	guests	can	see	the	cost	of	their	booking	in	both	
sterling	and	their	local	currency	and	choose	which	currency	to	
pay	in.	That	means	they	don’t	have	to	wait	for	their	credit	card	
bill	to	know	exactly	how	much	they’re	paying.	

This	service	even	provides	you	with	a	new	revenue	

We’re constantly 
looking for new ways  
to make cardholder  
and payment data even 
more secure

stream	because	you	receive	a	share	of	the	foreign	exchange	
commission	for	every	DCC	transaction.	It’s	fully	compliant	
with	Visa	and	MasterCard	regulations	and	our	helpdesk	
is	available	if	you	need	any	support.	Because	the	system	
supports	17	currencies,	it’s	likely	to	be	a	convenient	way	for	
most	of	your	guests	to	pay.

builDing your business
And	if	you’ve	ever	thought	that	gift	cards	used	by	big	
companies	were	a	clever	way	for	them	to	increase	their	sales,	
why	not	try	it	yourself?

We	provide	pre-paid	solutions	that	can	allow	nights		
at	your	accommodation	to	be	given	as	a	gift.	You	simply		
load	the	card	with	the	amount	the	purchaser	wants	to	give	
for,	say,	a	birthday	or	anniversary	present,	and	it	is	redeemed	
when	the	recipient	books.

Gift	cards	provide	some	great	benefits	for	accommodation	
providers.	They	can	attract	new	visitors	who	might	otherwise	
not	have	found	you.	You	have	total	control	over	the	card	
design,	denominations	available	on	it,	expiry	dates	and	terms	
and	conditions,	so	it	really	is	a	card	that’s	tailored	for	you.

why barclaycarD?
There	are	many	things	that	we	can	do	to	make	your	business	
run	more	smoothly	in	future.		This	expertise	is	based	on	our	
long	heritage	in	the	credit	card	industry.

We’ve	been	processing	card	transactions	for	the	past	40	
years,	were	the	first	to	introduce	Chip	and	PIN	cards	and	today	
lead	the	way	in	contactless	technology.

We	process	one	in	three	card	transactions	in	the	UK		
and	in	2009	we	processed	2.5	billion	transactions,	worth		
a	total	of	£136	billion.		■

Be our 
guest

barclaycard has teamed up 
with visitengland to offer 
a great deal on secure and 
innovative card services

A special deal on card processing

You can find out more about the preferential rate  
deal that we’ve set up with your local tourist board  
or destination management organisation (DMO) 
directly from them.

Accommodation providers in England who sign up 
with one of these participating organisations will be 
eligible for preferential card processing and payment 
acceptance rates.

You will also benefit from reliable, secure and easy 
to use technology and competitive rates as well as 
friendly and efficient UK-based contact centres.

For further information about our payment 
innovations, please visit our website at 
www.barclaycard.co.uk/paymentacceptance

aDverToriaL
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Backto 
thefuture

	Not	since	the	age	of	glam	rock	and	flares	
has	Blackpool	seen	anything	quite	like	
the	new	1970s-themed	bedrooms	at	the	
family-run	Alumhurst	Hotel.	As	part	of	
an	exciting	programme	of	work	aimed		
at	attracting	new	guests,	the	hotel	is	

experimenting	with	two	retro	rooms	that	hark	back		
to	its	early	years.

The	unusual	look	is	part	of	a	plan	by	owners	Pat	and	Steve	
Francioni	to	revitalise	the	hotel	and	take	advantage	of	an	
expected	surge	in	visitors	to	the	town	in	2011.	
They	had	a	difficult	season	in	2010	as	major	
work	to	improve	attractions	disrupted	
the	Promenade	and	caused	traffic	chaos,	
adding	to	the	difficulties	of	the	worst	
economic	slowdown	in	living	memory.

Pat	says	this	also	led	them	to	realise	
that	they	had	been	complacent	about	the	
décor	because,	after	a	major	renovation	ten	
years	ago,	most	of	their	money	had	been	
diverted	towards	meeting	the	demands	of	
increasingly	tough	regulations.	This	had	
left	the	rooms	looking	tired	and	out	of	date,	
making	it	harder	to	attract	guests	in	a	highly	
competitive	market.

life on mars
Things	are	about	to	change,	however.	New	
and	improved	attractions	are	opening	their	doors	
just	as	the	32-bedroom	Alumhurst	in	the	centre	of	town	gets	
a	£25,000	makeover.	This	will	see	many	rooms	modernised	
but	will	also	offer	the	chance	for	visitors	to	enter	a	1970s	time	
warp.	It’s	a	move	that	the	Francionis	hope	will	get	the	hotel	
plenty	of	attention.

Steve’s	parents	bought	the	hotel	in	1971	and,	with	the	40th	

“We lived 
through the 
 1970s and the 
rooms really 
take us back 
to what it  
was like”  

anniversary	coming	up	next	month,	the	couple	decided	that	
the	retro	rooms	were	a	perfect	way	to	celebrate	and	would	
signal	a	new	beginning	for	the	business.	They	will	also	take	
advantage	of	the	interest	in	1970s	style,	which	has	grown	in	
recent	years	thanks	to	popular	films	and	TV	programmes	
such	as	Life on Mars.

While	the	dining	room,	hallways	and	some	bedrooms	
have	already	been	decorated	in	a	more	modern	style,	the	
Francionis	may	introduce	further	1970s-themed	rooms	if	the	
first	two	prove	to	be	a	success.

Although	the	1970s	look	was	created	for	next	
to	nothing,	it	offers	the	hotel	a	chance	to	

stand	out	from	its	competitors,	attract	
publicity	and	pique	the	interest	of	
visitors.	Instead	of	the	usual	neutral	
tones,	one	of	the	rooms	is	newly	
decorated	in	a	wine	colour,	while	the	
other	is	1970s	pop	art	and	is	lime	green,	
black	and	silver.	

