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There was a time when the 
formula of what makes a good 
hotel was fairly simple - friendly 

service, decent food and the 

promise of a good night’s sleep 

were a recipe for success. In a 

post-pandemic world though, 

there has been a significant shift in 

demands and expectations.

                  After being denied the pleasure of 

hospitality for two years and with the cost of living continuing to rise, 

guests want to know a hotel stay will be worth both their time and money. 

As we head into 2023, it seems ‘added value’ will be the phrase of the year. 

While top-class spa facilities and Michelin-approved menus are still a sure 

way to attract new business, in an increasingly competitive market, the hotels 

that will come out on top are those that make their guests feel extra special 

every step of the way. These ‘extras’ don’t have to blow a hole in the budget 

either, as when it comes to low-cost but high-value propositions, a little 

creativity goes a long way.

Just take a look at The Retreat at Elcot Park, recently crowned The Sunday 

Times Hotel of the Year. Complimentary fizz on arrival and ‘honesty pantries’ 

stocked with sweet treats were listed among the reasons for their win.  

Other properties have also caught on to the trend. At Cameron House in 

Scotland, guests staying in suites enjoy pre-dinner canapes sent directly 

to their rooms. In London, guests at the Dao by Dorsett aparthotel can opt 

for self-care packages to be waiting in their rooms upon arrival, while at 

Cheltenham’s Ellenborough Park, equestrian fans can enjoy a tour of nearby 

Jackdaw’s Castle, the training ground of racing legend Jonjo O’Neil.

Hoteliers are starting to understand the importance of creating a story 

for their properties, tapping into the desire of modern guests to invest in 

experiences. As you plan for the year ahead, have a serious think about 

what makes your hotel unique and the extras you can offer - it will be key to 

winning guests.       
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Update THE NEWS THAT’S GOT 
HOTELIERS TALKING

The BoTree, a sibling property to 
Covent Garden’s Middle Eight, has 
announced it will open its doors to 
the public in July 2023.

The five-star hotel will feature 199 
bedrooms, including 29 luxury suites. 
The property, found at the intersection 

of the Marylebone and Mayfair 
neighbourhoods, will be home to two 
destination restaurants, including one 
providing rooftop views of the capital. 
Guests will also be able to make use of a 
live music club, a screening room and a 
fitness centre.

Amsterdam-based designers 
Concrete are in charge of The BoTree’s 
look, which will feature colourful 
natural fabrics and eclectic textures 
created exclusively for the hotel.

Each guest room will feature a 
reception space separated by sliding 
panels leading to bedrooms and lounge 
areas, while suites will come complete 
with a lounge, balcony, personal bar and 
integrated cocktail station.

The largest of the rooms, the 

Presidential Suite, will offer views 
across central London, as well as a 
private elevator lobby, guest entrance 
and an outdoor terrace. The suite can be 
combined with the adjoining suites to 
create a 350m² (3,770 sq.ft.) wing.

The hotel will be a sibling property to 
both Covent Garden’s Middle Eight and 
The Guardsman in Westminster.

Rishi Sachdev, who founded all 
three hotels, commented: “The BoTree 
combines uncompromising standards 
with a purpose-driven approach to 
establish our own form of luxury. 
Conscious luxury. Our core values of 
Truth, Love and Compassion will drive 
our business decisions in this new 
hotel.”
Words: Eamonn Crowe

New five-star hotel The BoTree to open in London next summer

GuestHouse Hotels preps for opening of third site in Margate
Family-owned boutique brand 
GuestHouse Hotels has revealed 
images of its third property, ‘No. 42 
Margate’, which will open in spring.

As first reported by Boutique 
Hotelier back in March, the hotel 
group purchased the Sands Hotel 
and Restaurant for £2.8 million in 
December 2021, with plans to refurbish 
the site and add it to their portfolio of 
boutique hotels.

No. 42 Margate comprises 21 
bedrooms, a restaurant, a rooftop bar, 
a beachfront cafe serving organic food 
throughout the day, a lounge space and 
a spa.

All these spaces have been designed 
by GuestHouse’s in-house interior 
design team, drawing inspiration from 
the colourful seaside character of the 
town.

Guest bedrooms follow a chalky white 

and moody green colour scheme, with 
many boasting sea views and private 
balconies.

All furniture is British-made and local 
artists are celebrated throughout the 
property; local artisans Jo and Jess of 
Margate Design Collective have created 
the wardrobe drapery, while around 
each bed there is an individual mural 
created by local artist Laura Ann Coates.

Each room will also include a record 
player (a signature of GuestHouse 

properties), books, beach towels and a 
beach bag.

As part of the hotel’s commitment 
to sustainability, room amenities will 
include recyclable slippers, compostable 
coffee pods, natural mat mattresses 
and full-sized refillable products in the 
bathrooms.

GuestHouse is owned by brothers 
Tristan, James and Tom Guest. The 
hotel group made its public debut in 
2021, with the launch of a 37-bedroom 
Georgian townhouse in Bath called No. 
15. This was quickly followed up by the 
launch of No. 1 York that December, 
which comprises 39 bedrooms and a 
restaurant.

This year, GuestHouse will open No. 
124 in Brighton, a hotel, restaurant and 
bar housed inside a Regency-style, part 
Grade-II listed Georgian building.
Words: Eamonn Crowe
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Robin Hutson sinks investment 
into English sparkling wine brand

Robin Hutson has put his money behind one of 
the UK’s leading winemakers to further cement his 
commitment to championing local produce across 
the country.

Hutson, co-founder of The Pig Hotels, Limewood and 
Hotel du Vin, has made a substantial investment into 
Dermot Sugrue’s English sparkling wine brand, Sugrue 
South Downs.

Sugrue established the acclaimed brand in 2006 and 
is widely recognised as the UK’s most successful and 
awarded winemaker, having guided Nyetimber, Wiston 
Estate and now Sugrue South Downs to the top of English 
Wine’s hierarchy.

Hutson, a massive supporter of English wine since 
founding his Pig Hotels in 2011 says: “In 2014 we at The 
Pigs started actively suppressing Champagne by the glass 
in favour of English fizz. We have always championed 
local produce; and the quality of English fizz is incredible, 
our customers love it. 

In 2021, Robin Hutson opened The Pig in the South 
Downs and planted its own two-acre vineyard in land in 
front of the hotel restaurant. The vines are now becoming 
established and Hutson hopes the first vintage will be 
made by Dermot and his wife Ana next year.

Robin Hutson adds: “Our commitment to English 
wines is evident with over 30 references on each of our 
wine lists focussing on the best wines from the local 
area. At The Pig in the South Downs this includes over 12 
sparkling wines on the list, and I think 10 of them were 
made by Dermot! I have been a fan of his style for some 
time and over dinner one evening we hatched a plan.”

As winemaker behind many of the UK’s leading brands 
during his 16 years at the helm at Wiston Estate, Sugrue 
has won almost every UK wine award possible including 
UK Winery of the Year four times in five years, and Wine 
GB Boutique Producer of the Year two years running. 
Words: Zoe Monk

COFFEE ROASTERS

@NOTESCOFFEENOTESCOFFEE.SHOP
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Signet Collection announces opening date for Rutland hotel

Avisford Park becomes eighth site for Crest Hotels following 
£8.95m sale

The Signet Collection, recently 
awarded Sunday Times Hotel of the 
Year 2023 for The Retreat at Elcot 
Park, has revealed the opening 
date for its third site – Barnsdale 

Crest Hotels has acquired Avisford 
Park in Arundel, West Sussex from 
Albitar Business Corporation, off a 
guide price of £8.95 million.

The property, previously operated as 
a Hilton hotel, was originally brought to 
market last year at a guide price of £10.5 
million.

Lodge in Oakham, Rutland.
The hotel is currently closed to 

undergo a refurbishment, before 
relaunching in early March.

Barnsdale Lodge is situated on a 30 
acre site less than a mile from Rutland 
Water, a popular tourist attraction.

Once complete, the hotel will 
comprise 46 en-suite bedrooms, 
as well as a fine-dining restaurant, 
conservatory, courtyard garden, croquet 
lawns and beauty salon.

OakNorth Bank lent the group £3.8 
million to acquire and refurbish the 
property, transforming it into a four-
star Signet-branded spa resort.

Speaking earlier this year when the 
hotel was first acquired, Hector Ross, 
founder of The Signet Collection, 
commented: “Signet Hotels is all about 
taking assets in the UK countryside 
that have fallen out of love, favour 
or investment, and breathing new 

life into them. I’ve now worked with 
OakNorth Bank for a number of years 
for both our Mitre Hotel in Hampton 
Court and The Retreat at Elcot Park, 
so I know they listen, they believe in 
backing entrepreneurs, and will work 
collaboratively to make plans come 
together.

“There’s a real can-do attitude 
amongst the team, and an 
understanding that in construction and 
hospitality, things don’t always go to 
plan, so timeframes can sometimes be 
longer than expected. They also move 
faster than any other UK lender I’ve ever 
worked with – if you go to them on a 
Monday with an opportunity but caveat 
that you need the capital in two weeks’ 
time, they’ll get it done.”

The Signet Collection also operates 
The Mitre in Hampton Court and The 
Retreat at Elcot Park in Newbury.
Words: Eamonn Crowe

The hotel features 140 guest 
bedrooms, as well as 15 meeting/
function rooms, a bar, restaurant and 
270 car parking spaces. It also has 
health and fitness facilities including 
a gym, squash court, sauna and steam 
room, indoor and outdoor swimming 
pools, tennis courts and a golf course.

A spokesperson for Crest Hotels 
commented: “We are delighted and 
proud to be the new owners of the 
Avisford Park hotel. As a group, we have 
now strategically acquired eight hotels 
to date and the addition of Avisford 
Park really does bolster our portfolio 
to attract both leisure and business 
guests alike. Its reputation as an iconic 
hotel is something we will be building 
on, further consolidating its position 
within the community and beyond 
whilst supporting the economics and 
tourism of the county.

