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FOREWORD BY LORD BILIMORIA


The Theory of Hospitality and Catering is a must-read. I remember in my university days reading textbooks by the authorities in their field – but that’s all they are, memories. They, too, were must-reads at the time, but invariably grew dusty on the shelves after graduation.

The Theory of Hospitality and Catering, however, is a true necessity for any student of catering and hospitality anywhere in the world. It is a book you will keep with you throughout your career. Most importantly, it not only covers the theory of hospitality and catering, but also the practice. It is a comprehensive, authoritative book for everyone in the field. Whether back-of-house or front-of-house, this book is essential.

I know, having started a business from scratch, that ideas are useless on their own. It is ideas combined with action that make things happen. The Theory of Hospitality and Catering bridges the gap between idea and application, between theory and practice.

It was a privilege to work with Professor David Foskett MBE CMA when I was Chancellor of Thames Valley University (TVU, now the University of West London). David is truly one of the titans of the hospitality industry, and as Head of the London School of Hospitality and Tourism he helped create a beacon of excellence, renowned not just across the UK but worldwide.

And with The Theory of Hospitality and Catering, David and his colleagues have produced a book that is itself a beacon of the industry – a work that is clear, and clearly useful, to people at all levels. Whether a student or a practitioner, this book is indispensable.

Lord Bilimoria of Chelsea, CBE, DL
Founder and Chief Executive, Cobra Beer





FOREWORD BY DR SUBORNO BOSE


My association with Professor David Foskett goes back almost 15 years to the time I frequented London to interact with hospitality experts in the country. He was, at that time, Head of the School of Hospitality and Tourism at the University of West London. After that we became friends, having started as mere acquaintances. Our friendship has grown stronger over the years and Professor Foskett has been an inspiration and also an indispensable part of the journey of popularising and taking hospitality education to the next level in India and the world. We would spend hours discussing over coffee how to take hospitality education to the masses and make young people aware of the endless opportunities that await a student pursuing a hospitality and catering education.

It was over one such tête-à-tête that we stumbled upon the idea of a culinary Olympiad, and the rest is history. Needless to say, Professor Foskett has been a pillar of strength for the International Young Chef Olympiad (YCO) from Year 1. His remarkable contribution towards making YCO a unique and successful culinary Olympiad is truly commendable and deserves huge accolades. Honestly, I cannot imagine a YCO where Professor Foskett is not Chairman of the judging panel for the competition.

The International Hospitality Council (IHC) is also his brainchild. Professor Foskett felt the need to form an international body through which new and innovative ideas related to hospitality education and the industry could be implemented. Today, the IHC is a world-renowned hospitality industry council, with Professor Foskett at its helm as Chairman.

Beside his contribution in the international arena, Professor Foskett is an excellent educator and author of valuable texts that are essential for students pursuing culinary and hospitality training. His celebrated work, Practical Cookery, still stands as an essential guide to students pursuing culinary education. It is indeed an honour for me to be able to write the Foreword for this 14th edition of Professor Foskett’s The Theory of Hospitality and Catering. Like his earlier books, this too is an important text for students who aspire to join the catering industry after completing their education. Professor Foskett has tried to bridge the gap between theoretical knowledge and practical experience in the catering industry. I am sure this book will help students understand the relationship between theory and practice.

What is most interesting about this 14th edition is that it paints a realistic picture of the industry, taking into consideration the upgrades and developments in the industry itself as well as in catering education. It has been written as an outline to form the basis of further study and will trigger students’ curiosity to continue to read more books on the subject. Professor Foskett believes in the practical approach to hospitality and culinary education, which is why he had imagined and continues to support the international Young Chef Olympiad as a means of cultural and culinary exchange across the world. He always says, ‘Food brings the world together’, and this has been the real goal of the last six editions of the YCO.

Finally, I would like to thank Professor Foskett for giving me this opportunity to share my thoughts in this Foreword. I believe this book will be another milestone in the world of catering education and will become the ultimate reference book for students pursuing this field.

Dr Suborno Bose DBA FCA DEdu DSc (Hon. Causa)
Chairman, IIHM and Indismart Group Worldwide
CEO, International Hospitality Council
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INTRODUCTION TO THE 14TH EDITION


As travel, tourism, recreation and hospitality become increasingly important in the economic life of the vast majority of countries, so the need for well-trained operatives and managers continues to grow.

This book is designed to meet the needs of those training for, or involved in, the hospitality and catering industry.

This 14th edition has been revised and updated to keep in line with the continuing changes both in industry and catering education. As in previous editions, we have not attempted to write a completely comprehensive book, but rather have set out an outline as a basis for further study. In this way, we hope to assist students at all levels and, for those who wish to study in greater depth, further references and websites are suggested where appropriate. This book will be relevant to those studying Professional Cookery, Food and Beverage Service and Hospitality courses at Levels 2, 3 and 4. It also covers units/modules of Foundation degrees and BA (Hons) degrees in Hospitality Management, Event Management and Culinary Arts.


About the authors

Professor David Foskett MBE CMA FIH BEd Hons is former Dean and Head of the London School of Hospitality and Tourism at the University of West London, and now runs David Foskett Associates. He is a member of the Royal Academy of Culinary Arts, Craft Guild of Chefs, a Fellow of the Institute of Hospitality, and sits on various committees advising on hospitality education and training. He is an experienced hospitality and catering author. He was awarded an MBE by Her Majesty The Queen in 2005 and a Chevalier dans l’Ordre du Mérite agricole by the President of France in 2007. In 2016, he was appointed Chair of the International Olympiad and the International Hospitality Council. In 2020, he helped to pioneer the first centre for Culinary Medicine UK at Westminster Kingsway, working with culinary professionals and medical doctors.

Elaine Macaninch is the lead author for Chapter 7. She is an experienced nutrition educator, writer, academic and clinical registered dietitian currently completing her PhD. She is a director for Culinary Medicine UK, teaches nutrition to medical students and health professionals and maintains a clinical role specialising in diabetes in pregnancy. She is a research executive in the NNEdPro Global Centre for Nutrition and Health and is co-founder of ERimNN (Education and Research in Medical Nutrition Network). Her research interests and publications include nutrition in medical education, culinary medicine and cross-profession collaboration to reduce nutrition inequalities and promote healthy food for all.

Patricia Paskins MIH BEd Hons is an experienced teacher and education and training consultant, having worked with a range of high-profile hospitality establishments, agencies and quality food suppliers. She previously held the role of Work-Based Learning Co-ordinator at the London School of Hospitality at the University of West London. She is an experienced hospitality author and has also written qualifications for well-known awarding organisations.

Andrew Pennington is Academy Director at Bunyan For Training, Saudi Arabia. Bunyan for Training is a Human Capital Development Partner, providing high-quality training services for the hospitality, tourism and entertainment industries in Saudi Arabia.

Neil Rippington worked as a chef in Michelin-starred restaurants in France, in London and in the New Forest, as well as across various positions in the USA, Canada and the Caribbean. In 2003, he joined Colchester Institute as Head of the Centre for Hospitality and Food Studies, where the Centre was nationally recognised by Ofsted for outstanding provision. In 2010, he took up the position as Dean of the College of Food and Hospitality Management at University College Birmingham, where he worked for ten years. Neil is Director of Education for The Chefs’ Forum and an Instructor in Culinary Psychology at Harvard University, USA. He sits on various committees and steering groups, including the Route Panel for Hospitality and Catering (Institute for Apprenticeships and Technical Education/Department for Education) and is a subject expert for hospitality and catering for the Office of Qualifications and Examinations Regulation (Ofqual). He is an honorary member of City and Guilds of London Institute and an academician of the Royal Academy of Culinary Arts. He has also worked as an external advisor and examiner for the University of West London, Middlesex University and Westminster Kingsway College, and is a Senior Fellow of the Higher Education Academy. Neil has received recognition as a Disciple Escoffier and is lead judge at the Salon Culinaire UK.
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Part 1: The hospitality industry

1 What do we mean by the hospitality industry?
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The defining activities of the hospitality economy are the provision of accommodation, meals and drinks in venues that are outside of the home. Hospitality consumption occurs ‘on-site’ in the venue. The creation of the context of consumption and management of consumption are activities that differentiate the hospitality industry from other businesses that provide accommodation, food and drink.

UKHospitality (www.ukhospitality.org.uk) defines itself as the voice representing the broad hospitality sector, covering sectors such as bars, coffee shops, contract catering, hotels, nightclubs, visitor attractions and other leisure venues. It was formed from the merger of the Association of Licensed Multiple Retailers (ALMR) and the British Hospitality Association (BHA) in April 2018. Its main aims are to represent the sector, promote the sector, share best practice and create an unrivalled networking platform.

