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Meet
MEMBER

JACKIE FAIRBURN MBII AT THE HARE & HOUNDS

——

C O R O N A V I R U S  C R I S I S 

BII IS HERE  
TO SUPPORT YOU 
THROUGHOUT 
THIS PERIOD
Our Helpline experts 
& Marketplace  
Partners are just  
a phone call away  
with sound advice 

——

S C O O P !  

COOL PROFITS  
 Lee Price FBII  

provides a scoop  
to help businesses 

bounce back  
this summer 
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This BII News magazine went to press on  
March 23. Many of the articles were written 
before the situation escalated to the current 
emergency, but we felt it was the right 
decision to publish. 
We wish you all the very best of luck and good 
health, and we look forward to returning  
with our next edition, which will be focused  
on recovery and rebuilding. 
Stay safe and keep well.
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BII CHIEF EXECUTIVE OFFICER  STEVEN ALTON CBII 

DURING THESE UNPRECEDENTED TIMES, BII IS HERE TO OFFER HELP, ADVICE, PERSONAL AND BUSINESS 
SUPPORT – AVAILABLE TO YOU 24/7 VIA OUR HELPLINES, THROUGH OUR SOCIAL MEDIA CHANNELS 
AND PUBLISHED IN OUR ONLINE NEWSLETTER, INNFOCUS

TRUSTED SUPPORT FOR PEOPLE 
AT THE HEART OF GREAT PUBS 

T here’s  only one thought on 
everyone’s minds currently  
and that’s ‘how are we going  

to get through this emergency?’. The 
hospitality sector is in shutdown, there  
are few supplies on the supermarket  
shelves and (as I write this) there  
is a real prospect of community  
lock-down. I am very conscious that 
the situation is developing rapidly.

We had considered delaying this 
issue, as much of it had been written 
ahead of the severity of the current 
situation. That said, we know that 
we will get through this together and 
continuing to share much needed 
ideas and advice to help you, 
our members, be ready to 
rebuild your businesses 
seems to be the right 
thing to do.

The industry is 
working together 
to formulate the 
latest and best advice 
for businesses and 
individuals, from 
what financial 
support is available  
to the latest health 
and safety messages. 

Looking after 
employees, customers 
and ourselves is paramount.  

‘Trusted support for people at the 
heart of great pubs’ is what BII is all 
about and never in our 35+ years has 
that support mattered more than  
it does now and will continue to do, 

over the next few weeks and months. 
It has been heartening to see how 

many great pubs have continued 
to offer what they do best: a warm 
welcome and fantastic hospitality.  
I couldn’t be more proud to represent  
an organisation that exists to provide  
support and assistance to pubs; 
assistance that will make the 
difference to your business at the  
time when it matters most – now.  

During my first six months at BII, 
I’ve had the opportunity to speak to 
and meet many members – thanks 
to Mike Clist CBII, who has stayed on 
to support me during this transition 

period – and even before this 
crisis, it was clear that trading 

conditions were extremely 
tough and challenging  
in a sector that keeps  
on being hit.   

From business 
rate increases, Brexit 

uncertainty, immigration 
and recruitment challenges, 

the extreme weather conditions  
across the entire country, to our 
current emergency, Coronavirus. 
These seemingly endless body blows 
create stress, anxiety and insecurity, 
and deliver the most brutal and 

DURING THESE UNPRECEDENTED TIMES, BII IS HERE TO OFFER HELP, ADVICE, PERSONAL AND BUSINESS 
SUPPORT – AVAILABLE TO YOU 24/7 VIA OUR HELPLINES, THROUGH OUR SOCIAL MEDIA CHANNELS 
AND PUBLISHED IN OUR ONLINE NEWSLETTER, INNFOCUS

negative financial impact on the 
businesses and upon the individuals 
working within them. Worst of all, 
with Coronavirus there’s a cost to 
human life and health too.  

Never before has there been a time 
when our industry has been forced to 
deal with one crisis after another.  

My heartfelt condolences go out  
to every licensee right now, and I’m  
particularly minded of those pubs  
which, at the beginning of this  
Coronavirus outbreak, were still trying  
to recover from the winter flooding.   

Yet, this amazing trade with pubs 
run by superb, warm-hearted and 
truly brilliant people never ceases to 
show resilience. And don’t we all just 
know, that it will be the pubs that will 
be the first to throw open their doors 
and put on the biggest party ever 
when this nightmare is finally over.  

As you would imagine, we are 
reviewing our plans for our Summer 
Event as this is written.  And we still 
hope that a summer celebration may 
be the perfect opportunity for us 
to come together, as we rebuild our 
fantastic industry. We have taken the 
decision to pause our BII Licensee of 
the Year Award (LOYA) at this time.  
This is only a pause and we will restart 
this at the earliest opportunity to 
showcase the very best operators 
across the Industry.  

This month (April) sees me taking 
on the mantle of CEO of BII from Mike, 
who I am pleased to say, will remain 
at the heart of the BII, continuing to 

“I COULDN’T BE MORE PROUD  
TO REPRESENT AN ORGANISATION 
THAT EXISTS TO SUPPLY SUPPORT  
AND ASSISTANCE TO PUBS”
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BII is here for you. Working harder  
than ever to provide you with the 
benefits and services available to help 
stabilise your business throughout  
the Coronavirus pandemic.  
Our support includes future-proofing 
advice on how to prepare and plan  
for reopening and ‘normal’ trading.

Your plan of action:
HMRC Coronavirus helpline - 0800 0159 559

Contact your bank and speak to them honestly  
about the issues you’re facing

Contact the BII or log in for the Legal, HR & Business  
Rates Helpline - 01276 684449

Pub Companies are offering tailored support on a case by case 
basis, call them as soon as you can to talk about your next steps

The BII team are regularly updating our dedicated Coronavirus 
advice page, check www.bii.org for daily updates, or follow  
our social media

Your BII team are working from home for the forseeable future, calls are being 
directed to voicemail and are being returned as quickly as possible.

www.bii.org

@BIIandBIIAB @BritishInstituteofInnkeeping

01276 684449 membership@bii.org

share his vast industry knowledge  
and expertise with both our team 
here at Head Office and you, our 
members. Mike will continue 
to lead our Pub Co & Landlord 
helpline in his new role as BII 
Non-Executive Director.  

On pages 32 to 36 of this edition 
of BII News, you’ll be able to find 
the full details of all the experts 
behind our integral helplines 
as well as information on our 
Marketplace Partners. We’ve also 
dedicated the back page of this 
edition to provide a reference  
for additional support for you  
and your business. 

Real and significant savings 
can be made by taking up the 
offers and services offered by  
our partners, from insurance  
and finance to utility supplies.  

Taking advantage of BII’s expert 
advice, alongside the many sound 
offers from our Marketplace partners, 
will provide help as well as potentially 
saving your business £1,000s. 

CPL Learning has launched online 
Coronavirus training, ‘taking pro-
active action’ to pubs and providing 
information and guidance to help 
businesses navigate their way through 
this crisis. 

 All the BII’s trusted Marketplace 
Partners are here to support you and 
make a real difference to you and your 
business.  

I’d encourage all of our members 
to remain pro-active during these 

extraordinary times. Switching to 
 a new supplier, or using the BII deals 
to negotiate a better contract with your 
existing supplier, might make THE 
difference to your business, as well 
as providing you with the latest and 
most relevant information on what 
Government support is available. 

In the coming weeks, many more 
new benefits and initiatives will 
be coming on stream, which will 
be announced through our weekly 
INNfocus online newsletter and in 
future editions of this magazine.   

Fingers crossed, you’ll also be 
hearing more about a personal journey 
I’m hoping to take – cycling 300km 
across Jordan as part of the team 

Pedalling for Pubs, a fund-raising 
initiative to raise money for two great 
charities: Only a Pavement Away and 
the Licensed Trade Charity.   

Working together as a team, 
sharing our successes (and failures) 
to help others is what the hospitality 
industry is all about, and BII (like me, 
after all my cycling training) has never 
been in better shape to offer trusted 
support to you, the people working  
at the heart of great pubs. 

Good luck, stay safe and together 
we will get through this. 
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H ead Judges, Ashley McCarthy 
CBII and Sue Allen CBII, will 
be digging deep over the 

next few weeks, as they begin their 
journey across Britain to visit, listen 
to, deliberate with and inspect each 
of this year’s semi-finalist licensees 
(names to be announced 
imminently).    

Ashley, Chef and 
owner of Ye Old Sun Inn 
in Colton, Yorkshire, 
whose accomplishments 
include being LOYA 
winner in 2013,  
a finalist in 2009 and a 
celebrity chef known for 
his awesome chocolate 
creations, told BII News: 
“It is challenging, not 
only for the licensees but 
also for us. Sue and I are 
at each pub for at least two 
hours to carry out what 
is essentially a business 
audit, and to fully 
evaluate every element 
of the operation.”  

He continued: “To have 
been shortlisted as a semi-
finalist is a huge accolade for 
any licensee. This year’s entries, like 
last year’s, are of an extremely high 
calibre, which makes it incredibly 
difficult to whittle down to 20, let 
alone the final six. I think the standard 
of the individuals running great pubs 
has never been higher.”  

Sue, Business Coach and Trainer 
at Sue Allen Training, agreed, adding 
that it was a honour to meet the semi-
finalists in their own businesses and 
learn about their achievements.  

“It’s incredible to see the diverse 

range of businesses and the highly 
talented licensees operating them. 
I know we say this every year, but 
it really is true that the quality of 
entrants rises year-on-year.” 

LOYA attracts over 200 entries 
annually and is unique in that 

it recognises the 
professionalism  
and expertise of the 
licensee, rather than 
focusing solely on  
the pub.  

“The pub provides 
the example of what 
they do, the way they 
run the business, 
how they work 
alongside their team 
members, and how they 
contribute to their local 
communities and to the 

industry. These are all people 
going above-and-beyond. 

Committed individuals 
who have proven that 
they go that extra mile 
for their staff, their 

community and their 
business,” he said.
Sue continued: “Previous 

finalists tell us that going through 
the Licensee of the Year Awards entry 
and judging process is a very valuable 
experience and one that they can 
learn and gain support from. It’s also 
nice to see our finalists staying in 
touch with each 
other, after the 
event, continuing 
to share best 
practice with 
each other and 
offering support 

ON A MISSION TO  
REWARD AMAZING 
LICENSEES
THE SEARCH FOR THIS YEAR’S LICENSEE OF THE YEAR AWARD (LOYA) WINNER IS UNDER-WAY,  
WITH THE ALL-IMPORTANT VISITS TO THE 12 SEMI-FINALISTS COMMENCING THIS MONTH (APRIL)  
 

and guidance to new people coming 
into the industry.” 

Once the visits are complete, 
Sue and Ashley are faced with the 
unenviable task of identifying the six 
finalists, who will attend the judging 
day on June 15, at Sky’s HQ  
in London. 

“I can honestly  
say that winning  

BII Licensee  
of the Year was  
a top moment  

in my life”
DAVID HAGE FBII 

LICENSEE OF THE YEAR  
AWARD 2019 WINNER
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To obtain an online quote go to www.pxlassociates.co.uk 

Working 
together in 
partnership
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mortgages, whilst PXL will not charge brokerage 
fees, you may incur fees from the finance provider 
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An existing client spoke to us, 
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mortgage, but did not have any 
life insurance in place that would 
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if he died in the event of an 
accident or ill health. For as little 
as £30 per month we arranged 

a life policy that would run 
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clear it off completely.  
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Our full range of services are:

We’ve helped 900+ BII members in the past 3 years, saving 
£600,000+ in premiums. The average savings more than 
covers the cost of our customers annual BII Membership fee 
for at least 2 years!

From conversations we have had with BII members, we realise there is a definite 
need to provide a full range of services to meet the demands of the members.

We now see ourselves as being a ONE STOP SHOP, offering a complete range 
of services that fulfil the needs of people and businesses operating within 
the hospitality trade.

•  Purchase your first or additional 
licensed premises
•  Refurbish or extend your existing 
premises 
•  Remortgage so you can take 
advantage of lower rates in the 
market

Cover can include:
•  Buildings, contents, fixtures 
and fittings, stock
•  Liability insurance - public 
liability, employers liability 
& product liability, life insurance
•  Unexpected tax and VAT 
investigation cover built in

We have specialist, experienced 
staff who can help organise:
•  Personal life insurance, key   
person protection 
•  Shareholder/partnership cover
•  Commercial loan life insurance 
protection
•  Health insurance

•  Remortgage your current home 
to take advantage of historically 
low interest rates
•  Purchase a buy to let property in 
the name of your pub to generate 
an additional income stream
•  Purchase a property ready 
for your retirement 

RECENT FINANCE 
CASE STUDY

We have helped a couple 
purchase a new pub in Wales. 

Purchase price £320,00 and they 
wanted to borrow £125,000, 
which we arranged for them 
through a high street bank at 

a LOWER RATE than they had 
been offered by their own bank.

To BII members we are 
offering all services 

mentioned here

FREE OF CHARGE**

*All the life 
companies we deal 

with have confirmed that 
there are no restrictions/

exclusions on policies paying out 
as a result of someone dying from 
the Coronavirus even if you have 

opted for self-isolation.

Some life companies even offer free 
access to a virtual doctor consultation 

24/7 over the phone/FaceTime. 
A perfect enhancement when 

people are struggling 
to gain access to their 

own doctor.
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FOR BII MEMBERS

0333 0068 444  
for Commercial Insurance 

01785 256 396
for Life Insurance, Commercial Finance 
& Residential Mortgages 
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wanted to borrow £125,000, 
which we arranged for them 
through a high street bank at 

a LOWER RATE than they had 
been offered by their own bank.

To BII members we are 
offering all services 

mentioned here

FREE OF CHARGE**

*All the life 
companies we deal 

with have confirmed that 
there are no restrictions/

exclusions on policies paying out 
as a result of someone dying from 
the Coronavirus even if you have 

opted for self-isolation.

Some life companies even offer free 
access to a virtual doctor consultation 

24/7 over the phone/FaceTime. 
A perfect enhancement when 

people are struggling 
to gain access to their 

own doctor.

SPECIAL OFFER 
FOR BII MEMBERS

0333 0068 444  
for Commercial Insurance 

01785 256 396
for Life Insurance, Commercial Finance 
& Residential Mortgages 

Where should BII Members go for more information
Ring our dedicated helplines on:

Lines open Monday to Friday 9am to 5.30pm 

To obtain an online quote go to www.pxlassociates.co.uk 

Working 
together in 
partnership

**With regard to commercial finance and residential 
mortgages, whilst PXL will not charge brokerage 
fees, you may incur fees from the finance provider 
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An existing client spoke to us, 
he had a £250,000 commercial 
mortgage, but did not have any 
life insurance in place that would 
pay out and clear the mortgage 

if he died in the event of an 
accident or ill health. For as little 
as £30 per month we arranged 

a life policy that would run 
alongside the mortgage and 

clear it off completely.  
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Card Payments like no other

Switch to Paymentsense and get 50% cashback 
card terminal rental for the first 12 months.

At Paymentsense, we like to make things simpler for our customers.
So, we’ve partnered with BII to deliver the kind of payments service
you’ve always wanted. A service that makes your life easier, cuts your
costs and gives you piece of mind.

Better Rates
Never pay a penny more than necessary 

No exit expenses
We’ll cover any contract cancellation fees with 

your current provider. Up to £3,000 

Get your cash in quicker
With Next Day Settlement as standard 

Get help from people who understand you
Our UK-based support team is ready for your questions

T&C’s apply.

For more information contact 0203 985 0185 
and quote 'BII' or visit 

www.paymentsense.com/uk/partners/bii
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Card Payments like no other

Switch to Paymentsense and get 50% cashback 
card terminal rental for the first 12 months.

At Paymentsense, we like to make things simpler for our customers.
So, we’ve partnered with BII to deliver the kind of payments service
you’ve always wanted. A service that makes your life easier, cuts your
costs and gives you piece of mind.

Better Rates
Never pay a penny more than necessary 

No exit expenses
We’ll cover any contract cancellation fees with 

your current provider. Up to £3,000 

Get your cash in quicker
With Next Day Settlement as standard 

Get help from people who understand you
Our UK-based support team is ready for your questions

T&C’s apply.

For more information contact 0203 985 0185 
and quote 'BII' or visit 

www.paymentsense.com/uk/partners/bii

T he judging day concludes with  
a special dinner, giving finalists a 
chance to finally relax and enjoy  

a night out in London before the main 
Summer Event on June 16. This is the 
spectacular industry luncheon – and 
culmination of the judging process – 
where the Licensee of the Year Award 
2020 winner is announced, followed  
by an afternoon of celebrations! 

The finale!
 
JUDGING DAY TAKES PLACE AT SKY’S HQ ON JUNE 15 AND BRINGS OUR SIX 
FINALISTS FACE-TO-FACE WITH FOUR EXPERT PANELS OF JUDGES, WHO WILL 
ULTIMATELY DECIDE THE WINNER OF LICENSEE OF THE YEAR AWARD 2020 

THE JUDGES  
FOR FINALS’ DAY  
ON JUNE 15

Building Your own Business 
interview panel is chaired by Kris 
Gumbrell FBII, CEO of Brewhouse & 
Kitchen. He will be joined by James 
Nye, MD of Anglian Country Inns,  
and David Hage FBII of The Railway  
in Lowdham, joint winner of the 
Licensee of the Year Award 2019. 

People Development  
is chaired by Lee Woolley, the Head 
of HR at the Stonegate Pub Co, with 
Sarah Milward, Recruitment & Training 
Manager at Greene King Pub Partners 
and Mark Osborne of The Railway  
in Lowdham, joint winner of the 
Licensee of the Year Award 2019. 

Sustainability and Finance  
is chaired by Neil Morgan CBII, 
MD at Christie & Co and joined by 
Lisa Garside, Chief Accountant and 
Business Development Manager  
at Elta and Chris Welham CBII,  
the CEO of Wadworth. 

Consumer and Industry 
Awareness is chaired by Katy 
Moses, owner of KAM Media, with 
Jim Cathcart, Director of Policy & 
Regulation at UKHospitality and  
Sally Whelan, Director of HGEM. 

“The Licensee of the Year Award is about excellence and it’s great to  
give people striving for excellence the proper platform for recognition.  
This award raises the bar and gives people looking in from the outside  
a view of our outstanding businesses, which is so important. The BII’s  
Licensee of the Year is a key part of the reward process.” 

“I’m pleased to be part of a panel that will look at how operators 
manage their running costs, to see where they are making savings  
that aren’t detrimental to customer service or enjoyment. 
Sustainability is also about ‘green’ issues: their carbon energy  
footprint and how they’ve got their eye on the future. But it’s just  
as much about being able to understand and manage people’s  
changing tastes, such as the rise in veganism. I’m looking forward  
to understanding their business strategies and how they deal with  
the pressures, from cost increases to the recruitment shortage.” 

“I am genuinely delighted to be involved in the BII Licensee  
of the Year Awards judging this year. With 30 years’ working in  
this sector, the opportunity to head the People Development panel, 
where I will get to meet the finalists, affords me the insight to truly 
get to know them, understand their innovation, passion and how  
they run their businesses.” 

“In our ever-changing and evolving industry, it’s imperative  
that licensees keep up with the current trends to deliver what  
consumers want and need in 2020 and beyond. Understanding  
and knowing how to react to these changing demands is key  
to the success of any business, and I am looking forward  
to seeing how they research consumer requirements  
and what resources they use to help develop their offer.”

KRIS GUMBRELL FBII, BREWHOUSE & KITCHEN,  
CHAIR OF THE BUILDING YOUR OWN BUSINESS PANEL  

NEIL MORGAN CBII, MANAGING DIRECTOR OF CHRISTIE & CO, 
CHAIR OF THE SUSTAINABILITY AND FINANCE PANEL   

KATY MOSES, OWNER OF KAM MEDIA,  
CHAIR OF THE CONSUMER & INDUSTRY AWARENESS PANEL  

LEE WOOLLEY, HEAD OF LEARNING & ORGANISATION DEVELOPMENT, 
STONEGATE PUB COMPANY AND CHAIR OF THE PEOPLE & DEVELOPMENT PANEL  
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UP FRONT
A ROUND-UP OF NEWS, VIEWS AND BUSINESS TIPS 

S tarting his month (April), smoking 
breaks will not be paid for by the 

company. Co-founder of Malvern Inns 
Alastair Scott FBII said hours lost across 
the working day and week was a “real 
challenge”, not least because taking a five 
minute break for a cigarette was seen as  
a cultural norm and socially acceptable. 

“If someone is smoking two, five or 
20 cigarettes a day, they see each one as 
only a five minute break. But the reality 
is that it’s more like five or 10 minutes 
and that’s not fair on the others. We 
have been in discussions with our 
teams about how to introduce this to 
staff and we accept that it is going to be 
a challenge, not least because people 
don’t like change, and to some it feels 
draconian,” said Scott.  

“Part of the problem is, that when we 
were paying £2 an hour, it didn’t matter 
quite so much, but as we get towards 
£10 per hour, if we have three smokers 
having three cigarettes a day in each 

outlet, then it starts to add up. It could 
be costing us £30,000 a year across the 
entire business.”  

Other considerations included the 
resentment it created among the non-
smokers, who had to carry on working 
while the smokers popped outside. 
“They can’t go outside for quiet five 
minute break whenever they feel like 
it. It’s really not fair and that’s another 
reason we want to tackle this issue 
now,” he said. 

Scott is hoping there might be some 
positive effects to come out of the 
company’s new stance. “Perhaps, when 
people know they’re not being paid for 
their smoking breaks, they will smoke 
less – and that’s got to be good.”

Malvern Inns was created in 2010 by Alastair 
Scott & David Roffe and operates three pubs  
in the Worcestershire and Herefordshire region. 

Alastair Scott is also the Founder and CEO  
of labour management system S4Labour – 
turn to page 16 to find out more. 

Malvern Inns, operator of three pubs, is hoping its new ‘no pay’ policy  
on smoking breaks will find support among staff, as it seeks to make  
the working environment fairer and potentially save the business  
an estimated £30,000 a year. 

MALVERN INNS SEEKS TO  
BREAK THE SMOKING HABIT

Employment

A MENTAL HEALTH 
CHAMPION  

FOR EVERY SITE
The Stonegate Pub Company, 
which employs 15,000 people, 
is set to have a Mental Health 
Champion in each of its sites  

by June 2020. 

This follows Stonegate’s launch  
of mental health awareness  

training for its 1,000 line managers 
in November 2019, working with  

the Licensed Trade Charity.  
The announcement coincided 

with findings by consultancy firm 
Deloitte, which reported poor 
mental health cost UK bosses  

more than £43bn in 2018,  
an increase of 16% since 2016.

Suzanne Haydon, Head of HR, said:  
“We are not trying to turn our 

managers into counsellors, but this 
programme is designed to give our 

people the skills and confidence 
they need to identify someone 

who is struggling and guide them 
towards specialist help and  

support services.”