Guests	will	be	transported	back	
in	time	when	they	are	woken	in	the	
morning	by	the	sound	of	an	alarm	clock	
with	a	real	bell	rather	than	the	beeping	
of	the	more	modern	equivalent.	Waking	
guests	will	be	able	to	enjoy	a	nice	cup	of	
tea	courtesy	of	an	original	1970s	Goblin	

Teasmade,	which	Pat	found	on	eBay	for	
next	to	nothing.	

The	1970s	G-Plan	furniture,	which	had	
belonged	to	Steve’s	father	and	remains	in	perfect	condition,	
was	free	of	charge.	It	includes	two	wardrobes,	a	dressing	
table,	a	chest	of	drawers	and	headboards	for	the	divan	beds.	
The	beds	also	boast	quilted	eiderdown	bedspreads	and	there	
are	new	retro	carpets	and	curtains.

Pat	has	picked	up	some	coloured	glass	ornaments	that	

a family-run 
blackpool hotel  
is experimenting 
with 1970s retro 
rooms as it seeks 
to attract more 
guests in the 
coming season
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“ We’re investing 
£25,000 into the 
hotel this winter  
and there aren’t 
many people who 
would do that in  
a recession”  

were	extremely	popular	in	their	opening	decade	and	will	
add	some	further	nostalgia	to	the	experience.	She’s	also	
searching	eBay	for	1970s	magazines	for	the	rooms	and	
the	couple	are	having	two	teak	cabinets	made	to	enclose	
flatscreen	TVs	without	spoiling	the	1970s	feel.	And	for		
those	who	really	want	to	take	a	step	back	in	time,	smoking		
is	permitted	in	one	of	the	rooms.

	“We	lived	through	the	1970s	and	the	rooms	really	take	
us	back	to	what	it	was	like,”	says	Pat.	“They	are	a	good	way	
to	celebrate	our	40th	anniversary	next	month	and	we’ll	be	
looking	closely	to	see	how	popular	they	are.”

blackpool rocks
The	improvements	in	the	Alumhurst	mirror	those	in	
Blackpool,	which	promises	a	much	better	season	this	year.		
In	addition	to	improvements	to	the	Promenade,	new	trams	
are	being	introduced,	South	Pier	is	having	a	£6	million	
renovation	and	Nickelodeon	Land	will	shortly	be	opening.

The	Sea	Life	Centre	is	being	modernised	and	Merlin	
Enterprises,	the	operator	of	Alton	Towers	and	Thorpe	Park,	
has	taken	over	the	running	of	Blackpool	Tower.	As	part	of	this	
deal,	Merlin	will	turn	the	Louis	Tussaud’s	wax	attraction	into	
a	second	Madame	Tussauds.

Alongside	these	impressive	enhancements,	action	has	
been	taken	to	make	the	town	more	attractive	to	families.	
There	has	been	a	crackdown	on	underage	drinking	and		
the	number	of	lap	dancing	clubs	has	been	cut	from		
13	to	just	two,	says	Pat.

These	changes	are	all	great	news	for	the	Alumhurst,	which	
caters	largely	for	families,	older	people	and	those	attending	

events	such	as	concerts,	political	conferences,	sporting	
events		and	the	World	Ballroom	Dancing	Championships,	
which	are	all	held	at	the	nearby	Winter	Gardens	Ballrooms	
and	Theatre	complex.	Pat	says:	“I	think	there	is	a	market	for	
good	accommodation	in	the	centre	of	town.	There	are	dance	
championships	and	political	events	and	a	huge	number	of	
other	things	going	on	at	the	Tower	and	the	Winter	Gardens.”		

new beginning	
She	adds:	“By	the	middle	of	next	season,	the	improvements	
to	the	town	will	be	finished,	the	Promenade	will	be	open	
and	the	new	trams	will	be	working,	which	will	make	a	huge	
difference.	I	think	visitors	will	come	to	have	a	look	and	we	
hope	the	new	retro	rooms	will	help	get	the	hotel	noticed	and	
entice	guests	to	come	and	see	how	much	we’ve	done.”

To	add	to	the	buzz	of	the	town	this	year,	it	is	Blackpool	
Football	Club’s	debut	season	in	the	Premier	League	and	a	
large	number	of	visitors	come	to	the	town	for	home	games.	
These	games	are	broadcast	to	more	than	500	million	homes	
around	the	world,	providing	a	fantastic	opportunity	for	both	
the	club	and	the	wider	business	community.	

“We’re	investing	£25,000	into	the	hotel	this	winter	and	
there	aren’t	many	people	who	would	do	that	in	a	recession.	It	
just	shows	the	faith	that	we	have	in	Blackpool,”	says	Pat.

The	previous	refurbishment	ten	years	ago	saw	the	number	
of	bedrooms	at	the	hotel	reduced	from	43	to	32	as	room	sizes	
were	increased	and	bathrooms	added.	After	that,	however,	
little	was	spent	on	the	décor	as	the	couple	were	forced	to	
meet	a	series	of	unavoidable	costs.	

Pat	and	Steve	had	to	spend	£15,000	modernising	the	lift,	
£10,000	on	new	fire	precautions	and	£20,000	on	gas	and	
electricity	safety	measures	in	the	kitchens.	With	the	latest	
improvements,	however,	the	hotel	is	now	in	a	strong	position	
to	take	advantage	of	an	upturn	in	trade	and	it’s	simply	a	
question	of	attracting	the	interest	of	potential	guests.	This	is	
something	that	the	1970s	theme	seems	sure	to	do.		■

Alumhurst	Hotel
www.alumhursthotel.com

★★ Hotel

Retro 
resources
Geffrye Museum 
(www.geffrye-
museum.org.uk) 

Visit the Geffrye 
Museum in East 
London – Its period 
room settings from 
1600 to the present 
day are sure to inspire.

 

The Salvo Directory 
(www.salvo.co.uk) 

The directory lists 
dealers in 
architectural salvage, 
with details of yards, 
shops and showrooms 
where you can buy 
antique, reclaimed 
and salvaged items. 

Antiques
(www.aw-antiques-
collectibles.co.uk)

This website is a great 
source of information 
on local antiques 
auction houses, with 
tips on how to locate 
and restore old 
furniture.

And, of course, e Bay!

