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Sadly this year’s Summer Event had to be postponed, but we’re  
already planning a huge party for 2021, a celebration of our  
hospitality sector, our members and our pub heroes’ amazing  
work and community spirit. 

BII Summer Event will return in 2021  
with a massive celebration
 

Thank you

BII’s Licensee of the Year Award will also return in 2021, 
thanks too to our sponsors Sky, HGEM and E-LTA and our 
judges for bearing with us during these uncertain times 

TO     BII 
SUMMER EVENT
SPONSORS

Thank you to our Summer Event sponsors  
for their continued support



S U M M E R  2 0 2 0
W

H
A

T
’S

 IN
S

ID
E

 /
 3 

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

BII Chair, Mark Robson FBII   

Introducing our new Chief Operating 
Officer, Steven Alton CBII

A round-up of the news,  
views and business tips 

Coaching Inn Group’s Lee Melton 

We asked 10 licensees what’s their  
top selling dish now and at Christmas

Hayley Connor from Brewhouse  
& Kitchen on apprenticeships

Make a date: November 26  
for BII’s & Propel’s People  
& Training Conference 

The Wonston Arm’s Matt Todd MBII, 
CAMRA’s National Pub of the Year, 
shares his online success

What’s coming up, plus reviews  
of key events for your diary

‘Christmas is a coming’ – check  
out our festive favourites 

Chris Norfolk FBII
Jay Chapman FBII 
Michael Hales MBII

Thwaites’ Andrew Buchanan FBII  
  Club Soda’s Laura Willoughby
  Inn Cornwall’s Mark Holden MBII 

  Senior Licensing Officer,  
Gary Hennighan 

Phil Davison CBII, Chair South  
East Region 

New openings, refurbishments    
& innovations

Marketplace Listings 
CPL Online
Venners
Dennys 
Fever-Tree
PXL  
eLTA

37Contents

BII News is published on behalf of the British Institute of Innkeeping by KO-Media (UK) Ltd. Opinions, comments 
and reviews contained within are not necessarily those held by BII or the publisher. All rights reserved. No part 
of this publication may be reproduced, distributed or transmitted in any form 
without prior written permission from the publisher. Copyright © 2020 KO-Media 
(UK) Ltd. For permission, contact the publisher Kate.Oppenheim@KO-Media.co.uk. 
PRODUCED AND PRINTED in the UK by Bishops Printers using FSC® paper and 
vegetable inks. Bishops Printers holds ISO 14001, ISO 27001, ISO 9001 and is  
an ethical business verified by the Sedex® Members Ethical Trade Audit. 

EDITOR & PUBLISHER Kate Oppenheim CBII  EMAIL Kate.Oppenheim@BII.org  DESIGNER Basia Paczesna-Vercueil 
SUB-EDITOR Becks McVarish  CONTRIBUTORS Sally Bairstow, Mark Daniels, Molly Davis, Karen Fewell, Kevin 
Georgel, Nigel Huddleston, Eleanor Kirby, Katy Moses, Anthony Pender, Dawn Redman & Alexander Rushton  

4812 52

30

@BIIandBIIAB

FOLLOW US:

BritishInstituteOfInnkeeping
www.bii.org

4 WELCOME
BII CEO, Steven Alton CBII vows  
to continue the fight for members 

6 UP FRONT
News from the front line – how pubs  
are getting ready to reopen  

12 OHH! 
Our Hospitality Heroes - celebrating  
the amazing work of our great pubs 

16 TEN-TO-ONE
Preparing for reopening: how  
10 licensees are getting ready  
for the end of lockdown 

INNBOX
18  Digital Blonde’s Karen Fewell gives 

tips on social media marketing
20  Mark Daniels focuses on email 

marketing to re-engage with 
customers 

PEOPLE & TRAINING
22  Recruitment expert Dawn Redman 

reviews staffing in the ‘new normal’ 
24  Be the Business promotes the 

opportunities from collaborations

27 WELLBEING
Support and care for your  
people and yourself 

30 FREEHOUSE FOCUS
An interview with Susan & David 
Hawksworth FBII at The Fox & Hounds

32 AT A GLANCE
Key dates and opportunities  

33 BII HELPLINES
The experts behind our free helplines

34 MARKETPLACE LISTINGS
Pull-out and keep guide to BII’s  
Marketplace Trusted Partners 

36 MEMBER FEEDBACK
What members say about BII benefits

37 QUARTERLY REVIEWS
We put the spotlight on  
products and goods  
with a high GP to help  
kick-start trading 

MEET OUR MEMBERS 
40  James & Daniel Pilley MBII
42  Clair Martin MBII
44  Adam Holland MBII

46 IN THE REGIONS
Reports from Yorkshire, East Anglia 
and the South West BII Regions

VIEWPOINTS
48  Kevin Georgel FBII, St Austell
50  Anthony Pender CBII, Yummy Pubs
52  Katy Moses, KAM Media

MARKETPLACE
56  Roslyns addresses your finances
59  RSM explains furlough changes 
60  Bhayani Law on staff matters
63  CPL on team training
65  Winpos on how EPOS and mobile 

tech can boost confidence
66  Poppleston Allen provides  

a checklist on licensing



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

W E L C O M E
4

 /
 S

U
M

M
E

R
 2

0
2

0

A s pubs begin to reopen and 
welcome customers back, in 
some form or other, I’d like to 

be able to say that we’re through the 
worst that this pandemic has thrown  
at us. But, sadly, it’s a stark fact that 
pubs will continue to face a tough time  
ahead. The next 18 months to two 
years will be a critical time for many 
businesses, as you each look to rebuild 
your trade within the boundaries of  
the ‘new normal’, whatever that ends 
up looking like. 

What I want each and every one 
of you to know is that we, your BII, is 
here and will remain here to support 
you and your business. We have your 
back and whilst each one of you faces 
a very personal challenge, we vow to 
work as hard as ever to ensure your 
voices are heard at every level.  
That’s within Government, within 
business forums, in the 
media and wherever 
we need to be in order 
to make THE difference 
for you, our members.

You’ve been  
helping us do this by 
taking part in our surveys and giving 
us your feedback, enabling us to 
gather your views, hear about your 
experiences, understand your fears  
and know the hard truths, in terms  
of your current position and how you 

see trade moving forward. We have 
been empowered to use this knowledge 
and take your collective voice to the 
heart of Government. 

As part of the Government’s 
Taskforce, we have helped Ministers and 
Government Departments to recognise 
and understand what assistance and 
continued financial support is needed,  
if pubs are to survive and prosper.

Part of this has been getting the 
Government to understand and 
acknowledge the complex and essential 
role that the great British pub plays in 
both the economy and the community. 

Pubs employ over half a million 
people in the UK. Individual pubs 
deliver to the Treasury an average  
of £140,000 each year in tax revenues. 
They really matter to the economy.

But much more than this is the fact 
that pubs deliver real social value, a safe  

place for communities to gather, to 
celebrate, commiserate, socialise and  
just ‘be’ with one another. From the 
elderly customers who have propped up  
a corner of the bar every day for the last  
half century, to the new mums who come  

BII CHIEF EXECUTIVE OFFICER STEVEN ALTON CBII 

THROUGHOUT LOCKDOWN, YOUR BII TEAM HAS BEEN SUPPORTING YOU, OUR MEMBERS, WITH REGULAR  
EMAILS, WEBSITE UPDATES, HELPDESK SUPPORT AND WITH OUR BROAD RANGE OF EXPERT HELPLINES. WE ARE  
CURRENTLY RECEIVING UNPRECEDENTED NUMBERS OF CALLS, AS MEMBERS SEEK GUIDANCE AND URGENT  
HELP – FROM FINANCIAL ASSISTANCE AND ADVICE ON DIVERSIFICATION TO PREPARING FOR REOPENING.   

WORKING TO GET  
OUR GREAT PUBS  
OPEN AND TRADING 
 

“I PROMISE THAT WHATEVER 
TOMORROW BRINGS YOUR BII WILL 
CONTINUE TO HAVE YOUR BACK 
AND FIGHT YOUR CORNER”

in mid-morning for a coffee and a chat. 
Pubs, or more precisely, YOU, our 

great British licensees, are there to 
offer a warm welcome, a listening  
ear, a shoulder to cry on and a safe 
place – a home-from-home. A member 
recently said that when you take on  
a pub, you inherit another family – 
your local community. 

It’s in the very nature of pubs to 
want to be the first places to reopen 
– to welcome back the communities 
‘their other family’ and to offer great 
hospitality. That’s why we have called 
for firm guidance over issues such as 
distancing measures (announced on 
June 23), while getting the Government 
to accept that distancing at any level 
damages pubs that were designed  
to bring people together.  

Many pubs, unlike the big 
supermarkets and retailers, will be 
operating at a loss in the first few 
weeks of opening. It’s crucial that the 
Government understands this and 
knows what is at stake.

BII is united in presenting one voice 
to the Government (essential during 
this time), working with hospitality’s 
other key industry bodies. United, 
together, we will get this message 
across that pubs are at the heart of 
any renewal and growth as we, the 
country, emerge from lockdown. 

Licensees are, by the very nature 
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of the job that they do, tasked with 
keeping customers and staff safe.  
As they welcome people back into their 
pubs, they are doing so as professionals 
and upstanding members of their 
communities. People to be trusted, 
people to go to for advice, a friendly 
face and constant support.

We know that you, our members, 
have never been more innovative in 
coming up with new ways to serve 
your customers, to ensure they  
(and your staff) will feel comfortable, 
protected and safe. From using tech 
for ordering, payments and potentially 
gathering customer contact data, to  
the simple solutions, such as serving 
beer in jugs, implementing one-way  
systems around your bars and 
monitoring capacity. Pubs and their 
suppliers are excelling in providing 
amazing solutions to serve safely.

BII will also continue to push hard 
for more financial support from the 
Government. From a cut in VAT,  
to give customers more pounds  
in their pockets, to Business Rates’ 
relief and greater financial assistance, 
in terms of continued and more flexible 
furlough and grants. 

Pubs play an immense and critical 
role in the heart of our communities, 

from mental health support to being  
a mass employer of under-25s. Our 
industry must be acknowledged  
as the provider of highly skilled jobs 
with structured advancement and  
life-enhancing career opportunities. 

As loneliness and mental wellbeing 
have become real challenges for many 
throughout lockdown, the role pubs 
play in counterbalancing this must  
be recognised. Pubs bring people 
together, offering a safe place for all 
ages and personalities to meet within  
a warm and welcoming environment.

There’s no doubt that this time has 
been extraordinarily tough, however, 
our pubs and people have risen to the 
challenge and shown their mettle. 

Here at BII too, our team has never 
worked harder to provide members 
with advice, solutions and assistance 
every step of the way  
and we will continue to do this. 

I thank the BII team, our partners 
and you, our members, for everything 
you have done and I promise that 
whatever tomorrow brings, your BII 
will continue to have your back and 
fight your corner. 

BII’s Helpline helped freehouse 
owners Eilir (featured on our 

front cover this issue) and Charles 
Rogers MBII to successfully 

diversify their business

BII’s safety Shield
BII welcomes Shield Safety  

Group as our new expert Helpline 
Partner to support members on  

all aspects of reopening and 
trading during Covid-19.

Shield Safety Group (SSG) will be 
running an EHO Helpline available 

Monday to Friday, 8.30am to 5.00pm,  
to answer queries and provide  

guidance on Food, Fire, H&S and 
Covid-19 specific requirements as  

you begin to reopen your business.

SSG is also supporting BII Members  
with a FREE interactive Risk Assessment  

template and companion guide  
to reopening, which they will help you to  
complete if required. SSG also provides 

a further service, allowing pubs to 
manage the safe reopening of their 

venue with confidence, with its  
’Safe to Trade’ programme, which uses 

ongoing checks and monitoring  
through compliance controls via their 

award-winning software and app. 

BII Members get 10% discount  
on this additional service.

Call the BII Helpline on 0330 058 3878 
and select Option 3. See page 33  
for the full list of Helpline Partners.
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UP FRONT
A ROUND-UP OF NEWS, VIEWS AND BUSINESS TIPS 

Support

PUB’S PIVOT TO DELI NEEDED BII HELP
Freehouse owners Eilir and Charles Rogers MBII faced a Catch-22 situation at the start  
of lockdown, with the local council refusing to allow a change of use, while the bank  
wouldn’t give mortgage relief unless they diversified. 

 “Our first port of call was the BII,” 
said Eilir, who with husband 

Charles owns and runs The Dog at 
Grundisburgh in Woodbridge,  
in rural Suffolk.   

Charles continued: 
“We had the idea to 
run the shop and the 
takeaways but the 
council refused us 
change of use. The BII’s 
legal helpline enabled 
us to navigate a way 
through.” 

With takeaway 
meals, a shop 
encompassing an 
‘Italian-meets-East 
Anglian style deli’ and 
even fresh flowers for sale, in June  
the pub was operating at 40% of  
pre-lockdown turnover, which had  
    been £12,000-£16,000 a week.  

There’s a strong focus on local 
produce, including the draught beer, 
which is from the independent Earl 
Soham Brewery. 

“People have been buying our 
cheese, which is all produced in East 
Anglia, as gifts for people as it looks 
so good. We have also been producing 
picnic boxes, which have been bought 
for birthdays and other special 
occasions.” 

In preparation for reopening, the 
couple have invested in additional 
outdoor seating and plan to operate  
a dine-in deli, from July 4.  

“We have lots of space out front and  
initially it will be just the two of us  
behind the bar, with a runner delivering  
the drinks to a table for collection by 
the customers. We’ll also be taking 
bookings for tables,” said Eilir.  

“I’ve actually enjoyed embracing 
the change and I know we will be 
fine, because we will make it work,” 
said Eilir, admitting that she’d like to 
include a standalone deli somewhere 
in the village as part of a five-year 
business plan! 

Eilir (pictured below) said: “In the 
beginning it was a scary and a surreal 
situation. But we have had to take 
everything in our stride. It almost 

feels more nerve-racking 
now as we face 
the uncertainty 
of reopening. But 
we plan to keep 
our deli running, 
as it will give our 
chefs (luckily 
they’re a father 
and son team, so 
we don’t need to 
worry about social 
distancing) enough 
to earn their keep, 
making terrines, 

pâtés and patisserie for the deli. 
“We’re finding that our takeaways 

– a mix of pizzas, burgers and Asian 
cuisine – are really quite lucrative,” 
said Eilir. “Our cheese sells well and 
has good margins. We offer draught  
beer for takeaway too.”  
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C hief Executive of the Coaching Inn 
Group (CIG) Kevin Charity MBII, 

began unfurloughing some staff in early  
June ready for reopening, having closed  
the operation throughout lockdown. 

“We’ve surveyed every site and 
with two-metre distancing measures 
we would have lost 50% of covers, 
but with one-metre distancing, we 
estimate, with screening, we could 
cater for 90%.” 

Charity believes daytime trade  
will be key, as he predicts premises  
will “die a death” come 6pm for  
the first six to eight weeks,  
as people remain scared.  

“But I’m optimistic that 
the British people will 
want to get back to 
normal as soon as 
possible. There 
has been a clear 
indication on the 
high street in 
busy towns that 
social distancing 
is already being 
ignored,” he said. 

Accommodation 
was, he continued,  
a double-edged sword, as he 
predicted hotels would lose business 
clientele, as a fundamental shift in 
working patterns is set to see people 
continue to use tech for online video 
meetings. But, Charity believed, 
staycations would rocket. 

“We’ve written off early July, as 

we’re only looking at 30% occupancy, 
but I think August will go crackers.” 

CIG plans to reduce interactions 
at the reception desk by asking for 
prepayment and won’t offer a breakfast 
buffet service, in favour of a choice of 
packaged options to go. 

Sean Donkin, Managing Director 

of the Inn Collection Group, is also 
confident its offer will appeal to the 
increased staycation market, with  
inns in areas with lots of space and 
natural beauty. 

“We’ve had enquiries about 
bookings throughout this period, but 
to avoid cancellations, we weren’t 
taking bookings until the first week  
of August. As things ease, we’ll bring 

that date forward. We only 
need a seven  

day lead-in  
to reopen,”  

he said. 
“We’ve 

mapped 
out our 

new model 
and we’ll 

be speaking to 
customers before 
they arrive, telling 
them what our 
plans are. We had 

high operation 
standards before 

all of this, so beyond 
dividing screens, we’ve 

struggled to see what else  
we can change. 

“Staff will have bespoke, branded 
facemasks, which are washable and 
designed to last 12 months,” said 
Donkin, who has invested “10s of 
£1,000s” in kit for the team. “When it 
comes to investing in our team’s safety, 
we think we can’t spend enough.” 

Staff have been asked to complete 
six to seven training courses each   
    before reopening, everything from  
   Covid-19 awareness to everyone 
taking or retaking Food Safety Level 2, 
whether they work with food or not. 

Conflict Management was another 
course to be completed, to help staff 
be comfortably equipped to deal with 
people who may have “forgotten how 
to behave properly”. 

The pubs will operate a one-way 
traffic system, with staff on hand  
to meet and greet customers. 

Ei Publican Partnerships has 
partnered with Round to offer 
its publicans a contactless 
ordering and payment app.

Customers can download the Round 
app on their own phone, search for 
their local Ei Publican Partnerships 
pub and order and pay for food and 
drink straight from their phones. 
Nick Light FBII, Managing Director 
of Ei Publican Partnerships, said: 
“This is an exciting venture and one 
of several initiatives we have to 
support our publicans.”

He added: “We have offered  
a variety of support... and recently 
announced further measures in the 
form of rent and trade credits to 
assist them with cashflow as they 
start to restock their pubs. Our 
operations team will be on hand to 
assist our publicans as they reopen.”

Ei Publican Partnerships is 
offering its pubs a PPE support 

package, worth nearly £300,000, 
which includes a free starter kit of 
disposable masks, gloves, hand-
sanitiser and black/yellow floor tape.

 

Ei partners Round  
for contactless 

Café business  
seeks pub partners

Matt Fountain, Managing 
Director of Northamptonshire-
based café chain Bewiched,  
is looking for pub partners  
to team up with to offer  
a drive-thru coffee proposition.

With “unknown territory ahead”, 
Fountain said Bewiched, which  
had all 11 sites open for 
takeaway by mid-June, 
was looking at new ways 
to pivot its business.  

“We see a potential 
opportunity for public 
houses with good road 
frontage and large car 
parking areas to work with us to 
create a Bewiched drive-thru pod, 
with relatively little investment. 

Anyone interested should contact  
Matt at matt@bewiched.co.uk

Accommodation

With the Government promoting staycations this summer  
the opportunities for inn accommodation look bright. 

INNS PREPARE TO BENEFIT  
FROM STAYCATION MARKET

Tech
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Source: KAM Media ‘Return to the Pub’ Report, June 2020

Research

RETURN OF THE PUB!
The BII, in association with KAM Media, undertook an in-depth study into the habits,  
plans and predicted behaviour of 1,000+ consumers come reopening. Here is a snapshot  
of the top line results. A full report is available on the BII.org website for members.

Dwell time and 
spend per visit 
With one in three 
pub-goers predicting 
they will cut the 
amount of time they 
spend in the pub, 
against one in six 
who claim they will 
spend more time 
per visit – this is 
considerably higher 
within the 18-34  
year old bracket. 

Spend per visit
Although the majority of customers 
say that their spend will remain the 
same per visit, there is a significant 
proportion who say they will spend 
less. This coincides with the net 
reduction in time spent in the 
pub, so the change in consumer 
behaviour is likely to lead to  
pub-goer’s cutting down their  
usual dwell time per visit in order  
to minimise the potential ‘risks’  
and therefore spend per head is 
likely to reduce as a direct result.  

How safe will pub-goers  
feel when they initially 
return to pubs after 
lockdown has lifted?
The older generation say they  
are going to feel less safe overall 
when it comes to returning to  
the pub, with over 55s more likely  
to be in the vulnerable bracket  
of individuals. 

Safety measures 
Women are more keen 
for safety measures than 
men. Paradoxically, the 
action that will make them 
feel most safe will also 
take the most away from 
the experience. With two 
in three pub-goers saying 
that limiting the number of 
customers in a pub would 
be a ‘must have’ safety 
precaution measure, yet 
one in three also claiming 
that this would be the one 

measure that will have the most 
negative impact on their experience. 

A real challenge for pubs is to  
find a balance for customers  
to ensure they retain the experience 
and atmosphere that makes pubs 
what they are, whilst ensuring 
customers feel safe. 

Outdoor space will become  
a highly valuable commodity  
and should be maximised.

Are pub customers 
expecting price increases?
Most pub-goers, across the whole 
of the UK, are expecting price 
increases, as they are aware of the 
challenges that pubs have faced. 
However, pubs must still place their 
focus on offering value.

Opportunities
  42% of pub-goers have used  

or are interested in using their 
local pubs for delivery services

   69% of pub-goers would like  
to see more digital solutions that 
will help to simplify and ease the 
processes involved with physical 
distancing within pubs

   remote working and business 
meetings were predicted to be  
a strong growth area for pubs  

The research is based upon 1,113 
interviews with UK adults (+18) who 
visited pubs at least once every six 
weeks, prior to lockdown.  
Nationally representative of the UK. 
Research conducted in May 2020.

Q: DO YOU THINK YOU WILL SPEND MORE OR LESS 
MONEY PER VISIT, IF AND WHEN YOU DO VISIT THE  
PUB AGAIN, ON THE FOLLOWING AS YOU USED TO DO  
BEFORE LOCKDOWN, ON FOOD/ON DRINK?

% OF CUSTOMERS WHO BELIEVE THAT IT’S ‘ACCEPTABLE’ 
FOR PUBS TO INCREASE THEIR PRICES FOR THE FOLLOWING 
PERIODS OF TIME...

W ith consumers expected to visit pubs less 
often – our research measures this as an 

overall decline in pub visits of 12% – the good news 
is that 18-32-year-olds are saying they plan to visit 
pubs more post-lockdown, increasing their visit 
frequency from 1.5 times per week, pre-lockdown, 
to 1.9 times per week post-lockdown.   

The drop in footfall is expected to be felt more 
within town/city centre pubs compared to village/
rural pubs, as general footfall to city and town 
centres is reduced, either because people are  
not going into offices or because the location 
doesn’t appeal.  

Homeworking will also have a significant 
impact on pubs located in busy commercial areas. 
Whereas village/rural pubs, which are more likely 
to have gardens, are being touted as the way that 
pubs can reopen and still have physical distancing. 

The impact on footfall will also be felt more 
with food-led occasions compared to drink-only 
occasions.  

Food-led occasions will see a decline in frequency  
(down 14%), whereas drink-led occasions are 
predicted to remain relatively stable post-lockdown.  

Pubs with a heavy food-led offer may want 
to consider simplified solutions in order to ease 
customers’ initial fears.

Q: HOW SAFE WILL PUB-GOERS FEEL  
WHEN THEY INITIALLY RETURN TO PUBS  
AFTER LOCKDOWN HAS LIFTED?



1
0

 /
 S

U
M

M
E

R
 2

0
2

0

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

H olden has opted to pivot his 
operation even further as pubs 

begin to reopen, as he seeks to protect 
his business for the long-term against 
the worse case scenerio, which could 
see only 33% of trade return. 

“We’ve been powering through 
lockdown with delivery and takeaway 
services. We have adapted our offering, 
everything from delivering frozen 
pasties to bulk buying takeaway 
containers for resale,” said Holden.  

He explained that his main objective 
hasn’t been to “make a killing over this 
time”, but to turn over enough to pay 
his staff, whom he didn’t furlough, buy 
stock and put a new business model in 
place to ensure their future survival  
and long-term success. 

Having created  
a call centre at his 
Threemilestone site, he 
completely overhauled 
the ICR cloud-based 
till system, which 
allowed orders to be 
placed centrally and 
sent to any kitchen.  
The call centre also offers 
a friendly voice, keeping the 
all-important human-to-human 
contact.  

