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H aving raised our glasses and 
welcomed in 2020, we can’t 
help but wonder what this New 

Year will bring. Here at the BII, we are 
working harder than ever to provide 
you with the benefits and services that 
will not only improve your bottom line 
but, as importantly, save you time. 
This is whilst delivering professional 
and peer support to create a smoother 
path to implement new ideas, plan for 
business expansion, or just continue  
on your present journey. 

BII and our Marketplace Partners 
are here to assist you when you need it 
and to lift you over any bumps in your 
business road over the next 12 months. 

From cheaper insurance, integral 
financial and legal helplines, HR and  
employment contract services, energy  
health checks (that will not only cut 

costs but help your business reduce 
its environmental impact), BII is 
assessing how we work with our 
Partners. We want to know 100% that  
you will receive only the very best 
service from the most valued and 
highly trusted suppliers in the sector 
– as befits being 
awarded Partner 
status by the BII. 

You may have 
already been asked 
for feedback on the 
services you have 
used. This feedback 
is essential to us in 
maintaining our  
five-star support and 
we thank you for your 
help. We’ve aimed to make it as quick 
and easy as possible by simply asking 
about your experience in order to rate 
the service you have received. 

By sharing feedback, experience 
and expert opinion with each other 
we are working smarter to create  
a stronger body of professionals,  
helping to drive each other’s successes  
and ensuring vibrant and viable 
hospitality businesses for the future. 

Sharing experiences and the 
development of strong, long-term 
businesses is at the heart of our 
Licensee of the Year Award – launched 
this month for 2020.  

BII CHIEF OPERATING OFFICER STEVEN ALTON CBII 

HAPPY NEW YEAR. I HOPE THE TILLS HAVE BEEN RINGING AND THAT CHRISTMAS AND THE NEW YEAR 
PERIOD DELIVERED EXCEPTIONAL TRADING, HAPPY CUSTOMERS AND A SLEIGH-LOAD OF GOODWILL  
TO GET YOU THROUGH THIS QUIETER PERIOD SUCCESSFULLY  

STARTING AS WE MEAN TO 
GO ON – CHEERS TO 2020!
 

“WINNING THE 
LICENSEE OF  
THE YEAR AWARD 
IS CONSIDERED  
TO BE THE HIGHEST 
ACCOLADE 
ACHIEVABLE  
IN THE INDUSTRY”

This award is considered to be  
the highest accolade achievable in the  
industry, not least because it challenges,  
assesses and provides an environment 
for professional development and 
industry-wide recognition. 

I think it’s true to say that anyone 
entering this award 
can only benefit 
in some way. The 
process of filling 
in the entry form 
provides the chance 
to look back over 
your past plans, your  
successes – and 
failures – financial 
figures, staff training, 
cost-savings, profit 

performance and more. 
Advance further in the entry 

process and you’ll receive a visit from 
industry professionals, who will not 
only look under the bonnet of your 
business and examine your operation 
in person, but will provide invaluable 
peer-to-peer support. 

Previous licensees entering the BII 
Awards tell us that the entry process 
and its different stages provided them 
with a powerful boost, which they 
believe gave them renewed confidence 
in their approach, while ‘fresh eyes’ 
helped them see how to build their 
business even further. 

Sky HQ: where the judging day 
takes place for our finalists
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For entry criteria please see p7  
or visit: www.bii.org

For the finalists, judging day  
takes place at the impressive 
HQ of Sky. There is also a drinks 
reception in central London, 
overnight accommodation and  
a seat at our prestigious Summer 
Event, where the winner will  
be announced. 

Whether you’ve entered 
before – and many of our previous 
winners and finalists weren’t 
successful with their initial entry 
– or are considering it for the 
first time, we’d like to 
encourage you to 
take part. Call our 
team today to find 
out more and check 
out our article  
about this  
year’s winners, 
David Hage FBII 
and Mark Osborne  
on pages 6-7.

Also, with this edition of 
BII News, you will have received 
your brand new BII window sticker. 

The BII logo is a sign of 
professionalism in our industry and 
we hope you will proudly display it. 
Tweet, post or email us a photo of your 
BII badge on your entrance door or 

impactful window with the hashtag 
#MyBII and we’ll automatically 
enter you into our prize draw 
to win a bottle of One Gin, from 
Liquor to Lips, supporters of 
BII’s Summer Event last year. 

We’re very excited about what 
this New Year has in store and 
we’re looking forward to being 

here to support and provide you with 
essential professional services and 

financial savings, whenever you 
might need them. Just one call 

to our business support 
helplines – covering 
legal, financial, HR 
and general trouble-
shooting – effectively 
repays the cost of 
your membership. 
Tap into the savings 
and business 
innovations provided 

by our trusted Marketplace 
Partners and become involved 

with our networking events, 
regional meetings and more to fully 
reap the benefits of membership. 

Happy New Year! 

LOYA 2019 ceremony

Steven

IS SET TO BE OUR  
BEST YET – OPEN FOR 

ENTRIES FROM MONDAY 
13TH JANUARY!

Every stage of this rigorous 
competition process brings us  

a step closer to finding  
the cream of the crop from 
across the UK, but it is also  
a fantastic opportunity for  

you to get meaningful  
feedback on your business.

Feedback will be available at every 
stage, allowing you to gain some 

real insight and evaluate your 
business… and you never know, 

you might just win!

PRIZES:

A year’s Pubs and Clubs 
subscription to SKY Sports

£500 towards a party in your  
pub to help you celebrate  

with your team

Becoming BII Ambassadors 
– sharing best practice, 

celebrating success & helping 
others to innovate

Nominate yourself 
or a fantastic licensee  

you know, NOW!

      Licensee  
of The Year 2020 
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S even months after being 
crowned Licensee of the Year 
Award winners, David Hage FBII 

still feels lost for words, when it comes 
to describing what it means to have 
been awarded the most prized title  
in the hospitality sector.   

“I remember saying at the time 
about the immense pride we both felt 
at winning. That feeling remains as 
strong today,” says David. 

“To win brings a huge amount  
of kudos to the business, but it means 
so much more than that. It’s about 
recognition for myself and Mark –  
THE reward for all of the effort we have 
both put into the business over the 
years, for the sheer hard work and for 
all the sacrifices we have made too.”  

Both David and Mark were first 
time entrants to the awards in 2019 
and entered despite thinking they 
wouldn’t win! David explains: “When 
we saw the call for entries, we felt like 
it was ‘the big one’ – a bit like buying  
a Lottery ticket.  

“It’s the award that most recognises 
the licensee and it’s from our 
industry’s professional body, the BII. 
There are other awards out there, but 
this one has got the royal stamp of 
approval. To get to the finals, let alone 
win, is testimony to the fact that you 
are doing something really good.” 

David adds: “I can honestly say that 
winning was a top moment in my life.  
I still get goose-bumps even thinking 
about it.” 

WHY ENTER LICENSEE  
OF THE YEAR AWARD 2020?  
There are two key reasons, says 
David Hage FBII: “It’s difficult to 
measure what winning means to the 
business, in terms of returns, but our 
local paper, the Nottingham Evening 
Post ran a full-page story about us 
becoming finalists and another  
when we won, plus we have had  
other coverage in the trade press  
and online. 

“Customers tell me that they’ve 
heard we’ve won, which means people 
are reading about us, and I’m certain 
this has driven sales and added to  
the overall customer experience. 

“I believe it gives people the 
confidence to come and spend their 
money with us. There is so much 
choice out there, to have the  
stamp of industry approval from  
a professional body like the BII, gives 
you a real advantage over the pub 
down the road.” 

A BUSINESS HEALTH CHECK  
And while entering is a lengthy 
process, David says it’s worth  
making the time to do it.  

“It gave myself and Mark the  
chance to health check the business. 

“It served as a reminder of our old 
menus and events we had done, which 
also showed us how far we had come 
since opening the business and, most 
importantly, how we have evolved.  
It’s a good process to do.” 

MAKE 2020 
THE YEAR YOU ENTER 
OUR INDUSTRY’S 
TOP AWARD
THIS MONTH, BII BEGINS THE SEARCH FOR THE NEXT LICENSEE  
OF THE YEAR AND WHO BETTER TO SHARE THE REASONS WHY  
YOU SHOULD ENTER THAN THE CURRENT HOLDER OF THE TITLE,  
DAVID HAGE FBII OF THE RAILWAY IN LOWDHAM, WHO WON 
ALONGSIDE HIS BUSINESS PARTNER, MARK OSBORNE.   
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TOP TIP FROM 
THE WINNERS

David Hage FBII & Mark Osborne 
have grown their business from 
one to two pubs, with plans  
to open a third this year.    

“It can be hard deciding when to 
expand your business and the 
biggest issues can be growing your 
staff from 25 to 50 and ensuring 
both premises are legal, compliant 
and safe. When you’re at one pub, you 
can touch and feel everything you do. 
But when the other pub is five miles 
away and you might not have been 
there for five days, you need good 
systems in place to ensure it’s running 
on a strict financial, compliance and 
food/hygiene basis.  

“We use Shield, a health and safety 
food hygiene service provider, to help 
manage our systems.” 

He continues: “My main advice to 
anyone thinking about expanding 
is to have a good business plan  
in place and to stick to it.  

“We had a business plan for both pubs 
right from the start. And if we have  
a month where trade drops, we don’t 
panic and start heavily discounting, but 
look at our business plan, assess the 
whole quarter or the 12-month period 
and remain true to our plan.  

“Have a fantastic team too – make 
sure they are well looked after and well- 
motivated. Running a successful business  
is a team effort – I still clean the toilets 
at The Railway every Sunday morning!” 

MEMBERSHIP  
BENEFITS   
“The BII provides a whole heap  
of support and the more involved 
you are, the more you receive in 
return,” explains David.  

“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.” 

Along with the free helplines,  
David recommends taking advantage 
of the great deals available through 
BII’s Marketplace.  

“BII’s Marketplace Partners are 
great to link into. We switched to PXL 
Insurance last year. I had thought we 
had a great insurance 
policy at The Railway 
and in all honestly didn’t 
think PXL would be able 
to match it, but it did 
and, in fact, provided  
a better policy for less. 
As the renewal period on 
other contracts come up, 
we will definitely talk 
to other Marketplace 
Partners too.” 

BRING BACK  
THE BUZZ    
Networking 
opportunities not only 
give you the chance to 
meet up with and talk  
to fellow licensees, but can really  
inspire you and bring back the  
buzz of being in business.  

David says: “It’s good to meet 
people who are in the same position 
as you. It can be a lonely experience, 
being a licensee, even if you’re in 
a business partnership. When you 

“To have  
the stamp  

of industry  
approval from  
a professional 

body like the BII, 
gives you a real 
advantage over  
the pub down  

the road”

think about all the problems we have 
to face, from rising costs, changes in 
legislation, being short-staffed, to not 
being able to recruit people, talking to 

others can really help 
– a problem shared  
is a problem halved,  
as they say. 

“It’s all too easy 
to think of an excuse 
not to leave the 
business for a day, but 
listening to others 
who may do things 
differently, operate 
in other areas of the 
country, or just have 
a new and intuitive 
way of doing things 
can really help,”  
says David. 

“We always try to 
take our GMs or Head 

Chefs with us. They can be sceptical 
and give excuses why they can’t go, 
but when they hear about the current 
trends and new ways of working, they 
always return feeling inspired. 

“I’d recommend just putting the 
date in the diary and making the effort 
to go. You won’t regret it.” n

HOW TO ENTER: Open to entries from January 13, you must be a Personal Licence 
Holder (if you’re entering as a couple, only one is required); have been in your venue for 
two full years; and have a Level 4 or 5 hygiene rating. At every stage of this rigorous and 
rewarding competition, you will recieve expert feedback. The winner also receives a year’s SKY 
Sports’ Pub & Clubs subscription and £500 towards a staff party. Go to: www.bii.org.

Winning the BII Licensee  
of the Year Award is a team 
effort, says David 
and Mark, who 
put on a big staff 
party to celebrate 
everyones’ success



PARTNERS

eLTA is a specialist pub accounting  
service dedicated to providing  
professional accounting and payroll  
services to the licensed trade.