It defines the UK hospitality economy as comprising the following four elements:


	1  hotel and related services (including camping grounds and other accommodation)

	2  restaurants and related services (including pubs, takeaway food shops, licensed clubs and motorway service areas, where hospitality services are the main activity for the latter)

	3  catering (including corporate hospitality/contract catering to both private clients − for example, airlines − and public-sector clients, and in-house catering across non-hospitality direct sectors such as health and education)

	4  event management (including conference and exhibition organisers).



The Covid-19 pandemic that began in 2020 caused major disruption and change to the hospitality and tourism industry. It created a new normality and a new way of operating. Severe restrictions were placed on the industry, individuals, socialising and ways of working. Global recovery was slow as different countries managed the health problems differently, with some economies less resilient than others. However, hospitality and tourism is a very entrepreneurial, creative and flexible sector of international economies, so companies found creative ways to regenerate themselves to satisfy the human need to travel and interact socially in safe, secure and controlled settings. For example, the pandemic brought about a wider use of technology to support physical distancing, cleaning and sanitation systems.


Product and service

The hospitality product consists of the elements of food, drink and accommodation, together with the service, atmosphere and image that surround and contribute to the product. The hospitality industry contains many of the characteristics of service industries, with the added complications of the production process. It is the production process that is the complicated element as it focuses on production and delivery, often within a set period of time.


Appropriate environment

The need to provide an appropriate environment within which hospitality can be delivered means that most hospitality businesses invest substantial funds in plant and premises. A lot of thought and planning goes in to the development of the environment to increase visit frequency, enhance comfort, ambience and experience (including sensory), and ultimately to grow sales.

This creates a high fixed cost/low variable cost structure. The variable costs in servicing a room are minimal, although the hotel itself, particularly in the luxury hotel market, has a high fixed cost. In general, the financial break-even point for hospitality businesses is often fairly high. Exceeding this level will result in high profits, but low volumes will result in substantial losses.



The importance of forecasting

Hospitality services suffer from fluctuations in demand: demand fluctuates over time and by type of customer. For this reason, forecasting business is often difficult because of the mixture of patterns and variables that can affect demand, making planning, resourcing and scheduling difficult. Hospitality cannot be delivered without customers, who are involved in many aspects of the delivery of the hospitality service. Achieving a satisfactory balance between demand patterns, resource scheduling and operational capacity is a difficult task for managers in hospitality. Managing customer demand to achieve optimum volume at maximum value is extremely complex. Too few customers could spell financial ruin; too many customers without the required capacity or resources often means that the customers’ experience suffers, leading to dissatisfaction. Scheduling of resources is also difficult; if too many staff are on duty to cover forecast demand, then profitability suffers. Insufficient staffing creates problems − both with servicing and staff morale. Forecasting is therefore a crucial function, which contributes to the successful operation of the hospitality business.



Consistency

The ability to deliver a consistent product to every customer is also an important consideration. Staff must be trained in teams to deliver a consistent standard of product and service. This means being able to cater not only to individual customers but also to the needs of many different groups of customers, all with slightly different requirements. The success of any customer experience will be determined at the interaction point between the customer and the service provider.



Service staff

Service staff have an additional part to play in serving the customer: they are important in the future selling process, and therefore should be trained to use the opportunity to generate additional revenue and greatly contribute to the overall customer and guest experience.

The above description demonstrates the four characteristics of the hospitality industry that make it a unique operation.




The mapping of the tourism and hospitality industries

The hospitality and tourism industry should be viewed as being made up of two separate sectors with a large degree of overlap (see Figure 1.1).


	1  The hospitality industry covers the provision of food, drink and accommodation in venues outside of the home. These services are provided to both a country’s residents and non-residents, and include everyday purposes as well as services to tourists.

	2  The tourism industry can be defined as the activities of persons travelling to and staying in places outside their usual environment for more than one consecutive day, for leisure, business and purposes other than being employed in the place visited.
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Figure 1.1 The overlap between the hospitality and tourism industries

Source: UKHospitality, ONS, Ignite Economics





The UK hospitality industry

The largest sectors in the UK hospitality industry, in terms of number of outlets, are hotels and pubs, but the industry comprises a wide variety of outlets, from sports clubs and stadia to theme parks, historic properties and cinemas. Indeed, many researchers are unsure whether to include the leisure sector within the catering market, since it consists of so many outlets, each of which serves only small quantities of food.

Like hospitality and tourism, all leisure markets benefit from improving economic conditions. For many people, real disposable income grew in the years leading up to 2020. In wealthy markets, the leisure and pleasure sectors outperform the economy in general. It is usually the case that, as people become wealthier, their incremental income is not spent on upgrading the essentials but on pleasure and luxury items. However, whenever there is a downturn in the economy, the leisure sectors suffer disproportionately.

The leisure industry has been described as the biggest, fastest-growing industry in the UK. Within the leisure sector, some areas have slowed down, while others are consolidating and concentrating on core businesses. One of the most useful ways of categorising the leisure sector is to separate it into popular leisure activities − for example, theatre, ten-pin bowling and cue sports, casinos, bingo, and health and fitness.

Traditionally, catering activity has been divided into either profit- or cost-sector markets. The profit sector includes such establishments as restaurants, fast-food outlets, cafés, takeaways, pubs, and leisure and travel catering outlets; the cost sector refers to catering outlets for business and industry, education and health care. Recent developments have blurred the division between profit- and cost-orientated establishments.


The three main types of business

The industry can be divided into three main types of business: SMEs, public limited companies and private companies.


	•  Small to medium-sized business enterprises (SMEs): SMEs have up to 250 employees. In the UK as a whole, SMEs account for approximately 60 per cent of all employment. These are usually private companies that may become public limited companies if they get very large.

	•  Public limited companies and private companies: the key difference between public and private companies is that a public company can sell its shares to the public, while private companies cannot. A share is a certificate representing one unit of ownership in a company, so the more shares a person has, the more of the company they own.





Other types of business

The types of business in operation in the catering and hospitality industry can be further divided into sole traders, self-employed, partnership and limited liability companies. These are usually private companies.


	•  Sole trader: a sole trader is the simplest form of setting up and running a business. It is suited to the smallest of businesses and many sole traders are self-employed individuals. The sole trader owns the business, takes all the risks, is liable for any losses and keeps any profits. The only official records required are those for HM Revenue & Customs (HMRC), National Insurance and VAT. The accounts are not available to the public.

	•  Self-employed: there is no precise definition of self-employment, although guidance is offered by HMRC. In order to determine whether an individual is truly self-employed, the whole circumstances of his or her work need to be considered. This may include whether he or she:

	–  is in control of their own time, the amount of work they take on and the decision making

	–  has no guarantee of regular work

	–  receives no pay for periods of holiday or sickness

	–  is responsible for all the risks of the business

	–  attends the premises of the person giving him or her the work

	–  generally uses her or his own equipment and materials

	–  has the right to send someone else to do the work.




	•  Partnership: a partnership consists of two or more people working together as the proprietors of a business. There are no legal requirements in setting up as a partnership. A partnership can be set up without the partners necessarily being fully aware that they have done so. The partnership is similar to a sole trader in law, in that the partners own the business, take all the risks, stand any losses and keep any profits. Each partner individually is responsible for all the debts of the partnership. So, if the business fails, each partner’s personal assets are fully at risk. The advantages of operating a business as a partnership can be very similar to those of the sole trader. The main official records that are required are those for HMRC, National Insurance and VAT. The accounts are not available to the public.

	•  Limited liability companies: these are companies that are incorporated under the Companies Acts. This means that the liability of their owners (the amount they will have to pay to cover the business’s debts if it fails or if it is sued) is limited to the value of the shares each shareholder (owner) owns. Limited liability companies are much more complex than sole traders and partnerships. This is because the owners can limit their liability. As a consequence people either investing in them or doing business with them need to know the financial standing of the company. Company documents are open to inspection by the public.






The UK hospitality economy

In 2016, the hospitality industry was the fourth biggest employer in the UK, accounting for 3.2 million jobs through direct employment and a further 2.8 million through indirect employment − for example, those employed to provide services such as supplies and non-direct customer-facing functions. The industry generated more than £73 billion of gross value added (GVA) direct to the UK economy, and a further £87 billion indirectly.

However the growth outlook for the industry is uncertain, given the long-term impacts of the Covid-19 pandemic that began in 2020, along with increases in business rates, and the potential availability of skills and a reliable workforce following the UK’s departure from the European Union.

