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A s a member of the BII for over 
30 years and as the CEO for 
the last three, I have seen a lot 

of change take place in our industry. 
Pubs are the lifeblood of our high 

streets and rural communities alike, 
but as is the case for every bricks and 
mortar retail business, the last decade 
has been extremely challenging. We hear  
all over the news that pubs have been 
in decline and although the closures 
have recently slowed, the hospitality 
sector continues to face a wide range  
of obstacles, including increased 
rents, rates and food costs, as well as  
a shortage of skilled, reliable staff. 

It’s not all doom and gloom, 
however. Employment in the sector 
has actually risen and spending over 
the last year has been stronger than 
many thought it would be – so what 
are those weathering the storm doing 
to ensure their success? 

Within our membership, those 
who fully embrace the need for change 
and diversification in their businesses 
continue to be the most successful.  
There will always be a set of factors 
that are out of your control – the key is 
to focus on what you can do to have a 
positive impact on your business. 

We are only three months away 
from finding this year’s Licensee of 
the Year, a rigorously judged award 
which always gets to the heart of what 

makes them, and the pub they are 
running, so special and worthy of the 
accolade. Winners have ranged from 
wet-led city centre licensees to family 
friendly venues with a heavy focus on 
food. But the one thing that they all 
have in common is tenacity and the 
willingness to make changes to their 
businesses in order to meet the needs  
of their customers. 

The BII is an 
organisation that 
exists to support, 
inspire, celebrate 
and promote the 
diverse range  
of individuals in 
licensed retail 
today and nobody 
epitomises those 
values more than 
last year’s winners 
– Alex and Tanya 
Williams – who run 
a rural Cornish pub, the Polgooth Inn, 
in a small village near St Austell. They 
are not coastal, so cannot simply rely  
on passing trade from beach visitors. 
They embrace the need to offer 
unique services to a range of different 
customers. They have apprentices – 
recognising the need for investment 
in the local workforce – and they 
organise many different events to  
raise money in their local community, 

as well as running regular quizzes  
and themed food nights. 

Loneliness and a lack of human 
connection have also been at the 
forefront of the news lately. This is 
another key area where pubs come 
into their own. Most pubs are open 
from 11am, getting ready for the 
lunchtime trade, but many of our 

members have taken  
the plunge and opened  
their venues much 
earlier to host local 
business breakfast 
meetings; parents 
looking for a steaming 
cup of coffee after  
a night of broken sleep 
and facilitating many 
other local groups 
in need of a meeting 
place that can cater for 
their needs. Very few 
of these customers are 

looking for alcohol – at that time at 
least – and are often frequenting coffee 
shops to spend time… and money.

The environment that a lot of pubs 
can offer this previously untapped 
customer is often larger, more 
comfortable and less crowded than 
many coffee shops that have a steady 
stream of takeaway customers, with 
constantly opened doors creating  
a chilly meeting space. 

“I AM SO PROUD  
OF THE SERVICE  
THAT WE OFFER  
TO OUR MEMBERS…   
I  HAVE PERSONALLY 
TAKEN OVER 1,200 
CALLS ON OUR 
BUSINESS SUPPORT 
HELPLINE OVER THE 
LAST THREE YEARS.”

MIKE CLIST CBII, BII CHIEF EXECUTIVE OFFICER

WELCOME TO THE VERY FIRST EDITION OF THE NEW LOOK BII NEWS. I HOPE YOU LIKE IT AS MUCH  
AS WE ALL DO, AND WE’D LOVE TO HEAR WHAT YOU, OUR MEMBERS THINK – GOOD OR BAD  
(BUT PREFERABLY GOOD!) 

WELCOME  
TO OUR NEW LOOK  
BII NEWS 
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How can we help? 
I am so proud of the service that we 
offer to our members, and our team 
has been working hard on making sure 
you can access everything that you 
might need from us more easily. Over 
the last 12 months, we have redesigned 
our website to make it more user 
friendly; our weekly e-newsletter, 
INNfocus has gone from strength-
to-strength with engaging and 
informative content every week,  
and we have turned our focus to 
reaching out to you, our members,  
to hear your stories via our Meet  
the Member programme. 

Our Employment Contract Builder 
and free Helplines continue to be 
amongst the most popular benefits, 

and I have personally taken over 1,200 
calls on our Business Support Helpline 
over the last three years. 

My message to you is that as a BII 
member, you are not only part of the 
sole professional body representing 
individuals in the licensed trade – you 
are also part of the BII family, with 
access to fantastic resources, people 
in-the-know and a network  
of like-minded members with the 
same challenges and successes as you. 

The future can be bright for our 
industry and we are looking forward 
to sharing the journey with you all. 

 JOIN US   
June 4th 2019  

(Tuesday) 
The Artillery Garden  

at the HAC  
London EC1Y 4TW

Last year over 800 guests 
attended the fabulous BII 
Summer Event to network 
and celebrate the unique 
licensed trade industry.

Guests will again  
enjoy a fantastic array  
of drinks and snacks, 

provided by some  
of the best brands  

in the trade,  
followed by a delicious  

three-course meal  
and the announcement  
of the Licensee of the 

Year Award winner  
for 2019.

From publicans to brewers, 
drinks marketers to caterers, 

stock takers and licensed 
trade accountants, everyone 
who’s anyone in the licensed 
trade will be at the Summer 
Event, so book your ticket 

now for the industry’s  
big day out!

Ticket prices:
£175 + VAT  

BII Members
£195 + VAT  

Non Members

Contact us today  
to book:

01276 417 836 
summerevent@bii.org

t i

BOOK  YOUR  TICKET  NOW!

 
near St Austell, Cornwall

Sponsored by:Sponsonsoredr by

https://www.bii.org/events-awards/summer-event/
www.bii.org
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What does BII mean to you? 
The roots of the BII have always been 
about professionalism; excellence, 
promoting qualifications and standards,  
and the development of people to 
increase their skills and move on  
to the next level. It’s about celebrating 
what’s great in our industry. The 
Licensee of the Year Award is the 
perfect example of this, showcasing 
people who are doing fantastic things, 
who we can celebrate with and share 
their success. 

When I joined this industry 15 
years ago - as lessee of a single site 
where I was effectively the manager, 
the barman, the chef and the cleaner 
- I remember the support I received 
from BII. The offer is substantially 
better now than it was back then, but 
it has always resonated with me how 
influential BII was and 
how much it helped me.  

I am a massive 
supporter of pubs – they 
are the fabric of our 
social communities – 
and I applied for the 
position of chair of  
the BII because I’m  
a believer in giving 
something back, 
giving back to the 
industry that has 
given me a living.  

Why is BII as 
relevant today as 
when you joined? 
The industry is facing  
a really torrid time. People are under 
real pressure. I see it in my own 
business where comparably like-for-
like we don’t make as nearly as much 
profit today as we did two years ago 
because the costs of employing people 

have risen at an extraordinary rate, 
with things like pensions and the 
minimum / living wage. It’s hard to 
keep pace with those through sales – 
especially with Brexit looming and the 
dip in confidence out there. 

In the two-and-half years since we 
had that vote we’ve gone from seeing 
an ad for a waiter, commis chef or KP 
getting 10 or 20 applicants to, if we’re 
lucky, just two for that same role.

We are in a real crisis when it comes 
to staff. There are just not enough 
people around in our industry to 
support the jobs that we have available 
and I don’t think it will be too long 
before there’s a major crisis on our 
hands with some of the big names 
being hit. Whether that’s businesses 
not being able to open on a certain day

of the week because  
they can’t get enough 
bodies, or such like,  
I genuinely believe that 
in the next six to 12 
months we’ll see one 

or two major brands 
hitting the headlines 

because they’ve got real 
staffing issues.

This all plays into the hands 
of the BII, because it is what we as an 
organisation are all about. Everyone 
wants to improve the quality of their 
staff and develop training programmes 
for them, and the BII can support and 
facilitate that. Almost every operator 

I speak to has improved their perks 
and benefits, and their learning 
and development programmes, 
because we all know that we have 
got to sharpen up the way that we 
recruit our people, where we recruit 
them from, and the way we develop, 
engage and look after them. It’s hard 
to find new people, so you’re better 
off looking after those you have got 
and hanging onto them for longer 
– creating an employee pipeline for 
new roles as they arise.  

Within my own business, when 
we open a site we might need 30 new 
people and in order to get Red Mist 
oozing through their veins, we like 
to bring 15-20 staff on board from our  
other pubs to help create the right  
culture. To do this, retaining and 
developing our existing people  

is vital.

How can BII help? 
BII has a great 
offering through 
Marketplace and 
I would challenge 

anyone who is a member to go back  
to Marketplace and look again. See 
how you can use it to help lower your 
costs and ensure you have the margins  
to pay for everything else.  

Have you looked at what BII  
can do for you on waste disposal, 
credit card rates or insurance?  
It can save you money on energy too.

The offering the BII has is incredibly 
strong and anything you can do to add  
a few more pennies to the coffers  
is good. 

I really want to broaden the 
awareness of the BII in our industry. 
What it does for the tenanted and 
leased sector is phemonenal and I’d 
like to see us become a body that 

MEET MARK ROBSON

THE NEW CHAIR OF THE BII IS MARK ROBSON FBII, MANAGING DIRECTOR OF INDEPENDENT  
PUB GROUP RED MIST LEISURE. HERE HE EXPLAINS TO BII NEWS EDITOR KATE OPPENHEIM  
WHY THE BII IS IMPORTANT TO HIM, HIS BUSINESS AND THE INDUSTRY AT LARGE

PHOTOS: PIERS ALLARDYCE

“I GENUINELY BELIEVE THAT IN THE NEXT SIX  
TO 12 MONTHS ONE OR TWO MAJOR BRANDS 
WILL BE HITTING THE HEADLINES BECAUSE 
THEY’VE GOT REAL STAFFING ISSUES”
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supports people in the managed house 
sector too; from the viewpoint of their 
career development, training and 
qualifications going forward. 

Message to members 
Don’t panic! We are a very resilient 
industry and although things are tough 
at the moment, we will get through it.   
    Focus on the basics and do the little 
things right, because that is what 
customers keep telling us they want. 
They want consistency and whatever 
your offer (premium or value), don’t lose 
sight of that and your core message.  
    A lot of mistakes are made in our 

MARK ROBSON

HOME FRONT
Married with three children, aged six,  

three and a new born. ‘I love being a dad. 
I have an amazing wife and love spending 

time with them all. Being a parent is bloody  
hard work and challenging, but it’s  

a great thing to do.’  

FAVOURITE PUB

When I was growing up it was known  
as the ‘Shit & Shovel’, then one day a guy 

took it over and transformed it into a bright, 

and a loyal following. There are probably 

would travel there to visit. That inspired  
me to join the industry, to take on rubbish 

pubs and make them great. 

market and we offer 
customers so much more 
than just food and drink.  
    Being a pub is about 
the social environment, 
ambience and the 
experience people get, 
that’s why pubs have 
weathered this current 
storm and have come 
through the recession 
better than other sectors 
- especially now we 
are a more streamlined 
industry. If the recession 

has done anything, it has certainly 
pushed up quality. 

Best lesson learned 
My worse mistake, as a lessee, was 
being focused on the customer  
and not enough on my team and the 
importance of working with them  
to achieve our goals. It took a couple  
of people to leave before we realised 
we were getting it wrong. Genuinely, 
ever since then (and that was 10 years 
ago), we have created a phenomenal 
culture. Very supportive, caring, fun 
and pro-active. It is probably the thing 
that I’m most proud of now. 

industry by being inconsistent and we 
all know that this is what customers 
hate more than anything else. When 
they visit somewhere they want their 
expectations met or exceeded. If you  
fail to deliver, then you’ll be out trying  
to find new customers – and that’s 
much harder than trying to get 
existing customers to return.  
    We are in uncertain times and facing 
such strong headwinds that you do 
sometimes wonder how we are going 
to get through this. But we will. Pubs 
are adaptable and resilient, far more  
so than the restaurant or casual dining 

www.bii.org
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S H I N S T I T U T E

UP FRONT
A ROUND-UP OF THE NEWS, VIEWS AND BUSINESS TIPS 

More than half of all those surveyed (52%) 
identified cost inflation as the ‘biggest issue 

facing their business’, followed by the tax burden 
on pubs (30%), competition from other outlets 
(21%) and the costs of employment (16%).

When it comes to the reasons for taking a pub  
in the first place, geographical location (76%) was 
the top reason for ‘choosing your pub’, with the 
opportunity for investment coming second at 
(17%). While the primary motivation for running 
a pub was ‘to run a profitable business’ (45%),  
a lifestyle choice (22%) and to be at the centre  
of the community in third place (15%).

The survey also identified that tenants and 
lessees are highly experienced people, with the 
vast majority having run pubs for 
more than 10 years. Only 16% had 
five years or less experience.

The Licensee Index is a licensee 
insight tracking research program, 
conducted by KAM Media, devised to 
gain licensee sentiments and ratings 
of their parent pub companies.  
It takes place bi-annually in April 
and October each year. 

  

Cost inflation is the biggest business issue facing tenants and lessees,  
according to the Licensee Index Market Research by KAM Media, a survey  
of 1,500 licensees across 14 pub operating companies.

RISING COSTS JUDGED  
THE BIGGEST ISSUE FOR PUBS

Lincolnshire family brewer  
Batemans achieved top scores  
in the Licensee Index, scoring 
highly on recruitment, training,  
the ordering process, marketing  
and communications, as well as 
fairness and clarity of contracts/
agreements, it announced.

Tenants Mal and Diane  
Gray FBII have run the Butcher  
& Beast near Lincoln for 10 
years, and over a 20-year  
period have run three pubs 

with Batemans. Mal Gray 
described 
Batemans 

exceptional 
training courses  
and excellent 
business support.

MENTAL HEALTH 
TRAINING 

The Licensed Trade Charity has 
announced new dates for its 
free training sessions to help 
operators spot the warning 

signs of mental health issues 

on how to support employees.

Forthcoming dates for the 
 

run in conjunction with  

April 16 in Bristol
May 14 in Kent

June 18 - location  

July 16 in London
August 13 in Nottingham

To register your interest, 
go to http://bit.ly/

LTCMentalHealthTraining.

BATEMANS’ GETS  
THE THUMBS UP

Diane & Mal Gray  
of the Butcher  
& Beast

Business

ASHLEY McCARTHY 
STARS IN TV’S  

CHOC CHALLENGE

BII’s Licensee of the Year 
Awards’ head judge  

McCarthy CBII (pictured below) 
is starring in Channel 4’s 

Extreme Chocolate  
Makers series. 

 

 
the following two weeks 

http://bit.ly/LTCMentalHealthTraining
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The winning line-up from the 
National Best Bar None Awards

Until now, BBN has only been available in areas where a regional 
scheme exists. However, individual premises can now apply and 
if successful will be welcomed into the BBN network, with all the 

http://bbnuk.com/the-central-scheme/.

BNN WINNERS
Plymouth’s Best Bar None Scheme scooped the top prize for  
‘Best Overall Scheme’ in the National Best Bar None Awards  
for the second consecutive year. 

 
received top category awards for ‘Most Innovative Scheme’ 
and ‘Best New Scheme’ respectively. Simon Lane, City Licensing 
Manager for Exeter was singled out for the ‘Outstanding 
Commitment Award’. 

 
 

BEST BAR NONE 
LAUNCHES ‘CENTRAL 
SCHEME’ FOR ALL

HIDDEN  
GEM 
AWARDS

Hook 
Norton 
Brewery  
and the Wadworth 
Brewery Visitor Centre 
both received Hidden Gem 
Awards in VisitEngland’s 
Visitor Attraction Accolades.

Hook Norton in Oxfordshire  

and brewery museum, gift shop and  
a Malthouse Restaurant that also 
caters for private parties and 
weddings. In this its 170th year,  
it has expanded its visitor 

storey Victorian tower brewery.

Wiltshire’s Wadworth Brewery 
Visitor Centre and museum  
saw visitor numbers exceed 
17,000 with brewery tours  
up 3.7% on 2017.

There are 195,000 plug-in cars and 8,500 plug-in 
vans on UK roads, yet only 2,000 rapid chargers,  

said Engenie, which has partnered with Marston’s 
and offers fully-funded rapid charge points for 
landlords with both car parks and high volumes  
of passing traffic and/or in high density areas.
Marston’s in-house energy team, headed up 
by Andy Kershaw, was recently named Energy 
Management Team of the Year. “Our goal is to be  
the UK’s most environmentally efficient pub 
business,” said Kershaw.

Jon Davies, Marston’s waste & recycling  
co-ordinator, was recently named a Rising Star 
by energy management resource ‘edie’s’ in its ‘30 
Under 30’ list, recognising the UK’s sustainability 
leaders of the future. 

For more information email property@Engenie.co.uk  
https://Engenie.co.uk/

property-managers/ to express interest. 

Green

Marston’s is rolling out rapid charging points 
for electric vehicles (EVs), with plans to have 
400 points across 200 pubs by 2020.

MARSTON’S AHEAD 
OF THE EV CHARGE

 
 

campaign organisation. 

that more than eight in 

they had experienced 

attitudes from other 
 

Purple pound  
opportunity  

for pubs

http://bbnuk.com/the-central-scheme/
https://Engenie.co.uk/property-managers/
www.bii.org
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UP FRONT
Smart meters for gas  
and electricity supply are  
being promoted to businesses  
as the Government turns  
its attention from domestic  
to commercial users in 2019,  
with hospitality and retail  
at the top of its list.

The Department for Business, 
Energy & Industrial Strategy 
(BEIS) explained that the transfer 
to smart meters was about grid 
capacity going forward, with 
a digital system better able to 
manage usage and consumers’ 
requirements in the 21st century. 

“It’s about better managing 
supply and demand,” explained 
BEIS’ business engagement 
manager Steve Williams. “Moving 
towards a de-centralised energy 
system and smart grid.”