Our expert knowledge of the pub  
business, combined with our professional  
accountancy, taxation expertise and full 
back office book-keeping leaves you free  
to do what you do best – running  
a successful pub.

With eLTA as a part of your team, you are  
free to enjoy running your pub, safe in the  
knowledge that the financial side of your  
business is in expert hands.

What we do

• Detailed Management Accounts

• HMRC Registrations & Planning

• Ltd company set up for new  
& existing businesses

• Financial forecasts & Planning

• Statutory tax returns  
& Tax planning advice

• Tax investigation services

• Consultant visits  
& Specialist reviews

• Sales planning  
& Business development
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UP FRONT
A ROUND-UP OF NEWS, VIEWS AND BUSINESS TIPS 

S ales growth in the no and low alcohol   
sector sees it valued at more than £60 

million a year, while sales for completely 
alcohol-free products have been even 
greater, at 80%. CGA identifies alcohol-
free mocktails or virgin cocktails as  
a particularly thriving segment.

“Our report shows there is huge 
potential for operators and suppliers 
to capitalise on the growing number 
of moderators,” said CGA’s Senior 
Consumer Research Manager Charlie 
Mitchell. 

He added that with even more people 
likely to have cut back on the booze in 
this post-Christmas period, there was 
a good reason for operators to “jump 
on the opportunity” by providing 
customers with an ever-increasing 
range of no and low alcohol alternatives.

CGA data also showed that only 9% 
of those who drink no and low alcohol 
options classified themselves as teetotal. 
The report suggests that these drinks are  
viewed as alternatives for people who 

want to moderate their intake, rather 
than being a permanent substitute.

It continued: “A growing interest in 
health is one of the chief reasons why 
people steer clear of alcoholic drinks  
on occasions, with sizeable numbers 
saying they experiment with no and  
low choices to see what they taste like.”

Despite the flood of new low and no 
alcohol products onto the market, CGA 
identifies that there is still signiciant 
room for growth – beginning now, in 
the New Year. 

More than four million people signed 
up to the Dry January campaign in 2019 
with the number expected to rise this 
month, pushing no and low alcohol 
products into the mainstream, it added.

CGA’s research was based  
on its BrandTrack  
survey of 5,000 
British adults in 
March - August 
2019. 

New research released by data insight firm CGA shows that sales of no and 
low alcohol drinks are rising fast, with one in three adults having tried  
an alcohol-free alternative to beer, wines and spirits in the last six months.

NO/LOW ALCOHOL DRINKS 
TO GAIN SALES THIS JANUARY

Business Opportunities

CHEERS TO GOOD  
QUALITY WINE IN PUBS
Poorly kept and badly served 
wine by the glass is damaging 
pubs’ reputation for wine, says 
wine guru Pippa Penny. 

Pubs, she told BII News, should  
take their wine by the glass sales  
as seriously as they do their food 
and cask ales, serving only the 
freshest products.  

The former Wine & Deputy  
Manager of The Vintry in the City 
of London and leader of wine 
development for the Fuller’s tied 
estate, Penny recommends: 

Less is more serving fewer  
but better quality wines. 

Once opened, replace the 
cork/screw cap with a rubber 

stopper and pump (using 
Vacu Vin or similar) to 
remove the air.   
To maintain freshness, 
refrigerate opened 
bottles overnight – 
including the red, but 

remove well before opening.  
Write on the label the time 

and date a bottle is open and 
throw it away after 48-hours 
– to avoid wastage, encourage 
staff to use selling skills to make 
recommendations.  

Last autumn, The Times’ wine writer 
Jane MacQuitty condemned all 
pubs’ wine as ‘unsafe’, when she 
wrote: ‘There is no safe wine to 
order in a pub, in my opinion’. 

Pippa Penny Wine Guru organises 
wine tastings and training, and can  
be found at www.pippapenny.co.uk 

Mark Holden MBII of Inn Cornwall, 
operator of three pubs including 
The Victoria Inn, got in touch with 
BII News to celebrate Darren’s 
achievement and said: “He is  
a talented and dedicated young 
chef, whose dedication and focus 
have seen him progress into 

management and become  
an integral part of the business.”  

Darren completed his Level 3 
Apprenticeship with distinction 
after three years of hard work  
and training, both with his 
colleagues ‘Team Vic’ and with 
Truro College. 

Apprenticeships

Congratulations to Darren Dunstan of The Victoria Inn in St Austell, 
Cornwall, for being awarded the 2019 Cornwall Apprentice of the Year  

in Hospitality and runner-up for the overall apprenticeship prize.

DARREN DUNSTAN WINS  
APPRENTICESHIP ACCOLADE

HARD FACTS  
ON BEER QUALITY*

Two in three pints are  
served at the right standard 

22% of cask ales, on average, are 
served at the wrong temperature 

Two out of three pubs are not 
achieving target pouring yield 

2% of drinks served don’t  
make it through  

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

The Queen’s Head in Pinner, 
Middlesex, is forging links  
with a local secondary  
school to give 16 to 18-year 
olds’ work experience in a pub, 
as part of the licensee’s vision 
to get pupils, parents and 
schools to see pubs in a more 
positive light.  

Greene King lessee Sean White 
MBII approached the Joan of Arc 
school in Rickmansworth with the 
offer of two weeks’ practical work 
experience, including on-the-job 
training and completion of three 
CPL Online courses, for a select 
number of sixth form students. He 
plans to take two students at a time, 
beginning this month ( January). 

“We hope that they will leave 
with good practical skills in the 
kitchen, knowing how to prepare 
simple foods like pizza, along with 
basic bar and cellar experience. 
Obviously, they will be too young 
to serve alcohol, but they will leave 
with their food safety and health 
and safety certificates,” said White. 

“It’s about engaging with young 
people and their parents, getting 
them to come and talk to us  
about the career opportunities  
in hospitality. We have great 
mentors here at The 
Queen’s Head.” 

In the past 
six years, The 
Queen’s Head 
has seen two 
of its staff 
members 
leave to run 
their own pub 
businesses. White 
prides himself on 
paying well and providing 
great training and mentoring 
programmes to enable his team  
to develop their careers.  

 

Roadshow Events

Sixth formers to get  
positive experience  
of working in a pub 

Careers

BII ROADSHOWS CREATE ENERGY 
AND A PASSION FOR THE FUTURE
BII’s new Chief Operating Officer Steven Alton CBII and Chairman  
Mark Robson FBII welcomed members, new and existing, to three 
highly successful BII Roadshows, with attendees leaving the events 
feeling energised and excited about the BII’s future and the role  
they have to play in it.  

Marketplace Partners would drive 
value, while more would be done to 
create an organisation that appealed  
to younger members, to help them 
build long-term successful careers  
in the trade. 

Robson, who is managing director 
of Red Mist Leisure the operator of 
10 pubs, said: “Being independent, 
BII is not affiliated with any one pub 
company, which means we are really 
able to look after our members’ needs. 

“We have the energy and a desire 
to move forward. With 2019 being 
the most challenging year for my 
business ever… it has never been more 
important to look forward to greater 
certainty, so that we can begin to feel 
more positive and have confidence 
in building and investing in our 
businesses for the future.” 

If you have a story to tell, get in touch  
with the BII. Call 01276 417836 or email  
the Editor, kate.oppenheim@bii.org. 

W ith key representatives – 
including CEO Mike Clist CBII, 

Marketplace Partners and hotline 
experts – available for face-to-face 
discussions, members were left feeling 
positive about the increased level of 
support and services available from BII.   

“Independent licensee support is 
the message at the heart of everything 
we do. We are adding value to support 
licensees, by making the BII more 
practical and more relevant to our 
members’ needs than ever before,” 
said Alton. 

“We want to bring an even better 
service to our members in what is an 
ever-changing marketplace. As a UK-
wide organisation, we will be looking 
to our regions and tapping into the 
phenomenal expertise that exists there 
too, helping to connect people and 
bringing everyone together to share 
learnings and experiences.” 

He added that BII’s trusted 

Sean White MBII and his General Manager  
Catherine Sheppard-Strutt have joined the 
Committee of the BII’s London Region –  
see pages 44-45 for more details. 
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OHH!

The Rose of Mossley in 
Liverpool, run by Greene King 
tenant Mari Woods (pictured 
above), was awarded Charity 
Pub of the Year Award 2019, 
sponsored by Matthew Clark.  

Pubs in the UK raise £100 million 
every year for charity, with  
a further £40 million given to 
grassroots sport, by “creating 
amazing events and giving their 
time and resources to support  
their communities”, said  
organisers of the event, Pub Aid. 

Pub Aid co-Founder Des 
O’Flanagan said: “In the decade 
since we started PubAid, pubs  
have raised an estimated £1 billion 
for hundreds of charities and  
local causes.”   

Find out more at www.pubaid.com. 

 

Star Pubs & Bars says quality 
food was set to be the biggest 
opportunity for pubs in 2020,  
followed by attracting Millennials, 
according to a survey of 500 
licensees who attended its regional 
forums last autumn. More than 
one-third of those surveyed said 
better food was the key to growth, 
whilst a fifth said it was attracting 
more Millennial customers.    

Charity begins  
in the pub! 

Quality food to 
reap benefits 

Charity

What they want...  

Stats from a survey commissioned by Stonegate Pub Company and Molson Coors,  
along with CGA, into consumer habits and concerns regarding sport in the on-trade  

to develop Stonegate’s WeLoveSport app. 

35%
look for  

ultra-HD screens  
when deciding  

where  
to watch

 

36%
said atmosphere  

was the most  
important driver  

when choosing  
a venue

 

38% of British consumers watch live sport at an event or on TV, of these: 

38%
also stated that  

value for money  
was what informed  

their choice 
 of venue

 

 “Since university I’ve 
always known that 

I wanted to centre my 
life and my job role 
around people… and 
I never felt more at 
home or comfortable 
than working in bars 
and restaurants. The 
contagious buzz 
and atmosphere, 
the people and 
their ability to 
have a direct 
impact on this 
culture inspired 
me to become part 
of this evolutionary 
industry,”  
says Natasha.  

Having completed 
university and a Masters 
in Employment Law, 
Natasha’s first job was 
with an engineering 
company, which  
she describes as a  
phenomenal opportunity, 
before she joined Living 
Ventures, as HR advisor. 

After a private equity 
sale, which saw NWTC 

splitting from its parent 
business Living Ventures 
in 2016, Natasha was 
appointed Head of HR 
– becoming the first 
female and the youngest 

director on the board.  
Being a director, 

Natasha says, is 
a position that 
constantly challenges 
and encourages her 
to develop herself. 
A role, she is keen to 
acknowledge, that is  
a position of influence 
and one that she never 
takes for granted.  

“It requires pride 
and passion, as 
well as respect and 
responsibility… whether 
that’s taking the time 
to speak to each person 
in a site or choosing the 
direction the company 
will head in next.” 

Helping people 
to realise their 
own ambitions 
and develop their 
careers is key to 
what she does. This 

year, the NWTC 
people’s conference 

saw 10% of its 
employees recognised for 
‘discovering and igniting 
passion in each other’. 

“I love the passionate, 
energised people who 
work in this industry. 
They are a certain calibre 
of people who, I can 
honestly say, you only 
find in hospitality.” 

In 2019, NWTC was  
awarded The Sunday 
Times 100 Best Companies  
to Work For accolade. 

OUR HOSPITALITY HERO

OHH! Natasha Waterfield is the HR Director of the New World 
Trading Company (NWTC) having left an HR role in engineering 
for the buzz of a career in the pub trade, she became the first 
woman and youngest director of the company.

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

OHH!
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Coffee

S peaking to BII News, UCC said that 
pubs were increasingly being seen 

by customers as ‘coffee destinations’, 
but suggested publicans needed to put 
more attention into the quality  
of the ‘coffee and serve’ to fully 
win consumers over.   

Phil Smith, UCC’s 
Head of Category 
& Insight, said: 
“Our latest 
research clearly 
shows that 
consumers are 
willing to drink 
more coffee in 
pubs, but operators 
must be willing to give 
coffee the same attention  
as they do their alcohol  
and food offers.” 