Using the RouteMagic delivery 
system and app, prep and planning 
for deliveries is made easier, as it helps 
match orders to the nearest pub.

“Our mission and vision is about 
providing quality products at great 
prices that people will love. We have 
adapted our service and style to be as 
relevant to home or in the pubs. 

“Our team has a commitment to 
improve all aspects of our business, 
with the passion to support each other 
and provide a safe, friendly service to 
our guests – whether that’s over the 
phone, serving at the tables in our pubs 
or delivery to people in their homes.” 

He continued: “To provide our staff 
with the hours they need, the future 
is about adapting. All of our premises 
were over the £51,000 rate deferment 
level, so we have been haemoraging 
costs. We have had to combat this. 

“In my head, this has cost us £100k 
so it has been important to sustain 
our trade. It’s a gamble and a high risk 
strategy, but I’m hoping we’ll be able to 
provide new revenue streams,” he said.  

Holden added that his biggest 
week (to early June) operated 

at just 36% of normal 
weekly turnover. 

“Generally we have 
been operating between 
23-25% of normal 
turnover, which had 

been £70-75,000 a week 
across three venues. We’re 

currently doing £16-17,000 
a week but I believe we have 

the potential to up that to £26,000,  
perhaps even higher with more 
deliveries and takeaways.”  

With Holden himself forced to 
isolate, as he suffers from sarcoidosis, 
colleague Justin Barnett FBII has been 
on the ground dealing with operations.  

Creative Cloud, Dropbox, etc, 
have become an essential part of the 
business, he said, adding Vimeo Pro 
was being used to collate training. 

A brilliant food service company, not just a pub operator,  
is how Mark Holden FBII, owner of Inn Cornwall and three 
pubs, is positioning his business going forward.  

DIVERSIFICATION BECOMES  
A LONG-TERM STRATEGY  
FOR INN CORNWALL 

Business

FRIENDLY  
SIGNPOSTS  
TO DELIVER POSITIVE 
HYGIENE GUIDANCE

BII has created new guidance 
on how to reinforce good 
hygiene procedures that  
won’t risk scaring customers  
or denting their confidence. 

With customers expected to 
focus more on health matters 
than ever before (KAM Media 
research, March 2020), BII 
believes it’s important to provide 
customers with positive, calming 
messages while directing them 
to the “hand sanitation stations” 
or asking them to navigate the 
one-way directions around  
the pub. For instance, utilising the  
pub’s own branding and colour 
scheme to make hand-santisers 
look more in keeping the pub’s 
environment.

Greenery, such as plants, 
flowers, etc, has long been used 
to promote feelings of positivity 
and wellbeing. While social 
distancing measures might 
mean that unused 
furniture is 
temporarily 
put to 
one side, 
filling the 
space with 
potted 
plants 
could make 
customers feel 
more at ease.

To find out more on ‘softening  
a sanitary space’ visit: www.bii.
org/news/coronavirus-advice/bii-
coronavirus-advice-guides
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Remember  
to update your staff 

handbooks  
and training manuals  
with the most current 
advice on hygiene &  

staff sickness* 

 

Star Pubs & Bars is offering its 
2,500 pubs a free reopening 
support package, with 
everything from Health & 
Safety guidance to easy-
to-deliver food menus and 
£250,000-worth of safety 
point-of-sale material. 

To help licensees maximise sales  
while operating with social distancing  
restrictions, Star has created an 
off-the-shelf menu of 22 best-selling 
dishes that can be delivered by one 
staff member. Available through 
Brakes with a discount, the menu is 
designed to minimise wastage whilst 
licensees establish customer demand  
for food. For those preferring to serve 
their own menus, the support pack 
offers advice on how to do this in  
a safe, profitable way.  

Star’s package also offers free advice  
on licensing applications for unlicensed  
garden space, access to Swifty – a new  

payment and loyalty app – and  
‘relaunch’ marketing tools.

The package adds to 
Star Pubs & Bars’ £21 

million investment 
in rent concessions 
for its licensees.

Star lessees 
Kelly Vickers and 

Jamie Whitaker of 
The Pig on the Wall, 

Droylsden, (pictured) 
said they felt fortunate  

to have Star’s support during  
the pandemic. Kelly said: “We have  
a constant flow of emails from them  
explaining what actions we need to  
take at each stage, such as furloughing,  
written in laymen’s terms that are 
easy to understand. On top of the 
Government discount and initiatives 
we also had a major rent discount… 
without this financial support we 
wouldn’t be in a position to reopen.” 

 

Volunteering

BUZZWORKS COOKS UP 
40K MEALS FOR  
AYRSHIRE’S VULNERABLE

SLIP INN A LATE  
CELEBRATION!

Chefs and front-of-house staff from pub operator Buzzworks joined 
forces with Ayrshire charity Centrestage to produce 40,000 meals  
in just nine weeks, feeding vulnerable locals during lockdown. 

T he team, headed up 
by Buzzworks’ Chef 

Director Trevor Garden, 
have been working five 
days a week to create 
wholesome meals with 
ingredients kindly gifted 
by charity Fareshare, 
public donations and  
Buzzworks’ own suppliers. 

Trevor Garden, 
who in more normal 
times oversees the food 
operations across all 12 

of Buzzworks venues in 
Ayrshire and beyond, 
said: “With the kitchen 
at Centrestage equipped 
for only producing 
around 1,000 meals per 
week, we have relished 
the challenge of putting 
our skills to good use and 
producing over 5,000 
meals for those in need 
on a weekly basis. 

“The dedication from 
both chefs and our front-

of-house team, who 
have been integral in 
packaging up each meal 
to be distributed, makes 
me incredibly proud. 

“To have already 
ensured 40,000 meals 
have gone out to people 
facing hardship and 
difficulties in the 
communities we work, 
I’m sure that have helped 
to make a difference,” 
said Garden.  

Star’s free package  
for reopening pubs

Support

Stats courtesy of CGA research’s Business Confidence survey, May 2020  

The numbers game
8/10

8/10 operators  
have 

started  
recovery  
planning 

 

9%
Pubs need 9%  
of guaranteed  

turnover  
to begin trading 

successfully

72%
72% of operators have 

been planning for different 
scenarios, to be ready for 

whatever rules the  
Government implements

 
London expects to see ‘significant numbers’ of permanent closures 

*HIT Training has full information on its website,  
https://hittraining.co.uk/sites/default/files/HIT%20Training%20
Guide%20-%20Infection%20Control%20and%20Safe%20Working.pdf 

Check out what BII’s Marketplace Trusted Partners are saying on pages 55 to 67

The Slip Inn freehouse in Clementhorpe 
has been named York’s CAMRA Pub of 
the Year, the region’s most prestigious 
pub award but had to delay celebrations 
until after lockdown.   

Pub Manager Ian Warner and owner Paul 
Crossman raised a glass with locals and regulars via Facebook Live but are 
looking forward to hosting a proper celebration once they are able  
to welcome back friends and loyal customers. 

Awards
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OHH! PROUD OF OUR
We’ve always known that hospitality is full of brave, hardworking, kind people with huge hearts  
and a strong desire to do the right thing. This pandemic has shown the whole country, if not the world,  
what makes the British pub great. We applaud and salute you all.  

OUR HOSPITALITY HEROES! SO MANY PUBS HAVE RISEN TO THE HUGE CHALLENGES OF THE PAST  
FEW MONTHS BY PIVOTING THEIR BUSINESSES TO FILL THE MANY NEEDS WITHIN THEIR LOCAL 
COMMUNITIES. TAKEAWAY FOOD AND DRINK SERVICES, GROCERIES FOR DELIVERY AND COLLECTION, 
SUPPLYING KEY WORKERS AND THE VULNERABLE WITH FREE MEALS, PROVIDING ACCOMMODATION, 
GIVING AWAY STOCK TO FOOD BANKS AND THOSE IN NEED. THE LIST IS ENDLESS.  

THE THREE MARINERS
Oare, Kent 

Winner of Kent Life’s Pub of 
the Year 2019, this Shepherd 
Neame tenancy run by Sarah 
Simmonds delivered grocery 
items to vulnerable people 
self-isolating in the village, 
and created a WhatsApp group  
for locals to keep in touch. 
Sarah also offered a range  
of takeway ‘feast nights’  
at home, including vegan 
dishes and Sunday roasts. 

THE RISING SUN 
Henley-on-Thames, Oxon

At the Rising Sun, licensee 
Kate Makin MBII – who 
only took over in January 
–  described her business as 
a ‘hub not a pub’ during the 
crisis. Fresh groceries and 
household items have been 
available for collection or 
delivery Tuesday through to 
Saturday, while Chef Jordan 
baked fresh bread and makes  
tasty pickles and jams for sale. 

THE BROOK INN
Plympton, Plymouth

The Brook Inn in Plympton, 
Plymouth, has been selling 
Sunday Roasts to local 
residents. For every meal 
sold – at cost price of £10 – £2 
has been going into a pot to 
provide free or reduced-cost 
meals for local vulnerable 
people.  So far, the pub 
has raised £2,750, and has 
helped to set up a new food 
bank for the area, working in 
partnership with Plympton 
Team Ministry.  

THE RED BULL
Malmesbury, Wilts 

The Red Bull in Malmesbury, 
Wilts, stepped in to keep  
a ‘meals on wheels’ service 
going with local charity Heals 
of Malmesbury. The pub 
team, led by licensees Dave 
and Nicola Moody, prepared 
40 meals three times  
a week, all delivered to local 
vulnerable individuals  
and families. 

THE ORANGE TREE 
Baldock, Herts

Licensee Rob Scahill MBII has 
turned his pub, The Orange 
Tree, into a community store, 
offering groceries, household 
items and fresh fruit and veg 
for locals to buy between 
4pm-7pm every day – 
offering a priority service for 
NHS and other key workers, 
who can reserve items to 
collect any time. 

THE BLUEBELL INN 
Desford, Leics

The Bluebell Inn in Desford, 
Leics, set up a shop to 
support the village, sourcing 
groceries and fresh produce 
through its suppliers.  
Manager of the Everards pub, 
Michael Cosgrove also put 
on quiz nights, bingo and DJ 
events through Facebook 
Live, to keep his customers 
entertained and connected 
with their friends during 
lockdown.  

THE JUNCTION TAP
Woking, Surrey 

A furloughed Stonegate Pub 
Co General Manager turned 
his hand to making Personal 
Protective Equipment (PPE) 
for healthcare workers.  
CeeJay Williams, GM at  
The Junction Tap in Woking, 
Surrey, and his friend Tim 
Charlesworth used 3D 
printers to make face  
mask clips, after they were 
inspired by the story of  
a group in Italy who were 
adapting diving masks into 
protective gear. 

THE WELLINGTON 
ARMS  
Sandhurst, Berks

The Wellington Arms in 
Sandhurst, Berks, gave its 
letting rooms to a handful 
of nurses working locally, 
who were at risk of being 
made homeless when their 
previous landlords asked 
them to leave at the start 
of the Covid-19 outbreak. 
Licensee Harry Demko MBII 
said: “It was the obvious 
thing to do when we had 
empty rooms and we’re 
pleased to be able to help.”  
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WINDSOR CASTLE 
Marple Bridge, Cheshire

Jo Farrell MBII of the Windsor  
Castle in Marple Bridge 
near Stockport wants  
a shout out to Cheshire 
family brewer Robinsons 
for its outstanding support 
of her and her fellow tenants 
throughout this time.  

“The entire Robinsons’ 
team have been real heroes: 
every single department have 
done a fantastic job over 
this time from the draymen 
to the office, they have all 
looked after us so well. I feel 
it is really lovely to be part 
of such a fantastic company 
and I wouldn’t want to have a 
pub with anyone else.” 

Jo is well known for her 
charity raising endeavours 
for the local community 
and despite having to close 
the pub to protect husband 
Steve, who is in remission 
from cancer, she has worked 
hard to keep the Windsor 
Castle at the heart of village 
throughout this crisis. 

“Robinsons has been 
fantastic. From stopping 
our rent to the fantastic, 
daily briefings and keeping 
us up-to-speed with what’s 
happening. It created  
a Facebook group for 
tenants called 
‘Pub Hub’. We 
share tips and 
it has enabled 
everyone to 
become friends.” 

When pubs 
reopen, Jo says 
tenants plan to fundraise 
for the NHS, giving all the 
money raised to Robinsons 
to donate in one lump sum. 
“It will be our way of saying 
thank you and putting the 
spotlight on Robinsons  
and all it has done for us.”   

HEROES

THE ANTELOPE 
Surbiton, Surrey

The Antelope cooked 200 
hot meals a day, which 
were distributed to local 
vulnerable people. The 
initiative was being run with 
local charity Voices of Hope, 
which is co-ordinating  
the service.  

James Morgan MBII, co-owner  
of Big Smoke Brew Co, which 
runs The Antelope, said: 
“We’re making healthy meals 
for the elderly, low income, 
homeless and isolated, 
and with 30,000 vulnerable 
people in the Kingston area, 
demand will only increase  
as lockdown continues.”  

THE WONSTON ARMS
Wonston, Hants

Matt Todd MBII at The 
Wonston Arms in Hampshire, 
delivered the beer sitting  
in his cellar at lockdown  

to local people to 
stop it going  

to waste. The 
move was 
so popular 
that he 
continued 

taking fresh 
cask, keg beers, 

ciders, wines and spirits 
from the breweries and 
wholesalers to be delivered 
to residents within a short 
drive of the pub.  

Matt even took a barstool 
from the pub with him so he 
could sit and chat to some of 
his locals, who were missing 
the social interaction of their  
local – at a socially responsible  
distance, of course.

BRAINS BREWERY  
Cardiff, Wales

Welsh brewer Brains gave 
away food worth £100,000, 
which was left sitting in its 
106 managed pubs as the 
lockdown started. Local NHS  
and key workers, care homes, 
food banks and other worthy 
causes benefited, across south 
and west Wales, including 
Cwmbran Fire Station.  

Brains Chief Executive Alistair  
Darby FBII said: “We gave away  
everything that was going to 
go out-of-date while our pubs 
were closed – much better to 
have it used by those in need 
than let it go to waste.” 

TIA MARIA  
BAR & RESTAURANT  
South Lambeth, London

Eduardo Dantas MBII 
from the Tia Maria Bar & 
Restaurant received praised 
from NHS staff working at 
Kings College Hospital, after 
he prepared and delivered up 
to 60 freshly cooked meals to  
them for free each day. 

Dantas, who paid for, 
prepared and delivered 
the meals himself, was 
invited into the staff room 
where they showed their 
appreciation with a round  
of applause, which left him 
in tears! 

THE ALEXANDRA 
Wimbledon, SW London

Mick Dore of The Alexandra in  
Wimbledon, became  
a television celebrity, 
featured on the BBC’s 
The One Show in  
May, for his brilliant 
efforts in making  
and distributing  
6,122 meals to  
St George’s NHS 
Trust in Guildford. 

Throughout the crisis, Mick 
and Sarah at The Alex, as 
it’s known locally, never 
stopped. Despite the 
Young’s Managers 
being furloughed, 
Mick went live 
straightaway with 
his own personal 
Twitter account 
@14thefrog, to abide 
by the furlough rules, with 
daily Tweets and interactions 
with customers and fans 

around the world. 
Mick also hosted  
a weekly live  

pub quiz – and  
in-between all of that, 

the Dore family prepared 
and delivered over 6,000 
meals to the NHS. 
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THE SWAN 
Croydon, South London 

The Swan in Croydon joined up with local street artist, Chris 
Shea – also known as State of the Art – to raise money for 
the NHS. Chris painted a series of art pieces across the town 
of his son watering a rainbow, in honour of the rainbow 
campaign of support and thanks to the NHS. The pub has 
continually promoted the campaign via its social channels, 
helping it to raise over £9,000 to date. 

THE VICTORIA INN 
West Marden, Hants

Toby Morgan of the Victoria 
Inn raised over £100,000 
for NHS workers at the St 
Richards Hospital. Toby’s 
initial target was £20,000 
however he has increased 
his goal to £200,000 
following the great success 
of the campaign. Titled 
#ComeonDonna, the 
initiative is in honour of 
Toby’s wife, Donna, who is 
currently recovering from 
Covid-19 in hospital. The 
money has been used to 
supply NHS workers with 
a range of necessities, 
including: boxes of tea; 

toiletries; linen 
bags to collect 

used PPE; 
and much 

more. 

THE WHITE SWAN
Pickering, North Yorks

The White Swan in Pickering, 
has been helping local NHS 
workers, with furloughed 
staff volunteering to cook 
and deliver lunches to 
replace the ‘soggy vending 
machine sandwiches’ at the 
local hospital. The White 
Swan is also looking after 
NHS staff staying in the pub’s 
bedrooms, free of charge. 
‘Holidays for Heroes’ are also 
planned for once lockdown 
is lifted, by giving 200 free 
overnight stays to frontline 
NHS workers. They’ve 
received £250 in donations 
from the local community  
to help fund the 
food and drink 
on these 
stays.   

THE FORT, 
ANCHOR, 
BRUACH, EAGLE 
COACHING INN,  
DOC FERRY’S  
& THE OCCIDENTAL  
Broughty Ferry, Dundee

A group of licensees 
in Broughty 
Ferry, Dundee, 
joined forces 
to help locals 
struggling 

during lockdown. 
The six pubs – The 

Fort, Anchor, Eagle Coaching 
Inn, Bruach, Doc Ferry’s and 
the Occidental – launched 
a food bank to deliver food 
parcels, using a team of 
60 volunteers. Most of the 
deliveries were made on 
foot. Donations of £900 have 
already been received.   

PORTSMOUTH ARMS
Hatch Warren, Hants

Richard Curtis, landlord 
at The Portsmouth Arms 
has been hosting a hugely 
popular daily quiz through 
lockdown, which has had 
300,000 people taking part.  
Richard even smashed 
the Guinness World Record 
for the longest pub quiz, 
which ran for more than 
34 hours and had 75,000 
participants answering 
questions on Facebook 
Live. As well as putting the 
Hall & Woodhouse pub in 
the record books, the quiz 
also raised £21,000 for local 
cancer charity The Pink Place.  

  

CUSTOMERS ARE  
ALSO DOING THEIR  

BIT TO SUPPORT PUBS
A regular at The Lugger in 
Polruan, Cornwall, loaded 

£2,000 onto a loyalty  
card to use in the pub  

this summer  

PUB AID 

 FOR PROMOTING 
PUB HEROES 

THROUGHOUT  
THIS TIME  

Des O’Flanagan, PubAid 
Co-founder, said: 

“THE FACT THAT 
SO MANY 

COMMUNITY 
PUB HEROES 

ARE PUTTING 
OTHERS FIRST… 
IS GENUINELY 

HUMBLING  
AND A 

DEMONSTRATION 
OF HOW PUBS  
ARE A FORCE  
FOR GOOD,  

IN THEIR LOCAL 
COMMUNITIES 

AND WIDER 
SOCIETY

”PubAid was created 
in 2009 to promote 
UK pubs as a force 

for good in their local 
communities, sharing 
the message that they 
raise over £100m per 
year for charities and 
contribute £40 million 

to grassroots sport. 

Thanks to
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JO FARRELL MBII  
WINDSOR CASTLE, MARPLE 
BRIDGE, STOCKPORT    

JEMIMA WITHEY MBII   
TURKS HEAD, HASKERTON, SUFFOLK   

THE FUTURE’S 
BRIGHT BLUE

I’ve been busy painting the outside 
furniture bright blue. Our plan 
is to take the pub outside to our 
customers. For the first few  
days, I’ll run the bar myself to see 
how she (I call my pub a she!) trades.  

I’m planning to put the benches 
in the front car park in a hexagonal 
arrangement, which I saw on TV 
helps with social distancing.  
And we’ve got a marquee, if it rains.  

We have cleaned the pub so many 
times during lockdown, only to watch 
the dust rebuild. But now we’ve 

‘emulsioned’ all the cellar ready for the new 
beer, as well as the toilets and the vestibules.

Everywhere is clean, disinfected and tidy.  
I’m having T-shirts printed with a message: 
‘Really glad to see you – Welcome back’ and  

on the reverse,  
a reminder 
about social 
distancing and 
handwashing. 

We are blessed with a lovely garden  
and 92 outside covers. 

I’ve been through the building with 
my Head Chef, my number two, working 
out how best we can function when we 
reopen. We’re also sitting down with 
our front-of-house chaps to gather their 
thoughts and feedback. 

Our current plan is to open on July 4, 
Wednesdays to Sundays. We began 
by offering a takeaway food and beer 
service from June 17, which gave us 
two weeks to get the kitchen back 
up and running.  

It’s such a big guessing game, 
wondering how many people will 
come, if we need someone to control 
numbers, etc? I’ve bought the staff 
clear visors, rather than masks.  

I’m desperate to start trading as  
soon as possible as I can’t afford to lose  
more money. But 
I just know that 
it’s going to start 
raining as soon  
as July starts!  

1 2

KATE OPPENHEIM SPEAKS TO 10 LICENSEES AS THEY  
LOOK TO REOPEN THEIR BUSINESSES

‘How are you preparing for an end to lockdown?’  

RAIN, RAIN GO AWAY!

3
 I’ve no plans to reopen 
until I feel totally 
comfortable with the 
situation. We’ve been 

delivering over 1,000 pre-made cocktails a week. 
Customers pre-order online and we deliver in reusable 
pouches of four cocktails.  

We actually closed our venue ahead of everyone else, so 
home delivery got 10 people back to work. We’re not looking 
to make big profits, charging just £3.75 to £4, as I see it is  
more important to get people back to work, pay the rent  
and build our brand.  

I am really missing customer contact – although it’s great 
to meet people on their doorsteps – but hospitality is about 
giving people an experience, which is about having contact:  
a hug, a high five, handshakes – that’s the whole point for me. 
Without contact it’s not hospitality and as much as it would 
kill me to lose the venue, I’m not prepared to risk opening. 

JAMES NICOLIAN   
EXOTIC BOOZE 

CLUB CHESTER 

COCKTAILS  
TO YOUR DOOR

Our focus is on how to make our 
customers feel confident and to 
give them a big welcome back.  

Right now we need more 
guidance, as we can’t afford to 
spend a fortune only to be told 
later that it was unnecessary. 
Money is tighter than ever and 
we’re making a loss every week. 
Our fish and chip shop style 
takeaway offer isn’t even covering 
the bills, but it’s helping a bit.  

We’re looking to make better 
use of our outside space, increase 
capacity and change the till system 
to allow ordering from tables. We already had  
table service, so it’s about expanding on that.   

Our core trade was older people, pensioners, especially 
midweek and so the future is a bit of an unknown. We’re 
looking to continue with the takeaway offer.  

STEVEN & BECKY PRINCE MBII 
THE GREY MARE, BELTHORN, LANCS  

BIG WELCOME WAITING4
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We started building up a takeaway 
service in early June, offering all our best 
sellers – burgers, ribs, fish and chips,  
etc – in preparation for a July reopening. 

We were banking all along on social 
distancing measures being one-metre 
by the time we reopened. We’re not sure  
we could have traded with two-metres. 
People say ‘use the garden’, but this is 
Cornwall, it’s bound to be raining in July. 

We’ve extended our kitchen and 
bought a pizza oven, ready to move 
forward with our takeaway and eat-in 
pizzas offer. We’re also going to utilise 
our Point One till system to offer  
pre-ordering and table ordering.  

We pride ourselves on our excellent 
hygiene standards, which we believe  
will reassure customers. And hopefully 
the campsites and hotels will all  
open and we’ll see a jump in  
the number of holidaymakers  
coming to St Austell. 