Smart meters could, he continued,  

solutions to their energy usage,  
as well as providing easy access  
to energy usage, and identifying 
where savings could easily be made.

Williams advises any business 
looking at switching to smart meters  
to insist on the latest model,  
the SMETS II, which replaces  

I, which has been associated 
with problems when switching 
suppliers. Unlike its predecessor, 
SMETS II can communicate with 
energy suppliers and the network.

Email: SmartMetering@BEIS.gov.uk  
for more information.

 

CASK MARQUE’S TIPS FOR  
QUALITY ALES THIS SPRING

1. RANGE AND THROUGHPUTS 
Is your current range of cask ales still 
right? Are you stocking at least one 
familiar brand? Avoid rotating too 
many ales too quickly: this year’s Cask 
Report showed that customers liked 
the same guest brand for at least  
a couple of weeks (but remember each 
cask will need to be sold within three 
days to maintain quality).

2. MAINTAINING YOUR CELLAR 
Invest in auto-tilts to help increase 
yields, while spending time maintaining 
equipment, such as topping up  
Ale Python Control Units. Get into  
the habit of cleaning beer lines every 
seven days to ensure top quality ale.

3. KNOWLEDGE AND SKILL 
Being knowledgeable about your cask 
range will build your sales. If you don’t 
drink cask yourself, how about making 

Ambassador’ to help make your pub 
famous for its great cask beer?

4. SMALL STEPS = BIG RESULTS
Create a routine and good habits 
to improve and maintain your beer 
quality. For instance, hard peg your 
casks at night or turn the valve to close  
on the vertical extractor (beer loses 
condition overnight), top up the Ale 
Python Unit once a week and give your 
glassware a good clean with Renovate 
to improve your serve and reputation.

5. IMAGE 
Attractive glassware, striking 
contemporary pump clips and a good  
choice of cask all create a great 
impression. Blonde ales are on-trend, 
but keep a variety of colours on the 
bar, as beer colour is a major factor  
in drinkers making their choice.

If you need advice or training, 
or would like to apply for Cask 
Marque accreditation call 
01206 752212 or visit  
www.cask-marque.co.uk. 

 

A ROUND-UP OF THE NEWS, VIEWS AND BUSINESS TIPS

Smart meters 
targeted at pubs

RECOMMEND 
to join BII and reduce your next year’s 

 
so if you get six or more friends  

 

 

recommend a friend today.  

www.cask-marque.co.uk
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B I I  N E W S

W ith a career 
spanning 30 years, 

starting as a part-time 
waitress while studying 
for A-levels, Kate is  
a passionate ambassador 
for the industry who is  
realising her deep-rooted  
love of teaching to pass on  
the ‘baton of experience  
and knowledge’ to others.  
She recently enrolled on 
a leadership coaching 
programme, while 
mentoring a number  
of people. 

 From part-time 
waitress at her local 
Greenalls’ pub to being 
offered a full-time role 
in the head office, she 
remembers how very 
quickly she realised that 
this was a great industry 

to work in. “I got to earn 
money and have lots of 
fun - and I was hooked.”

After 10 years with 
Greenalls, she joined 
Whitbread as area 
manager with its High 
Street Bars team before 
moving to the new Hogs 
Head brand, where she 
worked for industry 
legend Karen Forrester.

Promotions followed 
and led her into regional 
operations roles, before 
taking a change in 
direction to join David 
Lloyd Leisure as a general 
manager. But it wasn’t 
long before she was back, 
as an operations manager 
for the Spirit Pub Co.

For the past four  
years she has been with 

Slug & Lettuce as 
operations director.

Recalling how her 
career has developed 
she says: “[Pubs 
weren’t] something that 
ever featured on my 
school’s career advice 
programme so I wasn’t 
really aware of them as 
an option – it’s a message 
I’m passionate about 
getting out there.”

Kate continues:  
“I absolutely love the 
diversity and energy  
of the sector…. There are 
some fabulously talented 
people working at all 
levels and it’s wonderful 
to see so many of them 
forging successful 
careers in an industry 
they love.” 

OHH!

 

 

An interactive tool called Business 
Builder is included in the support  
for Business Development Managers 

(BDMs) to use with licensees to 
drive incremental growth.

The package addresses 

believes are impacting 
trade: a desire for more 
premium experiences; 
the need to attract 
young people; growth 

in mixed gender groups 
and families visiting pubs; 

the increasing importance  
of food; and a demand for 

healthy lifestyle choices.
A new library of the 10 best 

practices has also been made 
available, including support with 
creating loyalty, social media  
and putting on live entertainment.

 

 

There are six modules  
to complete, plus 
a test to receive 

professional 
development’  

Find out more at  
www.AllergyTraining.food.gov.uk.

Allergy training

OUR HOSPITALITY HERO

OHH! Kate Wilton is the operations director at Slug 
& Lettuce, part of the Stonegate Pub Company, 
winner of five Publican Awards 2019, including Best 
Pub Employer (501+ employees).

 
 

Pubs receive support  
to boost sales

OHH!

How do you get  
92 pints from  

an 11-gallon keg?
Find the answer from  
Marketplace partner  

Venners on p65

BRAIN  
TEASER

MORE UP FRONT NEWS



COMMERCIAL  
INSURANCE  
tailored to the pub trade             
Cover can include:

• Buildings, contents,  
fixtures and fittings, stock

• Liability insurance -   
public liability, employers  
liability & product liability

• Unexpected tax and VAT  
investigation cover built in

LIFE INSURANCE 
SERVICE
We have specialist  
experienced staff that  
can help organize:

• Personal life insurance,  
key person protection 

• Shareholder / partnership 
cover 

• Commercial loan life  
insurance protection  

• Health insurance

We offer the following services:

Why Use PXL Insurance 
We are committed to helping the BII members in “both the good times and the bad”.

• Cover tailored to the hospitality trade

• Market leading prices guaranteed

• We provide an excellent claims handling service – that’s what we mean by “helping in  
the bad times”. You will be allocated a dedicated claims handler who will liaise between  
you and the insurer to ensure a speedy payout. 

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 

www.pxlassociates.co.uk 
**Subject to terms of cover and claims 
experience remaining unchanged

https://businessdirect.schemeserve.com/getquote/questions.aspx?SchemeId=5015&NewClient=true
https://businessdirect.schemeserve.com/getquote/questions.aspx?SchemeId=5015&NewClient=true
www.pxlassociates.co.uk
www.pxlassociates.co.uk
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B I I  N E W S

A pprentices were there to 
demonstrate their skills at  

the Hospitality Showcase and meet  
with their local Member of Parliament  
(MP). This comes amid calls for the 
Government to support and promote 
careers in hospitality and brewing. 

Anne Milton MP, Apprenticeship 
Minister, and Tourism Minister 
Michael Ellis MP joined  
the record number  
of apprenticeships  
and 115 MPs for the 
third Hospitality 
Showcase. This 
annual event, 
organised by 
the Perceptions 
Group, brings 
together 
apprentices, 
Ministers, Lords, 
MPs, industry leaders, 
operators and suppliers. 

Chair of the Perceptions Group 
Keith Knowles CBII, OBE, said: 
“The Hospitality Showcase unites 
companies to portray the diverse 
range of roles within the sector  
and to reiterate to the Government 
the importance of cross-party 
support to ensure the hospitality 
sector has the right foundations  
to continue to thrive in our towns, 
cities and villages.  

“We need a cohesive strategy 
across Government departments to 
help hospitality. In particular, our 
education system needs to better 
understand and embrace the career 
opportunities and the flexibility that 
roles within hospitality offer and the 
range of entry levels open to all…. 

“A more joined up approach  
will enable this industry to develop 
home-grown talent, as well as  
offer reassurance to companies  

that continue to invest in all areas  
of hospitality, offering real jobs  
that can fit flexible lifestyles as well 
as create the business leaders  
of the future.”

Great British Bake Off winner  
and TV celebrity Candice Brown 
joined a number of apprentices  
on stage as they took part in a cake 

decoration competition. 
Special attention 
was given to 11 

‘Outstanding 
Apprentices’ 
nominated by 
their respective 
companies for 
going above and 

beyond the call  
of duty. These 

were: Robert Vincent 
of Marriot Hotels; 

Richard Helsby, M&B; 
Leanna Appleton, Café Rouge; 

Illaria Pallucia, Nandos; Marie Bizeul, 
Beds & Bars; Katie Richards, Greene 
King (pictured above with Gavin 
Shuker MP); Adam Taylor, Stonegate 
Pub Co; Shey Soetan, Fuller’s 
(pictured below); Daisie Bryan, Pizza 
Express; Leah Stares, Charles Wells; 
and Holly Langan of The Ritz. 

HOSPITALITY SHOWCASES 
ITS MOST TALENTED PEOPLE
The spotlight was on apprentices last month as 200  
of the industry’s most talented individuals visited  
the House of Commons. 

Star Pubs & Bars paid tribute  
to its top licensees at its annual 

contended for 16 awards, with 
the ultimate accolade ‘Star Pub 
of the Year’ going to Kate Hayden 
and Paul Warriner of the Snow 
Goose in Farnborough, Hants - 
also winners of the Heart of the 
Community award.

BII would like to give a special shout  
out to our members achieving 
success in the Star Awards:

• ,  
Hare & Hounds, West Ardsley,  
W Yorks – Best Newcomer 

•  
, Stags Head, Goosnargh,  

Lancs – Family Friendly

• ,  
The New Inn, Hurstpierpoint,  
W Sussex – Best Wine

• ,  
The Weld Blundell, Lydiate, 
Mersyside – Best Soft Drinks

• ,  
The Winchmore, Winchmore  
Hill, N London – Best Spirits

• ,  
 

W Yorks – Best Bar Team

Managing director, Lawson 
Mountstevens, said the awards were 
all the more special because they had 

 
of its acquisition of 1,900 Punch pubs. 
“If the Star Awards is anything to 
go by, the standard of talent in the 
leased and tenanted sector is at  
an all time high. It was inspiring 
to have such superb operators... 
gathered together.” 

Star celebrates its 
‘Best of the Best’

www.bii.org
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It’s very tricky for a pub to measure 
spend-per-head, but on the food side  
we will add up the main courses sold, 
divide by total sales and that gives us  
a fairly good feel.

There are more opportunities to upsell  
because people are going out less 
frequently but are willing to spend  
a bit more. They’re looking for  
an experience, for value, rather 
than worrying about cost, so 
set menus, discounting on three 
courses for Sunday lunch, for 
instance, and events such as 
gourmet food evenings can help 
increase spend. 

Finalist of BII’s 
Licensee of the 
Year Awards  
twice, Tim 
Tomlinson has 
been a member 
for 15-years  
and says he 
makes great use 
of the helplines.

TIM TOMLINSON MBII 
THE WHITE CROSS, MERCHANTS 1699 
AND STONEWELL TAP, LANCASTER

PHIL MELLOWS CATCHES UP WITH 10 LICENSEES TO ASK: 

How do you monitor and increase 
spend-per-head within your business? 

TEN to ONE

We monitor spend through our  
EPOS system. Our loyalty 
programme breaks the information 
down further into times and days  
of the week so we can see the 
impact of promotions.

Increasing spend comes down  
to customer service. If you don’t ask  
diners whether they’d like a pudding  

 
to ask the question in the right way. 
We don’t ask whether they’d like  
a pudding until we’ve cleared the 
main course and they’re ready for  
it. We’ve learned we can sell 50% 

more puddings 
this way.

Phil Davison 
joined BII in 1992, 
winning Licensee  
of the Year Award 
in 2009. He is 
currently chair  
of the SE Region.  

PHIL DAVISON CBII  
THE FOX AT PEASEMORE,  
NEAR NEWBURY BISSETT,  BERKS

CUSTOMER  
SERVICE

USE OPPORTUNITIES 
TO INCREASE SPEND

Our daily till print-out provides us 
with spend-per-head, spend-per-
hour, sales by each team member 

responsibly and incentivised on  

A focus on snacks has been 
particularly successful in raising 
spend-per-head, using back-bar 

expensive alternative to the basic crisps and nuts  

even when they’re not hungry.

Young’s tenants, the De Villiers have been BII members for 17 years 

plus a sophisticated 
till system gives us 

spend-per-head and we make quick, dynamic decisions  
as a result.

menu and introduced lighter desserts for those who can’t 

bread for free or they’ll never get through three courses!

Jemima Withey joined  BII in early 2016, just a few months after  
reopening the Turks Head.

KERIS & LEE DE VILLIERS MBII 
THE OLD SERGEANT, WANDSWORTH  
& THE PIG & WHISTLE,  
WIMBLEDON, SW LONDON

JEMIMA WITHEY 
MBII
TURKS HEAD, 
HASKETON,  
SUFFOLK

STAFF INCENTIVES 
& WELL EXECUTED 
BAR DISPLAYS  

COFFEE MENU 
& LIGHTER 
DESSERTS
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Sales and covers are monitored 
through our till system which 
processes activity in real time 
and gives us instant feedback on 
performance for the day. Each sale 
is uploaded along with a digital copy 
of the receipt so you can see exactly 
which items have been sold and at 

what price.
To boost spend- 

per-head the team  
is targeted on selling  
side dishes, extras  
and desserts.

Mark Higgs, a BII member 
for 12 years, was awarded 
BII Licensee of the Year  
Award in 2017.
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We have an e-based loyalty 
programme with 1,400 members  
and can measure an individual’s 
spend through their loyalty card.  
From that we produce graphs  
and from the average spend identify 
where we focus our attention,  
on drinks or desserts or whatever.

 
an extra drink where we can.

Keith Smith is celebrating 20 years at the 
Fox & Goose - a BII member from the start.We’re a wet-led business and over  

30 years we’ve built our reputation  
on quality and have  
continuously changed  
and improved the range  
of drinks.

Some customers are 
driving so it’s irresponsible 
to try to sell them an extra 
drink, but you can get 
them to trade up and we’ve 
done that successfully with 
premium gins over the last 
couple of years, for instance.

Steve Williams has been  
a BII member for over 20 
years and is chair for the West 
Midlands & South Wales Region.

MARK HIGGS MBII 
THE CASTLE,  EDGEHILL,  WARKS & 
THE SUN INN, HOOK NORTON, OXON

STEVE WILLIAMS CBII
ST JULIAN INN, NEWPORT

LEE PRICE CBII
ROYAL PIER,  ABERYSTWYTH, 
CEREDIGION

SIMON STERN MBII 
THE BETTER HALF,  HOVE, E SUSSEX

KEITH SMITH FBII 
THE FOX & GOOSE, 
COOMBE BISSETT,  WILTS

CAROLINE BEALE FBII 
THE GARIBALDI,  ST ALBANS & THE 
GIBRALTAR CASTLE,  HARPENDEN, HERTS

TILL SYSTEMS PROVIDE 
INSTANT FEEDBACK

QUALITY & RANGE 
OF DRINKS

MAXIMISING 
DWELL TIME

QUIZ NIGHT  
& EVENTS

LOYALTY  
PROGRAMME

MONTHLY GUEST BEERS

bars and venues on the pier and have 
 

many people are in each bar. That 
combines with a till system that  
gives a breakdown of sales in 
30-minute slots to give us a good 
idea of average spend.

The focus is then on maximising 
dwell time. For the Six Nations 
rugby, for instance, a collector card 
promotion aims to get them in 30 

them for the second game of the day 
and sell them food in-between.

Lee Price was both BII Licensee of the Year &   
Best Bar None National Champion in 2014.

We don’t know spend-per-head but 
we keep an eye on our GPs and 
constantly work on the bottom-line  
to improve our margins.

Customers are encouraged to try 
something new, such as the monthly 
guest craft keg beer we’ve recently 
introduced and events, which create 

an important way of increasing spend. 
On a charity quiz night we can see  
a typical uplift in take of between £500 
and £600.

Simon Stern has been running The Better 
 

they run a tab, but because most customers are regulars 
we have a good idea whether their spend is up or down.

a taste, whether it’s ales or lagers, to encourage them 
to have something new and if we can get people to eat, 
too, they might buy another drink.

Caroline Beale and her husband David have been BII members 
for 10 years and have just opened their second pub.

www.bii.org


Switch to First Data and 
get up to £150 Cash Back*

As a valued BII member, you can also  

> No joining fee
> Exclusive processing rates
> No minimum monthly processing fees

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

Plus when you switch to us from your current service provider, 
you could receive up to £150 Cash Back!*

* £150 First Data switch offer is subject to Terms and Conditions.

** Lines open between 9am and 5pm Monday to Friday.

First Data is a trading name of First Data Europe Limited, a private limited company incorporated in England (Company Number 02012925) with a registered address at Janus House, 
Endeavour Drive, Basildon, Essex, SS14 3WF. First Data Europe Limited is authorised and regulated by the UK Financial Conduct Authority (FCA Register No. 582703).

© 2019 First Data Corporation. All Rights Reserved. The First Data name, logo and related trademarks and service marks are owned by First Data Corporation and are registered or used in 
the U.S. and many foreign countries. All trademarks, service marks, and trade names referenced in this material are the property of their respective owners.  530905 2019-3

Call 0330 123 1241** 
and quote BII

https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=32&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=79b94a1b8fca81f3cbb7fe00ad1a258b
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People & training
FROM APPS TO WEBINARS, IT HAS NEVER BEEN A MORE IMPORTANT TIME TO MOTIVATE AND 

INCENTIVISE STAFF TO REMAIN WITHIN YOUR BUSINESS, REPORTS BII NEWS 
EDITOR KATE OPPENHEIM FROM THE RECENT BII/PROPEL PEOPLE & TRAINING CONFERENCE

Y ummy Pub’s founder and 
director Anthony Pender FBII, 
the former chairman of BII,  

declared at the People & Training 
Conference that, going forward, his 
business would be employing fewer 
staff but paying them more money. 