Stonegate has launched 
a new female mentoring 

programme to increase the 
representation of women  

in leadership roles.

news: IN OTHER

It also celebrated ‘home 
grown talent’, announcing 

that over half of its  
Area Managers have been 
internally promoted. Carl 

Haytree has become the first 
employee to be appointed 

as Area Manager after 
completing of all
of the company’s   

internal  
training 
programmes.
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Recycling

 It’s green ethos extends to its fully recyclable takeaway 
cups to its locally sourced ingredients, from cakes to 
coffee beans. It has even created a full-time job for  
a local resident, Jessica Leal, who has been taken on as  
an apprentice. The project is the brainchild of licensee, 
Rob Willoughby MBII (pictured with Jessica). 

You can read Rob’s story in our Meet The Member  
feature on p44-45. 

Patricia and Adrian run the Elephant 
& Castle in Hemingfield, Barnsley and 
also won Best Marketing, as well as the 
overall Star Pub of the Year prize; Rose 
Hanison MBII at The Black Horse in 
Norwich won Best Bar Team; and Paul 
Collins MBII of The Roebuck won 
Newcomer of the Year.

The annual Star, Pubs & Bars awards 
comprises of 16 categories, and also 
celebrated the success of: 
• ‘Live Sports Venue’ – the Belle Pubs 

& Restaurants in Vauxhall; 
• ‘Heart of the Community’ – Andrew 

Bear at The Engine in Kenilworth;
• ‘Famous for Food’ – Darren and Kelly 

Lea, The Faulkner, Hoole; 
• ‘Most Family Friendly’ – Kate 

Hayden and Paul Warriner, The 
Extraordinary Hare, West Hendred; 

• ‘Best Outdoor Pub’ – Howard and 
Victoria Lapish, the Hooden 

Smokehouse & Cellar, Ashford; 
• ‘Pint Perfection’ – Matthew 

Muszynski, The Salisbury Ale 
House, Manchester; 

• ‘Best Cask Pub’ – Shaun Slater,  
The Black Rock, Wakefield; 

• ‘Most Innovative’ – Eimear and Mark 
Walsh, The Winchmore, Winchmore 
Hill, London; 

• ‘Best Soft Drinks’ – Whiting and 
Hammond, The Blue Ball,  
Walton on the Hill; 

• ‘Best Spirits’ – David King, 
City Tavern, Newcastle; 

• ‘Best Wine’ Andrew 
and Sisi Ryder,  
The Phoenix Inn, 
Hartley Whitney; 

• ‘Just Add Talent Pub 
of the Year’ – Stephen 
and Vicky Pritchard, 
The Dog & Partridge. 

Sustainability

Congratulations to our BII members who were winners in this year’s Star 
Awards, especially Patricia and Adrian Watson MBII for scooping Stars, 
Pubs & Bars’ top accolade, ‘Pub of the Year’.

A new café at The Stag pub at Maidwell in 
Northants is serving up hot drinks, tasty snacks 
and meals to customers using upcycled furniture 
rescued from a skip.

STAR TOASTS ITS TOP TALENT

THE STAG’S NEW CAFÉ SHOWCASES  
ITS GREEN CREDENTIALS

Changes to its ‘working 
culture’ has seen Marston’s 
reducing waste across its 
business, with its efforts 
rewarded and recognised 
nationally by winning a ‘2020 
EDIE’ award for sustainability.

Marston’s has been partnering with 
UK Waste Solutions (UKWSL) since 
2016 with the aim to recycle more 
and stop waste going to landfill, 
achieving its targets to:

• Recycle Marston’s food waste  
at 80 of its food-led pubs

• Segregate dry mixed recycling 
across 80% of all pubs

• Achieve zero waste to landfill  
by 2020

Marston’s has also seen 
recycling rates increase 
from 60-77% within the 
company.

Waste related e-learning content  
has been made available 

online and is included 
as part of its 

employee induction 
programme.

Marston’s operates 
1,500 pubs across 
the UK with 14,000 

employees.

 

Marston’s a winner 
when it comes  
to cutting waste

Sick pay and HR  
advice relating  
to the Coronavirus 

Advice for employers and 
employees on the Coronavirus 
is available from BII HR & 
Employment Law helpline 
partners Bhayani Law. 

It includes health and safety tips, 
advice on sick pay during self-
isolation or quarantine and how to 
deal with someone who becomes 
unwell at work. 

https://bhayanilaw.co.uk/coronavirus-
advice-for-employers-and-employees/ 

 

Star Pubs & Bars 
reported a 10% rise in 

applications for leases,  
for the year to January, 

with traffic to its 
recruitment website  

up 49%. 

 

Rewarding excellence
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Work placements

JW LEES ATTRACTS COLLEGE LEAVERS 
WITH PAID WORK PLACEMENTS
JW Lees has taken a unique approach to attracting and retaining chefs  
by creating paid work experience for 16-18 year old school leavers,  
giving them hands-on kitchen experience, whilst studying in college.  

individuals, aged between 16-18 and 
living in South Manchester joining as 
Trainee Chefs in January 2019.  

Upon successful completion of their 
Level 2 NVQ Professional 
cookery course and 
their probation 
period, they are 
then offered the 
opportunity to 
join JW Lees as 
Commis Chefs  
and get the chance 
to join the JW Lees’ 
Chefs Academies 
as full-time 
apprenticeship students. 

 “When these young people 
go home they are able to show their 
parents their employment contract and 
benefit packages, that the whole family 
can benefit from, plus a paid work 
experience. It makes them proud that 
they are part of something positive and 
creating a career for themselves.” 

Stott said he is looking to roll out  
the scheme to five colleges this year. 

L iam Stott, JW Lees’ Recruitment 
and Training Manager, initiated the 

programme after his work with colleges 
highlighted the high number of students 
on NVQ Professional cookery courses  
who were not finding placements and 
were “fading away from careers within  
the industry”.

“Research showed that the further  
the learner progressed through full-time  
college courses without valuable work 
experience, the greater the chance they  
would leave the industry,” said Stott. 

 “Ideally, we would want to be 
attracting students who are in their first 
year of college and enrolled on Level 2 
cookery courses, this way, they are able to  
adapt to the pace and expectations of a busy  
industry kitchen earlier in their career, 
under the supervision of the Head Chef.” 

He added that if the learners progressed  
to Level 3 full-time courses, without an 
industry placement, the transition from 
college into the industry wasn’t as easy.  

Working with Trafford College, 
JW Lees began trialling the scheme 
in November 2018, which led to five 

Around 200 apprentices 
from across the country 
were celebrated at the 
fourth annual Hospitality 
Apprenticeship Showcase 
at the House of Commons 
in February. The event 
was held during National 
Apprenticeships Week 
and brought together 
apprentices, operators, MPs 
and Government Ministers.   

Chairman of the Perceptions 
Group, an industry collective 
responsible for organising the  
event, and CEO of Beds & Bars,  
Keith Knowles CBII, said:  
“Hospitality is utterly unique  
in the UK job market, we have  
a huge range of diverse 
opportunities available,  

from the kitchen, to HR,  
marketing and finance.  

“This is an industry 
where it is not 
unusual to start 
at grass roots on 
minimum wage 
and progress to  
senior management 

positions. For 
young people, career 

progression in this 
sector can be rapid,  

with many progressing to  
a management role within three 
years. ”The hospitality industry 
collectively invested £10bn 
in new business over the last 
year, this saw the sector grow by 
a further 4.3% in 2019, creating 
19,000 new jobs. The sector is 
responsible for creating one 
in six of all new employment 
positions in the UK. 

From left: Trainee chefs Navaeah Bryan, Olivia Bond and Aaron 
Mcaulay; Michael Lees-Jones, Head Brewer and Director of Production 
(JW Lees); trainee chefs Ben Entwistle, Jake Pope and Molly Plant; 
Kenneth Caswell,  Learning & Skills Coach (Bury college) 

  
WASH UP!

1/3 of operators admitted  
to failing to look after 

their glass and dishwasher 
equipment properly*. 

Cleaning filters, topping up the salt, 
chemicals and water-softener  
all optimise performance and  

the life of the machine  
– more from MaidAid  

on p63.
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OHH!

Sheffield’s Best Bar None (BBN) 
scheme has scooped the top 
prize in the national Best Bar 
None Awards, winning the title 
of ‘Best Overall Scheme’ in 
England and Wales.   

Bolton and Cumbria’s BBN schemes 
were also celebrating, after being  
named ‘Most Innovative Scheme’  
and ‘Best New Scheme’ respectively.  
In addition, the London Cocktail Club’s  
(LCC) Goodge Street site won up the 
inaugural ‘Central Scheme Award’.  

The awards were presented at  
a ceremony held in the House  
of Lords in London in February. 

Ice cream sales continue to rise 
(up 3% 2018-2019), with Britons 
indulging throughout the 
winter, as well as the summer. 
And with low-cal and vegan 
versions available, it’s a cool 
sell that could bring a welcome 
sales boost for pubs.   

According to data and insight 
consultancy Kantar on out-of-home 
ice-cream purchases: 
• the average buyer purchases  

ice-cream eight times a year 
• people spend an average £22.78 

a year – which could mean a sales 
boost of £1000s to your business! 

• Total spend in the UK on out-of-
home ice-cream is £438m – up 
16% year-on-year 

Find out more about making 
money from ice-cream by reading 

‘Viewpoint by Lee Price FBII’ on p48. 

Best Bar None  
rewards top schemes

Ice cream’s a cool  
way to boost sales

Awards

 “Iwas just 26 years old 
when I left the Navy 

and while there were 
many options open to 
me, the career path that 
stood out was in pubs.  
I have always loved pubs, 
from the atmosphere 
in a great pub and that 
the feeling you get after 
a good night out, to the 
important role that pubs 
play within their local 
communities.”  

However, it wasn’t 
until 2013, while 
in a consultancy 
role for Admiral 
Taverns that Chris 
realised that he 
had the potential to 
help other tenants 
succeed and thrive in 
their own businesses. 

“I saw first-hand the 
challenges tenants were 
facing and it inspired me 
to want to be in a role 
where I could use my 
own experiences to help 
them,” said Chris.  

Thanks to a colleague, 
Alix Horne (now  
a BDM with Fuller’s), 
who introduced him to 
John Price the Regional 
Operations Director at 
Punch. Chris adds John 
Price “taught him a lot”.  
Chris joined Punch 
in, what was known 
at the time as, 
the ‘turnaround 
division’, which 

later became ‘Mercury’. 
In 2019, Chris saw 

the opportunity to work 
with the former Admiral 
boss, Kevin Georgel, 
again by becoming part 
of St Austell, a family-
run business, which, 
Chris says “puts the 
tenant at the heart of 
what it does”. 

Along with Alix and 
John, Chris says he has 
been fortunate to work 
with many great people 
throughout his career. 

“So many people 
have influenced and 
supported me, but 
the one person I have 
always admired and 
been inspired by is 
Kevin Georgel, our CEO 
at St Austell. He, like 
many others, has always 
backed me. What Kevin 
has achieved in the 

industry is nothing  
short of amazing and 
I look forward to the 
journey that we, as a 
business, are about to 
embark upon.” 

He continues: “It’s 
the people that make 
great pubs. Working in 
the leased and tenanted 
sector of the industry 
means that you meets 
lots of different people 
running different types 

of pubs. No matter how 
diverse, they can still 

be successful because 
the person running 
it loves what they do.  

“For me,  
a tenanted pub 

represents the 
personality of the 
operator. It’s great 
to see people using 
their imagination to 
diversify the businesses, 
create interesting, new 
concepts and building  
a brilliant atmosphere.  

“At the end of the day, 
it’s not just about the 
lighting, temperature, 
music, open fires – it’s 
about the ‘feel’. How 
the staff work, their 
personalities, the 
service,” says Chris. 

“A good pub wraps 
its arms around you and 
becomes a friend.” 

OUR HOSPITALITY HERO
OHH! Chris Faulkner is Business Development Manager for  
St Austell Brewery. Chris began his working life as a Royal Navy Aircraft 
Engineering Mechanic in 1998. After completing six years’ service, he 
joined a small independent pub operator before taking on his first lease 
with Punch in 2006, going on to run a group of nine pubs in Hampshire 
and West Sussex. Now with St Austell, he looks after 39 tenanted pubs 
located from Cornwall to Cirencester.

HERE WE CELEBRATE THE SUCCESS OF INDUSTRY FIGURES WHOSE  
OWN CAREER PATHS HIGHLIGHT THE VARIETY, THE OPPORTUNITIES  
& THE FUN THAT COME WITH WORKING IN THE HOSPITALITY SECTOR 

OHH!

“A GOOD PUB WRAPS ITS ARMS AROUND 
YOU AND BECOMES A FRIEND”
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CRAFTY MOVE BY ASAHI 
TO GROW CASK SALES 
Seasonal ales present the perfect opportunity to promote your 
cask ale offer, win new drinkers and increase your throughput, 
according to Asahi UK, owners of leading beer brands from 
Fuller’s, Meantime and Dark Star. 

Asahi sees a huge opportunity for 
pubs to promote a changing range 
of interesting seasonal ales to drive 
consumer interest. Giving customers 
a chance to try before they buy, while 
using the arrival of the latest new beer 
as a perfect social media opportunity  
to get consumers thinking about cask.”  

However, to serve it correctly, pubs 
must fully commit to cask, Barrow 
added. From first class cellar skills 

to well-trained barstaff, pubs 
should also review the 

number of cask ales on 
tap and only stock what 
they are guaranteed to 
sell within three days 
to maintain quality. 
Research shows that 
as little as 8.3% of 

brands are ‘delivering 
the recommended 

throughput’ (CGA Managed 
EPOS data 2019) with a shockingly 
high 70% of ale drinkers having been 
served off or stale beer (Marston’s 
Eureka Survey 2019). 

While attracting new and younger 
drinkers to cask is important, Barrow 
added that existing cask drinkers 
presented an opportunity for pubs, 
with 34% of them visiting venues  
once or twice a week.

R eplacing your slow-selling cask 
ales with limited edition seasonals 

and marketing them as ‘quality, 
hand-crafted, brews’, served by well-
trained barstaff, is key to unlocking 
the potential from cask, while also 
attracting new younger drinkers to the 
category, said Asahi.    

Senior Category Manager David 
Barrow said Asahi believed it was time 
that cask was given the recognition 
it deserved, with seasonal 
ales providing the perfect 
opportunity to close the 
gap with ‘craft’ beers.  

In support of this, 
Asahi, which acquired 
the Fuller’s brewery 
one year ago, plans 
to launch a series of 
programmes engaging 
with pubs to help them 
reap the benefits ‘proof of its 
commitment to cask’. 

“Cask is hand-crafted and made 
with quality, natural ingredients. 
These are the elements craft beer 
has successfully used to attract 
new drinkers and grow the sector 
significantly. Cask is a live, natural 
product, which is often over-looked, 
despite demand for quality, natural, 
locally produced beers,” said Barrow. 

BE CREATIVE 
WITH CASK   

Promote your cask beers  
as hand-crafted, high quality, 

natural products. 

Use seasonal ales to create 
interest, a wider choice and  

a point-of-difference on your bar. 

Serve colder – drinkers want 
cask served below 13ºC,  

ideally 11ºC. 

Be clever with your pricing – 
‘limited edition’ seasonal ales have 

the scarcity factor that justifies  
a price-point closer to craft.  

Consumers are willing to pay more 
for a quality consistent product – 

which is an opportunity  
to charge more for cask ale when 

the quality is maintained. 

BUT… 

If you’re not selling 24 pints  
per day, per handpull – STOP, 

you don’t have the necessary 
throughput for cask; switch  

to a keg alternative. 

Drinkers served a bad pint 
of cask will stay away from your 
pub (40%), avoid that brand (39%) 

tell their friends (37%)  
(Data, Marston’s Eureka! Survey 2019). 

the boost, estimated by the 
BBPA, that pubs will receive 

in extra beer sales thanks  
to the Guinness Six Nations 

Rugby Championship  

£27m

Cask Ales
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The HR Director for 
Punch Jackie Burn said: 
“The Academy is an 
industry-leading training 
facility and we have seen 
over 1,000 publicans and 
their teams with all levels 
of experience attend  
this year. 

“Publicans are really 
seeing the benefits of 
the training available, 
whether through The 
Academy or with our 
online package and, as 
such, we are going to 

continue to develop  
and innovate the 
training packages  
in the future.” 

The Academy 
contains several 
training rooms 
and a 300-seater 
conference room. 
Punch has also launched 
a new digital training 
package and App, to help  
keep its publicans ‘one  
step ahead’. 

The online portal 
connects publicans 

to workshop events, 
bookings and pathways 
of blended learning, using 
e-learning videos and  
on-demand templates 
and materials. 

For January and February it held 
MIND Mondays, weekly coffee 
afternoons, working with mental 
health charity MIND. 

Jonathan Lawson, CEO, Liberation 
Group says: “Mental health issues 

are common and likely 
to affect one in four 

of us during our 
lifetimes. The pub 

has long been 
somewhere 
where people 
can see  
a friendly face 
and have a chat 

so we wanted 
to encourage 

this even more 
by launching MIND 

Mondays to provide  
a safe haven for those  

who may need to chat or just  
be in the company of others. 

“Recent studies have shown pubs 
can act as hubs for some lonely, 
isolated and vulnerable individuals 
and that this can make a real 
difference in their lives. At the same 
time, we have a responsibility to  
look after over 800 team members 
across our managed estate so it’s 
important that this new emphasis 
on mental health makes a real and 
genuine impact.”  

M&B’s Irish-themed pub chain, 
O’Neill’s, has reported a 56% increase 
in low and no sales, versus the same 
period last year.  

O’Neill’s credited the rise in 
‘mindful drinking habits’ and the 
introduction of non-alcoholic lager 
on draught, via Blade, as key growth 
drivers. An estimated 10,000 pints of 
draught Heineken 0.0 was served in 
one year alone, it said. 

O’Neill’s said it plans to capitalise 
on the growth in the sector, fuelled 
by 18 million drinkers seeking to 
moderate their alcohol consumption, 
and which made no and low alcohol 
options a ‘must stock’ feature. 

Ei’s Procurement Director Miles 
Selby said: “Low and no alcohol  
has become a key area of focus for 
us in recent years, as consumers 

continue to look for a diverse range  
of alternative drinks.” 

Selby added that to meet demand, 
Ei had increased its range of low- 
and no-alcohol beverages to include 
of a variety of zero beers, ciders 
and spirits, while also investing in 
marketing support. 

“Managing the balance between 
improving our offering and ensuring 
costs do not rise can be challenging. 
However, we recognise the 
importance of providing a variety  
of beverage options that meet 
customer demand and it is something 
we are proud to continue developing,”  
said Selby.

Turn to pages 27-31 to see our 
Quarterly Review on exciting  

no and low alcohol drinks available  
this year. 

One in four pub visits don’t involve alcohol, according to customer 
research by KAM Media, and with more than half of consumers 
saying they find it difficult to see what alternative products are 
available, pubs have a huge opportunity to attract new customers 
and increase spend. 

The Punch Training Academy in Burton-upon-
Trent celebrates its full first year with plans 
to develop and innovate its training packages 
further following its success. 

Liberation Group launched  
a series of initiatives to raise 
mental health awareness 
among team members  
and customers.

No/low alcohol

Training

NO AND LOW ALCOHOL SALES  
ARE STILL ON THE RISE

TRAINING PACKS A PUNCH 
AT THE NEW ACADEMY 

LIBERATION’S  
MIND IS ON  
MENTAL WELLBEING
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Staffing matters
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W hen asked to contribute some 
labour scheduling tips for 

Easter, I briefly pondered what advice  
I could share. Then it struck me 
– Easter falls in April, when the 
minimum wage goes up by over 6%. 
This event alone is more pressing than 
any tips I could offer! 

We have had 20 years of the 
minimum wage, so it is nothing new 
and yet for some there is still the 
prevailing attitude that we can bury 
our heads in the sand about the impact 
of these sustained increases in labour 
cost and pray for the best. We can’t 
just ‘nickel and dime’ this anymore. 
We need to slaughter our sacred cows 
(metaphorically speaking) and change 
our approach if we are to survive. 

For optimum performance our 
focus should be on what I’ll call the 
Holy Trinity approach: habits, skills 
and attitudes. I have picked one of 
each for you to contemplate. 

Breaking of bread  
Hospitality seems to have 
an ingrained habit 
of not wanting 
to take breaks, 
even when 
staff have 
long shifts. 
Everyone 
needs to eat 
and to have  
a break of some 
kind. Often, when 
someone is on a long 
shift we also provide  
a meal. The team member 
stops for say 30 minutes, eats 
free food, and we pay for 
them to do so. This is a very 
costly practice. The rest of the 
world runs on split shifts – they 
call this a lunch break. We should 
adopt this habit too, scheduling  
in split shifts and eliminating  
free breaks.  

Reflection and resurrection 
Self-reflection is important. Look 
inwardly and ask if you are lying to 
yourself about how up-to-date the 
skills and abilities of you and your 
team are. If you can invest in the skill 
of making everyone busy all the time 

when they are working, you could 
invest in further skills and 

create a virtuous circle.  
Time to lean, time to clean 

(or go home). 

Doubting Thomases 
For those with a sceptical 
attitude towards change 

I challenge you not to be 
conquered by your own 

fear. This may feel like 
a radical approach 

for those of you 
set in your ways, 
hoping that blind 
faith in your old 

methods will pull 
you through. There 

is much to be gained 
by focusing on what you 

are wasting, it could be the difference 
between death and survival. 

Do what you have always done,  

and you will get what you have always 
got. This is particularly dangerous if 
everyone else is changing! 

By focusing on the Holy Trinity of 
habits, skills and attitudes, you could 
save another 10% of your wage costs. 
A concentrated approach to improving 
your margin is certainly worth taking 
to help neutralise the forthcoming  
6% minimum wage increase. 

 

Alastair is the operator of three 
pubs and is a leading industry 
consultant and Founder & CEO 
of S4labour; a single software 
platform that provides labour 
management and productivity 
tools for the hospitality industry.    

S4labour tools are the first choice  
for operators who are looking  
to grow their sales, save money  
and time, all while driving 
operational excellence and great 
guest experience. 

Alastair can be contacted by telephone  
on 01295 267400 or find out more  
at www.s4labour.co.uk. 

STAFF BREAKS, ROSTERS AND INGRAINED  
HABITS – CHANGE IS NEEDED TO PROSPER
Labour management expert, industry consultant and pub operator Alastair Scott FBII 
provides food for thought on how to cut costs and protect your business as the new 
minimum wage kicks in. 

ALASTAIR 
SCOTT



Learning 
shaped to fit 
your needs.
Did you know…

We offer a wide range of digital and tutor led 
courses covering a wide range of topics. These 
range from compliance courses, to keep you 
safe and legal, to personal development subjects 
such as mental health and leadership skills. So, 
whatever your learning & development needs we 
have got the solution for you. 

Allergen Awareness 
First Aid 
Food Safety
Designated Premises Supervisor 
Cellar Management
Mental Health 

And many more...

Get in touch to discuss your 
training needs.