Retro costs
The costs of creating two 1970s 
retro rooms at the Alumhurst Hotel

• Two wardrobes: Free

• Chest of drawers: Free

• Dressing table: Free

• Two headboards:  Free

• Carpet:  £700 

• Curtains:  £40

• Painting:  £400 +  Paper  £350

• Ornaments:  £60

• Two teasmades:  £100

• Two alarm clocks: £20

• Two teak TV cabinets: £400

• Two flatscreen TVs: £400

TOTAL:  £2,470

Left: a blackpool football 
club programme. 

a room before 
redecoration

Time capsule

this newgate pluto starburst 
clock (left) from Heal’s will take 
you on a trip down memory 
lane for £85 – www.heals.co.uk

Plank table 
this plank table (left) 
from the ercol originals 
range will cost you £795.

nest of tables

 part of the ercol originals 
range, this nest of tables  

(right) costs £525. visit 
www.ercol.com        

retro tea sets

the sandersons 
clocks range is 

available from John 
lewis. the cup and 

saucer, sugar and 
cream set and teapot  

(right) cost £55.

Get the look
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Hugo Woolley was a chef and restaurateur who 
ran restaurants in London and owned sandwich 
shops in the City. A serious car accident in 1995 
forced him to give up cooking and he now lives 

in Cornwall, where his partner Pippa runs the VisitEngland 
five-star guest house Woodlands Country House.

going bananas for breakfast
Being the owner of a guest house in Falmouth, I find myself 
striving for innovative recipes to serve something different 
as a special each day for breakfast. I, like many other owners, 
would suggest that guests get a bit tired of what seems like 
the usual English/Cornish breakfasts that we serve. So, I was 

thrilled to receive a copy of Hugo 
Woolley’s The Book of Breakfast and 
Brunch. In my opinion, it’s a winner 
packed full of great ideas, recipes  
and pictures. 

My thoughts immediately turned to 
trying some for my guests the very next day. 
As we had some students staying with us, I 
decided that that the special should be the 
Graduate’s Breakfast: a fried banana and 
peanut butter sandwich. Sounds a bit odd,  

I’ll grant you, but it was such a big hit, not only with my guests, 
but also with my daughter and her friends. Another favourite 
is cold stream eggs, oh and you must try the Cornish eggs. I 
could go on and on but suffice to say, not only were my guests 
asking for the recipes, my friends were too. So now you know 
what they all got as stocking fillers at Christmas. 

By the way, the little proverbs at the bottom of the pages 
put a smile on my face every time I pick up this book for 
inspiration. Thanks, Hugo.
Karen	Ames	–	The	Red	House,	Falmouth	

★★★★ Guest Accommodation

A taste for

we’ve asked three people running 
guest accommodation to review 
b&b: the book of breakfast and 
brunch by Hugo woolley

who’s been eating my porriDge?
What a very lovely book! I really enjoyed reading a fellow 
bed and breakfaster’s ideas for making our guests’ 
experience even more memorable.

 It is also refreshing to see that the author of a cookbook 
uses a four-oven AGA, just like I do. The overnight porridge 
is fantastic; a great way to make preparing breakfast easier. 
An extra five minutes in bed is always appreciated!

 I make all my own bread for our guests at Heatherdene, 
so I also enjoyed trying Hugo’s recipes for Brioche and Irish 
Soda Farl, which were both a success and may find their way 
on to our breakfast menu. 

 A nicely presented book with some lovely photographs;  
I would highly recommend it.
Jill	Scaife	–	Heatherdene	Hotel,	Goathland	

★★★★★ Guest House

tasty Delight
I thoroughly enjoyed reading B&B by Hugo Woolley.  
Not only does the book contain unusual and different 
recipes, it inspires too.

The colour plates are mouth-watering and I enjoyed the 
quotations at the end of most recipes. Do try the bacon and 
marmalade sandwich –  yummy. A good buy.
Catherine	Blackmore	–	Nook	Cottage,	Barrow-on-Trent	

★★★★ B&B

breakfast

SPeciaL reaDer oFFer
b&b: the book of breakfast and brunch is being 
offered at the special price of just £9.95 for the new 
year and Hugo will waive the postage and packing 
charge for Quality edge readers. 
simply email him at Hugo@bandbbook.co.uk, 
mentioning Quality edge.

“Do try the bacon 
and marmalade 

sandwiches”
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The London 2012 Olympic Games will bring 
hordes of sports fans flooding into the UK, so 
2012 could be a bumper year for anyone offering 
accommodation across the country. It’s likely  
to provide an opportunity to shake off the 

gloom of the economic slowdown and boost profits.
Given	that	a	home	Olympics	is	a	once-in-a-lifetime	event,		

many		will	be	considering	how	to	develop	pricing	policies	that	
make	the	most	of	the	Games	without	putting	off	visitors.	So	
how	do	you	set	prices	when	opportunity	comes	knocking?

The	first	thing	to	do	is	to	avoid	the	mistakes	of	the	
past.	According	to	Jennifer	Keen,	a	Director	of	revenue	
management	experts	Total	Revenue	Solutions,	during	the	
Athens	Olympics,	hoteliers	attempted	to	put	up	prices	by	
400%.	The	International	Olympic	Committee	reported		
in	June	of	that	year	that	only	1.8	million	event	tickets	had		
been	sold	out	of	a	total	of	5.3	million	and	many	people	blamed	
sky-high	hotel	prices.	In	the	end,	the	actual	room-rate	increase	
achieved	was	a	respectable	257%.

There	is	also	anecdotal	evidence	that	Vancouver	hotels	
sought	to	increase	room	rates	by	more	than	400%	during	the	

Winter	Olympics	and	failed	to	fill	all	their	
rooms	as	a	result.	And	in	the	run-up	to	the	
World	Cup	in	South	Africa,	where	rooms	were	
initially	offered	at	extremely	high	prices,	Cape	
Town	actually	saw	revenue	per	available	room	
fall	by	up	to	30%.