With the latest research showing 
average salaries for chefs and kitchen 
staff in London rising 14.8% in 2018, 
according to analysis by The Change 
Group finding, training, motivating 
and retaining great people is set to 
be a constant issue for businesses, 
especially within the hospitality sector.

There are various ways to find new 
people; many top operators believe  
that motivating and rewarding existing  
staff to bring friends and family on 
board is one of the best solutions, along  
side constant engagement across the 
various social media platforms, 
advertisements in the local 
press and employing 
recruitment specialists.

Once on board, 
technology has become 
widely used to engage 
teams, said CPL Online’s 

chief commercial officer Jamie 
Campbell (pictured below). And with 
the ‘quality of the serve’ a key factor in 
consumers choosing where to eat and 
drink out, it is crucial to ensure staff 
are trained and incentivised to give 
customers the best experience. For it is 
the best trained and motivated people, 
Campbell explained, who naturally 
increase the levels of service and 
encourage a higher level of spending.

TURN £1.37 INTO £42
“If every customer spends £1.37 more 
per visit and puts in an extra visit 
to the pub every six months, that’s 
an additional two visits per year per 
customer and an incremental spend 
of £42.44 a year,” said Campbell, 
suggesting that multiplying this sum 
by the number of regular customers 

revealed the level of gains 
possible. 

“Your people are your 
biggest lever. Just hoping 
they’ll improve is not  
a strategy.But giving 
them the tools to improve  

is,” he concluded. 

PLUMP UP YOUR  
STAFF PERKS

   
with customers

   

 

 
 

 

  
  

   
 

  
 

 
 

 
 

their enthusiasm

   

IS NOT A STRATEGY. BUT GIVING THEM THE TOOLS TO IMPROVE IS.”

www.bii.org


www.cplonline.co.uk
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P E O P L E  &  T R A I N I N G

Y 
apster research reveals  that 
while staff turnover levels 
drop after the first year  
of employment, the average  
UK hospitality worker 

changes jobs every five years.
However, explained Rob Liddiard, 

founder of hospitality chat app Yapster,  
these people are not leaving to seek 
work in another industry, but are 
“leaving your pub” for another brand 
or outlet.

And it’s not all about the money, 
he continued, with only 7% leaving 
for better pay. A far greater number, 
38%, leave to receive better personal 
development, while 22% resign due to 
a lack of support from their employer. 

Key to staff support, he explained, 
was the ability to tap into the 
processes teams perform every 
day, to identify best practice and, 
equally, what’s not, and to share this 
information with the whole team. 

M&B, which employs 46,000 people 
across its 650 units in the UK, has 
been working hard to reduce staff 
turnover, said HR director Susan 
Martindale. 

“In hospitality, quality 
of service is our key 
differentiator. In other 
sectors, brands and 
products do all the 
hard work, but service 
underpins everything 
we do. We want to employ 

the best people [by providing]… great 
learning, development and rewards. 
We want to show that if you start as  
a pot washer, you can get to the board. 

“It’s about spotting talent and  
bringing them into your organisation. 
Creating transparent career pathways 
- a pipeline to grow talent and move 
people through the ranks.”

Finding out what your teams want 
was a great place to start, she added, 
explaining that M&B began utilising 
multimedia and webinars after staff 
asked for  social platforms to bring 
teams together.

“When it can cost £1,500 to replace 
a member of staff, there’s a cost benefit 
to retaining good staff. 

“And we want to give the best start 
we can. Our induction scheme sets 
people up for success, as individuals 
generally want to develop within their 
roles and therefore we need to give 

them the opportunities.”
M&B uses an award-

winning hospitality app for 
chef, bar and waiting staff, 
along with a management 
and chef academy.

The conference concluded with 
an interview with JD Wetherspoon 
chairman Tim Martin, who revealed 
that one of his managers had accured 
£1m in shares over the years.

With pub operators working more 
collaboratively to promote careers 
in hospitality, highlighting the 
opportunities, salaries, benefits and 
training on offer - and with an ever-
growing number of operators in the 
Sunday Times’ Top 100 Companies  
to Work For - the sector is showing it’s 
well and truly ready to do business. 

THEM INTO YOUR ORGANISATION”

WHAT THEY WANT...

M&B’s Susan 
Martindale 

Employment

CREATING  
EXCELLENCE

 
 – a state  

 
 

 

  

 Explain

 

 

 

 

  
when things go wrong

 

Tips from , 
Commandant of the Royal Marines  
on training philosophy 

If you can dream it, 
you can do it!  

Walt Disney

www.bii.org
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INNbox
TOP POSTS & BEST USE OF SOCIAL MEDIA

With the Kennel Club declaring  
that 98% of pub managers with  
a dog friendly policy say welcoming 
canine customers has ‘improved 
business’, the Angel & Harlequin  
in Spinkhill, Derbyshire, is onto  
a winning strategy 
by introducing  
dog-friendly tables.

Announcing the 
statistics in advance  

of last year’s Dog 
Friendly Week 

 ( July 2018), the Kennel Club 
went on to say that one in 
four British households 
owns a dog. 

The 2018 winner of the 
Kennel Club’s Dog Friendly 
Pub/Bar Awards was the 

Fox & Hounds in Theale, 
Berkshire (shown above).

@BIIandBIIAB

FOLLOW US:

BritishInstituteofInnkeeping
www.BII.org

Diane, who claims to be ‘old 
school’ when it comes to new 

technology, is proving that doing  
a few, simple things right is the best  
way to build loyalty and Friends on  
their preferred social media 
platforms, Facebook and Instagram.

“When I started I was a real  
social media virgin! But I’ve 
discovered that what really works  
is competitions and offers – a meal  
for four, a free Valentine’s dinner, 
Mother’s Day offers. They work so 
well and really get people talking 
about the pub and what we’re 
doing,” says Diane, who with 
husband Mal has a tenancy with  
the Lincolnshire brewer Batemans.

“I always actively go for  
a response: ‘tell me why you want  
to win this prize – Like and Share  
to enter’. It has increased our 
followers 10-fold,” she explains.

Diane also suggests paying to boost  
Facebook posts. The Grays spend 
about £7 a week, which will 
guarantee a post is seen by 100 
people. “Whether these 100 people 
do anything with it we don’t know, 
but compared to an advert in the 
local paper, we believe it produces 
better results,” she adds.

Last Christmas, the Grays ran  

a very special offer, giving away 50 
meals to locals. “We asked people to 
nominate deserving locals to join us 
for a free Christmas dinner and tell 
us why they deserved a free meal 
online. Batemans gave us some beer,  
the butcher donated the meat and 
our staff offered to work for free. The 
response was amazing and the offers 
of help were very humbling. Many 
older and lonely people in the village 
were nominated and came along – 
many who lived quite isolated lives – 
but they were all singing and having 
a lot of fun by the end of the day.”

During last winter’s blizzards and 
bittererly cold weather,  
as other pubs locally 
posted they were 
closed, the 
couple seized 
the chance 
to post that 
not only 
were they 
open but 
were serving 
food all-day 
‘due to the 
extreme weather’!  
“It was great for business. 
Our takings trebled that day,”  
adds Diane. 

With more than 1,600 Facebook followers, Diane and Mal Gray FBII 
tenants of the Butcher & Beast in Heighington near Lincoln  
are showing their skill when it comes to social media

BUTCHER & BEAST  
IS A SOCIAL MEDIA HIT  
WITH 1.6K FOLLOWERS

DID YOU  
KNOW THAT...

Social media usage in the UK  
is broken down into:  

Facebook 78%; YouTube 80%;  
WhatsApp 61%; Instagram  

48%; Twitter 46%;  
& Snapchat 46%, says 

Social Media Landscape 
Market Insights

@BUTCHER&BEAST
1677 TOTAL LIKES,  1709 TOTAL FOLLOWS

Online Success Dog-friendly tables 

       @Angel_Harlequin_Bistro  
Dogs are welcome to join their humans 
in the bar area at Angel & Harlequin 
Bistro when we reopen this Friday. 
We’ve got some special dog friendly 
tables too. Booking a must!

https://www.instagram.com/p/Bs6Gcd6gStn/
https://www.facebook.com/ButcherAndBeast/
https://www.facebook.com/BIIandBIIAB
https://twitter.com/BIIandBIIAB
https://www.instagram.com/britishinstituteofinnkeeping/
www.bii.org
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S O C I A L  M E D I A

OUR  
FAVOURITE

The amazing Josh down  
at @theWaverley completing a pork 

recipe logs! Great work Josh!

Just so you know guys we don’t  
just do beer... check out these 

@Swan_Butcombe 

@YoungsPubsPeople 

@ThornbridgeStag 

Meet Wendy      Wendy hasn’t been 
with us long but what an impact on  
us and our guests Wendy has had. 

Today we gave her these lovely 

some outstanding guest feedback  
we received this week about  

the Swan wouldn’t be the Swan 
without Wendy.

@JollyPostboysOxford 
Was there ever a clearer  
sign that it’s time to head  
to the pub?

TOP  
TWEETS

@CoachingInnsUK  
We love to boast about  
our Hotels of History  
and it’s great to see two 
of our Coaching Inns 
mentioned in the @
MorningAd’s 14 pubs  

@Golden_Ball_Longton 
another great craft  
morning learning  
@folkit.co round brush 
techniques with  
@jackierogersonx. 

TOP  
POSTS

@FullersBrewery 
Did you know that Alexander 
Pope [18th century English 
poet] lived in the Mawson’s 
Buildings in Chiswick with  
his parents? This month 
(February) marks 300 years 
since he moved out, and you 
can have a pint where his 
home used to be – which is 
now the Mawson Arms pub.  
Read more about Pope’s 
Chiswick history in our blog:  
https://fulle.rs/AlexanderPope. 

Let’s make it a great one  
of: eating, drinking, sleeping.

@TheAthenaeum  
Fancy a burger with  

been around for a long time, 
and for good reason! Come 
down to try it for yourself.

@OxAndFinch 
When your job loves you back. 

@YatesWolves 
Who’s coming down for a pint 
and a burger in the sun?

@Polgooth_Inn  
Thanks to @beermarketeer 
for another great beer 
training session with  
our team. 

While licensees are getting smarter and smarter with their social media and 
online marketing, new research shows that when it comes to their own business, 
tenants and lessees like to keep their communication with their pub company 
simple. According to the Licensee Index Market Research by KAM Media,  
a survey of 1,500 licensees across 14 pub operating companies:

TENANTS & LESSEES TELL PUB COS 

from the Licensee Index Market Research on page 8.

• 63% preferred a telephone call and 61% liked emails
• Only 1% preferred social media or using a website
• with 3% choosing What’sApp/text messaging

https://twitter.com/CoachingInnsUK
https://twitter.com/TheAthenaeum
https://twitter.com/Polgooth_Inn
https://twitter.com/@YatesWolves
https://twitter.com/@OxAndFinch
https://www.instagram.com/@JollyPostboysOxford
https://www.instagram.com/@Golden_Ball_Longton
https://www.facebook.com/FullersBrewery/?rf=108610029160433
https://www.facebook.com/themillerofmansfield/
https://www.instagram.com/swan_butcombe/
https://www.instagram.com/youngspubspeople/
https://twitter.com/ThornbridgeStag
www.bii.org
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At a Glance
A GUIDE TO WHAT’S COMING UP, REVIEWS & DATES

Beer Day Britain is on Saturday, 
June 15 this year and is followed 
on Sunday by Father’s Day, 
presenting pubs with a great 
opportunity to boost the 
weekend’s beer sales.

Beer Day Britain was created in 2015  
by Jane Peyton, an award-winning 
beer sommelier, drinks educator 
and broadcaster, with the aim  
of celebrating our national drink.  

Organisers suggest encouraging 
your customers to raise a glass  
of beer and say ‘Cheers To Beer’  
at 7pm. Post on social media using 
the hashtag #CheersToBeer. 

Last year, Beer Day Britain 
achieved 8.25 million engagements 
on Twitter and the hashtags 
trended over two days. 
Find out more at www.BeerDayBritain.co. 
uk or email jane@BeerDayBritain.co.uk. 

Cheers to beer 

feature at the dedicated 
beverage show, European 

Expo at London’s Olympia 
on May 21-22. Alongside 
the 170 exhibitors will be  
a free conference programme 
and masterclasses. 
Visit   
to register for free.

June 15

May 21-22

APRIL JUNE

JULY

MAY

DIARY DATES

11 – 14 April 
THE MASTERS GOLF

13 April 
MAN U V WEST HAM  

BT Sport

19 – 22 April  
EASTER  

BANK HOLIDAY 
WEEKEND

20 April  
NEWCASTLE UTD  

V S’HAMPTON  
BT Sport

23 April 
ST GEORGE’S DAY

April 27  
BRIGHTON  

& HOVE ALBION  
V NEWCASTLE UTD  

BT Sport

April 28  
LONDON MARATHON

6 May  
MAY DAY BANK 

HOLIDAY

6 – 12 May 
BRITISH MASTERS  

BSkyB

10 May 
RUGBY HEINEKEN  

CUP FINAL

1 June  
EPSOM DERBY

4 June  
BII’S SUMMER EVENT & 
LICENSEE OF THE YEAR 

AWARDS 2019

5 – 9 June 
UEFA NATIONS  

LEAGUE SEMI-FINAL  
& FINAL

7 June – 7 July 
WOMEN’S  
FOOTBALL  

WORLD CUP  
(FRANCE)

7 June  
NATIONAL  

FISH & CHIP DAY

8 June 
WORLD GIN DAY

10 – 16 June  
US GOLF OPEN 

BSkyB

15 June  
BEER DAY BRITAIN 

16 June 
FATHER’S DAY

18 – 22 June 
ROYAL ASCOT

18 May 
BLUE MOON  

A RARE SIGHT  
AND AN IDEAL EXCUSE  

TO PUT ON  
A SPECIAL EVENT 

OUTDOORS

1 – 14 July 
WIMBLEDON TENNIS

BII SUMMER EVENT  ON JUNE 4 BII WILL CELEBRATE THIS YEAR’S FINALISTS  
IN THE LICENSEE OF THE YEAR AWARDS AND CROWN THE 2019 WINNER AT  
A FABULOUS EVENT IN LONDON. EMAIL TO BOOK TICKETS SUMMEREVENT@BII.ORG

10 May 
RUGBY HEINEKEN  

CUP FINAL

13 – 19 May 
NATIONAL  

VEGETARIAN WEEK

18 May  
FA CUP FINAL

18 May  
WORLD WHISKY DAY

21 – 22 May  
EUROPEAN  

COFFEE, TEA & SOFT  
DRINKS EXPO  

(London Olympia)

27 May  
NATIONAL BBQ  
WEEK STARTS

27 May  
LATE MAY  

BANK HOLIDAY

30 May – 14 July  
ICC CRICKET  
WORLD CUP

www.BeerDayBritain.co.uk
www.EuropeanCoffeeExpo.com
https://www.bii.org/events-awards/summer-event/
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PUB19 at London’s Olympia in February was packed full  
of products, drinks and food. Here’s our highlights…

PUB19 - HIGHLIGHTS
SHOW REVIEW

Joe Cripps, managing director  
and founder of smart app 
company Trail recommends: 

CHECKLIST MANIFESTO  
by Atul Gawande
Even the most highly skilled 
professional forgets minor tasks. 
Checklists are the answer! We read 
this early in our company history  
and realised that simple ways  
of communicating processes could 

POWER OF HABIT  
by Charles Duhigg
The book shows how ‘keystone habits’ 
and historic ways of doing things can 
be changed to improve organisational 

on how sites aren’t really using the 
manuals or documents passed down 

run according to its own set of habits. 
We are looking to change this  
with [our app] Trail.

CONTACTLESS POOL TABLE 
POTS EXTRA 52% IN REVENUE
‘No coins for the pool table?’, 
that’s all about to change with 
the launch of what Home 

commercial contactless pool 
table, available to rent from 
£30 plus VAT per week.

Home Leisure has also 
designed a contactless pool table 
that can be transformed into a dining 
table, seating 6-8 people, thereby 
fully utilising the space it takes up and 
costing £48 per week to rent, plus VAT.

Contactless pool tables reduces 

play for longer. In addition, it’s easy to 
alter the price to charge more at busy 
times, or less on quiet nights, said 
commercial sales manager, Ben Flack, 
adding that trials showed contactless 
tables boosted incremental revenue  
by an average of 52%.

‘TEXT MY DEAL’ SMS SCHEME 
Loyalty schemes, vouchers, reward 

transformed into ‘intelligent media’ 
by SMS marketing company 
Text My Deal, which allows 
you to build a database 
of customers for text 
communication.

Text My Deal says SMS 
messages have  
an advantage over emails, 
which often remain unread.  

Customers tap their details  
into the system – all GDPR compliant  
– and it can send four messages over  
a 30-day period for £12.50 a week,  
plus £300 plus VAT set-up cost. 
Email: .

PORK PUFFS WITH 70% LESS 
FAT THAN SCRATCHINGS

were being given away by The Curators, 
which was out to whet the appetites  
of visitors to the show. 

The beef jerky, produced using 
British and Irish beer in a factory in 
Chichester, Hants, comes in three 

and Teriyaki Spice. A box of 12, ordered 
directly from Curators, costs £19.80 – 
without any VAT, as there’s no tax on 

meat snacks. RRP £2.49. 

fat than scratchings and are 
sold in boxes of 12 packets for 

.

COTTON CANVASS DECK 
CHAIRS – PRICE HELD 

FOR BII MEMBERS
Go Jute produces 
bespoke canvas deck 
chairs with easily 
removable, machine-
washable slings. 

The canvas sling 
can be printed with 

your bar name and logo 
and are ideal for summer. The 

10oz canvass is made with jute grown 
and milled in India. 

Prices for one deck chair start at 
£65, printed in a single colour sling and 
reduces to £39 for orders of 25-plus. 
All prices exclude VAT and delivery. 

