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Welcome to the first Hotel 
Scotland of 2020… a new 
decade. So Happy New 
Decade to you all. 

The focus last year was on Health and 
Wellbeing and this trend is set to gather 
momentum. This issue we recap on the 
Health and Wellbeing Event which I chaired 
for HIT at Archerfield last month. It was very 
interesting and most enjoyable too. See page 
12.  Our guests gathered outside Archerfield 
for a team pic. Thanks to eveyone who came 
and donated to HIT.
We also have a piece on Employee 
Ownership by Scottish Enterprise. Maybe its 
something to consider for 2020? 
I also caught up with Murray Thomson, 
GM of Kimpton Blythswood for a chat just 
before we broke for Christmas. He seemed 
remarkably calm. 
There is also an annual roundup from the 
Scottish Tourism Alliance as well as plenty 
of news. 

See you next month.

Susan Young 
Editor
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HK investors 
buy Fairmont 
St Andrews
Fairmont St Andrews has new owners in 
the shape of Great Century, a partner of 
Hong Kong property firm Lai Sun Group. 
The news which broke in December, saw 
the group buy the hotels holding company, 
St Andrews Bay Development Limited for 
an undisclosed sum.

The 520-acre property which included 
the 212-bedroom hotel, as well as two 
championship golf courses, will continue  
to be operated by Accor and later this  
year it will host the final qualifier for the  
2020 Open Championship at Royal St  
George’s Golf Club. 

Dr Cym Chan, co-chairman of Great 
Century, said, “As a member of The Royal & 
Ancient Golf Club and a passionate golfer 
with over 30 years’ experience in the golf & 
hospitality industries, it is a privilege and an 
honour to participate closely in the future 
enhancement of this great property at St 
Andrews, Scotland, the Home of Golf.” 

Dr Peter Lam, chairman of Lai Sun Group 
and co-chairman of Great Century, added, 
“I am extremely confident about the future 
potential that the Fairmont St Andrews holds. 
I am proud to be a partner in this long-term 
investment.” 

Great Century is looking for investment 
opportunities across Europe, North America 
and Asia to complement golf developments 
which will “ultimately build memorable golf 
experiences.” 

RBH has signed an employer pledge with Time to 
Change – cementing its support of positive mental 
health in the workplace.

Time to Change is a growing social movement run by 
charities Mind and Rethink Mental Illness, which support 
people to open up about mental health problems. 
By signing, RBH is streamlining its employee support 
initiatives and challenging the way its team think and act 
about mental health in the workplace.

RBH is committed to positive employee wellbeing for 
everyone working within the diverse collection of over 
45 branded and private label hotel properties under its 
management. This includes the launch of an action plan of 

activity that they hope will help to break the silence that 
surrounds mental health in the workplace.

Hannah Elliott, Group Culture and Reward Manager at 
RBH, said, “Our vision is for all of us to make changes that 
can have an impact on our collective health and wellbeing 
at work and home! We want all our teams to understand 
the importance of health and wellbeing and know how 
they can get involved and access the right tools and 
training to deliver this.

“By implementing and committing to a mental health 
at work plan, we know it will enhance our already strong 
commitment to supporting our colleagues on all mental 
health issues.” 

RBH BACK POSITIVE MENTAL HEALTH IN THE WORKPLACE

New Lanark Hotels, which operates The 
New Lanark Mill Hotel at the heart of 
the New Lanark World Heritage Site, 
has had a decision by the Office of the 
Scottish Charity Regulator (OSCR), to 
refuse its application for charitable status 
for the hotel overturned by the courts. 
The hotel was originally refused because 
it was deemed to have failed the “charity 
test” despite donating a proportion of its 
revenue to the New Lanark Trust.

But it took two appeals to overturn the 
decision. Initially, New Lanark Hotels appealed 
to the General Regulatory Chamber of 

the First-tier Tribunal for Scotland, who 
subsequently upheld the OSCR decision.  
Then the group took it to the Upper Tribunal 
for Scotland who found in favour of New 
Lanark Hotels. The judge in this instance 
allowed the hotels appeal because the FTT 
failed to provide, he said, “adequate reasons” for 
its decision.

New Lanark Trust has three wholly-
owned trading subsidiaries including New 
Lanark Hotels Ltd with all surpluses from the 
commercial operations are returned to the 
Trust to be reinvested in New Lanark and are 
the Trust’s main source of revenue. 

New Lanark Hotels wins the right to Charitable status

The inability of UK hoteliers to control 
costs intensified the negative effects of a 
shrinking top-line according to HotStats 
in the report for the final quarter of 2019. 
Like the three that preceded it, the final 
quarter of 2019 started with a year-over-
year fall in profits per available room in 
the UK, according to data from HotStats. 
The 5.3% YOY drop in GOPPAR in 
October was only surpassed by the 9.4% 
plunge recorded in April and marks the 
seventh month in the year to record a 
YOY contraction in profits. 

A small 0.1% YOY uptake in the average 
room rate was not enough to offset the 
effects of declining occupancy, which dropped 
by 2.2 percentage points YOY. As a result, 
RevPAR fell by 2.3% compared to the same 
month last year—the biggest cutback for this 
metric in 2019. 

Led by a decrease in F&B revenue per 

available room (down 0.7% YOY), non-rooms 
revenue also took a hit in October, recording 
a 1.0% YOY fall. With declines across all major 
revenue centres, total revenue per available 
room dropped by 1.9% YOY.

Labour costs increased by 2.2% YOY on 
a per-available-room basis, while overheads 
grew by 0.2%. This contributed to widening 
the profit gap between 2019 and 2018, with 
YTD 2019 profit per available room lagging 
0.8% behind YTD 2018. Profit conversion 
in the UK was recorded at 39.8% of total 
revenue.

Profit & Loss Performance Indicators – 
Edinburgh (in GBP)
  
KPI - October 2019 v. October 2018
 RevPAR - -2.2% to £106.35
 TRevPAR - +0.4% to £151.88
Payroll - +4.3% to £42.01
GOPPAR - -6.3% to £55.50

Lack of ability to control costs shrinks top-line
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 Vastint to build hotel in Inverness
Planners at Highland Council have given the 
go-ahead to plans for a new 175-bedroom 
hotel in Inverness on a derelict site which 
once was home to Inverness’s Glebe Street 
swimming pool. Vastint Hospitality has been 
granted planning but when opened it will 
be operated by Marriott.

 S Harrison, the developer behind the 
recently opened Malmaison at St Andrews 
Square in Edinburgh, has also secured 
planning permission to build a new hotel 
on Osborne Terrace in the capital. Once 
again the developer aims to transform a 
former office building this time into a new 
157-bedroom hotel, with a restaurant and 
bar on the ground floor.

 Spanish group Meliá Hotels are one step 
further to launching its proposed Glasgow 
hotel. Planners now have the layout for 
the new hotel which is planned for 250 
St Vincent Street. The plans show 149 
bedrooms, a restaurant, bar and gym. 

 Bespoke Hotels has taken over the 
management of Dalmunzie Castle at 
Glenshee. The hotel has 17 bedrooms, and 
a golf course.

 Perth and Kinross Council has revealed 
it is planning to sell off Perth’s old council 
chambers and district court  to a hotel 
developer. Getting a four-five star hotel 
by 2025 is a key part of its new Perth 
masterplan.

 Nairn’s LovetLodge gets a new owner
The Lovet Lodge Hotel in Nairn, which 
closed last January, is being re-opened by 
new owners Ali and Sons Holdings Ltd. The 
Lossiemouth-based business has said it is 
investing £750K in the 26-bedroom hotel 
which will see it being renamed The West 
End Hotel and re-opened.  
But the new owners are retaining the 
hotel’s link to the disabled community, it 
was formerly a holiday getaway for disabled 
guests.  Hotels rooms will be dedicated 
to catering for disabled guests. The 
refurbishment also includes the addition of 
a new public restaurant, three hydro pools 
and spa facilities. 
The hotel is expected to re-open at the 
end of January.

TEN HILL PLACE TO SAVE 
80,000 BOTTLES A YEAR
Edinburgh’s Ten Hill Place will no longer 
provide single-use bottles of water in its 129 
bedrooms instead the hotel is encouraging 
guests to fill their glasses with tap water 
and has joined the wave to support Scottish 
Water’s Your Water Your Life campaign. 
The hotel has revealed this will help save 
more than 
80,000 plastic 
bottles a year 
and by doing 
so help reduce 
plastic waste.

The four-star 
hotel is run 
by Surgeons 
Quarter, the 
commercial 
arm of the 
Royal College 
of Surgeons 
of Edinburgh 
(RCSEd) which 
puts all profits 
made at Ten 
Hill Place Hotel 
towards the 
College’s charitable aims of advancing surgical 
standards and improving patient outcome 
worldwide. 

Scott Mitchell, Managing Director of Surgeons 
Quarter, commented, “Ten Hill Place Hotel is 
a good choice for conscious consumers – but 
we’re still mindful of the effects that travel and 
the tourism industry has on our planet.

“It’s very important to us that we make 

decisions which positively impact the 
environment while remaining a four-star 
establishment.

“Scottish Water is the perfect partner for us 
to make this change. Our tap water in Scotland 
is world-class, so there really is no need for us to 
be bringing in truckloads of plastic bottles.

The Old 
Town-based hotel 
underwent significant 
expansion last year 
following record 
occupancy numbers, 
seeing it increase 
from 77 to 129 
rooms.

Brian Lironi, 
Director of 
Corporate Affairs at 
Scottish Water, said: 
“It’s fantastic to have 
Ten Hill Place Hotel 
make such a positive 
change to the way 
it operates as a 
business.

“We’re proud to 
partner with them and hope that they inspire 
other hotels across Scotland to follow in their 
footsteps, as the more that get involved, the 
more we can protect our environment.”