Some economists forecast before the 2020 pandemic that in a bull case (where the profits of an industry are poised to rise) employment could grow by 10 per cent by 2022 and GVA would increase by 23 per cent. (A bull market is typified by revenue growth and multiple investors are willing to pay for that growth.)

In a bear case (characterised by decline), it was forecast that employment would decline by 10 per cent and GVA by 5 per cent. A bear is an investor who believes that a particular security, or the broader market, is headed downwards and they may attempt to profit from a decline in stock prices. Bears are typically pessimistic about the state of a given market or underlying economy.

GVA is an economic productivity metric that measures the contribution of a corporate subsidiary, company or municipality to an economy, producer, sector or region. GVA thus adjusts Gross Domestic Product (GDP) by the impact of subsidies and taxes (tariffs) on products.

SMEs (small to medium-sized enterprises) make a very substantial contribution to the hospitality industry, accounting for up to 99 per cent of the number of businesses, and more than 50 per cent of the total turnover and GVA of the industry

Additionally, the industry contributes approximately 1.2 million jobs through the multiple effects of the indirect supply chain and the employment included (direct and indirect employee spend related). Approximately 675,000 of these jobs are accounted for by supply chain purchasing, with two-thirds of this in the following three sectors:


	1  food manufacture, food and beverages

	2  agriculture

	3  business services.





The hotel industry

The definition of a hotel varies according to the source consulted. Basically, any establishment that calls itself a hotel is classified as a hotel.

Before the Covid-19 pandemic that began in 2020, the hotel industry was growing consistently, with more than 700,000 hotels around the world, and contributing US$3.41 trillion to the global economy. In 2018 the hotel company that contributed the most revenue was Marriott, which generated US$20.8 billion.

The Asia Pacific region is seeing an increase in hotel development, with the top five countries by room and hotel construction being:


	1  China

	2  Japan

	3  Indonesia

	4  Vietnam

	5  India.



Africa’s hotel inventory has grown by 11 per cent since 2008, with more than 50,000 rooms concentrated in just four countries: Egypt, South Africa, Tunisia and Morocco. In the Middle East, Dubai has approximately 264 hotels in the Emirates pipeline and is aiming to become the world’s most popular destination by 2025, while Qatar is increasing its number of hotels after being awarded the FIFA World Cup in 2022.

Source: Institute of Hospitality, Spotlight on Hospitality 2019: Key Issues, Facts and Figures, www.instituteofhospitality.org


Opportunities from emerging markets

The overall contribution of emerging markets such as Brazil, Russia, India and China in terms of value will be relatively small, but growing compared with the traditional, established European and North American markets. However, it is recognised that there is significant opportunity for long-term growth in emerging markets over the next 25 years.


Africa

Investment in Africa continues to capture the attention of hotel investors. Approximately 30 hotel groups operate in Africa, representing around 60 brands. The established tourism destinations on Africa’s northern coast, most notably Morocco and Egypt, are well-established destinations for Europeans.

Increased investor attention in this region has resulted in some improvements in policy making and access to financing. However, longstanding risks and barriers to entry continue to pervade the market. Most notably, poor transportation infrastructure has historically restricted the connectivity of the sub-Saharan region. Air travel remains limited despite investments from nations in airports and local airlines, as seen in Kenya and South Africa. However, despite these challenges, sub-Saharan Africa offers significant opportunities for hotel development.

From an economic standpoint the region is well positioned for growth, due to an abundance of natural resources, such as oil. Sub-Saharan Africa’s growing economy and internal focus on tourism, complete with the under-supply of hotel rooms, have gained the attention of investors around the world. Some countries are better positioned than others:


	•  Ghana’s economy has been boosted by an increase in oil production and foreign investment. Travel to Ghana has increased due to extensive public investment in the country’s infrastructure, like Kotoka International Airport.

	•  In Nigeria, an equally strong economy, also driven by oil production, has helped hotel investment. Lagos, Nigeria’s largest city, currently boasts one of the highest hotel occupation rates in Africa.

	•  Tanzania relies on leisure tourists, offering guests pristine beach resorts and extensive nature reserves for safaris, and has targeted travellers from emerging markets such as China, India and Russia.





Asian investment

Asian investors have been a leading force in the hospitality industry. They have invested most heavily in international gateway cities (for example, London, Manhattan and Sydney) with a large population of Asian nationals, and in large mixed-use projects, leveraging their development experience and significant customer base in their home countries. Cities such as Seattle and Houston in the United States have attracted increasing interest among Chinese investors, given strong job growth in the technology and energy sectors, coupled with the growing local Chinese population.

It is anticipated that Asian investors will continue to be active buyers in hotels and commercial real estate developments as limited investment opportunities in their home countries, abundant liquidity and local currency appreciation are expected. The outlook for the international hotel industry is strong, as is interest in trophy assets in gateway cities.

China’s outbound tourism industry has grown in recent years, as income levels in China’s middle class have increased and a proliferation of information on outbound travel has heightened the desire to travel abroad. Several countries around the world have eased restrictions on visas to attract the Chinese market.
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Figure 1.2 International tourist arrivals by region in Q1 2020

Source: World Tourism Organization (2020), UNWTO World Tourism Barometer, May 2020 – Special focus on the impact of Covid-19, UNWTO, Madrid, p. 13, DOI: https://doi.org/10.18111/9789284421930






The largest hotel groups

Hotel mergers and acquisitions are a regular occurrence, making it difficult to keep track of hotel brands and their properties. Table 1.1 shows the largest hotel groups, along with their major brands and properties.

Other major hotel groups include:


	•  Accor

	•  Choice Hotels

	•  Best Western

	•  Starwood Hotels and Resorts

	•  Carlson.



The Taj and Oberoi groups are well known and respected for providing unparalleled luxury and service in India.

Table 1.1 Major hotel groups, and their brands and properties




	Hilton Hotel and Resorts
Globally approx. 4,200 hotels in 93 countries

	Hyatt Hotel Corporation
Approx. 445 properties

	Marriott
7,000-plus properties

	InterContinental Hotels Group (IHG)
Approx. 5,656 properties

	Wyndham
Approx. 7,500 properties






	Waldorf Astoria
Conrad Hotels and Resorts

Canopy

Curio

Double Tree

Embassy Suites

Garden Inn

Hampton

Homewood Suites

Home2 Suites

	Park Hyatt
Andaz

Grand Hyatt

Hyatt Hotels

Hyatt Regency

Hyatt Place

Hyatt House

Hyatt Zilara and Ziva

Hyatt Residence Club

	Marriott Hotels
The Ritz Carlton

Aloft

Bulgari

JW Marriott

Le Meridien

Edition

Autograph Collection Hotels

Renaissance Hotels

AC Hotels by Marriott

Moxy Hotels

Courtyard

Springhill Suites

Fairfield Inn and Suites

Residence Inn

Townplace Suites

Marriott Executive Apartments

Gaylord Hotels

Delta Hotels

Four Points by Sheraton

Westin

The Luxury Collection

W Hotels

Sheraton Hotels and Resorts

St Regis

Element

	Intercontinental Hotels and Resorts
Crown Plaza Hotels and Resorts

Hotel Indigo

Holiday Inn Hotels & Resorts

Holiday Inn Express

Staybridge Suites Hotels

EVEN Hotels

HUALUXE Hotels and Resorts

	Wyndham Grand Hotels and Resorts
Wyndham Hotels and Resorts

Wyndham Garden Hotels

TRYP

Wingate by Wyndham

Hawthorn Suites

Microtel Inn and Suites

Ramada

Baymont Inn & Suites

Days Inn

Super 8

Howard Johnson

Travelodge

Dolce Hotels and Resorts








Structure of the UK hotel industry

Whitbread, with its Premier Inn brand, is the largest hotel operator in the UK (in terms of number of hotel rooms), followed by InterContinental and Travelodge. Except for Premier Inn and InterContinental, all the leading hotel companies in the UK are non-UK owned. With the exception of Premier Inn, Travelodge and Accor, expansion now takes place mainly through franchising (see below).

By 2030 it is expected that two-thirds of UK hotel rooms are likely to be branded as part of a corporate chain or consortia. However, approximately 300,000 hotel/bed and breakfast rooms in the UK will be unbranded.

The presence of international chains is high in the five-star accommodation market. In the UK there are more hotel bedrooms in the mid-market, three-star, category than in any other category; the independent hotelier traditionally dominates this market.



Franchising in the hotel industry

Hotel franchises have offered a successful way for existing hotel brands to expand without acquiring new properties. Many well-established hotel chains have franchised operations.