Email Vinnie@GoJute.co.uk and quote 

PUB19 show prices.

MR FITZ AQUA SPRITZ 
REPOSITIONS SOFT DRINKS
Mr Fitz Aqua Spritz describes its 

 
a premium non-alcoholic 
drinks dispense solution, 

 

BrewFitt.
Designed to bring  

soft drinks out of the 
back-bar fridge onto  
the front counter, it 

the Mr Fitz Aqua Spritz font. The 
cordials create a mixture of single or  

sugar’ varieties.
The company says each 500ml bottle 

produces 10 serves and provides 
an “easily attainable” GP of 85%, if 
sold with a RRP of £3.50. It lists other 
advantages as: fewer bottles need  
to be stored or thrown away; and it  

The system costs £3,400 plus VAT,  
or can be leased for under £3 per day. 
More details at 

.

BOOK CORNER

https://www.bii.org/


REVIEWSQUARTERLY

IT’S SPRING AND TIME TO MAXIMISE THE OUTDOOR OPPORTUNITIES,  
HERE SALLY BAIRSTOW GIVES AN OVERVIEW TO WHAT’S ON THE MARKET WHEN IT COMES  

TO AL FRESCO DINING, FROM BARBECUES TO GARDEN BENCHES

BBQs & GARDEN  
FURNITURE



V I S I T  B I I . O R G

Q
U

A
R

T
E

R
L

Y
 R

E
V

IE
W

S
 /

 2
5

Q U A R T E R L Y  R E V I E W S

PH
O

TO
: J

AC
O

 P
RE

TO
RI

U
S 

O
N

 U
N

SP
LA

SH

Inventive designs, outdoor kitchens and 
additional seating in gardens and courtyard 
areas can prove fruitful as they attract extra 
custom and boost revenue streams.

Making the most of al fresco entertaining and the 
British stoicism to sit out (even if it’s a bit damp and 
cloudy) adds another selling point for venues. 

Investing in the outdoors can see returns peak 
in the summer but also keep tills ringing for many 
more months of the year, with quality external 
seating and facilities appealing to walkers, cyclists 
and runners looking for a pit-stop.

Popular furniture choices include the traditional 
picnic tables and benches as well as stylish rattan, 
resin, teak and aluminium tables and chairs. 
Durable, weather-proof furniture comes in all 
shapes and sizes for adults and children. It’s easy to 
mix and match designs to accommodate different 
group sizes. And supplier Bridgman highlights rattan 
as popular for 2019; it doesn’t change in appearance 
over time, is durable and easy to maintain.

When it comes to catering, the smell of outdoor 
cooking is a sure lure for customers, whose love  
for smoky and barbecue flavours show no signs  
of abating. 

Outdoor kitchens provider, Fire Magic says the 
flexibility of catering equipment today allows chefs 
to create al fresco menus with barbecue, grilling, 
roasting and rotisseries at their heart. 

Ox Grills recommends its Kensington Ox to easily 
accommodate 50 covers, while Fire Magic says its 
Echelon 1060 has individually controlled heat 
zones, ideal for different foods and serving 
requirements. And finally, “Publicity is key,” 
says Advantage Catering Equipment director, 
Nick Place. “Tell customers you are going to be 
selling barbecue food – it’s a great attraction. Most 
publicans will use gas-powered barbecues, as it’s 
easier to control temperatures. But if you want true 
barbecue flavours and ambience, you can’t beat 
barbecue briquettes. But it’s a personal preference.”

Crown Verity Towable  
or bespoke-built barbecue
BESPOKE

Crown Verity
MCB60PACK BARBECUE

Cooking surface 1600x457mm 

Individual controls for each side of grill 

Legs stable on soft ground 

Advantage Catering £1,612.00 (ex VAT)
www.Advantage-Catering-Equipment.co.uk 

TOP FEATURES
Cooking surface 1470x530mm
Features eight individual burners, 

lids, bun rack, end shelf and cover

Advantage Catering £4,638.00 (ex VAT)
www.Advantage-Catering-Equipment.co.uk 

and store the barbecue
 

to control temperatures for cooking
Bespoke, made to order  

TOP FEATURES

Advantage Catering £POA
www.Advantage-Catering-equipment.co.uk

Cinders Slimfold Twin Grill
SLIMFOLD TG160 BARBECUE

TOP FEATURES

TIPS 

Look for a good-sized cooking area

Two grills

Consider the usage

Stock plenty of gas

TAILOR 
MADE

www.advantage-catering-equipment.co.uk
www.advantage-catering-equipment.co.uk
www.advantage-catering-equipment.co.uk
www.bii.org


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=82&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=269e8d86f3cbfd93d1a78ad3217217a6
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Kamando Joe
BIG JOE

Fire Magic 
ECHELON 1060 BUILT-IN  
GAS GRILL

Fire Magic 
AURORA 790 BUILT-IN GAS GRILL

This is an eye-catching ceramic grill with 
cart and side shelves, based on an ancient, 
Asian-style grill.

Professionally styled with contoured 
face, blue backlit knobs and a 6813cm2  
cooking surface.

Powerful and professional gas grill 
2 cooking surface.

TOP FEATURES

• The Kensington Ox Grill is 880x600
• High grade, stainless steel  

construction and rust resistant
• Wheel mechanism means the grill  

can be raised or lowered to control 
cooking temperature

• V-shaped grill channels take fat  
away from the food to reduce  

• Fuelled by wood or charcoal

Ox Grills £4,900  
(Ex VAT & delivery)
www.Oxgrills.co.uk 

• Cooking area 1050x350mm
• 

removable legs for ease of storage/transport
• Traditional charcoal barbecue with three  

independent grills

TOP FEATURES
• High-grade stainless steel construction 

with cast stainless steel burners, which 
won’t rust, block or split over time

• Rotisserie with powerful motor and 
counterweight for smooth rotation

• Heat zone separators – cook at 
 

the grill simultaneously
• Charcoal/smoker basket – an 

alternate fuel source, with all the 

• Internal halogen lights for grill use  
at night. Integrated warming rack

• Digital thermometer – meat probe, 
timer and alarm included

Fire Magic is distributed  
by The Lapa Company,  
priced: £10,162 (inc VAT)
www.Fire-Magic.co.uk

TOP FEATURES
• High-grade stainless steel construction 

and cast stainless steel burners  
– won’t rust, block or split over time 

• Professional styling – angled face  
with comfort touch knobs 

• Infrared backburner for even-rotisserie 
cooking and powerful motor and 
counterweight for smooth rotation

• Trapezoid cooking grids – great  
for searing

• Internal halogen lights for grill use  
at night

• Integrated warming rack, digital 
thermometer and meat probe

• Powered by bottled or natural gas

Fire Magic is distributed  
by The Lapa Company,  
priced: £6,834 (inc VAT)
www.Fire-Magic.co.uk

TOP FEATURES

• Versatile equipment that can be used  
for grilling and cooking 

• Excellent heat retention
• Temperature range 82-399°C
• High-grade stainless steel cooking grate  

with hinged door, ash screen and draft door
• Cast iron top vent and cart with over-sized locking wheels for stability
• Easy-to-read temperature gauge; cooking guide available; limited 

lifetime warranty
• Red only

Caterkwik £1,799.99 (ex VAT)     www.Caterkwik.co.uk

The Kensington Ox Grill

The designs originate from the 
Gauchos of Argentina. All Ox Grills are 
hand-built in the UK and are a quality 
choice for outdoor chefs.

An ideal, budget, occasional grill. Good to test  

TOP FEATURES

HAND 
BUILT

BUDGET 
OPTION

www.CS-Catering-Equipment.co.uk

CS Catering Equipment  
£175.76 (ex VAT)

www.oxgrills.co.uk
www.fire-magic.co.uk
www.fire-magic.co.uk
www.cs-catering-equipment.co.uk
www.Caterkwik.co.uk
www.bii.org
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REVIEWSQUARTERLY

TOP FEATURES

Cushions available in choice of colours 
plus bespoke cushion service  

 

Bridgman Table £395,  
armchair £168 (ex VAT)
www.Bridgman.co.uk 

Hampstead Square 
Dining Table & four 
Stacking Armchairs
90CM

TOP FEATURES

 

metal caps to prevent  
it coming loose 
Dimensions: 

 

Drakes £93 (ex VAT)  
www.AskDrake.com 

Stag Comfort Arm Chair 
OF42

A GUIDE TO POPULAR TABLES, 
CHAIRS AND BENCHES  

TOP FEATURES

 

 

 
seating and dining

 

Bridgman £98 (ex VAT)  
Bridgman £307 (with HPL top) or £243 (ex VAT) 
www.Bridgman.co.uk 

90CM

www.bridgman.co.uk
www.bridgman.co.uk
www.askdrake.com
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Octagonal Picnic Table Devonshire Large Bench Supreme Picnic Bench 

TOP FEATURES

 
almost 13 stone 

Manufactured in the UK from high 
 

treated 

Fenton Timber £1,89.95 (ex VAT) 
www.FentonTimber.co.uk 

TOP FEATURES

bench and medium or large table  
in same range 

Fenton Timber £89.95 (ex VAT)
www.FentonTimber.co.uk 

TOP FEATURES

Manufactured in the UK from 

 

A 50mm parasol hole is included  

Fenton Timber
£84.95 (ex VAT) – four seater 
£94.95 (ex VAT) – six seater 
£104.95 (ex VAT) – eight seater 
www.FentonTimber.co.uk 

TOP FEATURES

Cushions supplied 

Made in Britain

Drakes £668.00 (ex VAT) 
www.AskDrake.com 

Hampton Four-piece Sofa Set 
OF44 

QUARTERLY REVIEWS: SOFT DRINKS

Whilst we take every 

Quarterly Reviews are  
 

 

TOP FEATURES

W70, D70, H100 mm
 

 
all its dining and lounging sets clean 

Bridgman £242 (ex VAT) 
www.Bridgman.co.uk 

Paris Folding Table
90CM

www.fentontimber.co.uk
www.bridgman.co.uk
www.askdrake.com
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There are a host of new and exciting soft drinks 
opportunities to meet the growing demand  
from consumers for enticing, flavoursome  
and healthier non-alcoholic beverages.

Just as customers began to ask for more than just  
a generic glass of red or white wine back in the 1990s - 
which led to a growth in wine sales and margins - now 
people want a greater, more interesting choice from  
a bar’s soft drinks selection.

Furthermore, reports suggest almost a quarter of 
adults are cutting back on their alcohol intake, led by the 
Millennials (Generation Y), in an era where not drinking 

alcohol is becoming 
more acceptable.  
A research team  
at University College 
London in 2015 found 
that 29% of 16-25 
year olds were non-
drinkers, up 18% from 
2005. 

Leading global 
players Coca-Cola, 
Pepsi and Britvic 
remain soft drinks 

favourites but many new products are vying for space in 
the chiller cabinets. Manufacturers have stepped up too. 
There’s an increasing prominence of low and no-sugar 
drinks along with age-old recipes, tea and coffee brews 
entering the market.

With responsible drinking and health-conscious 
consumers, it’s vital to have an innovative and vibrant 
non-alcoholic drinks menu. Fever-Tree suggests the 
same care and attention should be afforded to the non-
alcoholic serve as it is with spirits, wines and beers.

Fentimans

Fentimans was named the 
UK’s No1 soft drinks brand 
in The Guild of Fine Food’s 
Best Brands Survey in 2018-
19 and 2016-17.
It uses a botanical brewing 
process that has been 
passed from generation-to-
generation of the Fentiman 
family since the early 1900s.

Only natural ingredients 
are used across its range 
of 12 soft drinks and 14 
mixers.

TOP FEATURES
• Ginger Beer: brewed using 

crushed ginger root this 

• 

 
 

• 
 

Wholesale price 
£12.00-14.00  
per case of 12 
RSP £1.30 and £2.85
www.Fentimans.com 

INNOVATIVE  
SOFT DRINK MENUS  
MEAN BUSINESS
FROM DRIVERS TO MILLENNIALS, MORE  
AND MORE CUSTOMERS ARE LOOKING FOR 
EXCITING NEW SOFT DRINKS, SALLY BAIRSTOW 
REVIEWS WHAT’S ON THE MARKET

REVIEWSQUARTERLY

Real Kombucha

This is a light, tart, 
refreshingly carbonated 

brewed using the same 
fermentation methods  

wines and craft beers.
Founder David Begg 

believes 2019 is the year  
for kombucha. He said: 
“Pre-2018, very few people 
knew what it was in this 
country. People are drinking 
less alcohol and consuming 
more consciously than 
ever before. We brew 
our kombucha as a 
sophisticated, exquisite 
alcohol alternative.”

TOP FEATURES
• 

• 

 

 

• 

RRP £4.00-£4.50  
Real Kombucha says  
on-trade customers can 
expect 60-75%  
gross margins  
(dependent on wholesaler 
and menu price)
www.RealKombucha.co.uk

www.fentimans.com
www.realkombucha.co.uk
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Lo Bros Organic 
Kombucha

A refreshing, sparkling soft 
drink with antioxidants and 
100million+ bio cultures 
per serve to ‘help boost 
the immune system and 
promote a healthy gut’. 

and small-batch brewed, 
kombucha is made with 
organic oolong and green 
tea, hand-crafted  
and fermented, with  
added organic fruits,  
roots and spices.

Lo Bros general manager 
Dom Dalton wanted a soft 
drink to suit his active 
lifestyle. “Like so many 
people in the UK, only  
water seemed to provide  
a genuinely healthy option, 
but I wanted something 
more interesting,” he 
explained. “Lo Bros 
Kombucha is low in sugar 
yet packed full of powerful 

are incredible and diverse.”

TOP FEATURES
•  

 

•  

Wholesale case  
of 12 £17.14 / RRP £3.50 
www.LoveKombucha.co.uk 

Meeting the demand  

Swedish Löfbergs has  
a ready-to-use ICE and  
Cold Brew range.

Designed with the busy 
bar in mind, the single-serve  

from fridge straight or in 
mocktails and cocktails.

TOP FEATURES

• Lö
 

• 

Boost
•  

 

 

Wholesale unit price 
from £0.78-£0.99  
(RRP £2.00-£2.50)
www.Lofbergs.co.uk 

Fever-Tree: 
Refreshingly Light

Taste and quality are  
at the heart of Fever-Tree 
products, which appeal to 
non-drinkers and those 
looking for low calorie 
options, says the company, 
which as the ‘world’s leading 
premium brand mixer’  
has been instrumental  
in improving serve quality  
and ultimately margins  
for the on-trade.

Fever-Tree’s range allows 
customers to “create 
exciting non-alcoholic 
serves with the same 
drink experience and 
sophisticated taste  
of an alcoholic premium 
spirit and mixer serve. 
Keeping serves simple  
and elegant with a garnish 
that is chosen to highlight 

enables non-alcoholic 
drinks to hold their own.”

TOP FEATURES
• 

•  
 

Please check  
with your supplier  
for accurate pricing
www.Fever-Tree.com

Lurvill’s Delight 

Lurvill’s Delight is a range  
of ‘craft-style botanical sodas 
created in the Rhondda 
Valley at the end of the 19th 
century and re-imagined for 
the 21st century’.

They were recreated  
by Dave Steward after he 
became frustrated by the 
choice of non-alcoholic 
drinks. He said: “If you 
asked for a non-alcoholic 
drink, it was like being a 
second-class consumer. You 
shouldn’t be left wanting 
just because you choose  
not to drink alcohol.”

TOP FEATURES

• 

• 

• 

• 
 

• 
 

• 

Wholesale  
Case of 12 £12.95  
(£1.08 per bottle)  
RRP £3.20-£3.50
www.LurvillsDelight.com 

www.lurvillsdelight.com
www.fever-tree.com
www.lofbergs.co.uk
www.lovekombucha.co.uk
www.bii.org
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Ice Cube Tea

Hailed as a ‘smart 
alternative’, Ice Cube  
Tea produces a range  
of delicate refreshing 
drinks, using traditional 
black tea and green tea.

TOP FEATURES

•  
 

•  
 

• 

• 
 

•  
 

Trade price £15-£12  
a case (£1.25 per bottle) 
275ml RRP £2.00-£2.20
www.IceCubeTea.co.uk

Lo Bros  
Living Sodas

In addition to its kombucha 
range, Lo Bros said it has 
reinvented classic soft 
drinks with a probiotic kick 
with its Living Sodas range, 
which contain kombucha, 
apple cider vinegar, a blend 
of living organisms with 
botanicals, herbs, spices 
and natural fruit juice.

TOP FEATURES
• 

• 
 

in Berkshire
• 

• 

Wholesale case of 12 
£17.14. RRP: £3.50
www.LoveKombucha.co.uk 

BITTERSWEET RASPBERRIES
The tartness of the cranberries and raspberries combined with  
the refreshing bitter lemon make this a drink to awaken the senses

For Britvic advice and ideas, visit www.SensationalDrinks.com  
or call: 0345 7581781 

Ingredients
•  

•  
 Bitter Lemon 

•  

• 

Drench  
Mandarin & 
Lemon

A citrus addition to Britvic’s 
popular Drench range.
This is a ‘bold tasting juice-

with spring water, without 

preservatives, colours or 

Russell Goldman, 
commercial director, 
foodservice and licensed  
at Britvic said: “With the 
out-of-home market 
continuously growing  
and becoming increasingly 
competitive, innovation 
within the soft drinks 
category is key... [this] is  
a delicious addition to a soft 

 
low calorie option that 
tastes great.”

TOP FEATURES
• 

MRSP: £1.39
Reader enquiries to Britvic 
customer services  
0345 7581781

Method
•  

•  

• 
• 
•  

Nitro  

Paddy & Scott’s believes its 

revolutionise the bar scene.
Black Nitro Cold Brew 
is a zero fat and calorie 

and mixer, ideal for 
mocktails and cocktails. 
It’s made using 100% craft 

24-hours and then infused 
with nitrogen.