“As owners, we like to fully embrace 
the region, people and businesses in 
which we operate and we look forward 
to working with the team in situ, backed 
by our team of experts in the group, 
to really elevate the business to the 
next level; with quality of customer 
experience and facilities we pride 
ourselves on delivering.”
Words: Zoe Monk
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EDITION Hotels to grow to 30 global properties by 2027

Under the new leadership of 
Josh Fluhr, senior vice president 
and global managing director, 
EDITION Hotels has announced 
plans to drive global expansion, 
with the group’s portfolio 
expected to double in size to 30 
properties by 2027.

The global brand will also 
introduce standalone luxury 
residences for the first time, 
following the success of EDITION 
residences as part of hotel 
developments in Miami, West 
Hollywood, and Tampa.

EDITION currently operates 15 
hotels worldwide, including one 
in London, and expects five new 
properties to launch in 2023, with 
four in new destinations including 
Rome, Mexico’s Riviera Maya at 
Kanai, Singapore, and Jeddah, along 
with a second Tokyo location in 
Ginza.

The group’s ongoing expansion 
is slated to continue into 2024 and 
beyond, with hotel signings this year 
in several primary destinations, 
including Lake Como and the Red 
Sea.

The first standalone EDITION 

branded residences are under 
development in Miami Edgewater 
and Fort Lauderdale, anticipated 
to launch in 2026 and 2027 
respectively.

Fluhr commented: “EDITION’s 
rapid hotel growth and the interest 
from the development community 
to build standalone residences 
clearly illustrates the strength of the 
brand. Extending our luxury lifestyle 
hospitality brand into the standalone 
residential arena provides our 
most loyal guests an opportunity to 
literally live the EDITION lifestyle 
without leaving home. By the end 
of 2023, we expect that EDITION 
will operate in 20 destinations as 
we add hotels in new and existing 
markets across three continents 
while continuing to build a robust 
pipeline.”
Words: Eamonn Crowe



AS MANY HOTELS FACE A HIKE OF BETWEEN 150%-200% IN ENERGY AND UTILITY 
COSTS, WE TAKE A LOOK AT WHAT THIS WILL MEAN FOR THE HOSPITALITY 

SECTOR, ITS SURVIVAL AND HOW PRICE RISES CONTINUE TO THREATEN PROFIT 
LEVELS FOR BUSINESSES

Rising utility costs are 
posing a huge threat 
to the hotel sector, with 
many hospitality businesses 

facing the prospect of a bleak few 
months of survival as prices for 
electricity, energy and heating 
increase. 

Statistics from HotStats showed 
that last year, for the month of 
October, total utility costs for London 
hotels increased by 56% and by 79% 
for those in the regions, compared to 
the same month in 2019. 

In response, the government 
launched an energy bill relief scheme 
for businesses between October 2022 
and March 2023, but speaking to 
many hoteliers, the amount they are 

ENERGY RISING

THE QUOTES WE’VE HAD BACK FOR NEXT 
YEAR ARE FIVE TIMES THE PRICE OF WHAT 

WE ARE CURRENTLY PAYING”
eligible for barely touches the sides. 

The uncertainty presents a 
significant challenge for all, regardless 
of what stage businesses are at; some 
are being forced to take on new sky-
high prices immediately, while others 
have negotiated fixed rate tariffs to 
ensure stability and a bit of breathing 
space for now. However, for hotels 
being shielded from the surge in costs 
it may be a different story once these 
come to an end in the coming months 
and demand slips away. 

Jim Cockell, owner of The Old 
Stocks Inn boutique hotel in the 

Cotswolds, revealed he has been 
quoted gas and energy rates for 2023 
that are five times higher than what 
the hotel is currently paying.

Cockell told BH that the hotel 
locked in its gas and energy prices 
at the beginning of 2019 for three 
years. That deal expires in January, 
but Cockell says the quotes the hotel 
has received for 2023 are “pretty 
shocking.”

He commented: “We really 
benefited this year, because we bore 
none of the increases that the rest of 
the industry have seen. However, the 

Chestnut
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quotes we’ve had back for next year 
are five times the price of what we are 
currently paying.

“To put that into context, if we were 
to pass that cost onto the customer, 
we would need to add £50 a night 
to every room rate, for virtually no 
discernible reason other than the cost 
of heating and gas has gone up.”

Cockell told BH some of the prices 
rises will inevitably be passed onto 
guests, but says the hotel is looking 
at a number of initiatives to reduce 
costs.

He said: “The overarching thing 
is we have to take a view that for the 
next one or two years, unless the 
government steps in and provides 
some level of support, we’ll have to 
run a model where we are a lower 
volume model that runs perhaps 
slightly differently in winter months.

“We also need to accept the price 
will go up for the customer staying 
with us. As a result, the occupancy 
will reduce because of the natural law 
of economics, and we have to staff and 
run the business according to those 
levers, unfortunately.”

Philip Turner, founder at Suffolk 
pub with rooms brand, Chestnut told 

BH that a lot of the group’s focus has 
been on leveraging its procurement 
processes to save costs. “We have been 
consolidating suppliers in a lot of 
areas and really trying to streamline 
our costs in many ways. We are also 
absorbing some of the cost increases 
ourselves.”

PROFIT AND LOSS
Homewood in Bath hasn’t been as 
fortunate to have locked in a fixed 
rate. Ed Fitzpatrick, general manager 
at the hotel, part of Kaleidoscope 
Collection, said the rise presented 
a ‘huge risk’ to business and is the 
difference between profit and loss 
during the first few months of the 
year. 

“Homewood’s electricity bill went 
up 298% in September and even with 
the current government support 
we are paying three times more 
per month than last year. To put it 
into perspective, this will mean the 
hotel will lose money in January and 
February 2023 rather than being 
profitable.”

The hotel isn’t alone. Electricity 
costs at The Hand and Flowers in 
Marlow have rocketed more than 

400% to a staggering £22k per month, 
forcing the business to pivot some of 
its practices to cut costs. 

The two Michelin-starred 
restaurant with 15 bedrooms, headed 
up by chef Tom Kerridge, has seen 
its electricity bill rise from between 
£4k - £5k per month to more than 
quadruple that for the ‘foreseeable 
future’. 

Speaking to BH, general manager 
Lourdes Dooley said that passing on 
some of these costs to the consumer 
was ‘unavoidable’ as prices rise to a 
‘frightening’ level.

She also said that The Hand and 
Flowers has had to change the way 
energy prices impact the business, 
with the team now receiving a weekly 
report and monitoring the market 
constantly, in a bid to forecast the 12 
months’ ahead.

She says: “From next spring we will 
be purchasing our energy monthly, 
rather than being tied into a fixed 
term, two or three year contract. 
It has needed a slight change of 
mentality on how we approach our 
utility costs. But it doesn’t just affect 
us, it affects the whole of the industry.

“One local pub closed down last 

Miramar Hotel
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week announcing they can no longer 
afford to operate due to the high 
energy costs. We had an email only 
this morning from a small local 
restaurant operator asking for help, 
panicking that they have just received 
their latest electric bill and it is over 
£10k for the month. It is a tiny, local 
independent restaurant and the lady 
now thinks she will have to close her 
business. It is just devastating.”

In a bid to combat some of the cost 
increases, the a la carte offering at The 
Hand and Flowers is now a set price to 
give value to each cover.

Dooley added: “Before, we had 
tables of six sharing three starters, 
four mains and having no desserts. 
Tables of two having food for one, etc. 
We had to give a value to our seats 
to be able to battle the cost increase 
and the new energy prices. Most of 
our guests have been very receptive 
and we have attracted people that like 
knowing what they are going to pay 
before they come into the restaurant.”

Printed menus and wine lists have 
also been ditched in favour of iPads, 
saving the business £40k a year on 
paper and countless staff hours with 
employees no longer required to clean 
and change menus.

“We are just watching it unravel in 
front of us and trying to manage it the 
best way we can,” she says. “We are 
constantly looking ahead to see if we 
can ‘head off’ any of the challenges 
facing the industry.”

Stories of cost saving exercises are 
rife across the industry. A handful 
of hoteliers in the North East have 
opted to lower the temperature of 
their swimming pools to claw back 
some money. However the impact is 
already having an impact on guest 
satisfaction, with one hotelier losing 
22 health club members as a direct 
result. 

Rockliffe Hall in Darlington 
is facing an 84% increase in its 
electricity bill, having secured a 
fixed contract for gas and water until 
March 2024. The higher costs are 
forcing the hotel to evolve to become 
a leaner business, but as managing 

director Jason Adams explains, 
it’s vital that the guest experience 
remains paramount. 

“We are doing several things 
differently to save costs, but this 
has also helped us to evolve our 
business to be a lot leaner, without 
compromising the guest experience,” 
he tells BH.

EXPANSIONS ON HOLD 
For many hotel businesses, expansion 
plans and investment budgets are 
on hold with the focus solely about 
efficiency and cost management for 
the next 12 months. Forthcoming 
trading conditions and global 
market instability are making reliant 
forecasting near impossible.  

Edmund Inkin, owner of 
EatSleepDrink, a collection of three 
properties in Wales and Cornwall, 
said 2023 is all about ‘hanging tough 
in a grubby cost environment’. The 
group will be ploughing their efforts 
into fine tuning their service offering 
to ensure they win over every guest. 

“Our message to our senior teams 
is to be absolutely obsessive about 
service,” he explains, “we need to fight 
for guests in a way that none of us 
have had to for several years. And if 
we want to charge the kind of prices 
that we need to be profitable in this 
kind of market, we need to be able 
to justify them. Fighting inflation 
is not about cutting costs, it’s about 
improving the products, giving guests 
better reasons to come to you. So our 
investment will be pushed towards 
making our guest experience better.”