Under a franchising agreement, a property owner with a hotel signs up with a hotel franchiser under a licence agreement. The owner benefits by using the hotel’s brand, systems, operating procedures and policies, plus other support. The hotel chain benefits from a new addition to its portfolio and more brand exposure.

With the hospitality industry being so important to the UK economy, becoming part of a hotel franchise can offer exceptional business opportunities for a budding entrepreneur, especially hospitality graduates.

Five of the world’s top six largest hotel companies (Intercontinental Hotel Group (IHG), Wyndham, Hilton Hotels, Accor and Choice Hotels International) are active in the UK market through franchising (the sixth company and exception is Marriott International). Wyndham and Choice Hotels are active only through franchising, whereas the others are also active through other business models, including management agreements and leases, and through development and ownership.


	•  Intercontinental Hotel Group franchises approximately 3,900 of its hotels worldwide; it manages 646 and owns just 10. It franchises 94.2 per cent of its hotels in the Americas but approximately 85.5 per cent globally, including 83.6 per cent in the European region. Indigo, IHG’s lifestyle brand, and Staybridge Suites, an extended-stay brand, were launched almost exclusively as franchised properties.

	•  Wyndham has more than 3,000 rooms under the Ramada brand, 4,500 with Days Inn and 2,277 Ramada Encore rooms.

	•  Choice’s UK portfolio comprises 39 hotels mainly under the Quality and Comfort brands.

	•  Hilton’s UK portfolio consists predominantly of managed hotels, with an increasing proportion of its estate operating under franchise agreements, half of its full-service DoubleTree by Hilton brand. The more standardised brands, Hampton by Hilton and Hilton Garden Inn, are growing their presence in the UK as well as across Europe, with many properties opening under franchise agreements; both brands have European pipelines of 40-plus hotels through a combination of management and franchising agreements.

	•  Accor, Europe’s largest hotel company and a franchisor of choice in France, has also successfully deployed the franchise model in the UK.



The big companies are attracted by the limited capital investment required in franchising. This, as well as the ability to work through a broad-based franchise network, enables more rapid network growth and better local knowledge. Return on capital for the franchisor (the franchise provider) is typically strong, as capital expenditure is low and a steady stream of free income from an expanding network is an attractive proposition. The franchisor does not own the buildings or the asset, only the brand that they operate or franchise. The brand becomes a powerful asset; it generates the business, and allows the business to grow and develop through marketing and brand management.

One of the key factors in franchising is for the customer service experience to be consistent. A franchisee (franchise user) operating a franchise of a poor standard damages the whole brand. In hotels the model lends itself most easily to the mid- and budget markets. Not that the upmarket hotel is unable to deliver excellent customer service, but it is more individualistic in style and that makes for a more difficult definition of standards and consistency of delivery.

We take a look at the use of the franchising model in the hospitality sector in general later in this chapter, on page 18.



Select-service hotels

Many travellers continue to show a preference for select-service hotels that offer a compelling value proposition by offering many full-service amenities at a lower price point. The convenience of select service also fits the ‘on the go’ lifestyle of today’s business traveller and the fast-growing millennial population.

Select-service hotels are comparable to limited-service properties, but offer some amenities traditionally associated with full-service hotels, such as meeting space or casual dining outlets. They are increasingly favoured by hotel investors and developers due to the lower upfront cost of capital and increased operating margins. They are also more efficient to operate than full-service properties due to their limited food and beverage offerings, and the associated space required for these, as well as the absence of concierge and other services. By limiting service offerings, select-service properties are able to reduce their overhead costs, especially payroll. These higher operational efficiencies typically achieve significantly higher margins as a percentage of gross operating profits than those commanded by full-service hotels.



Budget hotels

The UK budget hotel sector continues to be dominated by two companies: Whitbread, with its Premier Inn brand, and Travelodge. Both are continuing to expand.

A budget hotel is a property without an extensive food and beverage operation, with limited en-suite and in-room facilities (limited availability of such items as hair dryers, toiletries, etc.), low staffing and service levels, and a price markedly below that of a full-service, three-star hotel.



In-house catering development

With increased consumer interest in food and eating out, hotels are becoming more focused on developing attractive food and beverage facilities in-house. Unlike in the past, when hotels typically operated food and beverage facilities merely to satisfy the demands of their guests, today’s hoteliers are increasingly adopting a more proactive approach by using their food and beverage outlets as a means to generate not only profitability but also publicity, as well as to cultivate a loyal following. Traditionally, hotel restaurants have not been profitable enterprises for hotels, given that they were often considered to be only an essential value-added service for guests.

The success of in-house catering development will depend on the willingness of hotels to deliver a product that will be attractive to the outside market, and to maintain this product so that it evolves with changing consumer tastes and trends. According to human resource specialists within the hotel sector, key factors holding back further development are that food and beverage managers in hotels tend to be hoteliers rather than restaurateurs, as well as the shortage of experienced culinary and service staff.

Market research company Mintel has identified four hotel catering formats, as follows.


	1  General: hotels featuring restaurants that cater primarily for residents of the hotel and, second, for walk-in guests who are not residents. These often take the form of casual, all-day dining facilities. The most enterprising of these are attempting to attract different consumers at different times of the day.

	2  Signature: hotels that have developed a restaurant as a brand that stands alone from the hotel, and is therefore aimed primarily at walk-in customers. Most of these restaurants are located in luxury or upscale establishments, a number of which are managed by celebrity chefs such as Giorgio Locatelli, Gordon Ramsay, Heston Blumenthal, Marcus Wareing and Alain Ducasse. Signature restaurants tend to operate independently of the hotel they are attached to. Establishments that fall into this category include Nobu (Metropolitan Hotel, London), Chino Latino (Park Plaza, Leeds and Nottingham), and Dinner (Mandarin Oriental, Hyde Park, London − Heston Blumenthal).

	3  Outsourced: hotels that outsource the management and operation of their catering provision to a third party. The outsourcing of a hotel’s food and beverage operations can take several forms: a lease contract, management contract or an agreement with a contracted caterer.

	4  Budget: hotels that provide only a limited catering service, and sometimes no catering at all other than food from vending machines. The budget hotel sector in the UK is rapidly expanding, and consequently the vast majority of new hotels do not have any food and beverage facilities at all − in part this is due to lenders providing limited capital to developers in the accommodation sector.



Many hotel chains that have come to rely upon the strength of their brand names have resorted to developing sub-brands designed to appeal to both guests and non-residents.

The contracting out of food and beverage services to third parties will continue to be a major trend in the hotel catering sector over the next few years, although this will be much stronger in London than in the provinces. As many hotels continue to remain sluggish owing to evolving consumer demand for food and beverages, and intense competition from the high street, the idea of outsourcing food and beverage services will become increasingly appealing.

Vertical integration between many hotel and restaurant groups has meant that the outsourcing decision is often not such a radical step to take for many hoteliers, as costs and revenues remain within the group.

Outsourcing is not always a straightforward option for hotels, however. To attract walk-in customers, a hotel ideally needs to be located where there is easy access to the restaurant, and the location of the hotel itself (city centre, countryside, etc.) needs to fit with the clientele that are being targeted − that is, the product must be attractive to the passing trade. Despite these constraints, the number of outsourced restaurants is expected to increase considerably over the years to come




The digital world

One of the principal challenges confronting the industry is the ongoing transition to the ‘information age’. The convergence of computing, telecommunications and content is shaping the way and pace at which people live and work. Advances in digital capabilities will drive more activity at a global scale as geographical boundaries are broken. Above all, this will change the nature of the exchange process between providers and their customers − the latter will have more choice. To be successful, tourism organisations must invest in technology as well as have the right products and prices.

As in all areas of business, the internet is playing an increasingly important role in hospitality. It is used as a source of information, and bookings can be made online. The internet offers numerous ways to find out whether a hospitality company or restaurant is as good as it claims to be. Dissatisfied clients are able to vent their feelings to an internet-connected community of millions. Companies are in turn expected to systematically accumulate information about their customers, to help them to segment and understand consumers, and offer them more relevant choices. Continued support for businesses to leverage opportunities such as the use of digital technologies to understand and exploit target markets will be significant.

Along with the internet and mobile technology, social media has changed how we communicate. It has also changed how we behave and it is changing the world of business. Every business organisation has to make social media part of its strategy. Social media is able to sell products, promote services and build a company’s brand. It can help engage an audience, define a hospitality and tourism message, and broadcast it far and wide.


Uses of digital technology in hospitality


Smart hotels

A smart hotel makes use of internet-enabled devices, which are capable of sending data to one another. Smart hotel designs are tied in with the idea of the Internet of Things (IoT), where physical objects include digital components that exchange data over the internet in order to operate.