Scott Russell, CEO and 
founder of Paddy & Scott’s 
said: “With Sexy Black Nitro 
Cold Brew we’ve created  
a drink that gives 
bartenders a delicious, 
easy and fun drink that 
customers will love.”

TOP FEATURES
• 

Wholesale £1.15 per 
200ml can (cases of 24)  
RRP £2.50
www.PaddyandScotts.co.uk 

www.icecubetea.co.uk
www.paddyandscotts.co.uk
www.lovekombucha.co.uk


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=37&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=d914e6615b214bcaca911ce88d618762
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BII’S STRENGTH IS IN THE DIVERSITY OF OUR MEMBERSHIP: OVER THE NEXT  
SIX PAGES, WE MEET THREE MEMBERS FROM VERY DIFFERENT BACKGROUNDS  

WHO ALL SHARE A LOVE OF THE INDUSTRY

Meet
MEMBERS

Holding on to permanent staff 
can be hard for pub operators 
due to the seasonal nature 

of hospitality, but The Lodge in 
Tuddenham, Norfolk, seems to have 
avoided this trend. Not only has Vikki 
Hunt been the landlady at The Lodge 
for 12 years, she benefits from a stable 
and long-standing senior team, with 
head chef Mark Charles joining in  
2015 and manager Sophie Watson  
in the business for more than a decade. 

“We are very lucky to have low staff 
turnover at The Lodge, meaning our 
customers get to know the staff, which 
is so much nicer than going to pubs 
where it’s a different face each time. 
My manager there, Sophie, has worked 
for us for over 10 years which is great 
- she knows as much about The Lodge 
as we do.” 

Not content with success in 
just one pub, Vikki has also been 
running The Fox in Lyng, Norfolk, 
for the past five years. It’s as the 
landlady of this award-winning 
venue that Vikki has entered the 
BII Licensee of the Year Award  
(LOYA) 2019.  

Teamwork plays a vital part 
in ensuring that both venues run 
smoothly and is the ethos  
of Vikki and her husband, Gavin. 
And it has clearly had a positive 
impact on staff retention, but also 
on engagement across the board.  

“I love the fact that both teams  
in both pubs get on so well, it creates 
a real happy feeling which definitely 
comes across to the customer - it 
really does feel like a family. I always 
maintain I don’t want anyone coming 
to work and feeling like it’s a chore,  
I want them to be positive about 
coming in and if that means it’s a fun 
place too, then all the better.   

We encourage all of the staff to be  
open with ideas for the business, it 
really does help to make the staff take  
ownership of where they work. When 
they come up with ideas, they are 
allowed to develop them and run  
with them and this creates a feeling  
of inclusion within the business.  
They are all proud to tell people where 
they work.” 

 
VIKKI HUNT FBII
VIKKI HUNT FBII RUNS TWO PUBS IN NORFOLK WITH HUSBAND 
GAVIN, THE LODGE AND THE FOX, AND IS REAPING THE 
BENEFITS OF HAVING A GREAT TEAM AND CLEAR BUSINESS 
STRATEGY, WRITES BII’S REBEKAH DAY

BII provides  
great backup -  
it felt like  
the reassurance  
I needed”

“



V I S I T  B I I . O R G

M
E

E
T

 T
H

E
 M

E
M

B
E

R
S

 /
 3

5 
W H O  W E  A R E

Vikki Hunt FBII

 

 

BEST THING ABOUT  
MY BUSINESS: 

 

WHAT I LOVE BEST ABOUT 
THIS INDUSTRY: 

THE ONE THING I’D TELL  
MY YOUNGER SELF 
STARTING OUT: 

 

HOW I LIKE TO RELAX 
WHEN NOT WORKING: 

 
 

on a couple of occasions over the years  
for advice with staffing issues and  
I use the Contracts Builder for all the 
staff I take on,” says Vikki. 

“I have also used some of the BII 
Marketplace businesses for preferential 
rates on items such as card processing, 
and so on.” 

Glowing online reviews of The Fox, 
particularly on TripAdvisor, Facebook 
and Google, teamed with Vikki’s focus 
on continued business improvement, 
make her application a perfect fit for 
the LOYA competition - the most 
rigorous of its kind in the industry. 

While the competition process 
could look daunting to anyone, Vikki 
has a tried and tested method for 
dealing with pressure in her daily life 
as a licensee that will no doubt come  
in handy over the coming months…. 

“The swan effect. Regardless of 
what’s going on behind the scenes, 
out front at the pub we must continue 
to ‘glide.’ A very good friend and 
businessman told me I had to learn 
that no matter what happens you must 
realise its only like a ripple in a pond. 
In a relatively short space of time the 
ripples disappear and it’s calm again,”  
she explains.  

“I now apply this to everything. 
Instead of panicking over situations, 
which at the time can seem bad, such 
as a member of staff leaving with no 
notice, I think of it as a ripple!” 

Confident in her business judgement  
and understanding of local values, 
Vikki recently made a daring move 
with her much loved fine-dining pub.  

“After 10 years we felt we needed 
to give The Lodge a more defined 
direction, so we researched the area 
and analysed our sales and it was clear 
that the most popular items were the  
everyday choices. So we re-branded as 
a ‘griddle & grill’ - we now specialise  
in ribs, steaks and burgers and have  
a minimum of 12 burgers on the menu 
at any one time!”  

This re-branding was a success, 
attracting a wider customer 
demographic and increasing turnover 
“by 50% over the last two years”, with 
a noticeable increase in wet sales too, 
she says. 

Vikki has been with the BII since 
2011 and is very vocal about the 
benefits that the membership brings.  

“When I first decided to buy my 
own pub, it was suddenly a very scary 
feeling to realise you then had total 
responsibility for everything and 
everyone. I came across the BII when 
looking online for advice. The BII 
provides great backup and it felt like  
the reassurance I needed.

“I did various BIIAB training 
courses when I first became a licensee, 
which were a great way of learning 
and also meeting others in the industry  
locally. I have used the legal helplines 

www.bii.org
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M E E T  T H E  M E M B E R S

Husband and wife team 
Danny and Tara Adams 
scooped up not one, but two 
accolades at Wadworth’s 

‘Best of the Best Awards’ in 2018. This 
included the coveted title of ‘Best 
Tenanted Business Partners’, which 
recognised their hard work running 
two thriving Wiltshire pubs - The 
Greyhound in Chippenham and  
The George Inn in Sandy Lane. 

Tara explains that while trained chef  
Danny runs the kitchen and business 
operations of the venues, she relies on 
her experiences of family-run pubs 
and working in luxury retail to deliver 
a first-class front-of-house experience 
to patrons.

“It’s in the blood, I’m a fifth 
generation publican! I also used to 
work in Harrods, where I was at the top  
of my game for sales, and have always 
found it quite easy to welcome people 
and offer great service,” she says.

Following the success of both venues,  
the Adams have begun considering 

whether to add another pub to their 
portfolio, a huge step at any point in 
a publican’s career, with some key 
questions needing to be addressed 
while exploring the possibility  
of taking on another site, says Tara.

“First you’ve got to assess the 
potential business: what’s its location? 
What’s its demographic? How far away 
is it from your current pub?

“Our second pub was only  
two-and-a-half miles away and a lot  
of people said: ‘Oh gosh only two-and-
a-half miles away? You’ll be taking your  
own trade!’ But we haven’t. We’ve 
increased the trade at The Greyhound 
and we’ve increased it at The George 
Inn – which was closed for nine 
months. It’s about putting the right 
product in that establishment.  
The Greyhound is very different  
to The George,” she explains.

The background research the Adams  
undertook while they formulated  
a business plan for The George 
Inn proved vital when it came to 

MEET... 
TARA & DANNY 
ADAMS  FBII

TARA AND DANNY ADAMS FBII ARE AN AWARD-WINNING 
PARTNERSHIP WITH EACH FOCUSED ON THEIR OWN SPECIAL 
AREA OF EXPERTISE, REPORTS BII’S REBEKAH DAY 

Tara & Danny Adams 
FBII were winners in the 
Wadworth ‘Best of the Best 
Awards’ 2018
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Tara & Danny  
Adams FBII

Wadworth tenants, the couple 
scooped two accolades in the 
company’s annual Best of the Best 
Awards; Best Tenanted Business 
Partners Award, and Best Retail  
and Digital Marketing Pub of the 
Year in 2018 having ‘transformed 
The George... and [for] creating  
a fantastic customer experience”.
 

BEST THING ABOUT  
MY BUSINESS?
‘I love having my own business  
and I love welcoming customers 
every day.’ 

WHAT I LOVE BEST ABOUT 
THIS INDUSTRY? 
‘I love it when we take on  
an apprentice or person that may 
have had a bit of a tough experience  
in the trade and then nurturing 
them – seeing them go from 
strength-to-strength.’

THE ONE THING I’D TELL  
MY YOUNGER SELF 
STARTING OUT: 
‘You have to do your research, you 
have to have the right team in place, 
and you must work really hard. It’s 
as simple as that, it’s not rocket 
science.’  

HOW DO I LIKE TO RELAX?
‘We recently went on a skiing 
holiday!’ 

The Greyhound, as strong as ever, it’s 
easy to see why the Adams are eager  
to take on their third venture. Tara is 
also quick to point out that the success 
of these operations relies on more than 
just her and Danny’s business insight.

“Just the two of us managers can’t 
pull it off, we need the team. That 
would be my advice to any publican 
– to treat everybody well. If you’re 
washing up or if you’re a manager, 
everybody should be treated with  
the same respect. You can’t produce 
great food if someone isn’t washing  
up your plates to a high standard.”

While the recent awards and 
glowing online reviews are proof 
alone of a job well done, the Adams 
are determined not to rest on the 
reputation they’ve built, with Tara 
pointing out how important their 
shared BII membership is when 
evaluating the business.

“You can’t just think ‘well this is 
working’ and then leave it. To inspire 
the business and stay fresh we don’t 
just stay insular and look locally.  
The BII is the backbone of the industry, 
you can get huge support – God forbid 
we ever need legal support – but it’s 
there! You can also read-up and keep 
up-to-date with things in the articles. 

“As a little country pub, it’s 
important to keep your finger on the 
pulse. BII keeps you up-to-date with  
the industry and what’s going on 
outside of your little bubble.” 

introducing a controversial menu 
to the pub that not everyone was 
convinced by.

“The George is idyllic on the edge  
of Lacock, which is quite a touristy area,  
with chocolate box houses and thatched  
cottages. It’s quintessentially English. 
So when we said we were putting in  
a carvery, a lot of people thought 
‘what?’ But it has worked! Since  
opening we do over 100 meals a day.”

Tara continues that while the 
concept of a carvery meal might not 
have seemed obvious when glancing  
at The George Inn’s setting, the key  
to its success was carefully evaluating 
what customers in the area would 
value and making that accessible.

“It’s not far from Chippenham  
and Devizes so we get a lot of business 
people and we needed to provide them 
with a quick lunch – so we thought 
about putting the carvery in. 

“It’s also so ‘chocolate box’ pretty 
that tourists want to stop just to 
take photos of the houses. The local 
‘Bromham veg’ is renowned for its 
quality all over, so we’ve made it  
quite an upmarket carvery - not like  
a chain restaurant. We decorate it  
with flowers, while our meat, like  
the pulled pork and turkey, is from  
a couple of villages away and 
everything is good quality.”

With upwards of 100 meals being 
served each day at The George Inn  
and local adoration for the flagship, 

Success, says Tara Adams, is as 
much about the team as it is 
the licensees: ‘My advice to all 
publicans – treat everybody well’

www.bii.org
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Born in Barbados, Trevor 
Headley – more usually known 
as Buddy Love - turned his 

love of Caribbean food into a popular 
catering business, servicing weddings 
and events, but found that it quickly 
outgrew his home kitchen.

The seasonal nature of catering and 
a need for a commercial kitchen led 
Buddy to the idea of setting himself 
up in a pub. “I needed a commercial 
kitchen and a winter cash flow, as the 
business was seasonal, so I came upon 
the idea of renting a kitchen in  
a drinks-led pub,” he says.

MEET... 
BUDDY LOVE 
WITH HIS PASSION FOR CARIBBEAN FOOD, BUDDY LOVE MBII 
AND WIFE KATE ARE LIVING THE DREAM AT THEIR NEW PUB 
VENTURE, THE FLYING FISH IN IDYLLIC RURAL SOMERSET

While bringing food into  
a traditionally wet-led pub might  
have raised eyebrows, it proved to be  
a masterstroke for Buddy: “Within  
six weeks the pub was packed with 
diners and I realised if I could turn  
this pub around, then I could do it 
with my own.”

Buddy took on a tenanted pub with 
Fuller’s and with training, developed 
his skills as a licensee before finally 
finding his dream venue, a country inn 
with accommodation and a wedding 
barn nestled in Somerset’s idyllic rural 
South. “We have the most amazing 
sunrises over our accommodation as 
well as breath-taking sunsets over the 
Blackdown Hills seen from our pub 
conservatory and garden.”

Buddy wasted no time in putting 
his mark on the pub, renaming it 
‘The Flying Fish’ (a nod to the iconic 
fish from his native Barbados) and 
introduced delicious Caribbean food 
to the pub menu. 

Stepping into an established venue 
with an existing team of staff, but 
wanting to take it to the next level  

of success, is what prompted Buddy 
to join the BII. 

“I have used the ‘Staff Contract 
Builder’, which has saved me  
a lot of headaches as well as 
costs, compared to purchasing  

a template. I have also used the 
legal advice team a couple of times, 

when I bought the pub, as there 
were staff who didn’t have contracts 
but who had worked for the previous 
owner for over 10 years. 

“BII benefits are worth their weight 
in gold,” he says.

Although the task of running 
his first venue, re-branding it and 

taking on a team of staff might have 
sounded daunting to some, Buddy 
was confident that the lessons he had 
learned from previous employers 
could be incorporated into a successful 
business plan at The Flying Fish.  
“I used to manage a hotel in Barbados, 
which was owned by an American 
lawyer. He once told me ‘it’s not what 
is coming into a business (the income) 
that you have to worry about, it’s what 
is going out (expenses). Since that day  
I have always kept a close eye on the 
costs of everything.” 

Buddy explained this has been 
particularly important for managing 
the accommodation at his pub, 
where the uncertainty of having 
guests book (and indeed show up) 
needs to be factored in alongside cost 
management. 

“Our accommodation can be 
booked on all the usual platforms in 
minutes. Not having too much linen 
sitting in stock, versus not having 
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American visitors from Stonehenge  
to us for lunch, en-route to Exeter.”  

With Buddy always keeping an eye 
out for ways to diversify his business 
and attract new customers, there’s no 
doubt that there’s plenty more to come 
for The Flying Fish. 

And he’s always happy to share the 
story behind how he earned the name 
Buddy Love over a pint and perhaps  
a place of jerk chicken in the bar!

 
www.facebook.com/FlyingFishSomerset  

www.theFlyingFishSomerset.co.uk  

Buddy Love  

 

WHAT’S THE BEST THING 
ABOUT YOUR BUSINESS? 

 
 

WHAT DO YOU LOVE BEST 
ABOUT THIS INDUSTRY?  

 

 

 

THE ONE THING I’D TELL  
MY YOUNGER SELF 
STARTING OUT: 

 

HOW DO I LIKE TO RELAX?

enough to cope with sudden bookings, 
requires creative thinking to keep 
costs manageable.”

Fortunately, applying creative 
thinking in the pub business comes 
naturally to Buddy, who recently had  
a brainwave while caught in a traffic 
jam. “Crawling pass Stonehenge at 
two-miles-an-hour, I noticed the 
large number of visitors and I thought 
to myself ‘they must be having 
lunch somewhere’. So we have just 
secured a contract with a large tour 
company which will be bringing North 

“I USED TO MANAGE A HOTEL IN BARBADOS, 
WHICH WAS OWNED BY AN AMERICAN LAWYER. 
HE ONCE TOLD ME ‘IT’S NOT WHAT IS COMING  
INTO A BUSINESS (THE INCOME) THAT YOU HAVE 
TO WORRY ABOUT, IT’S WHAT IS GOING OUT 
(EXPENSES).  SINCE THAT DAY I  HAVE ALWAYS 
KEPT A CLOSE EYE ON THE COSTS OF EVERYTHING”

Kate and Buddy have 
transformed The Flying 
Fish and describe their 
vision as wanting to give  
locals and visitors the 
warmest of welcomes, 
whether they’re 

or celebrating their 
wedding

www.bii.org
www.theflyingfishsomerset.co.uk
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V I E W P O I N T

Kenny Blair

W 
hen it comes to hospitality there is no 
disputing that people are at the centre 
of every business. In a sector that, more 
than most, has an end product that is all 
about how you ‘feel’ and where customers 

invariably leave your premises with no more than a full 
belly and a lighter wallet, there is no doubt that the many 
person-to-person interactions have a critical effect  
on the successful outcome of the customer experience and 
therefore the success of the business.

So, who is most important in your 
business? Is the customer king (or 
queen) or do you believe, like us,  
that your people, your staff, should  
be top of the tree?  

We have doubled the size of our 
business in the last few years and 
when we set out the vision it was 
quite simple - £20m in sales and ‘World Class’. 

We have always been a people-focussed business and 
have always been proud of our reputation, which included 
winning some industry awards for our people-related 
endeavours. However, we decided that if we were going to 
build a business of any type of scale and quality we would 
have to start being ‘World Class’ in the way we engaged and 
managed our people. 

That was back in 2015 and it was the following year that 
we decided to enter the Sunday Times ‘100 Best Companies 

to Work For’ just to see where we fell short of the mark  
and to understand better what we had to work on. There  
are no judges or sponsors, just a confidential survey of your 
people, and I was ecstatic to find out that we were on the list 
for 2016 - and I’m happy to report that we have remained 
there ever since. 