Scott added: “Getting rid of plastic bottles 
is a simple, but highly impactful, step towards 
becoming more sustainable. We’ve already made 
lots of positive changes over the years, and will 
be making more in the near future.” 
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 A survey currently underway by the 
Hotel, Restaurant & Catering (HRC) 
hopes to give one of the clearest 
pictures of industry salaries when it 
closes at the end of January. HRC says 
it is the “the UK’s largest hospitality 
salary survey to date”. 

The aim of the survey is to give a 
detailed picture of what makes the 
industry tick. How do hospitality salaries 
compare, job satisfaction, what are the 
key factors that keep people working 
in hospitality, which benefits are most 
important to hospitality professionals and 
are employees working in the hospitality 
industry proud of the industry, they work 
in. Everyone that completes the survey 
will be entered a prize draw to win one 
of three £100 restaurant vouchers. 

Here is a link to the survey: https://
www.surveylegend.com/s/1ui8. The survey 
closes on January 31st 2020. 

UK’s largest hospitality 
salary survey 
undertaken by HRC

Gleneagles relaunched its iconic 
Victorian-style retail arcade 
last month just in time for the 
Christmas shopping season. 
The arcade, which received its 
makeover from the Ennismore 
Design Studio, pays homage to the 
classic British and French galleries, 
but with a modern take on it.

The arcade features seven luxury 
boutiques which present an impressive 
range of pieces, from fashion, 
accessories and beauty, to homeware, 
children’s wear and artisan fine foods.

It has The Cashmere Rooms and 
celebrates the finest Scottish and 
British craftsmanship, from classic 
scarves and sweaters to contemporary 
statement pieces. There’s a new 
children’s boutique, Hop & Scotch 
and a new lifestyle and eveningwear 
boutique, Number 7, as well as a new 

hardware store called Gleneagles & 
Co, which is filled with luxury goods 
the team has created in collaboration 
with local, Scottish and British artisan 
makers – from handcrafted leather 
goods to chocolate bars made by the 
Gleneagles pastry team.

A new jewellery store, 1924, 
showcases a range of contemporary 
luxury brands and there is a new Still 
Room, which showcases over 200 
fine, rare and independent single malt 
Scotch whiskies. 

Gleneagles’ Joint Managing Director, 
Conor O’Leary, said, “Following a 
beautiful makeover by our own in-
house designers, the Gleneagles Retail 
Arcade is now a unique gift shopping 
destination that showcases an enviable 
range of luxurious brands and some 
of the finest craftsmanship in Scotland 
and the UK.” 

GLENEAGLES RE-LAUNCHES ITS ICONIC RETAIL ARCADE

The Manorview Hotels & Leisure Group 
have been presented with a Wellness 
Charter Certificate which recognises their 
commitment to caring for their employees 
by Gordon McIntryre, the founder of 
Hospitality Health.

The Charter is awarded to employers who 
are positive about staff wellness and display an 
openness, non-judgemental, and supportive 
attitude towards mental health and wellbeing.

The Manorview Group have introduced a 
series of initiatives, all geared towards looking 
after their team. These include dedicated ‘listening 
sessions’ which ensures everyone’s voice is heard 
and people feel valued. There is also an employee 
App called IRIS which everyone is connected to, 
but they are also encouraged to turn off their 
notifications outside of work in a bid to promote 
a healthier work-life balance. 

David Tracey, Managing Director, Manorview 
Group, said, “Hospitality Health are to be 
commended for setting up this vital network 
tailored to our industry. As a company, it gives us 
comfort that we are able to offer this service and 
resource to our team, as we seek to provide a 
safe working environment for all our people.” 

Charity Founder, Gordon McIntyre, is also 
Associate Dean for Hospitality and Tourism at 
City of Glasgow College. He said, “It is brilliant 
to see employers like Manorview Group really 
making a difference in supporting their staff. At 
this time when recruitment and retention within 
the industry is tough, a company who takes the 
time to support the wellbeing of their people, will 
be successful and find their need for recruitment 
has fallen and their staff retention at a high level. I 
commend them and invite others in the hospitality 
industry to follow them” 

Manorview Group awarded 
Hospitality Health Charter

The Wilde Edinburgh Grassmarket 
Aparthotel has just opened on King’s Table 
Road in Edinburgh with great views of 
Edinburgh Castle. The property, part of 
the Staycity portfolio, is inspired by Oscar 
Wilde and is quirky. It has 128 design-led 
studio, one and two-bedroom apartments, 
with 60 rooms having a castle view, while 
the courtyard has been designed to 
replicate a jousting ground, using 100,000 
Caithness stones.

The Wilde Aparthotels suites and 
apartments have XL beds with Hypnos 
mattresses as well as Grohe rainfall showers, 
43-inch smart TV’s - and each one has a 
kitchen including a Nespresso machine.

The property also has a gym, guest laundry 
facilities, a lounge area for working, relaxing 
or meeting friends or colleagues, 24-hour 
reception and the option of self check-in.

Wilde is Dublin-based Staycity’s premium 
concept and it also brings a touch of Ireland 
to the Scottish capital - each apartment is a 
showroom for some of Ireland’s most talented 
independent businesses, artists, crafters and 
more, while the walls of communal areas are 
adorned with contemporary Irish photography 
sitting alongside locally inspired pieces. 

Room with a  
Wilde castle view?
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Dealing with unplanned absences is one 
of the hospitality industries key challenges 
according to 42% of managers surveyed by 
Kronos Inc recently. The next challenge 
according to 30% of the respondents 
was accurately forecasting customer 
demand with 28% admitting they have 
trouble building work schedules that 
simultaneously meet employee, customer, 
and business demands. 

The survey also revealed that almost three-
quarters of all respondents (74%), regardless 
of their role, said they do not have enough 
staff on their team during peaks in demand 
at least some of the time, with 40% saying 
understaffing happens regularly. Furthermore, 
almost two out of three respondents (65%) 
said that, at least some of the time, people 
on their team do not have the requisite skills 
to do the assigned job – with 27% saying this 
happens frequently. 

When managers were asked what they 
would like to see their organisation focus on 
in the next one to two years to improve the 
performance of the overall team, 27% said new 
technology to streamline workforce-related 
processes should be a priority – the most 
widely desired change alongside increasing pay 

rates (also 27%). When individual contributors 
were asked the same question about improving 
individual performance, their workplace 
desire was to provide more training (29%) 
and higher pay rates (24%). Neil Pickering, 
industry and customer insights manager, 
EMEA, Kronos comments, “Hospitality and 
foodservice industries are feeling pressure to 
remain agile in the face of fierce competition, 
rising costs, and changing market conditions. 
There is a clear burden on managers to meet 
the experience demands of their customers, 
but also the expectations of their employees. 
Good customer service, cost control, and high 
productivity relies on an engaged, well-trained, 
and motivated workforce – which means 
making people feel valued. Though some 
organisations may already be using workforce 
management technology or HCM solutions, the 
key is using the right technology. Organisations 
that embrace technology to work smarter and 
more efficiently are the ones who will achieve 
a competitive advantage.” 

The respondents of the survey were  
400 U.K.-based workers in the hospitality  
and foodservice industries, including workers  
at hotels, bars, restaurants, and leisure  
services. 

UNPLANNED ABSENCE THE TOP CHALLENGE

The Bonham Hotel in Edinburgh has 
revealed its permanent installation of 
artworks from the Collection of Richard H. 
Driehaus, the hotel’s owner.

The Bonham Hotel collection features 35 
pieces of art in its public areas, including the 
lobby, No.35 at The Bonham restaurant, the 
Library, and the Dean suite.

Pieces include historic lighting and furnishings 
by Louis Comfort Tiffany, Shapland & Petter, J&L 
Lobmeyr, and paintings by Howard Chandler 
Christy, Henry Singleton, and Emmie Stewart 
Wood among others.

The Tiffany floor lamp with a Nasturtium 
shade is thought to be the only one of its kind 
in Scotland making its move to The Bonham 
quite exceptional.

Richard H. Driehaus, founder of Driehaus 
Capital Management and the Driehaus 
Museum in Chicago, is an avid art and antique 
collector. He handpicked the pieces now on 
permanent view in the hotel.

“I collect with a passion for preservation, 
purchasing works that inspire, are significant 
historically, or represent an important piece  
of history,” said Richard H. Driehaus. “ 
Artworks introduce and encourage artistic 
expression. They deepen one’s sense of place 
and identity within a wider context of time  
and culture.”

“Rather than stowing away these objects, I 
believe the patina and nicks they acquire with 
age and use are part of their history and gives 
them their character. It gives me great pleasure 
to share part of my collection with The 
Bonham Hotel’s visitors and its guests.” 

Douglas Campbell, general manager at The 
Bonham Hotel, said, “Thanks to the successful 
refurbishment, the hotel looks better than 
ever, and the art and lighting pieces inject new 
energy into the building.

“Guests from near and far are welcome  
to enjoy the wonderful artwork now on 
display.” 

Edinburgh hotel unveils private art collection

RICHARD H. DRIEHAUS
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SIMS Glass & Ice are Scotland’s premier 
supplier of Glass Washers, Dishwashers,

Ice Making Machines & Bottle Coolers.

46 Dalsholm Road Glasgow G20 0TD. Tel: 0141 946 0444
www.simsautomatics.co.uk

Glass
& Ice

GLASS & ICE

FEATURE

S P E C I A L I STS  I N  LUXU R Y  H OT E L  TO I L ET R I ES
www.aslotel.co.uk      01372 362533      asl@aslotel.co.uk

Fife-based Dukeside Lodge has 
recently opened its doors to guests. 
The four-star luxury guest house 
Dukeside Lodge has 13 individually 
themed bedrooms and can host up to 
30 people.

The Lodge, purchased with the 
assistance of a £615,000 loan from Assetz 
Capital, is situated with a mile of the 
famous Duke’s Golf Course at St Andrews. 

John Hewitt, Regional Director at Assetz 
Capital’s UK - North team said, “It was 
great for us to support a borrower who 
was committed to refurbishing Dukeside 
Lodge. Now complete, the property offers 
unrivalled one-of-a-kind accommodation 
and venue hire space in the St Andrews 
area. It’s fantastic to see it up and running 
and we’re pleased to have been a part of 
that.”