Theo Iakimov, general manager 
at Miramar Hotel in Bournemouth, 
is predicting that some positives 
will come from the price hikes. He 
says that as a result of improved 
efficiencies, more hotels should be 
considering ‘greener’ technologies 
with a government incentive scheme 
implemented to encourage businesses 
to opt for sustainable practices. 

He adds: “Rising costs will 
(hopefully) bring sustainability, 
efficiency, and use of ‘green’ 
technology to the fore. Operators 

will have to look into their 
operations and extract every single 
ounce of efficiency, making the 
implementation of ‘greener’ energy 
saving technologies a “must” rather 
than a “maybe”. 

“A further targeted business energy 
relief scheme should be considered 
for operators that can prove their 
sustainability, such businesses 
should be given access to results 
driven grants. Going even further 
a portion of these grants could and 
should be financed by the large energy 
providers.”

Without further government 
intervention, more transparent and 
fair pricing, these prices could be here 
to stay. This combined with higher 
employee retention costs, the rise of 
F&B supply prices and more general 
recruitment issues still suffering from 
the fallout of Brexit, plus the squeeze 
on consumers’ disposable income 
creates a perfect storm that will not 
be without its casualties. 

There are a number of future 
significant budget imperatives to help 
the industry’s recovery that need to 
be hammered home to government. 
Revised immigration rules, a better 
targeted energy relief scheme and a 
reduction in Hospitality VAT should 
provide reassurance and hope for 
an industry facing unprecedented 
challenges in the coming year. 

Lourdes Dooley
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C
ameron House, the 
five-star luxury resort 
in Scotland, has unveiled 
the multi-million-pound 

Lomond Wing extension, which 
completes the property’s four-year 
restoration project following a 
fire that forced the hotel to close 
temporarily in 2017.

The new wing is an impressive feat, 
adding 68 luxurious bedrooms and 
suites, a 700-square-metre ballroom 
and a new loch-facing terrace.

Although connected to the main 
house, The Lomond Wing bedrooms 
are more contemporary in style. Andy 
Roger, resort director, tells me the 
hotel has managed to achieve “a real 
freshness and crispness” to the new 
rooms with floor-to-ceiling windows 
and modern fittings. There are still 
nods to tradition though, particularly 
noticeable in the bespoke Cameron 
House tartan which covers cushions 
and throws. “We wanted to have 
that hint of tartan without being too 
much,” says Roger. “You want to know 
you're in Scotland, but you don't want 

CAMERON HOUSE SPREADS ITS WINGS
FOLLOWING THE LAUNCH OF CAMERON HOUSE’S NEW LOMOND WING, RESORT 
DIRECTOR ANDY ROGER TELLS EAMONN CROWE HOW THE HOTEL IS BOUNCING 

BACK AFTER A FOUR-YEAR RESTORATION PROJECT

to have it covering every piece of 
fabric or linen in the room.”

The strategic positioning of the new 
bedrooms also helps with the flow 
of the guest journey. Roger explains: 
“They’re attached [to the main hotel], 
but feel slightly separate from the 
experience. If you're coming for a 
romantic weekend or a small family 
gathering and there's a big event 
going on, they don't come together 
quite as much because of the way 
we've designed it, which is obviously 
an added benefit.”

The Lomond Wing goes after the 
MICE market in a big way, but with 
plenty of talk during the pandemic 
about whether large-scale events 
would ever be back on the table, 
surely Cameron House recognised 
there was an element of risk? 

Roger tells me the plans were 
actually first drafted back in 2017, 
before the hotel closed. Works were 
set to begin again in early 2020, but 
then of course, came Coronavirus. 
“Our investors and owners saw the 
long term,” says Roger. “They knew 

everyone was going to get through 
this eventually and we wanted to 
come out the other side stronger in 
terms of product offering and the size 
of the resort.”

Despite the sizeable investment 
in the Lomond Wing, Roger is not 
forgetting about the hotel’s bread 
and butter: “We've always been a 
leisure dominated resort. While 
the group and MICE piece is very 
important going forward, we will still 
predominantly be a really fantastic 
leisure and family destination resort.”

This is evidenced by Cameron 
House’s renewed emphasis on guest 
activities, which include everything 
from Champagne cruises to Segway 
safaris. “We create an environment 
where you can come and have really 
nice spa treatments and fantastic 
menu experiences or be out kayaking 
on the loch with your kids - both 
can be happening at the same time 
without feeling that you're in a family 
resort or a place exclusively for 
couples,” concludes Roger. “I think we 
get the balance right.” 

WE WANTED A 
HINT OF TARTAN, 

WITHOUT IT BEING TOO 
MUCH”

CAMERON HOUSE    TALK
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House of Beauty
LUXURY GUEST COSMETICS

Sustainable packaging and formulations:
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THE MOST ANTICIPATED HOTEL OPENINGS OF 2023
A NEW YEAR MEANS NEW HOTELS. THESE ARE THE PROPERTIES THAT ARE SET TO 

SHAKE THINGS UP WHEN THEY OPEN THEIR DOORS TO THE PUBLIC IN 2023

No. 42 Margate

Location: Margate, Kent

Bedrooms: 21

Opening date: Spring 

2023

Family-owned boutique brand GuestHouse Hotels 

is heading to the seaside for the opening of its 

fourth site. As first reported by BH in March 2022, 

brothers Tristan, James and Tom Guest, purchased 

the property - formerly Sands Hotel and Restaurant 

- for £2.8 million. Once open, the hotel will be home 

to 21 bedrooms, a restaurant, rooftop and spa. 

The GuestHouse Hotels portfolio also includes a 

37-bedroom Georgian townhouse in Bath called No. 

15 and the No. 1 York, which comprises 39 bedrooms 

and a restaurant.

The Tempus, Alnwick 

Location: Charlton 
Hall Estate, Alnwick

Bedrooms: 15

Opening date:  
Early 2023

The third opening from The Doxford Group, which 
will open on the grounds of the Charlton Hall 
Estate, is inspired by the classic Lewis Caroll tale, 
Alice's Adventures in Wonderland. The Tempus will 
comprise 15 individually styled guest bedrooms, 
designed by Edinburgh-based Jeffreys Interiors. 
The bedrooms will be ‘inspired by the Alice in 
Wonderland adage of being ‘entirely bonkers’…with 
a nod to the estate’s existing accommodation.’ The 
new hotel will also be home to a ground-floor bar, 
restaurant and orangery offering bistro-style dining 
and late night-cocktails.

Elevate your hotel amenities with VANITY GROUP 
VANITY GROUP is dedicated to elevating guest cosmetics from essential items to an 
experience that rivals even the sweetest suite. 
Renowned as hospitality’s house of beauty, VANITY GROUP partners with the world’s most 
progressive brands including KARL LAGERFELD, Jo Loves by Jo Malone CBE, Atkinsons, 
Antipodes and The Organic Pharmacy ( just to name a few). 
Now into its eleventh year of business, VANITY GROUP develops and manufactures Hotel 

Collections that include Hand & Body Wash, Hand & Body Lotion, Shampoo, Conditioner, Triple Milled Soap and a 
range of indulgent turndown items including Bath Salts, Lip Balm, Hand Cream and Facial Cleanser.
Priding itself on doing good things for the planet and its people, VANITY GROUP provides a range of sustainable 
solutions. These range from a world-first 100% plastic free program incorporating aluminium tubes and woodchip 
caps, large format 500ml refillable bottles, and innovative packaging options like Post-Consumer Recycled material 
and repurposed OceanBound material.
VANITY GROUP also provides a range of luxurious eco-friendly accessories made from sugarcane, bamboo, corn-
derived plastics, and biodegradable additives to help guests find comfort in the fact they are experiencing a sustainable 
stay. 
The only hotel amenity provider globally to be PETA certified and trademarked by The Vegan Society, VANITY 
GROUP gives confidence to hotels and their guests that they are using the best in class, regulated personal care 
products. 
Ready to join the beauty parade? Visit vanitygroup.com or email info@vanitygroup.com
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Wildes Chester

Location: Chester

Bedrooms: 18

Opening date: Spring 

2023 

Originally scheduled 

to open last summer, 

the second site from The Wildes Hotel Group has 

been plagued by planning permission troubles. Now 

set to open in the spring, Wildes Chester will feature 

18 bedrooms, a rooftop pool and a spa complete with 

a nail bar, relaxation area and multiple treatment 

rooms. The hotel’s restaurant will be called ‘X’ and 

headed up by chef Harry Guy. Little is known about 

the food so far, but interior designers SpaceInvader 

and David Cox Architects, who are both overseeing 

the build, have revealed the ‘experience’ restaurant 

will spread across two floors.

Broadwick Soho

Location: Soho, 

London

Bedrooms: 57

Opening date: 2023

There are some 

seriously impressive 

names behind this 57-bedroom site in Soho, which 

is a collaboration between long-time friends Noel 

Hayden and Jo Ringestad. It will be the first London 

hotel designed by Martin Brudnizki, the man 

responsible for the looks of some of the capital’s most 

famous dining haunts – The Cinnamon Club, Lyle’s 

and Wild by Tart to name just a few. At Broadwick 

Soho, guests will be able to satisfy their cravings at 

F&B concepts operated in partnership with Jamie 

Poulton and chef Ed Baines, the founders of seafood 

joint Randall & Aubin on nearby Brewer Street.

The Peninsula London

Location: 

Belgravia, London 

Bedrooms: 190

Opening 

date:Early 2023 

Overlooking Hyde Park Corner and the Wellington 

Arch, The Peninsula London will be a five-star hotel 

comprising 190 bedrooms and suites, as well as 25 

luxury residences which are currently for sale. The 

much-anticipated hotel will also be home to a rooftop 

restaurant and bar, offering contemporary British 

cuisine. The rumour mill has touted acclaimed chef 

Claude Bosi as the top contender to take control of 

the kitchen - Bosi currently operates Bibendum at 

Michelin House and is the only chef in history to have 

Michelin stars awarded to the restaurant located in 

the original UK Michelin Headquarters.