I am really proud to be able to say that we are on the 
Sunday Times’ list and I am delighted to be alongside other 
hospitality businesses, which no doubt feel the same way  

as we do about people.
Our new vision for the business  

is £40m in sales and ‘World Class’. 
As we pass through the 500 staff 

mark and see 1,000 on the horizon, 
we have a number of areas that we 
are targeting to be ‘World Class’, 
including amongst other things, 
customer satisfaction and labour 

productivity, not to mention profitability. But our people 
will still remain top priority.

I am passionate about making hospitality a great 
industry to work in and helping to shine a light on how 
great the industry can be as a place to work, along with the 
many rewarding careers that are available. 

Some of our recent initiatives have included improving 
the work-life balance of our people by: reducing the 
working week without loss of pay; paying overtime up to  
a limit then giving time back in lieu; making sure our 

“IF YOU COULD PUT 
YOUR PEOPLE CULTURE 
ON THE BALANCE SHEET 
IT WOULD BE VERY 
VALUABLE INDEED”

ARE YOU A HOSPITALITY BUSINESS THAT EMPLOYS PEOPLE,  
OR A PEOPLE BUSINESS THAT RUNS HOSPITALITY VENUES?  
ASKS KENNY BLAIR MBII



V I S I T  B I I . O R G

V
IE

W
P

O
IN

T
 /

 4
1 

people can plan their 
life outside of work by 
publishing schedules 
early, or allowing them 
to request regular 
weekly time off that 
they can rely on.

We have also 
launched a well-being 
programme to educate 
and assist in the mental,  
physicaland financial health of our people and have 
engaged with schools to educate and inspire the 
workforce of tomorrow. 

This is all on top of the training you would expect  
of a company like ours, along with aspirational careers  
with salaries to rival the teachers, police and at the senior 
level, even doctors.

What about the cost of all this? It is true that there is  
a cost but sacrificing a little short-term profitability for 
long-term success is surely a good investment? 

Apart from the Sunday Times survey we measure  
staff engagement every six months and - if I can appeal  
to the accountants reading this - I can tell you that over  
our estate of 11 venues that there is a direct link between 
staff engagement and profitability! 

We still have a lot to do and I can see the roadmap for  
the people side of our business stretch out in front of me.  

To assist in realising the vision, 
we are currently searching 

for a ‘people development director’ who will be the most 
senior person in our business. In fact, if we were to start 
our business all over again, I would make this position the 
first appointment because I believe had we done this, the 
business would be twice the size it is now.

We need to do more as an industry to promote ourselves 
as a great place to work with rewarding and well-paid 
careers, with employers that care about the development 
and well-being of its people.  

If you could put your people culture on the balance sheet 
it would be very valuable indeed and I would argue 
that any business that puts its people as a priority 
will be around for a long, long time. 

KENNY BLAIR MBII is managing 
director of Buzzwork Holdings, 
which he runs with siblings Colin and 

Alison (pictured left). Buzzworks is 
one of Scotland’s fastest growing 
independent restaurant and bar 
operators, managing 11 venues 
across Ayrshire and beyond.

development.

Sunday 
Times  

For’ in the UK.

www.bii.org
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V I E W P O I N T

“
W 

hen I first joined the industry (1979) it was 
life before ‘PowerPoint’. There were hardly 
any visual aids, indeed my one ambition 
when addressing my Midlands LVA Officials 

was could I get through my report and keep Dave the 
Darlaston rep from falling asleep.

At one joint Brewers Licensees meeting in 1987 he turned 
up sporting a BII members tie. In walked the guest speaker, 
the new BII Director. "Hello, my name is Keith [Hudson], 
but you can call me Brigadier." 

He spots Dave and after greeting him, asks where is his 
pub. "It's the Spread Eagle in Darlaston Green," replies Dave. 
"Sounds picturesque," observes 
the Brigadier, who instantly 
demonstrates he has never been 
anywhere near Darlaston!

Later the Brigadier is making 
his speech when he argues that 
if one word sums up the British 
Institute of Innkeeping, that 
word is professionalism. He then 
adds: "I am sure you would agree, 
colleague," looking over to Dave, 
who was of course out for the count, 
snoring his head off.

Whether it was because I was  
a tad embarrassed or not, that's  
the day I joined the BII. 

Ten years later I became the BII’s first membership 
director and set out to create an organisation that publicans 
wanted to join to give themselves more chance of being 
successful in business. 

I also wanted what are now called ‘networking events’, 
where members could meet, obtain knowledge and listen 
to new ideas. A former BII Staffordshire Licensee of the Year 
Award winner, Chris Lewis CBII, when asked what was the 
secret of his success he replied it was coming to BII events and  
taking other peoples ideas and making them work better. 

It all went rather well, that is before the banks collapse/
recession of a decade ago. However has anything really 
changed? Where do you go for legal, HR and business 
advice? If you’re a tied licensee, where can you obtain 
the best guidance for rent review procedures or the new 
statutory code legislation? 

It seems that you can pay shed loads out to individuals 
with few or no qualifications, or take advantage of the free 
BII helpline. If you do you will inevitably speak to CEO Mike 
Clist and he has had even more experience than I have!

The plight of a UK licensee is very different from the 
1980s. Pubs then sold serious volumes of beer. Bass’ Mitchell 

& Butlers even had a 1,000 Barrel  
(36 gall) club. 

John Runcorn in a back street 
Coventry pub with no car park,  
‘The Earlsdon Cottage’, once 
managed to sell 2,400 barrels 
of beer in a year - that’s almost 
700,000 pints! The pub was one of 
my favourites in my student years 
and on the Open Mike night I would 
attempt my own rendition of the 
theme song from ‘Blazing Saddles’. 
People could still smoke in the bar 
then so I always wondered why, when  
I was singing, they went outside.  

Rents as a percentage of turnover 
were almost half of what they are today. Publicans made 
money, had expensive cars and people wanted to take 
tenancies or become managers. The old Marstons in Burton 
had a two-year waiting list. I cannot comprehend why, 
when you look at a current landlord company’s vacancies 
list, they now seek half of all the profit for rent on  
the assumption that whoever takes the pub is going to  
out- perform a declining market by between 30 and 50%. 

I once undertook an analysis of a local company’s 27  
pubs to let within 10 miles of my house (I live in a village).  

“I ONCE UNDERTOOK 
AN ANALYSIS OF A LOCAL 
COMPANY’S 27 PUBS TO LET 
WITHIN 10 MILES OF MY 
HOUSE. THE PROSPECTIVE 
27 PUBLICANS HAD TO 
INCREASE TRADE BY ON 
AVERAGE £2,000 PER WEEK 
NET, IE,  £2.808M A YEAR 
JUST TO SURVIVE. 
WHAT NONSENSE.”

Phil Dixon

HAVING REACHED 65, BECOME AN OAP AND OBTAINED HIS FREE  
BUS PASS PHIL DIXON CBII HAS DECIDED TO TAKE THINGS EASIER, 
HERE HE REFLECTS ON THE DAY HE JOINED THE BII
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”

The prospective 27 publicans had to increase trade by on 
average £2,000 per week net, ie, £2.808m a year just  
to survive. What nonsense. 

Here in lies an issue that if you put a ridiculous offer  
into the market place usually on a contracted out agreement 
where the person taking the pub has to sign away all 
their rights, what will be the calibre and skill set of the 
individual who signs up to such a deal? Not that great,  
I would suggest. 

Family brewers who still offer secure L&T protected 
agreements and take pride in the quality of their estates 
should be shouting from the rooftops to attract  
the best potential licensees of tomorrow. 

The BII was not formed to contribute to the dumbing 
down of the sector. For current members the situation 
has not changed as you need to constantly try to improve 
standards and your offer in line with market trends. When 
I walk into a BII member’s pub in the month of September 
and I am greeted by a promotion to book my Christmas 
table with a new Gin and Vegan menu alongside, I know that  
this licensee member will be around for some time to come. 

So always seek to improve and remember you pay  
for membership benefits so use them. 

"I have known Phil for over 20 years and 
it's true to say that during this time he has 
been not only a great colleague but more 
importantly a wonderful friend. It has been 
a pleasure working with him."

MIKE CLIST, CEO, BII

JOHN MELIA, CLIENT DEVELOPMENT  
DIRECTOR, BII (2000-2014) 

JOHN MCNAMARA
CHIEF EXECUTIVE BII (2000-2017)

TOM RICHARDSON CBII
INDEPENDENT CHAIR, BIIAB

"I met Phil in the very early days of my 
time at BII and knew straight away that 
we would get on. He is, and always will be, 
a real character combining a good brain, 

practical jokes that is legendary! I quickly 
learned to respect and appreciate his deep 
understanding of the industry, but most  
of all, I saw him as an indefatigable 
defender of front-line licensees – someone 
who would always go that extra mile to 
help, advise and often mediate on behalf  
of the BII's members."

"Phil has been a great supporter of the BII in both  
his recent guise as an advisor and in his earlier role  
as membership director. He has been a voice of reason  
and restraint, trusted by both licensees and pub cos, 

 
the two sides, using his vast knowledge of the industry 

He will be sorely missed in the pub industry.  
On a personal level, I am proud to call him a friend."

"Phil is universally liked and respected across the entire 
pub industry. He knows that individual publicans are 
the backbone of the industry and he works unceasingly 
to help and protect them – and many licensees have 
cause to be thankful to him. He is also a lovely man  
and great company. Give him a pint and a barstool and 
he will surely put the industry to rights for you. We all 
owe him more than can be said in these few words 
and will miss him in his well-earned retirement."

TIME FOR A FEW WORDS  
FROM COLLEAGUES…

www.bii.org
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Paul Dickinson

A 
h – the traditional Sunday Roast.  
Is there a better meal in the world? 
And is there a better opportunity for 
the pub? The Sunday roast is one  
of those meals that is actually quite 
time consuming and challenging to 

cook at home – especially if you are trying to cater 
for a large family at all different ages, yet for the pub,  
it can be quite simple – particularly if you have a well  
organised kitchen and an engaged kitchen team.

At Fuller’s, where I’m lucky enough to be 
director of food, Sunday roasts are worth  
£16 million every year – so it’s definitely an area 
that is worth spending some time on. A Sunday 
roast puts the ‘Great’ back into Britain and is a way 
of encouraging families to eat together – which is 
something I believe is of the upmost importance. 
Family values at Fuller’s run deep!

It’s not all plain sailing though – running  
a perfect Sunday lunch service involves a high degree  
of planning, training and great communication 
between front- and back-of-house. It’s also the one 
meal where your customers can be very unforgiving 
when it comes soggy Yorkshire puddings or roast 
potatoes that aren’t crispy, so you need to plan and 
prepare – and get your customers to do the same.

At the risk of being patronising – and I’m sure  
I don’t need to tell you this as BII members you are 
already among the best licensees in the country 
– set your serving times and work out how many 
covers you might be able to do. And encourage 
people to book – but make sure you allow them 

enough time to enjoy their meal. 
And have some puddings ready  
too. It is one of those meals where 
you can always guarantee that 
someone is going to want crumble 
and custard afterwards. 

SUNDAY ROASTS REMAIN BIG BUSINESS FOR PUBS AND REMAIN 
POPULAR THROUGHOUT THE YEAR, WITH BRITISH BEEF AND SPRING 
LAMB VERY MUCH IN SEASON, FULLER’S DIRECTOR OF FOOD  
PAUL DICKINSON GIVES HIS TOP TIPS FOR THE PERFECT LUNCH

“A SUNDAY ROAST PUTS THE ‘GREAT’ BACK INTO 
BRITAIN AND IS A WAY OF ENCOURAGING FAMILIES 
TO EAT TOGETHER – WHICH IS SOMETHING 
I BELIEVE IS OF THE UPMOST IMPORTANCE”
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TOP TIP

Undoubtedly the most  
popular time for roasts 

is August to April, but I’d 
recommend advertising your 
roasts over the summer too, 

eg, use your A-board  
to promote ‘Roast lamb  
& selection of salads on 

Sunday’. There are people  
who always want a roast. HERE ARE MY TOP TIPS  

FOR SUNDAY LUNCH:
KEEP IT SIMPLE
You don’t need to offer turkey, chicken and goose – stick 
to the basic beef, lamb, gammon, one poultry and an 
interesting veggie option like a Veggie Wellington. Three 
types of veg is fine – and have all your condiments ready  
to go in advance – mint sauce, horse radish, apple sauce  
and mustard. You find some places that still want to serve 
mash and roast potatoes. Why? Nothing beats a great 
crispy roast potato – so stick to just roasties, but do them 
brilliantly. Alongside this, have one or two very easy  
to do options for those who just can’t face a massive  
meal – a simple fish or a pasta dish works well.

KNOW YOUR CUSTOMER
If you are a destination pub with a big car park, you are 
likely to have larger family groups than a high street pub in 
a university town. If you are getting a lot of elderly diners, 
offer a smaller portion size. Many pensioners can’t eat the 
same size meal and are actually put off when a huge plateful 
arrives – but they don’t want to order off a kids’ menu. You 
don’t need to scale the price down in line – they will often 
pay to enjoy it, so make it slightly smaller with slightly less 
meat and offer it at a couple of pounds discount.

MAKE SURE YOU KNOW THE LAW
If you are keeping things hot during service, ensure you  
are following the legal guidelines on temperature and that 
you know all your allergens. If you are making gravy from 
scratch, make sure you haven’t inadvertently used something  
that has a listed allergen in it – for instance, the juice  
from dish that has mustard in it. If you have any doubts,  
the FSA (Food Standards Authority) is a helpful source  
of information. And don’t be scared of your EHO – they are 

there to advise not  
just measure. And  
the golden rule – 
manage your stock 
rotation. First in, first out every time.

CHOOSE YOUR SUPPLIERS WISELY
Choose your suppliers and make sure the price you are 
paying matches the price you can sell at. If your customer 
base is price sensitive, there’s no point in sourcing rare 
breeds from a boutique farm if you can’t make the margin. 
And where you can – buy fresh to freeze. That way, you can 
freeze your leftovers – but if you buy frozen and have to 
defrost, you have to bin those leftovers.

TRAIN YOUR KITCHEN TEAM
Train your kitchen team – and keep them engaged. Your 
KP might have a secret ability to make the most amazing 
gravy, so if they are showing an interest, invest in them. 
Encourage your head chef to take time to build the team 
around him or her and fuel their enthusiasm. The Chef 
Apprentice programme at Fuller’s is amazing and I love 
seeing the ideas they come up with – the way they bring 
their young minds to bear on traditional dishes. If you 
watch Masterchef, how many times do you hear Monica  
or Marcus Waring say “I’ve never seen x with y before”  
– I bet they have both stolen their fair share of ideas from 
unsuspecting contestants.

LISTEN TO YOUR CUSTOMERS
 TripAdvisor might allow people to hide behind their online 
anonymity – but if someone gives you feedback and it’s bad, 
ask yourself if it’s fair and if so, address it. And if someone 
gives you feedback and it’s good, use it – whatever it is! 
Remember the law of unintended consequences – Tarte 
Tatin was created when two sisters burnt an apple  
tart – and now it’s a worldwide famous dish! 

www.bii.org


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=29&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=3893061cd664560dad44f5b5817e3433
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OWN YOUR GOOGLE 
BUSINESS LISTING… 
You may have seen a news 

story recently about Hornsea School 
and Language College in West 
Yorkshire, a school that, according  
to its website, gets a regular Good 
result from OFSTED, sits in the top 
25% of A-Level results nationally  
and states that it is “Actively Working 
To Broaden Horizons”.

If you’d looked it up on Google Maps 
in early February, however, it was listed  
as Hornsea Prison & Hell On Earth.

What happened was that an 
individual, perhaps a disgruntled 
student, had gone on to Google and, 
because the property’s business listing 
wasn’t claimed, was able to make  
the change. 

SO ASK YOURSELF THIS 
QUESTION: IS YOUR PUB’S 
GOOGLE LISTING CLAIMED?
It’s very easy to check. Visit Google 
and search for your business: the 
Google Card will come up, detailing 
everything about your business and, 
if not claimed, there will be options: 
Suggest An Edit or Own This Business?

Licensee of the Year Award  
2018 winners, Alex and Tanya  

Williams at the Polgooth Inn have  
claimed their Google listing

Mark Daniels

HAVE YOU CLAIMED YOUR PUB’S GOOGLE LISTING?  
IF NOT, NOW’S THE TIME TO ACT, SAYS MARK DANIELS, 
DIGITAL TECHNOLOGY EXPERT 

Select Own This Business and you 
will begin the process of claiming the 
listing. You’ll need a registered Google 
account, be asked to fill in some 
simple details and then Google will 
call your business. This will happen 
immediately, so be by the telephone!

The other thing to note is that this 
is an automated call, so when the very 
nice gentleman introduces himself 
don’t try talking back – he isn’t real.

On your screen, a box will appear 
for you to enter a code and the nice 
robot will provide that code. This is 
Google’s process for verifying you own 
the business and, once verified, you 
control that listing.

OWNING YOUR LISTING 
ALLOWS YOU TO DO MORE 
THAN ENSURE YOUR 
PUB’S NAME IS DETAILED 
CORRECTLY
You can upload events, ensure 
photos are current, present your 
menu, update your opening 
hours, even set temporary ones 
for holiday seasons, and you’ll 
have the ability to respond to 
reviews that customers leave on 
Google about you.

If your listing is already 
claimed and you do not have 
access to it, Google is very 
helpful – contact it directly  
and it will walk you through 
the process to obtain the 
business from the current 
listing owner.

AN IMPORTANT THING  
TO REMEMBER:
Even once you own the business 
listing, Google will leave the  
Suggest An Edit option for visitors  
to recommend changes to the listing.  
The difference is, once that’s done, you 
get to see the suggestions before they 
go live and can reject them or correct 
them as appropriate.