To	help	ensure	that	these	mistakes	are	
not	repeated	at	the	London	2012	Games,	
VisitBritain	and	Visit	London	have	launched	
a	Fair	Pricing	&	Practice	Charter.	In	addition,	
the	London	Organising	Committee	of	the	

Olympic	and	Paralympic	Games	has	developed	an	affordable	
and	accessible	ticketing	strategy.	As	part	of	this,	tour	operator	
Thomas	Cook	is	promising	packages	starting	at	£99	that	
include	two	nights’	accommodation	and	at	least	one	ticket	to		
a	London	2012	Olympic	Games	event.	

Some	accommodation	providers	are	taking	a	similarly	
restrained	view.	Bobby	Bhasin,	owner	of	the	VisitEngland	
three-star	guest	house	Barry	House,	in	London,	says	that	he	
will	only	increase	room	rates	by	about	30%,	although	he	may	
only	take	bookings	for	a	week	or	more.	

playing fair
While	the	spotlight	is	firmly	on	the	2012	Games,	many	owners	
face	this	pricing	dilemma	on	an	annual	basis	during	events	
such	as	the	Cheltenham	Festival	and	Cowes	Week	.	There	is	
also	a	restricted	pool	of	accommodation	for	such	events.
Jennifer	says:	“It	is	absolutely	appropriate	to	put	up	prices	
during	major	events.	Not	putting	them	up	at	all	would,	for	
most,	be	a	missed	opportunity.	The	challenge	is	to	understand	
where	the	rate	opportunity	really	lies.”

The	Goodwood	Hotel,	which	is	part	of	the	Goodwood	
Estate,	has	its	busiest	times	during	the	three	key	festivals:	the	
Festival	of	Speed,	Glorious	Goodwood	and	the	Goodwood	
Revival.	It	typically	increases	prices	by	50%	during	these	times,	
from	£179	to	£280	for	a	Saturday	night,	and	could	easily	fill	its	
rooms	several	times	over.

Andrew	Grahame,	Venues	Managing	Director	at	
Goodwood,	says:	“As	part	of	the	Goodwood	experience,	it	is	

imperative	that	the	customer	always	leaves	us	with	the	very	
best	impression	and	pricing	is	a	key	element.	We	do	raise	our	
prices	in	a	competitive	marketplace	but		we	also	add	significant	
value	to	the	guest	experience.

“During	the	Goodwood	Revival,	for	example,	the	hotel	
is	professionally	set-dressed	so,	immediately	on	arrival,	a	
visitor’s	experience	is	enhanced.”			

	
the law says…
Bruce	Treloar,	Trading	Standards	Lead	Officer	for	Holidays	
and	Travel,	says	there	is	no	legal	limit	on	how	much	you	can	
charge,	as	long	as	your	advertising	does	not	mislead	guests.		
The	maximum	penalty	for	this	is	£5,000	or	imprisonment.

There	are	two	key	pieces	of	legislation	designed	to	enforce	
transparency	of	advertising.	The	Package	Travel	Regulations	
1992	say	that	anyone	who	offers	a	package	holiday,	which	could	
be	as	simple	as	a	room	with	tickets	or	car	hire	thrown	in,	must	
advertise	an	accurate	price	and	have	insurance	to	protect	

guests	if,	for	example,	the	
company		were	to	go	out		
of	business.

The	Consumer	
Protection	from	Unfair	
Trading	Regulations	2008	
also	say	that	potential	
guests	must	not	be	misled	
on	price.	Bruce	explains:	
“If	you	offer	a	room	for,	
say,	£100,	you	must	have	a	
certain	number	available.	
If	such	an	offer	is	made	and	

trading	standards	officers	carry	out	a	check,	it	is	not	a	defence	
to	say	that	all	the	rooms	of	that	price	have	gone.”

You	would	also	fall	foul	of	these	rules	if	you	offered	a	room	
at	a	certain	price	implying	that,	for	example,		breakfast	was	
included		and	then	charged	guests	extra.	

Ultimately,	how	much	you	charge		is	a	business	decision	but,	
if	you	ask	too	much,	you	could	find	that	guests	go	elsewhere.	■

turn over for our case studies 

Sporting
behaviour

during major events, the accommodation 
providers who come out in front are those  
who set fair room rates, says andrew Strange

	
Commit to fair pricing
to allow visitors to easily identify businesses that 
have made a firm commitment to reasonable 
and fair trading during the 2012 olympic year, 
visitbritain and visit london have launched their 
fair pricing and practice charter.

this charter is not legally binding and does 
not mean that you can’t put up prices at all, 
but it is a statement of your intention to greet 
guests from around the world with fairness and 
reasonable prices. 

For more information	

all tourism businesses are encouraged to sign up  
to the charter and will automatically receive the logo 
once registered at www.tourism2012games.org/fppc 

Misleading 
visitors on 
price can 
lead to a 
£5,000 fine or 
imprisonment

You must tell 
guests about 
any extra 
charges  you 
plan to make



“Knowing how busy 
it gets, I prefer to 
take bookings for 
the whole week”

Guest Accommodation
Endeavour House, Cowes, Isle of Wight
www.endeavourhousecowes.co.uk

★★★★ Bed & Breakfast

Cowes Week is the biggest sailing event  
of the year, attracting almost 1,000 boats and 
more than 100,000 spectators. Endeavour 
House provides luxury bed and breakfast 
accommodation just a few minutes’ walk  
from the marinas and yacht clubs.

For owner Barbara Harrison, it is her 
busiest week and is an essential component  
of her annual business planning. She says: “I 
adjust my prices seasonally a bit but I am 
committed to giving good value for money.

“I get a lot of enquiries but, knowing how 
busy it gets, I prefer to take bookings for the 
whole week. They are far easier to manage 
compared with having a few different people 
staying for a smaller number of nights.”

Last year Cowes Week began on 31 July, but 
two of Barbara’s three rooms were already 
booked in December and the last one was 
taken in May. She says: “The people who 
booked in December had stayed during the 
previous Cowes Week and have also returned 
for other sailing events.”

Your Experience

Guest Accommodation
Brandling Guest House, Newcastle 
www.brandlingguesthouse.co.uk

★★★ Guest House
 
The Great North Run is the world’s biggest half 
marathon and attracted 54,000 competitors 
last September, filling accommodation for 
many miles around.

