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INTRODUCTION
When we created Amaris Hospitality the opportunities in
the hospitality market were abundant. Since our journey
started in 2015, we have completed an ambitious £100
million hotel refurbishment and rebranding programme,
delivered an improved trading and business performance
across our entire portfolio and seen continued growth
in visitors throughout 2016, with Jurys Inn welcoming a
record 5 million visitors. Two years later, we now have over
13,550 rooms, over 70 hotels and 6,000 employees.
This success has been underpinned by the strength of UK
tourism which has also seen record numbers of international
tourism in 2016. Even the shock of the Brexit vote didn’t
blow the industry off course. A devalued currency has
helped the UK attract a record breaking number of visitors
during the typically quite autumn and winter months. This
performance has built continued confidence in the sector
as the market has remained buoyant into 2017.

John Brennan

CEO of Amaris Hospitality

It’s no secret that tourism is a crucial driver
of the UK economy and the lifeblood of
the hospitality industry. As one of the
UK’s leading hospitality investment and
management companies we’ve seen firsthand the benefits of this thriving industry as
its continued growth has brought significant
economic prosperity to the whole of the UK.

1 INTRODUCTION

Whilst we saw a strong and vibrant sector, areas of
uncertainty began to cloud the bright future ahead so we
began to explore what is needed to support the future
growth of hospitality and address these issues.
We don’t have a monopoly on knowledge and recognise
that in order to see the bigger picture and assess the
challenges and opportunities that lie ahead, we need to
work together with the rest of the industry. Therefore,
we convened a panel of hospitality industry experts
representing organisations across tourism boards, trade
associations, financial institutions, legal and business
consultancies, membership organisations, OTAs and
hospitality companies.

We wanted to hear how others see the state of UK tourism
and how we can work together to continue to drive growth
in 2017 and beyond.
Overall what we heard was very positive! Many see
multiple opportunities for the sector to connect with
new customers, create world class experiences and
encourage more people to visit the UK, empowered by
new technologies and collaboration on national and local
levels. At the same time this optimism was tempered by
concerns around Brexit, investment, skills, infrastructure
and capacity that threatens to blow the growth of the
sector off course.
In light of this report we’re calling for the UK government
to give the needs of the hospitality sector the credence
it deserves as the fourth largest sector of the UK
economy. Throughout this report we have put forward
recommendations and solutions that the next government
can take forward to safeguard the future of the industry.
In bringing together these voices we seek to demonstrate
a more collaborative approach which is cited repeatedly
by these experts as being a core theme for the sustained
development of our industry alongside tourism and travel
in general.
There is still much work to be done as this is only the
start of a continuing conversation on the prosperity of
the sector. Amaris Hospitality is committed to keeping the
conversation going and we look forward to adding more
voices to our own in the future.
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EXECUTIVE SUMMARY
The hospitality industry is the UK’s fourth largest sector,
representing 10% of GDP – £143 billion annually – and directly
employing 4.49 million people1. The steady growth enjoyed by
Amaris Hospitality in recent years reflects the wider health of
the industry, and while we enjoy the prosperity that our sector
brings to the country as a whole, rapid socio-political change
demands that we address the new challenges and opportunities
facing the hospitality industry as they arise.
This Amaris Hospitality report, Driving UK Tourism: Sustaining growth in 2017
& beyond, draws insights gathered from research carried out with leading
hospitality experts. The study involved in-depth conversations with 24 executives
and advisors representing a wide cross section of the industry. Conducted over a
three month period, the findings were presented to a further 16 industry experts
in a roundtable discussion to validate the findings. Bringing together these voices,
we are seeking to demonstrate the more collaborative approach cited repeatedly
by these experts as being a core theme for the sustained development of our
industry alongside tourism and travel in general.
Amaris Hospitality would like to thank all of the experts who gave up their valuable
time to participate in our research; their open and candid views on the current
state of UK tourism were incredibly valuable throughout our research. This is just
the first conversation in what we hope will become a series of insights into UK
tourism and the role hospitality can play to support it.

2 EXECUTIVE SUMMARY
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KEY FINDINGS
Overall the majority of our experts expected to see
strong inbound tourism figures for 2016, and with
ONS estimates showing over 37 million overseas
visitors to the UK, the figures look very promising.2
However, when looking to 2017 and beyond, our
experts were positive about the UK’s position and
whilst an abundance of opportunities still remain,
strong headwinds threaten to blow this growth
off course. Whilst more support is needed from
the UK government to ensure the industry is fully
supported, it will take everyone across the industry
working together to keep this growth on track.
Through our research five themes quickly emerged:
•

Brexposed:

				

Opportunity and Risk Post-Brexit
•

Millennial or Perennial: 				
We Want Experiential

•

Digital Hospitality: 				
Connect, Curate, Collaborate

•

Open for Business

•

Purposeful Visitors

2 EXECUTIVE SUMMARY

Brexposed:
Opportunity and Risk Post-Brexit
All our experts agreed that Brexit raises a wide
range of issues for our industry. Amongst all the
issues that emerged, 40% highlighted the industry’s
reliance on EU migrants as the number one issue
facing the industry today. Further concerns around
recruitment issues, investment opportunities and
the health of our international tourism market
added to Brexit speculation.
With over 50% of the respondents still experiencing
“outdated” perceptions of hospitality careers in the
UK, our industry must overcome the new barriers to
recruiting EU staff by seeking a wider recruitment
pool, as well as bringing more focus into developing
a healthier hospitality skillset at a grassroots level.
A further 45% of our experts said visa and travel
tax reforms are essential to sustaining investment
interest in the UK and ensuring our industry remains
competitive post-Brexit.

Millennial or Perennial:
We Want Experiential
All of our experts agreed that meeting the needs
of a new generation of travellers must not be
limited to addressing the desires of the emerging
generation, but also the changing tastes of existing
generations. ‘Silver travellers’ increasingly present
market opportunities for travel, tourism and

hospitality industries but 25% of our experts
said they are increasingly demanding the same
tailored ‘experience-focused’ lifestyle trips as
their younger counterparts.
According to our study, travel trends must be
identified early and the industry must move to
capitalise. As people move towards spending money
on new experiences rather than material goods, our
industry can better package the UK’s regional variety
and rich cultural experiences available, especially
in areas like historical, cultural and food tourism,
which one in three of our experts highlighted as a
substantial area for growth in the future.
London can be further consolidated as a global
brand, with a third of our experts pointing to the
capitals ability to bring people to the UK, but the
scope for expanding tourism into regions of the UK
beyond the capital presents vast untapped potential.

Digital Hospitality:
Connect, Curate, Collaborate
Technology has forever changed the way we
connect, and our industry must not only keep up
but take a lead in harnessing new technologies
to maximise collaboration and communication
between us, our customers, authorities and our
partners in subsidiary industries. Over 50% of
our experts said the hospitality industry needed
to do more to embrace the power of technology.
05

The aim of building ‘smart destinations’ requires
our industry to increase these partnerships in order
to better brand and market the benefits a particular
city or region has to offer its visitors. We must
provide our customers with a digital experience
that demonstrates this ‘user-centric’ approach,
drawing inspiration from the new sharing economy
and combining this with the quality and authority
of a trusted brand.