 Stuart Mackenzie from Dukeside  
Lodge, said, “The purchase and 
refurbishment process hasn’t been easy 
and we have faced a number of setbacks 
along the way, but John and his team at 
Assetz have been pivotal in helping us get 
up and running.” 

Trump Turnberry has announced that it is 
sponsoring Ayr Rugby Ladies and Junior 
teams for the 2019/2020 season. The 
partnership with Ayr Rugby will also see 
Turnberry named as the sponsor for the 
Ayr Rugby Mini Tournament.

Ralph Porciani, General Manager at Trump 
Turnberry, said, “We are delighted to be 
partnering with Ayr Rugby this season. This 
felt like a natural partnership as both the 
rugby club and the resort have a long history 

in Scottish sport. We recognise that sport 
should be for everyone, which is why we are 
focusing our sponsorship on the junior and 
ladies teams. We wish the club the greatest of 
success for the future.”

Jim McKay, Ayr RFC President, said, “As a 
club, we have grown our ladies and junior 
sides and recently launched the Ayrshire Bulls. 
The partnership with Turnberry will further 
enhance the clubs position in the heart and 
centre of the community.” 

DUKESIDE LODGE  
OPENS FOR BUSINESS

Turnberry and Ayr Rugby announce partnership

The Glasshouse Hotel in Edinburgh is sponsoring The Race 
to End Homelessness: Carlton Hill Edinburgh on 15 March 
which will see 500 people given the chance to run or walk 
a 5k or 10k route through the streets of the Capital, ending 
with a dramatic climb up Calton Hill before crossing the finish 
line at The Glasshouse. The hotel is also hosting the post-race 
celebrations in its two-acre rooftop garden.

The Race, the first of its kind in Scotland, has been sponsored 
by YTL, owners of The Glasshouse, due to the hotel’s historical 
connections. The Glasshouse, a former church, was one of the 
altruistic Lady Glenorchy’s many ‘free churches for the less wealthy’ 
offering shelter to people affected by homelessness. 

The Glasshouse partners with 
Homeless Charity
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At The Headboard Workshop we
create stunning first impressions

Helping you to create lasting ones

Immaculate
design

Quality second
to none

A price that makes
style affordable

www.theheadboardworkshop.co.uk
or call us on 01291 628216

Headboards & Beds  |  Ottomans & Stools  |  Sofa Beds & Chairs
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STA – REVIEW OF 2019
2019 has been without a doubt,  

one of the STA’s busiest years  
to date.

Numerous threats and challenges have 
continued to impact on the ability of our 
industry to drive growth and profit across 
all our sectors; business rates, the continued 
rising costs across all areas of business and 
the processes and costs of regulation. Brexit 
still casts a shadow of uncertainty over our 
industry, particularly in relation to the ability of 
our industry to recruit and retain EU workers - 
a significant part of our workforce.

Throughout 2019, the desire from industry 
to connect with the STA and for our 
organisation to represent their voices has never 
been stronger.  The need for the STA has never 
been greater.

We have worked hard over the course 
of the year to offer the best possible 
representation of the issues and challenges 
we face as an industry and to bring about the 
change at policy level needed to drive our 
tourism economy.  We have also engaged in 
numerous industry consultations over the 
year to ensure that the voice of Scotland’s 
tourism industry is heard and the views of our 
members shared.

We have been particularly active around the 
business rates issue and continue to work with 
our counterparts at the Scottish Licensed Trade 
Association (SLTA), UKHospitality (UKH) and 
the Scottish Retail Consortium (SRC) to raise 
our collective concerns in relation to certain 
aspects of the Non-Domestic Rates Bill.  

We campaigned heavily against the 
introduction of a tourism tax in Scotland and 
were understandably disappointed that the 
Scottish Government took the decision to 
legislate to offer tax raising powers to local 
authorities by way of a tourism levy.   This is an 
area we have continued to feed into, sharing 
our views and evidence on the risks not only 
to Scotland’s reputation globally, but around 
the impact that a tourist tax would have on 
local economies and the businesses tasked with 
collecting and administering the tax.

Having access to a skilled and talented 
workforce is of course one of the biggest 
issues for our industry and the STA has been 
particularly active in contributing to Scottish 

Government and Westminster consultations on 
the migration issue.  

In relation to our events and connecting 
industry, Scottish Tourism Month 2019 in 
March was one of the highlights of the year. 
This was the second Scottish Tourism Month, 
delivered by the STA with national events that 
saw around 12,500 number of people engaged 
in activity all over Scotland to ensure better 
connection and collaboration within Scotland’s 
tourism industry and engagement with 
Scotland’s Tourism Strategy.

One of the most important Signature events 
during the month is the national tourism 
conference, the Scottish Tourism Alliance 
Signature Sessions and this year’s event will 
take place on the 4th and 5th of March at 
Glasgow’s SEC. This is a must attend for anyone 
working in Scotland’s tourism industry.  The 
conference will take place over one and a half 
days giving delegates the opportunity to access 
a wide range of inspiring and energetic sessions.

Throughout 2019, our partnership with 
Scotland Food & Drink has continued to 
strengthen, with the two organisations jointly 
leading the Food Tourism Action Plan which 
aims to put Scotland on the map as a global 
food tourism destination and unlock a £1bn 
growth opportunity - specifically, an additional 
£1bn in visitor spend on food and drink by 
2030.  

2019 also saw the STA embark upon a 
rebranding project with creative agency, The 
Union who guided us through a process to 
redefine our Mission, Vision and Values and 
create a new brand identity for the STA, all of 
which gave us a refreshed sense of direction 
and purpose. Our new identity symbolises the 
strength of connection and bold ambition in 
working with Scotland’s tourism businesses and 
all of our stakeholders to shape the future of 
Scotland’s tourism industry.  

The second half of 2019 continued to 
be busy for us.  The STA Annual Autumn 
Conference at the EICC in October was our 
biggest selling Autumn conference to date with 
450 tickets sold.  We also unveiled our draft 
future tourism strategic vision and mission 
beyond 2020 and conducted a successful 
round table feedback discussion with all 
attending conference that day. Following the 

launch of the draft strategy, we have continued 
to share the draft at many events throughout 
the country and have been encouraging people 
to contribute their views through the online 
survey. We attended and hosted 23 events 
throughout October and November and all in 
all engaged c. 2,500 people.

The focus for the STA throughout 2020 will 
be to continue the work we do in influencing 
supportive policy to create better conditions 
for tourism business and our industry to grow. 
We will also launch our Policy Agenda for the 
2021-25 Scottish Government early 2020.  It’s 
more important than ever that our tourism 
businesses connect with the STA to strengthen 
our voice and we look forward to working 
with new members throughout the year and of 
course continue remaining active on behalf of 
our existing members.

It’s important to remember that despite the 
current economic and political instability, there 
are opportunities for our tourism industry and 
Scotland remains an extremely attractive global 
destination for today’s international travellers, 
and of course our hugely important domestic 
market. Collaboration is key, now more than 
ever ; it is this approach that will strengthen 
Scotland’s tourism industry to withstand 
these threats and challenges and realise the 
opportunities that are on the horizon, one of 
which is of course Scotland’s Year of Coasts 
and Waters.

We go into 2020 with a voice and a 
remit that is stronger than ever, thanks to 
the strength of the relationship we have not 
only across industry, but with the Scottish 
Government and its public agencies.

The STA agenda remains firmly focused 
around creating opportunities for positive 
policy change to support the growth and 
competitiveness of Scotland’s tourism industry 
and create the best possible conditions for 
tourism businesses to grow.

Earlybird tickets for the Scottish Tourism 
Alliance Signature Sessions are available until 
the end of January and we would advise 
early booking to guarantee a place. Please 
visit the Scottish Tourism Month website – 
scottishtourismmonth.scot for details on  
how to book and for the full speaker 
programme. 

At The Headboard Workshop we
create stunning first impressions

Helping you to create lasting ones

Immaculate
design

Quality second
to none

A price that makes
style affordable

www.theheadboardworkshop.co.uk
or call us on 01291 628216

Headboards & Beds  |  Ottomans & Stools  |  Sofa Beds & Chairs
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When Angela Vickers, CEO 
at Apex Hotels, asked me 
to take on the HIT Chair’s 
Challenge and organise a 

health and wellbeing event for the industry 
I took up the bat... literally. Last month the 
first of two events took place. Hospitality 
leaders joined me and a team of speakers at 
Archerfield House Hotel to learn and talk 
about health and wellbeing in hospitality, 
but we also looked at what steps can be 
taken to improve the health and wellbeing 
of their businesses – so it was a two-fold 
approach. I believe that if you start at the 
top the lessons learned filter down – and 
also there can’t be a much more stressful 
job than running a successful business 
because there are always challenges along 
the way. Early in the New Year, I plan to 
organise an event for employees which will 
complete the Challenge.

Fraser McIlwraith – Dark Art Drinks
It seemed sensible to start with someone 

who has come up through the ranks and who 
has himself experienced the highs and the 
lows of hospitality. Fraser McIlwraith of Dark 
Art Drinks took us through some of his own 
experiences working in the trade. His journey 
included getting to the stage where he saw the 
benefits of looking after his health and wellbeing 
through exercise, diet and sleep and he credits 
his time working for Buzzworks as a life-changer. 
Fraser told us, “When I was working in a Vodka 
Wodka it was very successful and we worked 
hard and we played hard. I don’t think I was ever 
really completely sober. But that was the norm 
at the time.” He went on to run Booly Mardy’s 
which was also very successful before taking 
some time out to travel. When he came back he 
joined Buzzworks in Ayrshire and this is when his 
lifestyle changed.

Says Fraser, “They organised events for staff 
to participate in such as running a 10km. To 
participate you had to look after your diet and 
get fit but there was also the team spirit that 
made you want to do it. But another key point 
was the fact that they were based in Ayrshire so I 
had to drive every morning!”