SO GO AND CHECK YOU 
OWN YOUR GOOGLE 
LISTING NOW…
because, at the time of writing 
and despite the name having been 
changed back to correctly reflect the 
school, Hornsea School and Language 
College’s Google Business listing still 
hasn’t actually been claimed...! 

MARK DANIELS has more than  
20 years experience in digital 
technologies, having been  
at the forefront of transforming  
the UK pub industry’s digital  
outlook for over 12 years. 

You can get in contact with him  
at linkedin.com/in/markjdaniels

https://www.linkedin.com/in/markjdaniels/
www.bii.org
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CHAIR OF THE YORKSHIRE REGION & LICENSEE OF THE YEAR AWARD  
WINNER 2013, KELLY MCCARTHY CBII, TALKS TO BII NEWS EDITOR 
KATE OPPENHEIM ABOUT FUTURE PLANS 

IN THIS ISSUE WE’RE IN YORKSHIRE...

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 
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KELLY MCCARTHY CBII 
YORKSHIRE REGION CHAIR

The news that award-winning 
licensees Kelly and Ashley 
McCarthy CBII have taken  
the “emotional decision”  

to sell their pub business of 15 years, 
Ye Old Sun Inn in Colton, Yorkshire, 
came as a huge shock to many but  
was a long, well-considered plan  
for the couple.

“It has been emotional,  
an unbelievable rollercoaster, but  
we can’t be here forever and it’s 
time for new blood to take over 
and move this pub on to the next 
level. We plan to remain part  
of the village, we live here, but  
we will have more time to take  
part in village life from a social 
point-of-view,” explains Kelly, 
adding that without a doubt,  
they will both stay involved with  
the hospitality industry.

This is great news for BII’s Yorkshire 
Region, where Kelly was appointed 
chair in 2018.

As to other plans - once they’ve 

sold the pub, which she admits could 
take a year or so in the current market, 
and after a “damn good holiday” – 
Kelly says they will “throw the ball 
into the air” and see what happens next.

Meanwhile, changes are afoot in  
the Yorkshire region too.

“We are lucky in Yorkshire because 
we have a good bunch in our council 
members. We are very keen to work 
with other regions more, to organise 

cross-border events. These won’t be 
road-shows, but events with speakers 
who will have broad appeal and give 
value to anyone attending.”

Working with neighbouring BII 
regions, Kelly explains, will make 

events and meetings more accessible  
to a greater number of people.

She continues: “Yorkshire is  
a vast region and it will be good to get 
out and meet more of our members. 
Talking to new members and retaining 
existing members is about being  
pro-active and having energy. I think 
if we just sat back, lots of us would give 
up. But we all want to give something 
back to the regions.

“These days, no-one wants to spend  
time out of the business, but if you 
don’t, you’ll never do anything 
differently. Everyone has got to see 
value in getting out. Whether you’re 
struggling to find good staff or worried 

“YORKSHIRE IS A VAST REGION AND IT WILL BE GOOD 
TO GET OUT AND MEET MORE OF OUR MEMBERS.
TALKING TO NEW MEMBERS AND RETAINING 
EXISTING MEMBERS IS ABOUT BEING PRO-ACTIVE 
AND HAVING ENERGY”
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REASONS TO GET 
ACTIVE  

IN YORKSHIRE:

YORKSHIRE IN 2019

BII is about getting  
people talking, says Kelly 

McCarthy CBII. “We all… need 
people around to open up to 

about the business.”

BII is here to reassure people 
as much as anything.  

“If you don’t [spend time outside 
of the business] you’ll never do 

New events are being 
planned for 2019 – keep  

in touch with Kelly McCarthy  
and the BII council in Yorkshire 

Why not invite a non-BII 
member along to a future 

meeting?  
to members who bring on board  
new people -

year’s membership per new 
member joining.

Tour de Yorkshire 2019 
will visit Barnsley, Bedale, 

Leeds, Scarborough and Selby; 
taking place May 2-5, 2019.

Yorkshire is also set to host 
2019 UCI Road World Cycling 

Championships. 

1. YORKSHIRE
Kelly McCarthy CBII 
Kelly.Mccarthy@BII.org  
01904 744261 

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

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

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

5. EAST MIDLANDS  
Sarah Halpin MBII
Sarah.Halpin@BII.org  
07442 491292

6. EAST OF ENGLAND  
Jamie West MBII  
Jamie.West@BII.org  
07951 785054

7. WEST MIDLANDS/ 
SOUTH WALES  
Steve Williams CBII
Steve.Williams@BII.org  
07721 524 304

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

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

10. SOUTH WEST  
(inc Scilly Isles) 
Ludovick Halik CBII
Ludovick.Halik@BII.org  
01934 844 145

MEET OUR  
REGIONAL CHAIRS

Ashley & Kelly 
McCarthy CBII in 
2013 at their pub 
Ye Old Sun Inn 
in Colton, Yorks, 
after winning 
Licensee of the 
Year Award

about the impact of Brexit, BII is 
here to reassure people as much as 
anything. We are always at the end  
of the phone too – we’re happy for 
people to ring us up.”

Kelly adds: “Ash and I have had 15 
years in the business together but it’s 
still important for us to get our heads 
out of the sand and trust ourselves 
enough to know we can leave our  
well-trained team.”

One of the biggest challenges faced 
by the region is finding and engaging 
with younger members, people who 
are just starting out on their career in 
the licensed trade, she says. 

“It’s a great career where you can 
earn good money,” says Kelly. “We’d 
like to get local businesses together 
every six to eight weeks, with one or  
two speakers invited along to talk about 
what they are doing, explain about  
the pitfalls people fall into and open  
up more about what they’ve learned 
from their experiences. 

“We all find ourselves too busy  
on the floor; sometimes we get 
snowballed and tired and need 
someone to help guide us – a mentor, 
or just people around to open up to and 
be honest with if it has been a ‘crap 
weekend’! It’s humbling to understand 
who is going through similar turmoil. 
BII is about getting people talking.” 

www.bii.org


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

5
0

 /
 S

P
R

IN
G

 2
0

1
9

The Inn Collection Group, with 10 
venues based in the North West of 
England, has purchased the Queens 
Hotel in Ambleside, Cumbria, which 
will reopen as the Ambleside Inn 

investment.

Managing director Sean Donkin said 
the company plans to double its estate 
within three years. Inn Collection, winner 
of The Publican Awards 2019 Best Pub 

 
a strong people culture, with structured 

‘Innspiration’ training academy has 

Elliots bar and restaurant in the heart  
of Prestwick, Ayrshire, is set to reopen  
this Easter as Vic’s & The Vine, after 
a 12-week transformation that 

from Buzzworks Holdings, one 
of Scotland’s fastest growing 
independent restaurant and bar 
operators with 11 venues across 
Ayrshire and beyond.

Kenny Blair MBII, Buzzworks Holdings 
managing director, said: “In recent years 

Ayrshire, namely The Coach House 
in Bridge of Weir and Scotts South 

of our roots by strate

“Our work to reincarnate Elliots is 
part of our wider growth strategy, both 

Scotland’s hospitality industry,” said Blair 
(pictured above).

 

be a modern take on a traditional bar, 

2.30am on weekends.
The brand-new kitchen will be 

equipped to make the most of current 

centre stage. 

Kenny Blair is featured in BII News magazine 
this issue, in Viewpoint on pages 40-41. 

Glasgow licensee Marc Ferrier, who 
co-owns the Admiral bar on Waterloo 
Road, has taken on his second leased 
site in the city with Star Pubs & Bars. 

The Thornwood on Dumbarton Road  
reopened last month in a deal that 
included a £275,000 refurbishment,  

 
wet-led local’ into a quality pub that  
the whole community can enjoy. 

Ferrier, who works with business 
partner Kenny Hamilton, plans to expand 
further in the city and is currently looking 
for further leased opportunities. 

“Glasgow is a city of doers and you 
really see that in its pub and bar scene, 
which is one of the best and most 

nd attracts dynamic 

 

INN COLLECTION GROUP 

NEW CHAPTER FOR  

STAR PUBS & BARS  
INVESTS £1.3M 

 

Star Pubs & Bars has begun 2019  

pubs, which it described as good 
news not just for the licensees but 
for the communities they serve.

which then creates new jobs, boosts 
local businesses and helps bring people 
of all ages together throughout the 

Bars regional operations director Brian 
 (pictured below).

 

has been closed for a couple of years 
reopened at the end of last month  

Damm27, also reopened after  

The Scotsman on Cockburn Street  
reopened in February after an upgrade,  
while the fourth, The Spylaw in 

refurbishment and will open this month. 
The Phoenix on Broughton Street is 

also set to be transformed from sports 
bar into top-end, 
stylish pub 
complete with 
name-change. 
Star is currently 
looking for  
a licensee to take 
the pub forward.

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



I N N V E S T M E N T S

Making   
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  

 
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

 

South London pub group Livelyhood 
reopened its newest site for spring, 
the Gigalum in Clapham South,  
now renamed the Perky Nel after  
a complete refurbishment.

CEO and owner 
Sarah Wall said: 

when we opened 
The Clapham 

 
really excited  
to be opening  
in such a prime 
spot beside  
the common.”

 RED MIST’S KING OF THE CASTLE  

BII Members: If you have something 
to celebrate, from a new conservatory 

to a complete rebuild or a new 
opening, please email the editor 

Kate.Oppenheim@BII.org 

Licensee of The Lodge Griddle & Grill in North Tuddenham, Norfolk,  
 

within her pub, supported by the Pub is the Hub’s Terry Stork.

Vikki Hunt FBII is featured on Meet The Members this issue, on pages 34-35.

VILLAGE LIFE MADE EASIER

Red Mist Leisure opened its 10th site, the Castle  

on February 15.

In the build-up to the reopening, Red Mist followed  
its tried and test route of online promotion, signing up 

 
 

 
their thoughts on whether the pub should be cashless  

Read about Red Mist’s MD Mark Robson FBII on pages 6-7.

https://www.facebook.com/CastleInnFarnham/
https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=21&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=f0e9475515a8b47a123668539cfef043


Booking & 
operational solutions

A complete solution to help you drive room bookings 
and streamline your bar and restaurant sales so you can 

focus on delighting your guests.

For more information, visit

www.guestline.com/pubs

“Guestline’s systems help us manage and drive room bookings, allowing us to concentrate on our core food and 
beverage business. Rates are easy to manage and flex, helping us drive profitability, and it’s easy to learn how to 

manage channels and work like a hotelier as opposed to just operating like a pub.”

Hamish Soddart  
Operations Director and Owner, Peach Pubs

Channel Manager

Restaurant BookingsEPoS

Direct Booking Platform

Property Management

Secure Payments

https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=80&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=3b6b3eb4ca099217b1d1b72025c720ab


V I S I T  B I I . O R G

p66

BII MARKETPLACE  
– YOUR DIRECTORY  
OF HAND-PICKED 
SUPPLIERS,  
OFFERING EXCLUSIVE 
DEALS AND OFFERS  
TO BII MEMBERS

a saving  
of one hour a day  
= £2.9k a year,  
says Roslyn

reduce energy use  
by more than 70% 
says Beond

 

 

YouLend’s Richard Morley  
has lots of tips 

MARKETPLACE

SAVING YOU  
TIME AND MONEY   
WWW.BII.ORG

www.bii.org
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MEET OUR PARTNERS SAVING YOUR BUSINESS £1000s  
AT BII.ORG/MARKETPLACE

MARKETPLACE

BRIDGEWOOD
0800 987 1011
pubs@bridgewood.co.uk

0845 260 0757
enquiries@inn-house.co.uk

MELROSE
01454 419262
hello@melrosegroup.co.uk

07808 199604
mbrierley.mja@gmail.com

01274 580100
info@morganwellsuk.com

0208 977 6255

07979 418211
mail@rshs.co.uk

07975 845554
enquiries@rowlandsaccountancy.co.uk

01253 345444
mail@rushtonsaccountants.com

01472 885652
mark@stockology.co.uk

WELLERS
0333 2416000
matthew.wyatt@wellersaccountants.co.uk

0151 346 2226
sales@e-lta.co.uk

 
0114 213 8330
enquiries@roslyns.co.uk

0121 7302269
enquiries@cmspubaccountancy.co.uk 

01937 581356
info@drjaccountants.co.uk

07739 819413
martin.warmingham@ekwgroup.co.uk

0117 9255276
advice@everettking.co.uk

07932 558823
enquiries@gmsmaccounting.co.uk

01384 210120
info@hatchblueprint.co.uk

01604 805715
info@inn-control.co.uk

07925 284170
admin@inntrade.net

01484 840088
enquiries@innfrastructure.com

01785 256396
sales@pxlassociates.co.uk

0845 600 3573
uksales@YouLend.com

 

0845 730 2302
sureserve@boc.com

01372 377904
sophie@dennys.co.uk

0845 130 8070
simon.wale@maidaid-halcyon.co.uk

0151 6471057
info@cplonline.co.uk

 

0370 350 2424
service@crystaltech.co.uk

PXL
0333 006 8444
biienquiry@pxlassociates.co.uk

www.bii.org/marketplace
https://www.bii.org/members-area/marketplace/
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HARRIS LAMB
0115 947 6236
pubrating@harrislamb.com

Recruitment Specialists

Stock Control

Sports Broadcasters

Waste Disposal Services

Reservation Software

Utilities & Energy  
Saving

Mystery Shoppers

 
Software

Magazine & Newspaper 
Subscriptions

Merchant Services  
& PDQs

Pubs to Let/New  
Businesses

Licensing Law 

Drinks & Bar Snacks

FIND MY PUB JOBS
01902 376075

VENNERS
01279 620820
biimembers@venners.co.uk

ROSLYNS 
0114 213 8330

SKY SPORTS
0844 824 5530

WASTE SOURCE
0333 344 4083
sales@wastesource.co.uk

GUESTLINE
01743 282300
enquiries@guestline.com

BEOND
0208 634 7533

MELROSE
01454 419262
hello@melrosegroup.co.uk

DEPUTY
0203 150 1149

WORLD PUBLICATIONS
01494 758366
info@onsitepromotions.co.uk

FIRST DATA
0330 123 1241

FIND MY PUB
01902 374940

GENERAL LEGAL, LICENSING  
AND TAX HELPLINE
0330 058 3878
Operated by John Gaunt & Partners, 
Bhayani Law & RSM

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

FEVER-TREE
0207 349 4922
info@fever-tree.com

THE SUN VALLEY NUT CO
0800 917 8181

JOHN GAUNT & PARTNERS
0114 266 8664

POPPLESTON ALLEN
0115 948 7433
c.weston@popall.co.uk

EPOS Tills
FIRST DATA CLOVER
0330 123 1241

TABOLOGY
0207 7887638

TOUCH BISTRO 
0800 368 8707
bii@touchbistro.com

Ratings Advisors

www.bii.org
https://www.bii.org/members-area/marketplace/


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=41&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=4d0929e53c59b7dd3d3c9f94ff37b90b
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I was talking to one of our clients  
the other day and asking how they  
achieve year-on-year profit growth.  

The answer: “We work hard and try 
to get every penny we can from our 
customers.” This reminded me of the 
Samuel Goldwyn quote “the harder I 
work, the luckier I get”, and I thought 
with the new tax year ahead and 
spring in the air I would highlight 
some of the key areas that can make  
a difference to the bottom line profit.

Planning
Review your business plan to make 
sure it is still relevant, have you 
achieved your goals? If so, then set 
new ones. If not, what actions do you 
need to take? Use benchmarks to see 
how you compare with the industry.

Pricing
Use your stocktake to highlight your 
low GP products and increase prices. 
Use the specials board to see how far 
you can push prices and still make 

sales. This will help highlight your 
‘price elasticity’. Sit down with the 
stocktaker and look at specific projects 
they can help with over the next 12 
months. Supermarkets are constantly 
changing prices, why don’t you?

With the increase in the National 
Minimum Wage, have you reviewed 
your staff rota and the effect this will 
have on your wage percentage? A 
reduction of one hour per day at £8.21 
equates to a saving of £2,996.65 for the 
year, but make sure you have staff on 
when you need them as you don’t want 
to miss sales. 

If you have seen an increase in 
gratuities/tips paid via card, have you 
considered a Tronc scheme allowing 
payments to be made free of NI 
contributions?

Suppliers
The next 12 months will bring a lot  
of uncertainty and during this time it 

is recommended to fix costs. Contact 
your suppliers and see what deals they 
will offer. Sometimes just asking for 
a lower price will generate rewards. 
Ask if you can fix prices for a longer 
contract and what their best offer is. 
Comparing different suppliers to make 
sure you are getting the best deal can 
save £1,000s per year. 

Utilities
According to the Roslyns Benchmarking 
report, utility costs have increased 
from 3.98% of turnover to 5.31%.  

Make sure you are on the best tariff 
and have not come out of contract. 
Look at ways of saving energy from 
LED bulbs as well as using the old trick 
of turning lights off when not being 
used. Is the timer still on winter hours 
with the outside lights coming on at 
4pm? Is the cleaner switching every 
light on in the site?

FINANCIAL EXPERT GEOFF TEMPERTON

THE NEW TAX YEAR  
– SPRING MUST BE IN THE AIR

www.Roslyns.co.uk 
0114 213 8330

www.bii.org
www.roslyns.co.uk
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M A R K E T P L A C E

“Having weekly, 
monthly and 
quarterly feedback 
and training sessions 
makes energy 

 
 

 
SAYS BEOND’S ENERGY CONSULTANT CHISOM NWOLISA

ENERGY EFFICIENCY  
IS A CHANGE OF MENTALITY  
– A CULTURAL SHIFT

By monitoring energy 
consumption, using efficient 
technology and continuously 

training staff, publicans can 
significantly lower consumption, 
increase profits and free up money for 
business investment and staff rewards.