Open for Business
Although seen as a fantastic place to do business, the
UK is still lagging behind our European neighbours
when it comes to conferencing, meetings and events.
Currently worth over £4bn to the UK economy, over
25% of our expert’s see lack of capacity as a major
barrier to growth but this capacity conundrum could
be solved by city wide schemes that offer a diverse
range of meeting spaces.
In the longer term, significant increases in inbound
business and leisure travel can be generated by
investing as a nation in improved facilities and
infrastructure around the events and meetings
industry. Cheap air travel has driven business
tourism over recent decades but our experts were
concerned that rising costs will create added
pressure to already stretched corporate travel
budgets. In a post-Brexit world, our experts called
for the UK government to support our regional
airports to offer low cost travel solutions.
2 EXECUTIVE SUMMARY

Purposeful Visitors
The strength of the UK’s meetings and events
industry has yet to be fully utilised. Again, regional
and cultural variety has yet to be harnessed as
a means to providing additional benefits, and
can also bring in more leisure visitors if carefully
marketed.

However, there is still much the sector can do to
drive UK tourism going forward. The opportunities
for greater success and continued growth are clear to
see, as challenges are overcome and expert insights
such as these are considered and acted upon.
Our central position within the UK economy leaves
much riding on our industry’s ability to adapt and sustain
success in the midst of uncertainty and rapid change.

Modern advances in marketing can empower
hospitality companies and the UK as a whole to tap
into ‘special interest’ tourists who will travel from
across the globe to visit one of a kind attractions
and experiences.
Greater collaboration between the events industry
would mean hospitality providers and other local
businesses and authorities could accelerate these
developments, while improvements to the way UK
cultural events, such as music and food festivals,
are marketed abroad could also bring substantial
growth in visitor numbers.

Where to next?
The UK hospitality industry can, and must, respond
to the issues and challenges we face with a
consolidated approach. Over half of our experts feel
the hospitality sector is under appreciated and needs
more support from the UK government in order to
navigate the complex headwinds that are coming in
2017 and beyond.

1 British Hospitality Association/Oxford Economics,
The economic contribution of the UK hospitality
industry, September 2015
2 Office for National Statistics, Statistical Bulletin,
Overseas travel and tourism: Dec 2016
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BREXPOSED
Opportunity and Risk Post-Brexit
The subject of Brexit has generated more heated
political debate than any other topic in recent
times. While the effects of leaving the EU certainly
provide the hospitality industry with immediate
challenges, conversations with our panel of experts
indicate that addressing a specific set of core issues
could maximise the opportunities afforded by this
seismic political shift.
Our experts indicated four key areas of our industry that
they see being most impacted by the Leave vote:

• A Global Workforce
• UK Grassroots Hospitality
• Investment: Opportunity and Risk
• EU / UK Tourism

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T
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A Global Workforce
A December 2016 survey from Fourth gave
us the statistics for what we already knew:
our industry relies heavily on workers from
overseas. Employees in the restaurant, hotel,
pub and quick-service restaurant sectors
were surveyed and 43% were found to be
foreign nationals, rising to 57% for restaurant
staff and 71% for heart of house staff3.
Our own study revealed 40%of experts believe
the industry’s overreliance on an EU migrant
workforce was the biggest challenge facing the
industry today.
In the long term, this reliance on foreign talent
pools could be redirected towards areas outside
the European Union. In fact, ONS figures show that
45% of international migrants into the UK are from
outside the EU, compared with 42% from within.

However, in the short term the consensus from the
industry is clear, without future EU migration the
hospitality sector faces a recruitment crisis. The
latest report from KMPG and the British Hospitality
Association (BHA)4 highlighted the need to recruit
upwards of 60,000 UK workers per year on top of
the need to recruit an additional 200,000 workers
required to replace churn and enable growth.
Exiting the EU does seem likely to restrict the ability
of hospitality companies to deliver key services
through essential EU workers. Possible obstacles
placed on hiring from within Europe would only
increase prices and decrease our competitiveness,
with law firm Simpson Millar recently estimating
the cost of recruiting overseas employees into the
UK could soon be as high as £2,6755.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T

“Brexit’s potential impact on
the workforce that comes
from other EU states is a real
cause for concern.”
Deirdre Wells OBE

Chief Executive, UKinbound
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Wage caps and the cost of visas already place a
heavy burden on all employers but the added cost
to the hospitality industry could be substantial in
a post-Brexit future. To avoid crippling the industry, our experts suggested some kind of transition
relief should be put in place so many businesses
aren’t facing a cliff edge of spiralling costs.

As well as the direct effect of Brexit on the
feasibility of hiring foreign workers, a range
of other indirect factors may also hinder the
industry’s staffing. One example is the possible
reduction in numbers of visiting students in the
UK – long a crucial source of part-time labour for
the hospitality and events sectors.

In recent weeks suggestions of ‘Barista’ visas (two
year visas for young Europeans based on the current Youth Mobility Scheme) have begun to send
positive signals to the sector. However, in isolation this is not enough. Our experts were calling
for a holistic strategy that addresses the issues of
visas, quotas, wage caps and employer costs with
one clear strategy.

So we see the potential recruitment challenges
raised by the Brexit vote, but what are the
opportunities to address them? To answer this we
need to ask why our industry is so reliant on foreign
talent pools. One of our experts summed up the
situation facing hospitality recruiters at present:

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T

“The British ethos isn’t
traditionally service ordinated,
which is why we are so
dependent on importing
overseas talents. This means
we have to make the industry
more attractive to a new
generation of UK talent.”
Tracy Halliwell MBE

Director of Business Tourism & Major Events,
London & Partners
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UK Grassroots Hospitality
An imminent shortage of EU workers should
provoke our industry to rethink the way
we incentivise, train and nurture young
talent within the UK. In a recent House of
Lords Economic Affairs Committee, Andrea
Wareham, HR Director at the high-street chain
Pret A Manger went on the record to say:
“I would say that one in 50 people who apply
to our company to work is British. If I had to fill
all our vacancies with British-only applicants I
would not be able to fill them... Because of the
lack of applications.”6

The BHA has recently seized the initiative and
presented the government with a 10 year strategy
to deal with a potential labour crisis and increase
the industry’s UK workforce7. However, a critical
part of the solution has to be further government
support in raising the profile of the sector and the
numerous opportunities that it presents to the
workforce of the future.

Over 50% of our panel believed “outdated
perceptions” were preventing people in the UK
from viewing hospitality as a worthwhile career.
The hospitality industry tends not to be perceived
as a safe career option, despite the fact that it is the
UK’s fourth largest industry and directly employs
4.49 million people8.
While the aforementioned reluctance to serve
others may be a cultural barrier too entrenched to
overcome in the short-term, the consensus among
our experts was that we could do better at inspiring
and attracting new talent into the industry. We
currently struggle to compete with hospitality
schools on the continent, for example, where
careers in the industry are seen as an attractive
and legitimate option.
UK event management and tourism degrees are
more popular than hospitality courses at present,
and our experts suggested that reframing the
benefits of hospitality training, as well as increased
marketing of the sector as a whole, could resolve
this imbalance. Other suggestions involved
increasing language training, taking better care of
staff and steering attention towards the higher end
of the industry.
Our experts also cited a greater need for more
structured career paths in the hospitality industry.
This could include a greater emphasis on the ‘craft
skills’ of the sector rather than just the theoretical
management of hospitality.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T