Today Fraser runs his own drinks consultancy, 
is embracing a vegan-diet, spends a good amount 
of time in the gym and he and wife Lauren are 
committed to a lifestyle which still manages to 

embrace all that is good about hospitality, but 
always with an eye on their own health and 
wellbeing.

Next up was David Collins, the co-founder 
of The Great National Group, which was 
founded in 2010. The Great National Group is 
now one of Ireland and the UK’s largest privately-
owned hotel services companies supporting over 
140 independently owned properties throughout 
Ireland and the UK. Great National comprises 
two separate hotel brands, ‘Great National 
Hotels and Resorts’ and ‘Classic British Hotels’, 
the latter having been acquired in 2018. See our 
case study on page 16 for a great example of a 
business success.

Great National also owns and operates 
specialist rooms revenue agency, Revanista.com 
which provides a range of proven in-sourcing 
solutions for hotels including digital marketing, 
OTA/GDS management, call centre support 
and yield optimisation. Revanista also provides 
software solutions which deliver hotels enhanced 
rate and channel agility.

David revealed that he has been in the 
hospitality business for 36 years and in fact 
previously worked for Stakis Hotels from 1987 
to 1993, initially in hotel operations and latterly 
in group operations as Stakis’ group marketing 
manager.

He shared with the group some of his 
business successes, some pragmatic lessons 
learned from both his commercial interests and 
personal pursuits which include surfing. He has 
also invented a paddle pillow which helps people 
with lower back problems surf.

Julie Hanson, Seasonal Yoga Academy
It wasn’t surfing that our next collaborator was 

talking about but breathing. Julie Hanson the yoga 
guru who founded the Seasonal Yoga Academy, 
who is also one of the foremost yoga teachers 
in the country, had everyone breathing properly. 
Julie, who has more than 40 years experience in 
health, fitness and wellbeing gave us her talk on 
looking after ourselves and employees too.

Julie has written various books including 
Deconstructing Yoga and Energy in Season. 

Next morning she took us all through a 
morning Nidra – no yoga mats were required 
but it certainly was a great start to the day.

Climate change and, excuse the pun, is a ‘hot’ 
topic at the moment and who better to tell 
us about the benefits of going Green for hotel 

HEALTH & WELLBEING  
SUMMIT

HIT 2019
H&W SUMMIT

HEALTH & WELLBEING CHAIRMAN’S CHALLENGE

IN ASSOCIATION WITH 

BY SUSAN YOUNG

IN ASSOCIATION WITH 
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business than Steve Macfarlane of Glenuig 
Inn.

In 2007 Steve set out to demonstrate that 
it was possible to run a leisure and tourism 
business efficiently and profitably with minimal 
environmental footprint. His vision was to 
develop an energy-efficient building from existing 
building stock rather than starting from scratch 
with an eco-build.

12 years on, Glenuig Inn, on the Sound of 
Arisaig on Scotland’s West Coast, is not only 
described as Scotland’s exemplar green Inn but 
holds a clutch of awards in recognition of the 
fact. Through hard work and determination, Steve 
has incorporated wide-reaching environmental 
improvements as part of a holistic approach to 
running a successful business: including 100% 
renewable energy, zero food waste leaving site, 
97.5% reduction in waste to landfill, sustainable 
supply chain management, lower energy bills in 
winter than summer and passive ventilation in 
the main building.

The Inn is also regularly used as an exemplar 
at the Scottish Parliament, was a case study at 
the National Economic Forum 2017 and more 
recently has been featured as a case study in the 
publication of Scotland’s progress to the UN 
Sustainable Development Goals (SDG’s). It is also 
award winning. It was European Business Awards 
for the Environment runner up 2018/19 Green 
Hotelier 2018 Global Winner - Waste Green 
Apple Award - Scottish Green Champion 2018.

He certainly got everyone thinking and the 
questions flowed mainly around ‘How do you 
scale up? There is no-one more passionate about 
it than Steve, and he certainly made a very good 
environmental and business case for going green.

At dinner, everyone got a chance to talk 
about their own business challenges and got an 
opportunity to meet some new people.

Next morning Michael Rao, Scottish Business 
Development Manager UK & Ireland, for STR 
took us through some industry figures which 
demonstrated that the over-provision of 
hotel rooms, particularly in Glasgow is having 
a negative effect on room rates. He gave an 
overview of the global market, then the UK, and 
then broke it down to the regions and Scotland. 
STR work with 66,000 hotels worldwide – and 
get information on some 9 million rooms. Every 
month they get data on performance, which 
includes occupancy and revenue per room. This 
allows them to do analysis and forecasts.

Said Michael, “Around the world, it’s a bit of a 
mixed picture. Europe has seen 2% growth. But 
there has been a slow down in Asia and Australia 
and Oceania – due to fewer Chinese travellers. 
All the world has suffered due to this fact.”

He explained that London has been quite 
resilient, but Edinburgh has seen a decline of just 
under 2% which he puts down to new supply. 
Every region outside of London is marginally 
down on occupancy but the average room rate 
has taken a bigger hit – which has been due to 
supply, economy and Brexit – as people have 
delayed travel in general.

“Glasgow is down almost 10% down due to 
new supply in the market.”

Kai McCabe Murray of the Kai 
Consultancy, a business coach, was next to 
speak. She specialises in guiding business leaders 
and their teams to play a bigger game effectively 
and sustainably. She had plenty to say. But she 
kicked off by asking a couple of questions. What 
three things (in business) do you spend 80% of 
your time on? And ‘what stage is your business 
at? The latter went from excited to disillusioned 
and from start-up to advanced growth.

She also asked the listeners to gauge whether 
they were mostly involved in Business Support, 
Business Management or Business Operations. 
She highlighted ‘Tony’s Mountains and Valleys’ 
devised by Tony Hsieh the man who sold Zappos 
to Amazon. In it, he has a satisfaction scale – he 
got more satisfaction from reconnecting with 
friends than from selling his company to Amazon. 
It was all very interesting and thought-provoking.

Gordon White, Managing Director of 
Fatbuzz, and our resident digital expert, also 
enlightened the H&W guests. He started 
off by suggesting that the amount of time 
businesses are investing in social media is not 
paying dividends and said that unless you were 
paying to use Facebook, Twitter and Instagram it 
wasn’t effective. He reminded us that if you are 
buying its not social media but advertising and 
suggested that if hoteliers were not paying for it, 
they might as well stand in a carpark and throw 
their money away. “Generally people we talk 
to are investing a disproportionate amount of 
time on social media for what they get. The only 
measurement worth looking at is ‘engagement’, 
and that said engagement had dropped like a 
stone on Facebook. However, I have to qualify 
that if you are paying the social media platforms 
are effective.”

He also told the delegates that although they 
may feel that Tripadvisor was the bane of their 
lives, in fact, it is, without exception, the most 
powerful tool they had. He went onto give some 
excellent advice with regard to what they should 
be doing. 

Glen Dott, Specialist advisor, Co-
operative Development Scotland/Scottish 
Enterprise and Carole Leslie to speak about 
another topic that is always at the forefront  
- succession planning and the potential of 
‘Employee Ownership. See the following pages 
for some key information and a case study. Again 
there were plenty of questions for the duo..

And last but by no means least we finished off 
with a session on mindfulness and how to add it 
easily into your everyday life. The man who had 
the unenviable task of coming in at the end was 
Mark Pettigrew of Outstanding Results.

This was a one-off but several of the attendees 
have suggested it could be an ongoing event. I 
will leave that up to HIT.

A big thank  you to Great National Hotels for 
supporting the event and Archerfield House too, 
as well as all our speakers. 



14 • HOTELSCOTLAND

Specifying a CFA member for your next flooring project could mean the difference 
between success — or a flooring failure. Most of the UK’s largest and best known 
Manufacturers, Distributors, Contractors and Consultants are CFA members  
— and for good reason. 

•	 CFA	members	promote	high	standards,	knowledge	and	expertise
•	 Specifying	CFA	members	will	maximize	your	investment	and	minimize	
costly	flooring	failures

•	 All	members	have	to	pass	a	vetting	process

Tel: 0115 941 1126 www.cfa.org.uk Email: info@cfa.org.uk

Specify CFA members
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EMPLOYEE OWNERSHIP

Awareness of the many benefits of 
employee ownership continues 
to grow in Scotland, with uptake 
of the business model also 

increasing. However, there are a number 
of misconceptions around the model which 
can ultimately deter business owners 
considering employee ownership.

Here, Clare Alexander, Head of Co-operative 
Development Scotland, addresses five of 
the most common myths about employee 
ownership.

Myth 1: The process of becoming 
employee owned is a complex transaction

“While additional elements such as setting 
up a trust are required, an employee ownership 
transaction tends to be more collaborative 
than a standard business sale as everyone’s 
interests are aligned.  All parties want what 
is best for the business and its workforce, 
therefore less time and resources are spent 
resolving potential conflicts and the transaction 
is typically completed more efficiently.

“Furthermore, CDS offers a wealth of 
advice through its expert advisors, who can 
guide business owners through any perceived 
complexities throughout the employee 
ownership process.”

Myth 2: Employees cannot afford to make 
the investment

“Typically, when a business becomes 
employee owned, the majority of shares are 
bought on behalf of the employees by an 
Employee Ownership Trust. This is usually 
financed by contributions from the company 
itself, or a loan that is then paid back by the 
company. Employees don’t carry any personal 
liability for the debt assumed by the company 
in an employee buyout. Furthermore, when 

the trust pays out bonuses the first £3,600 is 
free from income tax, so is very tax efficient for 
employees.

“In some cases, employees also have the 
opportunity to invest their own money in 
company shares. However, this is a relatively 
small amount of the share capital, is usually 
voluntary, and will likely be undertaken using 
one of the HMRC recognised tax effective 
schemes.”

Myth 3: Employee ownership is only an 
option for retiring family business owners 
or entrepreneurs with no heir

“While this can be a common reason behind 
employee ownership, some owners may 
opt for the model despite having a suitable 
successor in order to reward the loyalty of staff 
and root the business in the local area. The 
seller may trigger an employee buyout a long 
time before they intend to withdraw from the 
company, remaining involved in the day to day 
running of the business for years before retiring.