He continued: “The beauty 
of serving coffee in pubs is that 
coffee has a high GP and is busy 
when pubs are quiet. Interestingly, 
only 9% of consumers purchased 
coffee in pubs during the mid-morning  
period, so this must be viewed as  

COFFEE PRESENTS  
‘WIN, WIN’ FOR PUBS  
THAT DO IT WELL
Serving great quality coffee remains a huge opportunity for  
pubs, with it’s offer of high GPs and trading occasions that 
 fill traditional quiet day-time periods, says coffee specialist  
and supplier UCC Coffee UK & Ireland.  

an opportunity for licensees to entice 
customers away from the busy high 
street chains.” 

Smith added that serving quality 
coffee consistently was key, along with 
the cleanliness of the environment. 

Cleanliness was ranked above 
the taste of coffee in UCC 

customer research looking 
at what motivated 

customers to choose a 
location to buy coffee.  

New research from 
market insight 

company, The NPD 
Group, showed that 

‘coffee visits to pubs’ 
marginally fell, 

down 1.7%, in the 
year August 2018 
to September 2019, 
showing pubs 

needed to up their 
game. However, stats 

also showed that more 
customers were drinking 

coffee on-premise (up 2%) versus 
take-away (-3%).  

UCC‘S TOP TIPS 
TO DRIVE COFFEE 
CONSUMPTION:  

Get the basics right  
Latte and cappuccino are the  
top two selling drinks in the UK, 
so pubs need to focus on making 
sure they deliver milk-based 
drinks as good a quality as the 
rest of the high street. Focus  
on providing a core range of 
drinks consistently.  

Use fresh coffee  
and fresh, cold milk  
Sounds simple and obvious,  
but stale coffee not only has  
a negative effect on the taste  
but can possibly harm your 
coffee machine. Cold, fresh milk 
will provide a better texture when 
steamed to maximise overall 
quality of the finished coffee.  

Right machine,  
right location  
Consider investing in a fully 
automatic coffee machine to 
improve efficiency, save on 
space and reduce the time and 
cost of staff training. Traditional 
machines look good and serve 
great coffee, but do require more  
training to achieve the consistency  
and quality needed to make  
a success of your coffee offer.   

In this issue on page 50, we have 
Costa Coffee’s Head of Sustainability 
Victoria Moorhead speaking about 
coffee, sustainability and winning over 
consumers’ hearts and minds. PH
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BUZZWORKS CREATES 
BURSARY TO SUPPORT 

GOOD CAUSES

Davison spent 10 years building the 
customer reward and marketing 
platform, which has been designed 
to work in the background of a pub 
business, tracking customer spend, 
identifying top spenders and allowing 
licensees to better understand 

customer behaviour to create  
a more personalised communication 
and loyalty programme.  

Phil Davison is Chair of the South East  
BII region (including the Channel Islands)  
and can be contacted at Phil.Davison@ 
BII.org. 

Best Newcomers:  
Adam & Niki Fortes and Colin Savory, 
Heron on the Ford, Charvil, Reading 

Best Kept Cellar:  
Claire & Mick Sugg, Hare & Hounds, 
Sonning Common 

Best Bar-Focused:  
Antosh Samek, Clayton’s, Marlow 

Best Garden:  
Dan Redfern, Cherry Tree, Stoke Row 

Best Sunday Roast:  
Jayne Worrall, Bull, Wargrave 

Best All-Rounder:  
Lee Cooper, Connaught, Hove 

Best Fundraiser:  
Rachel & Dan Selman at the Unicorn, 
Kingwood, which raised £2,010  
for Mind, Brakspear’s preferred 
charity for 2018/19 

Best Customer Service:  
a new award this year, presented 
to Nicola Hickey at the Six Bells, 
Warborough.   

Chief Executive Tom Davies said: 
“Judging the Hospitality Awards  
every year reminds us of the talent 
within our company and we are  
proud to have some of the best 
operators in the business.”  

The Fox at Peasemore in Berkshire, owned by BII’s South East  
Chair Phil Davison CBII and his wife Lauren, won the ‘Best Use  
of Technology in Marketing’ award from the Newbury Weekly  
News’ Best in Business Awards. 

Brakspear rewarded eight of its tenanted  
& leased pubs in its 2019 Hospitality Awards.  
These were: 

A £60,000 bursary to support 
local causes has been launched 

by Buzzwork Holdings, one 
of Scotland’s fasting growing 

independent restaurant  
and bar operators.   

The ‘Buzzworks Community Bursary’ 
allows charities and community  

groups within the company’s operating 
area, which includes Ayrshire, 

Renfrewshire and West Lothian,  
to apply for a share of funds.

Buzzworks’ Managing Director Kenny 
Blair (pictured above) said: “We’re 
looking forward to hearing from 

applicants on how we can help create  
a positive impact for many. This  
is something that’s always been  
important to us as a business  

and why we formally introduced 
Buzzworks Giving Back in 2014. Since 

then, we have donated more than 
£100,000 to local good causes.”  

GIVING KIDS A TASTE  
FOR GOOD FOOD

Buzzworks welcomed more 
than 20 children from Pine 
Trees Nursery in Prestwick  

to its bakehouse and 
restaurant for food  

education with a twist.  

The nursery-aged children donned 
chef hats and aprons to learn about 

healthy and unhealthy foods, the 
importance of a balanced diet and 
got the chance to taste some exotic 

fruits, as well as learning about 
planting cress salads and creating 
their own mini ice-cream sundaes. 

The visit was all part of the 
company’s #LoveFoodFeelGood 

campaign, designed to instill a love 
for good food in children in early 

years’ education.

Awards

THE FOX AT PEASEMORE  
WINS BUSINESS TECH AWARD

BRAKSPEAR REWARDS  
WINNING LICENSEES

Thomas Forrester, event compere; Chantelle Davison Marketing  
Manager at the Fox; Phil Davison CBII; Fox’s front-of-house Manager  
Ali Wright; Lauren Davison; and Joe Baily, Managing Director  
of award sponsor, Generate UK 

The winners  
of the Best Bar None  

National Awards  
will be announced at  
The House of Lords 

on February 4

 



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

1
4

 /
 W

IN
T

E
R

 2
0

2
0

Hosting what will be his last  
NITAs, as he retires from 
his position of BII CEO later 

this year, Mike Clist CBII said: “The 
NITAs are a vital part of recognising 
and celebrating the most successful 
individuals and businesses in the 
licensed retail market today.   

“All the finalists have shown that 
they value, support and champion 
their people by continuing to 
invest in and develop their training 
programmes. Encouraging further 
innovation in our fantastic industry  
is key to ensure businesses thrive  
for years to come. Congratulations  
to all our winners.” 

Mike’s own incredible career and 
contribution to the industry over the 
last four decades was also recognised, 
with the presentation of a special 
Franca Knowles Lifetime Achievement 
award, announced by the Founder 
and CEO of Beds & Bars Keith Knowles 
CBII and presented to Mike by Royal 
Marine, Major Scotty Mills. 

Best Casual Dining  
Training Programme 
THE GREY MARE 
Sponsored by CPL Online 

Best Training Programme  
– Leased & Tenanted 
GREENE KING 
Sponsored by Yapster 

Best Training Programme  
– Managed Under 50 
BREWHOUSE & KITCHEN 
Sponsored by Greene King 

Best Training Programme  
– Managed Over 50 
BREWDOG 
Sponsored by Bums on Seats 

HR Manager of the Year 
LEE WOOLLEY 
Sponsored by Bizimply 

Best Apprenticeship 
Training Programme 
FULLER, SMITH & 
TURNER 
Sponsored by HIT Training 

All the finalists have shown that they value, 
support and champion their people by 
continuing to invest in and develop their 
training programmes. Encouraging further 
innovation in our fantastic industry is key  
to ensure businesses thrive for years to come.”  
MIKE CLIST CBII 
BII CEO

Most Innovative 
Recruitment Strategy, 

sponsored by BIIAB, 
was presented to 

Brewhouse & Kitchen

Mike Clist 
(centre) 

receiving his 
special Lifetime 

Achievement 
Award  

from Keith 
Knowles (left) 

and Major 
Scotty Mills 

Professional 
Trainer  

of the Year, 
sponsored 

by Venners, 
is Alex 

Double from 
Brewhouse  

& Kitchen 

Most Innovative 
Recruitment Strategy 
BREWHOUSE & KITCHEN 
Sponsored by BIIAB 

Professional Trainer  
of the Year 
ALEX DOUBLE – 
BREWHOUSE & KITCHEN 
Sponsored by Venners 

Franca Knowles Lifetime 
Achievement Award 
KRIS GUMBRELL 
The winner of this exceptional 
award is chosen by a panel,  
led by Keith Knowles, CEO  
and founder of Beds & Bars.  
It identifies and recognises 
an individual working within 
the on-licensed retail sector 
who leads by example and 
demonstrates that training  
and people are at the core  
of what they do. 

THE NATIONAL INNOVATION IN TRAINING AWARDS (THE NITAS) WAS A NIGHT TO CELEBRATE 
HOSPITALITY EXCELLENCE, WITH INDIVIDUALS AND COMPANIES REWARDED FOR THEIR HIGH QUALITY 
AND INSPIRATIONAL TRAINING AND DEVELOPMENT PROGRAMMES THAT DEMONSTRATE THEY ARE 
PUTTING PEOPLE FIRST.   

THE WINNERS OF THE 2019 BII NITAS WERE CELEBRATED AND REWARDED  
AT LONDON’S CAFÉ DE PARIS ON NOVEMBER 26  

Celebrations   

THE WORTHY WINNERS:

ON THE NIGHT OF THE NITAs  
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HR Manager of the Year, 
sponsored by Bizimply, 
was Lee Woolley (pictured 
right) of Stonegate Pub Co

Winner of the Best Training 
Programme (managed, over  
50 outlets), sponsored by Bums  
on Seats, was BrewDog

It’s time to celebrate our people [and] the 
outstanding lifetime of advancement that’s to be 
had in our industry – the people industry.”
KEITH KNOWLES CBII 
BEDS & BARS GROUP CHAIRMAN

Winners of the 
Best Casual 
Dining Training 
Programme, 
Steven and 
Rebecca 
Prince from 
the Grey Mare 
in Blackburn, 
Lancs, with 
sponsor,  
CPL Online

Greene King winner of the Best Training 
Programme, Leased & Tenanted 
Companies, sponsored by Yapster

The 
Brewhouse & 
Kitchen team,  
winners of 
the Best 
Training 
Programme 
(managed, 
under 50 
outlets), 
sponsored  
by Greene 
King 

Best Apprenticeship 
Training Programme, 
sponsored by 
HIT Training, was 
awarded to Fuller’s. 
Mark Peters, Group 
Development 
Manager & 
Craig Parsons – 
Apprenticeship 
Manager collected 
the award

The Franca Knowles ‘Live Your Life’ Lifetime 
Achievement Award was presented by Keith 
Knowles CBII to Kris Gumbrell CBII, Chief  
Executive of Brewhouse & Kitchen

TIME TO SHOUT 
ABOUT SUCCESS!

Presenting the ‘Live Your 
Life’ Franca Knowles 
MBE CBII Lifetime 
Achievement Award, 
Keith Knowles CBII, 
Chairman of the Beds & 
Bars Group (BBG) said it 
was time to shout about 
our achievements.

“It’s a joy to celebrate 
our people. My late 
wife Franca understood 
the value of sharing 
our training. It’s time 
to point out the career 
opportunities our 
industry offers – the very 
real opportunities that 
take someone from shop 
floor to the board room. 

“Within BBG we have 
taken night porters in 
Paris to GMs in Barcelona, 
from 80 beds in Newquay 
to 650 beds in Paris, 
turning over £7.5 million, 
from intern to main 
board in eight years! This 
is not unique to us. We 
are just a small example 
of the best in class; the 
outstanding lifetime of 
advancement that’s to be 
had in our industry – the 
people industry!” 
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Accommodationspecial report
Business

INVESTING IN ROOMS MAKES 
SPACE FOR GREATER RETURNS
Business trips and staycation visitors are driving the demand for  
quality pub accommodation. Here BII News learns what opportunities 
there are for pubs to make space for a third income stream.  

in a pub, compared to a hotel or B&B.   