For example, Amaris Hospitality runs a graduate
programme (GROW) that gives young people the
opportunity to get hands-on experience in the industry,
across a range of hotels and areas of expertise.
Apprenticeships were also another suggested route
that the industry could take to better build its appeal as
an attractive career option. We at Amaris Hospitality
take these kinds of opportunities seriously, and
Jurys Inn for one has been recognised as an Investor
in People, winning many awards for our excellent
employee training schemes.
In particular, Jurys Inn’s ‘Insights’ trainee
management programme has successfully helped
expand the horizons of promising talent. The
programme helps those who show promise in
the early stages of their careers get the vital
qualifications and mentorship needed to take their
first steps into management positions. Through
the programme young people are able to gain
the confidence to build a career in hospitality and
learn how to inspire others to achieve new levels
of excellence.
Programmes like Insights and GROW are not
only inspiring the next generation of hospitality
leaders but have enabled us to recruit 80% of
senior Jurys hotel roles from within the brand,
demonstrating our commitment to valuing and
developing our employees.
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Investment:
Opportunity and Risk
The ability of the UK post-Brexit to attract
investment was a key theme discussed by our
panel. The sentiment could be summarised as
optimism tempered with some caution.
Foreign investment figures for the months
following the Brexit vote showed encouraging
signs, as confidence in the UK remained high9.
Our study found optimism and opportunity in the
marketplace for investors, as M&A activity remains
buoyant despite 2016 not seeing the extremely
high levels of investment generated in 2015.
The devalued pound has created appealing
opportunities for foreign investors and visitors
alike, but two thirds of our experts were vocal
about the approach required to secure long-term
prospects for the UK’s hospitality industry. Many
were frustrated at the lack of clear direction from
the government and wanted to see a clear strategy
for keeping the UK open for investment. This must
be a critical focus for the next parliament as we
enter into Brexit negotiations and beyond.

“General investment in the UK
is strong as it continues to be
a fantastic centre for business
and leisure. Travellers know
they can rely on our ability to
deliver a great service.”
Many talked about the need to stabilise the wider
marketplace and bring economic, political and
societal factors into alignment through a positive,
comprehensive, long-term approach. After the
shock of the initial vote, reassurance is required for
investors to be confident that the opportunities
Brexit affords are worth the underlying risks.

Tim Helliwell

Head of Hotel Finance, Barclays

More specific strategies proposed for the
hospitality industry revolved around boosting
the competitiveness of the UK in relation to its
European neighbours. Higher taxes and greater
operating costs were highlighted as price factors
likely to hinder the UK’s continued ability to
compete in European markets.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T
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“From an operational
perspective we can continue
to see top line revenue growth
across the sector but we
need to be mindful of greater
operating costs which could
offset that growth.”
Carl Ridgley

Director - Hospitality EMEA,
Cushman & Wakefield

Many of our experts suggest we follow in the
footsteps of our Irish neighbours and cut tourism
VAT. In 2011, Ireland reduced its level of tourism
VAT to 9% which has had a significant impact on the
success of the industry in Ireland creating 31,000
new jobs and saving the exchequer an estimated
€620m euros10. Jurys Inn has seen this success
first hand giving its Irish hotels a competitive
advantage. With the highest VAT rate in Europe,
our experts agreed that the short term loss to the
taxpayer is a false economy when compared to the
long term benefits of increased GDP and jobs.
Aviation tax is another area where the UK could
look to become more competitive. The UK
currently imposes the highest level of tax in the
world11. Campaigns by ABTA, the Tourism Alliance,
and others, have provoked limited reforms but
our rates of Air Passenger Duty (APD) continue to
increase while many countries move to freeze or
remove these duties completely. Bringing these
duties into alignment with international levels
would allow the UK to better compete in the areas
of tourism, investment and trade.
General business travel to the UK already seems
to be under threat, as giants such as HSBC make
moves to transfer workers away from London.
While other regions of the UK could benefit from
these shifts, more must be done to ensure the UK
remains an attractive destination for businesses,
event organisers and corporate travellers.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T
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EU fg UK Tourism
In addition to sustaining our welcome to
migrant workers, investors and business
travellers, our panel highlighted the important
job of mending any damaged perceptions of
the UK as an open and welcoming holiday
destination. A quarter of our experts were
concerned about the impact the Brexit vote
had on the UK’s international reputation as a
welcoming nation.
This was seen as especially important for our EU
neighbours. In 2015, France provided our largest
group of inbound tourists, with 1.9 million French
visitors crossing the Channel, in addition to 7
million visitors from other EU states12.

“The political uncertainty,
with possible restrictions to
the movement of people,
has already begun to have
a negative impact on the
industry. We have to take
steps today to ensure it
doesn’t continue into 2017
and beyond.”
Ufi Ibrahim

Chief Executive Officer,
British Hospitality Association

Responses have been encouraging, however. 61%
of Europeans said the referendum had not had
any effect on their likelihood of visiting the UK,
but more said they would be more likely to visit
following the referendum (23%) than said they
were less likely (14%)13.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T
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Proposals for ensuring visitor numbers into the UK
continue to grow include revised visa agreements,
multi-country tourism products and reforms
around international and domestic air travel. 45%
of our experts called for greater collaboration
between the tourism and hospitality sectors on
visas. Options such as ‘back-office’ bi-lateral
agreements with a wider range of countries would
make it easier for visitors to get visas approved,
and the government must continue to reduce
costs and increase the accessibility of the visa
application process.
Multi-country tourism products, such as a
combined visit to London and Paris, were cited as
a new opportunity for the hospitality and tourism
industries. However, these could be jeopardised by
the effects of our EU exit as Schengen countries are
proposing tighter security screening that could see
the UK dropped from European travel packages.
As mentioned previously, aviation taxes are another
opportunity for the government to make the UK
a more welcoming destination. The possibility of
governmental subsidies for regional airports was
also raised at our roundtable as a way of encouraging
access to domestic and regional routes.

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T

3 www.bighospitality.co.uk/Business/Foreign-nationalsmake-up-43-of-UK-hospitality-s-workforce
4 KPMG, Labour migration in the hospitality sector,
Report for the British Hospitality Association, 2017
5 Simpson Millar, www.simpsonmillar.co.uk/news/
businesses-facing-minimum-charge-of-2675-per-foreignworker-3728, July 2016
6 Andrea Wareham, HR Director, Pret a Manger, House
of Lords Select Committee on Economic Affairs: Brexit and
the labour market enquiry, Uncorrected oral evidence,
Wednesday 8 March 2017
7 KPMG, Labour migration in the hospitality sector,
Report for the British Hospitality Association, 2017

8 British Hospitality Association / Oxford Economics,
The Economic Contribution of the UK Hospitality Industry,
September 2015
9 www.gov.uk/government/news/dit-secures-over-16bn-offoreign-investment
10 Restaurant Association of Ireland, 9% VAT – Food,
Tourism & Jobs: Economic Analysis on the key issues
regarding the special VAT rate of 9% and Job creation in
the Accommodation & Food Services Sector at National
Level, July 2016
11 ABTA, Tourism and Aviation, 2015
12 ONS, Overseas Residents Visits to the UK, 2015
13 VisitBritain, August 2016
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What Can
We Do?
On a national level
• Challenge misconceptions around
hospitality careers while broadening
access to talent in new markets
• Incentivise foreign investment and
push for visa and tax reforms to give
the UK a more competitive edge
• Provide transitional relief to the
hospitality industry as it transitions away
from its reliance on an EU workforce