Companies like Hilton and Marriott are embracing the concept of smart rooms, which are improving the guest experience and enhancing the convenience concept.

They allow the hotel to offer guests a greater level of personalisation, meaning that guests can quickly and easily make adjustments to their room, improving their enjoyment and experience, thus making them feel more comfortable.

Smart rooms can reduce costs through improvements in sustainability and energy efficiency within hotel rooms, where certain devices are used only when they are needed. As an example, a smart room can be set up so that the power of the light is automatically reduced during daylight hours, or so that the heating automatically turns off when the room reaches a certain temperature and when the room is unoccupied.

They offer an enhanced customer experience. Many guests will have embraced technology and are used to devices controlled through voice commands such as Amazon’s Alexa or Apple’s Siri.

Using an iPad or similar tablet, a guest may be able to order room service, ask questions and get instant answers without having to ring reception or housekeeping.

Hotel staff can access a variety of room controls from a remote location − for example, setting the heating so that the room is set at the ideal temperature before guests arrive without having to enter the room to set it manually. This is a major advantage when getting a room ready for the next guest, improving the level of comfort they are greeted with upon checking in. The heating can be set before the guest checks in, ensuring the room is at the ideal temperature when they arrive, without the staff having to enter the room and saving time and effort.

Using smart devices, technical issues can be anticipated and repairs made swiftly. This allows hotels to intervene at the most timely possible moment, avoiding situations where there is a need for repairs, which would hinder the guest experience.

They facilitate faster repairs. The use of internet-based technology allows the performance of electronic devices to be monitored remotely, providing hotel staff with live information about their operating status. This means that issues with performance can be spotted before they become critical, and repairs can be made or replacements put in place.



Artificial intelligence

Artificial intelligence (AI) plays a number of different roles in the hospitality industry. The main one is to improve customer service. One example is AI-powered chatbots, which can be used for online customer interactions, removing lengthy waiting times and providing swift responses to questions. Some hotels have introduced voice-controlled customer service and tourist information hubs.



Robots

Robots equipped with AI could generate speed, cost and accuracy improvements. For example, Hilton has introduced a robot concierge able to respond to human speech and answer questions. The Henn na Hotel in Nagasaki, Japan, is entirely robot staffed.



Virtual reality

Virtual reality (VR) is a major hospitality trend, because VR technology has the capacity to digitally alter a person’s entire surroundings. The hospitality industry can use VR in a number of ways. Hotels can use it as part of the booking process, allowing users to experience a highly realistic digital version of their hotel room before making a booking. Travel agents can use virtual tours and 360-degree videos of tourist attractions to sell holidays



Augmented reality

Augmented reality (AR) allows hotels and other hospitality businesses to enhance the physical environment they are selling, through graphical or informative overlays. Unlike VR technology, AR usually requires nothing other than a smartphone and an app.

Augmented reality apps can be designed so that users can, for example, point their phone at a restaurant and see reviews or opening times. Hotels and accommodation types can also use AR to provide interactive tourist information maps within their properties or to offer fun opportunities to create user-generated content.

Examples of the use of augmented reality include:


	•  The Hub Hotel from Premier Inn in the UK uses AR technology in conjunction with wall maps in hotel rooms. By pointing a smartphone at a map, guests are able to see additional information about local places of interest.

	•  Holiday Inn has created an AR hotel experience, which allows guests to see realistic virtual depictions of famous celebrities in the hotel using a smartphone app.



Source: Revfine, ‘Hospitality trends: the latest trends in the hospitality industry’, www.revfine.com/hospitality-trends
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Figure 1.3 Technology used in a hotel setting







Hospitality trends


Local experience

Many tourists and travellers have a desire to enjoy local experiences in an environment that is different to their own and to experience the authentic way of life in the location they are visiting.



Healthy and organic food and drinks

People are becoming more aware of the importance of eating and drinking healthily. For restaurants and many types of food outlet this has meant restructuring menus with healthier options to include gluten free, dairy free, low fat, vegetarian, vegan and organic options.



Sustainability

Customers are concerned about environmental issues and want to visit hospitality establishments that are operating ethically. Sustainability has become one of the most prominent hospitality trends, with more and more hospitality outlets promoting eco-friendliness. Examples can be found in high-street restaurants promoting vegetarian and vegan options, and hotels making use of smart light bulbs and smart heating to save energy. There is also increasing use of sustainable materials in items such as towels and bed linen.



Personalisation

This is a major trend in hospitality, driven by large data systems, to ensure the hotel guest and customer is treated as an individual. Hotels use data from previous visits so that returning customers are automatically provided with similar services to the last time they stayed. On arrival, customers are greeted personally by the members of staff on duty. Extensive use is made of booking data and GPS technology.



‘Bleisure’ travel

Bleisure refers to trips that combine business travel with leisure activities; they are popular among the millennial generation. Often when travellers are on a business trip they will extend their stay for the pursuit of leisure.




The UK restaurant industry

For the majority of the population, pubs, restaurants and gastropubs remain the most popular places to eat out. As of 2019, the restaurant industry in the UK was worth in excess of £38 billion. More than 86,000 restaurants participate in the sector, with British people spending a weekly average of around £18 on eating out.

Fast-food restaurants, also known as quick service restaurants, are a lucrative segment of the industry. According to reported figures on the eating-out market, the UK fast-food market is worth almost £15 billion.

There are approximately 8,500 Indian restaurants in the UK, of which around 7,200 are Bangladeshi. There is a growing issue due to migration restrictions, however, and the closure of Indian and Bangladeshi restaurants due to staffing shortages.

The UK ethnic restaurants and takeaways market was worth approximately £12.6 billion in 2019.

While the industry remains relatively unpenetrated by chains, branded casual dining and food-to-go is well established on the high street. New and traditional fast food is forecast to be the strongest-growing branded segment.

Table 1.2 Some examples of quick-service restaurants/takeaways in the UK




	Greggs
	Papa John’s



	Subway
	Chicken Cottage



	McDonald’s
	Dixy Chicken



	KFC
	EAT



	Domino’s
	Baskin Robbins



	Burger King
	Pizza GoGo



	Upper Crust
	Perfect Pizza



	Ben & Jerry’s
	West Cornwall Pasty Company



	Pret A Manger
	Baguette Express



	Millie’s Cookies
	Benugo





The industry was one of the hardest hit during the lockdowns due to the Covid-19 pandemic that began in 2020, with many businesses having to close permanently. However, long-term prospects for the eating-out and casual dining markets are positive after an economic recovery.


Branded casual dining restaurants

Branded restaurants account for around 7 per cent of the overall eating and drinking market. This is equivalent to a market size of about £5.9 billion, from a total pool of £81 billion in consumer spending.

However, there remains big competition from supermarkets with their speciality meals and dine-at-home ranges. Many restaurateurs have had to make their offer more attractive and represent better value for money. Restaurateurs, pub operators and hoteliers have been forced to look at costs, and have ‘re-engineered’ their menus using cheaper cuts of meat and smaller portions.

Leading operators use a number of levers to drive like-for-like sales, through increasing cover turn and spend per head (Table 1.4).

Comparing the UK and US eating-out markets suggests that there is significant opportunity for the development of differential offerings at a number of different price points. For example, major eating-out chains in the United States span a wide range of price architectures, whereas in the UK most casual dining chains are clustered around a median price point.

Casual dining operators are having to react to long-term consumer trends that are being driven by younger age groups who eat out of home most frequently.

Table 1.3 Branded restaurants dining market




	Demand
	Supply





	Macro-economic trends
	Consumer/lifestyle
	Sociodemographic
	Number of outlets
	Improved proposition



	Eating out is influenced by the overall economic environment
The economic outlook remains challenging, especially in the context of the Covid-19 pandemic that began in 2020

	Eating out has become embedded in UK consumer behaviour; this has been a structural shift over the past 20 years or so
Competition for leisure spending is strong

	A greater number and proportion of more affluent and cash-rich, time-poor ABC1s who are more likely to eat out
Greater proportion of women in work and single-person households may drive future growth

	The number of restaurants in the UK has been growing, but closures were announced during the Covid-19 pandemic
	The growth in casual dining chains has driven an improvement in terms of:

	•  variety of cuisine available

	•  consistency and quality of offerings

	•  the nature of informal propositions that cater to a wide range of eating out occasions








Source: adapted from Horizons ONS PwC analysis

Table 1.4 Drivers of like-for-like (LFL) revenue growth




	Number of covers
	Spend per head





	Capacity
	Capacity utilisation
	Attractiveness of proposition
	Mix
	Pricing



	Use of space
	Table turn
	Marketing
	Ambience/fascia
	Menu/food
	Service standards
	Menu architecture
	Type of trade
	LFL price growth



	Opening hours
Day part analysis

Menu offering

	Special events
Special menus for specific occasions

Meal deals for specific occasions

	Site refurbs
Events to drive ambience

Use of bars

	Cuisine type
Broadened menu to cover additional meals

	Staff incentives, e.g. bonus scheme, training, mystery shopping linked to bonus scheme
	Premium section
Chef collaborations

	Fixed-price menus
Extended opening hours to include breakfast

All-day dining
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Figure 1.4 Long-term consumer trends driven by changing demographics

Source: MCA Market Reports





The restaurant of the future

Increasing use of digital technology is providing challenges and opportunities to restaurant operations, impacting on the full customer journey as well as business operations.