John Catto owns Newcastle’s Brandling 
Guest House, which is located just half a  
mile from the start of the event, but he chooses  
not to increase his prices to take advantage  
of the opportunity it offers.

He says: “I think some hotels increase their 
prices for the Great North Run, but the average 
small hotel and guest house like ours charges 
the same every day of the week and every  
week of the year.

 “If I doubled my prices during the Great 
North Run, I could easily fill the rooms,” he 
says. “In the last month before the event, 
people are desperate for somewhere to  
stay and will often end up 30 or 40 miles 
outside Newcastle.”

“If I doubled my prices 
during the Great North 

Run, I could easily fill  
the rooms”
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T: +44 (0) 1159 732180   |   E: contract@hypnosbeds.com

www.hypnoscontractbeds.com

The secret of
 a memorable
 night’s sleep

Hypnos ‘secretly’ knows that it is a supremely comfortable 

bed that is at the heart of a truly memorable night’s sleep.  

With a royally approved reputation for creating the  

most comfortable beds in the world, Hypnos beds  

and their sublime comfort can be found in the  

best palaces, homes, B&B’s, hotels...

The Rocco Forte Collection      Marriott      Crowne Plaza

Arora      InterContinental      Holiday Inn         

Macdonald      Guoman      Ramada Jarvis      Thistle

Best Western      Mint Hotel      Tune Hotels

Premier Inn      Travelodge      Days Inn

1877 Hypnos Visit England Ad 93x254.indd   1 16/12/10   15:28:02

Above all else, your guests desire a good night’s sleep. 
So give them a night they’ll remember forever.  
A Vi-Spring bed, with its lifetime guarantee, represents 
a genuine investment for your business. Each one is 
individually handmade using the world’s finest natural 
materials. In fact, we are the only bed maker to use 
100% British fleece wool, including real Shetland Isle 
wool, making ours the most blissfully comfortable 
beds in the world. Call 0800 592952 for a brochure. 
Or go to life-changing.com to find your nearest 
Vi-Spring Specialist.

The natural choice for your 
guests and your business.

40369_Vi_QE_HPV_21_12_10.indd   1 22/12/10   09:43:29
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guests won’t stand for a lump 
in the mattress or a spring 

poking in their back, so whether 
you run a hotel, guest house or 

b&b, you shouldn't relax 
without quality beds

Pillow
talk

Quality beds: this 
standard zip and link bed 
from Hypnos costs £450  
+vat. Headboard not 
included.

 C omedian lenny Henry lounges on huge 
hotel beds in the premier inn tv ads 
because the company has recognised the 
quality of beds as a key attraction for 
guests. all accommodation providers need 

to follow suit if they are to compete. Knowing where to 
buy a good contract bed, how big it should be and how 
often you should replace it is essential. Here, we’ve 
provided a step by step guide. 

l the leader in the uK hotel market is Hypnos, which has 
a royal warrant* and supplies beds to buckingham palace, 
as well as premier inn, travelodge and the rocco forte 
collection. vi-spring, which has a strong retail customer 
base also supplies some top hotels such as the five-star 
goring in london and the 
Hotel du vin group. buying 
from a specialist supplier 
need not break the bank and 
means you can ensure you 
get the best advice and 
choose the right quality to 
impress your customers. 
good quality contract beds, 
which all meet the highest 
fire retardancy standards, 
start at about £350 plus vat for a 5ft double and £450 
plus vat for a zip and link set. there is often a delivery 
charge of about £100. 

l buy the biggest beds that will fit into your rooms. if you 
sleep in a 5ft double bed yourself, you will understand 
why a king-size bed will be appreciated by your guests. 
remember that american visitors will be used to two 4ft 
6in beds in a twin room rather than the 3ft versions. beds 
are certainly getting bigger in hotel bedrooms and not just 
in five-star hotels. citizenm, which opened its first uK 
hotel in glasgow recently, boasts about its two-metre-
square beds. that’s almost 7ft! 

l if your guests get a good night’s sleep they are much 
more likely to return, especially if the bed is more 
comfortable than their bed at home! experts recommend 
pocket-spring divan sets rather than open-coil mattresses 
because they provide the best support. why not find time 
to sleep in some of your beds so you can properly assess 
the comfort they offer?  remember, you can make the 
mattress even softer by adding an additional top on 
request. memory foam mattresses are generally not 
recommended for paying guests because they can give a 
hotter than expected night’s sleep.

l to ensure even wear and tear of the bed and to 
maximise the life of the mattress, choose a mattress 
designed for turning, with sewn-in labels that provide 
housekeeping with a clear reminder that it should be 
turned and rotated quarterly. 

l a good contract bed will typically last between five 
and seven years, yet groups such as premier inn are 
said to assess their beds every three years. the inner 
springs will lose their resilience and support over time 
– a mattress with a dip in the centre is an indication 
that the springs have begun to fail. 

l if you are confident that you have beds that will 
make you stand out from your competitors, or you 

decide to upgrade, maximise 
the pr potential. note how 
some of the hotel groups 
shout about the credentials 
of their beds and often name 
their supplier. a google 
search for ‘hotels with best 
beds in england’ brought up 
a tripadvisor review for the 
old lodge, malton which 
said:"best hotel ever and 

wow best beds ever". why not create a new page on 
your website to tell your guests about your beds? 

l paddy burt, who for many years wrote a regular 
review column in the saturday telegraph, often 
mentioned "over-hot duvets". as our winters are 
getting colder and summers warmer, you might want to 
consider winter and summer-weight duvets. offering a 
top sheet in very warm weather might be appreciated 
too. there are some really good synthetic pillows on 
the market now and you might want to consider 
offering a ‘pillow menu’ so that guests can choose from 
feather or synthetic. all the elements are important – 
the smoothness of the sheets (it’s all about the thread 
count!), the lightness of the duvet, the pillows and the 
comfort and support of the mattress. make sure the 
curtains exclude the light well or consider adding a 
blackout blind instead of replacing the curtains.  

l make it your new year’s resolution to sleep in some 
of your beds and score them for comfort. that's what 
your guests will be doing!