KEY TAK E AWAYS

For hospitality companies
• Redefine UK service culture by
improving employer-led training
• Increase collaboration and
consolidated effort to apply unified
strategies for highlighting the career
opportunities in hospitality
• Continue to make positive progress
on industry diversity and increase
internal training programmes to
promote the next generation of
hospitality leaders

Brexit could impact the
availability of a large
pool of EU staff, leaving
the UK needing to widen
its net while better
fostering UK talent

3 B R E X P O S E D : O P P O R T U N I T Y A N D R I S K P O S T- B R E X I T

The hospitality industry
can, and must, improve
the way it attracts new
talent by reframing
the industry’s image,
improving staff training
and providing clearer
career paths

To sustain the UK’s
ability to attract
investment post-Brexit,
the government must
bring in visa and tax
reforms to ensure the
UK stays competitive
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MILLENNIAL OR
PERENNIAL
We Want Experiential
Consumers are now seeking out life experiences that
will make them happier than material purchases14.
Whether it’s a desire for sustainability, a better life
or just a better Instagram feed, experiential buying
habits attributed to millennials are seeping into
every other demographic.
Could experience be a commodity UK hospitality
needs to invest more into?

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L
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This sentiment emerged in almost every
conversation we had with our panel of
experts. They told us that customers were
increasingly demanding moments and
memories over trappings and trinkets.
The hospitality industry may be accustomed
to tailoring services to different
generations, but our research highlights
the opportunities for a far more effective
approach across the board:

• More focus on lifestyles than life-stages
• The silver economy

“There has been a distinct
change in consumer dynamics
and in their mind-sets; with
a trend of pushing back on
long-term savings in favour of
more experiences.”
Nikola Reid

Director, Hotel Advisory Travel, Hospitality & Leisure, Deloitte UK

• Food tourism
• Regional flavours

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L

17

The Generations Game
Eventbrite’s study, Millennials: Fuelling the
Experience Economy, back in 2015 was just
one of a plethora of its type on the buying
habits of this generation, now entering its
earning prime. The report found that 78%
of millennials (defined for the study as
Americans born between 1980-1996) would
rather spend money on experiences than
material goods.

“I’m tired of hearing about
millennial trends - today’s
opportunities are more multigenerational and they all want
great experiences.”
Patrick M. Delaney

Managing Partner, SoolNua

However, this leaning towards buying things to do
rather than to have is no longer constrained to this
generation. One of our panellists summed up the
widespread weariness surrounding the industry’s
myopic preoccupation with this demographic:

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L
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This movement towards multi-generational
travel is just one of a range of significant
opportunities for the industry to adapt to our
customers’ changing demands. In fact one in
five of our experts see the growth in multigenerational travel as the next consumer mega
trend and, of those, over 50% see this being
driven by a rise in ‘silver tourism’.
Travellers of all ages are seeking new and
varied experiences. Almost one in five people
in the UK said they would travel to a country
they had never visited before in 201615 and
more than two thirds said that travelling the
world was at the top of their ‘bucket list’.

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L

Our study revealed the extent to which multigenerational tourism has become the biggest
market for travel, with ABTA research indicating
that families are key to the domestic market in
particular, taking an average of 2.2 UK holidays
in 201516. Young families make up the bulk of
this category, while older travellers, who are
increasingly mobile and in better health, are
also able to join in on family holidays.
Although strategies such as part-payment
and flexible payment are important for
encouraging more young families to travel,
our experts stressed that too many marketing
campaigns were being made by millennials, for
millennials. Our expert panel highlighted that
a significant proportion of tourist spend in the
UK is by the over-50s, and this generation
of travellers was seen to be increasingly
discerning, demanding tailored experiences,
much like their younger counterparts.
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Silver Service
With advances in healthcare we are not only
living longer lives but becoming healthier,
fitter and more mobile. As aging populations
begin to increase across the western world
our experts highlighted a series of challenges
and opportunities for our industry.
In curating a recent exhibition “New Old” at the
London Design Museum, Jeremy Myerson, head
of the Helen Hamlyn Centre at the Royal College
of Art, a research group focused on design for our
future selves, said:
“Our way of thinking about the elderly has
shifted radically. The change is not just in terms
of what’s possible technologically, but how we
now think about ageing. People are staying
active in society and the workplace for much
longer, and it’s about time our products and
services caught up.”17

One in four of our experts identified the common
mistake within the hospitality and tourism sector
of considering the over-50s as one unified
group with similar tastes and needs in terms of
travel and holidays. This misconception of ‘silver
tourism’ across the industry results in a generation
of travellers being underserved and underrepresented in the marketplace.

However, with advances in ‘assisted living’ our
experts predict a rise in purpose-built offers will
allow anyone to share in this spirit of adventure.
These purpose-built offers will combine the style,
luxury and elegance this generation demands, with
resorts designed for greater mobility and services
that provide a helping hand throughout your stay.

The tropes of cruise ships and bus tours will be
increasingly challenged as older travellers want the
same experiences as their younger counterparts
but can now afford to travel in style.
The EU has recognised the economic potential of
older travellers and is in the process of developing
a European Silver Economy Strategy18 seeking
to capitalise on the opportunities afforded by
addressing the needs of an ageing population.
Extra funding will be made available to those aiding
‘silver tourism’, which carries with it the benefit of
increasing travel in the low season.
While many within the industry begin to wake up
to this potential market, our roundtable revealed
a lack of purpose-built offers for this age cohort.
Appetites for travel and adventure may be timeless
but the physical reality of travel has traditionally
kept these experiences for the young and mobile.

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L
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Although the UK has not always enjoyed the best
reputation for its culinary offerings, over a third of
our experts believe we must now export the UK’s
status as an emerging ‘foodie’ destination. Farmers
markets, microbreweries and coffee roasters are
appearing all over the country, while the demand
for sustainable local produce has also created
restaurant menus that offer a more regional sense
of ‘place’ for visitors.

Taste and See
Any discussion about experiential travel has
to feature food as a key consideration, with
food offering perhaps the most multisensory
immersion into a destination’s character,
culture and history. The rise of superstar
culinary explorers like Anthony Bourdain
and TV shows like Chef’s Table have driven
a global explosion in food related travel. In
2016, 95% of Americans expressed a desire
for unique food experiences while travelling –
up from just 47% in 201319.

In recent years, we at Amaris Hospitality have
introduced new partnerships with famed chefs like
Marco Pierre White and Raymond Blanc. These
have strengthened our hotels in the marketplace as
consumers look for hallmarks of culinary quality in
their hotel experience.
Attracting foodie explorers to the UK requires
hospitality providers to better utilise technology
and partner with other local attractions in guiding
visitors to the very best that region has to offer. The
sharing economy, peer reviews and user-generated
content offer an excellent way to sort the good food
options from the bad; our industry must provide
the platforms for customers to easily access that
information.
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“Our area has a huge food
scene with Michelin Star
restaurants, markets, fresh
products and local breweries.
We’re looking to turn this into
a full narrative and showcase
the whole city as a food
tourism destination.”
Kathryn Davis

Head of Tourism, Destination Bristol
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“There are massive
opportunities in the UK to
promote the vibrant cities,
towns and breathtaking
countryside outside of the
London halo.”