ALEX WILLIAMS FBII  
POLGOOTH INN 
ST AUSTELL,  CORNWALL  

KELLY MCCARTHY CBII  
YE OLD SUN INN, COLTON, YORKS 

KAREN REES MBII  
THACKERAY PUB & KITCHEN, CARDIFF 

TABLE AND PRE-ORDER 
SERVICE AT THE READY

PREPARED FOR THE NEXT 
CHALLENGE

ON BOARD WITH 
THE SPECIALS  

We’re planning on a July 4 reopening. Most of our pub 
has been taken over by the shop during lockdown and 
we’ve been managing £5,500 in sales a week, with a profit 
margin of 10-15% on groceries. It’s what has been keeping 
our mortgage paid! And with our takeaway service, pizzas 
and ice cream kiosk sales, we are keeping ourselves going.  

Our ice cream is homemade and we’ve been really busy, 
thanks to the hot weather. But it has been hard work. 

For reopening, we’re thinking about a one-way system 
in the pub. Laminated menus and collection points 
with people sitting at specific tables. We have  
a cabin and fully licensed bar outside, which could 
also work as a drink collection point. The toilets are 
the biggest problem and we’re waiting for more 
guidance on this. It all hard to predict. 

We’ve spoken to our Health & Safety 
consultants, who have risk assessed us, 
and we’ve carried out staff training, etc, and  
are basically ready to go.  

I don’t believe we can rush any of this, it’s 
about building confidence. We have a large 
garden and a big layout inside, so we should 
be fine. We plan to become more food-led, 
thanks to our really good team of chefs, 
including my husband James. We’re going 
to ask regulars to send in their favourite 
recipe and we’ll do it as a special, donating 
£1-£2 to the NHS for each dish sold! 

5

7

6

From the start I redeployed the team 
into other roles, front-of-house became 
delivery drivers, packers, etc, kitchen staff 
stayed in the kitchens. I don’t believe we 
will ever get back to 100%, so we’ve geared 
ourselves up to create new revenue 
streams for the long-term: home delivery, 
takeaways and wholesale. 

We’re also testing a EnviroTec coating 
solution, which should keep surfaces 
disease-free for up to 30 days. It will be  

a game changer if it works. 
I’m telling our kitchen managers  

not to cost anything too early,  
as the food chain and costs 
are fragile. On margins, we  

will have to fight for every 1%.

We’ve refurbished the pub, giving it  
a good lick of paint, and have been  
taking photos ready to share on social 
media to welcome our customers back.  

I expect every pub has spruced 
themselves up, no excuse not to! We’re 
a wedding venue and we have lost 
60 wedding bookings this year, but 
fortunately 90% of them have rebooked.  

We’re lucky in that we have a large 
function room, which we can utilise to 
allow for social distancing. We also have 
an outside bar too and lovely gardens.  

We plan to reopen on July 4, but it 
might actually be the 6th. 

MARK HOLDEN FBII  
INN CORNWALL  

ADAM GILES FBII   
PUNCH BOWL INN,  
BRIDGNORTH, SALOP   

8

10

We started doing takeaway pretty 
much the first day we closed.  
A friend had a fish and chip shop, so 
we raided his freezers and became 
Heighington’s chippy! 

We’ve been very well supported by 
our community and before everyone 
else started to doing the same thing, 
our trade was humungous. We’re 
currently getting 150-200 orders a 
week, which keeps our heads above 
water. We’ve built on the initial offer 
with our ‘pub food at home’ menu. 

We’ve been blown away by the 
local support we’ve had. Batemans 
has been amazing too. 

We’ve no plans to reopen in July, 
but will wait and see. We’re a small 
pub and while our garden is big, our 
toilets are small.  

DIANE GRAY   
BUTCHER & BEAST 
HEIGHINGTON, LINCS 

NO PLANS TO  
REOPEN YET

PUB GRUB FOR  
DELIVERY

‘I DO’ PLAN  
A JULY REOPENING

9
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TOP POSTS & BEST USE OF SOCIAL MEDIA

T hrough the many challenges  
of the last few months, it 
is clear that social media 

use increased as we turned to 
the networks to fill time, share 
experiences and connect with others.  

Whether it was Facebook, 
Instagram, Twitter, LinkedIn or 
TikTok, we spent more time 
interacting with social 
media content. As 
lockdown eases, many 
of your customers will 
be looking at social 
media accounts to find 
experiences and places 
to visit that they feel are 
safe. Used well, social media can 
be a cost-effective way of promoting 
your business as you reopen and start 
to build up your customer base again.

WHAT TO POST  
TO HELP DRIVE SALES: 
1. Talk about how you have used  
the closure to make your pub 
better for when customers return. 
Perhaps you have redecorated,  
sourced new ingredients, introduced 
a new drinks supplier or maybe even 
started to grow your own vegetables.  

2. Ensure when someone visits 
your social media pages there is 
visual proof of your approach to 
cleaning and hygiene. Perhaps post 
photos of your team wearing masks 
and gloves, while demonstrating 
other safe practices. This will 
help show customers that you are 
prioritising their safety. 

Social media has kept us in touch and engaged during lockdown. Here, Digital Blonde’s  
Karen Fewell suggests it remains a cost-effective place to start, as pubs reopen from July 4

SOCIAL MEDIA TO CONNECT IN  
THE EARLY STAGES OF REOPENING

Online Success

KAREN 
FEWELL

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

Karen has spent lockdown 
supporting hospitality businesses 
with crisis comms and social media 
relationship building and is now 
helping clients with their  
marketing, as they 
prepare for reopening. 

Karen@digitalblondemarketing.com

3. Be cautious about the staff you 
choose to show on your social 
media accounts. In the early days, 
most of your customers will be locals. 
You don’t want to show a photo of 
your cleaner, for example, and then 
find customer comments about how 
they are not following social distancing 

rules away from work. 

4. It’s likely you will have 
made some changes to 
the menu to ensure your 
food offer reflects the 
changing environment. 

Make sure you show 
customers photos of the new 

dishes, so they know what to expect 
before they arrive.

5. If you are using photos that 
were taken pre-pandemic, check  
they are suitable to use in the ‘new  
normal’. It will be inappropriate to  
show chefs working closely in a kitchen  
or pub-goers at a previous event all  
close together. I recommend you plan  
in some time to take new photographs.  

6. A video talking about the new  
approach is a good way to explain 
the new processes and the rules.  
When done well, video can achieve 
a higher engagement than words 
or photos and it helps to build a 
relationship with your audience.  

7. Use your social media accounts 
to sound out your customers on 
new ideas. For instance, you may be 
thinking about picnics in the garden 
or a new dish you for your menu.  

8. Make it clear which services 
you offered during lockdown you  
plan to continue with, such as 
takeaways or the pub shop. 
Despite everything you are doing to 
encourage customers back, some may 
not feel ready just yet. Ensure you 
communicate with these customers 
and don’t let them feel excluded. 

Accept that sometimes customers 
post things on social media that you 
wish they hadn’t. Show that you are 
listening, by answering their concerns.  

 It’s going to be a really busy and 
challenging period, but it’s important 
to set time aside to promote all your 
good work on your social media.  

Good luck and feel free to get in 
touch with any questions. 
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FOLLOW US:

@PalmersBrewery 
”Father’s Day is just around 
the corner. If you would like 
delivery before the weekend 
orders placed before 
noon on Thursday will be 
dispatched for delivery 
Friday. Local deliveries West 
Dorset (West of the A37) 
will need to be in by 10am 
on Friday to be guaranteed 
before the weekend.
Order through www.
palmerswinestore.com and 
use the code FATHER10 at 
checkout for a 10% discount”

@greatpub
“Thankfully I’ll never be able to truly 

comprehend what it would have been 
like to be sent overseas to fight at  

a young age. The courage & bravery of 
that generation, from people of all races  

& nationalities, who fought & made 
the ultimate sacrifice to defend our 

freedom & democracy that I, for one, 
absolutely take for granted these days. 

Today we remember the sacrifices 
made to change the course of history  

& the lives lost so we can live ours.  
We are forever thankful. #VEDay75”

TOP POSTS

@BIIandBIIAB
britishinstituteofinnkeeping www.bii.org

@erpinghamhouse

Turning windows into  
takeaway stations:

“Can you guess what changes  
we’re making?”

OUR  
FAVOURITE  

POSTS

“Don’t forget to nominate a key worker  
to receive a giftbox from us to say 

thank you for their hard work! A winner  
will be announced 8th June (UK only)”

@jeffreystonic

Sunday Roast takeaways 
@TheBellWelford 

@the_tilbury 
“Alongside our @the_tilbury 
at home menu we have 
a great drinks offering 
including @thewhitehart.
welwyn’s shake at home 
cocktails! A minimum order 
of six is required unless  
paired with our at home menu.  
Swipe right to check it out”

@duckandtipple 
“Doorstep Cocktails! Friday 
and Saturday...and on 
request during the week! 
Get your orders in ASAP... 
hunker down and enjoy 
Basingstoke’s best cocktails!”

@peachpubs 
“Don’t cook. Order a takeout 
from your local Hub.  
With thanks to a generous 
donation from @heinz_uk @
kraftheinz_fsuk you can add 
your sauce at no cost.The 
Hubs have supported over 
15 charities and frontline 
workers, and we couldn’t 
have done it without our 
team, and you. #donation 
#withthanks #takeaway 
#community #notforprofit”

@railwaylowdham 
“Thank you to all of our 
loyal and new customers 
alike, who have supported 
us during our 7 weeks of 
takeaways. Sadly, who knows  
which pubs will be left after 
all this? One thing is for sure  
though, because of you, YOUR  
Railway is here to stay!“

@RobinsonsBrewery 
“It’s Beer Day Britain! Join  
us as we raise a toast to 
our national drink and post 
pictures of you with your 
favourite Robinsons beer!”

@theoldvillageinn 
“#Day 85 ‘Staying alive’ 
Quite App for these times. 
Well bloggers, sorry for the 
short diary entries but it’s 
been 5am to 10pm every day 
for the last few days. 100m 
of cable x 2; 25m of water 
trench & feed x 2; Replace 
& New Waste Pit; Water & 
Drain to new kitchen; Gate 
moved; Water Metre pit 
remounted; All trended and 
back filled; All other open 
trenches refilled. That was 
just outside!…” 

@thestagsheadgoosnargh 
“Sophie and Charlie are helping up re-seed the grass 
today so it’s better than ever when we reopen“

@ninejars 
“New branded biodegradable 
burger boxes #branding 
#onpoint #getyourburgeron”

@ThackerayCardiff 
“Pretty much sums it up”
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TOP POSTS & BEST USE OF SOCIAL MEDIA

LINKS TO SERVICES:

Communication

HUBSPOT:  
www.hubspot.com 

MAILCHIMP:  
www.mailchimp.com 

WIRELESS SOCIAL:  
www.wireless-social.com

T he chances are your marketing 
communications during lockdown 

have been non-existent, or minimal  
at best. After all, what can you send in 
an email when you can’t ask customers 
to book a table?

Social media has provided an 
effective method to say ‘hello’ but, 
as pubs begin to reopen, keeping 
communications live becomes crucial. 

It’s not just about letting customers 
know how you’ve been preparing for 
the ‘new normal’, but also to remind 
them that you are still here and that 
before all this kicked off, they had 
‘opted in’ to hear from 
you in the first place! 

Therefore, email 
marketing, I believe, 
needs to be a large part 
of your communication 
strategy.  

One of the biggest 
dangers, after a long 
spell of no contact, is 
that recipients forget 
they were receiving 
your emails and 
unsubscribe or,  
worse still, hit the 
spam button. 

Also, a sudden return to email after 
a period of little or no activity might 
cause email service providers, like 
Hotmail or GMail, to think it’s spam 
and drop your mail into the recipient’s 
Junk folder before they’ve even had 
chance to read your pithy ‘Welcome 
Back’ email. 

My tip would be to gradually build 
up communication, while ensuring 
every email maximises its impact. 

Begin with your primary message, 
followed by two or three subsections of 
entertainment, for example:  

1 Covid-19 Tell customers what 
you have been doing to prepare 

for their return, how you will keep 
them safe and how you will manage 
orders on their return.   

2 Add a human element  
Showcase a member of staff. 

Share their lockdown story, eg. 
that they decorated the bathroom, 
completed an online course, 

volunteered at  
a foodbank, or simply 
burnt themselves in 
the paddling pool. 
Humanity and humour 
– always engage with 
your audience.

3 Celebrate  
local news  

Whether it was  
a reminder of the VE 
Day ‘socially distanced 
street party’ or  
a neighbour with a big 
birthday coming up,  

it’s nice to let your customers know 
what has been going on.

4 Ask for content Your 
audience might be happy to 

let you know what they’ve been up 
to – and it makes your job a lot easier 
if they give you stuff! It’s not about 
writing War and Peace, but just a few 
friendly lines on what’s going on and  
a picture or two to make it look pretty. 

As pubs begin to reopen, Mark Daniels suggests that targeted email marketing is crucial  
in delivering your key messages  

REOPENING REGULAR COMMUNICATION

WRITE A GREAT HEADER
Finally, be clever with your Subject 
Line (the email’s header). A good one 
will make the difference between 
somebody opening your email or just 
clicking the trash icon.  

ONCE STARTED... I believe it’s good 
idea to get back into a routine. Pick  
a day each week to write and send 
your emails. It will create familiarity 
with your audience and build up 
confidence and trust in your content. 
And, as future opportunities arise, you 
can start to inject more information 
about your upcoming plans and offers, 
including details of how to book 
tables, rooms, etc. 

If you don’t have a database in 
place, now’s a good time to start.  

Mailchimp and Hubspot both offer  
free and low-cost solutions for database  
management and email campaigns that  
work alongside guest wi-fi solutions, 
including Wireless Social. They’ll 
provide you with the tools to correctly 
collect data from your website, social 
media and wi-fi and ensure you stay 
compliant with GDPR legislation.   

Remember: your audience must 
explicitly opt-in to receive emails from 
you, and they must easily be able to 
unsubscribe should they wish to.     

Email can be your most powerful 
tool in keeping in touch with your 
customers and now is the perfect time 
to get your systems up-to-date and 
ready to go! 

Mark Daniels is the Head of Marketing  
at Tenpin and has more than 20 years’ 
experience in digital marketing and innovation 
in hospitality, retail and B2B environments.
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@GoodChemBrew
“We’re so excited that The Good 

Measure has been voted  
runner-up CAMRA Pub Of The Year 

for Bristol & District!”

OUR  
FAVOURITE  

TWEETS

@BildestonCrown 
“Why not treat your dad this 
Sunday to a three-course 
takeaway! For £30pp! To 
start king prawn cocktail 
followed by roast loin of 
pork with all the trimmings 
and to finish blackberry  
bake well tart!” 

TOP 
TWEETS

@DowneyJD 
“It’s hard to beat a pint 
outside a pub on a sunny 
Friday after work. *This is 
The Fox in Shoreditch.  
It’s BYO beer and pint glass. 
No dawdling, no toilets.”

@McMullens1827 
“A few have asked for it but 
we want to know what you 
think. Give this tweet a LIKE 
if we should take our beer 
shop on the road so we can 
deliver beer locally near you”

@the_vicinn 
“We were enormously proud 
to deliver over 800 soft 
drinks to the Royal Cornwall 
Hospital yesterday – donated 
by @staustellbrew Thanks to 
our sponsors @ocean_bmw 
and @WWAsurveyors for 
lending us their vehicles, to 
help us deliver Pub Grub to 
our local communities and 
key workers.”

@frankiebgood 
“Thanks for the take out 
@SlyBeastBrewing and 
@PigandWhistleSW .... 
apparently I was a bit *too* 
excited to find you....!”

@browngreencafe 
“#Bevbar is getting 
ready for summer! 
#CrystalPalacePark #SE19 
#SE20 #ComeBackSun”

@emdad07
“I started working with #homeless 

friends 15 years ago and sustained it 
through partnership. Thank you all!
@apavementaway @ManghamGreg

 @DulalAhm3d @savonafoods   
@ThomasFranksLtd #covidkindness”

Food donations made possible in 
partnership with Greg Mangham’s 

Only a Pavement Away: 

@jeffreyjohnbell 

@Admiral_Taverns 
“Our licensees have done 
a sterling job over the past 
few months in lockdown, 
making sure their pubs are 
in the best shape for your 
return. Check out some of 
the fantastic work that our 
exceptional licensees have 
been doing below. Have 
you made any changes? 
#communitypubs”

@oaktaverns 
“Great to see @JHowellUK our  
MP for South Oxfordshire 
adding his support for the 
hospitality sector by signing 
this letter to @RishiSunak”

If I lose my marbles due to the Locky D my preferred outlet is 
going to be building a massive model railway downstairs in the  
pub. And when we eventually reopen refuse to remove it and 
people just have to step over the tracks and stuff with their pints”

“This week is #LonelinessAwareness 
Week. Now more than ever people 

need contact. As you can’t do it in the 
pub why not call them, do them  

a doorstep delivery that will  
make their day or make a card  

and drop it in their door.”

@YoungsPubs “



People & Training

Making a difference  
to your small business
Specialising in support services for the hospitality  
sector, we are able to help you every step of the way.

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

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

Telephone: 01454 419262    
Email: hello@melrosegroup.co.uk 
www.melrosegroup.co.uk

Melrose AD.indd   3 22/03/2019   18:25

IN AN UNCERTAIN FUTURE, HOW DOES THE JOB MARKET LOOK FOR THE HOSPITALITY SECTOR? 
DAWN REDMAN MBII REFLECTS ON WHAT THE CHANGES MIGHT BE AS WE ENTER THE ‘NEW NORMAL’ 

Generation Zoom and back to basics 

W  hether you are 
considering recruiting 
now or in the future,  
it is certainly 

a difficult time, as it 
remains unclear what 
damage has been 
done to business 
and to people’s 
confidence over 
these past few 
months. 

It is highly likely 
too, that the talent 
pool will become even 
more competitive. Job seekers 
will need to work harder to out-shine 
the other candidates, while companies 

will need to improve and be more able 
to move quickly in order to secure 
the very best people – those with the 

‘culture fit’, passion, enthusiasm 
and great work ethic. 

With all these factors in 
mind, I believe there are 

some obvious and some 
less obvious changes 
that will affect the way 
we recruit. 

And while it 
has been hard to 

visualise what the short  
to medium term ‘new 

normal’ will look like for the 
recruitment sector, I have collated 
some of my thoughts to share. 

Who’s Zoomin’ who?
Technology in recruitment isn’t new 
and has been used for many years, 
especially Skype. But working from 
home these past few months, I’ve been 
using different technology platforms, 
such as Zoom, Microsoft Teams, Skype 
and WhatsApp. They have all made 
keeping in touch with colleagues, 
candidates and clients incredibly easy. 

So there we have it! The biggest 
change, I anticipate, going forward 
is that first time interviews won’t be 
face-to-face or over the telephone, but 
will use one of these online platforms.  

I see this delivering a massive 
benefit to the employer and the 
candidate, by enabling an easy  
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P E O P L E  &  T R A I N I N G

DAWN 
REDMAN MBII

“IN AN UNCERTAIN FUTURE  
WE ALL NEED TO BECOME MORE 
FLEXIBLE AND BE BETTER ABLE 
TO MOVE WITH THE TIMES”

two-way conversation. 
In a sector where face-to-face 

skills are essential, engaging with 
candidates early on in the recruitment 
process in a way that allows them 
to express themselves and showcase 
their passion, energy and personality 
– characteristics that don’t usually 
show through on a CV – is likely to be 
hugely beneficial.  

My tip here is, once you’ve found  
a candidate who fits your recruitment 
needs, KEEP in CONTACT with them 
on a regular basis! From the moment 
you offer them the job, through to 
the start date. This will help ensure 
that the candidate won’t 
be tempted to keep looking 
elsewhere and will feel 
reassured that they have made the 
right decision by agreeing to join you. 

Web-based recruitment
The next change I foresee, is the way in 
which many operators and companies 
seek to attract candidates. Companies 
won’t have the recruitment 
budgets that they have had 
in the past and, therefore, 
they will need to review and 
maximise their company 
and/or pub websites. 

Making sure your website 
provides a great experience to any 
candidate, especially those actively 
seeking a new job, is likely to reap 

rewards. I would also recommend 
including ‘career journeys’ on your 
website to bring to life your company 
culture, training and development 
opportunities, along with any 
company benefits, all endorsed by  

a few employee testimonials! 
Videos are also a great way to keep 

people engaged and interested when 
they visit your website, whether you 
are an individual licensee with one 
pub or a multiple operating group. 

Little black book
Getting back-to-basics is going to be 
the way forward, when it comes to 
finding candidates in the most cost-
effective way! This could be anything 
from sifting through that little black 
book to identify previous employees, 
who might be in the job market again, 
to reinvigorating any ‘friend and  
family’ schemes to give word-of-mouth  
referrals a boost.  

Using an online job board that  
can target candidates directly, while 
also raising your brand profile, can be 
another cost-effective way to attract 
candidates. And let’s not forget social 
media platforms can work incredibly 
well too for different job roles. For 
instance, Facebook is great for junior 
and mid-management roles, while 

LinkedIn works well for mid-to-senior  
roles. 

Don’t miss out on the younger 
generation either. Capturing the 
potential leaders of the future now has 
never been more crucial. Engaging 
with college and universities students 
is key for this.  

In an uncertain future, we all need 
to become more flexible and be better 
able to move with the times. The new 
Generation Zoom is here to stay and  
I predict this is the way forward for  
the hospitality industry. 

Dawn Redman is the Founder & 
Director of Hospitality Jobs UK, 
an online advertising ‘job board’ 
showcasing job opportunities  
in across the UK.    

She is also the Founder & CEO  
of H&R Recruitment, a consultancy 
providing senior and management 
candidates for corporate, SMEs, 
FMCG, supply chain, hospitality,  
retail and the logistics sector. 

Dawn has more than 30 years’ 
experience within recruitment,  
holding senior positions within FTSE  
100 companies. She is highly regarded  
as one of the leading recruitment  
experts in the UK and, as such, is  
a regular speaker at conferences and  
an industry advisor, as well as being an  
active supporter  
of the OAPA charity.
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BE THE BUSINESS’ HOSPITALITY PROGRAMME MANAGER ALEXANDER 
RUSHTON SHARES ITS LEARNINGS ON WHAT A ‘TRANSFORMATIVE 
RECOVERY’ MIGHT LOOK LIKE IN THIS FIVE POINT PLAN

INNOVATE YOUR  
BUSINESS MODEL 
We’ve seen great examples of 
hospitality firms adapting their 
business models to continue trading, 
with pubs, such as the Inn Cornwall 
group in the South West, offering 
everything from Sunday Roast 
delivery, through to brewer’s offering 
an online click-and-collect service 
and a drive-thru grocery offer, as 
we’ve seen from the Chiltern Brewery.  

If you’re considering a pivot, it’s 
worth thinking through a few steps 
first and looking online for businesses 
that have already done so. 

FIVE THINGS YOU CAN DO  
(RIGHT NOW) IF YOU’RE  
THINKING ABOUT A PIVOT 
1. Get creative with what you’ve 
already got 

2. Recognise that pivots are quite 
normal, not an exception 
reserved for a crisis 

3. Think whether your 
pivot could help the 
national cause

4. Think digital

5. Don’t rush  
into anything 

ALTERNATIVE 
REVENUE STREAMS 
CHECKLIST
Market research:  

  Could you sell more of your  
existing products via e-commerce? 

  What new revenue streams are 
closest to or have parallels with your 
current business? 