It is important to work to a budget, 
grabbing low risk, high-reward quick 
wins whilst working towards an ideal  
long-term position as much as possible.  
Often, technologies touted as the new  
‘in thing’, can prove to be expensive 
with questionable returns on 
investment. But using less energy  
and even turning waste into energy 
or additional revenue streams doesn’t 
have to break the bank to be effective.

Reducing your utility bills can  
be divided into quick wins and long-
term strategy. Here are some pointers:

THE CHEAPEST WAY  
TO LOWER CONSUMPTION  
IS TO UNDERSTAND IT  
AND CHANGE BEHAVIOURS

 Smart meters can highlight where 
your business uses energy and uncover 
opportunities to lower consumption. 
Beond works with many suppliers  
who offer complimentary smart meters  
as part of a contract. The best way to 
reduce energy costs is to eliminate the 
unit of energy you did not need to use.   

 Educating your staff and constantly 
working with them on efficiency 
measures such as habitually turning 
off unused lights, water taps, fridges, 
heaters and kitchen appliances can 
reduce consumption by up to 20%.

 Having weekly, monthly and 
quarterly feedback and training 
sessions makes energy efficiency  
an inclusive team effort. When staff are 
encouraged to take control and bring 
ideas to the table, they take ownership 
of results. Share successes with them 
and provide tangible praise often.

REVIEW YOUR  
EQUIPMENT, ITS USE  
AND ITS MAINTENANCE

 Investment in lighting can provide 
quick returns on investment as the 
newest LED bulbs can lower the 
energy used for lighting in excess 
of 70%, requiring less power to run 
whilst emitting less heat.

 Motion and light sensitive LED bulbs 
will lower your lighting demand, 
ensuring that energy is consumed  
only when needed. 

 Setting thermostats between 18-21°C 
during opening hours and turning them  
down further during warm weather 
periods will lower your consumption.

 Opening windows and doors rather 
than putting the air conditioning on 
full blast lowers energy consumption.

 Only using kitchen extraction  
fans when cooking and using them  
at half-speed will lower consumption 
significantly.

 A long-term strategy is to replace 
your old equipment eg, boiler, kitchen 
appliances, refrigeration with newer, 
more efficient technologies. Often, 
newer appliances work smartly, using 
less energy during tasks and allowing 
you to remotely control their use.

 Having your heating, ventilation, 
refrigeration, water and air conditioning  
systems regularly serviced lowers  
the risk of breakdowns and keeps 
them operating efficiently. Regular  
servicing and good maintenance  
of the equipment is an investment that 
will lower your risk of having to find 
hundreds and sometimes thousands  
of £s to replace entire systems.  

BEING SUSTAINABLE  
IS EASIER THAN YOU  
MAY THINK

 A culture of sustainability is good for 
the environment, your profits and can  
earn you additional income. There 
are companies out there that will 
purchase your food waste and used 
cooking oil to convert it into energy.

 There are also companies that  
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E N E R G Y  E F F I C I E N C Y

As part of their consultancy services, 
Beond Group advised that they would 
be on-hand to assist the business  
with any other matters during  
their contract.

September and October bills, Daniel 
and Zainab contacted Beond Group 
for assistance in lowering 
the bills. The team at 
Beond took their half-
hourly consumption 
data and heat 
mapped it for 
them. This helped 
the business 
understand 
how and where 
it was consuming 
energy. Their Beond 
consultant then 
ran through some key 
behavioural changes that could 

Daniel and Zainab agreed to give it  
a trial and to monitor the changes.

Over a two-week period, the 
business and Beond Group measured 
the usage. Beond tracked the usage 
and provided basic analysis of the 
day and night cost of the business’ 

options to shift usage to cheaper 

usage times. Although this wasn’t 

of the two-week trial was an 18% 
reduction of energy consumption, 
simply by changing the way that the 
business views and uses its energy 
and resulting in savings of £100s  
per month.

“Running a business has 
its challenges and energy 

bills are a cost that 
nobody welcomes. 

When we received  
the bills, we were 
concerned about 
their impact  
on the bottom 
line,” explained 

Daniel.
“After discussing  

it with Chisom Nwolisa 
and his team at Beond, 

we realised that there were 
things that we could do to take back 
control, so we decided to use Beond’s 
assistance and change how we did 
things. Overall, we were pleased  
to see the results and look forward 

under tight control whilst we focus  
on driving our business forward.” 

 
0208 634 7533

bii@BeondGroup.com
www.BeondGroup.com

will lease car park space and install 
electric vehicle charging points.  
You can gain revenue and likely pick 
up some additional hungry customers 
whilst they wait for their cars to be 
fully charged.

 Sustainability can be things like 
opening up windows and curtains 
to allow air to flow freely during 
the summer months, to switching 
off fridges that hold non-perishable 
drinks and food items during closing 
hours. The general rule of thumb  
is if it’s not being used and it is safe  
to do so, turn it off!

 Buying local produce that has a low 
carbon footprint is a good way  
of supporting community sustainability  
whilst consciously contributing to less 
carbon emissions.

 Fixing leaky water pipes and taps 
and opting for low flow water fixtures, 
from taps to shower heads and urinals 
will lower consumption and promote 
sustainability. 

 Opting to receive your bills via  
email rather than on paper is a very  
small and simple sustainable 
behavioural change.

Ultimately, we believe that 
sustainability should be a priority  
for any business. As the owners  
of the business, your battle is to 
understand its importance and then 
live and breathe it yourself so that  
your staff can replicate it. 

We see a lot of value in assigning 
champions within the team and 
having daily checklists and efficiency 
rotas that help keep the focus on 
sustainable and efficient practices.  
This way, if something gets missed,  
it is identified and fixed quickly as  
the documentation will pinpoint the 
opportunities to improve. 

THE BELL HOTEL, SUFFOLK
CASE STUDY

took over the business at the end of July 2018. Beond Group 
helped them to secure contracts for their utilities, whilst avoiding  

 
new business. 

www.beondgroup.com


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=24&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=0f9dce47118393b047e0b41587a316e8
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LAUREN HOLLAND
MANAGEMENT COMPANY WASTE SOURCE  

BE A PART OF THE SOLUTION,  
  

WITH WASTE SOURCE

FRONT OF HOUSE 
RECYCLING 101: 

 Separate the waste-line:  
Working behind a bar can become  
a waste war zone. Have seperate bins 

your recycling. Accessible mini glass bins 
are a must. 

 Skip the straw:  
Gone are the days of plastic straws, 
biodegradable products are the future 
and a simple way for the hospitality 

 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. 

 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. 

READY, STEADY, RECYCLE:  
 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.

 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. 

 WoNkY vEgEtAbLeS:  
Maximise your fruit  

and veg and don’t bin  
the peculiar ones! 

Wonky is the new 
trend, embrace it.

 I’ll have it!  
Don’t throw waste 
away at the end of  

the night unnecessarily, 
 

to take it home. This way 
 your culinary skills won’t go  

 
a delicious, free meal!

HOW WASTE SOURCE  
CAN HELP:

  
for waste collections so that general 
waste is your last resort. From cardboard  
to glass waste, food to metal we can  
help you. 

 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  

 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 2018 alone we  
collected approximately 

425.3 tonnes of food  
waste across the UK. 

 
 

 

FUN FACT

sales@WasteSource.co.uk  
 03333 444 083

www.wastesource.co.uk
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M A R K E T P L A C E

 JAMES WARD

Business rates

Changes to your Rates Bill 
from April 1st 2019? April 
sees the end of the £1,000 
rebate from the Treasury 
for pubs under Rateable 

Value (RV) £100,000 and a new style 
reduction for those under RV £51,000 
the next two years.

This offers one third of the rates  
bill for all independent retail 
businesses including shops, public 
houses, restaurants and cafes with  
a RV under £51,000, giving a reduction 
of up to £8,000 per year until March 
31, 2021. 

Great news for most publicans, but 
if you are in receipt of Small Business 
Rate Relief and have a RV between 
£12,000 and £13,400 you will be 
marginally worse off, as will those 
whose RV is £51,000 or above who will 
lose the £1,000 rebate and not benefit 
from this new relief.

The new allowance is not clear 

cut, so please check your bill when it 
arrives. Make sure you are getting all 
the allowances you are entitled to.

If your Rateable Value is at 
or just above £51,000 RV, get 
it checked by your reputable 
agent! It could earn you  
a decent rebate.

The rest of this article talks only about 
the issue of Business Rates appeals, 
specifically for public houses and  
has been written with the publican  
in mind. 

Most articles you read on Business 
Rates will be aimed at confusing  
the reader to make the writer look 
smart and more worthy of your time. 
Here I hope to explain clearly why you 
should seek reputable professional 
advice for a review, instead of simply 
throwing money at the problem where 
perhaps someone has persuaded you 
they can turn water into 25cl bottles 

of wine! All this in return for your 
signature on a contract that could cost 
you several hundred pounds before 
they do and could cost you a small 
fortune to get out of, once you realise 
what you might have signed up for!

WHAT TO DO STEP 1
Always have an independent ‘check’ 
carried out on your RV. How?

Contact a reputable Business Rates 
specialist and ask for a review of your 
valuation, ask your brewery or pub 
co, if you have one (your landlord may 
already cover the cost for you) or use 
one trusted by the BII, that would  
be us! 

You will need to supply your trading  
figures and some detail about how 
the pub trades and where it is, so the 
valuer can have a basic understanding 
of the site to give a rough estimate  
of value. The more information you give  
the more accurate the review can be.
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0115 947 6236
WWW.HARRISLAMB.COM

 
 

LICENSED  
& LEISURE  
BUSINESS  

RATES  
SPECIALISTS

“

James Ward 
of Harris Lamb

Who am I  
to be telling you 
what to do? Well 

I used to run a 
pub so I know 

how hard you all 
work and have 
been involved 

in Rating 

No-one needs 
to come and 
measure your 
pub, then send you 
a bill for a totally 
unnecessary survey.

STEP 2
Take note of the advice 
from your valuer,  
a report stating you 
should take no action 
could save you money 
in the long run. Not all 
pubs are overvalued!

If the advice is to 
take action you may 
need to provide more 
detailed information 
to your agent and then 
register them on the  
Valuation Office 
Agency (VOA) website to act for you. 

Remember no one knows your 
pub better than you - or what 

After this point it is up to your 
appointed agent to approach the VOA 
and enter into the official process of 
Check, Challenge and perhaps even  
an Appeal. This will involve submission 
of documents including trading 
information and an opinion on the 
valuation based on analysis of the 
Approved Guide for Valuation of Public 
Houses, agreed between the VOA 
and the Pubs Rating Forum (made 
up by representatives from the BBPA, 
UKHospitality, BII, FLVA and GMV).

You can make challenges against 
the original RV at April 1, 2017 and  
for any physical change in your area  
on or after April 1, 2017 that alters  
the level of trade at your pub, if it is 

a temporary effect 
you must register this 

during the life of the 
change (for example; 
for roadworks, they 
must be ongoing when 
your check is registered 
with the VOA. Act fast 
to protect yourself.).

WHAT 
MIGHT THESE 
CHANGES BE? 
Almost anything 
physically manifest is 
allowed as long as it has 
affected your ability 
to trade. Roadworks, 
natural disasters (road 
washed away, flood etc),  
new or refreshed 
competition in the area, 

lost industry or maybe even Brexit! It 
is always worth discussing an event 
with your agent to make sure your 
liability is as low as possible.

This is not a quick fix so join  
the queue as early as possible!

Who am I to be telling you what  
to do? Well, I used to run a pub,  
so I know how hard you all work  
and have been involved in Rating for 
32 years. I work nationally for the 
Harris Lamb Property Consultancy. 
We act as retained agents for many 
breweries and pub companies  
and are always happy to give initial 
advice free to BII members. 

www.harrislamb.com
www.harrislamb.com
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to make sure your pub  
is as profitable as possible 
is to implement a regular 

programme of stocktaking. It helps 
you limit the loss of stock from wastage,  
theft, over-portioning, over-pouring, 
spillage, mistakes, line cleaning  
and write-offs. The less shrinkage  
your business has to bear, the higher 
your gross profit (GP) and yield.

A stocktaker will also help you 
focus on your pub’s GP. It is this that 
highlights the amount of profit you 
are making from all areas of your 
business. Each individual line you 
stock will deliver its own level of GP, 
for example an 11 gallon keg is 88 pints 
and you sell it at £3 a pint, which 
generates sales revenue of £220  
(ex VAT). It cost you £86 (ex VAT).  
So sales minus cost generates a GP  
of £134 or 60.9% (GP%)

Yield is a subject that is often 
overlooked despite being a key 
indicator. Your yield reveals how much 
of your stock is, and how much is not, 

actually making any profit for you.  
In a perfect world, you would be  
looking to achieve 100% yield on all 
lines, which would mean that all of your  
purchased stock has gone on to sell  
at your planned level of revenue and 
profit. This is extremely rare if not 
impossible, however on some lines, 
such as draft beers, it is possible  
to achieve yields of over 100%.

For example, instead of drawing 
88 pints from an 11 gallon keg, it’s 
actually possible to draw 92.4 pints by 
serving a 5% head on each pint which 
is a generally accepted practise. This 
would deliver a 105% yield. 

While stocktaking may appear  
to be just another expense to add to 
your balance sheet, the benefits  
of improved stock control far outweigh 
the investment. Your stocktaker will 
help you implement realistic GP and 
Yield targets for your business and 
help you achieve them. In turn, you 
should see your profit rise. 

During a stocktake, your stocktaker 
will highlight growth opportunities, 

anomalies and purchasing gains that 
you may not have considered. Your 
stock report will deliver a tailored 
operations report including proven 
stock strategies and an action plan. 
You can then use the analysis of your 
results to set key performance targets 
for your staff and then independently 
measure their success from your next 
visit’s set of results!

In a wider sense, stocktaking’s 
effect on your pub will be positive 
as it typically leads to tidier cellars, 
more streamlined EPOS, better 
staff training, improved stock 
rotation, reduced wastage, decreased 
stockholding, and more motivated 
staff via incentives. It will facilitate 
timely periodic reviews of your 
product range and pricing and help 
you drive customer satisfaction, staff 
morale and ultimately, higher profit. 

BOOST YOUR PUB’S PROFITABILITY AND LIMIT YOUR LOSSES WITH A REGULAR 
STOCKTAKE, SAYS VENNERS’ STOCK CONTROL EXPERT WAYNE MILES

STOCKTAKES BRING  
BENEFITS AND LIFT PROFITS

www.Venners.co.uk

https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=18&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=39c945df6e1a969557d38fe9aae7be4b
www.bii.org
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Richard Morley

FINANCE EXPERT RICHARD MORLEY, DIRECTOR AT YOULEND, 

FINDING THE RIGHT 

IIt was interesting reading Mike Clist’s 
article ‘More Than Just A Pub’ in this 
Winter’s edition of BII News.

Pubs are constantly evolving, 
diversifying and reinventing to meet 
the needs of ever more demanding 
consumers. This may involve among 
many things expanding the kitchen, 
creating new space, adding a conservatory  
or ‘teching up’ with a new website and 
local e-marketing campaigns. There will 
also be those reading this who are looking 
to purchase a new site to complement 
their existing business and benefit from 
the economies of scale.

Such planning and execution make 
perfectly good sense but it all costs 
money. Of course, there are lenders  
out there, but the challenge is finding  
the right finance to meet the need.  
For instance, my company YouLend has 
significant experience and exposure  
in the pub sector. We are a short-term 
provider of finance which may suit your 
needs, but not if you are looking for  
a 10-year secured loan.

So here’s some practical advice to 

 Speak to colleagues and your other 
contacts in the hospitality industry. 
Collectively they will have significant 
experience, good and bad, and you can 
benefit from this experience.

 The BII. Check out the BII Marketplace 
Partners and not just under Business 
Finance. For instance, accountants, debt 
advisors and merchant services can all  
be useful sources of advice.

 Speak to your bank manager. If your 
bank can’t help you they should be able  
to provide you with contacts at alternative  
lenders. Ditto your brewery.

 Brokers. A good broker with knowledge 
of your industry is a valuable asset and 
can likely offer a variety of financing 
options. Get a personal recommendation 
from someone who has successfully  
used a broker. Remember a broker will 
add cost to the deal, but for  
the right deal it could well be 
worth paying for the advice 
and expertise.   

 Supplier finance. If you 
are buying equipment the 
equipment supplier should  
have finance packages available. 

I wish you all well in your  
future expansion plans. 

 

0845 600 3573
uksales@YouLend.com

www.YouLend.com

https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=89&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=98540031006438be8e6863bdd651b154


https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=87&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=54d8ab74454bae3fea288f5fe94593c0


SHOW MORE UNMISSABLE MOMENTS ON SKY SPORTS INCLUDING

®The F1 logo, F1, Formula 1®, FIA Formula One World Championship, Grand Prix and related marks are trademarks of Formula One licensing BV, a Formula One group company. All rights reserved. Sky Sports requires a Sky subscription 
equipment and installation. Scheduling may be subject to change. Further terms apply. Calls to Sky cost 7p per minute plus your provider’s access. Correct at time of supply - 14/03/19. All rights reserved.

 Call 08446 449 737

Get that winning feeling with

Philip Cutter, The Murderers, Norwich

“F1 race weekends are a great
driver of trade for our pub.”

Premier League Darts
Every Thursday, 7pm

PDC Darts

Bahrain Grand Prix, Sakhir
Friday 29 - Sunday 31 March

Formula 1®

Liverpool v Tottenham
Sunday 31 March, 4.30pm

Premier League

Celtic v Rangers
Sunday 31 March, 12pm

Scottish Premiership

Arsenal v Newcastle
Monday 1 April, 8pm

Premier League

https://www.bii.org/members-area/marketplace/?tx_wisbii_marketplace%5Bpartner%5D=16&tx_wisbii_marketplace%5Baction%5D=show&tx_wisbii_marketplace%5Bcontroller%5D=Partner&cHash=69ac31a6eb3d08bcea31992c00278ac9