Regions Repackaged
Food provides an excellent illustration of
another key opportunity and challenge facing
us here in the UK.
While London is a globally-renowned brand
with excellent mainstream and alternative
food scenes, visitors are largely unaware
of the rich cultural heritage offered by
other regions. Perhaps only Cornwall, with
its food and drink festivals and influential
ambassadors like Rick Stein, has begun to
capitalise on the food travel boom. Over 50%
of UK visitor total spend remains in London,
but the Discover England Fund and other
initiatives have allowed other regions to begin
to catch up.

Stephen Broome

Lead Hotel Consultant, PWC

The UK’s regions outside London performed well
in 2016, with England and Scotland both seeing a
4% increase in international visitor numbers during
Q1-Q3. Wales enjoyed a massive 12% increase in
the same period20, all indicating that the demand is
strong for UK experiences beyond the capital.

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L
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As Theresa May recognised in a recent report,
our nation boasts a world-class combination of
“stunning scenery … centuries-old monuments and
cultural traditions”21. The wide range of attractions
we can offer across the country must be offered
as experiential packages – we have to find ways to
“make culture come alive”, as one of our panel noted.
Those experiences must be marketed as lifestyle
and special interest options rather than targeted
at narrow demographics. Having said that, our
experts did highlight the opportunity to create
strategies aimed at today’s young families and
forecasting their needs later in life, including as
seniors. A second opportunity is to involve seniors
more in the creation of campaigns that will appeal
to a new generation of silver tourists.

14 Paulina Pchelin and Ryan T. Howell, The Hidden Cost of
Value-seeking, April 2nd 2014
15 ABTA, Travel Trends 2016, December 2015
16 ABTA, Travel Trends 2016, December 2015
17 The Guardian, New Old review: everything you need for a
techno-utopian retirement, 17 Jan 2017
18 http://www.smartsilvereconomy.eu/
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19 World Food Travel Association, 2016 Food Travel
Monitor, May 2016
20 http://www.hotelowner.co.uk/8024-record-breakinginbound-visitors-spend-englands-regions/
21 Department for Culture, Media and Sport, Tourism
Action Plan, August 2016
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What Can
We Do?
On a national level
• Invest more in bringing the
history and culture of the UK to life
whilst promoting the vast array of
regional experiences
• Create incentives for tourists to
use London as a gateway to the rest of
the UK, not just Europe

KEY TAK E AWAYS

For hospitality companies
• Combine lifestyle experiences
with generational strategies to
offer customers the exceptional
experiences they want
• Build on emerging local scenes like
food or culture to bring your services to
life and tackle negative preconceptions
like the weather, costs or cuisine

Travellers of all ages
are seeking out new
and varied experiences
tailored to their lifestyles

4 M I L L E N N I A L O R P E R E N N I A L : W E WA N T E X P E R I E N T I A L

Silver tourism is a
crucial growth area,
requiring varied and
carefully-targeted offers

The explosive growth
of food tourism in
particular is a key
opportunity for the UK,
allowing it to capitalise
on its rich regional
culture and revive its
culinary reputation
24

DIGITAL HOSPITALITY
Connect, Curate, Collaborate
Following the release of Disney’s Nordic-inspired
Frozen movie, flights to Oslo from New York soared
by almost 60%. Virtual experiences always appeal,
but they also draw consumers powerfully towards
travel’s main attraction: the deeply immersive, ‘realworld’ experience.

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E
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So how does our ever-expanding digital
landscape best interact with the age-old
vistas of travel and adventure? From our
expert interviews and roundtable discussion,
four primary areas of emphasis emerged:

• Ultra-Connectivity
• Curating the Virtual Concierge
• Make It Personal
• Caution and Collaboration
Each reveal core themes underpinning the
opportunities technology currently offers
to the UK hospitality industry and with
over 50% of panelists recognising the need
to quickly leverage our capacity to embrace
these trends – the time to act is now.

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E
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Ultra-Connectivity
In 2016 the UN passed a resolution making
access to the internet very close to being
a basic human right22. Connectivity is no
longer a luxury, and travel statistics back
this up. A 2015 study found that free WiFi was the most important amenity for
travellers booking hotel rooms, while superfast Wi-Fi was considered more important
than room service23.
Offering improved connectivity may be a relatively
easy fix for many in the hospitality industry. Another
area identified by our panel as being in need of
swift improvement was making mobile booking
experiences of comparable quality to those on
a desktop. However, providing truly connected
services to increasingly demanding travellers is a
much more complex challenge.

The seamless travel experience requires increased
connection between ‘smart’ destinations, companies
and service providers. In a recent discussion about
this lack of integration in the travel sector, Google’s
Head of EMEA – Travel Top Accounts, Javier
Delgado Muerza, observed: “…everyone is thinking
about their own business instead of the user, who
happens to be their real business.”24
Creating a ‘user-centric’, collaborative approach
allows for the kind of growth in a city or region
where all stakeholders benefit. A standout
example of this is the Wild Atlantic Way
campaign in Ireland. Myriad attractions and
destinations along the country’s west coast
were packaged into the branded 2,500km
driving route, allowing businesses along the
route to collaborate with government agencies
to widen the appeal of the region.

“We need to encourage
and embrace the benefits
of the digital economy and
understand how it’s for
everyone’s betterment.”
Riddell Graham

Head of Partnerships, VisitScotland

The opportunities for tomorrow are in the
‘behind-the-scenes’ technology that will allow
us to make smarter decisions based on strong
data, and connect to our customers in new
ways. So how can this technology facilitate the
rise of ‘smart’ destinations?

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E
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Curating the Virtual Concierge

While a true concierge service has long been
the reserve of wealthier travellers, today’s savvy
consumer seeks this kind of personalised service
from all digital touchpoints.

Travel experiences are stories with a
beginning and an end. Consumers now want
connectivity and technology to enrich every
stage of that narrative arc – from building
anticipation before a trip to the immersive
highs of discovering the best of their
destination and on to reliving and sharing it
all back at home. Travellers expect a digital
experience that adds value and convenience
at every stage.

User-generated content – particularly from
companies in the sharing economy like
TripAdvisor, Airbnb and YouTube – has begun to
meet this demand for authentic, tailored insights.
Content is improving as advances in technology
facilitate better quality production by customers
(e.g. drone footage, photo retouch apps) and more
powerful curation tools for brands. 20% of our
experts suggested that any travellers’ experiences
could be improved if they could access additional
services accessible on their mobile phones.

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E

“Consumers want innovation
and time-conscious travellers
seek a unique experience.
We have not only seen these
changes with booking behaviour
but during the experience itself.
When it comes to technology,
the hospitality industry lags
behind other industries and,
whilst a people business, there
are different dynamics now in
play. Hotel companies need
to acknowledge technological
changes and consider options
that will engage their customers
and differentiate their brands.”
Nikola Reid

Director, Hotel Advisory Travel, Hospitality & Leisure, Deloitte UK
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So how do hospitality providers capitalise on
these developments? By curating and facilitating
customers’ content through their own branded
platforms. Recent figures from Google show the
potential of this approach:
• Two thirds of travellers watch YouTube
travel videos when researching future trips
• The majority (67%) of views of travel
related content were for professional or
branded content
• The most engaging form of video
content has proved to be travel vlogs, gaining
four times as much social engagement as
other content forms25.