0151 647 1057
contact.us@cpllearning.com  

BII News Advert 2020.indd   1BII News Advert 2020.indd   1 13/03/2020   14:1813/03/2020   14:18
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GARTH HUGHES MBII 
THE ROYAL GEORGE, 

APPLEDORE, DEVON 

SHARING IDEAS

Creating a great working environment 
is very important – a fun place to work, 
with the right remuneration. We also 
like to offer a diversity of opportunities 
to give people the chance to get 
involved with other projects and to be 
able to develop their ideas. This might 
be helping to plan events or offering 

outside catering. 
Staffing remains our singularly 

biggest issue within the business. 
We’re in North Devon where it’s hard 
to find talented people… we prefer to 
hire people who are in their 30s to 50+, 
as they have a better rapport with the 
customers and have a pride in their 
work. We opened 18 months ago and 
have been carefully building our perfect 

team, picking the 
best people for 
front-of-house 
and our kitchen 
to help us carry 
the business 
forward.  
Garth says the 
BII HR Helpline 

is ‘most 
valuable’. 

We just have a lot of fun. We hold  
regular team meetings, which are always 
held away from the pub and we might  
go out for breakfast or do something  
else. We also have weekly and monthly 
competitions, but we don’t base who wins 
upon sales records or targets, instead they  
win for having the funkiest hair that week,  
or being kindest to colleagues or customers. 

Over Christmas, we held our happiest elf 
competition, where customers got to vote 
on who had the best outfit or who sang 
the best song. The winner got £100. We’re planning 
on doing something with Bunny Hops over Easter! 
There’s no doubt that recruitment is really hard at the 
moment, but we have been lucky in that two people 
have just joined us from a nearby pub that closed 
down, and the others have been here for between 
four and 10 years. 
Cherrie, who has six 
staff, says she’d like 
to see more team 
members featured 
in BII News – which 
we’d be happy to do. 
Send your stories  
to the Editor: Kate.
Oppenheim@bii.org. 

CHERRIE BENNETT FBII 
CASTLE TAVERN, LUTON, BEDS

KATE OPPENHEIM SPEAKS TO 10 LICENSEES ABOUT THEIR PEOPLE

Staff matters – from recruitment  
to creating a great workplace,  

HAPPY BUNNIES AT  
THE CASTLE IN LUTON

We’re a small village pub run by 
myself, a business partner and three  
part-time staff. Luckily, we haven’t 
had to recruit for 12 months, which 
is good because it was hard the last  

time. It took over three months, interviewing two to three  
people a week, before we found the right person with 
the same ethos and business values as ours. The skill 
set is out there, but people lack the conversational skills. 

As we’re not a large team, we don’t have incentive 
packages or anything like that, but we like to engage 
with everyone on a very personal level. We want to help 
them achieve a good work/life balance: we make sure 
they take holidays regularly and, through good training, 
we have created a great team we can trust to look after 
our business for us when we’re away.  
Daren uses Marketplace partner David Jones Accountants. 
He finds being a member of the industry’s professional body 
beneficial and says BII News is the one magazine he receives 
that he actually reads! Thanks Daren – that’s good to hear! 

DAREN WILKINSON MBII 
LORD NELSON, LUDDENHAM, 
WEST YORKS

A GOOD WORK /  
LIFE BALANCE IS KEY

We’re a small pub on the edge of a town/village with five staff.  
I find that people will pop in and ask if we have any jobs going and 
therefore I rarely have to advertise any positions. Also, the girls 

who work here bring in their 
friends to help out, whenever 
we need people. It works well. 

I’m a great believer that if 
you look after people, they 
will look after you. This is my first 
pub, I took it on with Ei three-
and-a-half years ago – I was in 
plumbing and heating before 
– but I’ve always worked with 
people and know how to behave. 
I like to think that I’m supportive 
and calm in a crisis.  
I always tell my team that 

nothing is ever a disaster, every problem is solvable, so they tend to 
come and tell me when something goes wrong or they are worried 
about anything. They know I always have their back.  
Geoff joined the BII on entering the trade in 2016 and while he hasn’t used 
any of the services, he knows it’s there when he needs it. 

GEOFF NORDEMANN MBII 
ROYAL OAK, WEST MOLESEY, SURREY

CALM IN ANY CRISIS!
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CHRIS CALDWELL MBII  
HORSE & JOCKEY, BILSTON,  
WEST MIDLANDS

STAFF SHARE  
IN THE SUCCESS

FRIENDSHIP = 
LONG SERVICE   

WE’RE LIKE A FAMILY   

We’ve just taken on our second pub 
and are in the process of building 
a team there, using a mix of 
existing and new staff. Our recruitment 
experience hadn’t been smooth, until 
we started using The Caterer, which has 
provided us with high quality applicants. 
In terms of managing our teams, we 
run some incentives but believe the key 
benefits to the team are in us telling 
them how we are doing as a business. 

People take pride in what they do 
and they like to see the results. From 
sharing with them that we’ve just had  
a record week, to the financial and guest 
services metrics and online reviews, we 
tell them all our positive results – and 
some of the negative as well – and we 
believe it creates a better workplace.  
Chris has been a member of BII for four to 
five years and has used the helplines and 
Marketplace recommendations. 

It’s a hard market for recruitment. 
Where we are, in Poole, there isn’t 
high unemployment and people want 
the hours to suit them, such as during 
the school times. I do have a bonus 
structure for my Chef, as it’s a skilled job 
and it also encourages him to ‘buy in’ to 
what we’re doing in the business. But  
to be honest, with minimum wage going 
up, we are being squeezed. It makes 
it very difficult to create performance-
related pay, when you’re paying more 
for people to do the basics. Overall, 
it’s tough working in the trade at the 
moment. We’re a tied house and can’t 

shop around for the best 
deals, although I’m very 
shrewd when it comes to 
getting the best prices on 
utilities, etc.    
Nicholas likes the HR Helpline 
and says Marketplace provides 
a “good gauge” on price. 

We don’t have any staffing issues. 
My longest serving member of 

staff has been here 27 years 
and the others 25, 20 and 14 
years respectively. I’ve been 
in the pub for 28 years last 
December. I look after them 

and we’re more like friends 
than anything else. I let them 

take holiday when they want and 
if we’re shorthanded, because the 
football is on, or whatever, I’ve been 
here long enough to easily find people 
to come in to help us out.    
David has taken advantage of Marketplace 
to find a good insurance deal. 

We have a very strong team of eight 
here, in fact, I’ve not had to recruit for 
over two years – I really hope I’m not 
going to jinx this now! We all get 
along very well and work 
together, like a small family. 
Our longest serving 
member has been with 
us for 10 years. We have 
staff days out together 
and a group chat on social 
media, where we can talk 
about anything. We run a small, 
community pub – we’re wet-led and 
tied to Ei – with good, regular trade 
and a great team of people. I feel really 
blessed, to be honest.”     
Mark hasn’t used any BII benefits, but says 
being a member offers him peace of mind.

  

NICHOLAS LE  
DRUILLENEC MBII 

THE ACORN, POOLE, DORSET

DAVID LOCKWOOD MBII 
SWAN HOTEL, BLETCHLEY, BUCKS 

MARK GILLICK MBII 
LORD ELDON INN, 

KNUTSFORD, CHESHIRE

At the moment it is so 
hard to get staff – there’s  
no one around. So it’s 
important to make sure 
you have got a friendly 
work environment 
and an open line of 
communication, so that 
people can speak to you 
if there are any issues. We 
have regular meetings to address any 
problems and make sure everyone is 
up-to-speed on H&S, allergens and all 
their training requirements. 

Above the normal, the staff get  
a discount on drinks and food when 
they visit off-duty, plus discounted food 
when they’re at work, and if they are 
doing a double, they get a free meal.  
At Christmas, we also pay our Head 
Chef and Duty Manager a bonus and 
last year we organised for barstaff to 
have a night out at Winter Wonderland 
in Hyde Park. Our kitchen is fairly 
stable, our Head Chef has been with us 
for five years, and students, etc, often 
keep returning to us over the years.

ADRIANNE MEAD MBII 
ROYAL OAK, ISLEWORTH

GREAT TEAM 
COMMUNICATION

BONUSES FOR CHEF

Apprenticeships have been great for us.  
We work with HIT Training, they recruit  
for any vacancies we have and manage  
all the training. We take on an apprentice  
every year and because apprentice 
wages are lower, we are able to take on 
two people, with one of those usually 
staying in the business longer term.  
Our first apprentice has been with us 
now for five years.

We’re a small team, so we’re very 
hands-on, with good communication. 
We like to make people feel they are 
involved, so they share their ideas and 
help run our events. It all makes more 
engaged with the business.
Jo is the Manager of The Stile Inn, a Marston’s 
pub leased by James Illidge MBII.  

JO EVANS 
THE STILE INN, WOLVERHAMPTON

APPRENTICESHIPS  
OFFERED
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BEDS & BARS GROUP HAS ACHIEVED ITS SECOND INVESTORS IN PEOPLE (IIP) PLATINUM 
ACCREDITATION – HERE HR & TRAINING MANAGER MARK VAUGHAN SHARES WHAT THIS  

PAN-EUROPEAN BARS AND HOSTEL OPERATOR IS DOING TO ACHIEVE OUTSTANDING RESULTS 

W ith a venue level staff 
turnover of 70-80% 
each year, Beds & Bars 
might look like  

an unlikely candidate for IIP Platinum 
success. But there’s an explanation.  
A high percentage of its team members 
are backpackers and travellers, who are  
often on a maximum two-year 
working visa. Yet, the employment 
of these backpackers and travellers is 
integral to continuing the company’s 
culture of “Live Your Life”. 

By embracing their life-styles, 
Beds & Bars has created a strong 
family bond by listening 
to the employee voice and 
empowering its people 
to have the confidence to 
create change and push 
boundaries. This approach 
has earned it recognition 
for its investment in people. 

“We want our people to be unafraid 
to make mistakes,” said Mark 
Vaughan, HR & Training Manager. 

“We want them to try new things and 
know that we will support them when 
things go wrong. It’s about how we as 
a company react that is important.”  

Encouraging employees to play 
an active role in the company 
extends to Beds & Bars’ 
proactive approach to 
feedback on its internal 
Facebook feed, which 
allows people to share 
ideas, celebrate their 
accomplishments 
and generally feel 
uninhibited to post their 

views. By adopting an open policy, 
Beds & Bars has successfully built a 
fully-engaged business culture, where 
everyone from the cleaning, security 

and barstaff to the senior management 
and directors can interact.  

“There are times when something 
risqué appears, but we deal with it by 
having a quiet word, one-to-one, to  

resolve the issue,” Mark explained. 
The company focuses 
very much on giving staff 

positive experiences 
both in and out of the  
workplace. From 
offering staff 
heavily discounted 

accommodation, for 
when they’re travelling 

to other European 
destinations, 50% off food  

and drink at its bars, to strong 
industry-recognised training 
and career pathways as part of its 
Footsteps programmes and Rising 
Stars initiative.  

“People want to develop themselves 
and we help them push their 
boundaries to become the best they 
can be.” 

“PEOPLE WANT TO DEVELOP 
THEMSELVES AND WE HELP THEM 
PUSH THEIR BOUNDARIES TO 
BECOME THE BEST THEY CAN BE”
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P E O P L E  &  T R A I N I N G

While other 
organisations might  
recruit on experience, 
Beds & Bars is  
more interested  
in the person.  

“A few years ago, you 
might have got 100 
people responding to 
a vacancy, but now 
you’re lucky if you 
get 10 people with 
experience of 
working in a bar. 
That’s why we 
focus on finding 
personality 
and passion 
that reflects our 
company values and 
culture. Skills can be 
taught. Our monthly 
recruitment mixer 
events promote a ‘no 
CV’ policy. Instead, we 
ask people to arrive 
with their ultimate 
party trick. This 
truly encourages the 
new millennial style 
interview expectations.  

“Our multicultural 
teams bring a range  

of knowledge 
and experiences, 
from all different 
backgrounds and 
sectors. This delivers  
a diversity of ideas  
into our bars. 

Having people who 
have never worked 
in hospitality before 
brings new ways 
of working from 
other industries, 
and produces lots of 
weird and wonderful 
ideas, which is good 
for innovating and 
evolving our business 
practices. 

A case in point 
is Quentin, an 
environmental studies  
student, who identified 
the business’s 
sustainable practices 
– from energy efficient 
equipment to lower 
water usage.  

“He told us that we  
were doing all these 

great things but 
actually missing  
a trick by not telling 
everyone about it. 
He explained there 

was a community out 
there actively looking to 
work for organisations 
with a lower carbon 
footprint, committed to 
sustainable practices. 
They even have their 
own websites, where 
we can promote our 
vacancies,” said Mark. 

“Sustainability is now 
something we are taking  
very seriously and it’s  
a topic we like to discuss 
with our customers as 
we know it means a lot 
to them also. 

Each year, the company hosts 
its Rising Stars programme, which 
pushes people to their limits through 
new experiences. 

Anyone from the company can 
apply and eventually just 12 people 
are selected to join the six month 
program. This includes a week living 
with the Royal Navy, public speaking, 
finance and marketing training and 
eventually culminates in standing in 
front of the board and presenting an 
idea on how to develop the company. 
A terrifying prospect to some, they all 
excel by the end of the course - and it’s 
the thing they remember the most! 

“It’s about giving people 
confidence. We look at their strengths 
but also get them to recognise their 
weaknesses and encourage them to 
tackle their fears. At the end of it all, 
they have to pitch a business idea to 
the board of directors. The prize is 
£1,000, but to be honest they’re more 
interested in winning to get their idea 
implemented into the business.” 

Empowering staff to voice their 
ideas can be beneficial to every 
business, concluded Mark. “If you 
run a pub, why not encourage your 
staff to come up with ideas that will 
drive their businesses forward and 
grow. Giving people the freedom to do 
something positive is important and 
also allows them autonomy: don’t go 
telling them something may not work. 
Empower them to give it a go and find 
out for themselves.” 

Beds & Bars Group operates under the 
Belushi’s and St Christopher’s Inns brands, 
operating in London, Edinburgh, Paris, 
Barcelona, Berlin, Amsterdam, Prague, 
Bruges, Bath and Newquay. 

CREATING POSITIVE  
EXPERIENCES FOR PEOPLE

“Our team members are from 93 different nationalities.  
They are often people who discover us through the love  
of backpacking,” said Mark. Beds & Bars operates 21 hostels  
and bars across seven European countries.  
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@BIIandBIIAB

FOLLOW US:

britishinstituteofinnkeeping
www.bii.org

INNbox
TOP POSTS & BEST USE OF SOCIAL MEDIA

I n the UK we spend on average 1hr 
42mins a day on social networks 
and according to Google trends, 

‘Facebook’ is the fourth most searched 
keyword after ‘BBC’,  ‘news’ and 
‘weather’. With all this opportunity, 
how can you best use social media  
to drive sales during the 
spring months? 

Focus on your 
outdoor space
It seems obvious 
for me to tell you to 
share photos of your 
outdoor space to attract 
bank holiday and Easter 
weekend drinkers. However, 
you will be surprised by how many 
pubs make simple mistakes when 
sharing photos on social media. 

Here’s some tips:  
  Don’t share photos of empty 

gardens, messy outdoor areas or bad 
weather days.  

  Do upload photos that will give 
people an emotional connection with 
your pub – images of people in groups 
laughing and chatting, couples 
chilling out in cosy corners, and 
children enjoying themselves on  
your play equipment.

Benefits of paid social  
On any digital journey at this time of 
year, focus on those couples who got 
engaged at Christmas, New Year or 

With 45 million active social media users in the UK, there are plenty of opportunities to use 
Facebook, Instagram and Twitter to drive footfall to your bar or pub. In the first of a series 
of regular columns for BII News, Digital Blonde Marketing’s Karen Fewell provides some 
practical suggestions to build your online profile. 

USING SOCIAL MEDIA  
TO DRIVE SALES THIS SPRING

Online Success

KAREN 
FEWELL

Karen Fewell is a speaker and 
industry commentator on social 
media, marketing technology 
and future-proofing ‘your brand’ 
and the founder of Digital Blonde,  
a leading agency specialising in  
the hospitality sector. 

Brought up in the industry,  
Karen is the daughter of hoteliers 
and well-known for applying the 
principles of psychology and 
consumer behaviour 
into her marketing 
strategies. 

Valentines who are thinking about 
where they are going to hold their 
wedding. With the growing trend for 
a more relaxed special day, the pub or 
pub garden is a fantastic alternative to 
the more traditional venue.  

Facebook and Instagram are 
 rich with data about our lives 

and so it’s really simple to 
target a post showing 
off your venue using 
their “newly engaged” 
profiles. This rich source 

of data will also help you 
target local families for 

Christenings, or husbands 
for Mother’s Day lunch 

bookings. The beauty of paid social 
is that you determine the budget (as 
little as a few pounds) and can keep 
the targetting local, even down to  
a specific postcode area. 

Relax about likes and shares     
It’s very easy to fall into the trap of 
judging the success of your social 
media by the number of likes or 
shares. These days people don’t 
interact with posts like they once did, 
however this doesn’t mean that social 
isn’t impacting sales. 

Around 70-80% of all social 
media sharing is what is known as 
‘dark’. What we mean by this is that 
someone shared your post via  
a WhatsApp or message, that they 
screen grabbed it and sent it on via 

email or simply talked about you  
with their friends. 

To know the impact that your 
social media is having, simply ask 
every five callers where they heard 
about you, or if any of your marketing 
resulted in them booking. 
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TOP POSTS

OUR  
FAVOURITE  

POSTS

“Hand sanitiser is selling out 
everywhere. So we have started 
using our distillery to make Punk 

Sanitiser. We want to do all we can 
to help everyone get through  

this difficult time.” 

“Just closed our pop up fruit, veg 
and dry goods stall in front of the 
pub. Fantastic support from our 
local community, brilliant sales 

revenue. Would have taken more 
but we sold out! @BIIandBIIAB

 #ukpubs #IWillSurvive”

@thecrownthistle

@BrewDogJames

@biibizdoc

“We are here for you! Please do 
not hesitate to contact us if you 

need help with shopping, bringing 
food etc! We are in this together. 
#community #supporteachother 

#abingdon #crownandthistleabingdon 
#keepwashingyourhands”

Contactless charity boxes 
With the rise in contactless phone payments making purchasing more 
compact (wallets just get in the way anyway!), it’s now even easier, 
lighter and less noticeable to treat yourself to a drink, or buy a round. 

@Polgoothinn 
”Going Live for the Pub Quiz.”

@thelimpingfox 
”Our menu is now available 
for free delivery between 
5-9pm everyday. We are  
also offering 20% OFF your 
entire order, including take 
away drinks.”

@brewerytapbrentford 
“Fresh takeaway cask ale 
available tonight between 
6-8pm from The Brewery 
Tap - contactless only. Please 
DM us if you’re interested. 
All freshly poured into new 
sealed plastic containers. 
#brewerytapbrentford 
#dukeoflondon” 

@ashleymcchef  
“Chef life during the 
coronavirus! #publife 
#localfood #cheflife 
#longlivethelocal 
#villagehub #staystrong” 

@thewonstonarmspub  
“Jeff the mobile Fishmonger 
will be outside the pub as 
normal from 4.30 - 6.15 pm. 
Today and next week will be  
Jeff’s last planned visits as the  
Icelandic and Scottish fishing 
fleets are not fishing after next  
week. No stockpiling please. 
We would be grateful if you 
bring an empty milk container 
and fill it with some of our 
lovely Hampshire beer to take  
home. It can be used for beer 
batter for your fish & chips!!!” 

Charities, museums, churches and 
fundraising events reliant on loose 
change to top up donation boxes have 
chanced upon the contactless donation 
to eliminate the excuse “I don’t carry 
change with me!”. 

And pubs are starting to follow suit. 
With 80% of people in the UK already 
giving regularly to charity, installing  

a contactless charity box could boost 
any fundraising events you have coming 
up – perhaps it could go towards  
a sponsored 10k with staff participants? 
Or a summer Olympics event with  
a charitable edge? 

www.goodbox.com  
www.tapforchange.org.uk

TOP  
TWEETS

@TheAlexSW19 
“Right, even if we’re shut 
on Monday I’m doing the 
Alex pub quiz. We’ll do it on 
Twitter and if we can work 
out how to “FaceTime” it, 
we’ll put it on Facebook too.
It’s Free to enter, there will be 
no prizes, and it’ll start 8pm 
UK time. Wherever you are in 
the World, have a go!”

@SirenCraftBrew 
“Beer to your car boot in 
Finchampstead! Come and 
visit @SirenTapYard.”

@AltonSteven 
“Pulling together has never 
been more critical. The BII 
team are engaged across 
industry seeking support for 
our members & supporting 
pressure on government 
support for pubs.  
Independent support for 
you, your customers, your 
teams and your pubs is what 
we do. @BIIandBIIAB”
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Making a difference  
to your small business
Specialising in support services for the hospitality  
sector, we are able to help you every step of the way.

From business plan, through licensing to accountancy,  
payroll services, stocktaking and training, we provide  
cost effective solutions to allow you to concentrate  
on what you do best.

Melrose Group 
8 St Mary Street · Thornbury  
Bristol BS35 2AB

Telephone: 01454 419262    
Email: hello@melrosegroup.co.uk 
www.melrosegroup.co.uk
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The Beacon is the company’s fourth  
site with Star Pubs & Bar, with owner  
Michael Thomas (pictured above) and 
Star having jointly invested £500,000  
to upgrade the hotel, including the  
creation of an open-plan interior  
making space for 152 covers inside,  
with a further 142 outside. 

Thomas set up Roseacre in 2014  
and has 35-years’ experience in the 
trade, including senior operational 
roles with Chef & Brewer, Premier Inn, 
Vintage Inns and Fayre & Square. 

He said: “We are always looking for 
new suburban pubs in the Midlands 
and want to double the size of the 
company. A model based on a 60-70% 
food ratio site with 130-140 covers  
works well for us.” 

Last month (March), the 
Inn Collection Group 
reopened the 100  
year-old Coniston  
Inn, located beside 
Coniston Water in the 
Lake District, following 
a full restoration.    

In January the group, 
led by managing director 
Sean Donkin, also purchased 
The Pheasant in Bassenthwaite 
Lake in Cumbria, while reopening  
the £4 million, 30-bedroom, Amble 
Inn in Northumberland.  

The Black Swan is the Inn 
Collection Group’s second 

Yorkshire site, with its 
intention to ‘widen  
its customer based, 
group presence and 
visibility across the North 
of England’. It is able 

to boast being the 
‘largest private 
bedroom provider’ 
in Northumberland, 
with more than 271 
bedrooms across  

its estate. 

INNvestments
A SPOTLIGHT ON NEW OPENINGS, INNOVATIONS, REFURBS & CAPEX

Managing Director of 
Blind Tiger, Chris Tulloch 
said: “It’s a buoyant 
market if you can provide 
a great environment and 
experience. People tend 
to think of wet-led pubs 
as male-dominated, but 
we’re seeing a big increase 
in our percentage of 
female customers.”  

The Station at Preston, 
The Victoria at Aigburth 
and the Park View at 
Burnley will benefit from a 

joint £350,000 investment 
programme by Blind Tiger 
and Star, while a further 
£50,000 each will be 
spent on revamping The 
Queens Arms at Aintree 
and The Halfway House  
at Runcorn. 