“An increasing number of companies are 
choosing employee ownership as a means to 
attract, retain and reward staff ”.

Myth 4: The vendor will have to sell their 
business at a lower price

“As they don’t have to negotiate with 
another business, the seller holds a great deal 
of control over the process. There is no reason 
that a carefully considered employee buy-
out can’t deliver a fair price in line with the 
company’s market value. Indeed, when the tax 
advantages are considered, many sellers believe 
that they achieved a better deal when selling to 
an Employee Ownership Trust, than they would 
have achieved by pursuing a trade sale.

“With increasing number of businesses 
choosing employee ownership, specialist 

finance is now becoming available.  
Mainstream providers, like the banks, are  
also becoming more aware and supportive  
of the model.”

Myth 5: Employees will be more interested 
in keeping company profits for themselves 
than investing in the long-term health of 
the business

“Employees are well informed and 
understand the importance of investing in 
the businesses for the long-term. Decisions 
on bonus and share distributions are carefully 
considered in this context.

“Evidence shows that priority is given to 
investment in businesses’ long term success, 
for example in purchasing new equipment to 
improve efficiency while bonus and dividend 
payments being paid at a realistic level.” 

CLARE ALEXANDER

FIVE COMMON EMPLOYEE OWNERSHIP MYTHS DISPELLED

“Auchrannie became employee owned in November 2017 so that our business 
model and values could survive for generations and to keep the business rooted in 
the local community.

Since we moved to EO our team are definitely more engaged and this has 
improved teamwork, productivity and profitability. Everyone receives the same 
tax free annual bonus based on profitability which gives a great incentive to work 
together and make the business as successful we can.”

Linda Johnston
CO-FOUNDER & MANAGING DIRECTOR

Auchrannie Resort
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REVANISTA: THE TOOL WHICH IS 
TRANSFOMING ROOM REVENUES

We sat down earlier this month with David Collins 
(above), co-founder and chief operating officer for 
The Great National Group, to hear more about the 
group’s newly launched yield/channel management 

tool which is transforming rooms revenue performance for 
independent hotels. 

 “Designed to automate yielding and ultimately reduce third party 
commissions paid by hotels to OTAs, Great National’s Revanista Platform 
applies a granular approach to managing rate strategy; enables local 
demand and supply to be analysed; facilitates busy hotel owners with 
more informed pricing; and enables accelerated multi-channel rate and 
rooms distribution.”

 “What we’ve done with Revanista – with the help of state investment 
from Enterprise Ireland - is effectively to digitize our own proven yielding 
processes, processes that we’ve been developing and successfully applying 
for independent hotels for the past 10 years.”

 “We’ve however now taken this to another level allowing users to spot 
and plan around underlying trends not obvious to the busy eye. With the 
best will in the world, a yield manager will only see so much. Revanista not 
only deploys rate decisions but also recommends revenue strategy.” 

 “Take the 62-bedroom 3-star Central Hotel in Tullamore.”
 “Looking at the sample 7 day period of 11 - 17 September 2019, 

Revanista deployed a total of 18,962 messages including rate changes, 
availability updates, channel opens, etc..”

 “For the same period, the direct revenue – that is, revenue through the 
hotel’s website – increased by 6% and average booking values increased 
by 27%.”

And the reason for this improved performance is quite simple. Not 
only are we dynamically managing price based on real intelligence but 
changes are being implemented simultaneously .. faster than any of the 
hotel’s competitive set. Which in turn is driving improved engagement 
with bookers.” 

 “And critically another consequence of deploying Revanista was a 
50% reduction in labour required to handle these rate changes so we’re 
accelerating revenue whilst reducing handling costs.” 

 “Cloud-based, the Revanista Platform is both agile and secure, and 
in a nutshell, is ideal for independent hotels but suitable too for any 
accommodation providers wishing to improve the management of their 
room rate strategy, with greater transparency and increased effectiveness.”

 To find out more or to request on-line demonstration of the Revanista 
Platform, please email David Collins at hello@revanista.com or visit www.
revanista.com

PROMOTIONAL FEATURE



One of Scotland’s leading B2B manufacturers of quality, bespoke furniture.
Contact us today for upholstery, cabinetry and refurbishment services.

7A Main Street, Pentland Industrial Estate, Edinburgh EH20 9QH

Tel: 0131 448 2133  |  Fax: 0131 448 0374
enquiries@charlottejamesfurniture.com  |  charlottejamesfurniture.com
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Like many people, Murray Thomson 
came into hospitality more by accident 
than design. He had originally wanted 
to be a pathologist which is a far cry 

from the role he has now as General Manager 
of Glasgow’s Kimpton Blythswood Square 
Hotel.

Today he has almost 30 years in hospitality under 
his belt and is joint-chair of the Greater Glasgow 
Hoteliers Association, but it all could have been so 
different. He explains, “Hospitality wasn’t really on 
my radar but when I was still at school my friend 
got a summer job at Edinburgh’s Scandic Crown 
pre-opening and they persuaded me to apply too. 
My first job was as a linen porter. I pushed a blue 
buggy around collecting linen and I really enjoyed the 
experience. In fact, I loved working in the hotel so 
much I decided to take a gap year before going to 
Uni, work at the hotel and save some money for a 
car. My mum and dad weren’t too happy!”

He continues, “Over the next seven months I 
went from housekeeping to being a switchboard 
operator but then the gulf war happened triggering 
a downturn in business and I got made redundant. 
I didn’t want to go home and tell my parents so I 
went to the jobcentre and applied for a variety of 
jobs from double glazing sales to hospitality. I got 
offered a job at Norton House on the reception 
team. The hotel was part of Richard Branson’s 
Voyager Hotels at the time and it was a great 
experience working there. I had a fantastic General 
Manager who allowed me to do day release and 
gain an HND in Hospitality Management. That’s 
where it all really started.”

His first management role was with Stephen 
Carter at The Glasgow Moathouse. He worked 
there alongside Laurie Nicol, Robert Cook and 
various other hospitality stalwarts who have gone on 
to further professional success.

Murray recalls, “I was only 19 when I joined the 
Moathouse as Night Manager. It was an extremely 
busy hotel and it gave me phenomenal experience. 
Many of the people I met there are still industry 
friends.”    

Murray came out of operations and went into a 
global sales role with Hilton International based in 
Edinburgh. Then he moved to the Glasgow Hilton 
as Sales Manager. That was a bit of an eye-opener 
for the Edinburgh-born Murray. He explains, “I was 
the last one in so got the ‘not so sexy’ accounts, and 
allocated the east of the city as my territory.

To familiarise myself with the area I drove out 
along Alexandra Parade and kept on driving. At the 
time there were businesses there like Honeywell 
and Terex, and I ended up doing some good business 
with them.

I also looked after the hotel’s entertainment 
accounts and many of them are still clients today. 
That’s one of the things I love about this industry 
is that the people you meet through the business 
become part of your life. My life today has been 
enhanced considerably by my connections and the 
relationships that I’ve made, and continue to make.”

From the Hilton in Glasgow Murray headed 
back along the M8 to Edinburgh and Rocco Forte’s 
Balmoral Hotel as Director of Sales and Marketing, 
followed by a wider UK Sales position. Roll on ten 
years and he resigned. Murray says, “My personal life 
had changed – my daughter Alexis had arrived and I 
was spending a lot of time travelling and leaving my 
wife Audrey on her own. It wasn’t the right work-life 
balance. So I decided to set up my own business 
with her, a representation company MTC Marketing.”

Audrey had a travel background and that 
combined with Murray’s sales experience made for 
a winning combination. The two built a client base 
ranging from car hire businesses to the Duke of 
Roxburgh’s hotel. It’s a business Audrey still runs. 
Says Murray, “It’s been a great success. We enjoyed 
working together and didn’t really argue about 
anything except maybe admin. Both of us preferred 
to be out meeting clients.”

It was while Murray was running his own business 
that he first got involved with The Blythswood. Fiona 
Strauss who was in charge of sales when Peter 
Taylor owned the hotel was off on maternity leave 
and Murray stepped in to fill the role. When she 
came back to work he was offered a full-time role 

‘NEW’ MURRAY
                                            BY SUSAN YOUNG
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as Operations Director. Said Murray, “It was 
both a difficult and an easy decision to make 
giving up working for my own business– but 
Townhouse was a very attractive company 
to work for and making a move into 
operations was a big tick box. I thought I was 
still young enough to become a GM in due 
course, so it was hugely appealing.”

One of the barriers he believed was the 
perception that some people thought he 
was too five-star to get his hands dirty in a 
GM’s role. So he had something to prove. 
And that opportunity came following the 
opening of the new Grand Central Hotel 
in Glasgow which had at its helm an old 
colleague of Murray’s - Laurie Nicol, who 
was looking for a hotel manager. Murray 
smiles, “I definitely got my hands dirty! It was 
the busiest banqueting hotel in Glasgow. It 
seemed to be much more than a hotel it felt 
like a multi-faceted venue. And it was fun.

Great fun because we had a great 
team. I’m still friends with them today and 
everyone has gone on to good roles. I was 
also awarded a HIT Scotland Scholarship to 
Cornell University of Hotel Administration 
on their GM Leadership course. HIT Scotland 
and David Cochrane do an excellent job and 
this was a fantastic opportunity.”

In 2014 Principal Hayley was sold to 
Starwood Capital, and although he had just 
accepted a GM role with another company, 
before actually starting he was offered the 
opportunity to take on the GM’s role at The 
Blythswood.

“It was funny at my interview they had 
asked which hotel I thought was the best in 
Glasgow and I had said The Blythswood, so 
when I was asked to be GM there I couldn’t 
turn it down. I’m a great believer in what’s 
meant for you won’t go past you. And coming 
back to The Blythswood was a lovely thing. I 
love this hotel.