Getting started:  
  Speak to your local Chamber of 

Commerce for ideas and information 
  Draw up an investment 

budget covering 
any new stock, 

machinery, 
technology,  
staff training 
and marketing 
required 

  Speak to 
suppliers and 

negotiate new 
contracts 

  Check what 
Government support 

you could access 

Preparing staff:  
  Put time aside to talk to your staff 

about your plans, get their ideas  
and ask for their help 

  Send everyone an email, 
or put up a poster, to set 
out what’s happening and 

make sure the plans are 
clear to all and understood 
  Ask staff what training 

they need or want as part  
of the preparations 
  Diarise a check-in with staff 

one week and one month into  
the new venture to hear feedback 

and troubleshoot 

1. Innovation 
2. Tech adoption 

3. Resilience 
4. Collaboration 
5. External advice 

FIVE STEPS  
FOR RECOVERY

FIVE LESSONS FOR  
A RESILIENT RECOVERY
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Marketing and customers:  
  Tell your existing customers about 

your plans and ask if they would be 
willing to support you, and/or would 
be prepared to recommend you 

  Create a new marketing plan for the 
first month with the aim of spreading 
the word cheaply, but effectively

  Update and use your website  
to promote your new offer

USE TECHNOLOGY  
TO ADAPT YOUR OFFER  
Being able to operate in a socially 
distanced business environment  
is leading to the adoption of digital 
technologies like contactless payment, 
e-commerce and click-and-collect. 
Many hospitality businesses have 
had to quickly adopt technology to 
support new operating models like 
takeaway, grocery services and  
home delivery.  

Whether it’s moving onto the 
cloud or building new online 
platforms, many leaders are finding 
that technology adoption is not as 
daunting as they had thought and 
confidence is growing. This is a good 
sign for increasing productivity and 
innovation, but it can require some 
investment of time and money.  

ADOPT EFFICIENCY  
GAINS LEARNED  
DURING THE CRISIS 
With concerns about future shocks 
and instability, many are considering 
which business practices and 
efficiencies they adopted during the 
crisis could make them more resilient 
in the long-term.  

In south east London, Café Oscar’s 
has been able to massively reduce its 
waste by requesting that customers 
order in advance for a collection 
service. Launched to enable it to trade 
throughout Covid-19, the business 
found it helped avoid over-ordering.  

Consider where your business has 
made efficiency gains during the crisis 
and how this can be applied going 
forward. Have you found new ways 
to cut costs, manage waste, or create 
leaner operating models? Ask yourself 
which ones you want to hold on to.  

COLLABORATE WITH 
OTHER BUSINESSES 
Throughout the crisis, some firms 
have chosen to collaborate with other 
businesses to lessen the impact, share  
costs and pool resources. Collaborating  
can take different forms and there’s no  
one way of doing it. It could be working  
together to create a new product or 
service that would otherwise be too 
costly to undertake alone, an informal 
agreement to help each other, or 
 a formal strategic alliance with signed 
paperwork and contracts. 

While collaboration has been 
a critical tactic during the crisis, 
it might also make the difference 
between sinking and swimming in  
the recovery period.  

HOW TO COLLABORATE  
WITH OTHER BUSINESSES 
Research:   

  Identify the problem that 
collaboration could solve, or the 
opportunity it could open up  

  Research what kinds of business 
you’d like to collaborate with,  
ie, ones with capabilities you  
need or similar problems to solve 

  Make a list of all the things  
that your business would bring  
to a collaboration 

Choosing your partner:   
  Don’t partner with the first 

company you meet or have already 
met – make sure you research and  
talk to multiple potential partners 

  Be clear on what is in the 
collaboration for all businesses 

  Get to know them well – do they 
think and see the opportunity like you? 

  Draw up a clear agreement  
of what is required  
and expected  
of each 
business 

  Consider 
if you need a 
legal contract to 
cover IP/revenue 
sharing, etc. 

Working together: 
  Set benchmarks and measures  

for the collaboration 
  Monitor and evaluate the 

partnership regularly on pre-agreed 
measures and benchmarks

  Talk to your partners about how  
the collaboration is going – frustrations  
as well positives for all parties 

  Identify and discuss regularly how 
to improve upon the collaboration 

  Decide on and agree a mechanism  
for termination, as and when you  
need it 

SEEK EXTERNAL ADVICE  
OR SUPPORT 
No matter how seasoned a leader  
you are, you can always benefit  
from external support and advice.  
A different perspective on a business 
challenge, or formal training in an 
area you’d like to upskill on, can make 
a world of difference to your recovery.  

Either through the traditional 
business support landscape, trade 
associations, professional bodies, like 
the BII, or by talking to your peers  
and competitors. There are plenty  
of willing and able people out there  
ready to help you. 

Be the Business is a national not-for-profit 
Government-backed movement focused on 
driving up UK productivity by encouraging 
businesses across various sectors to work 
together. For further information, please 
visit www.bethebusiness.com or contact  
hospitality@bethebusiness.com



We understand how important it is to get your business back 
up and running quickly and efficiently. As valued BII members 
we are focused on getting your pubs ready to trade again and 
you can benefit from the following:

•  Three months £1 machine rental**

•  Improve hygiene with PIN-on-glass technology

•  Up to £150 towards cancellation fees** with current service provider

•  Free Faster Funding** (normally £10 per month)

•  No minimum monthly charges on transactions

•  Award winning Payment Solutions direct from the processor 

*Lines open between 9 a.m. and 5 p.m. Monday to Friday.
**All offers subject to Terms and Conditions.

© 2020 Fiserv, Inc. or its affiliates. Fiserv is a registered trademark. Other products referenced in this 
material may be trademarks or registered trademarks of their respective companies.  661929  2020-6

Helping BII 
members get 
back to business 

Join thousands of hospitality 
businesses already enjoying 
fast and secure payment 
solutions using the latest 
technology.

Want to find out more?
Call 0330 123 1241* 
and quote “BII”
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T he isolation and financial 
worries of lockdown and 
fears over the future have 
thrown increased focus on 

wellbeing and mental health issues for 
hospitality workers in recent months.

The return to work from July 4 is 
likely to see this trend continue as 
new sources of stress and anxiety are 
thrown into the mix: concerns around 
new ways of working; the extra 
workload from increased hygiene 
measures; anxiety over your own 
health; stress around enforcing social 
distancing measures among customers 
and colleagues; feeling the need to 
prove your worth in case staff cuts 
come further down the line. The list 
goes on. 

Some staff will even be struggling 
to come to terms with the loss of loved 
ones through Covid-19 itself. 

Carolyn Jenkinson MBII, Head of 
Charity Services at the Licensed Trade 
Charity, says there had been  
an exponential spike in 
calls to its helpline from 
people seeking financial 
and emotional support 
during lockdown – 
and this is expected to 
continue as businesses 
come back on stream. 

“On average, in 
normal times, we get 
between 50 and 100 
calls a month; in April 
we had 375 and in May  
it was 487,” she says. 

The charity provides 
financial grants for 
those in need who’ve 
been working in the 
industry for over five 
years and received an extra injection 
of investment from the Stonegate 
Pub Co and Greene King for this 

Supporting one another  

AS CALLS TO CHARITY HELPLINES SPIKE, NIGEL HUDDLESTON (WHO TOOK ON THE ROLE OF A KEYWORKER 
THROUGHOUT THE CRISIS) HELPS TO IDENTIFY HOW TEAMS CAN LOOK TO SUPPORT ONE ANOTHER  
AND RECOGNISE SIGNS OF STRESS EARLY ON 

in extraordinary times 

during the crisis. Normally, it receives 
2,000 applications each year but it 
received 3,500 in a single week during 

lockdown. 
“We’ve never  

had those numbers 
before Covid-19 so  
it’s definitely been  
a massive trigger for 
mental health issues,” 
adds Jenkinson.  

Callers to the 
charity’s helpline 
can receive six free 
counselling sessions 
and be pointed in the 
direction of help with 
specific issues such as 
relationships and debt. 

Jenkinson says 
business owners 
and managers 

need to look proactively for the 
signs that team members may be 
experiencing problems. 

“You know your own staff,” she 
says. “We train people to have that 
first conversation and then they  
will start to open up. If someone is 
quieter, louder or angrier than they 
normally are it often means there’s 
something going on.” 

Jenkinson adds that support is 
there for anyone in the industry  
from any sort of business. 

“We talk about our charity as  
being like Switzerland,” she 
continues. “We’re neutral.  

“We don’t care if you work in  
a small pub down the road or Greene 
King or JD Wetherspoon. If you’re 
going through a rough patch you 
can ring the helpline. And we don’t 

differentiate between 
a kitchen 
porter or 

someone who 
owns 16 pubs. 

Anyone can  
ring up.” 

Brewhouse & Kitchen has been holding weekly team webinars 
and created an employee support programme in the first week 
of lockdown for its people (photo taken pre-pandemic)

There had been  
an exponential  
spike in calls  

to Licensed Trade 
Charity helpline 

from people  
seeking financial 

and emotional 
support during 

lockdown”
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The Drinks Trust is 
another organisation 
that provides wellness 
support to individuals 
across the whole drinks 
industry and has rolled 
out some new measures 
in recent weeks. These 
include talking therapy, 
in partnership with the  
app-based service  
Dr Julian, and sleep and 
insomnia treatment 
from Sleepstation, which 
provides such services  
to the NHS.  

New online and 
downloadable content 
has been made available 
on how to approach 
wellbeing concerns. 

Trust Chairman 
Michael Saunders says: 
“We know demand will 
be acute and the Drinks Trust is here 
to help in any way we can.” 

So help is at hand for 
those who want it, but 
it’s not always easy for 

individuals to spot the 
signs that they need help,  
or for managers to pick 
up on the signals in  
their staff. 

Loss of appetite, sleep  
disruption, excess tiredness and taking  
less care over personal appearance 
are typical signs. Jenkinson suggests 
business leaders should, for example, 
look out for pronounced changes in 
team members, those who may be 
very quiet when they are normally 
outgoing, or look unkempt when 
they’re normally proud of their 
appearance. 

The mental health charity, Mind, 
points out that it can be especially 
hard for those that are experiencing 
difficulty when they feel that others 
around them aren’t.     

Staff will need to feel they can 
speak to someone they can trust who 
understands their experience, even  
if they don’t share the same feelings  
at that time. 

Employees need to feel that it’s okay 

to ask for help, either in 
a practical sense to help 
them cope with new 
ways of working, or for 
emotional support. 

Mental health has 
lost much of the stigma 
it once had, but its 
relatively invisible and 
unmeasurable nature, 
compared to physical  
or financial health, 
means it still sometimes 
takes a back seat. 

Research and insight 
consultancy CGA, says 
it has seen encouraging 
signs that hospitality 
businesses intend to  
put the wellbeing  
of their teams higher  
on their list of priorities 
after the sector reboots, 
with 69% of operators 

intending to review and improve their 
company culture to reinvigorate teams.  

Speaking in a webinar on post-crisis  
business confidence, Karl Chessell, 
CGA’s Director of Food & Retail, 

reported that nearly 
half of leaders would 
offer extra training 
around emotional 
wellbeing, second  

only to operational 
changes to do with 
hygiene and social 
distancing. 

“It’s a real positive 
that’s shining through 
that people care about 
that,” says Chessell. 
“There aren’t obviously 
the funds to reward 
people financially but 
operators are focused 
on how to enhance 
the strong culture that 
exists in lots of these 
businesses.” 

Many forward-
looking operators  
have already made  
the mental health  
of employees a priority 
over recent years and 
have ramped up those 
activities during the 
closure period. 

Fuller’s says it has 
supported staff via 

strong internal communications. 
People and Talent Director 

Dawn Browne explains: “We have 
been providing regular materials 
on Fuse, our online learning and 
communications platform. This 
includes a mix of help for those 
working at home, mental and physical 
health support, and just some good 
old-fashioned fun.   

 “Our Chief Executive, Simon Emeny  
FBII, does a regular vlog where he 
often refers to the help that is available 
and stresses the importance of looking 
after your mental wellbeing while we  
are going through these strange times.” 

 Brewhouse & Kitchen held weekly 
team webinars covering issues such  
as personal finance, mental health  
and physical and social wellbeing. 

It also put together an employee 
support programme in the first  
week of lockdown that included 
isolation tips and guidance on 
managing stress and offers team 
mental health awareness courses 
through HIT Training. 

Group Operations Director Mark 
McFadyen said: “In preparing a return 
to work we are planning one-to-one 
consultations with team members to 
understand their wellbeing, specific 
needs in returning to the workplace 
and any safety concerns. 

“The key focus for 
us has been to try and 
retain regular and 
continuous contact 
to reduce the risk of 
the team drifting too 
far from their work 
environment, and to 
retain some levels of 
discipline and the work 
and social environment 
which is important to 
them as individuals.  

“We actually feel  
that we’ve managed 
to get to know our 
teams on a deeper level 
through the lockdown 
period, and in some 
cases actually increased  
levels of interaction in  
a strange way.”  

For help and advice, call  
the Licensed Trade Charity 
on 0808 801 0550.

COMMON SIGNS  
& SYMPTOMS  

OF STRESS*  

Headaches 

Rapid heart rate 

Nausea 

Irritability 

Eating more or less  
than normal 

Sleeping too much  
or too little 

Using alcohol,  
drugs or tobacco  

as relaxation  
or coping tools 

TIPS & TRICKS  
FOR MANAGING  

STRESS*  

Identify triggers  
and causes  

Take regular exercise 

Lead a healthy  
lifestyle 

Take plenty  
of me-time 

Manage time  
effectively  

to avoid build-up  
of stress 

Be mindful 

*Source: The Drinks Trust  



We are offering recovery packages to help you through the next few 
months please call 01442 877 795 or e-mail paul@hospitalityjobsuk.com 

Over 160,000 registered candidates 

¾  32% Chefs

¾  17% Apprentices

¾  20% Management

¾  15% Tenancy & Leased

We can find relevant candidates 
through a targeted approach in 
a cost-effective way saving you 

time and resources. 
Online advertising jobs board
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W ith retirement 
beckoning, 
freehouse owners 
Susan and David 
Hawksworth FBII  

of the Fox & Hounds in Bullamoor, 
North Yorkshire, had plans for  
a bumper 2020. Having received 
planning permission to develop lodges 
on the field next door, they were set  
to diversify and grow the business by 
 15-20% this year. Instead, the Covid-19  
pandemic has served up a whole host 
of problems and dilemmas, not least, 
how to ensure their pub’s survival.

As trade dropped by a dramatic 
75% in early March, with newspaper 
and radio reports focused almost 
exclusively on the raging pandemic 
and rising death tolls around the 
world, their previously buoyant 
weekend trade became negligible. 

“We’re a traditional country pub 
offering reasonably priced, good food. 
We attract a wide range of customers 
from young families through to retired 
people, who tend to be fairly cautious 

FREEHOUSE  focus...  
SUSAN AND DAVID  
HAWKSWORTH FBII  

SUSAN AND DAVID HAWKSWORTH FBII OF THE FOX & HOUNDS  
IN BULLAMOOR, NORTH YORKS, WERE PSYCHED UP AND READY  
FOR THE FINAL PUSH, WITH THEIR EYES FIRMLY FIXED ON THE END 
GOAL – RETIREMENT. COVID-19 HAS CHANGED ALL THAT, AS THEY 
EXPLAINED TO BII NEWS EDITOR, KATE OPPENHEIM CBII 

when it comes to their health and 
lifestyles, so it was natural for them 
to just want to stay safe at home,” 
explains Susan, who with husband 
David, has run the Fox & Hounds for 
the past 20 years.  

Between them, the Hawksworths 
have over 50 years of trade experience, 
having run managed pubs for Allied 
prior to buying the Fox & Hounds, 
an old 19th century drover’s inn, 
located on farmland. In bygone days, 
the inn and its adjoining fields were 
frequented by cattlemen taking  
their sheep and cows to market. 
The pub is well over a mile from the 
nearest village. 

At the start of the new year, their 
future and their carefully planned 
path to retirement looked bright.  

“David bought a pizza oven in 
December to expand our food offering 
and we also had plans to launch a new 
takeaway menu, having seen a growth 
in requests from regulars to order their 
favourite meals to eat at home. So, 
when we closed on that Friday, March 

20, we decided to keep 
the kitchen open and 
jump ahead with the 
launch of our takeaway 
service. It was Mother’s 
Day that Sunday too, 
so we were hopeful it 
would be successful,” 
remembers Susan.  

However, the 
weekend failed to 
deliver on their 
expectations.  
“On the Sunday, 

despite the phone not stopping 
ringing, the weekend’s trade 
didn’t leave us with any profit. If 
anything, we saw a slight loss.” 

With both of their chefs 
needing to be at home, as their 
respective partners were called 
upon to up their hours in the 
nursing and the care sectors, 
and with little prospect of 
increasing their takeaway 
orders, the couple opted 
to shut the pub and 
furlough the staff. 

“In those first 
three weeks I spent 
all my time in the 
office, keeping on top 
of the paperwork, having 
conference calls with our 
bank manager and accountant, 
while also researching what grants and 
help there was out there. Fortunately, 
we were able to pay our staff until the 
furlough money kicked in and, as we 
had been quick off the mark with the 
application, we received a ‘RHLGF 
grant’ of £25,000 from Hambleton  
& District council, which helped tide 
us over,” says Susan.  

“Without the grant, which has  
been absolutely brilliant, we would 
have gone bust,” she confesses. “Like 
most business, we work on monthly 
credit, so in April all the suppliers’ 
bills arrived for payment. By then,  
the money had stopped coming in,  
but we still had bills to pay. The 
majority of the £25,000 was spent  
on furloughing the staff and paying 
our suppliers and utility bills. 
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“We were determined to look 
after our suppliers and to keep 
money circulating within our local 
economy as we need them back 
when all this comes to an end,” 
says Susan. 

Further assistance came from 
the bank, which allowed them  

a three-month mortgage deferral. 
“David’s approaching 70 and I’m 

59, yet we’re both involved in  
a business which can be very 

stressful – and right 
now is more stressful 

than ever before. 
This has been our 

home as well as 
our business  
for the past 20  
years and, if 
we to lose it, 
it would be 

devastating,” 
says Susan.  

The light at the 
end of the tunnel 

is that having won 
planning permission 

for their land next door and 
owning their pub – albeit partially 

mortgaged – they have options to 
sell. However, in the current climate, 
there’s likely to be little interest in pub 
purchases. David is of the view that 
planning laws will have 
to be relaxed to allow  
for change of use  
going forward. 

“We are managing 
to keep our heads above 
water, but without  
long-term assistance 
or being able to open 
fully, trade won’t be 
viable. We need to make 
between £7,000 and 
£8,000 a week, gross, 
just to cover our costs.” 

It’s a fine line to tread 
for the Hawksworths 
and other operators like them. If the 
regulars who visited once or three 
times a fortnight don’t come back, or 
social distancing restrictions mean 
they can’t cater for the numbers they 
need over a weekend, they will be 
worse off than they are now. 

But as true pub professionals, the 
Hawksworths remain positive and, 

we could sell the pub for residential 
and look to redevelop the land to fund 
our retirement, but at this point, we 
remain positive. We are looking at the 
things we do well and seeing how we 
can do them even better. Our outdoor 
area is large and that will be a big pull 
for people. After all, this pub is our 
home, our life and soul and we will 
continue our fight to survive.”  

indeed, are using this time to discuss 
new ideas and get to work on business 
improvements. Susan loves gardening 
and the good weather provided the 
impetus to get outdoors to plant up her 
vegetable patch – which supplies the 
pub with home-grown produce – and 
get the garden looking good, ready  
for reopening. 

“We’ve been looking at how we can 
utilise our outside space more. How  
removing a tree or bush here or there 
could allow for an extra table or two.  
Increasing our covers outside will 
allow us to lose a table indoors and  
create more space for social distancing,”  
says Susan, while David adds that they 
had even been looking at greenhouse-
style booths, which would create 
secure dining areas for customers. 

“This ordeal will have affected 
people’s confidence and they will have 
got used to new habits – which haven’t 
included going to the pub or going into 
crowded places. It’s difficult, though, 
as the success of any pub is down to 
its atmosphere. If you segment and 
distance people too much, it won’t 
create a great vibe,” says David.  

Susan continues: “The reality is  
that we need to be able to open in July, 
to secure the summer months’ trade 
that will be crucial to our survival.  
The winter is our lean period. 

“And unless the 
Government comes up 
with further financial 
support, we will face 
more difficulties. We’re 
at the stage of our lives 
when we cannot afford 
to throw loads of money 
at the problem. We can’t 
increase our borrowing, 
as we might have done 
had we been younger 
and were able to be 
more gung-ho about 
taking risks!”  

When it’s your own 
business, they conclude, there’s no 
walking away or handing the keys 
back. “We can’t just look for another 
job. We’d have to sell up and who 
would want to buy a pub in this 
climate?  

“To some extent, we have become 
prisoners in our own business. If the 
Government relaxes planning laws, 

PUTTING THE TIME  
TO GOOD USE
– THE FOCUS  

DURING LOCKDOWN 

Understanding our bottom line 
costs:  We’ve been able to see what 
we’re paying in utilities when it’s just 
our family living here. For instance, 
our electricity bill has been £300  

a month. That knowledge will focus 
our minds on driving down our costs  

when we reopen. 

Driving higher and healthier GPs: 
This is something we have always 
been good at, working on a usual  
GP of 70%. While we have some  

loss-leaders on the menu, we are good  
at menu planning and cost control. 
If a dish is over-budget, we will take 

out an ingredient or two, without 
detriment to the dish. Risottos and 

pasta dishes offer good returns  
and our chefs are innovative and 

create really tasty dishes that people 
are prepared to pay a bit extra for.   

Refreshing the décor and 
reorganising the furniture:  

decorating and moving things around 
to make the best use of available 

space, with seating that will appeal 
more to customers after lockdown.  

Planning and preparing  
to launch a series of adverts  
and a marketing campaign:  
this will be aimed at reassuring  

and winning back our customers.  

Showing customers what  
they’ve been missing!  

We’ll be using mouth-watering photos 
of our top selling dishes to woo 

people back out. Everyone will be sick 
of home-cooking after this!   

When it’s your 
own business, 

there’s no  
walking away  

or handing  
the keys back”

“
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DIARY DATES

At a Glance
A GUIDE TO WHAT’S COMING UP, REVIEWS & DATES

PH
O

TO
S:

 K
YM

 M
AC

KI
N

N
O

N
, C

AR
O

LY
N

 C
H

RI
ST

IN
E,

 M
AD

H
U

KA
R 

KU
M

AR
 O

N
 U

N
SP

LA
SH

OCTOBER

NOVEMBER

SEPTEMBER

AUGUSTJULY
10 July 

TEDDY BEAR  
PICNIC DAY

11 July 
CHEER UP  

THE LONELY DAY 

13 July 
BARBERSHOP MUSIC 
APPRECIATION DAY 

14 July 
BASTILLE DAY  

(FRANCE’S  
NATIONAL DAY) 

15 July 
NATIONAL  

HOTDOG DAY 

19 July 
NATIONAL  

DAIQUIRI DAY &  
ICE CREAM DAY   

21 July 
NATIONAL JUNK  

FOOD DAY 

1 August 
YORKSHIRE DAY

 2 August 
NATIONAL  

SISTERS DAY 

 3 August 
FULL MOON & SCOTTISH 

BANK HOLIDAY

9 August 
RICE PUDDING DAY 

25  August 
QIXI – CHINESE 

VALENTINE’S DAY

26 August 
NATIONAL DOG DAY 

31 August 
SUMMER BANK HOLIDAY 

(EXCEPT SCOTLAND)

17 September 
INTERNATIONAL 

COUNTRY MUSIC DAY  

19 September 
TALK LIKE  

A PIRATE DAY 

21 September 
AUTUMNAL  

EQUINOX – FIRST  
DAY OF AUTUMN

21-27 September 
RECYCLE WEEK  

26 September 
LOVE NOTE DAY 

28 September 
GOOD NEIGHBOUR DAY

30 September 
HOT MULLED  

CIDER DAY 

1 October 
FULL MOON &  

NATIONAL POETRY DAY 

4 October 
GRANDPARENTS DAY UK 

5 October 
WORLD TEACHERS DAY 

16 October 
SUPER NEW MOON

17 October 
WEAR SOMETHING  

GAUDY DAY 

18 October 
CHOCOLATE CUPCAKE DAY 

21 October 
TRAFALGAR DAY 

25 October 
DAYLIGHT SAVING ENDS  

– CLOCKS GO BACK  
AN HOUR 

26-30 October 
HALF-TERM SCHOOL 

HOLIDAYS 

27 October 
AMERICAN BEER DAY

31 October 
HALLOWEEN  

WITH A FULL MOON! 