 *Royal Warrants are a mark of recognition for individuals or companies who have supplied 
goods or services for at least five years to HM The Queen, HRH The Duke of Edinburgh or 
HRH The Prince of Wales. Warrants have always been regarded as demonstrating 
excellence and quality, and are highly prized.

comfortable night: the great bed of ware 
was made in 1590 and measures 10ft by 
11ft. it was made to sleep more than 15 

people. proving that great beds really do 
get noticed, it is even mentioned in 

shakespeare's twelfth night. it is now in 
the victoria and albert museum.

A good contract bed will 
typically last between 

five and seven years

beD SiZeS
single 90cm x 190cm (3ft x 6ft 3in)
independence 120cm x 190cm (4ft x 6ft 3in)
double 135cm x 190cm (4ft 6in x 6ft 3in)
Kingsize 150cm x 200cm (5ft x 6ft 6in)
super Kingsize 180cm x 200cm (6ft x 6ft 6in)
emperor 213cm x 213cm (7ft x 7ft)
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in a world of uniformity, quirky and unusual 
accommodation can be a real draw for guests,  
finds Helen tyas

I
n recent years, we’ve seen the rise in popularity of 
both the ‘staycation’ and the self-catering break.  
More and more holidaymakers are looking for 
somewhere different to make their stay special, 
perhaps for a milestone celebration or an indulgent 

treat. If you have an unusual property, an idea for exotic 
décor or an old potting shed ripe for conversion, it could be 
very good for business.

architectural oDDities
England is lucky enough to have more than its fair share of 
historic, eccentric and architecturally interesting 

properties, and an increasing number are being restored and 
let out as holiday homes. Two organisations pioneered the 
idea as a way of paying for the upkeep of the properties. 
English Heritage manages 15 historic holiday homes in 
England, including an apartment in Walmer Castle, a cricket 
pavilion at Osborne House and a lodge at Battle Abbey, and 
the Landmark Trust owns 190 historic properties all over the 
UK, from castles and towers to temples and follies. Its most 
popular landmark is Clavell Tower, on the clifftop above 
Kimmeridge Bay in Dorset. “Its remote and romantic 
location makes it a particularly attractive place to stay,”  
says Katherine Oakes of the Landmark Trust. 

There are drawbacks, however. “We have to balance the 
needs of our customers with the suitable preservation of the 
historic building,” Katherine explains. “This sometimes 
means we have to ask our customers to bow to a building’s 
eccentricities, such as outdoor, starlit trips to the bathroom 
and ancient doorways of a height for Tudors.” These minor 
inconveniences, along with no televisions or radios, don’t 
seem to deter guests. The only access to Clavell Tower is by  
a steep footpath 170m up a cliff, but it is almost fully booked 
until November 2012. 

The House in the Clouds was built in the 1920s by the 
Ogilvie family to house the water supply for the holiday 
village of Thorpeness in Suffolk. Architects disguised the 
70ft high structure as a house, with the water tank in the 
cottage at the top and living accommodation below. The 
tank was removed in 1979 and the building now has five 
bedrooms and 67 stairs, and the ‘room at the top’ is now a 
games room. Owner Sylvia Le Comber believes it is the 
uniqueness of the building that first attracts people.  
 “Once they are inside, they love the atmosphere the  
house generates – the fairytale feeling,” she says. 

Quirky conversions
Imaginatively converted or restored buildings in beautiful 
settings, such as the Souter Lighthouse keeper’s cottages in 
Sunderland, the Windmill at Weatheroak , The Old Chapel in 
Penzance and The Round House in Suffolk, have enormous 

Proud to be

clavell tower in 
dorset enjoys a 

‘remote and 
romantic’ location

it is almost fully 
booked until  

november 2012

the House in the 
clouds was built to 
house the water 

supply for a holiday 
village

the windmill at 
weatheroak towers 

above the 
surrounding area

it provides 
spectacular views 

of the 
worcestershire 
countryside
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appeal for holiday makers. When Lisa and Steve Rawlings 
bought a converted railway station in Coalport near the 
Ironbridge Gorge in Shropshire, they decided it was the 
perfect place for a self-catering business. So they bought and 
renovated two old railway carriages to create a pair of unusual 
holiday homes. Inside the smart brown- and cream-painted 
carriages, guests find comfortable, modern and surprisingly 
spacious accommodation, with the latest creature comforts, 
such as air conditioning, flat-screen TVs, DVD players, WiFi 
and whirlpool baths. “We get lots of press attention, and 

bookings are up too, despite the recession,” says Lisa. “With 
so many recommendations from previous guests we know 
we are doing the right things.”

cool anD contemporary
Traditional and historic properties are always popular, but 
contemporary houses are becoming more sought after, from 

modernist glass boxes to Scandinavian-style log 
houses. Seascape is a seaside retreat on 

Camber’s sandy beach, and has a 
distinctive modern rustic style, with 

pale walls and floors making a 
simple backdrop for the 
stunning sea views and unusual 
furniture. “The fabulous 
driftwood bed in the main 
bedroom is loved by all the 

guests,” says owner Julie O’Shaughnessy. An upturned, 
weatherbeaten boat creates a fireplace for a wood-burning 
stove, and there are driftwood-framed mirrors and large, 
comfortable white sofas. 

“Most of our guests return again and again,” says Julie, 
“sometimes booking for several breaks throughout the year.” 
Seascape is a popular venue for film and photography shoots, 
and has featured in magazines, newspapers and television 
programmes. Described by guests as ‘magical and 
mesmerising’, Julie is delighted with the apartment. “Our 
only problem is that we could do with another one. We get 
very booked up and have to turn people away.”

Decor with a Difference
If you don’t happen to own a castle or a folly, you can still  
create an unusual holiday home – just change the decor. 
Boutique hotels and B&Bs have found that themed rooms  
work well and now self-catering places are following the 
trend, with everything from a Regency gentleman’s residence 
 to Moroccan-style rooms and a lodge inspired by TV’s 
Texas-set soap Dallas.  