“Working for Laurie at Grand Central I 
had learned a lot. She was a strong operator 
and had great vision. She gave me a lot of 
autonomy and left me to get the job done 
and I learned my style. I spent time there 
re-energising how the guest relations team 
were working and looking at how to improve 
service level experiences. At Grand Central, 
we all wanted to be  a part of the hotel’s 
success story.”

The lessons learned at Grand Central have 
stood him in good stead at The Blythswood. 
One of the biggest learning curves was the 
fact that although he wants everyone to be 
happy, it’s not always 100% possible.

Says Murray, “You have to be realistic. When 
you are working alongside 250 humans  who 
embrace our culture of  be yourself, lead 

yourself and make it count,  things can go 
wrong. We ain’t machines, we are able to 
connect with our guests in amazing ways, but 
we also make mistakes. It is how well you 
recover that’s important. I’ve never worked in 
a hotel where it all goes right.” Having said that 
positive feedback from Kimpton Blythswood 
Square’s guests is very healthy with less than 
1% negative feedback which Murray calls 
“a gift”. “It allows us to put things right and 
improve what we offer.”

His sales background has also stood him 
in very good stead. “The biggest thing for me 
as a sales person, is to sell an experience and 
bring this to reality. However, I was relying on 
the team at the hotel to deliver it. Now that 
I have gone from purely commercial to being 
a generalist I really appreciate the mechanics 
of the delivery. Some people think that the 
hotel runs itself but it takes a huge amount 
of effort not only front of house but back of 
house too.”

The Blythswood team do their best for all 
their customers which these days are mainly 
leisure guests. The hotel made a strategic 
decision to change their mix of business a few 
years ago, and now the hotel, which boasts 
almost full occupancy for most of the year, is 
reaping the benefits. But he tells me much of 
the success it is down to the ‘experience.’

Murray says, “How do we create that 
experience for our guests and make it count?  
Especially when they are here for a special 
celebration or a longer stay. It’s all about 
heartfelt human connections. We now ask our 
guests questions, and their answers allow us 
to make their stay even more special. It’s the 
detail that counts.

For instance, respecting a guests privacy and 
asking what time they would like their room 
serviced? Or “Would they like fresh fruit every 
day? There is no point in delivering touch 
points that are not meaningful to them.”

If you do happen to visit Kimpton 
Blythswood Square there is a good chance 
that you will come across Murray. He tends 
to be around the reception and in the dining 
room particularly at breakfast. Says he, “You 
can’t work with Stephen Carter and not learn 
how to be Mr Hospitality. You have to be 
visible and be accessible to the guests.”

But he, like many others in the same role, 
finds keeping on top of admin when you 
are visible a challenge. He has appointed a 
part-time executive assistant, Claire, to help. 
Murray explains, “Administration support is 
fundamental to my success and the hotel’s 
success. I structure my day so that I clear my 
admin in the morning, then at lunch and finally 
in the evening. If I am in the lobby on my 
phone it is because I am responding to emails. 

I try and keep on top of it. Technology allows 
you to be more organised but it creates more 
admin too, especially when people cc you 
into emails for the sake of it! You have to get 
the balance right – being visible but still being 
commercially focussed.”

Every day Murray walks around the hotel 
– in the morning he does back of house and 
the public areas, and during the afternoon 
he checks the rest of the hotel. “I’ve learned 
from Stephen and Laurie to pay attention 
to the details. You become a perfectionist. 
So much so that if I am having a meeting 
with one of the management team we often 
go somewhere else – so that I can fully 
concentrate on the matters in hand.

“Being offered the GM’s job here at 
Blythswood Square was a role I never 
thought would be mine and on the drive in 
every morning – i thank my lucky stars – I 
never take it for granted. I think it has taught 
me to be the best version of me. No two 
days are the same, and I get to meet some 
amazing people, but I also have a great team 
and I love working with them.”

He says, “As a leader, I am never of the 
mindset that I know everything.

I often ask for their feedback. It reassures 
me too. Over the last six years, and with 
the coaching from Cornell, I have a better 
understanding regarding how your approach 
and frame of mind can have an impact on 
people. My team refer to ‘old Murray’ and 
‘new Murray’. I have worked hard at being 
more self-aware and more mindful and I have 
focused in recent years on my own health 
and wellbeing. One of my goals is to maintain 
this”.

He is also hoping to build on the success 
of the hotel over the next 12 months. He 
tells me, “We have set an ambitious financial 
target for the hotel and it’s looking great 
after last year’s refurbishment. I would 
also like to improve upon our employee 
engagement and guest satisfaction.

At the top of his list, however, is gaining 
five red stars for Kimpton Blythswood 
Square Hotel. He believes that this year they 
may get close to achieving the accolade.  
He says, “The team here are invested in 
our journey, they want to be here and they 
believe in our vision for the hotel’s future. 
The hotel’s success is their success.”

He concludes, “If I get my team to talk 
about me as affectionately as people talk 
about Laurie and Stephen – I will know I 
have done an okay job.”

I don’t think anyone has any doubt about 
that. 



Discover the range
www.frelan.co.uk

For your nearest stockist please call 020 8648 1500 

With four elegant designs and five superb finishes, plus the option of four rose designs. 

The Luxurious Burlington Range of door and cabinet furniture allows the 

possibilities to create unique interiors.

Luxury – Style – Design

The choice is yours
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MALMAISON
ST ANDREWS SQUARE, EDINBURGH

Malmaison at St Andrew Square 
opened last month. The new 
hotel on the site of the former 
A-listed Buchan house, has 72 

bedrooms, a Chez Mal Bar and Brasserie 
as well as private dining facilities. It is the 
second Malmaison for the company in 
Edinburgh, its Leith hotel opened in 1994, 
and its the 4th Malmaison in Scotland.

Originally built in 1775 as five houses and 
latterly used as office space the new hotel 
has been remodelled to create new public 
spaces at ground level and there has also been 
two new extensions added to the property. 

It was a joint initiative between S Harrison 
Developments and Malmaison who have 
preserved the Georgian period spendour of 
the building while bringing it back to life as a 
hotel.

The building is steeped in history; Malmaison 
Edinburgh City was previously the home of 
Lord Brougham, the 11th Earl of Buchan. It was 
also once home to Joseph Bell, the inspiration 
behind Sherlock Holmes. 

With the new Malmaison Edinburgh City, 
designers have taken inspiration from nearby 
Rose and Thistle Streets to create lavish 
interiors of contrasting textures, lights and 

BY SUSAN YOUNG
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styles, offering one of the most inimitable hotel 
experiences in Edinburgh. Tying into the overall 
theme of juxtaposition, the new design mirrors 
elements of the original Edinburgh property, 
utilising darker colours and tones throughout 
the interiors of the hotel, and also tying into to 
the Old Town vs New Town geography of the 
city itself.

“Returning to the heart of where Malmaison 
started is a real milestone for us and we are 
looking forward to offering a fourth offering  
in the city, in addition to our Malmaison 
property in Leith and our Hotel du Vin and 
Fraser Suites locations in Edinburgh’s old 
town,” said Guus Bakker, CEO EMEA at Frasers 
Hospitality, who own the Malmaison and Hotel 
du Vin brands. “Edinburgh is such an integral 
and exciting city and the boutique elements 
of Malmaison and Chez Mal’s offerings really 
tie in well to the atmosphere and spirit of the 
Scottish capital.”

Meanwhile David Clancy, from S Harrison, 
said, “Our experience of sympathetically 
restoring historic and heritage buildings, 
combined with Malmaison’s vision for creating 
interiors that are distinctive, stylish and 
extremely luxurious, has ultimately created one 
of Scotland’s finest boutique hotels.”

Hotel Refurbishment Specialists 

01635 813908    |     www.genson.co.uk    |     info@genson.co.uk

Speak to the stay trading experts today
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Bespoke
process

Spent perfecting
our craft

Made in
Scotland

Downafresh® 
& NOMITE® certified



Wiesner-Hager is an Austrian family-owned business founded in 1849. High quality, 
innovation, design and low environmental impact encompass our entire chain – from 
raw materials to finished solutions.  In Austria, Wiesner-Hager has been the market 

leader for office chairs, office solutions and contract furniture for many years. Increasing 
efficiency while ensuring that employees are happy in their work environments - these 

are the pivotal issues we address. Ideas first! No matter how you look at it: every concept 
begins with an idea – and ideas want to be realised. We develop innovative products in 
cooperation with international designers so we can provide creative solutions for our 

customers in the commercial, hospitality, education and healthcare sectors.

WIESNER-HAGER
4th Floor, 104-110 Goswell Road, London EC1V 7DH United Kingdom

Telephone: +44 (020) 7490 3627  |  Email: London@wiesner-hager.com  |  Website: www.wiesner-hager.com
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Gavin Tannock joins Cairn Group

Aberdeen’s country house in the city has 
started the year in charitable style. The 
Norwood Hall Hotel in Cults is running 
a month-long offer of afternoon tea for 
two for £20, of which £2 will go towards 
local children’s charity, Charlie House. 

 Norwood’s Director of Sales, Diane 
Paterson, said, “Social responsibility is a 
strong focus for us at Norwood so we’re 
proud to be partnering with Charlie House 
for our afternoon tea offer throughout 
January. This fantastic local charity brings 
help to hundreds of young people 

across the northeast living with complex 
disabilities or life-limiting conditions, and we 
are pleased to help in any way we can with 
such an important cause.” 

Director of Fundraising for Charlie 
House, Susan Crighton, said, “We are 
delighted to be Norwood’s selected charity 
for their afternoon tea promotion. What 
better way to spend a cold winter’s day 
than with family or friends, tasty treats 
and warm drinks, whilst supporting a local 
charity?”

Treat yourself to afternoon tea for charity this January:  
From left to right - Norwood’s General Manager, Ivan Franssen, 
Director of Fundraising for Charlie House, Susan Crichton, and 

Norwood’s Director of Sales, Diane Paterson, team up for charity. 
The charity’s mascot, Charlie Dog, takes centre stage.

Two-for-One Charity Afternoon Tea at Norwood The Cairn Group 
have appointed 
Gavin Tannock 
as GM at the 
DoubleTree by 
Hilton Edinburgh 
– Queensferry 
Crossing.