Table 1.5 Future trends in restaurants




	Awareness and customer engagement
	Reservations and delivery
	Staffing and operations
	In-restaurant experience





	Channel visibility
Need for visibility in location, enabled searches, e.g. Google Maps visibility

	Reservations and ordering
Third-party booking platforms’ influence on reservation volumes

	Flexible staffing
Opportunities for more flexible staffing models in the gig economy, e.g. online shift planning

	Dynamic menus
Develop customisable menus and implement dynamic pricing




	Digital marketing
Importance of visibility on booking websites and favourable reviews (TripAdvisor etc.)

	Delivery and collection
New delivery and pre-ordering services providing revenue growth opportunities and increased pressure on kitchen capacity, e.g. Deliveroo, Uber Eats, MealPal, Kitchen CUT

	Mobile onboarding and training
Opportunities to enhance employee engagement with a variety of training techniques

	Mobile payments
Ability to split the bill between friends and offer faster payment services, e.g. Apple Pay, Splitwise, Venmo




	Personalised recommendations
The ability to offer tailored communications can drive engagement, e.g. personalised rewards

	Automation
Potential for self-service and payment

	Supply chain management
Use of enhanced integrated cloud systems can improve operational efficiency, e.g. inventory management, stock replenishment

	Internet of Things technology
Providing connected experiences via customer and in-store devices, e.g. touchscreens






Source: www.mca-insight.com
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Food and beverage market research reports and industry analysis:

www.marketresearch.com/Food-Beverage-c84

Introduction to the restaurant, hotel and hospitality industry, business and industry trends analysis:

www.plunkettresearch.com/trends-analysis/introduction-to-the-restaurant-hotel-hospitality-industry
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Many restaurants in the UK make use of their outside space during the hotter months of the year, while some use outside space all year round, with outside heating. To do so, an outside permit is required under the Highways Act 1980 because in the vast majority of cases the pavement immediately outside a bar or restaurant will belong to the Highways Authority. Placing tables and chairs on the pavement will constitute an obstruction to the highway, preventing pedestrians and those in wheelchairs from using the full width of the pavement and in some cases placing them in danger if they have to walk in the road. A permit is required to make that obstruction lawful.

Planning permission will be required as the placement of tables and chairs on the highway can be regarded as a material change of use for the purposes of the Town and Country Planning Act 1990.




The EU hospitality industry

The EU restaurant industry currently employs approximately 9.5 million workers in 1.7 million enterprises in the market-orientated economy. This represents, respectively, 4.4 per cent of total employment in Europe and 8 per cent of all enterprises. Before the Covid-19 pandemic that began in 2020, this was one of the fastest-growing sectors in Europe in terms of employment. Hotels and restaurants are major employers of young people: about half the workforce is below 35 years of age. Hospitality enterprises are predominantly of small and medium size: 99 per cent have fewer than 50 employees and as many as 92 per cent have fewer than 10 people on the payroll. Following the pandemic-related lockdowns of 2020, several European governments put in place support measures to boost their restaurant industries as the hospitality industry is seen as a very important sector for economic growth.



Other types of catering establishment in the hospitality industry

Catering activity can traditionally be divided into either profit (commercial) or cost (public) sector markets.


Commercial catering

The profit sector includes such establishments as restaurants, fast-food outlets, cafés, takeaways, pubs, and leisure and travel catering outlets.


Hotels and restaurants

These establishments are covered in detail earlier in this chapter.



Wine bars, fast-food outlets, takeaways/quick service

Customer demand has resulted in the rapid growth of a variety of establishments offering a limited choice of popular foods at a reasonable price, with little or no waiting time, either to be consumed on the premises or taken away.



Delicatessens and salad bars

These offer a service (usually lunch) based on a wide variety of bread- and roll-based options (e.g. panini, focaccia, pitta, baguettes and tortilla wraps). Fresh salads, home-made soups and one hot ‘chef’s dish of the day’ may be available.

A chilled food selection, from which customers can pick and mix, can provide the basis for day-long service, including breakfast. A ‘made to order’ sandwich counter and a baked jacket potato bar with a good variety of fillings are very popular components of some of these establishments.



Private clubs

Private clubs are usually administered by a manager appointed by a management committee formed of club members. Good food and drink, often with informal service in the ‘old English’ style, are required in most clubs, particularly in the St James’s area of London. However, there is an increasing demand for more modern dishes and service, and members of these clubs also frequent the most prestigious hotels and restaurants.

Nightclubs and casinos usually offer the type of service associated with the restaurant trade. This provides another source of income to the business.



Chain catering organisations

These are the well-known hotel companies and restaurant chains, the popular type of restaurants, chain stores and shops with restaurants that often serve lunches, teas and morning coffee, and have snack bars and cafeterias. There are many establishments with chains spread over wide areas and in some cases overseas. Prospects for employment and promotion opportunities are often considerable.



Speciality restaurants

Moderately priced speciality eating houses are in great demand and have seen tremendous growth in recent years. In order to ensure a successful operation it is essential to assess customers’ requirements accurately and plan a menu that will attract sufficient numbers of customers to generate adequate profit. A successful caterer is one that gives customers what they want and not what she or he thinks they want.



Pop-up restaurants

Occasionally, a restaurant may be in operation for just a short time; this is referred to as a pop-up restaurant. Such venues may operate to cover a specific time of year or theme, such as Christmas or a summer festival. They may also appear because a short-let arrangement is available on a suitable building, or because a chef or other professionals wants to try out a market before committing fully to a business. These restaurants vary in terms of style and method of service.



Street food vending

With today’s busy lifestyles, transient working days and people on the move, street food, food trucks and fast-food vendors have become much more popular in recent years. They offer a variety of provision, from coffee and other drinks to sandwiches, pizza and a variety of food cooked to order. Many offer food of a particular style − for example, Thai food, which reflects the popular street food available in Thailand. Customers are served their food and drinks from the unit and pay on ordering. Some vendors may have temporary, limited seating available. These units are usually positioned on specific sites, and are licensed and managed by the local authority. Indeed, any premises or unit wishing to operate as a food business must register with the relevant local authority and comply fully with food safety legislation (for further information, see Chapter 14).



Country hotels

Country house hotels have been and are being developed in many tourist areas. Many are listed buildings, stately homes or manor houses. They normally have a reputation for good food, wine and service, reflecting the ambience of the business and surroundings.



Consortia

A consortium is a group of independent hotels that purchase products and services such as marketing from specialist companies providing members of the consortium with access to international reservation systems. This enables the group to compete against the larger chains.



Motels/travel lodges

These establishments are sited near motorways and arterial routes. They focus on the business person who requires an overnight stop or the tourist who is on a driving holiday. These properties are reasonably priced; they consist of a room only, with tea- and coffee-making facilities. Staffing is minimal and there is no restaurant. However, there will be other services close by, often managed by the same company or group.



Timeshare villas/apartments

A timeshare owner purchases the right to occupy a self-catering apartment, a room, or a suite in a hotel or leisure club for a specified number of weeks per year over a set period of years, or indefinitely. These may be exchanged with the owners of timeshares in other locations.



Other accommodation providers

Guest houses are to be found all over the UK. The owners usually live on the premises and let their bedrooms to passing customers. Many have regular clients. Guest houses usually offer bed, breakfast and evening meal, and are small, privately owned operations.

Farmers, wishing to diversify and recognising the importance of the tourism industry in the countryside, formed a national organisation called the Farm Holiday Bureau. Most members have invested to transform basic bedrooms to meet the required standards. The National Tourist Board inspects every member property to ensure good value and quality accommodation. In most cases the accommodation is on or close to working farms.

The Youth Hostels Association (YHA) runs hostels in various locations in England and Wales. These establishments cater mainly for single people and for those groups travelling on a tight budget. In some locations they also offer a number of sports facilities.