Our roundtable discussion highlighted how at
this crucial planning stage, hospitality companies
have the opportunity to build anticipation by
showcasing destinations and championing the
contributions their customers can make.
While those in the sharing economy, like Airbnb,
have the advantage of all their services being usergenerated and user-reviewed, instead we at Amaris
invest in our people so the fantastic customer
service they provide can echo out into the digital
world. Sites like TripAdvisor, plus social media
channels, are of critical importance to our business
as they allow our customers to explore our hotels
before setting foot in one. We believe the majority
of people still value the hotel experience, so our
challenge is to showcase exceptional experiences
across our portfolio.

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E

29

Make It Personal
87% of millennials use Facebook for travel
inspiration26, but it’s Generation X (aged
35-49) that spends the most time on social
media: almost 7 hours per week versus just
over 6 hours per week for millennials27.
Peer recommendations still rank highly
when considering influences on travellers’
buying decisions.
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Combine this with research indicating 69% of
travellers are happy to receive direct promotional
emails or texts with travel deals and promotions28.
Personalised social content, plus an openness
towards receiving ideas and suggestions, points to
a significant opportunity for hospitality brands to
connect the two.
Looking to the next five years, messaging apps
such as WhatsApp and China’s WeChat have now
surpassed social networks in monthly active users29
and hospitality providers need to be quick to seize
the potential for sending carefully personalised
messaging through these expanding APIs – before,
during and after a client’s trip.
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Caution and Collaboration
Alongside the many opportunities that this
personal approach affords lies one of the main
threats identified by the experts we spoke to:
digital security. Hospitality companies and
OTAs collect large amounts of personal data
and must invest in improving security.
Interestingly, the connected, collaborative approach
was also raised as a key solution to tackling information
fraud, as well as the core challenges of barriers to
movement and offering truly connected services.
As hospitality providers, authorities and OTAs
work more closely together, a united front against
fraud can be established while sustainable growth
is powerfully facilitated through a more holistic
‘smart’ approach to how the hospitality industry
harnesses technology.

22 https://www.article19.org/data/files/Internet_Statement_
Adopted.pdf
23 TripAdvisor, TripBarometer, 2015
24 http://www.futuretravelexperience.com/2015/04/betterintegration-needed-to-create-seamless-travel-experience/
25 https://www.thinkwithgoogle.com/articles/travel-contenttakes-off-on-youtube.html
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26 The G Brief, Millennial Expectations Are Reshaping Travel
Industry, February 19th 2016
27 Nielsen, 2016 Social media report
28 Skift, The 2016 Experiential Traveler Survey
29 BI Intelligence, The Messaging App Report, 2015
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What Can
We Do?
On a national level
• We need cross-industry
collaboration to build ‘smart’
destinations built around users and
their future needs
• Create world-class digital
infrastructure across the UK that can
empower smart destinations up and
down the country

KEY TAK E AWAYS

For hospitality companies
• Roll out new technologies that
look to bring our destinations to
life in partnership with our local
communities and customers who
experienced it first-hand
• Improve our service to
customers with personalised and
curated information that adds real
value to their visit

Travellers now expect
a digital experience
that adds value and
convenience at every stage

5 D I G I TA L H O S P I TA L I T Y: C O N N E C T, C U R AT E , C O L L A B O R AT E

Creating a ‘user-centric’,
collaborative approach
allows for the growth of
a city or region where all
stakeholders benefit

Travel planners are
drawn to the authority
and quality of brand
content, as well as the
authenticity of usergenerated content with
social engagement
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OPEN FOR BUSINESS
As the UK is an established international destination
for businesses of all shapes and sizes, our experts were
quick to highlight the links between the UK business
environment and the success of hospitality. In fact,
Eventbrite has estimated the current contribution
of corporate conferencing, meetings and events to
be worth £58.4bn toward UK GDP30.
Therefore, how can we continue to be “open for
business” and enjoy all of the benefits business
traveller bring with them?

6 OPEN FOR BUSINESS
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In 2016, Forbes magazine listed the UK as
the fifth best place to do business in the
world31. As the environment for business
in the UK has flourished, so too has the
hospitality industry as it serves the needs
of businessmen and women from across
the globe.
Our experts identified three core themes to
enable the hospitality industry to capitalise
on this position and to remain “Open” for
business travellers in the years to come.
These key themes are:

• Capacity for conferencing and events
• The cost of travel
• Business with pleasure

6 OPEN FOR BUSINESS
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Many of our European neighbours have taken the
needs of conference planners to heart, covering
their basic requirements of capacity, access,
infrastructure and security, whilst offering good
value and wider appeal.

The Capacity Conundrum
As the financial capital of Europe, the UK put
itself on the map as a place to do business.
However, a quarter of our experts said the
UK continues to lag behind other players as a
burgeoning hub for international conferences
and events.
The main reason for this? Capacity.
Our experts stressed the current limitations of
the UK’s conference and meetings venues to truly
compete with the wider range of large convention
centres offered by destinations like Barcelona,
Amsterdam or Vienna.

6 OPEN FOR BUSINESS

With space at a premium in densely populated
urban centres like London, Manchester or
Birmingham, meeting the most basic requirements
for international events planners is a real challenge.

Hospitality companies could play an important role
in the implementation of ‘city-wide’ schemes where
a city or region works together to identify and
market unique areas of value. Hospitality providers,
conference centres and related businesses should
also develop stronger ties with government bodies
and authorities, as stated by Nick de Bois, Chairman
of the UK Events Industry Board:

“The Board and the government both recognise
that the exhibition, congress and events
sector can showcase the UK’s industrial
strengths, bolster exports and stimulate
inward investment. But Ministers also want
to hear directly from business about how the
government can help deliver an even more
attractive business landscape for events to be
hosted in this country.”32

In addition to the greater revenues generated
by increased venue capacity for such events,
action points proposed by our experts also
included making UK conference facilities more
tax-efficient. The need for more ‘alternative’ and
‘authentic’ meetings spaces to attract business
visitors was also stated as a growth opportunity,
and a chance to better leverage the nation’s
architectural history and variety.
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Flying to the Top
Rising travel costs, security concerns, better
technology and economic uncertainty has
caused travel planners to reassess their tried
and tested models for corporate travel as they
balance duty of care, spend management and
expense policies.
Perhaps the most decisive factor for international
business travel is the cost of travel as squeezed
corporate budgets question the need to travel
whilst better technology enables business to be
conducted from the comfort of your living room.

6 OPEN FOR BUSINESS

Rising fuel costs and airline subsidies have put
a dampener on the growth of business travel in
recent years. However, in a post-Brexit future,
over 40% of our experts pointed to airport taxes,
subsidies and capacity as new ways to encourage
business travellers to pick up their bags again.
Whilst the great airport expansion debate rolls on
in the South-East, many of our regional airports
are showing positive growth but feel constrained
within the current aviation environment. Our
experts highlighted future opportunities for
subsidies and lower tax rates to encourage their
expansion, opening up the whole of the UK to more
international visitors for both business and leisure.
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Business with Pleasure
The current trend for ‘bleisure’ trips –
combining business and leisure – was seen by
our experts as a clear opportunity for the UK
to sell-in its cultural strengths. One fifth of
business travellers in 2015 combined leisure
time in with their trips, making this a potential
growth opportunity33.
This provides additional benefits and marketing
opportunities at a time when planners are
increasingly seeking locations which add a strong
cultural flavour to their events.