1Hotel Mayfair

Location: Mayfair, 
London

Bedrooms: 184

Opening date: 
Spring 2023

Promising to marry luxury with sustainability, this 
mammoth nine-floor site overlooking Green Park will 
be the first UK outpost of the 1Hotel brand (existing 
locations include New York, Toronto and China). 
Expect 181 stylishly appointed bedrooms and suites, 
alongside a bespoke fitness and wellness centre and a 
communal lobby bar where guests can mingle. 1Hotel 
Mayfair will also be home to a restaurant and garden 
terrace from Michelin-starred chef Tom Sellers, 
which will champion sustainability. The project is 
part of a wider redevelopment programme in the 
area, which stretches across Dover Street, Piccadilly, 
and down to 1 Berkeley Street.
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Mandarin Oriental Mayfair 

Location: 
Mayfair, London 

Bedrooms: 50

Opening date: 
Spring 2023

Located on 
Hanover Square, 

Mandarin Oriental Mayfair will act as a more 
intimate sibling site to Mandarin Oriental Hyde 
Park, comprising 50 guest bedrooms and 79 private 
residences. The hotel will also house the first Akira 
Back restaurant in the UK from the Michelin star 
chef of the same name, as well as his ‘ABar Lounge’ 
concept. Elsewhere in the hotel will be an urban 
spa, home to an indoor 25-metre swimming pool, 
sauna, vitality pool and relaxation room. The hotel’s 
interiors have been masterminded by Rogers Stirk 
Harbour + Partners, the talent behind the Lloyd’s 
building and the ‘Cheesegrater’ in London.

Bike & Boot Peak District
Location: Peak 
District

Bedrooms: 60

Opening date: Spring 
2023

Housed on the former 
site of The Rising Sun 

hotel, this will be the second Bike & Boot location 
following the brand’s 65-bed debut in Scarborough. 
The site, located within Hope Valley (Peak District’s 
National Park) stretches across three floors and will 
be geared towards walking tourists, dog owners and 
those looking for a taste of the country. Speaking 
about the opening, Simon Kershaw of Bike & Boot 
Hotels said: “We are delighted to be bringing Bike 
& Boot to the Peak District following on from the 
success of the Scarborough hotel which opened in 
2019. Bike & Boot is a new leisure hotel fit for the 21st 
century, offering great value and facilities for leisure 
breaks.” 

The Chelsea Townhouse

Location: 
Chelsea, London 

Bedrooms: 35

Opening date: 
2023

Formerly known as The Draycott Hotel, this site 
was acquired by Cadogan in late 2022, adding to 
the group’s collection of hospitality businesses 
in London (which includes Beaverbrook Town 
House). The 35-bedroom hotel was built in 1890 
and comprises three red-brick townhouses. The 
property is currently undergoing a multi-million 
pound renovation before its relaunch and will be 
operated by Iconic Luxury Hotels. Hugh Seaborn, 
chief executive of Cadogan said: “We are delighted to 
bring this fine luxury hotel under our stewardship, as 
part of our strategy to ensure Chelsea has some of the 
world’s best places to stay.”

Langdale Chase

Location: Lake 
District

Bedrooms: 29

Reopening date: 
Autumn 2023 

Although not 
technically new, Langdale Chase is set to look 
unrecognisable when it reopens in autumn 2023, 
having undergone its most extensive refurbishment 
since it first opened as a hotel in 1937. Owners 
Daniel Thwaites says it has worked closely with local 
planning authorities and heritage groups to ensure 
the original features of the Grade-II listed buildings, 
which date back to 1895, will be preserved and 
restored to their former glory, with a contemporary 
feel. The design and interiors have been created by 
Jane Goff, Director at Goff Associates Ltd, who has 
taken inspiration from the 1920s and 1930s.
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The St Regis London 

Location: Mayfair, 
London

Bedrooms: 196

Opening date: 2023

Marriott International 
is set to bring the 
St. Regis brand to 

London, on the site of The Westbury Hotel. The hotel 
is undergoing a £90 million redevelopment, including 
the addition of an eighth floor. When complete, The 
St. Regis London will comprise 196 rooms and suites, 
alongside a signature restaurant, speakeasy jazz bar, 
fitness centre and spa. The hotel will retain the long-
standing Polo Bar, originally designed for the Phipps 
family of America, avid polo players and creators of 
the Westbury Hotel in New York and London. The 
St Regis London is designed by Peter Newman-Earp 
of Morrison Design, with interiors by Richmond 
International.

Raffles At The OWO

Location: Mayfair, 
London

Bedrooms: 125

Opening date: Spring 
2023

The first London hotel 
for the long-standing Raffles brand will be located 
within The Old War Office, which was once the site of 
the original Palace of Whitehall. The hotel is destined 
to become something of a foodie destination, 
housing 11 restaurants and bars in total. Three of the 
concepts – a fine-dining restaurant, an avant-garde 
chef’s table experience and a more casual brasserie 
– will be overseen by chef Mauro Colagreco, who 
is best known for his three Michelin-star Mirazur 
restaurant in Menton, France. The restaurants will 
be committed to seasonality and sustainability, with 
dishes featuring produce from local suppliers.

Brama at Bromley Town Hall

Location: 
Bromley, London

Bedrooms: 24

Opening date: 
Summer 2022

The planning process for the conversion of the 
Grade-II listed Bromley Town Hall first began in 2015 
and it is now finally set to be completed. The site will 
soon house a 24-bedroom boutique hotel, as well as a 
restaurant, bar, members’ lounge, outdoor courtyard 
and 73,000 sq ft of serviced office space. The hotel 
will be set within a two-storey roof extension clad in 
metal shingle, while the offices will be located inside 
the town hall’s existing loft. Design wise, expect 
striking interiors which take their inspiration from 
some of Bromley’s most famous former residents, 
including the likes of David Bowie and Charles 
Darwin.

The Wesley Camden Town

Location: Camden, 

London

Bedrooms: 38

Opening date: 

January

In an unusual partnership, boutique hotel brand The 

Wesley (which already boasts a site in Euston) has 

teamed up with The Methodist Church and Manalo & 

White Architects to create a new, mixed-use project. 

The Wesley Camden Town will feature a worship 

space for the church on the lower ground floor of 

the building, with 38 hotel rooms spread out across 

the four floors above.  The church space will also be 

widely available for community groups to use. The 

hotel will showcase modern contemporary design 

by HLM interior design architects and reflect the 

vibrancy of the Camden area.
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Ruby Zoe

Location: 

Notting Hill, 

London

Bedrooms: 173

Opening date: 

February 2023

You can expect plenty of colour and fun at Ruby 

Zoe, which boasts a carnival theme and is the 

second UK site from Ruby Group (the brand already 

operates sites across Europe in the likes of Austria, 

Switzerland and Germany). Ruby Zoe will comprise 

173 stylish bedrooms and follow Ruby Group’s Lean 

Luxury philosophy: ‘a top location, high-quality 

fittings, and outstanding design.’ The opening is just 

part of the hotel group’s UK expansion plans, with 

further Ruby properties earmarked for Clerkenwell 

and Southwark. 

Barnsdale Lodge

Location: Rutland

Bedrooms: 46

Opening date: March 

2023

Hot on the heels 

of winning Sunday 

Times Hotel of the Year 2023 for The Retreat at 

Elcot Park in Newbury, the fast-growing Signet 

Collection has announced it will open a third location 

this spring. Barnsdale Lodge is situated on a 30 acre 

site less than a mile from Rutland Water, a popular 

tourist attraction. The existing hotel will undergo a 

refurbishment before reopening under the Signet 

umbrella and once complete, will be home to a fine-

dining restaurant, conservatory, courtyard garden, 

croquet lawns and a beauty salon.

Treehouse Hotel Manchester

Location: 

Manchester

Bedrooms: TBC

Opening: Spring 

2023

Treehouse Hotels, part of the global SH Hotels & 

Resorts group, is all set to open its second UK site 

with Treehouse Hotel Manchester, which follows 

the brand’s debut London outpost.Opening on 

Deansgate, Treehouse will comprise 216 guest 

bedrooms and several unconventional features such 

as stepping stones in lift lobbies, custom designed 

space hoppers in the hotel gym and an invitation 

for visitors to carve their stories into a central living 

wooden art piece that will grow over time.

100 Princes Street

Location: 
Edinburgh

Bedrooms: 30

Opening date: 
Spring 2023

The first Scottish 
site for The 

Red Carnation Hotel Collection, which will act as 
a sibling property to London’s Hotel 41, promises 
‘uninterrupted views of Edinburgh Castle’. 100 
Princes Street is inspired by late fashion designer 
Alexander McQueen, with Toni Tollman, Philippe 
Bonino and Brian Brennan (the design team behind 
Ireland’s feted Ashford Castle) in charge of the 
hotel’s look. The team has worked with local artisans 
to create bespoke pieces for the hotel, including 
tartan designed by Araminta Campbell and a central 
staircase which features a hand-painted mural by 
Croxford & Saunders, honouring the adventures of 
several great Scottish explorers.
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YOUR PLACE HOTELS IS A NEW HOSPITALITY COLLECTION FROM SERENA VON DER 
HEYDE AND HER TEAM AT GEORGIAN HOUSE HOTEL IN LONDON AND VICTORIAN 

HOUSE HOTEL IN THE LAKES. NOW WITH THREE PROPERTIES, THE GROUP IS 
STREAMLINING SERVICES AND FOCUSING ON SUSTAINABILITY AS IT PREPARES TO GO 

LIVE. WE CAUGHT UP WITH SERENA TO DISCUSS HER PLANS

S
erena von der Heyde 
is one of the industry’s 
most exciting hoteliers right 
now. She braved opening 

a new hotel in February 2020, is 
continuously evolving the offering at her 
London boutique and is now turning her 
attentions to a third venture. 