Airbnb is an online service where people can rent their properties out to anyone who might want to stay in a particular area. This can range from a spare room to a large multi-bedroom property. There are estimated to be more than 6 million listings on Airbnb around the world, with 200,000-plus in the UK. This can provide a wide range of options for travellers to a particular area. While travellers who use Airbnb will not be contributing to the local hotel economy, they will bring in revenue to the area in which they are staying through other ways such as eating in local restaurants and using local shops.

Airbnb hosts can now be found in more than 191 countries and 65,000-plus cities across the world. The number of listings continues to grow as demand outstrips supply in many key locations across the globe. Airbnb provides travellers with a greater variety of options at a wider range of price points. More importantly, it allows people to turn anything − from a spare bedroom to an investment property ‘up in the mountains’ − into an income generator.

Source: www.finder.com/uk/how-to-become-an-airbnb-host



Coffee shops

According to Mintel research, consumers across the UK are spending billions annually on their daily dose of caffeine. Before the Covid-19 pandemic that began in 2020, continued growth was boosted by more high-street coffee shop brands expanding in the retail, travel and leisure sectors.

Coffee shops provide a variety of good coffee options based on the espresso, as well as a range of other drinks and snacks. Both comfortable seating and a takeaway service are available. Coffee shops may also be found within other establishments, such as airports, department stores and hospitals.

Despite coffee being the most popular hot drink purchased outside the home, tea has also seen a resurgence. According to Mintel research, 43 per cent of UK consumers who drink hot drinks outside the home drink tea, and some 50 per cent of millennials aged 20−39 drink tea out of home, compared to 40 per cent of baby boomers, aged 55−73.

Alternatives to traditional tea are particularly popular among 16−34 year olds, including speciality teas such as black, green, fruit and spiced. Many of the ingredient-focused tea-based drinks, such as matcha green tea and herbal teas, place an added focus on flavour and offer a sense-of-occasion appeal to young consumers. However, standard traditional black tea is still drunk by 77 per cent of millennials.

Table 1.6 Leading coffee shops in the UK




	Costa



	Pret A Manger



	Starbucks



	Caffè Nero



	AMT Coffee



	Coffee Republic



	Cafè Ritazza



	PAUL





Source: www.mintel.com/press-centre/food-and-drink/uk-coffee-shop



Airports

Airports offer a range of hospitality services catering for millions of people every year. They operate 24 hours a day, every day of the year. Services include themed restaurants, speciality restaurants, coffee and seafood bars, as well as food courts. These are often supplemented with a general shopping arcade.



Spas

A spa often forms part of a luxury hotel or country house hotel. The client can access a range of health and beauty treatments to promote health and well-being. Spa treatments are also an increasingly popular leisure activity.



Pubs

Public houses (pubs) are premises licensed to sell alcohol. There has been a decline in the number of pubs in the UK of more than 13,000 since 2000. Several reasons have been suggested for this decline, including the ban on smoking in public places, which came into force in 2007, rising alcohol prices and the availability of cheaper alcoholic drinks in shops and supermarkets, an increase in socialising at home and a trend for younger people to drink less or no alcohol.

The effect of this collapse in the number of pubs has been more significant for licensed trade premises than for the ‘off trade’ (primarily supermarkets and off-licences). As people are not drinking as much in pubs, pubs that sell only drinks (known as wet pubs) are now almost extinct and pubs have had to reinvent themselves to keep up with external, economic, legislative and societal changes. There has been a need for pubs to diversify if they are to survive.

Many pubs have increased their food offer, offering a meal experience, bar snacks, and different types of menu and themed nights. They have introduced live music and large TV screens to show sporting events. Coffee machines have been introduced, with a barista being employed to make and serve different types of coffee. Other drinks have also been introduced, such as cocktails (including non-alcoholic cocktails). The whole pub experience continues to evolve, with some gaining Michelin stars for their food. Some well-known chefs, such as Chris and Jeff Galvin, have successfully taken over pubs and introduced high-quality restaurant food, and have proved to be very successful.

As well as pubs presenting themselves as restaurants, other uses are now increasingly being seen, such as takeaway and delivery services, a small shop within the pub selling grocery basics or letting daytime space to local groups, when food and drinks may also be provided.

There has been an increase in independently owned pubs, with around 4,550 more in the UK in 2017 than there had been ten years earlier. Reasons for this include the trend for smaller microbreweries developing their own bars and taprooms, and customers preferring to visit independent businesses instead of chain pubs. Independently owned pubs make up the largest proportion of pubs in the UK, the rest being managed, tenanted or leased by a brewer or pub company. Accommodation still makes up a small portion of all pub sales at approximately 2.5 per cent compared to 33.8 per cent for food and 62.6 per cent for wet sales, according to UKHospitality (formerly known as the Association of Licensed Multiple Retailers).

Source: www.statista.com/statistics/310723/total-number-of-pubs-in-the-united-kingdom



Gaming

Those premises that have a licence to serve alcohol without having to do so as part of a meal may provide gaming. No licence or permit is required for pubs or other eligible premises to provide gaming under the exempt gaming provisions (see below).

The UK Gaming Act allows pubs and other eligible premises to provide what it calls ‘exempt gaming’. This must be ‘equal choice’ gaming (examples would be bingo, bridge and certain poker games). Stakes and prizes must comply with the limits prescribed in the regulations. No amount may be deducted or levied from amounts staked or won. No participation fees may be charged. The games played may take place only on one set of premises, i.e. there may not be any linking of games between premises. Children and young people must be excluded from participating.




Public-sector catering (cost sector)

This sector covers hospitals, universities, colleges, schools, prisons, the armed forces, police and ambulance services, local authority buildings, ‘meals on wheels’ (food delivery to the housebound or elderly in their own homes), and the like. It has been known for many years as ‘welfare catering’ and is characterised by its non-profit-making focus, minimising cost by achieving maximum efficiency. However, with the introduction of competitive tendering, many public-sector operations have been won by contract (and are operated by contract food service providers) and this has introduced new concepts and commercialism to the public sector. This sector is more commonly known as the cost sector.


Prisons

Prison catering may be run by contract caterers or by the Prison Service in the UK. The food is usually prepared by prison caterers and inmates. A new initiative introduced into UK prisons is the concept of ‘training’ restaurants and kitchens, which are used to train inmates with a few months left to serve so that they are able to gain qualifications that will enable them to secure related employment in the hospitality sector on release. This has significantly reduced reoffending rates (for more information, visit theclinkcharity.org). In addition, there are also usually staff food service facilities in prisons for all the personnel who work there, such as administrative staff, prison officers and management.



The armed forces

Services here include feeding armed service staff in barracks, in the mess, and in the field or on ships. Much of the work involved is specialist, especially field cookery. However, the forces − like every other section of the public sector − are looking to reduce costs and increase efficiency. Consequently, they too have initiated market testing and competitive tendering through the Ministry of Defence, resulting in contract caterers taking over many service operations at the aforementioned locations.

Catering for the armed services is specialised and has a dedicated training centre; details of catering facilities and career opportunities can be obtained from career information offices, although (as mentioned above) contract caterers (contract food service management operators) are increasingly being used throughout the armed services.



Hospital catering

Hospital food is an essential part of patient care; good food can encourage patients to eat well, giving them the nutrients they need to recover from surgery or illness. In the UK, approximately 145 million meals are served each year in 700 NHS and privately owned hospitals and care homes.

In many hospitals a qualified dietitian is responsible for:


	•  collaborating with the catering manager on the planning of meals

	•  drawing up and supervising special diets

	•  instructing diet cooks on the preparation of special dishes

	•  advising the catering manager and assisting in the training of cooks with regard to nutritional aspects

	•  advising patients.



In some hospitals the food for special diets will be prepared in a diet bay by diet cooks.

Information about the type of meal or diet to be given to each patient is supplied daily to the kitchen. This information will give the number of full, light, fluid and special diets, and each special diet will be accompanied by the name of the patient
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Catering for the education sector (school and college food)
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Residential establishments





Catering for business and industry





	•  there are suitable facilities available within easy access of the employee’s place of work

	•  these facilities offer a reasonable choice of food

	•  the times of opening are suitable to employer and employees.
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Holiday centres




Motoring services



Drive-thru restaurants





Transport catering


Rail




	1  Eurotunnel’s Le Shuttle train, which transports drivers and their vehicles between Folkestone and Calais; here food and drink is limited to that bought before the train departs.