Gavin, who 
hails from Glasgow, has more than 30 
years’ experience in hospitality. He studied 
hospitality management at Glasgow College, 
before starting his career in Scottish hotels 
in popular tourist spot Loch Lomond. He has 
worked all around the country from city to 
countryside, and most recently led the teams 
at two city centre hotels in Aberdeen.  

Gavin said: “I’m grateful for the opportunity 
to join such a reputable group.

“We currently welcome a variety of 
visitors, some who live close by and others 
who have travelled from further afield to 
explore the nearby attractions and the capital 
city. I understand the importance of boosting 
tourism here in the area and fully support 
ongoing campaigns. As part of my new role, 
I’m keen to grow tourism attracting new 
guests to our venue from far and wide.”



Stannah Lifts’ refurbished passenger 
lift at Fort William’s 93-bedroom 
Alexandra Hotel continues to make 
the hotel accessible to visitors of 

all mobilities as well as take the strain off 
tired guest’s legs in an area renowned for 
its challenging terrain.

The lift refurbishment is one of three for 
Strathmore Hotels’ eight-strong hotel group 
after lifts at sister hotels, The Royal Hotel 
in Oban, and the Cumbria Grand Hotel in 
Grange-over-Sands, Cumbria, also benefited 
from the same refurbishment.

Simone Townsley, Property Manager for 
owner Strathmore Hotels, said, “We pride 
ourselves in keeping our hotels in pristine 
working order. Every lift has a lifetime and 
the refurbishments reflect our commitment 
to visitor access and comfort, whilst 
enhancing the individual aesthetics of each 
hotel. Importantly, Stannah has ensured that 
we maintain our hospitality standards for 

the foreseeable future, whilst meeting the 
requirements of the Equality Act 2010.”

IMPROVED RELIABILITY
In the hospitality industry, the comfort of 

guests is vital and every mobility level must 
be catered for. The passenger lift upgrade 
in the Alexandra Hotel entailed removing 
and replacing the original lift mechanics and 
aesthetics in a lift that had broken down 
through old age and reached the end of its 
working life. This resulted in seamless access 
for all - guests, staff, maintenance personnel, 
anyone in need of assistance in navigating its 
five floors.

The refurbishment works covered
Control system: Replaced with a modern 

open protocol microprocessor unit.
Gear unit: Replaced with a modern open 

protocol system with new oil and fittings.
Push station: All landing and car buttons 

renewed, complete with open protocol TFT 

indicators and gongs.
Car interior: Completely gutted and 

fitted out with satin stainless steel and 
complementary wood-effect paneling, 
downlighter ceiling, intercom, grab rails, half-
height mirror and non-slip floor.

On installation completion, the Stannah 
Scotland team left the lift immaculate and 
fully serviced, commissioned and tested to 
the relevant sections of BS 5655 Part 10 and 
BS 9999. The lift also operates under a full 
12-month warranty.

As with all Stannah lift products and 
refurbishments, these modernisations are 
covered by Stannah lift service plans. The 
Alexandra benefits from the premium service 
plan and The Royal and the Cumbria Grand 
benefit from the comprehensive service 
plan, all supplied by the respective regional 
branch of Stannah Lift Services, as part of a 
nationwide network providing comprehensive 
lift servicing and support.

IN SCOTLAND

Tel: 0141 266 0025  |  email: contact@stannah.co.uk  |  www.stannahlifts.co.uk 

ADVERTORIAL
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Wm Grant & Sons the distiller that created Hendrick’s has now 
launched a Hendrick’s Absinthe, a spirit that is consummately 
Hendrick’s but categorically not gin. The perhaps, surprise move is 
the result of experimentations from the laboratory of Hendrick’s 
Master Distiller, Ms Lesley Gracie at Hendrick’s Gin Palace in Girvan, 
Scotland.

A gin distiller creating an absinthe may seem beyond the 
realms, but Ms Lesley’s Gracie’s creativity cannot be contained 
by convention and in the curious world of Hendrick’s where the 
unusual is well usual, these two botanical spirits seem almost made 
for each other.

Hendrick’s’ interpretation of absinthe sees the distiller take the 
traditional ‘Artemisia absinthium’ best known as wormwood and 
star anise and venture beyond the conventional by curiously adding 
five additional botanicals including Hendrick’s much-loved rose and 
cucumber.

Hendrick’s Absinthe is bottled at 48% ABV and so steers clear of 
the fiery strength of more traditional blends. All flavours are entirely 
natural, and no colour is added.

Will Hendrick’s, one of the brands credited with spearheading 
the ‘Ginassaince’ work similar magic for the absinthe category? Only 
time will tell…

December saw Edinburgh Gin appear on 
its first-ever TV advert and its biggest-ever 
brand campaign, ‘Filled with Wonder’. It 
leads viewers through a fantastical journey 
of flavour, capturing the brand’s point-of-
difference as a highly original but carefully 
considered gin-maker.

Creatively reimagining the taste of 
their signature Rhubarb & Ginger Gin, 
the dreamlike ad showcases the wonders 
worked by Edinburgh Gin with natural 
flavours - and also encourages the discovery 
of its extensive range. The brand offers 
bartenders and consumers the single biggest 
choice of gins and gin liqueurs on the market 
– 18 in total – including Lemon & Jasmine, 
Bramble & Honey and several award-winning 
London Dry gins.

Ian McLeod is also launching an out-of-
home execution, adapted from the central 
creative, while PR, social and events will kick 
in throughout 2020 as part of the multi-
million-pound campaign.

“We work wonders with our gin,” said 
Neil Mowat, UK Marketing Director of Ian 
Macleod Distillers, who own Edinburgh Gin. 
“We know how to make it brilliantly, no 
shortcuts, no exceptions. That means not only 
taking great care in what we do but also great 
joy too. So, beyond the very best distillation, 
we always add creativity and original thinking 
to the mix. Inventiveness is essential to 
Edinburgh Gin - and that’s the story our new 
campaign sets out to tell”.

Scotland’s first alcohol-free brewing company, Jump Ship Brewing has 
launched Yardarm, its first beer. Available in 330ml cans, Yardarm, is a 
crisp, lively lager with a good balance of malt and hops and is the first 
beer to be released from Jump Ship Brewing. Brewed in small batches, 
Jump Ship Brewing uses natural brewing techniques, combining barley, 
hops and yeast with soft Scottish water, to create as much flavour as 
possible, with minimal alcohol.

Owner Sonja Mitchell, describes Yardarm as a zesty, biscuity and 
discretely bitter lager. It is brewed with Citra and Styrian Bobek hops for 
a full flavour finish. The beer is gluten-free, vegan and lower in calories 
than standard beers. Yardarm contains 40 calories per can with roughly a 
third of the calories found in an equivalent can of 4% ABV beer. At less 
than 0.5% ABV, it contains roughly the same level of alcohol as a large 
ripe banana. For more information contact: sales@jumpship.beer.

EDEN MILL COLLABORATE WITH FIFE ARTIST FOR 
LATEST ST ANDREW’S DAY WHISKY RELEASE
Eden Mill, the award-winning Scottish distillers 
have today unveiled its 2019 Release Single 
Malt whisky. The limited release of 3,000 bottles 
sees Eden Mill collaborate with Fife-based artist 
Hilke MacIntyre to create the art piece, titled ‘St 
Andrews’ for the presentation box.

Hilke MacIntyre, originally from Germany, 
has lived in Fife since 1995 and is known as a 
specialist in lino cutting: a traditional and highly 
skilled craft, derived from woodcutting.

The artwork is inspired by pivotal moments in 
Eden Mill’s story and features famous landmarks 
of the St Andrews and Guardbridge coastline - a 

place Eden Mill is proud to call its home.  
The 2019 Release Single Malt is the third 

single malt whisky by Eden Mill in two years, 
since the unveiling of the First Bottling in 2017, 
and will see just 1,500 bottles available in the UK.

The 2019 Release Single Malt has 
incorporated a selection of Oloroso hogheads, 
Pedro Ximenez hogsheads, American bourbon 
barrels with a cask of chocolate malt spirits 
and crystal malt spirit to craft their latest liquid. 
Eden Mill’s 2019 Release Single Malt Whisky 
(70cl, 46.5% ABV) is available to order viawww.
edenmill.com/2019

New TV ad from 
Edinburgh Gin

WHAT’S NEW

Jump Ship Brewing launches Yardarm Yardarm launches

Hendrick’s Absinthe Launches!
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The Hit Scotland Annual Christmas 
Party took place at the end of 
November at the Crowne Plaza in 
Glasgow. As you can see it was a 

great night. 

HIT CHRISTMAS 
PARTY
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Stealing soaps or pens seems harmless for many hotel guests, 
however, some are so bold that they carry TVs, pianos, 
mattresses or even stuffed animals out of the hotel. Wellness 
Heaven surveyed 1,157 hoteliers and asked what items  

were most commonly stolen. The results were quite startling, and 
the company suggested there’s a “striking difference in the theft 
behaviour between guests in 4-star and 5-star hotels.”

The overwhelming majority of guests steal towels and bathrobes – 
perhaps as a goodie for the next spa break? These two objects of desire 
were closely followed by hangers, pens and cutlery. In addition to these 
“ordinary” items, there was  a number of spectacular thefts. 

The most bizarre stolen goods included Bathroom Fittings – from the 
head of a rain shower to a toilet seat, and even an entire sink, as reported 
by a Berlin hotel.

A Grand Piano - a hotelier Italy reported: “Once I walked through the 
lobby, I noticed that something was missing, and soon after I learned that 
three unknown men in overalls had taken away the 
grand piano, and it never reappeared, of course.”

Room Numbers - a guest had unceremoniously 
removed the numbers from his hotel room door. 
“We didn’t notice until the next guest could not find 
his room”, the hotel director declares.

Stuffed Hunting Trophies – A French hotelier 
reported that a guest was caught trying to steal a 
stuffed boar’s head. At a later date, he did receive this 
trophy: friends bought the precious piece from the 
hotel and gave it to him as a wedding gift.