Customers cited four key 
reasons to stay in a pub: 

   90% of respondents said it was 
usually cheaper 

   Over half agreed that the food  
was better quality, with nearly  
three quarters describing pubs as  
‘better value’ 

   The majority described pubs as 
having a better atmosphere than hotels 

   With just over half saying the drinks 
were better quality too 

The report also highlighted pubs’ 
investment plans for the coming 

year, with 13% of business 
respondents to the Stay In 

a Pub survey saying they 
planned to add extra 
rooms over the next 
12 months, with 49% 
planning to refurbish 

over the same period.  
Furthermore, pubs 

with accommodation 
reported a growth in revenue 

over the last 12 months, partly 
explained by an increase in average 
room rates, particularly in the price 
bands £76 to £125. 

Nunny said: “Pricing and marketing  
is key to attracting visitors, with 
50% of consumers saying they are 
influenced by review sites, and with 
70% saying that reviews were more 
important than the official star ratings.”

I f you have space in your premises that 
is currently under-utilised, it could 

well be worth considering investment 
that could transform these rooms into 
bedrooms, or office and workspace, 
which will not only boost turnover but 
also drive up the value of your business. 

According to Christie & Co, pubs 
with accommodation have a higher 
resale value of between two- and four-
times EBITDA (the measurement of 
financial performance). For example, 
a typical pub without accommodation 
would be valued at £900,000, whereas 
a pub with 10 bedrooms would be 
£1.6 million – a £700,000 
increase in value, therefore 
a good return on any 
investment. 

The Christie stats 
were revealed at  
a seminar hosted  
by Stay In a Pub,  
the online app listing 
over 1,700 pubs with 
accommodation, which 
has commissioned a report 
on pub accommodation.  

“Creating accommodation  
at your pub can create a third income 
stream,” said Paul Nunny (pictured 
above), Founder of Stay In a Pub and 
Director of the beer quality awarding 
body Cask Marque. The research also 
revealed consumer demand for pub 
accommodation – with over half (56%) 
of guests saying they’d prefer to stay  

FOR MORE INFORMATION:  
  visitenglandassessmentservices.com 

  stayinapub.co.uk/About/Stay_in_a_Pub_ Best_Practise_
Guidelines/Visit_England_ Thoughts_and_Suggestions 

FLEXIBLE  
OFFICE SPACE

If accommodation isn’t 
for you, then how about 

following the example of pub 
operators, such as the Dodo 

Pub Co, Fuller’s, Oakman 
Inns and Young’s, by creating 
workspaces for the growing 

number of flexible and  
home workers. 

Workspaces have lower operational 
risks and costs than bedrooms, 
with Dodo selling desk space for 
£250 per month, said Christie’s.   

Fuller’s recently created a fully 
flexible function space and work 

areas within its refurbished 
Chamberlain Hotel in the City  

of London, which can be used for 
meetings, workshops or co-worker 

zones “harnessing the flexible 
working trend”. 

FACTS ON  
STAY IN A PUB  

No1 on Google search 
engine for pub 

accommodation 

Lists 1,700 pubs 

10,000 hits a week  
on website 

13% click to check 
availability 

17% of visitors  
are from abroad 

 

  stayinapub.co.uk/pdfs/cms/About/ Stay_in_a_Pub_Best_Practise_ 
Guidelines/stay_in_a_pub_pdf_best_ pratice_367399787.pdf  

  visitbritain.org/business-advice  
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How to thrive  
in the digital age

Visit County Durham says that its 
region currently has a limited supply 
of pub accommodation, in a market 
that’s seeing more business people 
and staycation 
visitors looking  
to find quality 
rooms in a pub.  
In Durham, there’s 
a total of 47 
establishments 
offering just under 
400 bedrooms.

Once you have 
identified if your property has the 
potential to offer accommodation, 

Visit County Durham’s on-line tool-kit 
suggests researching what your local 
market is like, the competition’s offer, 
while determining how you could 

launch and market 
your own unique 
offer successfully.   

It suggests 
positioning your 
rates at the right 
price point too, while 
checking out what 
you would need to 
get in terms of local 

Planning Permission and Building 
Regulation controls and processes.

The organisation behind promoting Durham as a visitor destination, 
Visit County Durham, has created an online tool-kit to assist pubs 
looking to reap the benefits from building an accommodation offer. 

Guestline, which offers tech 
solutions for direct bookings 
services, has created five  
steps for pubs to take to thrive 
in a digital age:   

1. SET OFFERS AND RATES THAT 
STAND OUT – many people aren’t 
fixed on a destination when planning 
a trip, but are looking for great deals 

2. HAVE A WEBSITE THAT’S 
SUITABLE FOR MOBILE PHONES – 
60% of searches are made on  
mobile phones 

3. CREATE ATTRACTIVE DIGITAL 
ADVERTISING 

4. GET YOUR PUBS SEEN ON 
SEARCH ENGINES – 50% of Baby 
Boomers and 35% of Generation Z 
choose a destination because they 
saw it on social media  

5. DELIVER A SEAMLESS BOOKING 
PROCESS – 53% of people leave  
a site if downloads take longer than 
three seconds to load 

Guestline calculates that the total 
revenue (gross) a pub could expect  
if it had five rooms, with average 
room rate of £60 and 65% occupancy, 
would be £71,175 a year.  

Creating a third income 
stream alongside food  
and drink 

Creating a more  
balanced business  
across the week and year

Increasing food  
and drink sales from 
staying visitors 

Increasing the value  
of the business and the 
pub as an asset, making  
it more attractive to buyers 
at a higher asking price

Improving pub viability 
and profitability through 
increased revenues and 
higher profit margins 

Supporting employment  
of staff at the pub, 
extending their hours  
and in some cases  
creating new jobs 

Widening your  
customer base and 
bringing in new customers 
from far and wide  

RAISING FINANCE can be  
a minefield, so it’s wise to seek 
specialist advice. Typically the 
average loan-to-value for such 
a project is around 65% (of final 
value, after work is complete). 
The net cash flow is key, with the  
stabilised profit dictating how  
much you can borrow. A business  
plan and SWOT analysis will 
help sense check any project, 
while cash-flow models and P&L 
projections will help assess  
the viability.

Bookings

The benefits

TOOL-KIT TO DEVELOP  
ACCOMMODATION

  visitbritain.org/business-advice/know- your-legal-obligations

  visitengland.com/plan-your-visit/access- all/national-
accessible-scheme

  visitcountydurham.org/business- resources/
starting-and-growing-your- business  

  visitcountydurham.org/visitor-economy/ 
investing-in-durhams-visitor-economy  

RECOGNISED BENEFITS OF CREATING BEDROOMS

MONEY TIPS FROM 
CHRISTIE’S FINANCE



Blended is the 
key to L&D.
Here at CPL, we believe that L&D comes in all sizes. To really 
educate, engage and empower you need to have the right 
tools in place. 

We are delighted to now offer a truly blended approach to 
learning and development. From the best in-class tutor led 
training to our renowned e-learning and digital software 
solutions we can craft a programme that will deliver every time.

To see how we can help you achieve your L&D 
goals get in touch today… 

Contact.us@cpltg.com
0151 647 1057

UKFest Advert 2019.indd   1 23/10/2019   15:53
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People & training
THE ANNUAL BII PEOPLE & TRAINING CONFERENCE SAW A RECORD NUMBER OF DELEGATES 

LISTENING TO LEADING, INSPIRATIONAL OPERATORS AND TRAINING PROVIDERS. 
OVER THE NEXT THREE PAGES BII NEWS EDITOR, KATE OPPENHEIM CBII,  

PROVIDES A SNAPSHOT OF THE DAY’S EVENTS

Reducing working hours to 
produce a beneficial work/life 
balance, while maintaining and 

even increasing financial and company 
performance were among the topics 
tackled by the wealth of industry 
speakers at the BII People & Training 
Conference, organised by Propel 
Hospitality in association 
with CPL Online, and 
held in London on 
November 26.  

To ensure the 
day’s proceedings 
went smoothly, the 
event was chaired by 
the BII’s Chair Mark 
Robson FBII, Managing 
Director of Red Mist 
Leisure, operator of 10 sites.

Opening the day’s first session,  
CPL Online’s Chief Commercial 
Officer Jamie Campbell began by 
emphasising how crucial it was  
for the industry to work together  
to promote confidence in the sector 
and highlight the exceptional 
opportunities that exist for anyone  
embarking upon a career in hospitality. 

Campbell also emphasised the 
opportunities for smaller and mid-sized  

operators, which had reported  
a recovery in business confidence, 
following the dip after the referendum 
in July 2016. Larger operators, 
however, continued to see a decline.  

Staffing remained a concern  
for operators:  with 65% of business 

leaders looking to improve employee 
retention rates over the next 

12 months; 68% are looking 
to provide additional 

training; and 46% 
looking at increasing 
wages to help with  
staff retention. 

Campbell said 
that there was clear 
link between staff and 

customer engagement, 
with 76% of business 
leaders citing 
developing staff as very 

important to their brand 
values/purpose (source, CGA 

Business Confidence Survey Q4 2019). 
Furthermore, a massive 91%  

of business leaders saw a ‘clear 
rationale’ to invest in staff, in the 
belief that ‘employee engagement  
was very important in driving 
customer engagement’. 

The vast majority of business 
leaders offered a clear career path 
for staff, with four methods used for 
succession planning (source CGA 
Business Leaders Survey 2019): 

   65% are using coaching  
     and training plans 

   37% approach it informally 
   31% by keeping records 
   22% use digital tools 

Campbell invited operators to “lead,  
not lag” when it came to providing 
structure for succession opportunities, 
in order to demonstrate to employees 
what it was possible to achieve within 
the business, providing employees 
with a vision and a goal.

THE PEOPLE & TRAINING CONFERENCE 
WOULDN’T BE POSSIBLE WITHOUT  
THE SPONSORS: 
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P E O P L E  &  T R A I N I N G

BUILDING TEAMS

STAFF ENGAGEMENT AT THE HEART  
OF GREAT COMPANY CULTURE 

CREATING THE RIGHT BALANCE

BII Conference

Mills spoke of cementing the basic 
skills early on in the training of any new 
recruits and building teams, through 
ongoing development, to create  
a trusting, cohesive group of people, 
who would not let each other down 
and got the best job done every time. 

Teams, Mills said, needed to be 
trained to become accustomed  
to uncertainty, to do the things that 
others wouldn’t do and to always 
expect the unexpected.  

“The greatest teams perform at 
their best when the pressure is at its 
highest,” Mills said, adding that it was 
all about understanding how attitude 
affected the mindset of any team.  

Leading by example was critical to  
creating a cohesive team. And a team’s  
performance, he stressed, would 
always produce much higher results 
than those of any individual.  

He added that managers needed 
to put the joy back into the workforce 
too, as well as creating an environment 
where people trusted and respected  
each other. Having clear goals that you 
can lead by, as an inspirational leader,  
will help people reach their goals.

The Royal Marines sums up 
its ethos as Commando values: 
excellence, integrity, self-discipline 
and humility. The Commando spirit: 
courage, determination, unselfishness 
and cheerfulness.   

With a turnover of £33 million from 
13 venues, which includes three pubs, 
Mission Mars was recently listed in  
The Sunday Times Fast Track 100 of the 
fastest growing companies. Like-for-likes 
for the past year to end of September 
2019 were up 10%, with the 
business seeing a 20% 
growth year-on-year.  
It employs 640 people. 

Kemp, the co-
Founder and Director 
who now focuses solely 
on people and company 
culture, reported that 
management turnover  
was down from 100% to 50%, 
with a target to reduce it to 30%.  

Mission Mars achieved results by 
defining development pathways for all 
its roles across the business, she said, 
beginning with the mandatory health and 
safety, licensing and social responsibility, 
food safety, etc, and moving onto the 

more inspirational training – cocktail  
and barista. All of its pubs have a barista-
style coffee offer. Further along the 
training path was its chef academy and  
a management development programme. 
And there was a focus on ‘listening  

and coaching’ throughout. 
Fun, Kemp said, was a large 

part of the Mission Mars 
offer, with an emphasis on 
reward and recognition 
initiatives, including fetes 
and barbecues, trips, 
bonuses and awards,  

and big celebrations –  
with everyone getting 

dressed up and ‘partying  
like it’s your birthday’! 

There was a direct correlation 
between enhanced company financial 
performance and staff engagement,  
she said, adding that Mission Mars  
had a ‘generous budget’ to spend on 
team incentives. 