Tulloch continued: 
“Customers want to 
see investment in their 
surroundings, so it feels 
special when they go out. 
The joint refurbishment 
opportunities provided  

by leased pubs are a major 
part of their attraction, 
and our good relationship 
with Star is one of the 
reasons we continue 
to take new leases with 
them. There’s a strong 
mutual trust, and we’re 
given the flexibility to use 
our own contractors. Plus 
their choice of brands 
works perfectly for our 
business model.” 

David Pritchard, Star 
Pubs & Bars Operations 

Director for the North 
West, said: “Blind Tiger 
Inns is a consummate 
professional, which 
knows its market inside 
out and exactly what its 
customers want. We’re 
pleased to provide the 
investment backing 
as well as the product 
range and insight 
needed to create more 
successful sites.” 

BLIND TIGER’S FOCUS ON QUALITY WET-LED PUBS 
REAPS REWARDS IN THE NORTH WEST

THE BEACON’S BRIGHT  
HOPE AS IT REOPENS 
POST-REFURB 

Blind Tiger Inns has grown its estate of quality, wet-led, community pubs in 
the North West to 18, after acquiring three new leases from Star Pubs & Bars. 

PUNCH ACQUIRES SEVEN 
PUBS FROM HEARTSTONE 

INN COLLECTION ON TARGET TO DOUBLE ITS ESTATE 

All located in the South West of England 
in ‘stunning beauty spots’, the pubs are: 
The Cricketers, The Diggers Rest, The 
King Alfred, The Owl, The Pelican,  
The Bathurst Arms and The Talbot. 

Northern pub operator, the Inn Collection Group, celebrated a ‘fantastic start 
to 2020’ after announcing the acquisition of a ‘landmark Yorkshire coaching 
inn’, the Black Swan in Helmsley. This takes the group’s portfolio of freehold 
premises to 13, as it remains on target to ‘double’ its estate within two years. 

Roseacre Pub Company, a Midlands-
based operator with plans to double 
the size of its estate, opens the 
doors at its ninth site this month 
(April), The Beacon Hotel in Burton 
on Trent, Staffs, following a major 
refurbishment. 

Punch Pubs acquired seven pubs 
from Heartstone Inns in January. 
Heartstone will continue to operate 
its remaining eight pubs. 

The Queens at Aintree is set for  
a facelift, thanks to a £50k revamp
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OVERALL TREND FOR PUBS & BARS 

It said there were 315 
more licensed premises 
opening than closing, 
taking the total number 
to 39,130, with small pubs 
and bars bouncing back 
after 15 years in decline. 
ONS data showed the 
number of small pubs 
and bars (those with 
fewer than 10 employees) 
increased by 85 (0.4%) 

increase in 2019, following 
15 years of closures. 

The data also revealed 
that pub and bar 
enterprises now employ 
more people serving 
food than working behind 
the bar. Since 2016, the 
opposite has been true. 

As well as an increase 
in the number of pubs and 
bars in the UK, turnover in 

the sector increased  
by £847m (3.8%) in 2017, 
with real turnover in the 
latest year of data (2017) 
at its highest level since 
the financial crisis of  
2008-2009, it said. 

ONS also reported 
that  jobs in the sector 
had increased by 1.6%, 
representing 7,000 more 
jobs in 2019 than 2018. 

Brighter times ahead: the Office for National Statistics (ONS) reported 
that in 2019 the total number of UK pubs increased for the first time 
since 2007, with pubs of all sizes seeing their numbers rise.  

The overall trend has been for pub closures, while the number  
of jobs in the sector has been rising since 2011
Number of pub and bars, and employment therein, UK, 2001 50 2019

PROPERTY NEWS  

£200M IN NEW OPENINGS 
AND INVESTMENT 
JD Wetherspoon is to invest £200 
million opening new pubs and 
hotels, creating 10,000 jobs, over 
the next four years.  

New openings are planned for: Bourne,  
Lincs; Waterford in Ireland, Hamilton 
in Scotland, Ely, Cambs; Diss, Norfolk; 
Felixstowe, Suffolk; Newport Pagnell, 
Bucks; and Prestatyn in N Wales.   

In addition, Wetherspoon’s 
Founder and Chairman announced 
plans to invest in existing pubs in 
smaller towns and cities that had 
seen a decline in investment in 
recent years, reported the Express 
[https://www.express.co.uk/life-style/
food/1232383/wetherspoons-pub-hotel-
opening-location].

THWAITES ACQUIRES  
LANCASHIRE PUBS 
Daniel Thwaites, which operates 
around 250 pubs, has added two new 
‘outstanding properties’ to its estate. 
The Pendle Inn in Barley and the Hare 
& Hounds in Foulridge, Lancashire. 
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Low and no alcohol product sales 
are hitting new highs and leading 
to a drinks revolution, one that is 

becoming jam-packed with exciting, tasty 
and sometimes quirky new products.  

So let’s start with the hard facts.  
According to the KAM Media survey, 2020: 

  More than one in three adults plans  
to reduce their alcohol consumption  
in 2020 

  One in four visits to the pub do not 
include alcohol 

  More than half say it’s difficult to see 
which cans/bottles behind the bar  
are low, no alcohol or soft drinks, so it’s 
worth  a strong focus on these products 

  Furthermore, a quarter of under-25s 
don’t drink alcohol 

Global and local brewers and distillers  
are working their scientific magic to  
de-alcoholise traditional drinks – ales  
and lagers, cider, spirits and wines. By 
2025, Budweiser Brewing Group believes 
no and low beer products will represent  
at least 20% of its global beer volumes. 

Low alcohol beer production by SIBA 
members increased from 3.4% in 2017 to 
5.3%in 2018 and there are already more 
new launches in 2020. 

New soft drinks continue to arrive, 
including kombuchas, CBD drinks, cold 
brews and living sodas. 

Promoting new and exciting low 
and no alcohol drinks is key. Give them 
prominent fridge and bar space, promote 
widely and highlight on menus. Treat 
these drinks as you do guest/craft beers.  

Operators are seeing great results too: 
M&B’s O’Neill’s chain saw a 56% increase 
in low and no sales; Greene King reported 
year-on-year sales of low and no alcohol 
drinks growing by 58% across its managed 
estate in January. 

If your drinkers favour beer and ciders, 
pick some low/no alcohol variants. As  
a cocktail venue, choose some mocktails/
alcohol-free cocktails. Add a range of soft 
drinks which can also be used as premium 
mixers. Low and no alcohol products can 
have a broad appeal. 

WITH ONE IN FOUR PUB VISITORS NOT DRINKING 
ALCOHOL AND MANY OTHERS LOOKING TO MODERATE 

THEIR CONSUMPTION, IT PAYS TO SERVE A DIVERSE  
AND INTERESTING MIX OF LOW AND NO ALCOHOL DRINKS. 

HERE SALLY BAIRSTOW REVIEWS JUST A FEW OF THE 
EXCITING NEW LAUNCHES ON THE MARKET 

NO AND LOW  
ALCOHOLdrinks

LOW AND NO ALCOHOL  
PRODUCT SALES ARE  
HITTING NEW HIGHS  
& LEADING TO  
A DRINKS REVOLUTION
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South West  
Orchards Low 

TOP FEATURES
• ‘Libera’, meaning free in Italian, has 

citrusy and hoppy notes that are 
followed by a delicate fruity aroma.  

  To stock Libera and for latest 
pricing, contact:  
info@asahibeer.uk

Peroni Libera 

TOP FEATURES
• Traditionally no- and low-beer has 

been limited to packaged formats, 
BLADE means customers can enjoy  
a pint of non-alcoholic draught beer

• No installation, cleaning  
or maintenance required 

• Small footprint – all that’s 
needed is a bar top and power source 

• Beer chilled to optimum sub-3°C 
• Heineken research shows stocking 

Heineken 0.0 in packaged and draught 
delivers 3.5x uplift in volume sales 
versus selling packaged alone. 

  Price (ex VAT) £499, includes 
4 x free 8L kegs and 24 x free 
schooner glasses 
For supplier details, 
visit www.heineken.
co.uk/direct or call 
The Customer Hub 
on 0345 878 7071 

Heineken O.O  
on BLADE

BLADE is  
a revolutionary 
counter-top  
beer dispense 
system allowing 
Heineken 0.0 to be 
served on draught.

For a name customers will recognise 
from its alcoholic and gluten-free 
versions, Peroni Libera offers  
a stylish, no alcohol alternative to  
the world of beer.   

TOP FEATURES
• Caleño’s Juniper & Inca Berry is an infusion  

of juniper, citrus and spice botanicals 

   £17-£18 for a 70cl bottle (ex VAT)
Distributed through most major UK wholesalers,  
visit www.calenodrinks.com for details

Caleño Drinks

A non-alcoholic spirit inspired by the ‘tropical 
flavours of Colombia’. 

TOP FEATURES
• Beck’s Blue is a light, crisp 

and refreshing non-alcoholic 
alternative to beer, with  
no compromise on taste 

• Beck’s Blue remains #1  
non-alcoholic in on trade*  
*Source: CGA 05.10.19 
 Total On Trade

  For pricing and supplier 
information go to: 
www.budweiserbrewinggroup.
co.uk/corporate/contact/
interested-in-stocking-our-brands 
or email bestbeer@ab-inbev.com  

Beck’s Blue 

Beck’s Blue accounts for  
35% of all non-alcoholic  
sales* in on-trade. 

Tapping into rising demand for low 
ABV cider. South West Orchards Low 
has been crafted to match the same 
flavour profile as the traditional South 
West Orchards Modern Craft Cider, 
but with less alcohol. 

TOP FEATURES
• The apples are picked in the autumn 

and fermented under ambient 
conditions for six weeks. The cider is 
then left to mature naturally for at least 
three months, before being reduced 
to 0.5% with the addition of 100% pure 
pressed apple juice 

• Best served chilled from the bottle, or 
over ice with a slice of dessert apple. 

  Trade price starts from £14.95  
a case (ex VAT)
info@signaure-brands.co.uk  

0.0 
DRAUGHT 

BEER

CRAFT  
CIDER
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TOP FEATURES
• Smashed Lager has a clean 

taste perfectly balanced with 
hints of barley malt, complex 
aromatic floral notes and mild 
hoppy bitterness 

•    Smashed Cider is a golden,  
slightly opaque sparkling 
liquid with a fresh inviting 
aroma of English apples

• Smashed Citrus is  
a pale gold sparkling 
liquid with a fresh, 
clean aroma expressing 
English malt, hints of hop 
and a touch of citrus  

   £1.99 a bottle or 
can (ex VAT)
Find out more at www.
drynks.co.uk or contact  
pb@drynks.co.uk 

Everleaf

Drynks Unlimited  

Everleaf is a distinct, non-alcoholic 
spirit created by bartender and  
conservation biologist Paul 
Mathew. Brimming with botanicals  
(natural extracts from plants), it’s  
ingredients are crafted 
sustainably from  
across the globe and 
include voodoo lily, 
vanilla and saffron.  

TOP FEATURES
• It can be served on the 

rocks, with soda or as  
a base for cocktails or mocktails

  £18 a bottle
Discover more at www.everleafdrinks.
com Insta: @everleafdrinks

Drynks Unlimited uses its £1m plus 
cool vacuum distillation plant (the 
first in the UK) to make its 0.0% beers 
and cider: Smashed Lager, Smashed 
Cider and Smashed Citrus. 

Heineken O.O 

The number one no and low alcohol 
brand in both volume and value*.
*Source: CGA 05.10.19, Total On Trade

TOP FEATURES
• Brewed from scratch to deliver a zero 

alcohol, sweet wholegrain flavour with 
rounded body and dry, fruit finish 

• Only 69 calories a bottle 
• A 330ml bottle should command 80% 

of the price of premium packaged lager, 
according to Heineken 

For supplier details, visit  
www.heineken.co.uk/direct or call  

The Customer Hub  
on 0345 878 7071 

Pink Lady® Sparkling 
Apple Juice 

Combining two leading trends – 
pink and apple. Apple flavoured 
ready-to-drink soft drinks account  
for 13% of the market, growing  
by 13%+ year-on-year* 
(*IRI Total Market, 52 weeks  
to Oct 12, 2019).

TOP FEATURES
• Pink Lady is the number  

one fresh produce brand,  
so it’s right on trend 

• 100% juice with no  
added sugar 

• Available in 250ml 
bottles 

  RRP of £1.65
Contact www.
belvoirfruitfarms.
co.uk or call 01476 
870286 to stock

TOP FEATURES
• A  juniper distillate with 

steam-distilled botanicals such as 
coriander, cardamom, Persian dried 
lime, Sicilian lemon peel and liquorice 

• Blended and bottled with their own 
tonic water, natural quinine and lemon 
peel, all you need to do is find a tall 
glass and a handful of ice  

• 45 calories per 200ml crown  
cap bottle 

• Also available: Square Root  
Non-Alcoholic Negroni Spritz  

  £1 a bottle (ex VAT)
Contact sales@squarerootsoda.co.uk 
to find suppliers 

Square Root Non-
Alcoholic Gin & Tonic 

An award-winning non-alcoholic ‘Gin 
& Tonic’, with “all the fragrant magic 
of gin but none of the sauce”, it won 
Two Stars in the Great Taste Award 
2019 and was Highly Commended  
in the Great British Food  
Awards 2019. 

Perfect G&T 

It’s taken seven years for this ‘Perfect’ 
alcohol free pre-mixed G&T to be 
perfected – ready for launch this spring.  

TOP FEATURES
• Pre-mixed with natural quinine to 

achieve consistency of drinking 
experience 

• Less than half the calories of a regular 
G&T, vegan friendly and gluten free 

  Expected trade price will be 
around £1.50 per 250ml bottle.  
Pubs could charge circa £4.50 to 
£5.00. Retail in off-licence will be 
around £8.95 for a four-pack  
www.allnaturaldrinks.ie  

G&T
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REVIEWSQUARTERLY

SOLO 

Alcohol-free pale ale from West 
Berkshire Brewery.  
New for spring 2020. 

TOP FEATURES:
• A light, golden ale with a tropical hop 

aroma, grassy pine notes and crisp 
bitterness for less than 0.5% ABV

• Available in 330ml can and bottle 

  Price (ex VAT) £12.02 case of 12 
cans (trade price) 
Supplier contact details: sales@
wbbrew.co.uk  or call 01635 767090

Tango Sugar Free

The Tango brand has three sugar 
free flavours – Tropical, Strawberry 
and Watermelon, plus its “new and 
improved” sugar-free Tango Orange. 

TOP FEATURES
• Along with the new sugar-free flavours, 

there is a packaging redesign and  
a £2.2m marketing investment, which 
will help the brand stand out in fridges  

  330ml cans MRSP 67p 
Contact Britvic Soft Drinks by 
telephone on 0345 7581781   

Adnams’ Low  
Alcohol Wines

Adnams uses the ‘Spinning cone’ 
technology to make its low alcohol 
wines, gently removing the alcohol 
to less than 0.5%, while retaining 
the aromatics and flavour profile 
of the wines.  

CHOOSE FROM:
• Adnams 0.5% Cabernet Tempranillo 

Garnacha Rosé or Sauvignon Blanc

  Price £4.49
www.adnams.co.uk

Sipling Alcohol Free 
Cocktails

Just chill for  
a ready-to-use cocktail

CHOOSE FROM:
• A range of ready-to-drink,  

alcohol-free cocktails  
• Range includes a Bellini, Mojito,  

Gin & Tonic, Moscow Mule,  
Old Cuban, Spiced Rum & Cola 

  £1.30 a bottle (ex VAT) 
Go to www.sipling.com or email 
hello@sipling.com for stockists

CEDER’S 

Distilled, juniper based alt-gins to 
appeal to gin-loving customers who 
don’t want the alcohol. For a perfect 
serve, it suggests mixing it with an 
Indian Tonic for your perfect alt-G&T 
experience. There are three variants.  

TOP FEATURES:
• CEDER’S Classic: floral and balanced 

combining classic gin botanicals with 
hints of geranium and Cape floral fynbos  

• CEDER’S Crisp: combining classic gin  
botanicals with cucumber & camomile 

• CEDER’S Wild: spicy flavours combining 
classic gin botanicals with ginger, clove 
and rooibos 

• Sugar free, vegan & just 2kcal per serve   

  Retails at £20 for 50cl bottle
For supplier details and cocktail 
recipes go to www.ceders-alt-gin.com 
or email hello@ceders-gin.com  

Adnams’ Ghost Ship 0.5%

Gold award winner in the 2019 World 
Beer Awards, Ghost Ship is a pale  
ale with “all the flavours and taste  
of Ghost Ship 4.5%”, but with almost 
all the alcohol removed. Adnams 
is also about to launch its first low 
alcohol cider, Wild Wave 0.5%.

TOP FEATURES:
• Adnams brews its usual Ghost Ship, then  

sends a batch to be ‘de-alcoholised’, 
using reverse osmosis to remove most 
of the alcohol 

  Ghost Ship 0.5% £12.49 per  
8 x 500ml bottles, £25 per 12 
x 330ml cans; Wild Wave 0.5% 
£16.99 for 12x330ml cans
www.adnams.co.uk

Old Mout Berries &  
Cherries Alcohol Free 

Number one no- and low-alcohol 
cider in the on-trade. 

TOP FEATURES
• Can command a higher RSP  

than soft drinks
• Combines crisp apple with ripe 

blackberry, strawberry &  
raspberry flavours  
and a hint of blueberry 

• For a 500ml bottle, operators are 
recommended to charge the same as 
their 330ml premium packaged lager  

Visit www.heineken.co.uk/direct  
or call 0345 878 7071 

FLAVOUR  
RANGE

Real  
Kombucha 

Kombuchas reminiscent
of cider and champagne! 

TOP FEATURES:
• Dry Dragon kombucha’s delicate citrus 

notes of grapefruit and sweet lemons, 
provides a longer, fuller-bodied finish 

• Royal Flush offers an alternative to a 
fizz, when served in a white wine glass 
or a Champagne flute 

• Smoke House is full of apple and 
caramel with a delicate smoky top note, 
presenting itself to the drinker as a light 
natural cider 

  RRP £2.30 – £2.50 (ex VAT) 
www.realkombucha.co.uk 
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Jump  
Ship’s  
Yardarm

Jump Ship is Scotland’s 
first alcohol-free brewing 
company, with Yardarm 
as its first beer. 

TOP FEATURES:
• Yardarm is a small batch 

brew, using natural 
brewing techniques, 
combining barley, hops 
and yeast with Scottish 
water, to create the 
flavour but with with 
minimal alcohol 

• No more than 0.5% ABV, 
vegan and gluten-free 

  RRP £1.99  
330ml can
www.jumpship.beer

Punchy Drinks 

A trio of interesting  
soft drinks which  
can pack a punch.  

TOP FEATURES:
• Holiday Romance – 

Peach, Ginger &  
Chai Spice punch 

• First Dip – Cucumber, 
Yuzu & Rosemary punch 

• Golden Hour – Blood 
Orange, Bitters & 
Cardamom 

• Described as complex 
‘adult’ soft drinks, 
which  can be sold as 
standalones or mixers 

• Low calorie, low sugar, 
no preservatives, 
nothing artificial &  
100% plastic free can 

   £0.96 (ex VAT) 
www.punchydrinks.com  
thirsty@ 
punchydrinks.com 

Dragon Tree 

A newly launched 
kombucha from 
Lanchester Wines. 

TOP FEATURES
• An alcohol-free soft 

drink, which can also  
be offered as a mixer 

• Made with natural 
flavours of hibiscus and 
rosehip, reminiscent 
of strawberries and 
cream, it pairs well with 
premium gins & vodkas 

• Alcohol and gluten free, 
37 calories per 100ml, 
suitable for vegans 

  Available in cases 
of 24 x250ml  
cans for £22
Contact sales@
lanchesterwines.co.uk  
or go to www.
lanchesterwines.co.uk 

J20

New for summer 2020, 
the UK’s number one* 
adult soft drink as  
two new products. 
*Source: Neilsen Total 
Coverage, Values Sales, Adult 
Socialising MAT to Nov, 2019

TOP FEATURES
• Limited edition for the 

summer season J20 
Spritz Pear & Guava  
and Apple & Elderflower

• Britvic says publicans 
can ‘capitalise on 
the rising trend for 
premiumisation’ with 
these drinks 

  MRSP £2.29
Contact Customer 
services, Britvic Soft 
Drinks, 0345 7581781 

Thatchers Zero 

New for spring 2020, 
Thatchers Cider has 
introduced Zero, its  
first alcohol-free cider.   

TOP FEATURES:
• With a bright, golden 

appearance, crisp, 
medium dry taste, and 
fruity aroma, this is a 
drink that looks like cider 
and tastes like cider 

• Gluten free and suitable 
for vegetarians & vegans

• No more than 0.05% ABV  

  RRP for a 500ml 
bottle is £1.85  
(£1.54 ex VAT)
Tel. 01934 822862

www.thatcherscider.co.uk     

Lucky Saint  
Unfiltered Lager

Lucky Saint’s founder, 
Luke Boase, tested 
56,628 litres of beer 
and spent 741 days 
in research and 
development to work 
out how to make great 
tasting alcohol-free 
beer! New for 2020  
is a draught version.   

TOP FEATURES:
• Brewed in Bavaria, it’s 

0.5% ABV and can be 
called ‘alcohol-free’ 

• Unfiltered, it contains 
pilsner malt, Hallertau 
hops, Bavarian spring 
water & single-use yeast 

• Low calorie & vegan  

  Kegs are £75 (ex 
VAT) from Kicking 
Horse. Bottles 
from national and 
local wholesalers 
are £23.80 for 20 x 
330ml bottles
www.luckysaint.co   
hello@luckysaint.co   

BOTTLE  
& KEG  

Aqua Spritz 

Free up fridge space by serving still 
and sparkling soft drinks without  
the need to open individual bottles.  

TOP FEATURES:
• A range of 30-plus concentrated 

cordials served with pure filtered 
water from the Mr Fitz Aqua Spritz 
system, supplied by dispense specialist 
Brewfitt, for use as soft drinks or mixers 

• It’s connected to the mains water and 
will also dispense sparkling & still water 

• Can deliver a GP of 85% on soft drinks, 
and close to 100% on water    

  List price is from £2,750 for 
the counter top unit, including 
survey, installation, three years’ 
service and maintenance, 
glassware, POS and first case  
of flavours, worth £420.00 in 
RRP sales. Flavours cost £3.77  
– 3.93 per bottle (10 serves).  
Tel: 01484 340800  
www.mrfitzaquaspritz.com  

Nexba Kombucha 

“Cheers to good gut health,”  
says Nexba Kombucha

TOP FEATURES
• Live sparkling probiotic, naturally 

sugar-free with no artificial additives 
• Available in three flavours:  

Strawberry & Peach, Elderflower & 
Lemon and Rose Lemonade

  RRP for 4x330ml bottles,  
RRP £4 and 1l RRP £2.50 
For stockists and latest trade prices, 
email sdougherty@pettywood.com  
or go to www.nexba.com 

STILL  
& FIZZY

NEW
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  MEET OUR HELPLINE  
PARTNERS 

LANDLORD  
& PUB HELPLINE 
This unique service offers  
members support on everything 
from day-to-day pub problems, 
Code of Practice questions to 
applying for MRO and dealing  
with forthcoming rent reviews. 
Whether you are a freetrader, 
manager, franchisee, tenant or 
lessee, BII will help point you in  
the right direction, especially  
at those times when you are not 
sure which way to turn. 