Sauna Benches – a  hotel near Salzburg was left 
benchless when its sauna furniture was stolen. The 
“private sauna” was located on the terrace of a spa 
suite. Management only noticed the benches were 
missing when a subsequent guest criticised the absence of the benches 
(“Where should I sit in the sauna? I can’t relax while standing.”).

HiFi System - a hotel owner from Germany reported that the entire 
stereo system of his spa area disappeared.  Thieves had apparently 
dismantled the entire sound equipment overnight and loaded it in their car 
before they left.

Flowers are so popular with the guests of a Maldive resort that they 
need to buy new flower arrangements several times a week to replace the 
missing ones.

The research also showed that different nationalities stole different items. 
It turns out, for example, that German and British hotel guests prefer towels 
and bathrobes, cosmetics and toiletries. 

In contrast, Austrians snitch in a more pleasure-oriented way: dishes and 
coffee machines appear high up in their theft ranking. It seems they cannot 
get enough to satisfy their thirst for coffee. For Americans, pillows and 
batteries appear as the prime objects of desire. 

Italians seem to prefer wine glasses as a hotel souvenir, while the hair 
dryer ranks high up in the Swiss ranking. The French, on the other hand, steal 
in a more spectacular manner: they represent the nation that is attracted 
mainly to TV sets and remote controls. 

Dutch hotel guests see in their souvenirs above all the practical benefit: 
Their favorites include light bulbs and toilet paper.

There was also a different pattern of behaviour between guests of a 

4-star v’s 5-star hotels. 
The probability of high-quality TV sets being stolen in 5-star hotels, is 9 

times higher in comparison to the 4-star segment. Similarly, artworks are 
popular objects of desire in luxury hotels (5.5 times higher theft probability). 
Tablet computers and mattresses are also being stolen a lot more 
frequently in 5-star hotels. 

4-star hotel guests are content with less spectacular gifts: towels and 
hangers tend to be in higher demand than in 5-star hotels. The typical 4-star 
hotel guest is especially fond of practical items such as batteries and remote 
controls (theft probability 3.1 and 4.9 times higher, respectively).

The coffeemaker, which is so popular among Austrian guests, is also 
sought-after by luxury-minded 5-star guests, as we observe a 5.3-fold 
increase in theft statistics.

Hoteliers’ theft reports about toilet paper rolls come mainly from the 
4-star segment. For luxury travellers, there seems to be no additional need 
for hygiene in this area.

Tablet computers, often referred to as “SuitePads” 
in the high-priced room categories, are stolen 8.2 
times more frequently in 5-star hotels. Such tablets 
usually have a value of approx. 420 euros and tend to 
be a popular souvenir among luxury travelers.

Even expensive luxury mattresses are not immune 
to disappear: the probability for their theft is 8.1 
times higher in 5-star hotels. How exactly the bulky 
goods are transported unnoticed out of the hotel 
remains a mystery. On request, some hoteliers 
informed us that this only happens in the middle of 
the night – using elevators which lead directly to the 
underground parking.

To complete their sleeping experience at home, 
some luxury oriented guests add the hotel’s blanket 

to their luggage. Theft of this object is 3.9-fold increased in 5-star hotels.
The survey was conducted in September and October 2019 by behalf of 

Wellness Heaven the leading spa hotel guide in German-speaking countries. 
The hotel portal reviews spa and luxury hotels in Europe und Asia. It 
receives 32 million page impressions annually. Certainly their research gives 
you food for thought! 

Guests of 5-star hotels prefer 
expensive items

A total of 634 hoteliers 
from 4-star hotels and 523 
from 5-star hotels were 
surveyed to determine 
the behavior of thieves 
depending on their 
wealth. As it turns out, 
“Greed is good” seems 
to be a reliable motto 
especially for the well-
heeled 5-star clientele. 

FROM MATTRESSES TO A GRAND PIANO... 
WHATEVER NEXT? 

“Once I walked through the 
lobby, I noticed that something 
was missing, and soon after I 
learned that three unknown 
men in overalls had taken away 
the grand piano, and it never 
reappeared, of course.”
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SIGNAGE, GRAPHICS, EXHIBITIONS, VEHICLE WRAPPING, PRINTED WALLPAPERS, WINDOW MANIFESTATIONS, 
DOOR PLAQUES, BUILDING WRAPS, PRINTED BANNERS, NEONS, LED’S & MUCH MORE ...

Head Office: 60 St John’s Road, Edinburgh, EH12 8AT 0131 337 1237  |  Glasgow Office: Clyde Offices, 48 West George Street, G2 1BP 0141 265 4120

SHOWCASE
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The 26th session of the Conference of the Parties (COP 
26) to the UNFCCC is expected to take place from 9-19 
November 2020, in Glasgow. This is a UNFCCC  Climate 
Change Conference which will see around 200 world 
leaders, 30,000 delegates and potentially 10,000 climate 
activists descend upon the city.
It is taking place at the Glasgow’s Scottish Events Campus 
(SEC) and is designed to produce an international response 
to the climate emergency. Now as someone pointed out to 
me there is double the number of people at a Rangers or 
Celtic match so we can cope. Yes, that may be the case but 
200 world leaders are coming too... and the security around 
that will be very tight. So much so that I’ve heard a rumour 
that Glasgow could be shut down for up to two weeks. The 
city will effectively become a no-go zone.
The hotels will be full to bursting all around, and 
restaurants and bars should be buzzing... but if staff can’t 
get to and from work there is going to be an issue. Not 
only that but I can imagine retailers are not going to be too 
chuffed either. I wonder when the powers that be are going 
to tell us about the impact on the regular citizens who are 
trying to go about their daily business.

Another thorny subject is rates! My favourite subject! Just before 
the election, the Opposition MSPs of the Conservative, Labour 
and Green parties voted for an amendment to the Non-Domestic 
Rates Bill proposed by Andy Wightman of the Green Party that 
would remove the ability of Scottish Ministers to set the business 
rates poundage and hand greater powers to local councils. A 
move that was met with disbelief by just about everyone in the 
hospitality industry. From UKHospitality to The SLTA who called it 
totally “ ill-conceived ideology and reckless”. They are not wrong. 
LTA managing director Colin Wilkinson said, “We understand that 
the Parliament’s Local Government Committee may take the 
unusual step of holding a further hearing on the matter of ending 
the uniform business rate and instead of handing control over the 
setting of the poundage rate, reliefs and any local supplements/
levies to local authorities.
“While the current system has major problems, particularly for the 
licensed hospitality trade, progress was being made, says the SLTA. 
However, it suggests that this latest development will raise grave 
concerns for all Scottish businesses.” He is not wrong.

There’s a water bottle that you consider putting in your 
guest rooms if you are serious about your green credentials. 
Belu is the first UK water company to make all plastic 
bottles from 100% recycled plastic bottles. The 100% 
recycled material used by the British water brand generates 
75% fewer carbon emissions than aluminium and is easily 
recycled, unlike a carton. CEO Karen Lynch said, ‘We have 
come to the conclusion that where the single-use can’t be 

removed, the answer to our anti-plastics challenge, is in 
fact, plastic. Our message is to first use less, but when you 
buy bottles, buy better. ‘Belu is a social enterprise that gives 
100% of profits to charity WaterAid, and our driver is to do 
the right thing.”

This year the battle to persuade the Scottish Government to re-
think their plans on the tourism tax will continue. And at the tail 
end of last year, some of the biggest players in the hotel industry 
sent an open letter to the Scottish Government Ministers warning 
that Scottish families could be ‘incentivised’ to go to England or 
further afield if a tax is implemented. Accor, IHG and Best Western 
are just three of the hotel groups that said the new tourist tax is 
“incomprehensible.’
Kate Nicholls, chief executive of the lobby group UK Hospitality, 
said, “The senior-level signatories of this letter demonstrate the 
level of concern about how this ill-thought-through proposal will 
damage Scotland’s reputation as a world-class tourism destination, 
increase costs and put thousands of jobs at risk. 
“The hospitality sector is already over-taxed, with sky-high business 
rates and one of the highest VAT rates in Europe.”

On a lighter note – Christmas 
brought out the creative flair 
of Scotland’s hotel chefs... both 
Glasgow’s Grand Central Hotel 
and Gleneagles Hotel boasted 
a bespoke gingerbread house 
created by their in-house chef 
teams. The Gleneagles team, 
however, believe that they took 
the biscuit (sorry, cake) and the 
accolade ‘the largest’ coming in 
at 5m high. It was certainly the 
tallest. Grand Central’s Executive 
Chef, Zoltan Szabo’s team used an 
astonishing 114lbs of gingerbread 
and 35lbs of icing sugar to create 
the ginger mammoth, a replica of the hotel. It measured 
just over 1m at its highest point and was 3.8ft wide and 
took a whopping 104 hours to complete.
But Gleneagles’s Executive Pastry Chef, Phil Skinazi and 
his team of chefs spent over 120 hours creating their 
gingerbread house comprising of 100kg of gingerbread, 
60kg of royal icing, 10kg of chocolate ‘pebbles’ and 3kg of 
‘hundreds and thousands’. 
It was 6 metres high and 1.3 metres in depth, the 
gingerbread house features an intricate stained glass 
window made of sugar, flower beds made of chocolate 
shavings and liquorice sweets. In our eyes both gingerbread 
houses were fab.



The Highland Soap Company makes organic soap and skincare products for the top end of  
the Scottish hotel and restaurant market. With a focus on sustainability and quality,  

the company use only responsibly sourced ingredients and recyclable packaging.

 www.highlandsoaps.com



We are a full service digital marketing 
agency delivering exceptional results 

for outstanding clients.

Experts in Hospitality Marketing

“The team at Click2Convert take the time to fully understand our 
business needs and have developed a marketing strategy which ticks 
all the boxes. We’re delighted with the year-on-year results!”

Allan Reich, Resort Director, Cameron Lodges

Check out our client testimonials at:
www.Click2Convert.com/case-studies
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