Using research from Yapster’s 
“Happiness in Hospitality Report 2019”, 
Liddiard said that companies which cared 
about and created policies that centred 
on people’s wellbeing would increasingly 
win in the battle for great staff and  
a happy, stable workforce. 

He illustrated how important it was to 
engage with new employees, as the first 
year of employment was crucial. Average 
staff turnover drops from 40% to 24% for 
front-of-house staff and from 48% to 24% 
for back-of-house, after year one.  

Searching for ways to better achieve 
this work-life balance was increasingly 
seeing operators seeking to reduce 
the 24/7 nature of the sector, which 
was made worse by constant digital 
communication, whether it was receiving 
and responding to emails, or work-

related social media, after hours. 
In France and the USA, companies 

were looking to limit or reduce 
the number of ‘off-site’ emails and 
other communications, by actively 
disconnecting employees from their tech.  

Millennials care, Liddiard explained, 
about wellbeing, with wellness being 
more than just about yoga classes and 
gym membership. It was, he said, about 
creating a work-life balance – with 74% 
of Millennials saying they would even 
consider leaving the country to achieve it. 

Liddiard continued that treating 
Health & Safety separately from HR made 
little sense, being “two sides of the same 
coin”, with health protection inextricably 
linked with wellbeing. “There needs to  
be a refocus of effort… to help keep the 
best people in the business,” he said.

Delegates were blown-away  
by Major Scotty Mills, who uses 
the Commando Mindset (he was 
32 years in the Royal Marines), 
to inspire higher performance. 
His successes include coaching 
the World Cup winning England 
Rugby squad in 2002-03 and 
recently England Manager Gareth 
Southgate and his football team. 

Multi-concept operator in the North West of England, Mission Mars,  
is striving to keep team engagement at the heart of its culture,  
explained the Director of People & Culture Charlotte Kemp. 

With Millennials predicted to represent 50% of the workforce this year  
and 75% in 10 years, Co-Founder of the workplace messaging app Yapster,  
Rob Liddiard, revealed how this generation were forcing changes, which 
hospitality operators needed to respond to, if their businesses were to thrive. 
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A BETTER WAY  
OF WORKING

UNDERSTANDING WHAT PEOPLE WANT

In a survey of 2,702 UK adults, asking 
‘what encourages you to work for  
a specific company’, top of the list was 
‘reputation as a good employer’ (52%), 
followed by ‘great pay’ (43%) and ‘great 
benefits’ (35%). A reliable reputation,  
a good ethical stance, flexible working, 
great training and development were  
also rated in the top eight results. 

“What your employees think of you 
is important,” said Moses. “Money, is 
important, yes, because it’s what keeps 
people coming back to work every 
day!” But, she continued, having a good 
manager, benefits, satisfied customers 
and the ability to ‘grow in my role’, also 
featured highly in term of what’s needed. 

People working in hospitality liked 
working in environments where there 
were satisfied customers. It was a big 

source of pride to them. “Publicly praising 
people,” added Moses, was an essential 
way to make employees feel good about 
themselves too.  

When it came to identifying what 
incentives encouraged staff to ‘go the extra  
mile’, KAM’s research showed the top 
three as being: good salary (59%); annual 
bonus (46%); and a reward scheme (24%). 

Gen Z
Moses also talked about the needs  
of Generation Z (people born between 
1997-2010), who represented up to 20% 
of the UK workforce, with one in two 
hospitality workers under 29-years-old, 
she said. This group liked: face-to-face 
conversations (72%); expected to work 
harder than previous generations (77%); 
and desired multiple roles within  
an organisation (75%). 

A CULTURE WHERE PEOPLE BELONG

“The biggest asset in any company is your 
people and looking after them is key,” 
said Fleet, adding that many entered the 
hospitality sector looking for a job, but 
when they saw the career opportunities 
and experienced the fun, they stayed. 

Flat Iron focuses on creating a team 
culture where people feel they belong, 
driven by a good, clear message that 
everyone understands. New people were 

hired only after they’ve completed a trial 
shift – with the other team members 
making the decision on whether or not 
they were hired. 

Incentives, from allowing staff to 
draw-down on salary to help them 
manage their finances, to trips abroad 
and company parties, plus listening 
to feedback were all key in Flat Iron’s 
success, said Fleet. 

Flat Iron, with eight restaurants specialising in serving one cut of steak, entered  
The Sunday Times list of the UK’s top companies to work for in 2019. Its Managing  
Director Jo Fleet talked about the importance of giving staff a fair deal. 

Coaching Inn Group (CIG), with 15 
inns across 12 counties employing 
700 people, revealed that 75% of its 
management team are home-grown.  

Founder and Chief Executive Kevin 
Charity share CIG’s successes as: 
stopping people from working excessive 
hours and paying them for every hour 
worked; as well as greater incentives and 
training. The results had seen wage costs 
dropping by 3%, as people became more 
motivated, less ill, happier and remained 
in the business for longer. 

The group also offered staff a range 
of benefits, including death in service, 
worth three times their annual salary, 
additional holiday pay, medical insurance 
and wellbeing grants of £200 for things 
like gym membership, a new bike, etc. 

With three-in-10 employees leaving the sector within the first 12 months  
of employment, resulting in 900,000 people leaving an industry role each  
year, Katy Moses from insight firm KAM Media, looked at the importance  
of incentives in both attracting quality people into roles and retaining them. 

UNLOCKING THE 
POTENTIAL OF YOUR 
TALENTED WOMEN

Managing Director of Turn The Key  
and the Founder of Brilliant Women,  
Jackie Moody-McNamara, tackled 
the issue of the lack of diversity 
within the industry, which was 
usually dominated by  
middle-aged, white men.  

Identifying how to unlock 
potential and accelerate 
growth of talented 
women, Moody-
McNamara suggested 
employers should seek to: 

   Stop recruiting in  
their own shadow  

   Positively influence change 
   Show the way to get from the 

bar to the boardroom by giving 
people what they need to progress 

   Inspire women with peer-to-peer 
support and mentoring to build 
confidence 

   Work with the reality of  
people’s lives – understand that 
people have families and don’t 
penalise working parents – focus on 
the output, not the hours worked 

   Be a kinder, better boss.  
Follow Everards Managing Director 
Steven Gould’s lead – he was 
recently recognised as one of the 
‘50 Kind Leaders’ on International 
Kindness Day. 
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CLIVE PRICE FBII  
BARONS PUBS,  

SURREY & BERKS 

GOING VEGAN

We committed to a stand-alone vegan 
menu across all our pubs, which has  
been very well-received and punched  
above its weight. It has three starters 
and three mains and vegan customers  
really enjoy having that choice. I think  
it has got more people through the 
door, but it also takes pressure off the 
staff, who don’t have to trawl through 
the main menu to help people adapt  
a dish for them. Customers can just  
sit down, look at the vegan menu  
and get on with their conversation and  
enjoying themselves.  

This year we’re looking to do better 
catering in our gardens. We’ve got 
some lovely gardens in the estate and 
it feels like there could be some new 
opportunities there.  

Clive Price runs 
an estate of 10 
pubs and takes 
advantage of BII 
services, including 
legal advice  
& insurance 

We took on The Ram, which is the old Young’s 
brewery tap. It was a big decision to take on  
a new site when we already had two pubs,  
but it’s definitely been our best decision.  
We are brewing beer for the first time in  
a six-barrel brewery in the pub and we sell  
the beers in our other two pubs.  

We’ve employed a brewer, who  
used to work at Sambrook’s, and have 
produced a session IPA and a porter.  
It has been a big adventure. 

At one of our other pubs, The Pig & 
Whistle, we sponsor a rugby team called 
the SA Wild Dogs and next year they’ll 
be entering more tournaments and 
we’ll be getting more involved. It really 
celebrates the South African community 
in London. I’m South African so we like 
to be part of that.  
Young’s tenants 
Keris & husband Lee 
were BII Licensee  
of the Year finalists 
in 2018 and feature 
this issue on p38-39

KERIS DE VILLIERS FBII 
THE RAM INN, WANDSWORTH,  
SOUTH LONDON 

1 2

ASKS NIGEL HUDDLESTON 

‘What was your best decision of 2019  
& what are your hopes for 2020?’  

ADVENTURES IN 
BREWING

3

We opened a separate 
beer shop, imaginatively 
called the DB Bottle Shop. 
It’s like an extension of  
The Drawing Board and 
gives us more scope to 
sell some of the weirder, 
quirky craft beer that  
we’re very passionate 

about. Any extra stock from the off-licence can be 
brought up and put in the pub fridges without the 
commitment of having to buy cases of beer that we 

can’t guarantee sales of in the pub. 
We’ve made our own session IPA with a local brewery too, 

as we wanted to kick BrewDog off the bar. We’re looking to 
put that in cans next year. I’d also like to do more food and 
wine events. I’m planning a food and film night with Silence 
of the Lambs in February, with liver and Chianti.  

FRANKIE GRIFFITHS  
THE DRAWING BOARD, 
LEAMINGTON SPA, WARKS 

LOTS OF BOTTLE 
AT THE DB

We have a beer festival every year, which is always the same 
weekend as the nearby Boardmasters Festival. The 2019 
Boardmasters was cancelled because of the weather but 
our best decision was to keep going. We had bought new 
marquees and, despite the wind lifting us off our feet, we 
managed to put them up. It turned out to be the biggest and 
best-attended beer festival we’ve ever had. If we had decided 
to cancel it would have been 
a disaster. It was probably the 
bravest decision of the year but 
turned out to be the best.  

This year, for the first time, we’re  
going to extend it to a two-day event  
to build on what we’ve already 
created. We try to be bigger  
and better in everything we do. 

Kim Barker was a Licensee of the Year 
finalist in 2018 and enjoys picking up 
ideas from other operators through  
the BII News 

KIM BARKER MBII 
SHIP INN, PENTEWAN, CORNWALL 

BEER FEST A BLOW-AWAY SUCCESS4
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The pub site is about five acres and last  
year we introduced camping and 
shepherd huts. It has radically changed 
the pub. We were fully-booked for most 
of last summer. When you’ve got an 
extra 40 people paying to stay in your 
field, all eating and drinking in the pub, 
it makes a significant difference. We’ve 
got planning permission for five huts 
but introduced two initially, of different 
styles – one at aimed at couples and 
one for families – just to see what 
demand was like.  

This year we want to do more to hang  
on to those people while they’re here.  
It might be theatre, bands or something 
else every weekend to maximise the 
benefit. We’ve already built a pizza  
oven and barbecue shack out there.
Simon and wife Sarah bought and reopened 
The Gaggle of Geese in 2018 after it had been 
closed for over three years 
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SIMON COLQUHOUN MBII  
THE GAGGLE OF GEESE,  BUCKLAND 
NEWTON, DORSET 

CHRIS NORFOLK FBII  
THE ELM TREE, ELMTON, DERBYSHIRE 

JOHN TREACY MBII  
WHITE LION HOTEL, SEAFORD,  
EAST SUSSEX

CAMPING & SHEPHERD 
HUTS BOOST SALES

WEDDINGS ADVENTURE  

YOUNG BLOOD 
TAKE-OVER    

We’ve gone a bit crazy on weddings – we did 10 last 
year and I’ve even got bookings for 2022. We have  
an acre of garden, so we hire three large tee-pees  
for 150-odd people at a time. The pub only seats  
100, so it has increased capacity by more than a 100%. 

We’re also hosting local craftspeople – enamelling, 
calligraphy, flower arranging. We give them  
space we wouldn’t use during the week and 
they come along and demonstrate their craft. 
We add afternoon tea or Prosecco. We’ve got 
two booked in for this month (January) and 
we’ll do more throughout the year. You’ve got 
to keep coming up with something different. 
Chris Norfolk has been a BII member for 11 years  
values the networking opportunities offered by  
BII events. 

Employing my son Michael, who is going 
to take over the business from me. He 
is a lot younger than me and heavily 
into Facebook and Instagram, so he has 
improved our use of technology and social 
media. For 2020, we plan to improve our 
food offering and do a lot more media 
advertising. It’s amazing the number of 
people who hit our website now who 
would never have thought of coming to  
our place in the past.