The helpline is headed up by our very 
own Mike Clist CBII, Non-Executive 
Director of the BII. With more than 
40 years’ experience in the licensed 
trade, Mike’s expertise and industry 
knowledge is unrivalled. From 
humble beginnings working in pubs, 
to becoming a Stocktaker, then Area 
Manager before 
taking on the 
role of General 
Manager of 
Tenancies 
in Allied 
Domecq. 
More recently 
Mike retired 
after 16 years 
with Fuller’s as the 
Leased & Tenanted Director. 

A BII Trustee, as well as the former BII 
CEO, Mike’s expertise in pub issues, 
along with his kind and considered 
approach to every query, makes him 
the ideal person to turn to for help.  

LICENSING, LAW & HR 
John Gaunt & Partners and Bhayani Law are two expert firms 
available to offer support and advice, not only in times of crisis,  
but also to help you plan for the future of your business.  

JOHN GAUNT  
& PARTNERS 
There are lots of large legal firms 
out there who dabble in licensing, 
gambling and regulatory matters, 
but John Gaunt & Partners is one of 
the few firms that specialises and 
therefore excels in those areas.  

For the past two years, John Gaunt 
& Partners has provided the Legal 
and Licensing Helpline for BII 
Members. It understands that 
people working in the licensed 
trade don’t operate within the 
normal office hours, which is 
why it doesn’t either. If you need 
help with a legal or licensing query, 
its helpline is open 24-hours a day, 

seven days a week. 

Michelle Hazlewood 
is a Partner at John 
Gaunt & Partners, 
a Companion 
Member of the BII 
and an active part 

of the BII Yorkshire 
Regional Council. Her 

expertise and experience  
is invaluable in helping her team deliver 
first class help and support to you. 

BHAYANI LAW  
Our HR & Employment helpline is 
provided by Bhayani Law, with its 
top team made up of experienced 
lawyers and HR Advisors with 
a refreshingly straightforward 
approach to HR & employment law.   

Jay Bhayani herself 
has established 

an impressive 
reputation 
as one of 
the leading 
employment 
lawyers in 

the Yorkshire 
region and 

has won various 
accolades since 

starting her own firm. 
She regularly provides content for 
BII’s weekly newsletters and website. 
Leading from the front, Jay and her 
team are always on hand to point BII 
members in the right direction. 

BII OFFERS ITS MEMBERS A FULL SUPPORT PACKAGE ACROSS A BROAD SPECTRUM  
OF SERVICES, FROM PREFERENTIAL PACKAGES FROM LEADING SUPPLIERS,  
WHICH CAN SAVE YOU £1,000s EACH YEAR, TO OUR EXPERT HELPLINES

The BII helplines operate 24/7, are FREE to members and offer sound  
advice on everything from licensing and legal queries to questions  
over your rent and lease agreements. Just one call to any one of these  
experts more than covers the cost of your membership too – so don’t  
delay, if you have a burning issue or a simple query, call today! 

THANK YOU
BII would like to say  
a huge ‘thank you’  

to all our Helpline experts, 
who are working hard  

to assist members with 
trusted advice & support 

throughout this  
difficult time
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SAVING YOU  
TIME AND MONEY   
WWW.BII.ORG

BII: HELPLINE
0330 058 3878

Call now

HR & Employment Law 
supported by Bhayani Law
0330 058 3878

General Legal & 
Licensing  
supported by John 
Gaunt & Partners
0330 058 3878 

Tax Advice  
supported by RSM
0330 058 3878 

Business Rates  
Advice supported  
by Harris Lamb 
0330 058 3878

Option 1
Option 2

Option 4Option 3

BII HELPDESK + LANDLORD  
& PUBCO HELPLINE 

01276 684449 
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TRUSTED SUPPLIERS SAVING OUR MEMBERS £1,000s  
FOR MORE INFORMATION, GO TO: BII.ORG/MARKETPLACE 

BII’S MARKETPLACE PARTNERS

INNFRASTRUCTURE
01484 840088
enquiries@innfrastructure.com 

INN-HOUSE ASSOCIATES
0845 260 0757
enquiries@inn-house.co.uk

MELROSE
01454 419262
hello@melrosegroup.co.uk

MJ&A ACCOUNTANCY
01472 357068
abrierley.mja@gmail.com 

MORGAN WELLS
01274 580100
info@morganwellsuk.com

PLS MANAGEMENT LTD
0208 977 6255
office@pls.uk.com 

RS HOSPITALITY
07979 418211
anthony@rshs.co.uk

RUSHTONS
01253 345444
mail@rushtonsaccountants.com

STOCKOLOGY
01472 885652
mark@stockology.co.uk

ELTA
01978 358535
sales@e-lta.com

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

CARROLL ACCOUNTANTS
020 8012 8483
accounts@carrollaccounts.co.uk

CMS PUB ACCOUNTANCY
0121 7302269
enquiries@cmspubaccountancy.co.uk 

DAVID JONES ACCOUNTANTS/DRJ
01937 581356
info@drjaccountants.co.uk

EVERETT KING 
0117 9255276
advice@everettking.co.uk

GMSM ACCOUNTING 
0117 203 4577
enquiries@gmsmaccounting.co.uk

HATCH BLUEPRINT
01889 592873
info@hatchblueprint.co.uk

INN CONTROL
01604 805715
info@inn-control.co.uk

INN TRADE ASSOCIATES
07925 284170
admin@inntrade.net

Accountants

Business Finance
PXL MORTGAGES
01785 256396
sales@pxlassociates.co.uk

Cellar 
BOC
0845 730 2302
sureserve@boc.com

Clothing & Uniforms 
DENNYS BRANDS
01372 377904
sophie@dennys.co.uk

Commercial  
Equipment
MAIDAID HALCYON
0845 130 8070
simon.wale@maidaid-halcyon.co.uk

Commercial  
Equipment Servicing
CRYSTALTECH
0370 350 2424
service@crystaltech.co.uk

Business Insurance 
PXL
0333 006 8444
biienquiry@pxlassociates.co.uk

Card Payment Terminals
FIRST DATA
0330 123 1241
fdmsleadmanagement@firstdatacorp.co.uk

PAYMENTSENSE
020 3893 2965
bii@paymentsense.com

WINPOS
www.winpos.com

Drinks & Bar Snacks
FEVER-TREE
0207 349 4922
info@fever-tree.com

THE SUN VALLEY NUT CO
0800 917 8181
orders@sun-valley.co.uk

E-learning
CPL LEARNING
0151 6471057
info@cpllearning.co.uk
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TRUSTED SUPPLIERS SAVING OUR MEMBERS £1,000s  
FOR MORE INFORMATION, GO TO: BII.ORG/MARKETPLACE 

BII’S MARKETPLACE PARTNERS

Sports Broadcasters
SKY SPORTS
0844 824 5530
www.business.sky.com/pubs/home/

GENERAL LEGAL, LICENSING, 
BUSINESS RATES & TAX HELPLINE
0330 058 3878
Operated by John Gaunt & Partners, 
Bhayani Law, RSM & Harris Lamb 

BRITISH INNKEEPING  
INSTITUTE
INFOR HOUSE  
1 LAKESIDE ROAD  
FARNBOROUGH  
GU14 6XP  
01276 684 449  
enquiries@bii.org  
BII.ORG

Licensing Law 
JOHN GAUNT & PARTNERS
0114 266 8664
bii@john-gaunt.co.uk

POPPLESTON ALLEN
0115 953 8500
c.weston@popall.co.uk

Utilities & Energy  
Saving
BEOND
0208 634 7533
bii@beondgroup.com

Planning & Development 
Consultant
WALSINGHAM PLANNING
Knutsford - 01565 757500  
Bourne End - 01628 532244  
Bristol - 0117 325 2000
www.walsinghamplanning.co.uk

Ratings Advisors
HARRIS LAMB
0115 947 6236
pubrating@harrislamb.com

WiFi Solutions
MERAKI GO
020 3640 6172
www.meraki-go.com

Jobs
HOSPITALITY JOBS UK
0844 800 6011
info@hospitalityjobsuk.com

Workflow Planning
TRAIL
www.trailapp.com/bii

Waste Disposal Services
WASTE SOURCE
0333 344 4083
sales@wastesource.co.uk

Mystery Shoppers
MELROSE
01454 419262
hello@melrosegroup.co.uk

EPOS Tills
FIRST DATA CLOVER
0330 123 1241
fdmsleadmanagement@firstdatacorp.co.uk

TABOLOGY
0207 788 7638
bii@tabology.com

TOUCH BISTRO 
0800 368 8707
bii@touchbistro.com

Stock Control
VENNERS
01279 620820
biimembers@venners.co.uk

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

My numbers
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Helpline 

B R I T I S H  I N S T I T U T E  O F  I N N K E E P I N G

“We’ve phoned the HR advice line a couple of times and it has been 
worth its weight in gold. An hour’s worth of lawyer’s advice covers  
the membership fee. We also use the Employment Contract Builder  
and, when it is time to renew our tenancy, we will use the legal  
helpline to put ourselves in the best position.”  

“We have also found the Licensee of the Year Award 
(LOYA) competition such a great way to help us 
improve and analyse our businesses – to really reflect 
on what we do well and what we can do better.” 

“Over the years the  
BII has been invaluable. 
Every time we have taken 
on a new site, BII is 
always at the other end  
of the phone helping us 
with whatever we need.” 

“I have been a member of BII since 2011 and 
consider it brilliant value. I have used the legal 
service on a number of occasions and have 
resolved issues from leases through to staffing 
issues and non-payment. The insurance discount 
more than covers the annual subscription.” 

“I’ve been a member for 15 years, since  
I had my first pub. My dad bought the first 
year’s membership for me as he firmly 
believes you need to be part of an Institute, 
whatever profession you are in.”  

“BII is like the big brother who puts 
an arm around you to give you the 
support you need.”  

“The contract builder ensures that your employment contracts 
are legal and compliant, and you can complete one in less  
than 10 minutes! We have also availed of BII training and, in 
particular, the recent mental health one day training sessions.  
The cost of BII membership is a drop in the ocean when  
viewed alongside the potential savings and, of course, the  
all-important networking that the BII brings to its members.” 

“We would describe 
membership of the 
BII as essential and 
invaluable. Since 
joining six years ago, 
we have used the 
member’s discounts 
comprehensively 
and saved significant 
sums over that time.  
In addition, the  
free legal advice  
and HR service  
are outstanding.”   

DAVID HAGE FBII  OF THE SECRET PUB COMPANY,  
WINNER OF BII ’S LICENSEE OF THE YEAR AWARD 2019   

LEE & KERIS DE VILLIERS FBII , 
YOUNG’S MULTIPLE TENANTS

ANDY COLEMAN MBII,  THE HOUSE GROUP 

DAVID HUMPHREYS FBII,  NORTH BAY RAILWAY, 
SCARBOROUGH 

SEAN WHITE MBII  OF THE QUEEN’S HEAD, PINNER, MIDDLESEX  
GREENE KING PUB OF THE YEAR 2018; BEST BAR NONE  
PUB OF THE YEAR (HARROW) 2017, 2018, 2019;  
BII LOYA SEMI-FINALIST IN 2018.

“It is so handy and the legal 
helpline is the best. I’ve 
used it so often – the more 
people you employ, the 
more issues pop up!”

After a 10 minute 
phone call you’re 

all the wiser.  
You don’t even 

have to wait 
in a queue on 

the phone. The 
Helpline experts 

are industry 
professionals, 

immersed in the 
sector and know 
exactly what you 
need to do and 
how you need 

to do it. For the 
amount I use it, it 

should be £150  
a month, but 
that’s just the 

cost for one year!

Over the last  
12 months our 
FREE helplines 

have helped  
our members this 

many times:

HR &  
EMPLOYMENT 

 900+
GENERAL LEGAL  

& LICENSING 

 1,300+
PUB  

HELPLINE

 350+



Join First Data and apply for faster funding* to improve 
your cash flow get paid sooner after a busy days 
trading – the way it should be! 

© 2020 Fiserv, Inc. or its affiliates. Fiserv is a registered trademark. Other products referenced in this 
material may be trademarks or registered trademarks of their respective companies. 632299 2020-2

* Businesses must be trading for over 12 months to apply for faster funding, successful application is 
subject to approval. Faster Funding promotion is free for BII members who are new to First Data and will 
continue the length of the merchant contract.

** Lines open between 9a.m. – 5p.m. Monday to Friday.

Get paid sooner 
with faster 
funding* by  
First Data

Join thousands of BII members who already enjoy fast and secure 
payment solutions using the latest technology. 

No joining fee 

Exclusive processing rates 

No minimum monthly 
processing fees

Want to find out more?

Call 0330 123 1241**  
and quote BII



Diageo has joineD the sky anD Molson Coors teaM

SAVE UP TO 50%  
ON SKY SPORTS*

Offer only available to Free Trade, Leased and Tenanted licensed premises in England and Wales (excludes Managed Group customers, Scotland, Northern Ireland, Channel Islands and Isle of Man) who 
subscribe to Sky Ultimate, Molson Coors (UK) and, if applicable, Diageo Great Britain Ltd (“Diageo”) for a 12 month minimum term. Molson Coors (UK) and Diageo, if applicable, terms apply, including volume 

commitments. You must meet the minimum throughput for the Molson Coors (UK) 30% discount tier (stock 3 Molson Coors draught brands with a minimum of 6 units per week) to qualify for your additional 
Diageo discount. Discount of up to 50% available off Sky Ultimate England & Wales payment via direct debit required for Sky Ultimate. Rateable value thresholds apply, if your licensed premises is above a 

certain threshold then Sky may offer you a lower discount which Sky will discuss with you prior to signing up.  For more information and full terms and conditions visit www.yourgamechanger.co.uk.

The more you pour, the more you score

08442 411 880
Or visit yourgamechanger.co.uk

Call for the best deal for your venue

*Based on weekly purchase amount, minimum of 1 keg per brand per week

YOUR

GAME CHANGER

SB_210x297_FP_DIAGEO DEAL_130320_BII.indd   1SB_210x297_FP_DIAGEO DEAL_130320_BII.indd   1 13/03/2020   12:0913/03/2020   12:09
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At a Glance
A GUIDE TO WHAT’S COMING UP, REVIEWS & DATES

Diageo has joineD the sky anD Molson Coors teaM

SAVE UP TO 50%  
ON SKY SPORTS*

Offer only available to Free Trade, Leased and Tenanted licensed premises in England and Wales (excludes Managed Group customers, Scotland, Northern Ireland, Channel Islands and Isle of Man) who 
subscribe to Sky Ultimate, Molson Coors (UK) and, if applicable, Diageo Great Britain Ltd (“Diageo”) for a 12 month minimum term. Molson Coors (UK) and Diageo, if applicable, terms apply, including volume 

commitments. You must meet the minimum throughput for the Molson Coors (UK) 30% discount tier (stock 3 Molson Coors draught brands with a minimum of 6 units per week) to qualify for your additional 
Diageo discount. Discount of up to 50% available off Sky Ultimate England & Wales payment via direct debit required for Sky Ultimate. Rateable value thresholds apply, if your licensed premises is above a 

certain threshold then Sky may offer you a lower discount which Sky will discuss with you prior to signing up.  For more information and full terms and conditions visit www.yourgamechanger.co.uk.

The more you pour, the more you score

08442 411 880
Or visit yourgamechanger.co.uk

Call for the best deal for your venue

*Based on weekly purchase amount, minimum of 1 keg per brand per week

YOUR

GAME CHANGER
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22 April 
EARTH DAY – RAISING 

AWARENESS OF 
ENVIRONMENTAL 

ISSUES 

23 April 
ST GEORGE’S DAY

NATIONAL  
SHAKESPEARE DAY 

26 April 
LONDON MARATHON 

  2 May 
TOUR DE YORKSHIRE 

(cycling road race)

4 May 
STAR WARS DAY – 

MAY 4TH BE WITH YOU!

4-10 May 
NATIONAL  

SCREEN-FREE WEEK

8 May 
VE DAY – EARLY MAY 

BANK HOLIDAY

9 May 
WOMEN’S FA CUP  
FINAL (WEMBLEY)  

9-16 May 
NATIONAL  

DOUGHNUT WEEK
10 May 

WALK THE WIGHT (Isle  
of Wight walking festival)

14-17 May 
US PGA CHAMPIONSHIP

19-23 May 
CHELSEA FLOWER SHOW 

21-31 May 
HAY FESTIVAL  

OF LITERATURE & ARTS

23 May 
FA CUP FINAL

24 May 
F1 MONACO  
GRAND PRIX

25 May 
SPRING BANK HOLIDAY 

25-29 May 
SCHOOL HALF-TERM 
(DATES MAY VARY)

29 May 
RESTORATION DAY  

(celebrating restoration  
of the monarchy in 1660)

24 May-7 June 
FRENCH OPEN 2020 

27 May 
UEFA EUROPA  
LEAGUE FINAL 

30 May 
UEFA CHAMPIONS 

LEAGUE FINAL 

5 June 
SAUSAGE ROLL DAY

5-6 June 
EPSOM ‘INVESTEC’ DERBY

9 June 
BICENTENARY  
OF CHARLES  

DICKENS’ DEATH 

12 June-12 July 
EURO 2020 

13 June 
QUEEN’S BIRTHDAY

16 June 
BII LICENSEE OF THE 

YEAR AWARDS & 
LUNCHEON

16-20 June 
ROYAL ASCOT

18 June 
CUPCAKE DAY

18-21 June 
ROYAL  

HIGHLAND SHOW

21 June 
FATHER’S DAY

SUMMER  
SOLSTICE

27 June-19 July 
TOUR DE FRANCE

29 June-12 July 
WIMBLEDON TENNIS

12-16 June 
CRICKET –  

England v West Indies

4 July 
ALICE IN  

WONDERLAND DAY
USA INDEPENDENCE DAY

7 July 
WORLD  

CHOCOLATE DAY

12-19 July 
THE BRITISH OPEN 

CHAMPIONSHIP (GOLF)

15 July 
ST SWITHUNS DAY 

(legend says that if it rains 
today, it will rain for  

40 days and 40 nights)

19 July 
BRITISH GRAND PRIX

24 July-9 August 
OLYMPIC GAMES – 

TOKYO  
(British medal hopes, Dina 

Asher-Smith, Katarina 
Johnson-Thompson, Adam 

Peaty, Laura Kenny  
& Sky Brown)

31 July 
HARRY POTTER’S 

BIRTHDAY

DIARY DATES

‘Experiential’ marketing has  
been the buzzword of the  
moment – giving customers  
great experiences, which they  
can share on social media. 

In these extraordinary times, engaging 
with your local communities remotely, 
to help keep everyone’s spirits up, has 
become important – and likely to be 
even more so, in the weeks ahead. 

It has been great to see so many pubs 
rising to the challenge posting funny, 
feel good, as well as heart-rending 
stories to keep communities together. 

It may be 75 years since VE Day 
next month, but we’re showing 
we’ve still got that wartime spirit.

With official VE Day celebrations almost 
certainly cancelled, it’s time to recreate 
that feeling of solidarity within the 
boundaries of our social isolation. 

How about creating a 1945-themed 
takeaway menu for the weekend, or 
throwing open your pub windows and 
doors to blast some wartime classics 
out onto the street?

Online sing-alongs look a strong 
possibility, with ‘Roll Out The 
Barrel’ and ‘We’ll Meet Again’ being 
particularly apt! Offer a free drink in 
the bar, post pandemic, for the best 
Vera Lynn impersonation.

From sushi to Sake, Japan has 
a rich food and drink culture to 
tap into this summer, should the 
Olympics go ahead in some form.

Japanese cuisine works on the ‘rule 
of five’ to create variety and balance: 
from the use of five colours to five 
cooking methods. For the bar, there’s  
a Japanese take on a traditional Bloody 
Mary, a Ginza Mary. Just add Sake.    

Keep your posts, 
emails & feeds going! 

VE Day 75th  
alternatives!

Tokyo 2020 –  
summer Olympics

Staying in touch

May 9

July 24-Aug 9

APRIL

MAY

JUNE

JULY

FULL MOONS  present a great opportunity to put on an outdoor, evening event.  Full moons arising this summer are:
June 5 STRAWBERRY OR ROSE MOON – for the start of summer

July 5 BUCK MOON  – in honour of the ‘buck’/male deer growing their new antlers for  the ‘rutting’ season 
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Meet
MEMBERS

“

BII’S STRENGTH IS IN THE DIVERSITY OF OUR MEMBERSHIP: OVER THESE  
SIX PAGES, WE MEET THREE MEMBERS FROM VERY DIFFERENT BACKGROUNDS  

WHO ALL SHARE A LOVE OF THE INDUSTRY

Having committed 23 years  
of her career to a beloved 
job in the manufacturing 
industry, Jackie Fairburn 
MBII thought to herself 

one day “I need to try this, I need to 
see if I’ll be any good at running  
a pub”. Wasting no time at all, she 
quickly found herself having  
a coffee with a Punch BDM (the  

pub is now run under Star, Pubs  
& Bars), who advised her to take  

a Personal Licence course.
“I’m quite a bubbly person. I do 

talk a lot and I always thought it was 
something I should have done years 
ago. But then I wouldn’t have known 
what I do now. The job I was in before 
has helped me so much.” 

For the first four weeks after taking 
on the Hare & Hounds, Jackie felt she 
needed to observe the pub’s weekly 
routine before making any 
sizeable changes.  

“I knew I needed to take stock 
to put together a long lasting 
plan. We were getting four people 
in at 4-o’clock on a Monday, or 
10am on a Sunday, who would 
all go home for their roast after 
cradling a pint,” she remembers. 

Cottoning on quickly, she 
started to recognise the subtle 
changes needed to revolutionise 
customer growth: “There was nothing 
happening at the pub for anyone, 
aside from the over-60s. I wanted to 

cater for wider age groups and began 
by putting things in place slowly…. It 
hasn’t happened overnight!” 

These were changes that she 
planned meticulously, using skills 
acquired in her previous career, 
from tactics as simple as using a wall 
calendar for planning to bouncing 
ideas off her sounding board, her 
partner Patrick.  

“I wasn’t scared of failing, I don’t 
worry about things not working, but 
I know that I have to work hard to 
capture the feeling of the area. It’s 
so important to make sure younger 
people and families use the pub to  
keep it going for future generations.”  

 
JACKIE FAIRBURN MBII

TAKING JUST SIX MONTHS TO MOVE FROM LOGISTICS DIRECTOR TO  
WELL-LOVED LICENSEE, JACKIE FAIRBURN MBII STARTED AT THE HARE & 
HOUNDS IN WAKEFIELD, WEST YORKSHIRE, WITH THE MOTTO “IT’S NOW 
OR NEVER” RUNNING THROUGH HER HEAD. BII’S ELEANOR KIRBY FINDS 
OUT MORE ABOUT TRANSFERRING SKILLS FROM ONE CAREER TO THE NEXT 

It’s so good to listen  
to what other licensees 
have to say and pick 
things up from them.  
I love reading BII News 
it’s all so relevant and 
it’s great to see what 
other people are doing 
in the industry” 
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“We want it to have a festival type 
of feel and we are linking it with  
VE Day, because it’s on the weekend 
before the new Bank Holiday.” 