6 OPEN FOR BUSINESS
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At the same time our study highlighted that, like
their leisure counterparts, business travellers are
demanding more from their visits. They want the
experience of business travel to be easy, seamless
and as enjoyable as possible. Even corporate travel
agents are learning from their leisure counterparts
as they look to use technology to offer greater
flexibility and personalisation to their clients.
Hospitality companies play a vital role in making
the business of travel more pleasurable. Whilst
added touches like free internet or power adapters
are valued by business travellers, our experts said
hospitality companies need to go further to help
business men and women navigate their trips.
Providing information about key transport links,
helping travellers plan their journeys ahead, or
recommending local amenities, were all suggested
by our panel.

30 Eventbrite, An Introduction To The UK Event
Industry In Numbers
31 Forbes Magazine, Best Countries for Business,
2016 Rankings
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32 https://www.businessvisitsandeventspartnership.com/
partners/eib/520-government-to-host-two-high-levelmeetings-on-boosting-britain-s-events-industry
33 Harvard Business Review, How Many People Really
Combine Work Trips with Vacation? September 2016
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What Can
We Do?
On a national level
• Invest in more purpose-built meeting
and events spaces that will enable us to
compete on the global stage
• Support the growth of regional
and hub airports to open up the UK to
new business opportunities
• Encourage local authorities to
develop city wide schemes to attract
more business travellers

KEY TAK E AWAYS

For hospitality companies
• Engage with local authorities,
tourism boards and the business
community to offer world-class
conferencing and event services
• Use the opportunities presented
by new technology to make travelling
for business the most pleasurable
experience possible

6 OPEN FOR BUSINESS

The UK needs to
address its lack of
conferencing and
events spaces with
city wide schemes as
medium terms fixes
whilst it invests in more
purpose built capacity

Use the UK’s great
network of regional
airports to lower the
cost of travelling to the
UK through subsidies or
taxation changes

Business travel can
be a pleasurable
experience too and
business travellers are
demanding an easy,
seamless and connected
experience.
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PURPOSEFUL
VISITORS
In 2015 the UK hospitality and tourism industry
employed 4.49 million people34, and VisitBritain
forecasts that our visitor economy will grow faster
than the wider economy to be worth over £257
billion by 202535. Good news for us all, but what
can our industry do to consolidate and accelerate
this growth? And which potential barriers to growth
require our immediate attention?

7 PURPOSEFUL VISITORS
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The Anholt GfK Nations Brand Index gives
a useful indication of the areas in which
the UK is seen as being a world-leader
in, and our expert panel highlighted many
of these. The UK is rated in the top five
countries in the world for historic buildings
and monuments, urban attractions,
contemporary culture, sport, education
and creative ideas36.
Leadership in these areas was seen by
our experts as a significant opportunity to
boost growth by improving our ability to
market those areas – selling the UK as a
world-class venue for leisure events and
travel. The following key opportunities
were identified:

• Cultural events as a UK speciality
• Specialist tourism
• Regional growth for UK tourism

7 PURPOSEFUL VISITORS
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Culture Vultures
Our panel stressed the need for better
marketing of our cultural events to both
domestic and international markets.
The UK is a world-leader in cultural events, as
well as boasting cutting edge creative industries
to feed into and promote those events. Although
business events and exhibitions generate the lion’s
share of visitor revenues, our world-famous music
events also generate quite an impact. In 2015 we
welcomed more than 10.4 million music tourists,
who spent £2.3 billion – an average of £657 each
while in the country37. Along with technology,
innovation and sport, our music industry is one
of our most valuable brand assets, and it was
felt by our experts that more could be done to
communicate and capitalise upon such examples
of cultural richness.

7 PURPOSEFUL VISITORS

“The UK is great at hosting
sporting events, with last
year’s Rugby World Cup
driving a lot of inbound and
domestic tourism. In years
to come we need to build on
this to continue to grow UK
tourism.”
Will Hawkley

UK Sector Head, Leisure & Hospitality,
KPMG UK

Dublin, with its College American Football events,
was also highlighted by the panel as an excellent
example of a city attracting and benefitting from
unusual events that were well marketed to tourists.
Our experts called for a coordinated, UK-wide
effort to better communicate our unique events to
an international audience.
The wider promotion of cultural events would also
bring with it the added benefit of increasing the
impact of inbound tourism beyond London and
into other regions of the UK. This was another key
area raised as a major opportunity by our experts.
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With such a wide range of specialist attractions
and events, the UK and hospitality companies
have the power to bring visitors to the UK for one
of a kind attractions.

Specialist Tourism
What many may have seen as geeky, quirky,
kitsch or downright bizarre the UK has
embraced, giving us an eclectic and diverse
range of attractions and events. From Hen
Racing in Derby, Teapot Island in Kent and
Madame Tussauds in London, the UK can
cater for a number of tastes, interests and
obsessions but the question our experts asked
is – can we improve the marketing of these
attractions on a global scale?
Advances in marketing can now enable brands,
businesses and nations to connect with visitors
in new ways. As highlighted in chapter two, the
opportunities to bring destinations to life are clear
but, at the same time, these advances give savvy
marketers the tools to target and connect with
consumers based on their interests and preferences.

7 PURPOSEFUL VISITORS

“History and culture are the
key factors that are driving a
positive perception of the UK
as a tourist destination across
the globe.”
Dr. Duncan Taylor

Associate Professor
Head of Division for Urban, Environment
and Leisure Studies,
London Southbank University
Treasurer and Vice Chair,
Association for Tourism in Higher Education

For example, the Harry Potter Franchise is a global
phenomenon with millions of fans across the
world. Attractions have opened in Florida, Japan
and LA, as businesses look to attract visitors with
some Potter magic. Here in the UK we have had
great success at leveraging the Potter economy.
From the Warner Brothers studio tour to Platform
9¾ at Kings Cross station, the London School of
Economics valued its contribution to the London
economy at £4bn38. Jurys Inn’s hotel in Watford
welcomes thousands of ‘potterphiles’ every year
after the Warner Brothers Harry Potter Studio Tour
opened close-by.
If you include other fictional British icons like
Doctor Who, James Bond, Sherlock Holmes, the
characters from Downton Abbey or even the
children’s entertainment sensation Peppa Pig,
there are huge opportunities for businesses up and
down the country to connect their experiences
directly with legions of devoted fans.
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As with many of the other opportunities covered
in this report, the opportunities facing hospitality
providers in particular revolve around increased
activity within their local communities and
collaboration with local attractions.

Exploring the UK
A large proportion of UK visitor spend
currently remains within London. Our capital
is a very strong global brand and tourists can
struggle to see past its landmarks to the many
attractions and destinations beyond. Cities
and regions beyond London were generally
seen to be lacking a distinct character or brand
by our experts, as well as facing a challenge
regarding funding, capacity and buy-in to run
effective promotional campaigns.
Exceptions to this included destinations such as
Edinburgh, Cornwall and Brighton – all of which
fell within Airbnb’s top five UK destinations during
summer 2016, and all of which enjoy a strong
cultural identity39.

7 PURPOSEFUL VISITORS

In conversation with our panel, the concern was
raised that the UK’s regional cities were seen to be
modernising, but losing what made them unique as
destinations. Government funding can lead cities
and regions to follow similar paths for marketing
activities, which can create conformity rather than
clearly defined identities and product offerings.
These need to be defined in line with distinct
target audiences – for instance, Manchester could
emphasise its sporting heritage and target Middle
Eastern and Asian markets.