5

7

6

We had a really good reorganisation of the 
team last year, looking at everyones’ roles 
in great detail and making sure we weren’t 
doubling up. We introduced mindfulness 
awareness and mental health first-aiders, 

which has been a great 
help in the hotel.  

We’re a bit different  
to many BII members, 
in that we are a large 
hotel. We’re about to 
install a gym for this 
year. We’re reinvesting 

to be the best we can possibly be. 
John Horton was a BII Licensee of the Year 
Awards finalist in 2015

The biggest thing for us last year was 
to introduce low-key, live music for the 
‘background’ in our outside seating 
area last summer. We received a very 
good response to that. We had slots 
on Saturday and Sunday afternoons, 
mainly solo artists doing some of their 
own material and a few covers.  

This year, it’ll be more of trying to be  
the best in everything we do. We’ve done  
a lot of work on the drinks offering with 
a great range of gin, and developed the 
food side. We’ll be looking to push that 
more over the next 12 months.    
Glen Pearson’s pub saw a big spike in footfall 
from visitors to nearby Shibden Hall, from its 
links to the TV drama Gentleman Jack! 

JOHN HORTON 
THE BARGEMAN’S REST, NEWPORT,  
ABBEY HOUSE HOTEL & GARDENS, 
BARROW-IN-FURNESS

GLEN PEARSON 
SHIBDEN MILL INN, HALIFAX 

8

10

Cheaper beer. We dropped our price 
by between 40p and 60p a pint and 
took everything down to £3-a-pint 
flat-rate. Our volume has gone up, 
our profitability has gone up and our 
wastage has dropped to nearly zero. 
I thought if I could keep stock moving 
through, the quality would improve 
and the yield would get better. It 
has and turnover has gone up as 
there are more people in during the 
afternoon and early evenings.  

This year I’m taking on another 
pub, which is also 100% wet, The 
Duke of York in Ipswich. 

We switched off The Angel’s 
kitchen at the end of 2016 and went 
completely wet-led. It was the best 
thing we ever did. 
Chris Mapey FBII says membership was 
invaluable in seeing off an insurance hike 

CHRIS MAPEY FBII  
THE ANGEL, WOODBRIDGE, 
SUFFOLK 

KEEPING AHEAD 
ON BEER PRICING

FOCUS ON HEALTH 
AND WELLBEING

MUSIC TO EAT BY 
FEEDS FOOTFALL

9
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INNbox
TOP POSTS & BEST USE OF SOCIAL MEDIA

Start with the end in mind 
A key pointer for success is to know 
what you want to achieve. Begin by 
identifying what outcomes you want 
to deliver. Digital can be a powerful 
tool to drive your business, but it’s not  
the right solution for every situation. 

It’s also worth remembering, digital 
marketing is an enabler, not an end 
goal. Time and money invested in 
driving consumers to your venue will 
be wasted if their experience is poor. 

Walk before you run  
On any digital journey, the first 
thing I’d advise is to ‘claim’ your 
business on Google using the Google 
My Business Tool, as this makes your 
business much easier to find online.  

Next, if you don’t already have 
one, create a [mobile-phone friendly] 
website. Speak to a provider like  
Use Your Local, or if you’re feeling 
creative, use a tool such as Square 
Space to make your own. And finally, 
set up a Facebook page to reach the 
40 million UK users on the platform. 
Step-by-step details are available 
at Facebook Business. These three 
components will help kick start your 
efforts through effective web presence. 

Know your audience 
Once you know what you’re trying to 
achieve, then think about who you 
want to target. Where do they spend 
their time online and what kind 
of media do they respond to? For 
instance, Snapchat isn’t the best place 
to advertise your OAP bingo evenings, 

but Silver Surfers are a major growth 
area on Facebook, which has advanced 
tools for targeting age groups. 

Join the conversation  
You can bet that anything happening 
in the world right now is being 
discussed — at length — by thousands 
of people across the internet. You 
can use hashtags and features, like 
trending topics on Twitter, to talk 
about what matters to you and your 
venue, simultaneously helping to 
promote your offer. For example, 
Heineken uses #longlivethelocal to 
discuss the issue of UK beer duty. 

Tell your story   
Marketing is a form of storytelling 
and digital, especially social 
media, gives you a great platform. 
Consumers are bombarded  
by impersonal messages,  
but if their local pub can 
demonstrate some 
personality, then  
these audiences will 
be responsive – and 
don’t be afraid to 
provide a glimpse 
under the bonnet  
of your operation! 

Money talks  
There is a common 
misconception that social media 
is free. While there are many free 
tools and tactics to get you started, 
to make the most of your online 
presence you’ll eventually have  
to reach for your credit card.  

The benefit of things like Facebook 
ads is that you have a powerful suite 
of formats that are fit for purpose, 
and allow you to experiment with 
very little investment. You’ll receive 
rich information back that will tell 
you what’s worked and what hasn’t 
to help you optimise your approach. 

Data is king   
When you collect data from 
consumers* you are not only gaining 
a means of contacting or re-targeting 
them, you are also gathering insight 
that you can use to tailor your offer 
and drive your business. Email 
marketing is one of the oldest forms  
of digital marketing but remains  
one of the most effective. There are 
services that allow you to collect data  
from consumers who log into your  
wi-fi to build targeted campaigns. 

Suppliers can help   
Ask your suppliers 

for support with 
digital marketing. 
They have a vested 

interest in your 
business doing well. 

*Under GDPR rules, you’ll 
need permission to collect 

and use data.

To kick off the New Year, Matt Rix, Digital Marketing Manager for the on-trade at Heineken UK  
and winner of a Drum Award for Digital Industries, provides some top tips on how to get online  
marketing (from social media to your website) working harder for you in 2020 

WORK YOUR DIGI ASSETS HARDER IN 2020
Online Success

Find out 
 more about  

digital marketing  
on page 64 with  
our Marketplace  

Partner  
Meraki Go
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S O C I A L  M E D I A

OUR  
FAVOURITE  

POSTS

We’ve been busy getting the place 
ready for tomorrow night. Which  

is your favourite pumpkin? 

Proud to see our Managing Director 
Stephen Gould named as one 
of the UK’s kindest leaders on 

#WorldKindnessDay by Kindnessrules 
which showcases 50 ‘leading lights’ 

building a new approach to  
business, impacting others through  

kindness #leadwithkindness

@lindleytapbarandgrill

@trinitybarharrow

@Everards

Hope to see you all at our 
Macmillan coffee morning. We had  

a lovely little girl Vienna coming  
in with some buns for you all.          

Feel inspired to brighten up the blues
January 20 will be ‘Blue Monday’, said to be the most depressing day  
of the year, so we think it’s time that pubs bring on some merriment!  

TOP  
TWEETS

@CobornE3 
You book, we cook!  

@thewonston 
So... We can tell you a little 
secret, this Saturday morning 
our first ITV appearance on  
James Martin’s Saturday morning  
kitchen is being screened, which 
locals will be making their 
screen debut!? Please do  
watch on Saturday morning.

@alexandrawimbledon 
Well folks, today is the day! 
Mick and Sarah are walking 
from Earlsfield to Guildford in  
aid of the Alzheimer’s Society 
– 26 miles! If you could spare 
a pound or two to sponsor 
Mick & Sarah and provide a 
bit of last minute motivation 
that would be awesome! 
Thanks so much.

TOP POSTS

@ditchlingbull 
Molly and our Sous Chef 
Ben out foraging for some 
delicious Sloe Berries last week  
all ready for our legendary 
Bull Sloe Gin. Ben is planning  
to mix the sloes with local 
gins and plenty of sugar 
before leaving them to brew 
in the kitchen for the next 
month or so. This is the first 
year that Ben has made the 
festive favourite and, as he is 
the most Christmas obsessed 
person we’ve ever met, we’re 
betting that this year’s blend 
might just be our best ever!

@ThwaitesBrewery 
A huge well done to our  
@GameCock_inn who have 
won our Pub of the Year 
award! Consistency and 
quality, winning awards the 
past three years and rooms 
that match the quality of 
their food are all reasons why 
they’re this year’s winners!

*All statistics taken from the YouGov survey: “Nostalgia – is it what is used to be?”  
https://yougov.co.uk/topics/resources/articles-reports/2019/11/06/nostalgia-it-what-it-used-be 

@thesussox 
Festive feasting at The Sussex  
Ox.      Join us during the 
Christmas period and enjoy 
our three-course sharing 
festive feast. With much 
of the ingredients straight 
from our own organic farm. 
Perfect for families, friends, 
and work get-togethers.  
An indulgent fuss-free 
banquet for large groups  
as well as smaller parties. 

A recent YouGov survey concluded  
that a whopping nine in 10 Brits are left 
feeling nostalgic over the festive period, 
with the 1990s being the era these 
feelings most related to. 

So perhaps it’s time to follow in the 
Inception Group’s footstep, which 
specialises in ‘Time Capsule’ bar 
concepts, like Cahoots, which models 

itself on the 1930s’ speakeasy, 
and Maggie’s (after Margaret Thatcher), 
which is  said to play the best – and 
worst – of pop from the 1980s.  

Your soundtrack might just hold the key 
to creating a night out that brings joy 
and banishes the blues! What decade 
do your customers think is the best  
to deliver cheer?   

@KingArthurHotel 
A grand total of £7,679 
raised on our @wearitpink 
charity evening last Friday! 
Huge thank you to everyone  
who gave so generously. 



STAY ON TOP 
OF YOUR STOCK
AND STAY ON TOP OF YOUR PERFORMANCE
Call us on 01142 138330 or visit www.roslyns.co.uk 

The UK’s leading provider of accountancy services and business consultancy to the licensed trade and hospitality industry.
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REVIEWSQUARTERLYSTAY ON TOP 
OF YOUR STOCK
AND STAY ON TOP OF YOUR PERFORMANCE
Call us on 01142 138330 or visit www.roslyns.co.uk 

The UK’s leading provider of accountancy services and business consultancy to the licensed trade and hospitality industry.

Age-old and traditional materials are being 
used to create a whole host of new and 
exciting tableware to tantalise and wow 

pub diners. There is so much more to put on the 
table: from plates to slates, baskets to mini buckets, 
as well as bins, boards and bowls. Tableware comes 
in every shape and size imaginable along with a mix 
of materials and colours. 

Look for design appeal, durability, practicalities 
for chefs, servers and pot washers, as well as how to 
enhance the food presentation. Usability should be 
a top priority, as cutlery and crockery should make 
the eating experience pleasurable – no one likes to 
feel an uncomfortable knife or fork in their hand. 
Other considerations might include, will it help 
the food stay hot/cold effectively and will there be 
enough room on the table for all the different dishes?

Mix and match to suit your venue’s style, 
customers’ tastes and chef’s cuisine. Enamel dishes 
for pies, boards for pizza, breads and a pot of olives, 
porcelain for pasta, copper and stainless steel for 
curries. Today, chips and sides can be served on 
plates, in mugs, cups, pots or mini wire baskets. 
These can help with portion control. Look out for 
paddle boards, sharing platters and mini bowls 
which are on trend.

Supplier Utopia says mix and match in tableware 
is a good way to ring the changes without a huge 
outlay. Mixed and matched tableware has developed 
in unison with customers’ eating habits – the tapas 
and sharing trend encourages the ‘little bit  
of everything’ mentality, keeping customers’ 
interests and encouraging repeat business.

Vitrified porcelain is a mainstay, due to its 
durability and versatility. It can stand up to the 
fast- paced nature of the hospitality industry. 
Developments in glazing over recent years have 
allowed this material to be a popular choice.

Blue, in all its shades, is proving to be the colour 
of the moment. 

Stepping away from traditional plates has its 
challenges as not all materials and products are 
dishwasher, oven, microwave and freezer safe – 
check the manufacturers’ small print.

And finally, a word of caution! The @wewantplates  
group has 159.8k followers and reminds us of  
a story about one pub boss who, on being served 
his Sunday roast on a slate tile, liberally (and 
deliberately) poured his gravy over his meat and 
veg – then over the table and eventually, as he kept 
pouring, the floor. Some things really should only 
be served on a good plate!