In November last year, Serena’s 
husband Andy acquired Rothay 
Garden Hotel in Ambleside. A business 
consultant by trade, he invested in 
the hotel with the plan for Serena and 
her team to revamp and then run the 
property under a new brand, Your Place 
Hotels. 

Serena’s other properties, Georgian 
House Hotel in London – which she 
owns with her family - and Victorian 

FINDING YOUR PLACE 

I HAD ASSUMED THE EMPLOYMENT 
LANDSCAPE WOULDN’T BE WORSE IN 

CUMBRIA THAN IT IS IN LONDON, BUT IT IS MUCH 
WORSE”

House Hotel in the Lake District – 
taken over just before the pandemic 
and bought solely by Serena – will then 
naturally move into the collection. 

She adds: “My husband is a business 
consultant and specialises in lean 
business practices, but he has wanted to 
have a business for a while and thought 
it would make a lot of sense to join 
together.”

Social media marketing about Your 
Place Hotels has already begun and a 
newsletter is being prepped to inform 

the hotels’ followers about the changes. 
Serena explains that the key will be 
keeping it consistent across the three 
properties. 

“We have a really established team 
now and we are really lucky to be going 
into these new businesses with a strong 
team.”

HISTORY 
Von der Heyde has operated London 
boutique Georgian House Hotel for the 
last 25 years after inheriting the then 
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TRADE DISCOUNT AVAILABLE
0333 400 1777 (LOCAL RATE)

trade@harrod.uk.com
www.harrodhorticultural.com
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SCAN HERE



two-star business from her grandfather 
at the age of 19. The hotel was originally 
built as a private house in 1851 by her 
great great grandfather and Serena has 
since transformed the building into a 
chic boutique hotel with 60 bedrooms, 
plus the famous themed Wizard 
Chambers, which continue to pull in 
hungry Harry Potter fans. 

She acquired her second property, 
the Oak Bank Hotel in Grasmere, in 
2019 and relaunched the business as 
Victorian House Hotel in February 
2020, just before the pandemic hit. 
Always striving to think outside the box, 
Serena opened a Shepherd’s hut that 
summer and business has been building 
since. 

The 19-bedroom property operates as 
a ‘country cousin’ to its city counterpart, 
but Serena admits the whole team has 
been ‘learning a lot’ running a hotel in 
Cumbria compared to London. 

Staffing for example, has not been 
easy. 

“I had assumed the employment 
landscape wouldn’t be worse in Cumbria 
than it is in London,” says Serena, “but 
it is much worse. I had assumed there 
would be a local population to recruit 
from, but we had to recruit entirely from 
outside and the accommodation was 
near on impossible. I ended up buying 
a staff flat in Ambleside for my team 
which has eased it enough to be able to 
function.”

Victorian House also has different 
strengths. The hotel has completed a 
handful of exclusive bookings – unheard 

of in London – and food demand comes 
from other markets. While the wizard 
themed afternoon tea at Georgian 
House in London is very popular, there 
is little demand for food provisions 
beyond that. At Victorian House, 
Serena says it is ‘quite the opposite’, 
with overnight guests out exploring all 
day and eager to keep it in house come 
dinner time. 

Strengthening and building teams 
has been a challenge, Serena adds, and 
bedding in processes from a distance 
that are consistent was another learning 
curve. However, being an independently 
owned and operated business means 
Serena and the team can be creative in 
their decision making and gives them 
added freedom and flexibility on what 
works and what doesn’t. 

Starting from scratch at Victorian 
House Hotel allowed Serena to 
determine exactly the brand she wanted 
to create, assessing practices and 
methods that were in place at Georgian 
House without question and coming at 
it from a different angle. 

Serena says: “When we bought 
Victorian House I had a really clear idea 
of what I wanted the food to be like, the 
design, the rooms to look like, the feel 
of the place, the breakfast menu. I had 
a clear idea of who I wanted to come. 
And when you reflect the mirror back at 
this place (Georgian House), you realise, 
hang on a minute that’s not really 
consistent, so why are we doing that 
then? It’s helped us, because we have 
been here so long, you take some things 

for granted and when you look back at it, 
you see it through a new lens.”

NEW ADDITION 
Earlier this autumn, BH reported that 
Serena’s husband, Andy Miles, had 
taken over Rothay Garden Hotel in 
Ambleside. The business was sold by 
Simon Clark, who had owned the hotel 
since 2019, off a guide price of £1.175m. 
The Victorian property currently trades 
as a 15-bedroom B&B, benefitting from 
its high footfall area and catering to 
a mix of domestic and international 
clientele. Serena first viewed the 
property in 2019 before deciding to buy 
Victorian House Hotel, so when it came 
on the market again, she knew it would 
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GREEN INITIATIVES 
SOLAR PANELS 
Solar panels have been installed 

at Victorian House Hotel which 

Lakeland Foundation provided a 

grant for. 

MY GREEN BUTLER 
The hotel is also in the process of 

setting up with My Green Butler, 

a clever system that can tell you 

exactly where energy losses are 

being made in each bedroom. 

The hotel is installing sensors 

and meters in the bedrooms 

which send minute by minute 

information on water, electricity 

and gas usage to make savings. 

A third of what is saved then 

goes to a charitable cause of the 

team’s choosing.

COMMUNICATING THE 
MESSAGE WITH GUESTS 
Serena and her team spend time 

understanding how they can save 

on energy waste and how this 

can be communicated to guests. 

Guests are contacted prior to 

arrival, and told what the hotel is 

doing to reduce its energy usage 

and carbon waste to try and get 

them on board with the scheme. 

The intelligent technology from 

My Green Butler means staff 

can contact guests about their 

temperature and room comfort 

during their stay, based on the 

information being fed through on 

the meters. 

be a great fit. 
She says: “We will run Rothay a bit 

before we do the refurbishment at 
the end of the year and bring it into 
the same vein of Victorian House and 
Georgian House. That way we can 
hopefully save a bit of money and be 
ready to renovate. The idea is that we 
will have 15 bedrooms in Grasmere 
and 20 bedrooms in Ambleside, so can 
hopefully do some good economies of 
scale.”

The refurbishment, as Serena 
explains, will be done sensitively and 
cohesively with the other two properties 
within the portfolio. “Our whole thing 
is bringing out the bones of the original 
design but in a more modern context; 
and I really care about the heritage of 
the buildings,” she says. 

“Our ethos is the simple things done 
beautifully,” adds Serena, “so nice 
things, not complicated or fussy, we will 
never be doing Michelin star food or a 
top notch spa, but everything we do we 
want to do it nicely.”

SUSTAINABILITY 
Across the portfolio, sustainability and 
ethical credentials are critical to the 
DNA of Your Place Hotels and Serena 
has already done a lot of work to embed 
this into each hotel. Now 10% of those 
working in the business have a disability, 
which equates to four members of 
staff. Serena is also a fierce champion 
of women working in the industry and 
is driving change to push for equal 
opportunities for all. 

Serena explains: “We are a very 
ethical business from the point of view 
of sustainability and diversity. We’ve 
done a lot of work here now to the 
point where we have to be careful as we 

have proportionally more women in 
management positions in the business 
than men. We are working hard on our 
ethnicity pay gap as well.”

The team recently attended a 
training session with Mencap to 
broaden their knowledge on challenges 
disabled people face when it comes to 
employment. Working with the charity, 
the hotel offered a job placement, which 
then became a permanent position. 
Three Springboard appointments also 
translated into permanent positions 
across the business. 

“I feel super proud on the effort and 
so do the team,” Serena says. “Quite a 
few people coming for jobs have said, ‘oh 
I’ve seen you do this and that’s attracted 
me to work here’.”

GROWTH PLANS 
On the cusp of the new collection and 
fresh from the completion of their third 
property, Serena and her team have 
more than enough to keep themselves 
busy for the next 12 months. However 
growth is part of the plan for Your Place 
Hotels, and ensuring the business is 
financially self-sustainable to drive the 
expansion.

“This is self funded,” says Serena, 
“and all the profits go back into the 
business, so I’d like to get to a stage 
where I am not continuously putting my 
own money in. I’d feel more financially 
stable personally and hopefully in time 
we will be debt free. 

“Friends could potentially invest 
in the business, but I want to be sure 
that what we have works. It’s a few 
years down the line but if we want to 
grow again, the plan would be to grow 
with investors so it’s not all off our own 
backs,” she adds. 
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DISCOVER WHAT SOME OF THE UK’S BIGGEST HOTEL BRANDS  
HAVE IN THE PIPELINE FOR 2023

Marine and Lawn Hotels & Resorts is a collection of bespoke hotels 
in distinguished golf destinations. The current portfolio comprises 
four properties in Scotland and the soon to relaunch Slieve Donard 
and newly-acquired Adelphi Portrush Hotel in Northern Ireland. 
Marine and Lawn Hotels & Resorts is owned and developed by 
Nashville-based AJ Capital Partners.

Phillip Allen, president of Marine & Lawn Hotels & Resorts 
comments:

How have you grown the business in 2022? 
In June, we reopened our third Scottish seaside hotel, the fully 
renovated Marine Troon, which is located along the Ayrshire 
coast less than an hour from Glasgow. We also acquired two new 
properties: The Dornoch Hotel in Scotland and The Adelphi 
Portrush Hotel in Northern Ireland. These are local gems that fit 
perfectly with Marine & Lawn’s mission of providing world class 
hospitality in world class golf destinations. 

What plans do you have in the pipeline for expansion?
We will have two new properties launching under the Marine 
& Lawn banner in 2023: the iconic Slieve Donard in Northern 
Ireland and The Dornoch Station Hotel in the Scottish 
Highlands. Slieve Donard will be the first Marine & Lawn 
property outside of Scotland; it’s also our largest property with 
the most dramatic exterior, and it sits on a gorgeous piece of real 
estate hard against the Irish Sea and the Mourne Mountains 
and immediately adjacent to Royal County Down. This is a 
hidden gem that we can’t wait to reveal to the international golf 
community this summer.