But it doesn’t have to be exotic to be different. Jane Fifield 
has created a charming and quintessentially English home at 
Deane Lodge in Winchester. With floral wallpaper, wrought 
iron beds with 1930s-style quilts, cosy armchairs and shelves 
full of books, it evokes a bygone golden age of Enid Blyton and 
afternoon tea. “It’s all about pretending you live here,” says 

Jane. “We didn’t want to be the sort of place you’d be scared to stay in – that’s 
not relaxing.” Deane Lodge may be vintage in style but it has all the 21st-
century necessities, including a 55in HD TV with surround sound and 
wireless broadband.  

It is important that the website conveys the special style and character  
of the house. “People say the house looks exactly like it does on the website,  
and so many places don’t,” says Jane. Of course, its quirky style may not be  
to everyone’s taste. “I always feel I get the right sort of people and the website  
is essential, because it weeds out the people who won’t like the house. If you 
don’t like the website, you won’t book.” Deane Lodge fans and foreign  
guests enjoy it because it’s eccentric and very English.  Jane adds: “There’s  
no point in travelling unless you experience something of the life of the 
country you’re in,” says Jane. n

coalport station Holidays 
coalportstation.com 

★★★★ Self-Catering

deane lodge 
fifieldsengland.co.uk 

★★★★ Self-Catering

House in the clouds 
houseintheclouds.co.uk 

★★★ Self-Catering

seascape 
camberbeach.co.uk 

★★★★ Self-Catering

the windmill, weatheroak 
windmill-holiday.co.uk 

★★★★ Self-Catering

landmark trust 
landmarktrust.org.uk

Find out more about some of britain’s quirkiest properties
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Jill nicholls has turned 
derelict farm buildings 
into a picturesque oasis 
of luxury and comfort  
in the east of england

	T
he	indoor	heated	swimming	pool	is	the	jewel	
in	the	crown	of	Lower	Wood	Farm	self-
catering	cottages,	but	it’s	just	part	of	an	
ongoing	strategy	to	attract	guests	by	
developing	first-rate	facilities	and	combining	
them	with	a	warm	welcome.

Occupancy	rates	have	risen	from	25	weeks	a	year	in	2002	to	
48	weeks	after	the	pool	was	opened	a	year	later,	but	since	then	
a	games	room	has	also	been	added.	Work	is	now	underway	to	
create	a	fully	accessible	cottage,	says	Jill	Nicholls,	who	runs	
the	seven	four-	and	five-star	cottages	in	Norfolk,	two	of	
which	have	the	VisitEngland	Gold	award.

The	property	has	been	in	the	family	since	1982.	In	1996,		
they	won	planning	permission	to	convert	derelict	farm	
buildings	and	the	former	farmhouse	into	six	holiday	units	
with	a	sensitive	development	that	remained	in	keeping	with	
the	original	rural	buildings.

In	2002,	the	second	stage	of	work	began	with	the	building	
of	the	indoor	swimming	pool	and	conversion	of	the	main	
barn	into	a	games	room	and	two	barn	holiday	conversions.	In	
2010,	work	started	on	the	new	accessible	cottage	and	a	new	
games	room/guest	lounge,	which	will	complete	a	plan	to	set	
the	business	apart	from	its	competitors	by	the	quality	of	its	
facilities	(the	existing	games	room	will	be	converted	into	
further	holiday	accommodation).

     farm 
favourite

“Our	purpose-built	Cape	Cottage,	which	is	due	to	be	
completed	by	Easter,	will	provide	everything	for	both	able	
and	disabled	guests	without	compromising	the	décor,”	says	
Jill.	“It	will	have	a	private	car	park,	ground-floor	access,	
freedom	of	movement,	a	luxury	bathroom	and	a	separate	wet	
room	for	disabled	guests.

“It	was	difficult	to	combine	a	luxury	bathroom	with	
disabled	facilities,	so	I	decided	to	split	the	area,	which	has	
worked	very	well,	giving	disabled	guests	the	privacy	of	their	
own	facility	and	able	guests	a	luxury	bathroom.”

In	particular,	Cape	Cottage	is	being	built	to	cater	for	the	
large	number	of	young	families	who	visit	Lower	Wood	Farm	
and	often	bring	grandparents.	The	work	has	required	careful	
planning	to	ensure	guests	were	not	disturbed.	For	example,	
the	roof	was	put	on	using	screws	instead	of	nails	to	limit	the	
noise,	and	had	to	be	on	by	June	so	that	everything	would	be	
tidy	for	the	summer.	Deliveries	are	also	arranged	during	
changeover	days.

home comforts
However,	Lower	Wood	Farm	is	more	than	just	a	business,	it	is	
also	Jill’s	home	and	she’s	anxious	that	guests	enjoy	the	time	
they	spend	there.	It’s	a	family	affair,	with	her	husband	Rory	
cutting	footpaths	and	verges	with	the	tractor,	her	brother	
cutting	the	lawn	and	Jill	herself	doing	the	gardening.

Attention	to	detail	is	very	important	and	everything	from	
homemade	cakes	to	stair	gates	and	grocery	deliveries	are	
provided	for	guests.	Under-fives	can	enjoy	the	indoor		
play	area	and	there’s	a	play	paddock	that	includes	swings,	
slides	and	goal	posts.

Jill	deals	with	even	the	most	unlikely	queries	with	good	
humour.	For	example,	one	guest	insisted	that	the	pump	in	the	
shower	waste	was	making	a	funny	noise,	even	though	she	
pointed	out	that	there	was	no	pump.	She	returned	with	him	
to	the	bathroom	and	moved	the	soap	dish	to	discover	that	the	
sound	was	actually	coming	from	an	electric	toothbrush	that	
the	guest	had	left	on!

The	friendly	but	professional	approach	has	been	a	success	
and	the	farm	sees,	on	average,	two	confirmed	bookings	a	day	
and	countless	enquiries,	such	as	40	people	staying	for	a	
Saturday	night	in	August	–	which	isn’t	an	appealing	booking.	
Comments	from	visitors	include	that	Jill	has	“exceeded	
guests’	expectations”	and	that	they	were	delighted	to	arrive	
to	“a	spotlessly	clean,	warm	and	inviting	cottage”.