As summer approaches, Jackie  
is eager to see returns on her 
best investment – the garden, 
which boasts heaters, al-fresco 
bar and a grassy area spanning 
over ¾ of an acre. She is also 
someone who is very keen  
on beautiful flower displays.  
“The pub is on a main road, 
at the top of a hill, and our 
flower baskets are really  
eye-catching,” she says. 

Having recently received the ‘Best 
Newcomer’ accolade in the Star, Pubs 
& Bars’ awards, Jackie has also had the 
opportunity to meet other licensees. 

“It’s so good to listen to what other 
licensees have to say. I love reading BII 
News, it’s all so relevant and it’s great 
to see what other people are doing in 
the industry.” 

But, at the end of the day, it’s  
a warm welcome that brings customers  
back and, as Jackie says, a smile costs 
nothing. And smiling is what she is 
doing a lot of, since she found new-
found happiness as pub landlady.  

If you work in the trade and would like to   
‘Join Our Family’, give us a call to find out 
more: 01276 684449. 

In her first year, she established 
‘Local Vocals’, to bridge the gap 
between the generations. With 40 
people coming along every month, 
friendships were made by singing  
‘feel good’ songs together. 

Next on Jackie’s list was an ABBA 
tribute act, ticketed along with an 
automatic raffle draw offering the 
chance to win a holiday to Greece. 
This was quickly followed by a carol 
concert, which attracted more than 
400 people. And since then, the 
musical events have just kept on 
coming, including hosting a 32-piece 
brass band every June. 

“I advertise well and in advance 
– not just in the week before. For 
instance, in January, I advertised 
events in June and October.” 

She’s also planning her first ever  
scarecrow festival this May, in 
partnership with four charities.“We’re 
trying to get all the local residents to 
put scarecrows up in their gardens.” 

Jackie has secured stallholders to  
provide light retail therapy, the 
New York Brass Band (who played 
Glastonbury last year) and a singer 
specialising in classics from the 1940s. 

WHAT DO YOU DO ON 
YOUR DAYS OFF? 
A lot of people who enter this 
industry get a bit of a shock, I think, 
because it’s a 24/7 job. When you 
live on site, you are constantly 
working, but I’ve always worked 
hard, I’m a Gemini! I can empathise 
with people and give quite a lot of 
attention to customers. I want to 
make give them a great experience!   

HOW DO YOU MANAGE 
YOUR MARGINS?    
When I’m hiring acts, I’ve come to 
realise that performers like the brass 
band pay for themselves, but I still 
think about how many tickets I need 
to sell. I know I need to advertise far 
in advance and then create add-ons. 
Our pizza oven was a cost, but it 
boosts events and the pizzas fly out 
during summer. If the football is on, 
I might do a deal for half-time, four 
bottles for a tenner, just to keep 
things ticking over. You need to see 
where to make money by looking  
at the overall picture.  

WHAT’S YOUR PURCHASING 
STRATEGY?    
I forward plan, especially if I have  
a function or an event on. You learn 
to anticipate the different food and 
drink requirements for various 
occasions. On a 60th birthday, 
people drink wine and then they 
might tend to go onto whisky, I call 
them the “mature drinks”. While  
the number of Jagerbombs I sell  
at a 30th birthday is phenomenal!  

Jackie Fairburn MBII

Left: Jackie receiving her 
award from comedian Ed 
Byrne at a gala ceremony 
with the pub’s manager, 
Keelie Moorby

The Hare & Hounds boasts 
spectacular hanging baskets out 
front and a large, all-weather garden 
space in the back, with a traditional 
bar interior
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A ndy Coleman MBII has many  
plates to spin. With three 
bars, a coffee shop, an events  
company and a multimedia 

offering all operating under The House 
Group brand, even in what should be 
the quieter month of January, he’s as 
busy and as focused as ever. 

Positivity rings from Andy’s voice 
as he jokes “drinking a lot!” is his 
secret to survival. “We’ve just had 
our debrief after the madness of 
December,” he explains as the team 
emerge hot from their management 
meeting. “We’re finalising menus that 
come out early in February – there’s 
no point in bringing out a new menu 
in sleepy January – and we have 
decorators in to re-sand the floors  
and paint the walls.”  

After an exceptional Christmas,  
a whopping 70% of British consumers 
visit pubs and restaurants over the 
festive period, Andy and his senior 
management team make sure staff are  
feeling revitalised after high pressures! 

“We find that everyone comes back 
to work with a different mindset in 
January – new year, new me sort of 
thing, people do a bit of soul searching 
and we try and help them with it”,  
he says. 

“January is a good time for our 
bi-annual appraisals. We sit with 
staff and ask them what they want 
to achieve in the coming year. If we 
can help with anything, whether it’s 
to start saving to buy a house, or go 
travelling, we will put together a plan 
of action.”  

Keeping staff morale up throughout 
the year is important for Andy. 

“We love giving everyone a boost 
and we put on some pretty cool staff 
dos. This month, we’re organising 
an Olympic event. We’ll create five 
teams, each representing a different 

country, and get them to come along 
in fancy dress.” 

Last summer, they held an awards 
night with ‘Oscars’ style graphics on  
a big screen. “We gave awards to the top 
10 staff we felt deserved recognition. 
These incentives and celebrations 

strengthen the team who stay loyal  
to us as a result. Our staff retention  
is twice the industry average!” 

Andy likes to employ a lot of 
humour to keep spirits high and 
employees fully engaged. A good 
example is a heading on The House 
Group’s website, ‘The Unicorn Effect’.  

He laughs: “It’s something I just 
came up with to encourage positivity 
and spread motivation within the 
team. If you need to get from A to B, 
you could go via donkey, horse or 
unicorn. Which would you choose? 
It’ll be a rough ride on a donkey,  
a horse will be more efficient, or you 
could go by unicorn and fly there!”  

New starters to the business are 
briefed on ‘The Unicorn Effect’, which 
encourages them to grow from foals 
to fully fledged mystical beasts. “I 
don’t want to send out a boring email 
saying ‘you must work harder’ or 
‘be more efficient’. Fun can’t be the 
afterthought. I use the metaphor as 
a light hearted way of encouraging 
people to achieve their best!” 

Having built a strong team around 
him, Andy has had to learn to be able 
to hand over the reins.  

“When I had my first pub, I was 

MEET... 
ANDY COLEMAN MBII

FOUNDER OF THE HOUSE GROUP, ANDY COLEMAN MBII SAYS 
THERE’S ONLY ONE WAY TO GET TO WORK, AND THAT’S BY UNICORN!  
HERE, THE BII’S ELEANOR KIRBY FINDS OUT MORE ABOUT ‘THE 
UNICORN EFFECT’ AND HOW ANDY KEEPS HIS BUSINESS FLYING
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to organise and get ready, I can do in 
a week! That’s the key to it, we call it 
‘duck and weave’, you need to adapt  
as you see trends in other venues,  
run with it and roll it out.”  

The House Group uses Instagram as 
a tool to strengthen this trend agility. 
As well as following other venues on 
social media, Andy also knows to 
make his own bars snapshot ready.  

With his target market aged 
between mid-20s to mid-40s, over 
50% of whom regularly use Instagram, 
and 79% favour Facebook* he’s onto  
a winner.  

“We call them the babysitter age! 
A lot of our customers have young 
families,and we find that when  

parents go out, they 
want to make the 
most of their time 
spent as a couple or 
with friends. That  
demographic sits 
well with all our 
venues, perhaps  
we should run  
a babysitting 
business too.” 

Andy uses 
the same dynamic energy to draw 
customers to his venues, as he does 
staff to work with him, and after  
a visit it would be very easy to leave 
The House Group having grown your 
very own unicorn horn.  

* Statistics from Sprout social https://
sproutsocial.com/insights/new-social-media-
demographics/ 

21 and I was always running around 
like a headless chicken. I was doing 
everything, from cleaning the beer 
lines, to running the business, 
working 12-hour days, seven days  
a week.” But hiring his first manager, 
after he started The Cork House, Andy 
soon realised how much time he could 
gain back, which he could use to 
develop the business further.  

He set up his own multimedia 
company three years ago, which does 
everything from menus, photography 
and graphics for The House Group. 
‘Capture House’, as it’s called, was 
founded when Andy met Jordan Bright,  
the photographer hired to take 
promotional pictures of the bars. 

“We started Capture 
together and it has gone 
crazy, we find clients 
really easily because 
of the hospitality 
crossover. We just did 
shoots for Subway and 
Britvic; things really 
started to take off 
when we landed our 
campaign for Feast 
Box, a recipe delivery 
company. They needed someone to 
make the food and take pictures – they 
found us with three bars and our chefs 
at their disposal”.  

Inspiration comes from industry 
trade shows, but picking things up 
from other businesses is also a great 
way to research new ideas.  

“What takes big companies a year 

WHAT DO YOU DO TO 
UNWIND? 
‘I go to the gym every morning. My 
alarm goes off at 5.15am and I’m  
in the gym for 6am. It’s how I give 
myself some headspace. I also 
recently treated myself to a hot tub 
for my birthday – it’s the best money 
I’ve ever spent. I think they should 
be on the NHS!’

WHAT WOULD YOUR 
ADVICE BE TO LICENSEES 
LOOKING TO BOOST THEIR 
BUSINESS?  
‘The key is to keep your eyes open 
and be self-aware. We go to a lot 
of trade shows. There can be over 
300 stands there, but you need to 
pick out the 12 that are really going 
to be of use to you. Going out is 
probably the best way to find new, 
great ideas. I’d also say follow other 
places on Instagram or Facebook, 
it’s a really easy way of seeing what 
trends are coming from the cities.’

HOW HAS BEING A BII 
MEMBER HELPED YOUR 
BUSINESS? 
‘I’ve been a member for 15 years, 
since I had my first pub. My dad 
bought the first years’ membership 
for me – he firmly believed you 
needed to be part of a professional 
membership body, whatever 
industry you are in. The bit I find so 
handy is the legal helpline – it’s the 
best. You don’t even have to wait in 
a queue on the phone. They’re so 
good, and they’re run by experts.’
 

Andy Coleman MBII

“KEEPING STAFF 
MORALE UP 
THROUGHOUT THE 
YEAR IS IMPORTANT 
– WE LOVE GIVING 
EVERYONE A BOOST 
AND WE PUT ON 
SOME PRETTY  
COOL STAFF DOs”
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W ell-placed to catch 
walking groups, it’s on 
the Midshires Way, coach 

parties and visitors to the huge 
number of local attractions, The Stag 

is a traditional pub that concentrates 
on plentiful plates, excellent real ales 
and a B&B offer, with staff that are 
happy to engage with their customers.  

Promoting itself as the 
quintessential British country 
pub, located in the picturesque 
Northamptonshire village  
of Maidwell, The Stag offers  
a traditional, warm 
welcome to guests 
and regulars. 
“Tradition is 
engrained in The 
Stag’s roots,” said 
licensee for the last 
two decades, Rob 
Willoughby MBII.

In search of  
a fresh challenge in 
2001, Rob came to the pub with  
a business partner (who left in 2006) 
and worked hard to lift the business 
off the ground. “The pub was very run 
down, but I saw the bigger picture,” 
he continued. “Looking back, we’ve 

come a long way. There’s a sense of 
togetherness with my staff because 
they see how much I’m putting into 
the business. I, in turn, respect their 
hard work.”

Whether it is heading out to pick up 
supplies, or putting in hard graft in the 
kitchen, Rob is on top of keeping his 
margins healthy. 

“I read an article recently that 
opened by saying ‘you have to shop 
smart to survive’ and you really do. 
Whether it’s a pint of milk, bitter, 
lager or a bottle of wine, you have to 

reach out to the places 
that can deliver the 
best product. Going to 
the shop takes me away 
from the business, yes, 
but it also gives me  
a chance to see what 
other people are doing.”

Recognising the 
trend in people reducing 
their alcohol intake, 

he took advantage of a business 
diversification grant from Pub is the 
Hub to open a coffee shop, which 
opens 8am-4pm Monday to Friday. 

 “Our coffee shop operates alongside 
the pub and it has truly got some 

Above, Rob with his new 
apprentice, Jessica Leal

“SETTING UP  
A COMMUNITY 
BASE EXTENDS 
FAR BEYOND  
THE COFFEE SHOP 
AS A SPACE TO 
MEET FRIENDS”

MEET... 
ROB WILLOUGHBY MBII

A SEASONED PUBLICAN, WITH TWO DECADES OF EXPERIENCE  
AT THE STAG IN MAIDWELL IN NORTHANTS, ROB WILLOUGHBY MBII 
DEMONSTRATES HIS ENTERPRISING SPIRIT BY OPENING A COFFEE  
SHOP TO RUN ALONGSIDE. THE BII’S ELEANOR KIRBY FINDS OUT  
HOW THE PROFITABILITY OF COFFEE IS DRIVING NEW BUSINESS
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was for equipment, 
carpeting, flagstones and 
the coffee machine itself 
– that’s where the guts  
of the money was spent.”

Rob’s father, Tom 
Willoughby, a retired 
accountant, is also  
into recycling and has 
put in a lot of hours 
making sure the pub 
 and coffee shop are 
well-maintained. 

“I got a call when 
he was on the South Coast in 
Christchurch, ‘there’s a café closing 
down, he’s shutting the doors and 
leaving everything behind, do you 
want it?’ It was a no-brainer, all we 
had to do was hire a van!”

Along with his dad, Rob’s sister 
does all the marketing, while his staff 
are encouraged to post on social media 
and share offers and stories. 

“We sent out a post the other day 
encouraging people to make bookings 
using a 20% off voucher on their next 
visit; it encourages staff to think about 
different ways to inspire visitors.  
I look at social media like a family tree, 
if you’ve got 900 followers, you’ve got 
900 opportunities to tell your story 
and introduce new products.”

Setting up a community base 
extends far beyond the coffee shop  
as a space to meet friends. 

“We put a small book exchange 
in the café last week, so people have 
something to read. We’ve employed 
someone from the village as an 
apprentice and is part of our journey. 
It’s so positive to see her learn more 
about service, talking to customers 
and realising trends in the industry.”

With a public house occupying the 
site since 1766, surviving the industrial 
revolution, two World Wars and  
a name change (formerly it was called 
The Goat), The Stag is set to thrive for 
years to come.   

legs! We had to try and connect with 
healthier trends, including vegan and 
vegetarian lifestyles, and wanted to 
offer a different type of product too. 

“We looked around the area and 
saw that coffee shops were very 
popular, and as we get a lot of passing 
trade and have drivers looking for 
somewhere to take a break – and not 
necessarily to drink alcohol – it made 
sense for us!”

Adding another business to the mix 
was a well-thought through venture, 
with Rob quickly clocking onto the 
fact that the profit margin of a coffee 
shop is better versus the finances of 
investing in shop fittings for a village 
shop (an earlier idea). 

“The more coffee I sell, the happier 
I am. With a business model set up 
on selling 50 coffees a day, which is 
enough to pay the rent, the maths of it 
was quite simple. We’ve also invested 
in a coffee machine, which will take  
19 months to pay for itself, but we’ll 
have a valuable asset at the end of it.”

Rob obtained a supportive grant 
from Pub is the Hub (a healthy sum  
of £3,000) forming the foundations of 
the investment, this and his natural 
ability to be thrifty along with family 
connections, meant he was able to 
keep the costs low. 

“We took an eco-friendly angle 
too, recycling lots and saving items 
from skips. The only cash investment 

HOW HAS THE BII HELPED? 
‘In the time I’ve been a member, 
I’ve used the helplines on two or 
three occasions. My mind was put 
at complete ease yesterday on my 
25-minute conversation with the 
BII’s CEO, Mike Clist, about leases. 
That phone call was worth the 
yearly fee, on its own. Mike spoke 
very openly and honestly and said 
I was in a strong position. I can’t 
ask for anything better than your 
communications every Monday. 
There’s content I can engage with,  
I can click on links, call straight in 
and receive advice that makes me 
feel loads better.’

WHAT’S YOUR FIRST 
MEMORY OF A PUB? 
‘A box room pub in Tenby, South 
Wales! There was a table in the 
corner with two drip mats, one of 
which I had my eye on, and a bottle 
of coke with a straw and a packet of 
crisps. Kids weren’t allowed in pubs 
in those days and a bottle of coke 
was a complete treat. I can still smell 
the ale and the cigarette smoke – it 
all sticks with you so clearly.

Rob Willoughby MBII

Find out what Pub is  
the Hub is all about…
“The pub should be the centre or hub 
of community life and can also provide 
essential services beyond the usual 
drinks, food or entertainment. Pub is 
the Hub is a not for profit organisation 
of specialist advisors for communities 
and licensees who are thinking of 
broadening their range of services.”

Rob wanted to improve the service 
offered by the pub for the local 
community. He decided to add a café  
on the premises to create a social hub 
for villagers and community groups as 
The Stag is the only pub in the area.

• Contribution from Licensee: £7,500
• Pub is The Hub’s Community  

Services Grant: £3,000
• Total Project Costs: £10,500

Find out more at https://www.
pubisthehub.org.uk/
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STRONG WORKING PARTNERSHIPS ARE THE KEY TO CREATING FIRST 
CLASS SUPPORT TO BII MEMBERS ACROSS THE SOUTH WEST OF ENGLAND  

IN THIS ISSUE WE’RE IN THE SOUTH WEST...

THE BII OPERATES THROUGH A NETWORK OF 10 REGIONS, 
SO YOU ARE NEVER FAR FROM HELP AND ADVICE ON 
ISSUES AFFECTING YOU AND YOUR BUSINESS 

LUDOVICK HALIK CBII 
CHAIR OF SOUTH WEST REGION

T here’s a clear message the Chair 
of BII’s South West Region, 
Ludovick Halik CBII, is sending 

out to members across the region, and 
that is: “You are not alone.” 

From business support, cost-
savings on key services and utilities 
to free helplines, Ludovick is working 
hard to promote the message that BII is 
here to help members whenever they 
may need it.  

Ludovick has also been 
highly successful at forging close 
relationships with other key 
trade bodies which, he believes, 
are well-placed to bring added 
member benefits, support and new 
opportunities 
to licensees.  

“We work 
closely with 
the Pub is the 
Hub and the 
Licensed Trade 
Charity, which alongside the BII, can 
bring a broad range of support, advice 
and help across a wide spectrum 
of issues, be they something that is 
personal to you, your business or your 
team,” said Ludovick. 

“We know that many of our 
members provide good support for 
their employees’ wellbeing, including 
their mental health, but we want to go 
further by offering support to those 
in charge of those teams, the husband 
and wife/couple, or single licensee 
running a pub,” said Ludovick. “It’s 
about getting licensees to stop and 
take stock of their own wellbeing.  

“We all recognise that this is an 
industry where people work long 
hours and sometimes it’s  about 
asking yourself, ‘how am I doing?’ – 
acknowledging your own health and 
wellbeing and knowing that it’s okay 
to talk to someone.” 

The Licensed Trade Charity’s ‘Time 
to open up about mental health’ offers 
training for managers to be more 
aware of mental health issues and how 
to have those ‘difficult conversations’ 
with colleagues, but it also offers 

a helpline to discuss health issues, 
including professional support on 
finance and managing an income, 
which can sometimes be the source  
of anxiety and ill health.  
 
TAKE TIME TO USE BII 
SUPPORT TO CUT COSTS 
Ludovick continued: “There are many 
pressures on licensees: competition can 
be very cut-throat these days and there 
are huge demands on individuals and 
their businesses, from higher costs to 
more regulations, and it can be hard to 
balance the finances at times. 

 “Utility bills and service costs are 
rising too and now is a good time to 

reach out to BII and our 
Marketplace Partners to 
check that you’re getting 
the best deal.   

“I honestly believe 
members are missing  
a trick by not speaking  

to Marketplace Partners and asking 
them to quote on a range of services, 
because it provides a sense-check that 
you’re getting the best deal. If you’re 
not, it’s simple enough to switch 
supplier and save money.”  

“MEMBERS ARE MISSING A TRICK BY NOT SPEAKING  
TO MARKETPLACE PARTNERS AND GETTING THEM TO 
QUOTE ON A RANGE OF SERVICES, BECAUSE IT PROVIDES  
A SENSE-CHECK THAT YOU’RE GETTING THE BEST DEAL”
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10. SOUTH WEST  
(inc Scilly Isles) 
Ludovick Halik CBII
Ludovick.Halik@BII.org  
07929 436865

2. SCOTLAND 
Jo Graham CBII  
Jo.Graham@BII.org  
07701 042113

3. NORTH
David Wigham FBII 
David.Wigham@BII.org  
07833 402517

4. YORKSHIRE
Kelly McCarthy CBII 
Kelly.McCarthy@BII.org  
01904 744261

5. NORTH WEST/ 
NORTH WALES  
Mike Connell CBII
Mike.Connell@BII.org  
07967 193379

6. EAST MIDLANDS  
Sarah Halpin FBII
Sarah.Halpin@BII.org  
07442 491292

7. EAST OF ENGLAND  
Acting Chair:  
Steve Evans CBII   
Steve.Evans@BII.org  
07413 961953

8. WEST MIDLANDS/ 
SOUTH WALES  
John Rackham FBII
John.Rackham@BII.org  
07985 257658

9. LONDON
Greg Mangham CBII  
Greg.Mangham@BII.org  
07831 248421

10. SOUTH EAST  
(inc Channel Islands) 
Phil Davison CBII
Phil.Davison@BII.org 
07879 494088 

MEET OUR  
REGIONAL CHAIRS

Utilising trade shows 
in Exeter, Cornwall and 
Bristol – scheduled 
for June (more 
information below) 
– has given Ludovick 
and Catherine 
Halik, his wife and 
Secretary of the 
Region, the chance to 
raise BII’s profile locally 
and offer more support 
to licensees.

“Our region is vast 
and holding meetings 
in clusters doesn’t work 
well. Our members are 
widespread and time 
is valuable. Working 
with the regional 
trade shows presents 
good opportunities 
for members to leave 
their pubs, meet 
exhibitors, learn about 
new products and 
equipment, network and 

also talk to us.” 
BII SW also uses these 

events to join forces  
with the Pub is the Hub 
and the Licensed Trade 
Charity (LTC). “These are 
organisations that can 
also assist BII members 
and it makes sense for 

us all to work closely 
together. I’m a Trustee 

of the LTC and it’s good 
to be able to help 
licensees who have 
fallen on hard times, 
or need support for 
themselves or a team 

member, by putting 
them in touch with 

these charities. 
“It’s a tough job being 

a publican and it’s a help 
and support to know 
there is help out there, 
should they ever need it.” 

“The message we 
want to get out is that 
you are not on your 
own. BII is a professional 
organisation here to help 
you. We work hand-in-
hand with the Licensed 
Trade Charity and Pub is 
the Hub to get members 
help, if and when they 
ever need it.”  

MAKING MEETINGS EASIER FOR MEMBERS
SW Region Chair Ludovick Halik CBII is making it easier for more 
licensees to be able to reach out to their regional BII team, by taking 
the BII to local trade shows and exhibitions in the area.  