We've also acquired the Adelphi Portrush Hotel on the 
northern tip of Northern Ireland near beautiful Giant’s 
Causeway and the Causeway Coast. We plan to welcome that 
property into the Marine & Lawn family in 2024. 

We have our eyes on a few other locations as well. We don’t 
comment on future acquisitions, but we are still looking to grow 
– carefully and strategically – in the UK and Ireland.  

THE BIG BRAND  REPORT

What have been some of the most 
successful initiatives / changes you’ve 
implemented across the portfolio?
The biggest changes we’ve made at all the Marine & 
Lawn properties are major renovations to the hotels 
themselves. Most of the properties we’ve acquired 
have “great bones” but needed significant upgrades 
and modernisation. We’ve made the necessary 
investments to bring them up to the standards 
that discerning travellers expect. We’ve also got an 
amazingly talented in-house design team, and they 
have really put their creative stamp on all of the 
projects.

Another major focus has been upgrading the food 
and beverage experience. With our partners, White 
Rabbit Projects, we’ve created exciting restaurant 
concepts at all of our hotels that feature local meat, 
fish, and produce as well as great wines and craft 
cocktails in a warm and welcoming environment.

With the upgraded facilities and service, we’re 
attracting tons of international golfers – especially, 
but not exclusively, Americans. The onset of the 
Covid pandemic essentially wiped out two full golf 

MARINE & LAWN HOTELS & RESORTS

K
eeping an eye on the movements of the biggest chains, hotel groups and global brands can help 

define your own strategies and growth plans. We take a look at how the brands have fared this year, 

how they are focusing on growth and how they are bracing to overcome challenges over the next 12 

months. 

Not immune from the rise in costs being felt across the industry, hospitality groups are also having to think 

of leaner ways to do business without compromising the guest experience. This, juggled with growth plans 

already set and stakeholder expectations can make it a challenging environment. 

Phillip Allen
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seasons, so the pent-up demand to 
travel to world class golf destinations 
really worked in our favour in 2022 and 
we believe the story will be much the 
same in 2023.

What do you see as major 
headwinds you will be facing 
next year? And how will you 
overcome them?
As with nearly everyone in our 
industry, the number one headwind 
for 2023 will be energy costs. We’re 
hopeful that government support 
will continue to mitigate this issue 
somewhat, but we’re also proactively 
looking at ways to decrease energy 
usage without damaging the guest 
experience. We’ve also had to deal 
with increased labour costs and 
hiring challenges, but I think we’ve 
already worked through the worst of 
that. We’ll continue to take good care 
of our guests and our employees and 
let the chips fall where they may.

What do you think will be key 
to winning market share in 
2023?
•  Continuing to provide a 

hospitality experience that is 
inspired by, and equal to, the 
incredible golf experience in our 
local market. 

•  Keeping our food and beverage 

offerings relevant and exceptional.
•  Activating our properties in fun 

and engaging ways for non-golfers, 
particularly during the cooler 
months.

Hotel du Vin now comprises 19 properties 
across the UK. Malmaison operates 16 
boutique hotels, with its latest property 
in Deansgate Manchester due to launch 
next year. 

Scott Harper, COO Malmaison and 
Hotel du Vin says:

How have you grown the 
business in 2022?
Rooms recovery has been strong for 
both Malmaison and Hotel du Vin. 
For Hotel du Vin this has been 
fuelled by domestic leisure with 
staycations up 24% on pre-
pandemic levels in 2022.

The focus for Malmaison 
and Hotel du Vin has been 
driving strong rates and 
managing occupancies due to 
staffing challenges.

Food and beverage and transient 
dinner is still in a recovery period. 
The last couple of years have been 

HOTEL DU VIN AND 
MALMAISON 

challenging with staffing kitchens, 
bars, and restaurants as a result of 
the double whammy of Covid and 
Brexit on the hospitality sector.

As things recovered post-Covid, 
Malmaison and Hotel du Vin has 
expanded its meeting and events and 
also its weddings provision again. 
Weddings have been particularly 
strong in 2021 and 2022 due to pent 
up demand. Since the spring we have 
seen meetings and events return 
to pre-pandemic levels for both 
Malmaison and Hotel du Vin.

What have been some of the 
most successful initiatives / 
changes you’ve implemented 
across the portfolio? How have 
you invested in development 
this year?
In 2022 we launched a partnership 
with sustainable period care experts 
Freda to bring their sustainable 
period products to our hotels. We’re 
proud to be the first boutique hotel 
brands to roll out period products 
in our rooms and suites nationwide. 
Not only does this initiative work to 
tackle stigmas around menstruation 
but it elevates our guest experience 
too. We want to make pads and 
tampons as commonplace as toilet 
paper in hotel bathrooms while 
prioritising guest wellbeing to help 
people feel more at home while they 
are with us.

Scott Harper
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What do you see as major 
headwinds you will be facing 
next year? And how will you 
overcome them?
The two biggest challenges for the 
hospitality sector in 2023 will be 
utility costs and the cost-of-living 
crisis. Malmaison and Hotel du Vin 
have set up a task force to review 
short term measures to reduce energy 
consumption as well as longer term 
strategies to improve our operations – 
but there will be an unavoidable hit to 
hospitality businesses this year even 
with Government support in place.

We have seen the effects of the 
utilities crisis and the overall cost-of-
living squeeze take effect in the past 
couple of months. Our approach in the 
coming months will be to introduce 
value added activations with a 
particular focus on food and beverage, 
to make eating out more affordable.

Christmas numbers are very positive 
for both Malmaison and Hotel du Vin, 
with bookings 30% up on last year but 
this is still a slight reduction on pre-
pandemic levels with the cost-of-living 
crisis dampening demand. The current 
train strikes and extreme weather 
conditions we are experiencing are 
notably having an effect on hospitality 
with our properties experiencing 
cancellations and no-shows as a result, 
impacting December F&B trade.

How are you adapting to the 
challenging costs environment 
at the moment?
At the end of last year, we took the 
decision to increase pay rates to £1 
above the national minimum wage 
and introduced a retention bonus for 
all staff. This has had a major effect 
and our overall retention rates have 
increased by 30% versus pre-pandemic 
which in turn has meant improved 
consistency and efficiency across 
our hotels. We plan to continue this 

initiative into 2023 and maintain a 
differential against the NMW.

What do you think will be key to 
winning market share in 2023?
Delivering guest expectations on 
a consistent basis continues to be 
our key focus operationally with 
recruitment and retention absolutely 
at the heart of this for Malmaison and 
Hotel du Vin in 2023.

What plans do you have for 
expansion?
Malmaison Manchester Deansgate 
will open late-Spring 2023. We’re 
really excited to be opening our 
second hotel in Manchester offering 
fans of Malmaison a greater choice 
within this dynamic city. Malmaison 
Manchester Deansgate is the perfect 
partner to the original Malmaison by 
Piccadilly and is a much smaller hotel 
with a more boutique feel. 

Driving our food and beverage 
offering forward is of huge 
importance to Malmaison and as 
such we’re also incredibly proud 
to open our second Sora rooftop 
bar following its massive success at 
Malmaison York. Bringing Sora to 

Manchester alongside our signature 
Chez Mal Brasserie made complete 
sense, reinvigorating Malmaison’s 
offer in the city as a unique dining 
destination, while empowering our 
guests with the choice to explore a 
range of culinary experiences across 
both concepts.

IHG Hotels & Resorts is a portfolio of 17 
hotel brands, boasting over 6,000 open 
hotels in over 100 countries and more 
than 1,800 in the development pipeline. 
InterContinental Hotels Group PLC 
is the Group’s holding company and is 
incorporated and registered in England 
and Wales, Approximately 325,000 
people work across IHG’s hotels and 
corporate offices globally. 

WE TOOK THE DECISION TO INCREASE PAY 
RATES TO £1 ABOVE THE NATIONAL MINIMUM 

WAGE AND INTRODUCED A RETENTION BONUS 
FOR ALL STAFF" 

Malmaison Deansgate

Joanna Kurowska
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Joanna Kurowska, MD UK&I, IHG 
Hotels & Resorts comments: 

How have you grown the 
business in 2022?
Our brands continue to be in high 
demand with owners and guests and in 
the latest quarter we opened 51 hotels 
and signed 89 hotels into our pipeline, 
taking our system size to over 6,000 
hotels globally. In the year to date 
our newer brands grew to be 12% of 
signings, while conversions increased to 
be over 30% of openings.

We’ve rapidly grown our estate 
including established brands such as 
InterContinental, now at over 200 
hotels with a pipeline of 84, and Holiday 
Inn Express which reached over 3,000 
hotels with around 650 in its pipeline.  

 We continue to see growing interest 
in conversion opportunities which 
represented over a quarter of openings 
in the period.  

 And we’ve grown our luxury and 
lifestyle brands with Hotel Indigo 
having had a record year of openings. 
New openings for this year have 
included Hotel Indigo Exeter, voco 
Edinburgh Royal Terrace and Kimpton 
Aysla Mallorca.

How have you invested in 
development this year?
In recent years, we have transformed 
IHG Hotels & Resorts by continuing to 
invest in the quality of our estate, adding 
fantastic new brands, sharpening owner 
returns, advancing our sustainability 
agenda, and continuing to strengthen 
and enhance our culture. 

 Investments in our brands, 
perception and quality, technology, 
loyalty and operations has put 
everything in place for an acceleration 
in 2023 and beyond.

What do you see as major 
headwinds you will be facing 
next year? And how will you 
overcome them?
It’s no secret that the challenges we’ve 
faced in recent years and continue to 
face have impacted our industry, but 
nevertheless hotels remain a highly 

attractive long-term investment 
opportunity. 