FANCY SPRUCING UP YOUR DINING OFFER 
FOR 2020? HERE SALLY BAIRSTOW TAKES YOU 

THROUGH A WONDERFUL ASSORTMENT  
OF INTERESTING TABLEWARE – ALL  

FIT TO MAKE YOUR CUSTOMERS FEEL LIKE  
KINGS AND QUEENS 

Tableware

CRAFT HAS NOT ONLY TAKEN  
THE BREWING AND SPIRITS WORLD  
BY STORM, TABLEWARE HAS  
BEEN EXPERIENCING A CRAFTY  
MAKEOVER TOO.
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ON  
TREND

ARTISAN

TOP FEATURES
• A new range of crockery which is  

hand-decorated in vibrant colours 
• Durable, as made from fully  

vitrified porcelain 
• Available in four colours 
• Size 16cm 
• Capacity 435ml 
• Dishwasher, freezer, microwave  

and oven safe 

Cost £8.99 (ex VAT) 
For information go to  
www.zodiacspco.co.uk  
or www.ceonline.co.uk  

TOP FEATURES
• Made from vitrified porcelain  

and available in four colours to 
complement the table setting 

• The vinegar bottle has a 155ml  
capacity and 6.5cm diameter 

• Part of the Orion Elements range which 
includes salt and pepper shakers, cups 
and mugs, plates and bowls 

Cost £7.99 (ex VAT) 
For information go to  
www.zodiacspco.co.uk  
or www.ceonline.co.uk 

 

Orion Elements rustic 
shaped bowl 
EL23BS

Orion Elements  
Vinegar bottle  
EL17GR

Hand-decorated, this crockery range 
comes in a range of vibrant colours  
to make a statement on any table. 

A must for any table  
and especially good for fish  

and chips, this vinegar bottle is  
sturdy and makes a statement.  

TOP FEATURES
• Super vitrified and highly versatile pots and bowls, ideal for  

all cuisines and flavours, from noodles to chips and dips
• Decorated in artisan style glazes, each piece is unique
• There are seven bowl sizes from 6cl/2oz – 40cl/14oz in the semi  

matte Oslo Blue and an innovative two-colour glaze effect on the  
Siena Brown & Tokyo Black bowls (sized 24cl/8.4oz – 107.5cl/37.8oz)

• Dishwasher and microwave safe

Prices range from £2.93-£11.25 (ex VAT)
Contact www.churchill1795.com or info@churchill1795.com

TOP FEATURES
• Glacier is typical not only of the hot blue trend  

but also of the fashion for bowls, rimless coupe 
plates and unusual shapes and finishes 

• Its speckled glaze and hue set off food beautifully 
and the wide range of sizes and shapes 

• The range includes square and rectangular plates, 
which can add theatre to the table setting 

Price for the 27cm Rectangular Plate  
£9.20 (ex VAT) 
Go to www.parsleyintime.co.uk   
or email info@parsleyintime.co.uk
 

Nourish

Aura Glacier rectangular plate

These sound as good as they look! Nourish bowls and pots are  
ideal for sharing, grazing and sides and were new for 2019.

Glacier is part of the Aura selection, manufactured by Porcelite,  
and is on-trend in terms of colour and shape.  
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RAKU  
FIRING

COLOUR 
RANGE

TOP FEATURES
• Stylish and strong, made  

from vitrified porcelain 
• 30cm/12”: 40ml/14oz 
• Dishwasher safe 

Orion Ston Pasta Plate 
C88021S

A new addition to meet the demand 
for a classic, grey pasta plate.  

TOP FEATURES
• Rebel uses a special ‘dragon skin 

powder’ during manufacture that 
creates a striking, vivid blue colour 
pattern that adds theatre to the table 
and sets off food beautifully 

• A wide range of sizes and shapes, 
including coupe plates (flat and rimless) 
and bowls, mugs, cups and saucers,  
& a flared dish 

• Plain and rimmed bowls are available 
• The coupe plate comes in six sizes  

from 16.5cm to 34cm 

Prices start from £14.84 (ex VAT) 
for the Rebel bowl in dark blue  
Contact www.parsleyintime.co.uk  
call 020 8317 5080 or email  
info@parsleyintime.co.uk 

TOP FEATURES
• A glazed inside and textured outside, 

Karma brings an authentic, natural  
and earthy feel to the table 

• Made from superior terracotta  
for added strength 

• Ideal for rustic salads, hearty stews, 
both meaty and vegetarian, and dishes 
topped with baked eggs, for example   

• Mix and match with plain white plates 
to create a ‘karma’ look and ambiance 

• The range comprises three sizes  
of bowls, 24.5cm, 16cm and  
10cm – available in boxes of six 

List prices (ex VAT) start  
at £11.70 for the small bowl,  
£18.40 for the medium bowl  
and £29 for the large bowl   
For more information and stockists 
visit www.utopia-tableware.com  
or info@utopia-tableware.com  

TOP FEATURES
• This new range is crafted through 

natural effects and spontaneous 
reactions which occur in the kiln 

• Deep coupe plates, presentation bowls, 
conical bowls and narrow rectangular 
platters available in various sizes 

• Available in six colours
• Oven, microwave, freezer  

and dishwasher safe
• Sold in packs of six

TOP FEATURES
• Each piece is unique due to the natural 

and random effects during firing 
• Jasper Grey gives chefs a neutral  

base for food presentation 
• Choose from 10 round and oblong 

plates & bowls 
• Churchill’s clever print process means 

a protective glaze protects the print, 
which appears like artisan work,  
yet has the durability needed for  
  the hospitality industry 

• Dishwasher and microwave safe
• Made with Churchill 
• Super Vitrified 
• Covered by Churchill’s five-year  

edge chip warranty 

Prices range from  
£5.21- £20.24 (ex VAT) 

Contact www.churchill1795.com  
or info@churchill1795.com

Rebel

Karma

Terra Porcelain Aqua 
Blue presentation plate

Raku

A tableware collection from Royal 
Crown Derby, Rebel combines  
English fine bone china with  
an industrial-chic twist. 

Karma introduces a new twist to  
traditional ‘added strength’ terracotta,  
with a mix and match range.  

No two pieces look exactly alike due  
to the unique glaze formula, combined  
with high temperature firing. 

Using a traditional glazing process, 
Raku firing, this is like studio  
pottery, yet it has been made strong 
enough for pub dining rooms. 

List price £49.56 (ex VAT) per dozen    
Go to www.nevilleuk.com for the full 
GenWare range 

£15.99 (ex VAT) each  
For information go to  
www.zodiacspco.co.uk  
or www.ceonline.co.uk  



COMMERCIAL  
INSURANCE  
tailored to the pub trade             
Cover can include:

• Buildings, contents,  
fixtures and fittings, stock

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

• Unexpected tax and VAT  
investigation cover built in

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

• Personal life insurance,  
key person protection 

• Shareholder / partnership 
cover 

• Commercial loan life  
insurance protection  

• Health insurance

We offer the following services:

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

• Cover tailored to the hospitality trade

• Market leading prices guaranteed

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

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

Lines open Monday to Friday 9am to 5.30pm 

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

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

PXL advert.indd   21 25/03/2019   23:40
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• Buildings, contents,  
fixtures and fittings, stock

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

• Unexpected tax and VAT  
investigation cover built in

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

• Personal life insurance,  
key person protection 

• Shareholder / partnership 
cover 

• Commercial loan life  
insurance protection  

• Health insurance

We offer the following services:

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

• Cover tailored to the hospitality trade

• Market leading prices guaranteed

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

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

Lines open Monday to Friday 9am to 5.30pm 

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

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

PXL advert.indd   21 25/03/2019   23:40

COLOUR 
RANGE

BLACK  
& WHITE 

WASH

TOP FEATURES
• Made from washed acacia wood  
• Clever, reversible design for two/three 

bowls depending on which way up  
you use it 

• Diameter 30cm 
• Bowls 50ml/2oz capacity 
• Also available in black washed  

acacia wood  

£14.99 ex (VAT each)  
www.zodiacspco.co.uk  
or www.ceonline.co.uk  

TOP FEATURES
• Part of the Naturals range, which 

includes 6” mini crates, presentation 
paddle boards and bread boxes 

• Made from washed acacia wood  
and also available in white 

£11.99 (ex VAT) each  
 

White washed dip tray  
NAT-DTW

Black washed condiment 
holder  
NAT-CBB

A natural way to  
serve dips and sides. 

Keep sauces neat 
and tidy with this 
condiment holder, 
available in wood  

or white. 

TOP FEATURES
• Made from vitrified porcelain to give  

top quality at an affordable price 
• Available in seven colours.  
• Sizes range from 2-3oz espresso cups 

to the Mighty 12.25oz coffee serves, 
which are perfect for upsized lattes,  
big hot chocolates or speciality brews 

• Cappuccino, Latte & Flat White  
with matching saucers are designed  
to show off the artistry of the barista – 
and a premium drink commands  
a premium price 

• Tulip is ideal for americano serves, 
longer filter coffee and speciality teas, 
as the shape brings the flavour through 
the cup but the compact structure 
keeps the temperature locked in 

List prices start at £1.94 (ex VAT) 
www.utopia-tableware.com  

Barista 

These are serious cups for  
serious coffee drinkers. Designed  
to provide the perfect serve, every 
time, whether it’s an espresso, a flat 
white or another specialist brew.  

TOP FEATURES
• Table knife, fork and spoon  

with textured embossment  
on the handles  

• Stainless steel to ensure style, 
performance and good value 

• Dishwasher safe 

List price £13.28  
(ex VAT) per dozen    
Go to www.nevilleuk.com 
for the full GenWare range 

TOP FEATURES
• Baskets should be lined with greaseproof paper  

bags or sheets to avoid direct contact with food
• Available in a range of shapes and sizes for meals, snacks & sides  

Prices range from £5.90-£8.20 (ex VAT)     
See www.nevilleuk.com for the full GenWare range

Cortona cutlery

Chicken wire baskets 

A good value cutlery solution,  
with detailing on the handle,  
the Cortona range is suitable  
for formal and casual dining. 

A light way to present food and good for side 
dishes, snacks and meals eaten while standing 
at events or when watching sport; new for 2019.

TOP FEATURES
• 12cm, well-serrated knife blade 
• Available with black & red handle, 25cm 

List price £49.56 (ex VAT) per dozen    
Go to www.nevilleuk.com  
for the full GenWare range 

  Jumbo Pakka Wood  
 steak knives

Sharpen up your steak offering with 
these up-market 12cm steak knives. 

TOP FEATURES
• Made form heavy gauge,  

high quality stainless steel 
• Dishwasher safe 
• A great way to serve sides  

and control portion size 
• Size: 8.5cmx8.5cm 

List price £4.78 (ex VAT)   
Go to www.nevilleuk.com  
for the full GenWare range 

Diamond pattern 
stainless steel  
serving cup

Add class and style to your 
table settings. Perfect  
for sides of fries or slaw. 

For information go to 
www.zodiacspco.co.uk  
or www.ceonline.co.uk 
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TOP FEATURES
• Bagasse square and round plates  

and round bowls are made from 
recycled sugarcane fibre 

• They are microwave and dishwasher 
safe, and can withstand temperatures 
from -20°C to 120°C   

• Suitable for wet or dry food and 
delivers a sturdier option than paper 

• Also available is a takeaway range  
with lunchboxes, burger boxes  
and soup containers 

Prices start from £8.32 (ex VAT) 
for a 6” Bagasse round plate  
For more information, and to shop 
online, visit www.parsleyintime.co.uk 

Vegware’s Bagasse   

The Bagasse range of tableware 
provides the perfect environmentally 
friendly solution for a full complement  
of dishes, which is ideal for busy 
outdoor events, or on-the-go and 
take-out customers. 

TOP FEATURES
• Made from naturally shed palm tree 

bark. Collected from the forest floor, 
washed in local spring water and  
heat pressed into shape 

• 100% natural and retains natural  
print and pattern like wood 

• 100% compostable (will break  
down like a broccoli stem) 

• Made from a palm tree, which has  
no links to the controversial palm oil  

• Can be baked at 180°C for 40 minutes 
• Lightweight yet strong and liquid proof 
• Suitable for all food types, hot, cold, 

oily and can use a steak knife on it 
• Oven, microwave and fridge safe 
• Ideal for pub garden events  

and functions  

Plate prices are 16p-21p to trade 
www.thewholeleafco.com 

Wholeleaf Tableware 

Eco-friendly, plastic free and 100% 
biodegradable single-use plates 
bowls and platters – perfect for  
on the go and functions.  