SW Region committee 
members ready to  

meet-and-greet licensees  
at a trade event in Exeter:  
Reg Clarke (left) Catherine 

Halik & David Mountstephens  
 

PUB IS THE HUB 
Pub is the Hub has helped  

a number of licensees in the SW  
Region, from helping to finance 

new business opportunities, 
like creating Post Offices, 
libraries and small shops 

within their premises, to other 
ideas on how to support, not 
only the pub, but their local 

community too. 

Last November, the community 
in Marston, Lincolnshire, bought, 
refurbished and reopened their 

much-loved village pub, The 
Thorold, following a four-year 

closure, with normal pub services 
being extended to include  

a weekly post office service.  

In January this year, The Thorold’s 
offering was extended further, 

thanks to the local Pub is the Hub 
advisor Dave Allan, who assisted 
them in securing a Community 
Services Fund grant of £3,000,  

to open a community café. 

NEXT DATES...
SW REGIONAL AGM   

Tuesday, May 12, 2020  
Mendip Springs Golf Club, Honeyhall 
Lane, Congresbury, North Somerset 

Chair of the BII SW Region Ludovick Halik 
CBII is delighted to welcome new and 

younger members onto the Committee. 
Amy Newland of the White Hart Inn in 
Cornwall – winner of Kernow CAMRA 

Pub of the Year 2019 Award – and Alex 
Williams FBII of The Polgooth Inn,  

St Austell, winners of the BII Licensee  
of the Year Award 2018.  

Reg Clarke, a SW Region Committee 
members, will be on hand to provide 

advice and helps with grants. 

THE SOURCE TRADE ROADSHOW 
Thursday, June 18 

Bristol

The Source trade show will make its first 
outing to Bristol this year, after running 

successfully in Exeter for 10 years.  

For more information, go to:  
https://bristol.thesourcetradeshow.co.uk 



B R I T I S H  I N S T I T U T E  O F  I N N K E E P I N G

4
8

 /
 S

P
R

IN
G

 2
0

2
0

V I E W P O I N T

PH
O

TO
: B

RE
N

D
AN

 C
H

U
RC

H
, D

AN
IE

L 
H

JA
LM

AR
SS

O
N

 O
N

 U
N

SP
LA

SH

Lee Price 

One of the perks of 
managing Aberystwyth’s 
seaside pleasure pier is 
free ice-cream. I love 
ice-cream. 

The jingle of an ice-cream van 
brings a symphony of joy and 
excitement to the ears like few other 
sounds. I am ashamed to say I once 
told my children the driver played it 
to notify the kids that they’d sold out. 
It had been a long day, and I’d already 
spent enough dough on our sugar-
fuelled offspring! 

‘Soft’ is the most recognised type  
of ice-cream, better known by the 

IT’S NOT JUST SHOPS AND VANS THAT CAN SCOOP REWARDS FROM  
SELLING ICE-CREAM, LEE PRICE FBII OF THE ROYAL PIER IN ABERYSTWYTH  
HAS CREATED MOUTH-WATERINGLY TASTY COUNTER SALES OF UP TO  
£10K A WEEK, WORKING ON A GP OF 61-66%

blue-rinse brigade as ‘Mr Whippy’  
and typically served as a ‘99’ in  
a small Fiesta cone with a miniature 
Cadbury flake. With the right amount 
of air to maximise yield, it is capable 
of generating incredible profits, 
especially during our peak selling 
summer months. It’s versatile too,  
and can be used in a cup to create  
a screwball, with a dessert, as a sundae,  
or even as a base for thick shakes. 

Don’t make the mistake of thinking 
all soft ice-cream is the same, since 
they each have a slightly different 
flavour and appearance, and premium 
brands aren’t necessarily the best. 

Comelle’s vanilla ice-cream 
remains our preferred mix. It’s 
a crisp white colour with a great 
consistency that suits a self-
pasteurising machine, and sweet 
enough to satisfy all taste buds. 

One of the most neglected food 
service areas is soft serve ice-
cream machines, so if you’re not 

prepared to be fully committed 
to hygiene, give it  

a swerve. Poor practice 
simply increases the 

risk of food poisoning 
bacteria and potentially 

major health issues for 
trusting customers.  

 We’ve always purchased  
automatic self-pasteurising 

models, which are capable 

of achieving the highest cleaning 
cycle. Carpigiani and Taylor have both 
performed equally well for us, but 
because of our locality, Taylor tends to 
have a service technician a little closer.  

The fact that each of these suppliers 
are making their units smaller and 
cheaper is a sign perhaps that there  
is a growing market for bars, coffee 
shops, restaurants, and takeaways. 

Recently, I spoke of the time  
I personally manufactured the ‘hard’ 
ice-cream offered for sale at our 
parlour on the pier, scooped from 5L 
tubs in a glass-fronted refrigerated 
cabinet holding 16 different flavours.  

It was real dairy ice-cream made 
from milk and double cream sourced 
from local farms. But because 
production was out of sight, marketing 
was limited to print and people paid 
less attention to regionality – it just 
didn’t deliver. Rising prices ultimately 
squeezed the margin to a point where 
we opted to buy in.  

 Our Mario’s scooping range is  
a gold medal, multi-award winning 
luxury Welsh dairy ice-cream.  
The company has been awarded the 
highest accolade in its industry,  
the National Ice Cream Alliance Silver 
Challenge Cup, on three occasions for 
the best dairy ice-cream in the UK. 

Hard margins are smaller than soft 
due to the inclusions that are blended 
into the ice-cream to determine 

their taste and 
presentation, but the 
product continues 
to increase in 
popularity. 

Experimenting 

“THE FUNDAMENTAL BENEFIT OF AN ICE-CREAM 
BUSINESS IS THAT IT DOESN’T NEED THE SQUARE 
FOOTAGE OF OTHER FOOD OUTLETS. YOU DON’T 
NEED A LARGE SEATING AREA SINCE ALMOST ALL 
CUSTOMERS LOOK TO EAT ON THE GO”
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with new flavours is a great way 
to keep customers coming back, 
although be a little wary of the funky 
ones. I genuinely thought that a retro 
offering of Fruit Salad, Black Jack 
and Refresher would fly, but it went 
down like a lead balloon. Instead, 
by introducing a limited-edition 
or season-specific special, more 
customers return out of curiosity  
for the latest culinary cream. 

There is the obvious danger 
of nut contamination in 
a scooping cabinet, 
so unless you can 
implement robust 
procedures, offer 
a clearly labelled 
packaged 
alternative. 

A holiday stop 
to Ghirardelli 
at Downtown 
Disney opened my 
eyes to premium sized 
Chocolate Flavoured  
Waffle cones. They’re 
chocolate-dipped both inside 
and out, and hold two or three 
scoops, giving more options for 
different flavour combinations 
and, of course, a larger ice-cream. 
It’s our most expensive, the best 
seller, and proof that premiumisation 
remains a far-reaching phenomenon. 

DID YOU KNOW?

In the UK, the average buyer 
purchases ice cream out-of-home 
eight times a year, spending on 
average £22.66 in total annually. 

Outlets, including pubs, are seeing 
a 10% year-on-year increase in 
spend, while sales in traditional 
ice cream parlours are down, 
according to data management 
company, Kantar. 

 An eye-catching Classic Olympus 
cone dipped in chocolate and rolled in 
coloured sugar strands is a popular  
choice for children, and free toppings  
and sauce can be a simple differentiator 
 in the marketplace to steer parents in 
the right direction.  

SOMETHING FOR 
EVERYONE – EVEN DOGS! 
To avoid having to compete as  

a low-price alternative, make 
the offer stand out by 

using all-natural 
ingredients or 

exclusively local 
products. We 
cater for those 
seeking gluten-
free, lactose-
free, Kosher-

approved, 
vegetarians, 

vegans... and dogs! 
We hounded 

our suppliers for 
years to develop 
a treat for the 
tailwaggers, and 

today there are 
plenty of options.  

A proven-performer 
is Scoop’s Ice Cream for 

Dogs (125ml) by Marshfield Farm, 
based near Bath. 

GO PLASTIC FREE 
WITH VEGWARE™
Promenaders don’t want single-use 
plastic, so we serve everything up in 
Vegware™. It’s a plant-based catering 
disposable using renewable, lower 
carbon or recycled materials that can 
be composted with food waste, and 
helps our brand stand for something. 

The fundamental benefit of an 
ice-cream business is that it doesn’t 
need the square footage of other food 
outlets. You don’t necessarily need 
a large seating area, since almost all 
customers look to eat on the go, but 
the point of purchase has to be where 
the customers are. If you’re seriously 
planning on adding frozen cow juice 
to the offer, begin by identifying areas 
that draw lots of footfall. 

A licensee I befriended a while  
ago has started creaming cash from  
a pasteurised pop-up in his pub 
window that sits close to a busy 
pedestrian crossing. 

He now loves ice-cream almost  
as much as me. 
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Kris Gumbrell

How do we get rid of the 
attitude that ‘if you don’t 
do well, you’ll end up 
working in a pub’ that’s 
perpetuated by career 

advisers within our schools, colleges, 
universities and, indeed, parents?  
How do we stop hospitality being  
an accidental career and instead 
inspire young people to want to work 
in our sector from a young age?  

It’s natural for adults to want to 
protect young people and not expose 
them to potentially difficult situations, 
long hours, alcohol and rude, even 
aggressive, behaviour. But while pubs 
have changed, everyone acknowledges 
that, people’s attitudes towards them 
hasn’t when it comes to careers.  

Pubs today serve the best hospitality,  
with friendly welcomes, good food,  
a broad range of drinks and a stronger 
than ever focus on low and no alcohol.  

New starters in the business are 
supported better than ever before  
with induction courses and training, 
which lead onto solid career pathways 
and qualifications that cover a vast 
gambit of skills: legal, financial, HR, 
marketing, PR, wellbeing and more.  

Hospitality also gives individuals the  
chance to be part of something great 
– a close-knit team that works hard, 

KRIS GUMBRELL FBII, CEO OF BREWHOUSE & KITCHEN AND WINNER  
OF THE BII NITAS’ FRANCA KNOWLES LIFETIME ACHIEVEMENT AWARD,  
SAYS IT’S TIME THE HOSPITALITY INDUSTRY STARTED FIGHTING BACK  

has fun and smashes targets by making  
other people, their customers, happy. 

Young people today, we know, want 
‘experiences’. They are more world-
aware, better educated and tech savvy 
than ever before. They’re interested in 
food and cooking as a lifestyle interest, 
with apps on their Smartphones 
that track what they eat and advise 
them on the nutritional content. And 
hospitality can offer them a myriad of 
experiences and opportunities, as long 
as they have great personalities, good 
practical skills and 
the will to work hard.  

Yet we are weighed 
down by a society 
that measures people 
by their academic 
achievements. If they 
don’t proceed into 
higher education,  
it can be viewed as  
a parental failure. 

Schools, I believe, need to think 
less about exam results and ‘OxBridge 
places’ and measure success more 
against where their young people are  
in five to 10 years’ time. How successful,  
fulfilled and happy they are? 

And what about all the young 
people who aren’t academic, who 
are made to feel like failures because 

they’ve not ‘succeeded’? What happens  
to the 16-year-olds who don’t get  
on to the limited number of Further 
Education (FE) courses, or who don’t 
fit into the stereotype of the modern 
GenZ? They’re left on the rubbish  
heap, whilst the sector seeks to recruit 
foreign nationals to fill the vacancies.  
It’s a huge shame and a mistake for 
society, because we are missing a trick 
by not reaching out to them. 

We need to get educators and 
careers’ advisors to start guiding young  

people towards the 
hospitality trade, not 
just towards the big 
corporations but the 
small businesses too.  

We need to see 
more resource given 
to our FE colleges to 
support our sector. 
Hairdressing courses 

are cheaper to run than hospitality and 
culinary courses and so the academic 
world remains focused on the returns 
from getting ‘bums on seats’.  

We all need to start engaging more 
with careers advisors and teachers. My 
daughter is at Grammar school, which 
by its nature very academic, but we’re 
getting its pupils’ placements with  
us for three to four weeks at a time. 

“WE NEED TO GET 
EDUCATORS AND 
CAREERS’ ADVISORS 
TO START GUIDING 
YOUNG PEOPLE 
TOWARDS THE 
HOSPITALITY TRADE”
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This is made possible by an open-
minded Headmaster, who recognises 
hospitality as being able to deliver 
great opportunities to his students 
– not least because we have the 
vacancies, some 80-90,000 of them.  

Society, parents and educators 
need to see that if a young person is 
bright, hardworking and wants a good 
career, hospitality will give them their 
chance to shine – which they may 
not get if they aspire to a trendy job in 
Shoreditch, where they get to lounge 
on beanbags with a laptop all day! 

Hospitality is, however, succeeding 
in attracting the ‘second time around’ 
jobbers, those who have switched 
careers later in life in favour of having 
a job they enjoy with great prospects.   

We’re also targeting people at the 
end of their careers, those who would 
rather stay active than retire. There are  
organisations out there who will put  
you in touch with people looking for  
a few hours each week; multi-purposed 
and experienced people who will help 
create a diverse team. 

But we need to work harder to get  
the Government and the public to  
recognise our industry and what we do,  
and it’s good to see our organisations 
– the BBPA, UKHospitality, Licensed 
Trade Charity and the BII – working 

more closely than ever before to 
promote this. 

But there is still some way to go. 
The Government needs to stop talking 
our sector down. Let’s send the next 
Minister who refers to us as “low 
skilled” a set of chefs’ whites and see 
how they get on in a busy kitchen!   

Let’s celebrate the senior-level team 
members, many of whom have worked 
their way up from General Managers to 
Area Managers, with responsibility for 
£10s of millions. It’s no surprise that 
these people receive lots of interest 
from recruiters looking to fill senior 
positions in retail. They see pub people 
as more flexible, versatile, hard-
working and able to deal with the 
enormous breadth of challenges faced 
each day, while also making sense of 
complex customer habits.  

There’s no doubt that this sector 
gives people broad skill sets and, more 
importantly, resilience.  

We have sucked up everything 
that has ever been thrown at us, 
from the Beer Orders in 1989 (giving 
rise to the growing independent 
tenanted and leased estates), the 
smoking ban, new technology, the 
emergence of veganism, no and low 
alcohol, legislation and regulations on 
everything from allergens to pensions, 

recruitment challenges and, of course, 
all the current uncertainty. But we 
continue to just get on with it. 

So it is time we changed the 
mood music: CAMRA needs to stop 
talking about pub closures and start 
promoting the modern, great British 
pub as somewhere people should be 
proud to work and make a career in.  

All the negativity is damaging in 
the long-term because it drives capital 
investment away from the sector.  

We need to inspire, motivate and 
talk positively about our sector to 
attract investors, while focusing the 
Government’s mind on what’s needed 
to revitalise pubs, like tax benefits to 
help us generate capital that, in turn, 
will help High Street regeneration.  

Hospitality, is the third largest 
private sector employer in the 
UK – bigger than the automotive, 
pharmaceuticals and aerospace 
industries combined – paying £38 
billion in taxation, creating one in six 
of all new jobs since 2009. And pubs 
deliver a huge part of this.  

We need to come out and fight 
our corner. Shout louder about our 
successes, our positivity and our 
amazing opportunities and show what 
we’ve got to offer – a pint that’s  
always half full, never empty. 
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A s I reflect on my time in 
the industry over the 
past 25 years, I do so 
with the view that the 
pub sector is currently in 

an incredibly strong position. I started 
with Christie & Co in 1984 at the 
tender age of 23 and have witnessed 
several significant changes across the 
sector, in addition to two recessions 
throughout this time. Yet despite the 
various economic downturns and 
continued unwelcome Government 
intervention, the industry has 
adapted, survived and in most cases 
thrived through evolution and 
diversification.  

The rate at which we have 
been losing pubs receives a lot 
of publicity. In truth, the sector 
was over-supplied and needed 
to consolidate into fewer, better 
quality and more efficient premises 
to keep up with social changes 
and the rise of larger high 
street bars and destination 
food operations.  

The great British pub, 
once considered a male-
dominated drinking 
parlour, has evolved to an 
all-day family-friendly setting, 
which comes in varying forms. 
Food-led pubs have fared differently 
to drink-led settings through this 
shift, increasing by 2% in five years 
to September 2018, an average of six 
openings per month, whereas wet-led 
pubs have fallen by 17.3 per cent over 
the same period.  

Overall, the sector is now healthier, 

NEIL MORGAN CBII, SENIOR DIRECTOR PUBS & RESTAURANTS  
AT CHRISTIE & CO, BII TRUSTEE AND LICENSEE OF THE YEAR AWARD  
JUDGE, TAKES STOCK OF THE PUB PROPERTY MARKET

with between 47,000 and 50,000 pubs 
that are more efficient and better 
invested on average than the 57,000 
venues pre-recession.  

Official data from the Office 
for National Statistics (ONS) on 
employment numbers reports  
a marginal increase of 1.1% more 
employees in UK pubs, suggesting 
the rate of decline is stabilising and 
the sector is in fact, undeniably 

90% of pubs that Christie & Co sold 
in 2019 have remained pub venues, 
which is the highest rate of retention 
observed in five years and an increase 
of 11% against 2018. This reinforces our 
view that the quality of pub supply is 
high and that those pubs remaining 
have a viable future. Of those pubs 
sold for an alternative use, by far the 
most common is for residential use  
at 40% of sales.  

OPERATIONAL EVOLUTION
There has been an evolution of the 
operating model across the current 
top 25 UK pub companies since 2007. 
Christie & Co has observed the 

conversion of over 12,000 traditional 
tenanted pubs, as companies such 
as Marston’s, Star Pubs & Bars, 
Wadworth, and others continue 
to offload the tail-end of their 

portfolios to focus on their profitable 
core estates. These pubs are now in the 
freehouses or converted to other uses.    

Managed pubs have increased by 
a modest 980 pubs, taking the total 
number of managed houses across the 
UK to 9,300. This is a small pond for 
buyers, meaning demand continues 
to outstrip supply. Albeit, franchised 
pubs are becoming more prevalent and 
we expect this model to grow, giving 
new entrants an alternative option to 
enter the market. 

  
COST PRESSURES   
In association with Christie & Co, 
UKHospitality publishes an annual 
benchmarking report, which provides 
business operators throughout the UK 

growing. This is 
underpinned by 

a clear upward 
trend in larger pubs, 

which offer multifaceted 
operations. Operators have 

mitigated rising operational costs 
and the need to improve profitability 
through scale efficiencies, particularly 
with staffing.  

The latest Christie & Co data 
gathered from sales of freehold  
and long leasehold pubs shows that 
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“THE GREAT BRITISH 
PUB, ONCE CONSIDERED 
A MALE-DOMINATED 
DRINKING PARLOUR, 
HAS EVOLVED TO  
AN ALL-DAY FAMILY-
FRIENDLY SETTING”

with a comprehensive understanding 
of the operational running costs, as 
well as recent and emerging trends 
across a range of settings including 
wet-led pubs through to casual  
dining operations.    

The latest report states average 
operational overheads have risen 
from 49.5% in 2016 to 52.5% in 2018. 
We expect to see this exceed 53.5% 
when the next report is published this 
spring. Effects of the rise are: 

  Payroll costs – National Living  
Wage (expected to rise to £8.67  
in April 2020) 

  Business rates – whilst there have 
been winners and losers, the net 
impact across our sectors has  
been negative

UK PUBS PORTFOLIO 
TRANSACTIONS   
Last year proved to be frenetic for 
pub group transactions, with Christie 
& Co involved in several significant 
transactions within the sector. The £8 
billion+ value of portfolio transactions 
eclipsed that which we’ve seen in the 
past 10 years combined, most notably 
the £3 billion achieved in 2006 at the 

peak of the market.     
Christie & Co completed mergers 

and acquisitions for a diverse range 
of buyers, including existing family 
brewers and pub operators, regional 
pub companies, international 
investors as well as existing and 
new entrant private equity backed 
businesses and multiple operators 
seeking opportunistic purchases. 

Throughout 2019, the appetite for 
well-run and 
invested pub-
hotels remained 
strong, evidenced 
through the 
exceedingly wide 
range of both 
domestic and 
international 
investor interest 
for Cotswold 
Inns & Hotels. This collection of 
managed pub-hotels, which includes 
some of the best quality food and 
accommodation offerings throughout 
the Cotswolds was sold through 
Christie & Co in October 2019 to 
Fullers, in a deal worth £40 million.  

Private equity (and private equity 

backed operators) appear to be driving 
the market, and the banks remain 
willing to lend to investors eager to 
deploy capital into a sector which 
has proven its resilience and offers 
ongoing material opportunities for 
consolidation, as well as turning 
around under-managed and under-
invested businesses.  

This activity has flowed into 2020, 
with renewed investor confidence 

fuelled by more 
certainty in the 
political arena 
following the 
recent election 
result and  
a more positive 
business 
outlook. There 
is widespread 
sentiment that 

the market is in an excellent position, 
which is encouraging more and more 
stock to come to the market, a trend 
which we expect to continue as we 
progress through 2020.

Neil Morgan will chair LOYA’s  
Sustainability & Finance panel. 
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Stew & Oyster’s Jay Weir, tackling  the topic of how to stay ‘on message’ 

ideas to add nuts and snacks to your takeaway offer

John Gaunt & Partners offers advice on dealing with the pandemic
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JOHN GAUNT & PARTNERS’ MICHELLE HAZELWOOD PROVIDES 
GUIDANCE TO SUPPORT PUBS DURING THIS CURRENT EMERGENCY 

JG&P TACKLES  
THREE BIG ISSUES  
FOR PUBS IN 2020
   

W hen we began planning  
for this issue of BII News, 
we were looking to focus 

on what we thought would be the  
key issues for 2020: from measures 
to stop under-18s using pub and bar 
gaming machines; to the prospect of  
a deposit return scheme to crack down 
on plastic pollution. However, faced 
with the current emergency, we have 
tackled the issues at the very core of 
what every pub is dealing with right 
now, the impact of the Coronavirus.  

GOVERNMENT RELAXES RULES 
ON TAKEAWAY FOOD 
Communities Secretary Robert Jenrick 
MP recently announced changes to  
the planning rules, which when 
formally approved will allow pubs  
and restaurants to operate as hot  
food takeaways during the outbreak.   

The measure will apply to hot food 
and drinks, although the serving of 
alcoholic drinks will continue to be 

While it has long been accepted 
that a DPS, with the day-to-day 
responsibility for management of 
the premises, does not need to be 
present at all times of trading and can 
be absent for a period of a standard 
holiday, without the need for an 
application to vary the licence, what 
would happen if a DPS was required 
to self-isolate, or worse case scenario 
contract the virus? 

We suggest the following:
  Where the DPS is self-isolating  

for seven days, no variation to the 
licence is required.

  Where the DPS self-isolates or is 
absent due to Coronavirus for up to  
14-days, but can remain in contact 
with the premises, there is probably 
still no requirement to vary the Premises  
Licence to appoint a further DPS. 

  Should the DPS need an extended 
period of time, or their ability to 
understand the day-to-day operation 
of the premises is weakened, there will 
come a cut-off point where it would 
be appropriate to vary the Licence to 
appoint a new DPS, in order to uphold 
the principles of the Licensing Act. 