As a global business we are used to 
dealing with fluctuations be it Covid 
and travel restrictions, the impact of 
geopolitical situations, or ever-changing 
market conditions. It all comes back to 
reputation; as a business it’s important 
to control what we can and demonstrate 
to all our stakeholders how strongly we 
can react to any adversity.

 
How are you adapting to the 
challenging cost environment at 
the moment?
With increasing supply costs and supply 
chain issues, together with labour 
shortages, our owners around the world 
rely heavily on IHG to help them run an 
efficient business. We have continued 
to expand the benefits for owners of 
being part of the IHG system, whilst also 
improving guest experience.  

We have further expanded the scale 
and reach of our procurement solutions 
for operating supplies and equipment. 
These programmes support menu 
optimisation, help owners mitigate 
inflationary pressures and achieve 
absolute savings.

Electricity and gas markets across 
Europe are facing unprecedented 
volatility with regards to both supply 
and pricing, and we share concerns 
around what that means for day-to-day 
hotel operations.  IHG has issued some 
helpful guidance to our owners and 
operators on how they might consider 

working with an energy consultant who 
is familiar with local market conditions, 
for example, or investigate both fixed 
and flexible contracts and work with 
an energy consultant to decide which is 
most appropriate for each hotel.   

Whilst it is important to strive to 
achieve the best supply and pricing 
contracts available, energy conservation 
is also of critical importance when 
trying to reduce costs and minimise our 
environmental impact and minimise 
our environmental impact. Numerous 
Energy Saving Measures (ECMs) 
are laid out in IHG’s Green Engage 
Programme, which includes simple and 
effective measures to reduce energy use. 
The recently introduced ‘Hotel Energy 
Reduction Opportunities’ (HERO) 
tool identifies short-, medium- and 
long-term investment opportunities 
for hotels to take in reducing energy 
consumption.  

We are also piloting renewable 
energy sourcing on behalf of our owners 
and developing a power purchase 
agreement in a very competitive market. 
Owners have also been able to lock-in 
substantial savings though our fixed 
negotiated rates on other energy costs.  

What do you think will be key to 
winning market share in 2023?
There continues to be a huge appetite 
for travel from both owners and 
guests. 

In 2021, we became IHG Hotels & 
Resorts, making it clear that we’re a 
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THE QHOTELS 
COLLECTION

hotel company with a fantastic family 
of brands to explore.  

Across our Holiday Inn and 
Crowne Plaza brands recently 
renovated hotels are showing 
strong performance metrics across 
occupancy, room rate, revenue market 
share and guest satisfaction scores.   
 Our voco brand has also 
been achieving top guest satisfaction 
scores versus equivalent competing 
brands. 

What plans do you have in the 
pipeline for expansion?
There is always something new 
around the corner! I think the very 
first thing that comes to my mind 
is the Vignette Collection brand’s 
first anniversary: in the midst of 
the pandemic, we announced the 
conception of our luxury collection 
proposition, and it has been gaining 
momentum since then.

Vignette Collection has had a 

brilliant first year. With 14 hotels 
signed or open, we are on track to 
achieving our ambition of securing 
more than 100 Vignette Collection 
hotels in 10 years.

We have also very recently added to 
our portfolio of brands now standing 
at 18 in total, as we acquired Iberostar 
Hotels & Resorts - resort and all-
inclusive hotels in the Caribbean, 
Americas, Southern Europe and 
North Africa.

The QHotels Collection is a portfolio of 
four-star hotels in England and Scotland. 
The collection is made up of 21 hotels and 
resorts, including 15 individual hotels 
and six branded hotels; three DoubleTree 
by Hilton resorts, two Delta by Marriott 
venues and one Mercure Hotel. In the 
year 2022, the group rebranded to 
become The QHotels Collection.

Keith Pickard, golf, health club 
& spa director for The QHotels 
Collection says:

How have you grown the business 
in 2022?
It has been a great year for us here at 
The QHotels Collection. We’ve really 
continued the halo effect post-Covid 
and have really benefitted from that 
growing staycation market, as well as 
the increase in golf participation.

Our residential business has grown 
exponentially, well beyond our 2019 pre-
Covid levels. We’ve seen a lot of repeat 
business which is nice to see. Our golf 
memberships have also increased again, 
surpassing pre-Covid numbers. Even 
looking into next year, there are no signs 
of it regressing despite what’s happening 
out in the world. It’s important we’re 
not complacent, though, and we must 
ensure that we are continuing to invest 

into the product, our people and the 
overall service experience.

What have been some of the 
most successful initiatives / 
changes you’ve implemented 
across the portfolio?
You could have the best business 
strategy and locations in the world, but 
it’s difficult without having the right 
people. We’ve therefore really looked 
at creating a development framework 
for our teams that enables a clear 
career development pathway with a 
backbone focused on training. So, if 
someone comes in as a golf operations 
team member there is transparency on 
how they can progress to be the next 
superstar head of golf.

It's not the finished article, it’s a work 
in progress, but we’re very pleased with 
what we’ve actually created.

How have you invested in 
development this year?
Despite Covid and a lot of businesses 
really struggling, we’ve invested heavily 
into our portfolio over the last year or 
so, particularly into golf. Rewind to 2021 
and we invested over £3 million into our 
golf courses and facilities – including 
upgrading some of our equipment and 
continued improvements to bunker 
projects, drainage enhancements, 
green renovations etc. That funding has 
continued into this year and will also 

continue through 2023 and beyond. 
We’re really excited about that and are 
definitely reaping the benefits from that 
through the feedback we are getting 
from customers and also the feedback 
we are getting from the team.

What do you see as major 
headwinds you will be facing 
next year? 
The two major ones are the cost-of-
living crisis and the increased energy 
costs. We’ve taken a very proactive 
stance with energy at all of our hotels, 
looking at efficiencies and the ways we 
can reduce that because, ultimately, 
we want to do it for the benefit of our 
business and the environment. We have 
made some really outstanding progress 
over the last three months since we 
introduced our energy champions and 

IN THE LATEST QUARTER WE OPENED 51 HOTELS AND SIGNED 89 
HOTELS INTO OUR PIPELINE, TAKING OUR SYSTEM SIZE TO OVER 6,000 

HOTELS GLOBALLY" 

Keith Pickard
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our pillars of success. I wouldn’t say 
it has been a walk in the park, but it’s 
certainly been an easier transformation 
to do because most of our team 
members are experiencing the same 
pressures within their own homes.

We are looking into investing into 
capital to help the energy issues, 
whether that’s on LED lights, more 
efficient plant room utilisation, and 
equipment. That will continue as we go 
without having an impact on the guest. 
That’s where there’s got to be a balanced 
approach.

How are you adapting to the 
challenging costs environment at 
the moment?
The current economic challenge is one 
that is out of our control. But what we’ve 
got to be doing with that is ensuring that 
the product and the standard of service 
goes above and beyond what people are 
expecting. Understandably, people are 
probably going to be a bit more critical 
about expectations when spending 

money at this moment in time, so we 
must continue to provide exceptional 
service.

It comes back to why we are investing 
so heavily in our people at The QHotels 
Collection now. For those who are 
coming to our venues, staying at our 
hotels, having a beer at the bar, having 
a nice dinner in the restaurant, playing 
a round of golf, we want them all to feel 
they have had great value for money 
despite however much they may be 
paying.

What do you think will be key to 
winning market share in 2023?
Reputational management is key. That 
comes into some of those elements 
we’ve already spoken about, investing 
into people and retaining our staff so 
we become the recruiter of choice, 
really focusing on delivery and 
guest experience but also continued 
commitment to investing into our 
product.

We know it is going to be a challenge, 

but we are fully committed as a 
collection to doing just that.

What plans do you have in the 
pipeline for expansion?
We’re very content with the 21 hotels 
that we do have but I am sure that if 
there is an opportunity that presents 
itself, our board and stakeholders 
will look by a case-by-case basis. Our 
continued focus, though, is improving 
what we’ve got, improving our product 
and investing in our people. 
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IN THE FACE OF RISING OPERATIONAL COSTS, THE OLD STOCKS INN  
HAS CREATED ITS OWN GIN IN AN ATTEMPT TO DIVERSIFY ITS REVENUE STREAMS.  

OWNER JIM COCKELL TALKS TO EAMONN CROWE ABOUT THE PROJECT AND  
THE IMPORTANCE OF CREATING ADDED VALUE FOR HOTEL GUESTS

“
When people visit hotels, they are 
absolutely looking for an experience now,” 
says Jim Cockell, owner of The Old Stocks Inn. “It is 
not a transactional relationship anymore.”

The 17th century coaching inn, which is found in the 
Cotswolds, is home to a restaurant, bar and 16 bedrooms and 
is enjoying a strong trading year despite facing what Cockell 
describes as a “generally difficult market.”

His point about the desire for experiences is a timely one, 
as we see hotels across the UK invest in the guest experience 
- from offering horse riding lessons and kayaking, to adding 
shepherd huts and treehouses. When you don’t have the space 
for glamping pods though, there are other ways to build a 
story around your brand and attract new business.

At The Old Stocks Inn, the team has recently launched its 

GIN AND BEAR IT

very own gin, in partnership with Cheltenham-
based distillery Brennen & Brown. The tipple has 
become the hotel’s standard gin and is used as a 
base spirit in house cocktails, while guests can also 
purchase it to take home or arrange to have bottles 
delivered direct to their doorstep.

The entire process took less than a year, with 
Cockell telling me that the idea came from Pete 
Simpson, the hotel’s assistant general manager. 