So	what	happens	on	a	typical	day	at	Lower	Wood	Farm,	
when	Jill	welcomes	her	new	guests	for	the	first	time?	
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 7.00am 
two of the cleaning staff arrive. together, we check the swimming 
pool, which includes a thorough cleaning of the poolside and 
changing rooms. we also perform water-quality checks throughout 
the day. we aim to keep it looking as good as it did when it opened 
seven years ago.                        

 8.00 
we clean the inside and outside of all the windows in the public 
areas and then thoroughly clean the games room. our laundry  
is all done on site, from washing and drying to pressing, so we also 
use this time to prepare the linen.

 9.30 
the rest of the cleaning staff arrive.  
if no cottages are ready for cleaning, 
there’s outside sweeping-up to be 
done, as well as tidying the garden 
and cleaning the barbecues.

 10.00 
once a cottage has been vacated, the 
nine or more cleaners start on their 

A typical changeover day at Lower Wood Farm

“ We are never idle 
– you can’t lose 
the opportunity to 
do maintenance”

properties. we have two teams of cleaners. each member of the team 
keeps to their own jobs, such as kitchens, beds, bathrooms, 
hoovering, dusting and so on. this way, we all know our cottages 
and what goes where and what is missing, and the system works 
well for us. my team of cleaners is fantastic and most have worked at 
lower wood farm for several years. we work hard to retain our 
visitengland 100% score for cleanliness. 

 11.00  
if a cottage isn’t occupied, we use this time to do the jobs you  
can’t do on a normal day. we are never idle – you can’t lose the 
opportunity to do maintenance work, such as regrouting the 
bathrooms, or extra deep cleaning.

 1.00pm 
by this time, all the morning’s tasks have been completed and we 
have an hour for a cup of tea before the new families arrive.

 2.00 
our first guests of the day arrive. we welcome them with a tea tray 
complete with homemade cakes, check them in and give them a 
guided tour of the facilities. we aim to have everything in place on 

arrival, so if they have requested cots or stair gates, 
they are installed before they get here. that way, 
they can start unpacking and settling in without 
having to worry about their children’s safety. plus, if 
they’ve requested it ahead of time, we can arrange 
for grocery deliveries. we also offer a catering 
service. 

 3.00 
throughout the afternoon and evening, i catch up 
on admin and emails in between welcoming guests. 
many of the enquiries we receive come via our 
membership of premier cottages, a cooperative of 
cottage owners. all member properties have to be 
four- or five-star establishments and we benefit 
from a glossy premier cottages brochure and an 
excellent website. we are one of about 200 
members of premier cottages in england and 70% 
of our new business comes through this route. 

 9.30 
the swimming pool closes down, so it’s time for 
final checks around the property – i do a walk-
round to make sure all is well. then it’s time to put 
my feet up and get ready for another busy day.

Jill with the  
cleaning staff

 

Lower	Wood	Farm
lowerwoodfarm.co.uk	

★★★★-★★★★★ Self Catering

premiercottages.co.uk
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Passport numbers 
are self-catering property owners required  
to collect passport numbers and nationalities  
of all overseas visitors? 
holly Lagden
Tourism officer 
Purbeck District council

editor: The Immigration (Hotel Records) Order 1972 applies 
to all accommodation, even camping grounds, but VisitEngland 
assessors have only been checking on guest accommodation and 
hotels. Checking of passports of overseas self-catering guests is 
probably impractical without a formal reception desk and check-in. 
We understand, from Kurt Janson of the Tourism Alliance, that the 
Order, which was supposedly created because of Cold War concerns, 
is now universally recognised as being outdated and provides no real 
benefit to the police, accommodation providers or the Government. It 
was listed in the Home Office Simplification Plan (December 2009) 
as needing to be repealed to reduce regulatory burden.

Dogs welcome
i love dogs but do not allow them in the house under 
normal circumstances as our next guests might be 
allergic to them. would i be accused of discrimination 
and liable to a fine as i state ‘no pets’ on my website?
Simon marston
hononton cottage bed & breakfast, kent

★★★★★ bed & breakfast 

editor: You might want to change the wording on your site to “No 
pets allowed, except assistance dogs”. If a guest has an assistance 
dog, you must warn subsequent guests in case they suffer from 
asthma. You can get a free sticker stating that you accept assistance 
dogs from Assistance Dogs UK, c/o Hearing Dogs for Deaf People, 
The Grange, Wycombe Road, Saunderton, Princes Risborough, 
Buckinghamshire HP27 9NS: Tel 01844 348100.

give yourself credit 
i have accepted credit cards at my bed and 
breakfast, cleat House in sheringham, since we 
opened five years ago, initially via my bank and 
then by another company that took over the 
merchant service. since 2008, they have introduced 
a monthly minimum charge, irrespective of the 
number of transactions, and this has risen to £45, 
including the £13 terminal fee and vat. i now feel it 
is an unacceptable amount for a seasonal business 
as i would not be incurring anywhere near this fee 
level in the winter. debit cards are charged at 23p.

offering this service has always been greatly 
appreciated by my guests. i recharge the 
commission if guests pay their balance with a credit 
card, but most choose to use a debit card. about 
85% of my transactions are now made using cards 
and i can’t imagine operating without this ‘comfort 
blanket’. i think it shows a level of professionalism 
and service that my guests really value.

i have tried shopping around for a better deal, 
but without success. 

Linda ownsworth
cleat house, norfolk

★★★★★ bed & breakfast 

editor: VisitEngland has negotiated a preferential deal 
with Barclaycard, available to members of many Regional 
Tourist Boards and DMOs. There is no monthly minimum fee, 
commission is 1.25% + VAT on consumer credit cards and the 
debit card flat fee is 15p + VAT. Terminal rental starts at £11.50 + 
VAT. As with all providers, the terminal fee is due even in months 
when it is not used. If your local Tourist Board or DMO does not 
work with Barclaycard, they should have another good deal. 