3 November 
SANDWICH DAY  

5 November 
FIREWORKS NIGHT 

8 November 
REMEMBRANCE SUNDAY 

11 November 
ARMASTICE DAY 

13 November 
WORLD KINDNESS DAY 

14 November 
DIWALI (FESTIVAL  

 OF LIGHT) 

16 November 
FAST FOOD DAY

16-20 November 
ANTI-BULLYING  

WEEK

16-22 November 
ROAD SAFETY WEEK

20 November 
UNIVERSAL CHILDREN’S 

DAY 

23 November 
DOCTOR WHO DAY 

26 November 
THANKSGIVING (USA) 

27 November 
BLACK FRIDAY 

30 November 
ST ANDREW’S DAY  
AND A FULL MOON 

FULL MOONS ARE IDEAL OPPORTUNITIES TO HOLD EVENING, OUTDOOR EVENTS.    
THIS YEAR, HALLOWEEN COINCIDES WITH A FULL MOON – SO GET YOUR WEREWOLF 
COSTUMES ORDERED AND GET PLANNING FOR SOME SERIOUSLY GOOD HOWLING FUN!



SAVING YOU TIME AND MONEY  WWW.BII.ORG 

BII: HELPLINE
0330 058 3878

Call now

HR & Employment Law 
supported by Bhayani Law
0330 058 3878

Health & Safety 
Advice 
supported by 
Shield Safety Group
0330 058 3878

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

Tax Advice  
supported by RSM
0330 058 3878 

Business Rates  
Advice supported  
by Harris Lamb 
0330 058 3878

Option 1

Option 3

Option 2

Option 5Option 4

BII HELPDESK + LANDLORD  
& PUBCO HELPLINE 

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

MARKETPLACE TRUSTED PARTNERS

INNFRASTRUCTURE
01484 840088
enquiries@innfrastructure.com 

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

MELROSE
01454 419262
hello@melrosegroup.co.uk

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

MORGAN WELLS
01274 580100
info@morganwellsuk.com

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

RS HOSPITALITY
07979 418211
anthony@rshs.co.uk

RUSHTONS
01253 345444
mail@rushtonsaccountants.com

STOCKOLOGY
01472 885652
mark@stockology.co.uk

ELTA
01978 358535
sales@e-lta.com

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

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

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

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

EVERETT KING 
0117 9255276
advice@everettking.co.uk

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

HATCH BLUEPRINT
01889 592873
info@hatchblueprint.co.uk

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

INN TRADE ASSOCIATES
07925 284170
admin@inntrade.net

Accountants

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

Cellar 
BOC
0845 730 2302
sureserve@boc.com

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

Compliance
SHIELD SAFETY GROUP
020 3740 3744
support@compliancecentre.co.uk

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

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

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

PAYMENTSENSE
020 3893 2965
bii@paymentsense.com

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

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

E-learning
CPL LEARNING
0151 6471057
info@cpllearning.com



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

M
A

R
K

E
T

P
L

A
C

E
 T

R
U

S
T

E
D

 P
A

R
T

N
E

R
S

 /
 3

5 

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

MARKETPLACE TRUSTED PARTNERS

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

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

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

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

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

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

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

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

Takeaway/Delivery  
Set-Up Experts
K-BOX GLOBAL
033 0124 8100
info@kboxglobal.com

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

Healthcare  
& Cleaning Supplies
COVEX GELS
01268 385 123
support@covexgels.co.uk

Workflow Planning
TRAIL
www.trailapp.com/bii

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

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

TABOLOGY
0207 788 7638
bii@tabology.com

TOUCH BISTRO 
0800 368 8707
bii@touchbistro.com

WINPOS
www.winpos.com

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

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

GENERAL LEGAL, LICENSING,  
HR, EHO, RATES & EMPLOYMENT 
TAX HELPLINE
0330 058 3878
Operated by John Gaunt & Partners, 
Bhayani Law, Shield Safety Group, 
Harris Lamb and RSM
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STATS

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

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

“Our pub insurance  
renewal quote came 
through for renewal in 
late May 2020 and was 
a staggering £2,909.91. 
We contacted the BII 
Marketplace approved 
insurance partner PXL  
and in less than 24-hours 
they quoted us £910.28  
– a huge saving of £1,999.63, 
which is the cost of BII 
membership for 13 years!”
 

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

DAVID HUMPHREYS FBII,  NORTH BAY RAILWAY, 
SCARBOROUGH

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

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

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

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

“It has been 
great getting the 
constant updates 
and knowing that 
there is someone 
working on your 
side who can relay 
all the important 
information. We are 
very, very grateful 
for all your support. 
It has been great 
knowing that  
our membership  
has been valued.  
We are all individual, 
but all the same!”   

“Already I have found the BII site a godsend, 
especially with the current situation ongoing.”
DARREN TAYLOR,  GALAXY TQ

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

After a 10 minute 
phone call you’re 

all the wiser.  
You don’t even 

have to wait 
in a queue on 

the phone. The 
Helpline experts 

are industry 
professionals, 

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

to do it. For the 
amount I use it,  

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

cost for one year!

ANDY COLEMAN MBII,  THE HOUSE GROUP 

Since pubs were 
closed on the 

March 20, 2020,  
the BII Helpdesks 

have dealt  
with nearly

 2,500
ENQUIRIES  

Our FREE  
helplines have 

answered 
queries about 

staffing, hygiene, 
insurance, 
reopening 
measures  

and so  
much more.
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REVIEWSQUARTERLY

EXPECT 
40-50%The honest integrity and community spiritedness 

of hospitality professionals has shone through 
these last few months, with individual publicans 

and multiple operators facing the lockdown challenges 
head on. Almost overnight, many adapted their service 
to look after their communities, to feed the vulnerable 
and to support our NHS and frontline workers. 

Pop-up delis and grocery shops, boxed up meal kits, 
shared recipes and ‘how to cook’ videos, takeaways, 
home deliveries, drive-thrus and free meals and treats 
for hospital workers and homeless. While the sudden 
need to change may have been forced upon us, these 
innovative and new ways to serve food and drinks don’t 
have to vanish, as they can continue to boost takings. 

In the mix and offering great returns are snacks, 
which remain a good add-on sale. They are easy to store 
and display, so it’s a bit more money in the till with little 
or no effort. Perfect drinking partners too.

Food for thought. Breakfasts, lunch and dinner – eat 
in, on the go or to take home. The ‘stay home’ message 
saw increased interest rise in local producers and our 
love for supporting local is likely to continue, from 
brewers, distillers, coffee roasters, farmers and butchers 
to food manufacturers. Buying local and promoting what’s  
local, via social media and on A-boards, will win loyalty.  
Think about cross-promotions too, by asking your local 
coffee roaster to Tweet that your pub is serving its roast.

Lockdown was a time to take stock, to look at work, 
life and the bigger picture. It was a chance to drill down 
into the numbers. Customer levels may be reduced with 
physical distancing but the pub experience doesn’t have 
to be diluted.

THE NUMBERS GAME – MAKING EVERY VISIT  
COUNT. SALLY BAIRSTOW PRODUCES HER  
OWN PICK ‘N’ MIX OF PRODUCTS THAT WILL 
GIVE PUBS A GREAT OPPORTUNITY TO REAP 
THE REWARDS FROM A HIGHER GP

 Products wi th
HIGH GP

Gallone’s Gelato Napoli’s

Natural partners: Pubs & Pies

Bring customers a continental experience with Gelato,  
after all, who doesn’t love an ice cream? And you’ll  
love the GP on sales – from super sundaes to classic  
scoops in a tub, there’s a flavour for all.

Pieminister pies are Great Taste award winners. Individual 
pies mean easy portion control and there’s the opportunity 
to personalise serving and add extras to boost profits.

TOP FEATURES
• The range of pies comes in three flavours: 

Moo Pie – a British beef steak & ale pie, 
made with British beef; Free Ranger Pie  
– a free range British chicken pie with ham, 
leek & thyme; and Kevin Pie – a vegan 
mushroom, tomato & red wine pie with  
baby onions and thyme, which carries  
the trusted Vegan Trademark

  Costing alternatives: meal price based on £2.80 per pie:  
pie & gravy - £3.17, mid RRP £7.50, margin 49%; pie mash  
gravy - £3.43, RRP £9.50 - 57%; pie mash gravy peas - 
£3.56, RRP £11.50 - 63%; Mothership (pie, mash, peas, 
gravy, shallots & cheese) - £3.90, RRP £12.95-  64%.

sales@pieminister.co.uk or call 0117 950 4567  

POTENTIAL  
80% GP

UP TO 
65% GP

TOP FEATURES
• Traditional and contemporary flavours of ice creams  

and sorbets from vanilla, choc chip and old English toffee to 
blackjack, tiramisu, jaffa cake, salted caramel and rocky road

• Great Taste award winner
• From an ice cream making family with rich heritage
• Made in Northampton using tried and tested, traditional recipes
• Sundry items, toppings, tubs and cones, including takeaway 

theatre tubs with spoon in lid, available

  Buy a Napoli’s 2x5litre case. Cost per 5l £17.25.  
35 portions per container, 50p per portion.  
Menu price for 2 scoop sundae £5.95 (inc VAT) 

www.gallonesicecream.co.uk or call 01604 715371  

Noisy Snacks  

Be bold, make some noise! Designed to be 
fun and elevate the drinking experience. 
Noisy Snacks add double the amount of  
flavour to give a wow pub snack experience. 

TOP FEATURES
• All use 100% recyclable packaging

• Noisy Corn is available in Jamaican Jerky, Hot 
Chicken Wings and Red Curry & Coconut

• Noisy Bean Chips flavours come in a choice of Beef Brisket,  
Hot Spicy Salsa and Pulled Pork 

• There are vegetarian, vegan and gluten-free options

  Trade price is £7.20 for 9x45g

info@signaure-brands.co.uk  
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Paddy & Scott’s  
‘Made with Love’ 

Notes Espresso 
Pods

Lyons Go-Joe 
Coffee Beans
500g

Coffee has all day and 
night appeal, drink-in  
and takeaway and 
offers excellent GPs.

TOP FEATURES
• Go Joe – named after 

Lyons founder Sir 
Joseph Lyons

• Blend No 3, a rich  
and full-bodied  
mocha blend

  10oz Latte  
@£2.40 - 81% GP, 
Americano  
@ £2.00 - 97% GP

Info@lyonscoffeeuk.com  
or 01908 275520

Punchy Drinks

Remembering the 
one-in-four customers 
choosing non-alcoholic 
drinks, here’s an 
interesting range of soft 
drinks with 70%+ profit 
potential.

TOP FEATURES
• Five flavours, inc, Peach;  

Ginger & Chai; Cucumber; 
 Yuzu & Rosemary

• Suitable for vegans
• Gluten-free, low calorie, 

low in sugar
• No artificial sweeteners 

or preservatives
• Plastic free cans – are 

100% recyclable

  £0.96 per can, 
suggested  
70%-73% profit

Email: thirsty@
punchydrinks.com  

Tails Cocktails

Enjoy the thrill of 
cocktail service without 
the time and hassle.

TOP FEATURES
• The range comes in: 

Tails Espresso Martini, 
Pornstar Martini, Classic 
Mojito, Berry Mojito, 
Garden Cocktail and 
Negroni

• Expertly batched 
cocktails to ensure 
consistent quality, ease 
and speed of service

• Using premium spirits 
and liqueurs with 
natural flavours, juices 
and infusions

• Batching cocktails is 
sustainable and reduces 
wastage 

• Available in 1L bottles 
and on draught

  RRSP is £7.50 with 
a £4.38 margin, 
making 70% profit 

sales@tailscocktails.com   

Teapigs 

Help customers drink 
the recommended two 
litres of water a day  
with cold brew tea.

TOP FEATURES
• Fruity flavours include 

the new addition of 
Peach & Mango to the 
popular teapigs cold 
brew range

• Easy to serve sugar-free 
soft drink alternative

• All natural flavours
• Less than three calories 

per 500ml serving
• There are 10 tea 

temples per box and  
six boxes per case

  One case (60 serves) 
is £17.76 at trade 
price, so approx 30p 
per serving. One 
glass of cold brew 
could be anything 
from £2 upwards  
= 85% GP 

 For info and free 
samples email: 
trade@teapigs.co.uk

Tri-blend craft coffee, ethically 
sourced and slow roasted – classic 
coffee with consistent taste profile.

TOP FEATURES
• Barista experience adds theatre and 

attracts a wider customer base with 
quality coffee service

• Demand throughout the day and after 
dinner, drink-in and takeaway options

• Range features various blends and 
roasts plus Sexy Black Nitro Cold Brew

• Partnership packages with/without 
barista training and advice available

  Trade price for ‘Made With 
Love’ starts at £96 for a 8 x 1kg 
case, which makes approx 700 
coffees. Cost per cup, including 
machinery, approx 27p. Average 
selling price of £2.95, can be 
much higher according to venue

www.paddyandscotts.co.uk

Serve barista-quality 
cappuccinos without 
a full espresso 
machine and enjoy  

a big boost to 
profits from 

coffee, day and 
night, drink-in 

and takeaway.

TOP FEATURES
• Single origin speciality 

coffee capsules from 
Notes Coffee Roasters 

• Biodegradable pods & 
nespresso compatible

• Decaf and other flavour 
profiles also available

• Buying beans directly 
from farmers, Notes 
roasts and brews its 
speciality coffees in its 
East London Roastery

• Notes can provide 
training and equipment 
support to ensure you 
exceed your guests’ 
coffee expectations

• By-the-cup service 
reduces person-to-
person contact  
which you’d find  
with a cafetière

  £3 per box of 10 
capsules. For a 
£2.80 hot drink GP 
with one capsule 
and some milk 
would be 83% 
fabio@notes-uk.co.uk   
www.notescoffee.com

DRIVE FOOTFALL AND FUEL CUSTOMERS WITH TOP QUALITY 
COFFEE. CRAFT COFFEE IS MORE THAN JUST A HOT DRINK.  
IT’S AN EXPERIENCE. ADD QR CODES TO SCAN PUB MENUS  
ON TAKEAWAY CUPS TO DRIVE FURTHER SALES.

70%

85% GP  
& MORE

83%

The Curators  
Beef Biltong

Dried, cured meat that 
originated in South Africa, 
where it’s also called beef 
jerky, the Curators Beef 
Bilton is made from  
grass-fed beef and 
produced in Sussex.

DELIVERS  
40% 

MARGIN

TOP FEATURES
• High protein, low calorie & gluten-free
• Almost guilt-free snacking!

  Price £1.50 (product is VAT-Free). 
With a RRP of £2.49, it delivers  
a 40% margin

www.wearethecurators.com
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Snaffling Pig

Pub grub for dogs

Bangers at the bar  
for canine customers

Olly’s Olives

Delivering porky 
perfection since 
2015, there’s  
a cracking deal  
on a crackling case, 
with a range of 
five flavours for all 
tastes and palates.

TOP FEATURES
• The Serious Pork Crackling 

mixed case of 50 packets 
includes five flavours: 10 packets  
x 45g of each - Hot to Trot Habanero, 
Low & Slow BBQ, Marvellous Maple, 
Perfectly Salted, Salt ‘N’ Vinegar 

  Trade price: £40 per 50x45g  
case. Profit margin: £22.50  
if sold at £1.25. RRP £1.25-£1.75

Call 020 3096 5200  
Trade@Snafflingpig.co.uk

Get Your Hound Inn – Pub Grub 
for Dogs. A great way to welcome 
customers and their canine 
companions. With happy dogs, 
they’ll stay longer, spending 
more on wet and dry sales.

TOP FEATURES
• Tasty chicken flavoured treats, infused 

with salmon oil to appeal to all noses!
• It’s a safe doggy alternative to human’s 

salty bar snacks
• Made in the UK

  £9.50 for a 12 pack pub card RRP 
£1.50 per pack 58% margin   

 louise@getyourhoundinn.co.uk   
or call 07792 358998

Scrumptious duck &  
venison mini sausages.

TOP FEATURES
• Perfect bar snacks for dogs
• Snack-size sausages full of 

protein for a tasty, natural treat 
• Made with duck and venison, and air-

dried for a satisfyingly chewy texture
• These treats are made to a grain free 

recipe, with natural ingredients

  £1.35 (ex VAT) RRP £2.50. GM 35%  

sales@lilyskitchen.co.uk  

Whet customers’ appetites  
with the world’s first  
unpasteurised olives, available  
in a choice of three flavours.

TOP FEATURES
• Three flavours of snack pouch juicy 

green olives in Lemon & Thyme,  
Basil & Garlic and Chilli & Rosemary

• 12-month shelf life, ambient storage – 
clip strips available

  Case size 3x1kg for £26.10. £8.70 
per kg. RRP for 85g serving £2;

Olly’s Giant Corn (Case size 
3x650g. £15.40 per case. £7.70 
per kg. RRP per 85g serving £2).

www.ollysolives.com  
or email: olly@ollysolives.com 

New high flyers

Green Times Brewing 
three IPA/PA brewed 
with CBD in the UK. It 
won’t get customers 
high as it contains less 
than 0.2% THC, but it’s 
packed with natural 
cannabinoids.

TOP FEATURES
• Gluten-free and vegan 

friendly
• CBD Session IPA (4.1%) 

in 330ml cans – (10mg 
of CBD per can) with  
a price (ex VAT) of 
£38.00 for 24 cans 

• CBD alcohol-free IPA 
(0.5%) in 330ml cans – 
(10mg of CBD per can), 
with a price (ex VAT) 
£35.00 for 24 cans 

• CBD Juicy Pale Ale (4.7%) 
in 30L kegs (30mg  
of CBD per litre),  
with a price (ex VAT)  
of £110.00 (30L kegs)

  RRP for a pint £6-7 
in London area,  
less in other areas. 
RRP for cans £4-6

For info email: 
thierry@greentimes 
brewing.com  

Spritz your sales

Two famous family 
members have come 
together to create  
a trio of Pedrino Spritz. 
Joe Knopfler, son of 
Dire Straits’ Mark, has 
joined forces with Sam 
Showering, from the 
next generation of the 
family that pioneered 
Babycham, Harveys 
Bristol Cream and 
Cockburn Port, to 
launch Spritz drinks.

TOP FEATURES
• On trend for 2020
• Blending finest sherry, 

port or vermouth with 
artisan tonic water

• Made with British  
spring water and all 
natural botanicals

• 5.5% ABV
• Three varieties: Pedrino 

Vermouth & Tonic; 
Pedrino Sherry & Tonic; 
Pedrino Ruby & Tonic

  Trade price £12.51 
(12x20cl) RRP £1.95 

info@lovedrinks.co.uk 
020 7501 9630

Sun Valley 
Barpots

A range of contemporary  
nut mixes alongside old 
favourites offering all  
of the advantages of  
single serve bags. 

TOP FEATURES
• Available in six flavours, 

which will definitely 
stimulate thirst 

• Roasted Salted peanuts, 
Dry Roasted peanuts, 
Wasabi peanuts, Chilli 
bar Mix, (Chilli Peanuts, 
Chilli Coated Peanuts  
& Cashews), Sea Salt &  
Black pepper Cashews,  
Spicy BBQ Peanuts & 
Corn with TABASCO® 

Brand Seasoning
• Single service portions 

for easy serving 
• Premium presentation 
• 100% recyclable 

packaging (pot, lid and 
case can all be recycled)

• Bright & impactful
• Great POS 

  Prices from 
£13.65 per 24 case 
delivering profit of 
55% at £1.50 retail   

www.sun-valley.co.uk  
  0800 917 8181   

58%

GM 
35%

55%

Lo Bros Kombucha

Kombucha is a popular 
healthy drink choice  

and a great alternative  
to traditional soft drinks.

TOP FEATURES
• Lo Bros is a living drinks brand meeting 

demand for healthy drinks
• Available in original, Apple, Raspberry 

& Lemon, Ginger & Lemon, and 
Passionfruit

• Lo Bros claims its drinks help to keep 
your immune system up, giving you  
the right dose of sugar for your  
body and your gut

• Naturally low in sugar,  
contains just 1.6g per 100ml

  £1.44 (ex VAT) per unit  
RRP (inc VAT) £3.50  

uksales@soulfresh.co.uk 
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Meet
MEMBERS

“

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

WHO ALL SHARE A LOVE OF THE INDUSTRY

Five years ago the site that Nine  
Jars has now flourished upon 
housed a derelict pub. Daniel 
Pilley (the head of the family 
and the business) explains: 

“When I say derelict, I mean every 
single window smashed, the copper 
throughout the building had 
been stolen and the electrics were 
literally hanging from the ceiling.”

Describing Nine Jars’ 
resurrection, Daniel continues: “We 

started developing the site in 2016, 
opening the bar first in the October, 
and spending the next year renovating 
the top floor into a hotel. We now have 
eight boutique rooms and a cocktail 
lounge, café/bar and in response to  
the current situation, we’ve moved  
to a new way of working.”

Speaking to BII News in May, 
nine weeks into lockdown, Daniel 
and son James reflected with pride 
on how quickly they had managed 
to pivot the business, to give 
themselves a positive start to the 
season, beginning with Mother’s 
Day afternoon tea deliveries.

“It’s usually one of the biggest 
days of the year for us. We already 
had some bookings in and we thought 
‘we can’t miss this completely’. We 
spoke to our supplier to see what we 
could create and ended up spending 
the night packing up 175 afternoon 
teas,” said Daniel.

James recalls how families ordered 

treats for their parents as a surprise. 
“We even had a couple of customers who  
ordered a box for themselves and one for  
their mum, and then logged onto Zoom  
and had their afternoon tea together.”

And instead of dwelling on all the 
lost opportunities of the superb Bank 
Holiday weather this year, the pair 
pressed on, launching their Friday Night  
Dinner takeaways just before Easter.

“James came up with the concept  
of cooking fresh meals, which could be  
preordered and delivered during the 
day on a Friday. Customers could then 
pop them in the oven for 20 minutes 
and have their meal,” says Daniel.

 
JAMES & DANIEL PILLEY MBII

OPPOSITE A HISTORIC CHURCH IN HAVERHILL, NEAR CAMBRIDGE, SITS 
THE DYNAMIC NINE JARS, A FAMILY BUSINESS THAT BRINGS TOGETHER 
COFFEE, COCKTAILS AND NOW TAKEAWAYS. BII’S ELEANOR KIRBY  
SPOKE TO THE FATHER-SON DUO DANIEL AND JAMES PILLEY ABOUT 
EMBRACING OPPORTUNITY IN LOCKDOWN

We need this industry  
to thrive when we come 
out of the other side.  
We need good 
restaurants, bars and 
pubs around us to entice 
people into a positive 
space to live, work  
and spend time” 
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With their local MP Matt Hancock, 
the Health Secretary at the epicentre 
of the UK’s handling of the pandemic 
(Hancock officially opened 
Nine Jars back in 2016), 
the duo put forward their 
ideas for grants to support 
hospitality businesses  
after they relaunch.

“We don’t want to just 
help ourselves, but the 
whole industry. We 
need hospitality to 
thrive when it comes 
out of the other 
side. We need good 
restaurants, bars  
and pubs to entice 
people into a positive 
space to live, work 
and spend time,” 
says Daniel.

With fantastic customer loyalty 
driving the weekly takeaway orders, 
with the same families coming back 
to them week after week, James is 
hopeful that the town’s goodwill is 
set to continue. “I just hope that we 
don’t just all go back to the rat race we 
used to live in. We want to get across 
that we are a little family in the same 
situation as everyone else, trying to 
run our business.”