“More hospitality businesses
need to get behind their local
tourist boards and work
together to drive tourism to
their region and build a better
perception of the industry in
their communities.”
Peter Ducker FIH

Chief Executive,
Institute of Hospitality
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Building consistent local themes and flavours
into hospitality provision could boost return
visitors and develop a greater sense of ‘place’
for visitors. Our experts also stressed the
need for hospitality companies to have local
ambassadors capable of playing a strong role in
the local business community.
With much of its portfolio outside of London,
Amaris hospitality has seen an encouraging rise
in visitor numbers to the regions and Jurys Inn
has enjoyed consistent growth in recent years
by focusing on finding exceptional city centre
locations across the UK. An international brand
like Hilton can leverage its extensive networks
of global travellers and boost local markets by
attracting new customers.
Many on our panel also raised questions regarding
the role local tourism boards should play, especially
surrounding funding for the emerging e-culture
and memberships structures. What was agreed
upon by most was that our industry required more
lobbying in order to secure the funding required
for effective reforms.
34 BHA, Backing the Future for Hospitality and Tourism,
September 2015
35 www.visitbritain.org/visitor-economy-facts
36 http://nation-brands.gfk.com
37 http://www.ukmusic.org/assets/general/Wish_You_Were_
Here_2016_Final.pdf
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38 http://www.bbc.co.uk/news/uk-englandlondon-37501694
39 Airbnb, Written response to CMS Select Committee
Inquiry on Brexit, October 2016
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What Can
We Do?
On a national level
• Use new advances in marketing
and technology to directly connect
the vast range of experiences in
the UK with global travellers
• Facilitate collaboration within
cities and regions for better ‘branding’
and promotion of the locality

KEY TAK E AWAYS

For hospitality companies
• Draw in more events and
leisure visitors by better marketing
of cultural attractions
• Greater cooperation between
local and regional hospitality
companies and attractions

7 PURPOSEFUL VISITORS

The UK’s strength in
cultural events requires
increased global
promotion and is an
area with significant
untapped potential

New opportunities to
connect directly with
global consumers can
enable hospitality
companies across the
UK to leverage the
unique experiences they
have to offer

Tourism and hospitality
companies must partner
with regional attractions
and authorities to
protect and market
unique local visitor
experiences
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SO WHERE TO NEXT?
The UK hospitality industry can, and must,
respond to the issues and challenges we face with
a consolidated approach. We have identified a
number of takeaways, recommendations and calls
to action that need to be tackled at both national
and local levels.
Our central position within the UK economy leaves
much riding on our industry’s ability to adapt and sustain
success in the midst of uncertainty and rapid change.
Throughout this report we have identified a number of
areas that need our attention.

8 SO WHERE TO NEXT?
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Brexposed:

Millennial or Perennial:

• Brexit could impact the availability
of a large pool of EU staff, leaving the
UK needing to widen its net while better
fostering UK talent

• Travellers of all ages are seeking out
new and varied experiences tailored to
their lifestyles

Opportunity & Risk Post-Brexit

• The hospitality industry can, and
must, improve the way it attracts new
talent by reframing the industry’s image,
improving staff training and providing
clearer career paths
• To sustain the UK’s ability to attract
investment post-Brexit, the government
must bring in visa and tax reforms to
ensure the UK stays competitive
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We Want Experiential

• Silver tourism is a crucial growth
area, requiring varied and carefullytargeted offers
• The explosive growth of food tourism
in particular is a key opportunity for
the UK, allowing it to capitalise on
its rich regional culture and revive its
culinary reputation
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Digital Hospitality:

Open for
Business

Purposeful
Visitors

• Travellers now expect a digital
experience that adds value and
convenience at every stage

• The UK needs to address its lack of
conferencing and events spaces with city
wide schemes as medium terms fixes whilst
it invests in more purpose built capacity

• The UK’s strength in cultural events
requires increased global promotion and is
an area with significant untapped potential

Connect, Curate, Collaborate

• Creating a ‘user-centric’, collaborative
approach allows for the growth of a city
or region where all stakeholders benefit
• Travel planners are drawn to the
authority and quality of brand content, as
well as the authenticity of user-generated
content with social engagement.
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• Use the UK’s great network of
regional airports to lower the cost of
travelling to the UK through subsidies
or taxation changes

• New opportunities to connect directly
with global consumers can enable
hospitality companies across the UK to
leverage the unique experiences they
have to offer

• Business travel can be a pleasurable
experience too and business travellers
are demanding an easy, seamless and
connected experience

• Tourism and hospitality companies
must partner with regional attractions
and authorities to protect and market
unique local visitor experiences
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On a national level

Over half of our experts feel the
hospitality sector is under appreciated
and needs more support from the UK
government in order to navigate the
complex headwinds that are coming
in 2017 and beyond.
Our experts have highlighted a number
of macro-recommendations that will
give our industry the support it needs
going into 2017 and beyond.
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• Challenge misconceptions around
hospitality careers while broadening
access to talent in new markets

• Create world-class digital infrastructure
across the UK that can empower smart
destinations up and down the country

• Incentivise foreign investment and
push for visa and tax reforms to give the
UK a more competitive edge

• Invest in more purpose built meeting
and events spaces that will enable us to
compete on the global stage

• Provide transitional relief to the
hospitality industry as it transitions away
from its reliance on an EU workforce

• Support the growth of regional and
hub airports to open up the UK to new
business opportunities

• Invest more in bringing the history and
culture of the UK to life whilst promoting
the vast array of regional experiences

• Encourage local authorities to
develop city wide schemes to attract
more business travellers

• Create incentives for tourists to use
London as a gateway to the rest of the
UK, not just Europe

• Use new advances in marketing and
technology to directly connect the vast
range of experiences in the UK with
global travellers

• We need cross-industry collaboration
to build ‘smart’ destinations built around
users and their future needs

• Facilitate collaboration within cities
and regions for better ‘branding’ and
promotion of the locality
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For hospitality companies
• Redefine UK service culture by
improving employer-led training
• Increase collaboration and consolidated
effort to apply unified strategies for
highlighting the career opportunities
in hospitality
• Continue to make positive progress on
industry diversity and increase internal
training programmes to promote the
next generation of hospitality leaders
• Combine lifestyle experiences with
generational strategies to offer customers
the exceptional experiences they want
• Build on emerging local scenes like
food or culture to bring your services to
life and tackle negative preconceptions
like the weather, costs or cuisine

• Roll out new technologies that look to
bring our destinations to life in partnership
with our local communities and customers
who experienced it first-hand
• Improve our service to customers with
personalised and curated information
that adds real value to their visit

However, there is still much all of us
can do to drive UK tourism in 2017 and
beyond. The opportunities for greater
success and continued growth are
clear to see and we have highlighted
how companies across the hospitality
industry can play a major role in
fostering inbound tourism.

• Engage with local authorities, tourism
boards and the business community
to offer world-class conferencing and
event services
• Use the opportunities presented
by new technology to make travelling
for business the most pleasurable
experience possible
• Draw in more events and leisure visitors
by better marketing of cultural attractions
• Greater cooperation between local and
regional hospitality companies and attractions
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This is just the first step in a series of
conversations around the hospitality
industry. We intend to examine
some of these themes in more detail
over the coming months and look at
how we can all drive the future of
UK hospitality.
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