	2  Foot passengers may travel on Eurostar trains; Eurostar sees the airlines as its direct competition, therefore it provides airline catering standards on board the train for first- and premier-class passengers; this is included in the ticket price; provision for economy travellers is usually via buffet carriages or trolley services along the aisles of the train, and is another area into which contract food service providers have expanded.





Airline services




Marine



Cruises







	Traditional
	Modern





	Formal dining room
	Choice of restaurants



	Set times
	Dine any time



	Assigned tables
	Choice of seating



	Elaborate table settings
	Self-serve, buffet or waiter service



	Printed menu
	Frequently changing menus



	Social interaction
	Wide variety of culinary styles











Outside and event catering




Franchising




	•  First, it allows for many outlets to be set up nationally and, in so doing, maximises on economies of scale in purchasing promotional material in the development of the brand image.

	•  The franchisee gains because the opportunity is shared to invest in a pre-tested catering concept, backed by advertising, research and development, training and other resources that might otherwise be beyond their financial parameters.

	•  The banks also show an interest in franchising − in many ways they see it as a reasonably safe investment because of its established, tried-and-tested nature.






Corporate hospitality




	•  building relationships with potential customers

	•  to reward customers/thank them for their loyalty

	•  as a marketing tool/to raise the company or product profile

	•  increase business/sales

	•  to achieve closer informal contact in a relaxed environment

	•  to stay ahead of competitors

	•  to raise and keep up the company’s profile/public relations

	•  repeat business/retention of clients or customers

	•  keep the customers happy/entertain them, act as a ‘sweetener’

	•  to talk about business/networking

	•  to achieve better communication interaction/improved understanding

	•  to meet customer expectations

	•  to reward/boost staff or team morale

	•  social benefits/opportunity to relax.







Food service management (contract catering)






Types of contract



	•  Executive lease: the contractor provides a senior executive who will direct the client’s catering operation. Normally the whole operation remains the responsibility of the client and the staff are employed by the client. The aim is for the contractor and the executive to bring a level of expertise, which the client is unable to provide. The senior executive will be involved in implementing the systems managers and in the policy making. The contractor will provide a manager for the unit; all staff are employed by the client on its terms and conditions.

	•  Management: the client employs the contractor to supply a total catering service using the contractor’s own on-site management and staff. The client also provides all the facilities and equipment. The contractor submits a monthly account to the client, which identifies all the expenditure and income associated with the operation. The difference between the expenditure and income, including the contractor’s fee, will be payable to or from the contractor.

	•  Fixed price: the contractor works to an annual budget fixed with the client. If the contractor overspends, he or she pays. However, if he or she underspends then he or she retains the difference.

	•  Concession: the contractor undertakes to manage an operation and rely for profit on his or her ability to maintain income levels over expenditure levels.





Contractors’ charges



	1  fees charged

	2  cash spent by customers

	3  discounts from food and materials supplied to the client’s operation.





	•  a set annual figure charged on a weekly or monthly basis

	•  a percentage of takings or costs

	•  a combination of the above, with different percentages applying to various sections of costs

	•  a per capita or per meal charge.





Key issues affecting contract food service management
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	•  Sustainability: the sourcing of fish and food in general is very much at the top of the sustainability agenda for all contract food service management caterers. Locally sourced food has also become a marketing and selling point.

	•  Compliance: working towards compliance with ISO 14001, the internationally recognised standard for the environmental management of businesses, is another major focus. Companies are looking at reducing waste, addressing carbon emissions and reducing energy consumption.

	•  Healthier menus: contractors in the food and management sector have also had to respond to the demand for healthier menus. There is pressure from the Food Standards Agency to include calorie counts on menus so that consumers know how many calories they are eating. Some contract caterers have started to implement nutritional content information. However, this is not easy to achieve as food is cooked on-site for individual contracts; chefs are employed to use their skills and to be creative, so asking them to provide nutritional information is difficult.

	•  Maximising efficiencies and keeping costs to a minimum: this has seen a growth in opportunities for ‘bundled services’, which is the packaging of multiple services under one contract − for example, staff, food service management hospitality services, vending, reception services, conference services, marketing services, clearing and portering all under one contract.





	•  reducing the use of single-use plastic

	•  smart payment methods

	•  more grab and go, e.g. eat at your desk

	•  environmentally friendly operation

	•  buying on promotions, e.g. meal deals

	•  have it your own way, e.g. customisation

	•  use of social media

	•  trading up (‘premiumisation’)

	•  shorter break times

	•  ordering apps.
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	•  working with supplier partners to remove packaging coming on to site

	•  educating its teams on single-use plastic reduction and recycling best practice

	•  working with the SRA and formulating a strict sustainability policy

	•  creating a ‘drinks’ project that moved the entire adult range of drinks from plastic and glass to cans, including wine, and 80 per cent of the children’s range to cans or Tetra Pak

	•  removing plastic on sandwich packaging and replacing with recyclable card, plus changing the wrapping process to a sustainable alternative

	•  removing plastic drinking cups completely and providing water stations with compostable cups

	•  replacing all takeaway containers with ones made with corn starch, and no plastic coating

	•  removing plastic straws completely, offering paper straws as an alternative

	•  providing takeaway cutlery made from corn starch

	•  communicating its sustainability practices to its customers, with on-site imagery and branding

	•  sending food waste for composting.
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	•  conducting training sessions for its chefs in reducing sugar and replacing it with natural sweeteners

	•  promoting healthy options and providing information to customers with the aim of allowing everyone to make educated choices

	•  providing full dietary analysis and even recipes to customers, making this information available via QR codes that can be viewed on their smartphones

	•  swapping some ingredients from its products to make them ‘better for you’ by reducing levels of saturated fats, sugars and refined products, and increasing fibre, protein and nutrition levels.
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The globalisation of the hospitality and tourism industries






	•  Monetary and fiscal policies and exchange controls: some countries may limit the amount of money that can be withdrawn from them, as well as impose large payments for international transactions (e.g. joint ventures, entry to the country).

	•  Financial and investment markets, individual consumer and corporate interest rates, the availability of credit, exchanges, and so on.

	•  Taxation and tariffs: taxes on individuals, corporations and imported goods, imposed by the host country/government.

	•  Trade/industrial factors: import/export measures of activity in commerce, and so on. These can serve as indices in determining the state of the economy (e.g. prosperity, depression, recession, recovery).

	•  Labour markets: the level of unemployment, welfare spending, and so on.





Travel and tourism across the globe



	•  India

	•  China

	•  Philippines

	•  Indonesia

	•  Japan

	•  Thailand

	•  Mexico

	•  United Kingdom

	•  Egypt

	•  Vietnam.









Investment in infrastructure





Conferences and business travel in the UK tourism industry



	•  it is easily accessible by mainland Europe and the rest of the world via its five international airports and the Channel Tunnel

	•  it has a large number of old and modern landmarks − the O2, the London Eye, the Millennium Bridge, Shakespeare’s Globe, and the Tate and Tate Modern art galleries, as well as traditional landmarks like the Tower of London, Buckingham Palace, Palace of Westminster, and so on

	•  its superior facilities, e.g. purpose-built convention and exhibition centres, museums, theatres, livery halls, stately homes, hotels with meeting facilities.







Food tourism





Professional bodies and trade organisations


The Institute of Hospitality
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Further reading
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	  1  Discuss the impact of the Covid-19 pandemic that began in 2020 on the hospitality and tourism industry, and the strategy for recovery.

	  2  Give your impressions of the food that was served at your previous schools, with suggestions for improvement.

	  3  Explain the importance of food for the hospital patient, with suggestions for the types of food to be offered.

	  4  Discuss what you think passengers travelling on aircraft would like to eat, and explain how it may, or may not, be feasible to provide this.

	  5  How do you think changes in the industry will occur over the next ten years? Explain why you think they will happen.

	  6  Each student in the group should obtain a number of menus from each type of catering organisation referred to in this chapter; the information should then be pooled for group discussion.

	  7  What essential differences attract staff to the various aspects of the industry (consider, for example, pay, conditions of work and career prospects)?

	  8  Establishments such as motorway facilities should meet special needs; explain what these are and how they are met, then select another area of catering and state what those needs are and how they are achieved.

	  9  Discuss the advantages for a hotel in outsourcing its food and beverage provision.

	10  Discuss ways to reduce food waste in the hospitality industry.

	11  Discuss the future of the British pub industry. What must it do to sustain itself in the long term?

	12  Name regions of the world that are classified as food tourism areas.

	13  Discuss what is meant by virtual reality and augmented reality.

	14  Discuss the importance of identifying current and future consumer trends.

	15  Discuss what you understand as being a ‘smart’ hotel.
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