This ready meal approach allowed 
the Nine Jars team to protect the brand 
and cope more easily with the high 
demand, without having to face a race 
against the clock to deliver hot food.

“In our own little way, we have 
wanted to help keep customers’ 
morale high. If it’s someone’s birthday, 
or another special occasion, we add  
in a couple of beers or a bottle of 
prosecco,” says James, knowing full 
well that customers appreciate acts of 
kindness now more than ever before.

Recognising that the town had  
a number of successful chains offering 
the usual cuisine, the Pilleys saw an  
opportunity in the fast growing street  
food and ready-made cocktails markets.

They also worked with a company 
called Preoday to create an app to allow 
customers to order online for collection 
or delivery. “It can also be developed 
into a ‘pay at table’ system, so when 
we do reopen, we won’t have to have 
menus. Everything can be contactless. 

“It’s quite an exciting part of what 
we’re doing. We fought hard for the 
Government to allow businesses like 
ours to offer takeaways,” says Daniel.

It is a proper family business too, 
with James’ cousin George working in 
the kitchen, Daniel’s brother, Robin, 

co-owning the business 
and the wider family being 
regularly roped in to help. 
Daniel laughs: “We’re at 
max family capacity!”

With all hands on deck,  
Daniel and James have 
the time to reflect and 
consider what elements 
to kick to the curb upon 
reopening. “Everything 

was pressurised pre-lockdown. 
Taking a step back has been 
really useful. We’ve realised 
that doing what we enjoy means 
we’ll be really good at it.”

The pair have even agreed 
new mottos: “stress less” and 

“together we are stronger” – positive 
Twitter hashtags that the industry 
needs right now.  

Nine Jars has been a hive of activity during 
lockdown, offering a takeaway service  
for collection or delivery

NINE JARS’  
TIPS

Evaluate your new target market: 
“Think about the opportunities 
surrounding you. What would suit  
your customer base at this time?”

Think about your own spin:  
“Get out there, look at the internet 
and read what other people are doing! 
Our great ideas aren’t our great ideas, 
they’re just based upon what others are  
doing with our Nine Jars spin on things.”

Collaborate with suppliers:  
“If you haven’t heard from your 
suppliers, contact them and ask them 
how they can help you.”

Adapt as lockdown eases:  
“We have our slushy machines on, we’re  
serving takeaway cocktails and beer as 
people are allowed to meet up more 
and sit in the park with one another.”

Maximise your daytime offer:  
“Our coffee shop has made its way to 
the core of our business, ‘coffee by 
day, cocktails by night’. We’re offering 
those two things in equal measures 
and almost have two different 
businesses during the day and night.”

The new normal awaits:  
“So many people look at the past and 
say ‘if only that hadn’t have happened’. 
But it did happen and it has opened 
up new opportunities for you.”
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 “The Start Bay Inn has been in the  
family for 43 years, so I was born  
into it really,” says Clair, who 

speaks with great fondness about how 
her childhood has evolved into her 
professional life. “We loved it here when  
we were younger because the pub is 
on the beachfront and we had a lot of 
freedom. Mum and Dad – especially 
Dad – were working all the time.”

 “He still is,” chips in Clair’s son, 
Charlie (aged nine). Clair and Charlie 
have fitted our interview into a break 
in the homeschool timetable. Clair 
explains that Dad, Paul Stubbs, spends 
all of his time these days scuba diving 
and fishing for the business from their 

DH92 boat, which can be seen from the 
windows of the 14th Century pub.  
The pub has earned itself a great 
reputation locally for its fish and chips, 
and seafood specialities.

“I didn’t know if I was going to 
carry it on, but it would have been 
hard not to, it’s such a lovely pub,” 
which would explain why Paul is 
still dipping his toe (or flipper) into 
the family business, keeping it well 
stocked with wild bass to accompany 
the catch of the day – anything from 
Monkfish to John Dory.

Having employed a business 
developer to help Clair and her siblings,  
Gail Stubb and Stuart Jacobs, achieve 
a harmonious working partnership, 
Clair explains: “Separating the 
business into three parts has made 
me a lot happier. We’ve divided it into 
manageable chunks and it has meant 
I’m not spreading myself too thinly by 
trying to concentrate on everything.”

Like so many people during 
lockdown, all three of them have had 
to adapt to a new way of working. 
“We can’t get together for meetings, 
so we’re having to do everything by 
phone. I had to explain what was on 
my screen while trying to fill out the 
online form for the furlough scheme.  

I was worried that I’d have to spend 
10 days on the phone!”

Thinking back to Boris’ 
apocalyptic announcement that pubs 

should close, Clair recalls: “In those 
weeks before, I could sense it on the 
horizon. It was as if the Government 
was giving us a window of opportunity 
to get rid of as much stock as possible.”

“And when it happened, we had 
that sinking feeling, but there was 
a glimmer of hope as the financial 
support was announced.”

Clair, Gail and Stu took the local 
community into consideration in 
deciding what to do next. With a 
village full of elderly residents and  
a car park that was constantly busy due 
to the popularity of their takeaways, 
they decided to close in the run-up 
to the Easter Bank Holiday. “We were 
attracting lots of people to the area 
and we didn’t want to put anyone in 
danger. We also lobbied the council  
to close the beach car park too.”

Good news arrived in the form  
of Harris Lamb, BII’s Business Rates 
Helpline Partners, who Clair had first 
approached in May 2018. The Inn’s 
rates had been skewed due to a fire  
in a nearby restaurant, resulting in  
a temporary spike in trade, which had 
been reflected in their rates.

When a closure of the main road 
saw the pub cut off from its clientele, 
Clair saw it as an opportunity to 
challenge the Rateable Value (RV). 
She explains: “James [Ward] at Harris 
Lamb was amazing. We sent him over 
all the documentation, figures mainly, 
and it was quite an easy process.”

News of their Business Rates rebate 
could not have been more welcome. 

“In the end our RV was reduced 
from £105k to £52k for the period the 
road was closed – totally amazing! 

MEET... 
CLAIR MARTIN MBII

HAVING TAKEN OVER THE HELM OF THE START BAY INN IN TORCROSS, SOUTH DEVON, 
FROM HER FATHER, PAUL STUBBS, IN 2006, CLAIR MARTIN HAS SPENT THE LAST FEW 
MONTHS JUGGLING HOME SCHOOLING WITH ATTENDING TO FURLOUGH SCHEMES  
AND BUSINESS RATES REBATES. BII’S ELEANOR KIRBY CHATTED TO CLAIR ABOUT  
HOW LOCKDOWN HAS MADE HER FEEL MORE POSITIVE ABOUT HER USUAL ROUTINE
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they realised the living situation was 
getting a “bit silly”. So Clair and Gail 
rented a cottage for the staff to live 
locally, while only being charged  
a peppercorn rent of £50 a week 
towards bills and food. This has had  
a very positive impact on the team.

Seaside living presents no end  
of positives and with a patio next to 
the beach, there is ample space for 
customers to return to the Start Bay 
Inn when it’s safe to do so. “We’re 
missing having fish and chips aren’t 
we Charlie?”

She adds: “I also miss the 
camaraderie and the daily routine  
too. I’m realising now it wasn’t such 
a bad deal, especially after mealtimes 

when the squabbling 
starts! I could just 
nip back to work.” 
Charlie protests  
at the accusation  
of squabbling!

“I’ve actually 
enjoyed the feeling 
of coming off the 
treadmill. It has  
been nice to have 
 special time with  
my children that  

I wouldn’t have had otherwise. But  
I’m pining for work again.”

With the next few weeks set to 
offer up more changes yet, Clair feels 
comfortable knowing she’s in the 
right place, even if home is a little too 
far from the lapping of the sea at the 
Start Bay Inn.  

Then James also got our RV reduced 
across the board from April 2017 from 
£105k to £80k. You just can’t imagine 
how that made us feel! It has given us 
breathing space.”

News of ‘rent holidays’ from their 
brewery Heavitree, came as another 
welcome relief, as Clair was able to 
prioritise paying suppliers.

“It has felt like you’re trying not 
to sink, so when the 
little bits of support 
came along, it has 
always been just in 
time. I wrote a letter to 
the CEO at Heavitree, 
before news of the 
rent holiday, as I was 
worried about whether 
to pay the rent or the 
staff. We couldn’t 
afford to do both.”

Keeping in close 
contact with her staff has been 
important. 

“We have a WhatsApp group, 
which has been important in staying 
connected with members of our team 
who might feel isolated.”

Historically, some of the staff 
have lived with the sisters, until 

“I’VE ENJOYED THE 
FEELING OF COMING 
OFF THE TREADMILL. 
IT HAS BEEN NICE  
TO HAVE SPECIAL 
TIME WITH MY 
CHILDREN THAT  
I  WOULDN’T HAVE 
HAD OTHERWISE”

In the last eight years it has 
replaced over half of its fridges 
and freezers 

Energy saving light bulbs used 
throughout the pub

All glass, plastic and tins  
are recycled

Take away containers are all 
biodegradable

Stones in the toilet cisterns 
reduces water usage

Taps that automatically  
switch off have been fitted

Cooking oil is collected by  
its supplier, which uses it  
to power its delivery fleet

Focus on local businesses to source 
products, to reduce food miles

Famous for its fish and chips, 
some of its fish travels just 
metres by foot, from the beach 
directly into the kitchens, plus  
all scallops are diver caught, 
never dredged!

START BAY INN  
ON SUSTAINABILITY

How has the BII helped?
Working with BII Marketplace 
Partners, Harris Lamb, Clair was able 
to reduce her Rateable Value from 
£105k to £80k backdated from 2017.

If you would like to get in touch  
with James Ward of Harris Lamb, 

call 0115 947 6236 or visit www.
harrislamb.com; or call our Business 
Rates Helpline on 0330 058 3878 
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W alking into The 
Puffing Billy it 
is clear there’s 
a theme in play. 
“We had so many 

people asking ‘why is it called The 
Puffing Billy?’, we realised there was 
an opportunity to create a strong 
identity. Supposedly, a customer’s 
great grandfather, Billy, used to be the 
landlord and he was fond of smoking  
a pipe.” Yet, it’s an image of a Victorian 
steam train that hangs from the sign 
above the entrance.

Inside, the pub’s Victorian railway 
heritage (the Puffing Billy was one of 
three steam locomotives built in 1813-
14) is celebrated, with a sign on the 
wall that reads ‘Caution this engine is 
hot’ beside the cast iron wood burner. 
Adam has even sourced Great Western 
Railway toilet roll holders.  

In tandem with The Puffing Billy, 
which is tied to St Austell and stocks  
a full range of beers that Adam 
describes as “second to none”, the 
couple also run the Blue Ball Inn. 
 The BB, as Adam calls it, being closer 
to the rugby grounds in Sandygate, 

has a very different dynamic.  
“The Billy is a restaurant with  

a pub, with food accounting for 70% 
of our intake, while The BB is a pub 
with a restaurant. We’ve been known 
to bring in £10-12,000 gross on match 
days and while we sell Guinness 
there, here we have St Austell’s black 
mountain Mena Dhu, which people 
absolutely love.” 

As we sit and chat, the background 
soundtrack takes us from “Be My Baby”  
by the Ronettes, to “Come on Eileen”, 
to “Say a Little Prayer”. Music strikes 
a chord both on- and off-duty with 
Adam and General Manager, Theo, 
who reminisce about seeing Stormzy 
and Tame Impala at Glastonbury as 
they clean and lay tables.  

“We have a children’s play park 
opposite, which is an absolute gem to 
use for village fetes and about three to 
four acres at The BB. One of the locals 
came to me and asked if we could turn 
our outdoor space into a mini festival 
for about 200 people, we’re going to 
use that as a tester.” 

Adam boasts a rich knowledge 
of the local area and both he and 

MEET... 
ADAM HOLLAND MBII

ON THE PICTURESQUE OUTSKIRTS OF EXETER, THE PUFFING BILLY  
HAS CREATED A STRONG CONNECTION WITH ST AUSTELL TENANTS  
ADAM HOLLAND MBII AND PARTNER CHARLOTTE BOWDEN. SPEAKING  
JUST BEFORE THE PANDEMIC HIT, BII’S ELEANOR KIRBY DISCOVERED  
THEIR PASSION FOR LOCAL PRODUCE AND OUTDOOR EVENTS
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up with a little sweet 
stall, just to show her 
how to make profits. 
Unfortunately I think 
she ate them all!”  

Adam explains: “I started washing 
dishes when I was 14 and completely 
got the bug by the time I was 16. After 
training with Brend Hotels, which 
had very high standards, I got the 
opportunity to work at the Langham. 
I’ve worked for an airline, in clubs and 
have been working in pubs since I was 
30, so that’s 14 years.” 

Preferring pubs to hotels or 
restaurants for their more informal 
dining and relaxed atmosphere, Adam 
enjoys sharing his passion for food 
with customers. He was preparing 

to welcome 
a new Head 
Chef at the 
time of our 
interview.  
“I did my NVQ 
Level 3 just for 
fun, so I am  
a trained chef.  
I love that you 

aren’t going to be judged if you want  
to experiment with fusions in pub.”  

He adds: “People come to pubs for 
food they don’t cook at home, you’ll 
always have a burger, steak and pies 
on the menu, but it’s important to 
experiment and have a specials menu 
that utilises the best produce. 

Charlotte like 
to highlight the 
pub’s community 
connections. “We’ve 
got the Exe Estuary 
Trail nearby, so cyclists 
often pass through, Haldon Forest is 
great for mountain-biking and there’s 
a local lido as well as the Estuary. It’s 
something you immediately notice 
about Devon, everyone’s so relaxed.”  

Trying to benefit from the West 
Country calmness, Adam has deleted 
most apps on his phone, leaving 
only text messages and phone calls 
operational. Although his avoidence 
of tech doesn’t extend to the suite of 
software he praises in helping them 
run the back office. 

“We use five different types  
of tech, from 
accountancy 
software, touch 
screens, labour 
controls and 
table bookings. 
It really helps 
me drill down 
on my KPIs.
We did 45,000 
covers last year and I know my average 
spend is £28 per person and that 50% 
of our bookings are tables of two.” 

With both parents in the industry, 
it’s no surprise Charlotte and 
Adam’s daughter Isla (aged seven) is 
encouraged to be business-minded.  
“At one of the village fetes, we set her 

“PEOPLE COME TO PUBS FOR 
FOOD THEY DON’T COOK 
AT HOME, YOU’LL ALWAYS 
HAVE A BURGER, STEAK AND 
PIES ON THE MENU, BUT IT’S 
IMPORTANT TO EXPERIMENT”

“A good chef will be on the phone  
to suppliers first thing, negotiating 
prices and working out how best to  
use what’s on offer.  

“The West Country has some of 
the best produce in the UK. Local 
mussels, from just down the road, fish 
from Cornwall, along with some of 
the best dairy herds, beers, cheeses – 
everything is on our doorstep.”  

With Night Fever by the Bee Gees 
playing in the background as we say 
our goodbyes, I’m looking forward to 
the time I can return for an evening 
of The Billy’s bountiful produce and 
warm welcome.  

As the trade looks towards 
reopening, Adam has a wealth 
of ideas to tempt customers 
out from their homes. Here  
are some of his tried and 
tested ideas:  

  Gin Tastings 

  Meet the Brewer 

  Themed Fusion Menus 

  Pie Week, Spice Week 

  Garden Parties with  
live music 

ADAM’S 
TOP TIPS
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OUR REGIONAL CHAIRS AND COUNCILS HAVE BEEN DOING A MAGNIFICENT 
JOB DURING THIS PANDEMIC, SUPPORTING BII MEMBERS WITH EVERYTHING 
FROM EXPERT ASSISTANCE AND ADVICE TO KIND WORDS AND A LISTENING 
EAR. HERE WE FEATURE THREE CHAIRS, THE SOUTH WEST, YORKSHIRE  
AND EAST OF ENGLAND, TO TELL US MORE... 

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

LUDOVICK HALIK CBII 
CHAIR OF SOUTH WEST REGION
Most of our members have used the 
lockdown period to do up their pubs 
– decorating, refurbishing, clearing 
out – things they’ve not had the time 
to do for years and that will help get 
them ready for some sort of opening.

A few in the South West have been 
open for business, offering takeaways 
or off-sales, but it is only a low 
percentage. I heard that one or two 
in Cornwall and Devon have done 
very well with their meals. 
Of course, those pubs 
with small community 
shops have carried 
on supporting their 
communities, where 
they are able to. 

It has been 
good to also see the 
support from local 
brewers like St Austell 
and Wadworth, which have 
both been very supportive of their 
tenants. The feedback from the tenants 
has been very positive. The Licensed 
Trade Charity has been invaluable too. 

Wherever 
I’ve have come 
across a member 
who I’m unable 
to advise or help 
myself, for instance, people who were 
really struggling to obtain grants,  
I have forwarded these to HQ and/or 
the expert helplines for assistance.  

The support from the BII throughout 

“THE SUPPORT FROM THE BII THROUGHOUT 
THIS TIME HAS BEEN BRILLIANT… IT HAS 
BEEN REASSURING TO RECEIVE DIRECTION”

this time has been brilliant.  
Most people I speak to have been 

reading the weekly bulletins and have 
found all the information very useful. 
It has been reassuring to receive 
direction and know that the BII is 
there for its members over this time, 
helping licensees identify what they 
should be looking to do. 

As a general point, I feel existing 
businesses have found it easier to get 
the grants than the start-ups, which 

have found it very difficult to get any 
help at all. 

It has been a terribly 
difficult time for all. But 

people have wanted 
to keep busy: I came 
across a couple of 
furloughed bar 
workers who had 

taken security work 
in a supermarket, while 

others had become night 
porters, delivery drivers  

or were volunteering within  
their communities.  

In terms of reopening, the 
feeling here is that not much will 

be happening until September or 
October. Many of our members run 
small pubs, where social distancing 
measures will make it impossible.

It’s going to be about staying safe. 

STEVE EVANS CBII 
EAST OF ENGLAND CHAIR 
All licensees are keen to reopen 
from July 4, however, supply chain 
issues will see some opening earlier 
than others, with many facing 
stock shortages. This is where 
independents – supplied by local 
producers and small brewers – will  
be able to score.

I have received quite a few calls 
from members over this time, most 
of which I have managed to answer 
myself, usually by signposting them 
to the BII website or helplines. We’ve 
seen magnificent work carried out by 
BII HQ throughout this time. 

The helplines have been invaluable, 
especially in regard to specific licensee 
enquiries, for instance, variations 
on premises licences. This is an area  
I’ve found quite frustrating because  
Government has been saying that 
councils should be flexible, in terms of 
adding off-sales to a premises’ licence. 
But while some have, others haven’t. 
There has been a huge difference 
in attitude between the individual 
councils. I’d estimate 15% of our 
members have offered off-sales. 

It has been a delight to see such a 
positive attitude among the majority 
of our members. They’ve been busy 
doing up their pubs, helping their local 
communities, etc. But some are giving 
up and losing their faith that they can 
get through this. They’ve had enough.

This is where we can all kick in  
and support them. 
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MIKE HUGHES FBII

It has been hard to keep in touch 
with members, as usually I pop into 
pubs as I’m driving around as part 
of my job. 

We’re reliant on people calling 
us, which is why a webinar would be 
helpful, to reach out and speak to 
people. If anyone would be interested 
in helping set this up and get involved, 
please get in contact. 

Individual stories have been so 
different. From those for whom this is  
literally the end of the world to people 
like Kelly and Ashley McCarthy CBII 
who have done a magnificent job and 
diversified to keep the business trading.  

Lessees in particular seem to be the 
most worried, especially where they 
were struggling to pay their rent before 
this happened. Those in landlocked 
pubs with no outside areas, in towns 
where shops are all closed, are worse 
hit than those in the countryside. 

Our message to members is, get  
in touch with your region. We are here 
to help. You are not alone.  

1. SOUTH WEST  
(inc Scilly Isles) 
Ludovick Halik CBII
Ludovick.Halik@BII.org  
07929 436865

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

3. NORTH
David Wigham FBII 
David.Wigham@BII.org  
07453 450455

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

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

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

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

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

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

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

MEET OUR  
REGIONAL CHAIRS

I’ve been a training and licensing 
consultant for the past 10 years, 
as well as being the Regional 
Representative of East of England’s 
National Pubwatch, and as we move 
forward, it’s going to be important 
to work more closely together than 
ever before. We need to be ready to 
support and encourage those who 
are struggling 
now. Equally, 
when this is all 
over, we should 
continue the 
dialogue and  
back-up because 
there are going to be 
casualties and sad 
stories. Even before 
this all happened,  
I referred one licensee 
to the Licensed Trade  
Charity, which does 
fantastic work. 

At Pubwatch we 
believe it’s about being 
‘strong together’.  

I’ve been very impressed by 
BII HQ and its ‘trusted support’. 
Molly Davis deserves a mention 
for her speedy responses to phone 
queries. In my region, most 
enquiries could be answered just 
by signposting members to the 
website and helplines. I can see BII 
being inundated by requests for 
membership after this.  

In terms of reopening, my 
region is very diverse, from the 
large towns of Luton and Bedford 
to rural areas, each will have very 
different issues. Those facing lower 
customer numbers will risk trading 
at a loss. It’s going to be vital to gain 
more support from Government, 
particularly for those pubs that 
aren’t limited companies and 
therefore will be personally liable 
for their debts, which means they 
could lose their homes. 

Three of the County Chief 
Constables that I deal with  have 
robust Policing Plans in place to 
support licensees when reopening. 
The consensus of opinion is that 
many responsible people will stay 
away for longer and the venues 
may attract more, less desirable 
customers for a while. 

KELLY MCCARTHY CBII 
YORKSHIRE CHAIR 
Our region has been fielding lots 
of calls, helping people diversify 
into takeaway businesses, etc. It’s 
something we’ve done successfully 
within our own pub, Ye Old Sun Inn 
in Colton, where we’ve basically 
turned the bar area into a shop  

and offer a takeaway menu, 
pizzas and an ice cream kiosk. 
Mike Hughes FBII our  
Vice-Chair has stepped up to 
be a key support to members 
in our region, as I’ve not had 
as much time. He has been 
able to return calls and 

emails more quickly. Of 
course, I’ve been happy to 
share all our experiences 
to help others diversify 
their businesses too.   

Going forward, one 
thing we’re very keen to 
do is to host a live webinar. 
It’s something people 

have been doing a lot of during this 
time and it would work well to bring 
members together. 
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Kevin Georgel

I’d only been in the CEO role for  
a few weeks when pubs were told 
to close. I was still in my induction 

period, although the business was 
known to me, having been a non-
executive director for five years.

Those first few days, after closing 
the pubs on the Friday, is a time I’ll 
never forget as we began to realise the 
magnitude of what we were facing – 
just 10-weeks in the job and a 90% 
reduction in revenues! This will have 
been the biggest challenge ever faced 
by most industry leaders and pub 
operators, and it has been daunting.

Yet, personally it has also been 
enlightening and strangely exciting, 
being forced to accelerate my 
understanding of the business and 
seeing how people respond to being 
under significant pressure. We have 
all had to make big decisions at pace, 
without all the usual analysis and 
detail, which can hold 
you back from following 

A GREAT LEADER IS THE DRIVING FORCE OF ANY BUSINESS. HERE, CEO OF ST AUSTELL – 
BREWER, FREETRADE SUPPLIER AND PUB OPERATOR – KEVIN GEORGEL FBII DESCRIBES 
HOW FIERCE DETERMINATION AND AN INNATE SENSE OF DOING THE RIGHT THING 
HAS HELPED HIM AND HIS TEAM NAVIGATE A WAY THROUGH THE CURRENT CRISIS

your instinct, your gut reaction.
During this time, leadership 

instincts have come to the fore. 
Resilience, both physical and mental, 
have been critical, especially during 
those early days when we were 
working late and sleeping for just four 
hours a night. It has also required 
emotional intelligence, really strong 
communication and personal energy. 