  If the DPS contracts the virus and 
suffers severe symptoms, particularly 
if this involves hospitalisation, then 

subject to existing licensing laws.  
This means in order to supply alcoholic 
drinks to be consumed off the 
premises, you will need to have an  
‘off sales’ provision in your licence. 

These changes to the planning 
rules will provide pubs with greater 
flexibility and the best opportunity to 
continue trading, while also offering 
people isolating at home within their 
towns and villages additional support. 

For those without an off sales 
provision, a quick fix is to apply for  
a ‘short notice’ Temporary Event 
Notice (TEN), which has a minimum  
of five working days notice period. 
Thereafter, apply for a standard TEN, 
with a minimum of 10-working  
days notice.

 It has been heartening to see 
pubs working hard and innovatively 
to be able to continue to serve their 
communities. Ye Old Sun Inn in 
Colton, North Yorkshire, is a great 
example. Ashley and Kelly McCarthy 
CBIIs have been busy baking bread for 
their neighbours, as well as offering  
a full takeaway service, from classic 
fish and chips to cask ales– and even 
the most sort after item, toilet rolls!

NAVIGATING YOUR WAY 
THROUGH LICENSING LAWS 
Throughout this period, compliance 
with the licensing legislation must be 
maintained. In respect of England and 
Wales, mandatory conditions require 
that the supply of alcohol is conditional  
upon there being a Designated 
Premises Supervisor (DPS), under the 
authorisation of a person who holds  
a Personal Licence.

It has been 
heartening to see 
pubs working hard 
and innovatively 
to enable them to 
continue to serve 
their communities”
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serious consideration to appoint a new 
DPS should be taken as their ability 
to look after the operation will cease, 
potentially placing the premises in 
breach of the mandatory conditions. 

Clearly, there is no set formula as to  
when the DPS should be changed. Each  
set of circumstances will need to be 
looked at on its own individual merits.

If you are in any doubt, please 
contact us to assess you.

SCOTLAND & PLH TRAINING 
Those operating in Scotland will know 
that there is a clear timeline for the 
undertaking of training, which ties in 
with the requirements to refresh and 
renew Personal Licences issued under 
the Licensing [Scotland] Act 2005.

In essence, training has to be 
undertaken every five years within  
a prescribed period of time so as to 

allow for submission to the Licensing 
Board, to either refresh or renew the 
Personal Licence. Failure to undertake 
either will result in the Personal 
Licence being revoked. 

Revocation of the Personal Licence 
will render the Holder incapable of being  
the Designated Premises Manager of the  
site and therefore the ability to sell 
alcohol will cease, as the premises will 
be in breach of a mandatory condition.

 We are already aware of 
cancellations for both the Scottish 
Certificate for Personal Licence Holder  
courses and the half-day Scottish 
Certificate for Personal Licence 
Holder refresher course. It is therefore 
possible that individuals will not hold 
the relevant qualification in time to 
submit to their Board, to either refresh 
or renew their Licence.  

We would urge all Personal Licence 
Holders who are aware that they are 
approaching a five-year or 10-year 
anniversary of their Licence to look at 
the dates so that they are fully aware  
of their own position. Any dispensation  

on submission during this period 
of time will require Government 
intervention and, with everything  
else that is happening, it is not 
expected that this will be provided.

 We are enquiring with the 
Licensing Boards as to whether there  
is a way forward and we will continue 
to update - watch the BII website.

In these difficult times, licensees 
have to be creative but they have to 
keep an eye on the law too. As and 
when we all come out the other side  
of this unprecedented period, the  
last thing any licensee will need is  
a prosecution to deal with. 

I would like to think that if there was  
a retrospective review of how people 
operated during this crisis that licensing  
authorities, and the other enforcement 
agencies, will look at licensees in the 
context of the current situation. 

Michelle Hazlewood, Partner 

www.john-gaunt.co.uk

Ye Old Sun Inn gets baking 
bread for its local area

Takeaway roast dinners are hugely  
popular downunder in New Zealand,  
with Auckland boasting the ‘best Sunday 
roasts’ to be collected for enjoying at home!
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FRONT OF HOUSE 
RECYCLING 101: 
l Separate the waste-line:  
Working behind a bar can become  
a waste war zone. Have separate bins 
for different waste streams to maximise 
your recycling. Accessible mini glass  
bins are a must. 

l Skip the straw:  
Gone are the days of plastic straws, 
biodegradable products are the future 
and a simple way for the hospitality 
sector to avoid landfill waste. 

l Paper free & feeling good:  
Print receipts & payslips on request,  
not out of habit. We’re in  
a digital era so let’s embrace 
the change and reduce 
unnecessary waste. 

l Gin & bear it:  
Leftover drink 
garnishes make 
up an unbelievable 
amount of waste.  
Add a mini compost / 
food bin to dispose  
of this waste appropriately. 
This can then be easily 
transported to your larger food 
container. It’s as easy as 1-2-3. 

REDUCING THE AMOUNT YOU THROW AWAY EACH WEEK CAN NOT ONLY TRIM DOWN YOUR 
COSTS, BUT ALSO HELP YOU TO RECYCLE MORE. LAUREN HOLLAND OF THE NATIONAL WASTE 
MANAGEMENT COMPANY WASTE SOURCE PROVIDES SOME HELPFUL TIPS AND ADVICE  
ON HOW TO USE LESS AND REDUCE YOUR COMMERCIAL WASTE COLLECTION BILL

BE A PART OF THE SOLUTION,  
NOT THE POLLUTION  
WITH WASTE SOURCE

Be a part of the solution & get in touch  
today: sales@WasteSource.co.uk  

or call 03333 444 083. 

READY, STEADY, RECYCLE:  
l Become a master of the food chain:  
Scrape plates and put food scraps 
directly into a kitchen food waste bin. 

WASTE SOURCE TOP TIP:  
Keep this as far away from your  
general waste bin as possible  
so that there’s no accidental  
cross-contamination.

l Clear sacks, green living:  
Be sure to line your food waste bin with 
clear sacks so that the driver can easily 
see that the waste is solely organic. 

l WoNkY vEgEtAbLeS:  
Maximise your fruit  

and veg and don’t bin  
the peculiar ones! 
Wonky is the new 
trend, embrace it.

l I’ll have it!  
Don’t throw waste 
away at the end of  

the night unnecessarily, 
ask staff if they want  

to take it home. This way 
your culinary skills won’t go to 

waste and your staff will enjoy  
a delicious, free meal!

HOW WASTE SOURCE  
CAN HELP:
l We offer all possible options  
for waste collections so that general 
waste is your last resort. From cardboard  
to glass waste, food to metal we can  
help you. 

l Our team prides itself on being 
transparent with our customer base. 
We suggest for all sites to introduce  
a food bin so that we can send monthly 
food reports. With this data we can track 
your usage and increase/decrease  
the service where we see fit. 

l We love a chat and will make sure 
your team knows how to use the bins  
to their maximum potential. We’re pretty 
hot on phone calls and emails and are 
always happy to help out. 

No question is a silly one! We can 
also provide ‘dos & don’ts’ posters  
so that you’re in the know 24/7. 

In 2019 alone we  
collected approximately 

4.5 tonnes of food  
waste across the UK. 

We hope that this figure  
continues to grow in 2020,  
ensuring less waste goes  

to landfill. 

FUN FACT
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PROUDLY

INDEPENDENT

SUN VALLEY IS A PROUDLY INDEPENDENT BRITISH BUSINESS 
PRODUCING THE FINEST NUTS & CRISPS – THE PERFECT ADD-ON 
TO ANY TAKEAWAY OFFER 

WE’RE GOING NUTS  
GIVE ‘EM A BREAK WITH 
SOME GREAT SNACKS! 
 

In this current emergency situation, 
every business is looking for new 
and intuitive ways to keep afloat. 
If offering your local community 
a range of takeaway delights is 

something you’re providing right 
now, Sun Valley would like to suggest 
adding a choice of delicious snacks  
to the offer.

A massive 70% of households buy 
nut snacks to consume at home, and 
this figure is even higher when it 
comes to crisps. 

business, we’d like to invite you to put 
our good name to the test and discover 
for yourselves the full range of crisps, 
nuts and nuts, along with fantastic 
point-of-sale, including branded 
stands, Kilner jars, ramekins, bar 
runners and clip strips. 

To find out more about Sun Valley 
and what’s available, visit: www.sun-
valley.co.uk.

Our range offers something 
exciting for every snack lover 
and we at Sun Valley know how 
important quality is to you and 
your customers – it’s also what 
drives us. 

As a proudly independent 
British business for the last 70 years, 
producing only the finest nuts and 
crisps, we have the expertise and 
range to help pubs profit from snacks 
with a real point of difference. 

PROUDLY INDEPENDENT 
We’re anything but a big, faceless 
corporation – we’re a champion of 
pubs and firm believers that better 
snacks lead to bigger sales of drinks.    

When the time is right for your 
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WHAT’S ON OFFER? 
With UK snacking worth a massive 
£18 billion*, we’ve curated an ever-
growing and innovative selection of 
nuts and crisps that really do stand 
out from the crowd, helping pubs take 
their deserved share.   

Our newest range of British-made 
Well-Crafted Crisps has been hand 
cooked in the North of the country, 
using locally sourced potatoes, and is 
available in five superior flavours with 
surprising and contemporary twists, 
including; Sea Salt, Cheddar & 
Caramelised Onion Chutney, 
Sea Salt & Chardonnay Vinegar, 

Sweet Chilli & 
Lime and Smoked 
Paprika. Gluten-
free and suitable for 
vegetarians, the crisps 
are supplied in 40g single 
serve bags; the ideal tonic 
to plain old ready salted.  

Sun Valley’s carded 
range of nuts includes top 
‘punter picks’; Sweet 
Chilli Flavoured 
Crunchy Coated 
Peanuts and BBQ 
Flavoured Peanuts 
and Corn Spiced 
with TABASCO® 
Brand Seasoning. 
Both pack a fiery punch 

and go down especially well when 
paired with the toffee, caramel and 
honeycomb notes of craft lager or  
light rum and light red wines like 
Beaujolais.   

TABASCO® is the UK’s number one 
hot pepper sauce brand1 claiming  
a massive 88% brand awareness in the 
UK2 – and it’s not just great in a Bloody 
Mary; publicans can use this kind of 
raw star power to add a much-needed 

dose of spice and flavour to 
predictable bar snack offerings, 
profiting from the growing 
demand for more interesting and 
unique options. 

 Also available in the carded 
range are luxurious Salted 
Cashews, Salted Peanuts, 
Dry Roast Peanuts, Chilli 
Peanuts and Honey 
Roasted Peanuts.  
A winning, quality selection 
with serious back-of-bar 
standout.    

For those that like to do things 
a little differently, we provide 
1kg bulk catering bags of our 
nuts, meaning pubs can proudly 
display their snacks in Kilner 
jars and serve them in ramekins 
for perfect portion control.     

 The range includes hot and 
mustardy Wasabi Crunchy 
Peanuts, luxurious and creamy 
Salt & Black Pepper Cashews 
alongside Smoked Mixed Nuts 
and a very special Caramelised 
Red Onion Nut Mix.    

We also supply handy, 100% 
recyclable bar pots – the perfect 
premium portion for busy pubs, 
alongside a brand new range of 
Punchy Smoked Paprika and 
Indian Spiced nut mixes – by way 
of our new ‘out there’ Nuts For…brand.  
What a selection!  

So, if you’re inspired and just a little 
bit excited by our range, get in contact 
and find out how we might be able to 
support your business through this 
extraordinary times, while saving 
your customers at home, in isolation, 
from going nuts!  

1. Nielsen to WE 09.04.16   
2. Toluna Research, May 2016

TABASCO and the DIAMOND and BOTTLE LOGOS are trademarks of and licensed  
by McIlhenny Company, Avery Island, Louisiana, USA 70513. TABASCO.com

To find out more, please visit:  
www.sun-valley.co.uk  
or call 0151 482 7100



Undercounter & Pass 
Through Machines
2 year full warranty

Models to suit every application, 
from a hospital cafeteria to a 
university bar.

Utensil / 
Pot Washers
1 year full warranty

New advanced design 
‘Smart’ soft touch 
electronic user interface.

Minirack 
Dishwashers
1 year full warranty

Market leading 
rack machines: 
a proven design.

maidaid.co.uk
Exclusively from Maidaid distributors.   
For more information 0345 130 8070

SUPPLIER OF THE YEAR
HEAVY EQUIPMENT

WINNER

SUPPLIER OF THE YEAR
HEAVY EQUIPMENT

WINNER

SUPPLIER OF THE YEAR
HEAVY EQUIPMENT

WINNER

SUPPLIER OF THE YEAR
HEAVY EQUIPMENT

WINNER

SUPPLIER OF THE YEAR
HEAVY EQUIPMENT

WINNER

Specialists in
warewashing 
and ice machines

Icemakers
Maidaid offers an 

extensive range of ice 
styles in a wide range 

of production 
capacities.

by

of production 
capacities.
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F 
irmly established as leaders 
within foodservice industry, 
Maidaid Halcyon specialises 
in commercial warewashing 

equipment and icemakers built to 
improve the user’s operation. 

Our expert team understands 
the need for reliable, energy-
efficient solutions, which is 
why all of our machines have a 
longstanding reputation for durability, 
reliability, and serviceability. 

Our undercounter glass and 
dishwashers, with cycle times 
from 72 seconds, can keep the 
busiest of bars and restaurants 
supplied with clean eating and 
serving utensils throughout their 
service. What’s more, our machines 
reduce energy and resource costs. 

Our warewashers are versatile, 
energy-saving and super-
efficient. Utensil/pot washers and 
rack and flight machines complete our 
warewashing offering: all designed  
for the busy, kitchen environment. 

Our product range is only 
part of what we bring to our 
customers. Maidaid Halcyon works 
with a fully trained, nationwide 
Distributor Network. Each of our 
distributors truly understands  
a customer’s needs and can be relied 

upon to offer expert advice. Where 
necessary they will carry out site 
surveys and work with clients to 
ensure the right machine is specified 
and installed. To further support 
end-users, our distributors liaise with 
us to provide competent, professional 
assistance in all the associated 
technologies of water treatment, 
chemical choice, service, and 
maintenance.  

All of our products include 
comprehensive parts and 
labour warranty and 
are supported by 
an efficient and 
knowledgeable 
customer 
support 
structure 
that puts the 
customer first. 
Maidaid Halcyon 
benefits from its 
close association with 
its service and spare parts 
provider, resulting in the company 
being able to offer a true complete 
service to all customers. From efficient 
customer order processing through to 
delivery, installation, commissioning, 
customer training, warranty service 
provision and spare parts during the 
equipment life cycle. All of which are 

MAIDAID HALCYON HAS ACHIEVED THE IMPRESSIVE 
MILESTONE OF SUPPLYING COST-EFFECTIVE, HIGH-QUALITY 
EQUIPMENT TO THE CATERING INDUSTRY FOR 45-YEARS  

ENERGY-SAVING  
AND SUPER-EFFICIENT:  
IDEAL FOR BUSY  
BARS & KITCHENS  

www.maidaid.co.uk

handled by dedicated teams, it’s the 
companies’ belief that the service 
provided is second to none. 

We are dedicated to providing 
comprehensive onsite training. 
We are passionate about maintaining 
a spotless environment in which it 
is imperative to have a warewashing 
cleaning routine. Not only will this 
make the machine last longer but most 
importantly it will help to conserve 
high levels of hygiene and give better, 
cleaner results - essential in education 

catering.  

We and our team of 
trusted distributors 

do whatever it 
takes to make our 
customers lives 
easier – before 
and after-sale.  

This is backed up by 
our approved distributor 

network, our growing 
client base and six recent 

award wins, which demonstrates  
our high-performance and our 
thriving reputation. 



B R I T I S H  I N S T I T U T E  O F  I N N K E E P I N G

6
4

 /
 S

P
R

IN
G

 2
0

2
0

M A R K E T P L A C E

WITH UTILITY BILLS EVER RISING, ENERGY CONSULTANTS 
BEOND OFFERS SOUND ADVICE ON HOW TO REDUCE USAGE,  
AS WELL AS FINDING THE BEST DEALS 

CHALLENGE YOUR  
ENERGY USAGE  
TO MAXIMISE PROFITS

Monitoring your energy 
consumption, using efficient 
technology and continuously 

training staff not to waste power could 
lower usage, reduce your bills and 
increase profits.   

In this article, energy consultant 
Beond explains why utility costs keep 
rising, while supplying some top tips 
to help BII members cut their energy 
bills and be greener businesses.

Why do energy tariffs  
go up year by year?   
Increasing oil prices and growing 
demand for gas all contribute to why 
tariffs increase in price year-on-year. 
But recently the increase of costs for 
transporting electricity to businesses 
and homes as well as the taxes and 
levies associated with environmental 
schemes have been increasing  
at a greater speed.  

bidding environment. As energy is  
a live commodity, energy contracts  
are subject to market volatility.  

All things being equal, a buyer 
should have until 4pm on the day  
of receiving a price to make a decision.  
In some instances, this might be up to  
a few days but this isn’t always the case. 

What Green Energy  
initiatives do you have?    
We have a variety of green 
options available for every type of 
environmentally conscious consumer. 
We have the greenest energy contracts 
available in the market with our 
‘Green Moments’ product and we 
provide Zero Carbon choices at no 
extra cost to you.  

We are more than happy to speak 
to you to understand your needs and 
explore all available options to find  
the one that suits you best. 

A good example of this is the 
Climate Change Levy, or CCL, which 
you may recognise from your recent 
energy bills.  

In 2018, this tax was just £0.00203 
per KWH but in April 2020 it is due to 
rise to £0.00406 per KWH, an increase 
of 100% in just two years. This is due 
to the challenges presented by global 
warming and the UK’s response to 
climate change.  

With pressure mounting on the 
government to hit environmental 
targets there is little chance of the 
increases slowing down.

How do you secure cheaper 
tariffs and how long do  
buyers have to decide  
before tariffs go up?   
Our online reverse auction is proven  
to strip out energy supplier margins  
by creating a highly competitive 
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TOP TIPS
Do a lot of laundry? 

If the washing machine is constantly on, consider if you can switch to cold or lower temperature washes: 90% of the energy of a standard cycle is used to heat the water. 

Defrost your fridge-freezers 

Defrost your fridge and freezer 

regularly to prevent ice building up. 

The harder the equipment has to 

work to keep cool, the more energy 

it uses. Even if there’s an automatic 

defrost facility, it’s worth checking 

that the unit is frost-free  

and working well.

Source: Energy.Gov 

“Beond’s eAuction 
service was quick 
and easy and gave 
me a wide choice of 
suppliers, contract 
durations and 

competitive prices. An annual saving  
of 27% against my existing energy cost 
was beyond expectation and far better 
than my 
incumbent 
supplier had 
offered me 
previously,” 
said Paul.  

CASE STUDY: THE GLOBE  
in Brentford, Middlesex 
Paul Hamblin MBII, licensee  
of The Globe in Brentford, West 
London, likes to constantly 
challenge his energy costs in  
order to maximise profit. 

10% of your energy  
could be draining away!   

Phantom energy is the electricity 

that electronics pull from the 

outlet while plugged in, even 

when the device is switched off! 

It can waste as much as 10%  

of your home’s energy.  

Email us: info@beondgroup.com   
or call: 0208 6347523
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www.e-lta.com  
talktous@e-lta.com  

 01978 358535

ELTA PRIDES ITSELF ON BUILDING STRONG RELATIONSHIPS WITH ITS CLIENTS. HERE IT HANDS 
OVER TO JAY WEIR, COMMERCIAL DIRECTOR OF BAR GROUP ‘STEW & OYSTER’, WHO TALKS 
ABOUT THE IMPORTANCE OF SOUND STRUCTURES AND STAYING ON MESSAGE

ABSOLUTE CONTROL 

I       joined Stew & Oyster in May last 
year – a business with a good 
concept, strong brand, loyal 

team and the makings of something 
scalable. My remit was simple: get the 
house tidy, then set us up for further 
growth. Not that I ever felt it would  
be the hospitality industry equivalent 
of a week at a spa retreat, predictably  
our journey so far has not been quite  
so straightforward.

I don’t intend 
to labour over the 
numerous well-
documented challenges 
facing us in hospitality. 
They’re staring us in 
the face every day 
and sit smugly in our 
P&Ls like a petulant 
20-something who 
won’t move out.  
I will, however,  
echo the words of David McDowell 
from BrewDog and Chris Stagg  
from Peach Pub Co, on our sage-like 
Home Secretary’s points system  
that essentially call us low-skilled. 
That really did floor me. 

If I’m to be a leader and get our plan 
on track, I must look within, to what I 
can absolutely control. We’ve got some 
brilliant sites and some great people. 
But our LFL sales performance “could 

be better”. Last year’s guests aren’t 
hearing about our unfair business 
rates and then deciding not to visit us, 
so work was needed to find out why, 
and rediscover our purpose. 

Looking back to where Stew 
& Oyster started in 2010, 
compared with the business 
I joined in 2019, you would 
expect to see some changes. 

What I’ve come to 
realise is that we’ve suffered from 
“creep”. By that, I mean, the original 
concept, whilst not forgotten, hasn’t 
been kept front and centre when 
considering any developments to our 
offer. You will now find things on our 
menu that serve to confuse our teams 
as to what we are, or perhaps more 
importantly, what we are not. 

At the same time as making 
some tough decisions on people and 

structure, we are in the midst of 
going back to purpose, or to credit 
Simon Sinek [author and motivational 
speaker], our “Why”. It is for me to be  

the guardian of this and maintain 
singular focus. If we have 

group-wide clarity, our 
teams’ engagement can 
only improve. Once 
everybody is engaged,  
I won’t need to push  

a sales-led culture, it 
will exist because our great 

people want to do their best. 
Combine this with an exciting 
food offer that’s relevant and 
reflects our core offer, and  
I hope we’re back on track. 

This is a challenging, 
daunting, yet extremely exciting 

time for Stew & Oyster. There are 
several businesses I admire, like Arc 
Inspirations, which is local to us. I see 
Arc achieving the sort of growth that 
comes from having a great culture, and 
a truly great culture is unlikely to exist 
unless “creep” is firmly contained. 

“Once everybody  
is engaged, I won’t 

need to push  
a sales-led culture,  
it will exist because 

our great people  
want to do their best”





BII is here for you. Working harder  
than ever to provide you with the 
benefits and services available to help 
stabilise your business throughout  
the Coronavirus pandemic.  
Our support includes future-proofing 
advice on how to prepare and plan  
for reopening and ‘normal’ trading.

Your plan of action:
HMRC Coronavirus helpline - 0800 0159 559

Contact your bank and speak to them honestly  
about the issues you’re facing

Contact the BII or log in for the Legal, HR & Business  
Rates Helpline - 01276 684449

Pub Companies are offering tailored support on a case by case 
basis, call them as soon as you can to talk about your next steps

The BII team are regularly updating our dedicated Coronavirus 
advice page, check www.bii.org for daily updates, or follow  
our social media

Your BII team are working from home for the forseeable future, calls are being 
directed to voicemail and are being returned as quickly as possible.

www.bii.org

@BIIandBIIAB @BritishInstituteofInnkeeping

01276 684449 membership@bii.org