THE VALUE PROPOSITION 
REALLY NEEDS TO BE 

ABSOLUTELY CLEAR TO THE 
CUSTOMER” 
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“Probably about six to eight months 
ago, Pete asked me if I would be 
interested in him mixing a gin up for 
us,” explains Cockell. “We previously 
published a cocktail book [The Old 
Stocks Little Book of Cocktails, released 
in 2019]  and so he established with 
Brennen & Brown that we could do a 
partnership, where we would be able to 
go in and flavour the gin with various 
things, to make it the kind of gin we 
wanted.”

The gin, which is spiced and 
aromatic, can be served with traditional 
tonics, but can also be mixed with 
fruits such as mango or paired with 
Champagne. Cockell adds: “What we'll 
try and do through next year is develop 
unique recipes that we can send out 
with bottles to help people drink the gin 
in different ways.”

The gin is brewed in batches of 
about 40 bottles and the response from 
guests has been positive; 25% of the 
latest batch (created for pre-Christmas 
delivery) had been sold within a few 
days. “I think we will quite easily get 
through those before we get to the start 
of Christmas and be able to send those 
out to our regular clients,” says Cockell.

A DIFFERENT APPROACH
In a hyper-competitive market, it is 
important for hotels to diversify their 

revenue streams, but Cockell says 
the logic behind these activations is 
about more than just sales. “We are not 
doing this as a huge revenue 
generator,” he explains. 
“For us, it is about 
brand alliance with 
products and 
brands that we 
really like. It 
means we can 
leverage the 
scale of certain 
suppliers' social 
media when we 
are partnering with 
them and selling their 
products, or we might be 
able to leverage the relationship 
to produce unique events.” Cockell 
references a local cheese supplier 
as an example - the brand has shops 
in several Cotswolds villages and is 
popular with locals, so Cockell invited 
them to host a series of wine and 
cheese evenings at The Old Stocks Inn.

This all comes back to Cockell’s 
earlier point about guests wanting 
experiences and building a sense of 
community. He explains: “Certainly 
within the boutique hotel market, 
guests don't just want to check in, have 
some food and go to bed. They want 
to live a bit of a story and explore the 

local area, see some hidden things that 
maybe other people wouldn't have 
and just generally remember it as an 

experience. That has been a 
real change for us - how 

we can create those 
experiences that are 

unique for them.”
Cockell also 

says that in a 
post-pandemic 
world, guests 
have higher 

expectations and 
want to know that 

if they are giving 
up their time and 

money to go somewhere, 
it will be worth it. “That can't 

always be done in terms of product 
and physical value propositions in 
the room,” he explains, “but it can 
be created through increasing the 
experience. You need to think about 
what a customer might want to do and 
personalise that stay in every way you 
can, so that the customer feels like 
their value proposition is being met by 
somebody really thinking about what 
they want.” 

From a business perspective, 
there is also the fact that additional 
experiences and products allow 
for upselling opportunities. Direct 

FAST FACTS
•  The Old Stocks Inn first opened its doors in March 2015

•  The Old Stocks Inn operates three off-site self-catering 

lodges, which are all within six miles of Stow

•  70% of The Old Stock Inns traffic is from direct bookings

•  In 2019, the hotel launched its own cocktail recipe book, 

called Old Stocks Little Book of Cocktails

•  The Old Stock Inn’s gin is made in batches of 40 bottles 

and can be purchased on-site or online

Jim Cockell
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THAT HAS BEEN A REAL CHANGE FOR US - 
CREATING EXPERIENCES THAT ARE UNIQUE 

FOR GUESTS”

bookings account for around 70% 
of The Old Stocks Inn’s trade, which 
enables the hotel to have an effective 
booking experience on its website, 
complete with three distinct avenues 
for upselling.

The first is at the initial booking 
stage, where guests can add packages 
to their online basket including 
‘canapes and a cocktail book’ or ‘the big 
night in’ , where Netflix and food are 
delivered to your room. 

The hotel also uses an upselling 
partner called Oaky, which Cockell 
says “provides us with the opportunity 
to upsell at the sweet spot, which is 
about seven days prior to arrival. We 
give the guest some information and 
ask them to personalise their stay a 
bit - choosing their pillows and things 
like that. As part of this, they can also 
choose to upgrade their room or add 
experiences such as booking a vintage 
bike.”

Once the guests arrive on site, 
Cockell and team try to “harness 
the power of what we have got” by 
introducing guests to additional 
products and experiences, such as the 
gin. “It is not pressured upselling, it is 
subtle upselling but it paves the way to 
an additional revenue stream for us.” 

COMBATTING RISING COSTS
Hotels getting more creative with 

their revenue streams is a particularly 
pertinent topic, considering the ongoing 
problem of rising operational costs. 
Cockell is all too aware of this, telling 
me that The Old Stocks Inn luckily 
locked in its energy and gas prices at the 
beginning of 2019 for three years, but 
will now face steep increases in 2023.

He explains: “We really benefited 
this year, because we bore none of 
the increases that the rest of the 
industry have seen. However, the 
quotes we have had back for next year 
are five times the price of what we 
are currently paying. To put that into 
context, if we were to pass the cost on 
to the customer, we would need to add 
£50 a night to every room rate.” 

He knows some of these price 
increases will inevitably be passed 
onto guests, but says the hotel is 
looking at a number of initiatives to 
reduce costs: “The overarching thing 
is we have to take a view that for the 
next one or two years, unless the 
government steps in and provides 
some level of support, we will have to 

BOUTIQUE HOTELIER | January 202332

TALK     OLD STOCKS INN



operate as a lower volume model that 
runs perhaps slightly differently in 
winter months.

“We also need to accept the price 
will go up for the customer staying 
with us. As a result, the occupancy will 
reduce because of the natural law of 
economics, and we have to staff and 
run the business according to those 
levers, unfortunately.”

With costs set to rise, providing a 
sense of added value to guests becomes 
increasingly important.

Cockell knows that The Old Stocks 
Inn, which is a smaller property, 
cannot rely on sprawling grounds or 
hi-tech spa and gym facilities. “The 
value proposition really needs to be 
absolutely clear to the customer as 
to why you are paying the price that 
you are,” he says. “I think the art here 
is having the ability to convince a 
customer that the value proposition 
is not just a price increase with no 
change in the product and you are 
paying £50 more for a room than you 

would have paid three months ago. We 
have got to build in value - that value 
could be an experience or it could 
be low-cost products that have high 
perceived value. It is that art of finding 
those things that underpin the price 
increase.”

As for the future, Cockell is keen 
to take advantage of the growing 
trend for alternative, off-site 
accommodation. Over the last couple 
of years, the hotel has built out a 
holiday cottages business partnership 
and now operates three self-catering 
holiday cottages all located within 
five or six miles of Stowe, which “a 
lot of customers use as their families 
expand or their friendship groups get 
bigger and the hotel can no longer 
accommodate them.” 

Overall though, Cockell’s big focus for 
2023 is a complete re-evaluation of the 
hotel’s operations, which seems like a 
shrewd move considering the uncertain 
period the industry finds itself in. “The 
overarching message going into next 
year,” says Cockell, “is that we have got 
to almost take a step back and really 
check and balance everything we are 
doing. We need to ask the question of 
‘is it the right thing for the customer?’ 
If it is not, then we need to change 
and enhance that experience with the 
customer going forward.” 

GIVING GUESTS A CHOICE
As an older property, a sustainable approach has proved 
challenging for The Old Stocks Inn. However, the hotel has made 
strides towards a greener operation, such as removing single 
use plastics from bedrooms and introducing a digital check-in, 
which Cockell tells me has had “mixed reviews”. As illustrated by 
that feedback, Cockell says the real challenge lies in customer 
expectation. “It is not easy for boutique hotels,” he says, “because 
expectations from guests are that some of these things are just 
a given - it is a given that we change your towels every day, even 

though you wouldn't do that at home.”

Cockell has found the best approach to be leaving sustainability decisions up to guests. He explains: 
“Giving customers a lot of choice is probably one of the biggest steps we have taken. Guests have the 
choice to say, I don't want my towels changed, or I don't want my linen changed after two nights, or I 
don't want my room serviced. If they don't want that to happen, that's their choice. If they do, then we 
will do that for them. 

"At the end of the day, we have to deliver what customers want and sometimes those customers still 
want the less sustainable ways of working.” 
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AS A NEW YEAR BEGINS, WE TAKE A LOOK BACK AT THE EVENTS, COVERS AND 
HOTEL STAYS THAT DEFINED THE LAST 12 MONTHS

YEAR IN REVIEW:
WHAT TEAM BH GOT UP TO IN 2022

SEPTEMBER 2022

Team BH took a trip to 
Ellenborough Park, where we 
checked out the newly-refurbished 
rooms and enjoyed an equestrian 
excursion to racing legend Jonjo 
O’Neil’s training ground.  

OCTOBER 2022

The annual Boutique Hotelier 
Awards took place at The Chelsea 
Harbour Hotel, with over 300 guests 
in attendance and wine flowing in 
abundance. Apologies for the sore 
heads the following day…

DECEMBER 2022

BH rounded off the year with a visit 
to Lucknam Park to interview Sakis 
Dinas, winner of our 2022 ‘General 
Manager of the Year award’. Look 
out for a feature coming soon! 

MARCH 2022

Boutique Hotelier launched its first 
Women in Hotels list, a new annual 
celebration of female hoteliers who 
have climbed the ranks in a male 
dominated industry. In 2023, the list 
will be celebrated at a live event…
watch this space.

APRIL 2022

The annual Boutique Hotelier 
Power List dropped, highlighting 50 
industry disruptors who are making 
their mark. 

MAY 2022

BH editor Eamonn Crowe ventured 
down to Devon to try out Lympstone 
Manor’s first ever pinot noir, 
produced in its own vineyard. Best 
enjoyed in one of the hotel’s outdoor 
tubs.

JULY 2022

BH produced a new live event 
in London, ‘The Great General 
Manager Debate’. The insightful 
afternoon saw 100 hoteliers gather 
to hear the opinions of industry 
leaders on hot button topics such as 
recruitment and sustainability.
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