To keep the team energised, you 
have to be energised yourself. People, 
especially our pub tenants, needed 
to know, believe and trust that they 
would get the support that was 
required, not only to survive but to 
come out of this at the other end.

St Austell Brewery has strong, 
embedded values and integrity 
which underpin the business and we 
have wanted to show, throughout 
this period, that we would not step 
away from those values. During 

those initial late-night 
meetings, myself and the 
team agreed a few key 
principles - things that 
we would use to anchor 
our decision-making. 

Top of the list was to 
fiercely protect and, if 
possible, enhance our 
reputation. First and 
foremost, that meant 
protecting our people 
and doing right by our 

tenants, customers, suppliers and the 
communities in which we operate. 

We developed a mantra to share 
with our business, to clarify that 

we were fighting to survive but we 
were equally committed to ensuring 
that we could recover brilliantly. In 
the short-term that has been about 
balancing what we absolutely needed 
to do, recognising that our resources 
are finite, without significantly 
compromising our ability to recover. 
When we look back at this time in 
years to come, I believe these guiding 
principles will be viewed as important 
in how we conducted ourselves 
through these challenging times.

For our tenants, from the beginning,  
it was about giving them the support 
to alleviate the immediate cash 
pressures and the confidence to know 
that we would not be taking money 
out of their bank accounts. We have to 
remember that there was no certainty 
at first about job retention schemes or  
grants, and I still think that it was truly  
impressive how quickly our industry 
came together and was able to galvanise  
behind a clear approach to lobbying 
the Government and receiving the 
financial support that was required.

Throughout this very fast-moving 
situation, we have adopted a measured 
approach trying to remain flexible and 
move as the situation develops, whilst 
remaining careful not to over-promise 
or under-deliver.

Going forward, it’s obvious that 
we will need to maintain a flexible 
approach on rents  - one that fairly 
reflects the recovery of trade and the 
economic realities for our tenants. Our 
over-arching objective is to ensure our 
tenants, as much as ourselves, survive 
and recover in the long-term and 
that’s about acknowledging that some 
form of support is going to have to 
continue for the foreseeable future. 

We have greatly valued the 
collaborative approach that has been 

“OUR PUB TENANTS NEEDED TO KNOW, BELIEVE 
AND TRUST THAT THEY WOULD GET THE SUPPORT 
THAT WAS REQUIRED NOT ONLY TO SURVIVE  
BUT TO COME OUT OF THIS AT THE OTHER END”
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so evident in our discussions with our 
tenants in recent weeks. Tenants want 
to have honest, open discussions. We 
can’t be saying one thing and doing 
another. We need to be clear on what 
support we can and can’t provide.

I’ve known St Austell for nearly 30 
years – it’s a business with refreshing 
authenticity, which builds a strong 
emotional connection with people. 
I’ve seen it in 360º, from the viewpoint 
of a customer, a supplier – as 
chairman of Dartmoor 
Brewery – and as  
a competitor, and  
this rounded view  
has been helpful. 
As you’d expect 
from a family 
with 169 years of 
history, there is 
a distinct culture, 
with core values 
reflecting the character 
of the founder, Walter  
Hicks and his family over 
the generations. 

In practice, this means  
we are a business that 
genuinely cares about 
the role we play  
in the community. We are  
the second largest private 
employer in Cornwall  
and we are proud of  
this fact and embrace  
the responsibility. 

We work hard to drive 
this positive culture throughout the 
business. There’s no point in having  

COMMUNITY FOCUS 
During lockdown, St Austell cancelled  
rent for its tenanted pubs and 
furloughed more than 90% of its 
staff across the pub estate, St Austell 
Brewery and Bath Ales’ Hare Brewery. 

St Austell supported the community  
through a series of measures, from 
free-of-charge rooms for NHS doctors 
and nurses to donating its soft drink 
stock to the Royal Cornwall Hospital.  

The Brewery also launched a new 
initiative, enabling its customers 
to say ‘thanks’ to key workers and 
local heroes, by gifting them a well-
deserved pint, which can be claimed in 
any St Austell Brewery managed pub, 
within three months of reopening. For 
every pint bought, St Austell Brewery’s 
Charitable Trust is match donating 
£4.50 to NHS Charities Together.

an ethos within HQ, if it’s not delivered  
to the front line and I am committed to  
empowering our BDMs to make 
decisions and have the required 
autonomy to add value to our tenants 
and help develop their businesses. 

Recruiting the right people and 
then having the right structures, 
measurements and processes in  
place are what enables you to deliver 
that autonomy. 

I’m a strong advocate of what  
is referred to as authentic 

leadership. Throughout my  
career, I’ve been lucky 

enough to work with 
some great authentic  
leaders. In my early 
career I worked for  
Martyn Cozens 

(Director of On Trade  
UK, Molson Coors) 
– someone who is 
ambitious, driven and 
promoted a ‘work hard, 
play hard’ ethic, which  
connected you to the 
business and resulted in  
high performance. 

However, Roger Whiteside 
(Chief Executive, Greggs) 
is unquestionably the 
person I’ve learned the 
most from. He has got an 
incredible ability to think 
strategically and translate 
complex plans into the 

simple and engaging messages. 
Unsurprisingly, I tend to recruit 

people who share similar values, who 

are honest and authentic 
and who embrace the ethos  
of ‘work hard, play hard’ and want 
an emotional connection with the 
business. People with an infectious 
energy who will motivate others. 
I think of it as the four Es: energy, 
emotional intelligence, empathy 
and edge, which is about being 
commercially astute enough to be able 
to make the tough calls. 

As we look to the future and move 
out of lockdown (which as I write 
this is planned for July 4), we need 
inspirational leaders and teams to 
provide an inspiring experience for 
our customers. 

Our great British pubs have always 
prevailed, as places to gather, to reflect,  
celebrate, mourn and debate. Pubs are  
deeply woven into our culture – part of  
who we are as a nation - and have 
always been able to evolve and adapt to  
the market requirements. Collectively,  
as an industry, I believe we will lead the  
way through these challenging times  
by remaining committed to responsible  
retailing, as we work together to keep 
our staff, our teams, customers and our  
communities safe while ensuring that 
we adapt, evolve and prevail 
once again. 
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Disasters aren’t new to us at 
Yummy. In 2013, The Grove 
Ferry in Kent was devasted  
by floods. Worse was to come  

in June 2018, when our flagship pub, 
the Somers Town Coffee House in 
central London was destroyed by fire, 
with the damage to the building and 
trade totalling near to £1m.    

The difference this time around is 
that everyone has been in this disaster 
together. 

However, it was the probably our  
past experiences that led us to react 
more quickly, because two weeks 
ahead of most others, we began 
reining in our spending and managed 
to readjust our costs by £80,000 before 
we were forced to close our doors. 
Incidentally, prior to closure, we’d 
seen trade drop by 75%.  

Our response throughout this period 
has been to protect 
our team, satisfy 
the bank and work 
with our suppliers, 
by showing tenacity 
and introducing 
micro-controls and 
managing our own 
stress as best we can. 

Along with the 
cost cutting, we put 
in requests to our 
bank and landlords, 
knowing that we 
couldn’t afford to 
over-borrow – because that’s just 
kicking the can down the road.  

Throughout, we also maintained 
our business profile, by sharing on 
social media and in the press what 

ANTHONY PENDER CBII, CO-FOUNDER AND DIRECTOR OF THE YUMMY PUB CO, 
KNOWS A THING OR TWO ABOUT CRISIS MANAGEMENT AND SURVIVAL, HAVING 
BATTLED AGAINST FLOOD, FIRE AND NOW THE PESTILENCE OF COVID-19.  
HERE HE REVEALS YUMMY’S REMARKABLE RESILIENCE AND ‘CAN DO’ APPROACH  
TO THE LATEST CHALLENGE 

we have been doing within our 
communities. For instance, we kept 
one person unfurloughed at The 
Wiremill to create a grocery market, 
to sell all the stock from our four pubs. 
Any raw ingredients that couldn’t be 
sold, we cooked into a gastro-to-go 
offer for people in need and isolation. 

We also set up a click-and-collect 
service in a couple of our pubs. A 
former employee approached us about 
a new idea, so we worked with him to 
create a business plan and gave him 
the use of a kitchen to trial it in. When 
this is all over, we intend to invest in it 
for a full launch, while also supporting 
him with our expertise to help him 
avoid the pitfalls. 

[Yummy has a reputation for helping 
past employees set up new businesses: 
famously in 2014 it helped the founders 
of The Gentlemen Baristas start their 
successful coffee chain and roastery.] 

At Somers Town, we have been 
working with Greg 
Mangham FBII* and his 
Only a Pavement Away 
charity to provide meals 
for the homeless.  

We began by cooking 
eight dinners a night, 
which quickly escalated 
to 18 – three meals a day 
– then 55 food packs. 
Haringey Council has 
been funding the food, 
while donations have 
allowed us to provide 
some extras, rather 

than just the bog-standard fare. Each 
pack provides breakfast, lunch, dinner 
and snacks for a homeless person who 
is unable to go into a hostel. 

My business partner, Tim Foster 

worked with Budvar 
and Camden Town 
breweries to help 
create goody bags 
for staff at London’s 
University College 
Hospital. Somers 
Town is the drop 
off point, helping to 
collect over 4,000 
chocolates and 300 
cases of beer, which 
are then distributed 
to the hospital’s 
respite rooms. 
Without the pub to unwind in after 
a hard day, the respite rooms have 
offered staff a place to relax and chat 
after they’ve come off duty. 

And OAPA advisor Paul Pavli CBII  
(also a Non-Executive Director of BIIAB) 
approached Nestlé, Lupa, Leathman’s 
and Bidfood to provide food and care 
packages for the homeless and those in 
need. To date, 33,000 items have been 
sent to Somers Town to be distributed.  

Cash flow management has been 
and remains critical, with me counting 
every penny and ensuring every order 
now comes through me. As a Director, 
you need to be totally transparent.  

We have a responsibility to ensure 
that every penny, whether used to 
pay wages or a supplier, is justified 
and can and will be paid. I have spent 
a lot of time on the phone managing 
relationships and spreadsheets! And  
I keep reforecasting.  

During the first six weeks of 
lockdown, I reforecast twice a week, 
ensuring we were in a position to look 
after the sole traders – the little guys 
who must also be protected. And I 
must add that our landlord, Wells & 

“AS WE LOOK 
FORWARD TO  
THE SUMMER AND 
THOSE FIRST FEW 
WEEKS OF TRADING, 
I THINK SUCCESS IS 
GOING TO BE ABOUT 
KNOWING WHEN  
TO HIT THE BRAKES, 
AS WELL AS BEING 
ABLE TO MAKE  
FAST DECISIONS”

Anthony Pender
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Co (formerly Charles Wells) has been 
exemplary in its care of us during this 
time and the fire at Somers Town.  

Our company culture encourages 
and empowers our people to want to 
do great stuff, so it is natural for our 
employees to want to remain active, 
engaged and positive.  

Our staff, while furloughed, have 
been improving their food and drink 
knowledge using online training, 
including courses like the Pernod 
Ricard-sponsored Wine & Spirit 
Education Trust’s level one and 
two certificates, and by watching 
HospoLive. Our guys have also been 
sharing their expertise and creating 
video diaries, featuring everything 
from new recipes 
they’ve developed 
at home to new 
cocktails. 

Sharing 
their incredible 
knowledge has 
created a great vibe, 
while helping to 
protect their sanity 
through structured 
communication with 
each other, using 
House Party, Zoom 
and quizzes. In a 
normal hospitality 
environment, 

people chat about their surroundings, 
but during lockdown all that has 
stopped. Interaction is a way to create 
something for people to talk about. 

We have also been working to  
keep our pubs at the forefront of our 
customers’ minds. Just because people 
aren’t able to come to us currently,  
we are making sure they will want to 
return to us as soon as they are able. 

While the early weeks of closure 
were about crisis management, May 
was the time we began to focus on how 
we could emerge better, stronger and 
ready to fight for every pound that 
consumers will have to spend.  

We have been thinking about 
the practicalities of reopening, 

how we will be able to do 
business while keeping our 
customers and staff safe 
and feeling secure. Tech, 
from ordering systems to 
payment at the tables,  
will play vital roles in 
limiting contact.  

Understanding our 
business, our supply chain,  
our people and being able to 
maintain a firm grasp of the 
wheel, as well as knowing 
when to apply the brakes, is 
essential. As we look forward 
to summer and those first 
few weeks of trading, I think 

success is going to be about 
knowing when to hit the 
brakes, as well as being able  
to make fast decisions. 

You can’t let yourself be 
paralysed by fear. The worse 
thing anyone can do in any 

crisis is not make a decision, or to dither.  
At the start of all of this, many 

people waited for the Government 
to announce something, while we 
just got on and planned for what we 
thought would happen. Then we just 
readjusted our assumptions.  

The decisions we are making now 
will ensure we are ready to open as 
soon as we get the green light.  

On reflection, there has been some 
good to have come out of all of this. 
Our industry is working together and 
lobbying Government in the most 
effective way EVER. HospoLive, which 
offers free content to keep hospitality 
workers upskilled and connected, has 
seen collaborations and training that 
before we could have never envisaged!  

The pace of change has been 
dramatic, but the way hospitality has 
responded to it, in terms of supporting 
our people and our communities has 
been outstanding. Our positivity, our 
professionalism and ‘can do’ approach 
will reap dividends as we will be 
acknowledged and remembered as 
professionals and human beings, who 
stepped up to support and care for  
our communities. 

*Greg Mangham FBII is the BII London 
Region Chair and Founder of the charity  
Only A Pavement Away, which seeks  
to assist homeless into jobs within  
the hospitality sector. 
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Katy Moses

1

W hen I was asked to 
become a Trustee 
of the BII, I was 
absolutely delighted 
to be given the 

opportunity to be involved in an 
association that supports an industry 
so close to my heart. However, I never 
expected my first few months in the 
role would see the UK pub sector 
hit by the biggest challenge current 
operators have ever faced. 

Many industries have suffered 
during this pandemic, but the 
devastating effect on the great British 
pub industry has been heartbreaking 
to watch. 

In April, early on in this crisis, 
KAM carried out research that asked 
more than 200 pub operators if they 
thought they 
could survive 
lockdown 
measures.  
The majority, 66%, responded that 
they didn’t think they could survive  
a lockdown that continued for a 
further three months. That identified 
two thirds of hospitality businesses 

KATY MOSES IS THE MANAGING DIRECTOR OF KAM MEDIA, A BOUTIQUE RESEARCH 
CONSULTANCY, SPECIALISING IN HOSPITALITY AND RETAIL WITH CLIENTS INCLUDING 
PUNCH, EI GROUP, SHEPHERD NEAME, WELLS & CO, CARLSBERG, MATTHEW CLARK 
AND ACCOLADE WINES. SHE WAS RECENTLY APPOINTED A BII TRUSTEE

being at risk from permanent closure.  
The lockdown period has, however, 

brought out the absolute best in many, 
with pubs widely seen to have risen 
to the challenge by supporting their 
communities and key workers. Almost 
overnight, some transformed their 
businesses into village stores, offering 
vital supplies for collection or delivery, 
while others provided hot meals to 
vulnerable people, and free food and 
goody bags to the NHS.  

Every day I’ve been amazed to read, 
or hear from friends and industry 
peers, about the speed of innovation 
and entrepreneurial spirit emerging 
from the sector, much of which has 
been supported by the equally fast 
development of technology. 

As lockdown measures ease and 

pubs begin to open, or plan to reopen, 
there is no doubt that a tough road 
lies ahead. Our research revealed that 
82% of operators think it will take 
more than six months for customer 

numbers to return to pre-lockdown 
levels, and depending on the level of 
physical distancing measures in place, 
this period could be longer. 

So, what are pub-goers saying?  
In May, we interviewed 1,000 of them 
up and down the country, as part of  
a new piece of research called ‘Return 
of the Pub’, which was conducted in 
association with the BII. The report 
is available to BII members and the 
insights, a snapshot of which I’ve 
provided here, will be invaluable in 
helping you plan ahead. 

REASSURE AND TEMPT 
YOUR CUSTOMERS 
Since lockdown, many consumers 
have been tied to their home, 
experiencing stressful (and maybe 
even heartbreaking) situations. Fear  
is dominating many people’s behavior. 
Despite a desire for lockdown to end, 
many remain nervous about going 
back out into the big wide world.     

KAM research shows that 39% 
of UK adults think they will ‘eat/
drink out’ LESS often after lockdown 
measures are lifted, with the number 
one reason being that they are worried 
about their health. 

This means, our industry needs 
to be proactive in making customers 
feel safe. For customers, perception is 
reality. A good example is how during 
lockdown people specifically chose 
the grocery stores that they felt the 
safest in – they haven’t liked to do 
anything they perceive as risky to 
their health. And they’ll continue to 
seek empathy and reassurance, as well 
as needing to be tempted out in order 
to leave their homes and come to you 
(in that order!). 

“IT’S GOING TO BE ALL ABOUT MAKING 
THE CUSTOMER FEEL REASSURED”

WHAT ARE THE REASONS WHY PUB-GOERS PLAN TO VISIT 
LESS OFTEN? (Top three)

Source: KAM Media: Return of the Pub, June 2020.
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5HELP PEOPLE FEEL SAFE  
Our ‘Return of the Pub’ research 
identified the top five ‘must have’ 
safety measures that customers  
want to see. These are:    

  More regular cleaning 
  Handwash or sanitiser stations 
  Limited capacity 
  Clear displays on safety measures 
  Spaced seating 

Not only will hospitality need to 
proactively help customers feel safe  
in their physical venues, but they’ll 
need to ensure that customers have 
absolute confidence in the safety of 
their food and drink. Every element 
from preparation to the serve will  
need to be looked at.      

A key point to remember, is that 
making customers feel safe isn’t just 
about following the guidelines.  
During a lockdown chat, Yummy 
Pubs’ Co-Founder Anthony Pender 
suggested to me that pubs had two 
main challenges: the reality of what is 
needed and the customer perception. 

It’s going to be all about making  
the customer feel reassured. 

A DAY-TIME PROPOSITION  
Just six months ago, only 5% of the 
labour force worked ‘mainly from 
home’, according to the Office of 
National Statistics. But over the last 
10-plus weeks, a huge proportion of 
people have had to work from home.       

The Covid-19 crisis has helped shine 
a light onto both the pleasures and 
pressures of having your home as your 

office. Going forward, this increase  
in homeworking is likely to continue 
and the truth is that we may never 
return to previous high levels of  
office-centred working. 

This will have significant 
implications for city centre venues  
and those based near train stations, for 
example. It also means neighbourhood 
outlets have the chance to capture 
more trade during the day. 

The opportunity to create remote 
working space within a venue will be 
huge for some – with decent coffee and 
fast wi-fi, as well as well-placed power 
points, becoming crucial. 

OPPORTUNITIES  
FROM DELIVERY  
The UK’s online food delivery segment 
is up 9.8% year-on-year, according to 
Statistica. Food delivery has become 
a normal part of many consumers’ 
lives during lockdown. A significant 
number have downloaded delivery 
apps, such as Just Eat and Deliveroo, 
which they didn’t have before. 

With many restaurants, 
convenience stores, pubs, etc, now 
offering delivery, when they had no 
intention of doing so before, they are 
also realising the benefits. So too are 
suppliers, who have seen the benefits 
in delivering direct to the consumer. 
Therefore, home delivery has become 
a serious competitor to eating out and 
it’s worth considering, if you’re not 
doing it already, whether delivery 
might be right for your business. 

MONEY WILL BE TIGHT   
With consumer confidence hitting 
an all-time low and an economic 
recession predicted as inevitable, 
many people will have less money to 
spend. This is likely to see a massive 
price war erupt in the supermarkets. 

However, it’s important to 
remember that the vast majority of 
consumers are focussed on ‘perceived 
value’, not the cheapest they can buy. 
They may change their priorities, 
opting to spend more on one decent 
product or experience versus lots 
of little, unsatisfying products/
experiences, go large or stay home!  

Consumers will be spending their 
money on what they deem to be 
important – make sure it’s you! 

As we emerge from the 
lockdown measures, it will 
never be more important to 
stay in touch with what your 
customers want and need, 
while staying flexible and thinking 
creatively about new ways to serve 
them within a safe environment – all 
while still making money. 

Personally, I’ve no doubt pubs  
will rise to this challenge because  
if there is one thing the great British 
pub industry is good at, it’s adapting, 
changing and fighting to stay open 
and being ready to keep serving their 
customers and community.

If you’d like access to KAM Media’s ‘Return  
of the Pub’ report, supported by the BII  
go to: https://www.bii.org/members-
area/insight-for-members/ 

WHAT DO PUB-GOERS SEE AS ‘MUST HAVE’ SAFETY MEASURES? (top 10)

Source: KAM Media: Return of the Pub, June 2020.
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how!

As we move out of lockdown, John Gaunt and Partners are here to 
support your businesses and ensure that as you adapt to the new normal 
your licence reflects what you do and how you do it.

We can review your licence to check that you will not fall foul of your 
existing conditions when altering your mode of operation.

If necessary we can help you secure a pavement licence and variations 
to your existing licence, along with reviewing your due diligence systems.

Call us on the BII helpline:
0330 058 3878
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“Staff represent a large 
cost to the business, 
so until things 
becomes clearer… 
be cautious when it 
comes to staff rotas”

Many sectors have been 
hit by the effects of 
Covid-19, but the 
hospitality industry 

quite rightly feels it’s amongst the 
hardest hit, with the full effects yet  
to be understood.  

 At the time of writing, restrictions 
on pubs and restaurants were set to 
be lifted in some form or other from 
July 4. If this turns out to be the case, 
it will certainly come with guidelines 
on maintaining a form of physical 
distancing, so it is vital to start 
planning for various scenarios now. 

The only certainty is that tomorrow 
is another day and it is vital that 
practical plans are put in place for 
recovery. Once you are open again, 
it is time to look at recovery. Some 
will have weathered the storm and 
are only looking at reduced savings, 
others will have taken on debt. Either 
way, hospitality businesses have 
taken a beating and it will take careful 
planning and budgeting to get back  
on track. 

In preparation for reopening, we 
are putting together a full five-year 
P&L forecast for our clients and will  
be looking at a range of factors. 

a team gets ill, it will guard against all 
or many staff having to self-isolate. 

Before reopening, we suggest 
speaking to all your employees about 
their holiday plans. Unused holiday 
will need to be staggered, to avoid 
everyone requesting holidays all at  
the same time.  

It is within your rights to ask 
employees to take holidays during 
furlough (as long as you give them 
twice the amount of notice, eg, a 
week’s notice for a week’s holiday, etc). 

If you request staff take holiday 
while furloughed, you will only have 
to pay the additional 20%, so this will 
save money in the long run. However, 
we’d suggest employers are mindful 
about removing all holiday, as it could 
adversely affect morale. Perhaps you 
could consider allowing staff to carry 
forward accrued holidays over the 
next two years?  

When costing your new rota 
system, don’t forget to take into 
account the rise in the national 
minimum wage.  

REVENUE 
Revenue will be uncertain and is likely 
to rise slowly, in line with growing 
consumer confidence.   

According to our recent research 
(LINK) of 1,700 people surveyed, just 
under half of all respondents said they 
would be cautious about returning 
to the pub/bar post-lockdown: 47% 
said they would take a ‘wait and see’ 
approach or would ‘take a while’  
to feel comfortable again. But on  
a brighter note, the majority were 
more positive, with 29% saying they 
would visit a pub/bar ‘as soon as 
possible’, with a further 22% saying 
they’d visit ‘as my previous schedule’. 

STAFF 
Staff represent a large cost to the 
business, so until things become 
clearer as to what level of trade you 
can expect, our advice is to be cautious 
when it comes to staff rotas.

Could you change shift patterns to 
have two or three ‘teams’ who never 
cross-over? This way, if one person in  IC
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AS PUBS LOOK TOWARDS REOPENING IN JULY, ROSLYNS PROVIDES TIMELY ADVICE AND SUPPORT  
ON FINANCIAL MATTERS

PLANNING FOR YOUR FINANCIAL  
FUTURE AFTER COVID-19   
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TAX 
If you had a VAT return due 
periods ending February, 
March or April, you may defer 
payment until March 31, 2021.  
However, you must still file 
your tax returns for these 
periods on time. This will help 
with cashflow, but remember 
to factor in that repayment. 
On the upside, many pubs 
could be due a small VAT 
refund during a period where 
they were paying some bills, 
but with no taxable income.

It’s worth remembering 
also that you can also extend 
your limited company accounts  
filing date by three months.  
It is automatically accepted, 
but must be applied for. 

STOCK 
When you know the timing of 
your reopening, it’s advisable 
to book in a stocktake as 
quickly as possible to assess 
your current stockholding  
and get accurate figures  
of waste for insurance/pub 
company reclaims. Remember, 
if you use an outside 
stocktaker, it’s highly likely 
they will get booked up very 
quickly, once a reopening  
date is announced. 

RENT 
When it comes to your rent, 
it’s worth speaking to your 
landlord to agree a set repayment 
schedule, based upon the affordability 
to pay off any accumulated rent debt. 
If you feel that your landlord is trying 
to recoup unpaid rent unfairly or 
aggressively, we’d recommend you 
speak to the BII’s legal team, who will 
be able to support and advise you. 

LOANS 
When it comes to any borrowings, we 
suggest reviewing your repayment 
schedules for any loans you’ve taken 
and include this in your financial 
planning. It’s worth remembering  
that the bounce-back loans have no 

early repayment penalties and are 
interest-free for the first year. If you 
have one of these loans it makes sense 
to plan the best way to use it, perhaps 
paying off or reducing a high-interest 
loan, or repaying some of the bounce-
back early, if it’s not needed. 

ASK FOR HELP! 
We like to say, ‘Good businesses work 
well, great business work together’. 
It’s good to reach out for advice and 
support. There really are a myriad  
of things to consider when you’re  
in a position to reopen. Make  
a discussion with your accountant  

a priority. They should be able to help 
you with this. If they can’t, we can. 
support@roslyns.co.uk 

We have also produced a guide  
on other practical factors to consider 
before physical distancing reopening  
that you can use as part of the resources  
on our website www.roslyns.co.uk/
coronavirus. 

support@roslyns.co.uk  
www.roslyns.co.uk
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WITH SO MANY CHANGES, IT’S NOT SURPRISING THE POSSIBILITY OF MAKING ERRORS IS HIGH. HERE 
RSM HIGHLIGHTS SOME COMMON MISTAKES AND PROVIDES A HELPFUL GUIDE ON AVOIDING THEM

www.rsmuk.com

THE CORONAVIRUS  
JOB RETENTION SCHEME (CJRS)
   

T he Coronavirus Job Retention 
Scheme (CJRS) is unique. By 
midnight on May 24 a total  

of 8.4m jobs had been furloughed 
by 1m employers furloughing with 
a total claimed £15bn. It is currently 
anticipated that in excess of £50bn will 
be paid out by the end of the scheme. 
With the scheme running to the end of 
October and flexible furloughing from 
July, the possibility of errors is high.  

On May 29, the Chancellor 
announced a new version of the  
scheme from July 1, 2020 – the 
final date by which an employer can 
furlough an employee for the first time 
will be June 10, in order for the current 
three-week furlough period to be 
completed by June 30. 

In addition, the following  
will apply: 

  From July 2020 financial support 
will remain unchanged – the 
Government will pay up to a cap 
of £2,500 plus Employer National 
Insurance (ER NICS) and pension 
contributions. Employers are allowed 
to flexibly furlough certain employees. 

  During August the Government  
will still contribute 80% of wages up  
to a cap of £2,500 but the employer 
will be responsible for employer’s ER 
NICS and Pension contributions. 

  In September, the Government 
support will reduce to 70% up to a cap 
of £2,187.50. Employers will pay ER 
NICS and pension contributions and 
10% of wages to make up 80% total  
up to a cap of £2,500. 

  In October the Government support  
will reduce to 60% up to a cap of £1,875.  
Employers will pay ER NICS and pension  
contributions and 20% of wages to make  
up 80% total up to a cap of £2,500. 

  At the end of October, the scheme 
will end. 

Eg, pension, salary sacrifice or net pay 
benefits under flex schemes. 
7. Not dealing correctly with holidays 
while on furlough. 
8. Salary sacrifice pension 
arrangements not correctly applied  
or incorrect amounts paid to the 

pension scheme. 
9. Approved training 

days or working days 
not recorded after 

July 1. Employees 
are entitled 
to National 
Minimum  
Wage or 
contractual pay. 

10. Inadequate 
documentation  

of start and end dates.

We recommend 
employers regularly check 

the HMRC guidance, take copies 
and keep up-to-date. Employers 
have been told to keep records for  
six years and HMRC may want to 
inspect those records at any time 
during that period. 

We would recommend they keep  
a full audit trail to include the furlough 
agreements and how each claim has 
been calculated (per employee) for 
each period and show that the grant 
claim monies have been paid over 
appropriately. Employers should also 
arrange to correct any errors in claims 
(in the way recommended by HMRC) 
to avoid penalties. 

For information please contact:  
Susan.Ball@rsmuk.com 

HMRC will focus on making sure 
employers were entitled to 
the money they claimed. They 
have put in place an online portal for 
employees and the public to report 
suspected fraud. We understand in 
two weeks in May, HMRC received 
135% increase in reports  
to this service. 

With so many 
changes to the 
scheme it’s not 
surprising 
employers are 
making errors. 
HMRC know 
that many 
are innocent 
errors, however 
they are also aware 
of fraudulent claims. 

SOME COMMON  
MISTAKES:
1. Use of incorrect number of days 
(working days rather than calendar 
days) when making a claim. 
2. Staff working for the employer 
whilst on furlough up to June 30  
and after July 1.  
3. Not factoring in top-ups or extra 
payments into the NIC element of the 
calculations, claiming when no NIC 
is due, or not capping based on the 
furlough grant element when making  
a claim for employers NIC. 
4. Claims made for ineligible 
employees, eg, employee not on the 
last RTI/payroll before March 19, 2020 
or those called back from furlough 
before 21 days. 
5. Grant payments not paid over to 
employees, HMRC and the pension 
scheme (as appropriate). 
6. Furlough agreements do not clearly 
identify how pay / benefits will 
continue during the furlough period.  
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The last few weeks have been 
turbulent ones for the sector.  
I run a niche law firm 
specialising in HR, 

employment law and Health & Safety 
and am privileged to offer support to 
BII members through the free helpline.

 We have tried to keep on top  
of the vast changes to 
working practices, 
the Government 
schemes and 
daily briefings 
to help you 
understand 
how these 
affect your 
business. 
We have dealt 
with hundreds 
of questions around 
sickness, furlough, 
layoffs and short-time working, 
redundancies, TUPE transfers, 
disciplinary and grievance issues 
amongst others. 

from July 4, you will have to consider 
which members of your team you will 
bring back for the first phase.

There will be some who will refuse, 
some who prefer to be on furlough as 
long as possible and some who have 
genuine concerns for their safety. 

In law, an employee is protected 
from detriment and dismissal if they 
refuse to attend a workplace where 
they are in “serious and imminent 
danger”. The employee’s belief must  
be genuine and reasonable. So, your 
job over the next few weeks is to 
ensure that you can provide a safe 
place to work.   

HOW DO I MAKE  
MY PREMISES SAFE?  
The Government guidance is set out 
here https://www.gov.uk/guidance/
working-safely-during-coronavirus-
covid-19 and more is to follow. 

The starting point is five steps to 
demonstrate to staff and visitors that 
you are following protocol. These are: 

CORONAVIRUS JOB RETENTION 
SCHEME (FURLOUGH)  
The furlough scheme has been extended  
to October 31, 2020 with flexible 
furlough coming into play from July 1,  
2020. Previously furloughed employees  
can return to work, either at home or in  
the workplace, for any amount of time 

and on any shift pattern. Despite 
any partial return to work, 

the business can still claim 
the furlough grant for the 

employee’s unworked 
time. Staff must be paid 
their normal wages  
for the time they do 
work. Another change  

is that if you furlough  
an individual again after 

July 1, the three-week 
minimum is not required. These 

changes allow a lot more flexibility. 

CAN I FORCE STAFF  
TO RETURN TO WORK?  
With pubs and restaurants reopening 

FROM FURLOUGH TO WORK PLACE ASSESSMENTS, JAY BHAYANI OF SPECIALIST LEGAL FIRM  
BHAYANI LAW SETS OUT WHAT EVERY BUSINESS NEEDS TO BE THINKING ABOUT AS  
THE GOVERNMENT EASES LOCKDOWN 

TIPS TO HELP YOU STAY      
LEGAL POST LOCKDOWN
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1. Carry out a COVID-19  
risk assessment  
Before restarting work, you should 
ensure the safety of the workplace by:

  carrying out a risk assessment  
in line with HSE (Health & Safety 
Executive) guidance  

  consulting with your workers  
or trade unions 

  sharing the results of the risk 
assessment with your workforce 
and on your website 

2. Develop cleaning, hygiene 
and handwashing procedures   
You should increase the frequency of 
handwashing and surface cleaning by: 

  encouraging people to follow 
the guidance on handwashing  
and hygiene 

  providing hand sanitiser around 
the workplace, in addition to 
washrooms 

  frequently cleaning and 
disinfecting objects and surfaces 
that are touched regularly 

  enhancing cleaning for busy areas 
  setting clear use and cleaning 

guidance for toilets 
  providing hand drying facilities 

– either paper towels or electrical 
dryers

3. Help people to work  
from home  
You should take all reasonable steps 
to help people work from home where 
possible if they are for example in  
an admin role. 

4. Maintain social distancing, 
where possible 

  putting up signs to remind workers 
and visitors of social distancing 
guidance 

  avoiding sharing workstations 
  using floor tape or paint to mark 

areas to help people keep to  
the required distance 

  arranging one-way traffic through 
the workplace if possible 

  switching to seeing visitors by 
appointment only if possible 

5. Where people cannot  
be socially distance, manage 
transmission risk by: 

  considering whether an activity 
needs to continue for the business 
to operate 

  keeping the activity time involved 
as short as possible 

  using screens or barriers to separate 
people from each other 

  using back-to-back or side-by-side 
working whenever possible 

  staggering arrival and departure 
times 

  reducing the number of people each 
person has contact with by using 
‘fixed teams or partnering’. 

tel. 0114 303 2300  
www.bhayanilaw.co.uk

WORKFORCE PLANNING CHECKLIST
The next few weeks and months are crucial for you, as 
hospitality businesses make a comeback and capitalise on the summer months. Here is a handy checklist to help you 
conduct some workforce planning: 

1. In what order do you need employees to return?  
Stagger the workforce and work out how you will transition  
from homeworking to business premises

2. Bring back staff from furlough: either on the same or altered 
terms and conditions, eg, pay or hours may need to reduce

3. Make sure contract variation letters or new contracts  
are given to staff to reflect any changes 

4. Check payroll is updated to reflect new hours, pay,  
salary sacrifice arrangements and pension contributions 

5. Check holiday entitlements and ask staff to take holidays 
during furlough, where possible, to avoid a sudden rush 

6. How will you respond to those who don’t want to  
return to work, for instance, if they are shielding, self isolating,  
have childcare commitments, or concerns for their safety 

7. Have staff suffered bereavement or family illness  
while on furlough and need continued time off? 

8. How will you manage mental health needs?  
These issues have risen during lockdown and for some it will  
require a carefully managed and phased return with reasonable 
adjustments put in place 

9. What are your staffing needs going forwards?  
Redundancies need to be undertaken with proper advice on 
processes to include consultation, fair selection, non-discriminatory 
and objective approach and considering all alternatives.  
This will avoid expensive employment tribunal claims.

JAY BHAYANI
Solicitor & Managing Director  
of Bhayani HR & Employment Law 

Jay is a specialist employment law 
solicitor and established her niche 
firm, based in Sheffield, five years ago. 
She has over 25 years’ experience 
of dealing with all aspects of HR and 
employment matters and specialises 
in complex and sensitive issues.  
Jay has advised numerous hospitality 
businesses over the years and the 
firm offers cost effective fixed price HR 
outsourcing to the hospitality sector. 

Jay’s firm runs the BII employment 
helpline and is at the forefront  
of much of the ever-changing advice 
around HR in the sector, particularly 
with Coronavirus related matters. 
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CPL LEARNING GUIDES YOU THROUGH THE ESSENTIAL  
TRAINING POINTS THAT YOUR TEAM WILL NEED  
AS WE EMERGE FROM LOCKDOWN

PREPARING  
YOUR PEOPLE   
– GETTING TEAMS  
MATCH FIT

www.cpllearning.com  

CPL Learning’s training 
checklist highlights the key 

areas operators will need  
to consider when planning 

team training: 

How your operations will  
need to be adapted in line  

with Government guidelines 
– new processes and how to 

ensure compliance will need to be 
communicated with your team  

Delivering exceptional  
hygiene standards  

– sharing with your customers what 
kind of training your teams have 

undertaken will help build confidence  
in your customers 

How to deliver guest excellence  
– your teams will need to deliver  

a customer experience that reassures 
and meets the customer’s expectations  

Managing conflict  
– tensions can run high and teams 
will need to be prepared to ensure 

guidelines are being adhered to   

Maximising sales opportunities  
– if you are offering a reduced service, 

every sales opportunity will need  
to be taken advantage of

Operators are facing many 
challenges as businesses 
begin trading again, 
one of which is having 

team members prepared and ready 
to deliver under a new operational 
environment. So how do you get your 
teams ready? What are the key areas 
you should be focusing on? Here’s  
our guide:

Furlough facts   
The Coronavirus Job Retention 
Scheme has provided a welcome 
lifeline and allowed businesses to 
protect their teams during lockdown. 
According to a recent CGA survey, 
83% of businesses have furloughed 
over 90% of their team members.  

In the same survey, 57% of 
business leaders reported that 
training and upskilling their 
workforce if they are furloughed is 
important. As we plan to get ready  
to reopen, it is important to  
support teams with 
returning to work, 
to build confidence 
in our employees 
as well as in the 
general public. 

And that means utilising furlough 
as a learning and development 
opportunity, and training furloughed 
team members now.  

Reopening   
Around a third of business leaders 
predicted that their teams would 
need more than a week to prepare 
for reopening. By engaging team 
members in the early stages of 
preparation, operators can begin  
to tackle the operational challenge  
of preparing their teams.  

As businesses reopen, operations 
may have changed somewhat, and 
teams will need to be prepared for 
the ‘new normal’. Hygiene and safety 
must be at the forefront of your 
teams’ minds, both for themselves 
and for the safety of customers and 
operations may need to be adapted  
to allow for social distancing. 

CPL Learning provides a wide 
range of courses on health  

and safety compliance and  
delivering service that 

will help support 
your teams as your 
businesses emerge 
from lockdown.  

Find out everything 
you need to know 

about available online 
courses on the CPL  

Learning website. 

CPL Learning  
provides a wide range  
of courses on health  

and safety compliance  
 delivering service that will 
help support your teams  

as your businesses  
emerge from  

lockdown
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CPL’s ‘Ready  

To Serve’ course  

is offered to BII Members  

at the reduced price of £5  

– down from £7.50 



Complete  
point of sales system:
FREE 3 months trial
Improve sales and customer experience with Winpos

So what is it?
Winpos EPOS is a complete point-of-sale system, which includes  
a comprehensive support package. Optimised for the hospitality industry, 
Winpos is a complete tool kit for running your business. Imagine being able  
to do almost every business task or process through one system!

How much is it?
The basic price is only £95 per month which includes  
setup, training, hardware, software and ongoing support. 

As a BII member however, for the first three months  
you get everything for FREE, so you can test out  
the benefits.

And what’s in it for me?
Boost sales with a centralised stock control and account reconciliation

• Increase your ability to scale and grow with a scalable point-of-sale  
system including touchscreen tills, printers, scanners and swipe cards

• Make it easy to take payments on mobile devices
• Effortlessly managing allergy information with recipe information
• Uncovering what your customers like and want more of
• Increase spend-per-head

www.winpos.uk

Winpos has not only provided me an Epos solution that is right for my pub  
business, but did so to fit my budget, from sales to support, everyone has been  
very professional and great to get along with, and I wouldn’t hesitate  
to recommend them to any other pub-based business.”
COLIN JOHNSON, DIRECTOR, SOUTHERN COUNTIES TAVERNS
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HOSPITALITY POINT-OF-SALE SPECIALISTS, WINPOS, IS PROVIDING PUBS WITH GREAT,  
INNOVATIVE TECH THAT WILL CREATE SAFER ENVIRONMENTS FOR STAFF AND CUSTOMERS,  
EXPLAINS CEO TIM WATSON 

www.winpos.uk

BUILDING CONFIDENCE  
AND IMPROVING CUSTOMER EXPERIENCE

A s pubs begin to reopen, the 
key focus is on providing  
a safe environment to inspire 
customer confidence and 

encourage repeat business. 
As a pub customer myself, I know  

that if I have the confidence in 
knowing an environment is safe, I’m 
more likely to keep returning there 
with my family. It will certainly play 
a major role in deciding where I will 
choose to go in the first place. 

Point-of-sale tech from 
Winpos can help make your 
environment as safe as 
possible with a choice  
of three simple solutions:
1] Anti-viral: Our point-of-sale 
(POS) tech comes with anti-viral 
protection for touch screens, which 
means that they can be cleaned as 
normal, but have the benefit of keeping 
surfaces 99.9% free from viruses and 
bacteria for up to three years. 

In environments where multiples  
of people will use the same touch 
screens, our anti-viral screen 
protectors will provide added 
confidence.

2] Mobile POS: handheld, mobile 
devices provide consumer-facing staff 
members with their own personal 
POS solution, meaning they feel 
more secure in not having to share 
equipment with anyone else. 

Mobile POS can be downloaded 
onto any mobile device and can be 
used to serve customers at tables, 
or anywhere your social distancing 
measures allow.

3] Order & pay apps: the next best 
thing to Mobile POS is allowing your 
customers to order and pay from their 
own device. Our ‘Order-And-Pay’  
app is easy to download and can be  
used for both an in-pub service or  
for ‘click-and-collect’.

THE FUTURE – SCANNERS    
In a future where we are all going to 
be more reliant than ever before on 
high tech solutions to keep us safe, our 
Temperature Scanners offer the latest 
solution in safety.

For multiple operators or large, busy 
sites, with door policies and controls, 
our state-of-the-art temperature 
scanners offer operators and 
consumers complete peace-of-mind. 

Winpos has developed  
a scanner for the hospitality 
sector, which checks body 
temperatures before entry to 
premises. For an investment  

of £2,000 per terminal, the device 
can be used in multiple premises, 

from pubs to offices. 
Where there are door access 

controls, the scanner can prevent 
entry, where someone’s temperature  
is higher than normal. 

Scanners can also be easily be 
linked to loyalty programmes, using 
face ID, and even for payment. This 
allows for a future where customers 
won’t be asked to touch any pinpads, 
as facial recognition takes over. 

Winpos has linked up with the BII  

to offer members the chance  

to benefit from three months’  

FREE hardware, software and 

support package.

Prices start from £95 per month  

(after the free, three-month trial period), 

which includes setup, training, hardware, 

software and ongoing support. 

For more information, contact  

 www.winposonline.co.uk/contact

ABOUT WINPOS
Winpos EPOS offers a complete 
point-of-sale system that includes 
a comprehensive support package, 
developed specifically for the 
hospitality sector. 

Offering a comprehensive tool kit for 
running your business, Winpos EPOS 
will allow you to do almost every 
business task or process through  
one system.

It will also give you the knowledge to 
adapt your offer and your marketing by: 

  Uncovering what customers like  
and want more of

  Revealing the secret to increasing 
spend-per-head

  Knowledge and power to run your 
business better

  Helping to increase customer  
loyalty (core package)

  Effortlessly managing allergy 
information with recipe information

www.winpos.uk
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LICENSING SOLICITORS POPPLESTON ALLEN PROVIDES MEMBERS  
WITH A PRE-OPENING CHECKLIST TO PREPARE THEM FOR RELAUNCH

HELPING YOU PREP  
for relaunch 

HOW READY ARE YOU FOR REOPENING? THIS 16-POINT PLAN  
HIGHLIGHTS WHAT YOU NEED TO CHECK AND CONSIDER:

1. Does your Designated Premises 
Supervisor (DPS) still work at  
the premises?  

2. Is your Licence Summary and  
Section 57 notice on display; and your 
full licence available for inspection? 

3. Has your premise’s licence 
holder/registered address changed? 

4. Is the bar authorisation form in place 
and all the training records up-to-date? 

5. Is the annual fee (and late night 
levy) paid?  Ensure any suspension 
notice is removed.  

6. You will need to apply for  
a new permit if you did not pay  
the annual fee. 

7. Renew your: pavement 
licence, A-Board, marriage licence  
and special treatment licence, if  
applicable. Consider changes and  
ensure your licence is being 
displayed, if required. 

8. Changes to consider before opening: 
extending hours; adding activities (eg, 
late night refreshments, if you’re doing 
takeaway food after 11pm); temporary 
mobile bars and barbecues – you may  
need a street trading licence; adding 
off-sales and use of external areas; 
changing access in and out; removing 
restrictions to keep doors and windows  
closed; temporarily relaxing last admission  
conditions, door staff requirements, 
delivery and collection restrictions.   

9. Think about food registration 
issues and speak to the local EHO. 

10. Outside drinking – if the area  
is covered by a Public Space Protection  
Order (PSPO), also known as controlled 
drinking zone, then alcohol can be 
seized by the police, unless the area 
is covered by a pavement licence or is 
licensed as part of a premises licence. 

11. Complete the Covid-19 risk 
assessment.

12. If you have carried out any works 
to the premises during lockdown then 
you need to consider whether those 
works require permission under the 
premises licence. Premises must trade 
in accordance with the plan attached 
to the licence. So for example, if you 
have changed access and egress to the 

premises; altered the layout; or added 
screens which impact on access and 
egress then you might need consent 
from the council by way of a minor 
variation application.

13. Share your reopening plans 
with your neighbours. 

14. Review fire risk assessment and 
other operating policies (queuing; 
dispersal; toilet cleaning and checks; 
searching; etc) to make sure they are  
in line with Covid-19 secure guidance. 

15. Consider changes to the pub’s 
website and social media to give 
advance notice to customers 
of how you will operate (eg, 
queuing, capacity, use of outside 
areas, admission rules). 

16. Check for support and advice  
from your local Pubwatch/BIDs,  

police and Licensing Authority.

Link to full version of checklist can 
be found at https://www.popall.co.uk/
news-publications/news/coronavirus-pre-
opening-checklist.  
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As a BII member you will have direct access 
to an Environmental Health Practitioner via 
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receive expert reopening guidance including  
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Our Marketplace Partners, as suppliers to the hospitality industry, have 
been incredibly supportive in a time where their own businesses  

have understandably faced huge challenges. They have collaborated  
with us on guides, advice for pubs and shown support for not just  

our members, but the wider industry as well.
 

We know that there will be different help and advice needed as we move 
into the next phase of easing lockdown and we will continue to work hard  

with our Marketplace Partners, bringing you the products, services  
and guidance that you need to ensure your pub thrives.

 

We want to say a big thank you 
to them for their ongoing support and we look forward to working  

together to grow and develop the BII’s network of Trusted Partners,  
as we head towards our 40th Anniversary in 2021.