What are you looking  
to invest in this year?

Tell us what topic you’d like 
researched in our Quarterly 
Reviews, from WIFI to televisions, 
garden equipment to bar snacks. 
Email your suggestions to the 
Editor Kate.Oppenheim@bii.org

TOP FEATURES
• Available in two sizes: 13cm/5”: 

20ml/7oz and 17cm/6.5”: 500ml/17.5oz 
• Stainless steel with copper plating 
• Stylish, practical and with good  

heat retention 
• Available with stainless steel finish too 

• Mix and match with co-ordinating 
Handi dishes 

• Dishwasher safe 

The copper plated Kadai  
dish (13cm) is £5.99 (ex VAT)    

See the full range at www.zodiacspco.co.uk  
or www.ceonline.co.uk  

Copper plated  
Kadai Dishes 

Spice up your curry dishes  
with these authentic bowls. 

TOP FEATURES
• These dishes are designed to help chefs ‘express  

themselves’, by fusing gastronomic ideas with natural lines  
and features – inventive ideas include platters and flat plates  
that can be combined to serve a plate ‘floating’ on aromatic herbs, for example

• Includes circular and rectangular dishes, some featuring embossed zones  
to keep meal elements separate 

• Meanwhile, ‘Suggestions Chill’ uses deep bowls and central stands so dishes  
can be served on ice 

List price for the 14cm black bowl is £10.95 (ex VAT)   
To see the full range go to www.parsleyintime.co.uk  
Call 020 8317 5080 or email info@parsleyintime.co.uk 

Suggestions 14cm Black bowl 

TOP FEATURES
• Made with acacia wood, these deli 

boards are reversible with bowl  
indents on one side 

• The geo shapes are available  
in various sizes, shapes and colours  

• Finished with a food safe lacquer 
• 46cm/18” x 15.5cm/6” 

Prices range from £23.76 (ex VAT)      
email: info@churchill1795.com 
www.churchill1795.com  

Wood Deli Boards 

Versatile, retro-inspired deli boards 
that can be used with or without 
bowls. 

Designed with the chef in mind, RAK has  
introduced a ‘Suggestions’ range, designed  
to offer a chic and different look. 
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MEET OUR PARTNERS SAVING YOUR BUSINESS £1000s  
AT BII.ORG/MARKETPLACE

MARKETPLACE
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 

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

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

ELTA
01978 358535
sales@e-lta.com

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

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

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

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

EVERETT KING 
0117 9255276
advice@everettking.co.uk

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

HATCH BLUEPRINT
01889 592873
info@hatchblueprint.co.uk

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

INN TRADE ASSOCIATES
07925 284170
admin@inntrade.net

Accountants

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

Cellar 
BOC
0845 730 2302
sureserve@boc.com

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

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

Debt Advice Specialist
BRIDGEWOOD
0800 987 1011
pubs@bridgewood.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
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MEET OUR PARTNERS SAVING YOUR BUSINESS £1000s  
AT BII.ORG/MARKETPLACE

MARKETPLACE

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

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

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

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

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

Workflow Planning
TRAIL
www.trailapp.com/bii

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

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

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

TABOLOGY
0207 788 7638
bii@tabology.com

TOUCH BISTRO 
0800 368 8707
bii@touchbistro.com

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

ROSLYNS 
0114 213 8330
enquiries@roslyns.co.uk

E-learning
CPL ONLINE
0151 6471057
info@cplonline.co.uk

My numbers
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Wales and Scotland to mark the 75th anniversary of VE Day.  

VE Day celebrations 

May 8 

APRIL

19 January 
SCOTLAND’S  

SPECIALITY FOOD SHOW,  
SEC, GLASGOW 

22 January 
MANCHESTER BEER & 

CIDER FESTIVAL 

25 January 
BURNS NIGHT 

CHINESE NEW YEAR  
(Year of the Rat) 

26 January 
BRITISH BASKETBALL  

CUP FINALS, 
BIRMINGHAM

3 - 7 February 
THE 13TH NATIONAL 

APPRENTICESHIP WEEK

4 February 
BEST BAR NONE 

NATIONAL AWARDS, 
HOUSE OF LORDS, 

LONDON

4 - 8 February 
GREAT BRITISH BEER 

FESTIVAL,  
BIRMINGHAM

14 February 
VALENTINE’S DAY

25 February 
SHROVE TUESDAY 
(PANCAKE DAY) 

1 March 
ST DAVID’S DAY 

9 - 13 March 
RED NOSE DAY  

– SPORT RELIEF 2020

17 March 
ST PATRICK’S DAY

20 March 
MARCH EQUINOX

22 March 
MOTHERING SUNDAY

29 March 
DAYLIGHT SAVING 
– CLOCKS SPRING 

FORWARD ONE HOUR

9 April 
FULL ‘PINK’ MOON  
– A GREAT NIGHT  

FOR OUTDOOR EVENTS

10 April 
GOOD FRIDAY

12 April 
EASTER SUNDAY

13 April 
EASTER MONDAY  
BANK HOLIDAY 

21 April 
QUEEN’S ACTUAL 

BIRTHDAY

23 April 
ST GEORGE’S DAY

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

JANUARY

MARCH

FEBRUARY

There are plans to extend pub licensing 
hours across England and Wales to 1am  
on both the Friday, May 8 and the 
Saturday, May 9.  

Commemorative events across the three-
day weekend are being planned across  
the country, including street parties and 

the Nation’s Toast, where over 20,000 
pubs will encourage customers to raise  
a glass to the Heroes of World War II. 

This is only the second time ever that  
the early May Day holiday has been 
moved. The first was in 1995 to mark  
the 50th anniversary of VE Day.  

DIARY DATES

Save the date!
8 May 

75TH ANNIVERSARY  

OF VE DAY  

(BANK HOLIDAY) 

16 June 

BII’S SUMMER EVENT   

IN LONDON
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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

P ubs, as we know, mean 
many different things  
to many different people, 
but there are few licensees 
who manage to cram  

a more diverse and yet welcoming 
offer into their venues than Keris 
and Lee. Long-term champions 
of the BII, they have been finalists 

in our Licensee of the Year 
competition no less than three times 

and plan to enter for the lucky fourth 
once they have been in their newest 
pub, The Ram, for two years.  

Historically important is an 
understatement for this pub, with 
records showing The Ram being on 
the same site since 1533. It became 
part of the Young’s family in 1831, 
and was The Brewery Tap until 2006 
when the operation moved to Bedford. 
Now restored with a tasteful 
mix of Young’s heritage and 
the De Villiers’ signature 
colourful décor, The Ram is  
a fantastic venue in the heart  
of Wandsworth. 

As we have seen from 
so many of our successful 
members, the key to 
thriving and not just 
surviving in an industry 
full of challenges, is the 
ability to diversify your offer and 
attract a whole host of customers. 
The Ram certainly does that, but has 

boldly chosen to be an adults only 
venue. Keris explains, “Our other 
pubs, The Old Sergeant and the Pig and 
Whistle are perfect family friendly 
pubs, whether it be for Sunday lunch 
together, or popping in for a coffee 
with friends. We wanted to make The 
Ram a child free pub – not to appeal to 
a different customer necessarily, but 
to give that same customer a different 
experience. We want them to get  
a babysitter and enjoy a leisurely 
dinner together, or maybe celebrate 
with friends over frozen Margaritas – 

 
KERIS & LEE DE VILLIERS FBII

THERE ARE SOME LICENSEES WHO SEEM TO INSTINCTIVELY KNOW JUST 
WHAT IT TAKES TO RUN AN AMAZING PUB BUSINESS. KERIS AND LEE 
DE VILLIERS FBII ARE TWO SUCH PEOPLE. BII’S MOLLY DAVIS CAUGHT 
UP WITH THEM AT THE OPENING OF THEIR LATEST, AND DARE WE 
SAY, GREATEST VENTURE – THE RAM, IN WANDSWORTH, SW LONDON. 

The key to thriving 
and not just surviving 
in an industry full 
of challenges is the 
ability to diversify 
your offer &  
attract a whole host  
of customers” 
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That support has been hard-earned 
though, as Keris and Lee have proven 
themselves time and time again to be 
the cream of the crop when it comes to 
licensees. They 
have also passed 
that knowledge 
onto their teams 
and now leave 
the Pig and 
Whistle in the 
capable hands 
of Karolina, 
Georgie and 
Issy, whilst 
The Old 
Sergeant is run by Bronwyn 
– all of whom have trained 
underneath them. 

Not content with the 
challenge of taking on a third 
venue, they also now have an 
additional string to their bows with 
SlyBeast Brewing – their very own on-

site brewery venture with Keris’ 
brother-in-law and Lee taking 
the helm. The name comes from 

The Ram is the perfect place for that.”  
The pub itself feels very authentic 

and traditional on the ground floor, 
but the hint of something different on 
the staircase leads up to the surprise 
that is “Inside Out”. 

Carpeted entirely with fake grass, 
you will feel like you’re outside  
a Caribbean bar… if that bar comes 
with shuffleboard that is. The look and 
feel is complete with a fully restored 
vintage Taco Truck called Jean 
Pierre! The space is used for weekend 
cocktails, private functions and there 
are even plans afoot for Yoga classes. 

“We went to the Ram Pub Co (the 
tenanted arm of Young’s) with our 
vision for what we wanted to do here, 
and were delighted that they were on 
board for all of our ideas. They have 
been extremely supportive, even 
though we were aware that getting  
a full sized truck onto the 1st floor  
of a listed building was asking a lot!”  

the family’s pet dogs, Sly and Beast, 
who can be seen in the pub from time-
to-time, and instead of hiding the 
brewing process away in the cellar,  

the glass walls 
within the heart 
of the pub let 
everyone see the 
beer being created 
at source! 

With the 
addition of Lee’s 
passion for great 

Tequila, the 
support they 
give to local 
sports clubs in 
the community 
and the 
excellent food 
served across  
all of their pubs, 

any visit to the De Villier’s venues will 
be one to remember.   

If you work in the licensed trade and are not 
yet a BII member, call us today to ‘Join Our 
Family’. Call 01276 684449. 

Finalists for LOYA: 
2012 – The Nightingale  
2014 – The Old Sergeant  
2018 – The Pig & Whistle  
Pubs they currently run: The Old 
Sergeant, Pig & Whistle and The Ram
 
LICENSEE OF THE YEAR... 
The de Villiers have been finalists in 
the BII’s Licensee of the Year Awards 
no less than three times, with plans 
to enter again with their latest 
venture, The Ram in Wandsworth. 

ENTRIES NOW OPEN   
Don’t miss your chance to be 
involved with the industry’s leading 
licensee awards this year. 
There are four-stages to these 
awards, each providing licensees 
with expert feedback and insight, 
to help evaluate and develop your 
business even further.
Visit www.bii.org to find out more  
and download the entry form. 

Keris & Lee  
De Villiers FBII
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A rriving early to the 
interview provided  
a glimpse of Matt Todd in 
work mode, as he carries 
in boxes of pumpkins 

ready to be washed over with Lolly 
(Laurie Gresty) the sign writer’s 
punk-style brush-strokes. “It’s our 
Halloween speciality,” Matt says. “Last 
year we did some Bowie pumpkins!”  . 

Looking around The Wonston,  
Lolly and Matt have left traces of  
their creativity on everything,  
from the acrylic cat coming through 
a fake flap on the front door, to Matt’s 
sand-blasted chairs – “they are the 
originals that have been here for 40 
years; they’re just lighter this way,  
less oppressive”, he explains. 

Knowing he was something of 
a handy-man – a free resource, as 
he calls it – Matt decided to operate 
restricted trading hours to allow him 
to do the pub up during the day and 
still find the time to keep to his first 
rule of business, which is to retain  
a good work / life balance. His second 
rule, which helps him keep to the first, 
is to ensure that Lisa, his wife, doesn’t 
fall into the role of Landlady. 

Lisa is busy with a successful 
business as a music teacher, conducting  
singing lessons from the nearby home 
studio – which brings us to his third 
rule, to live away from the pub. His 
forth and final rule, advice given to  
him by a retired landlord who 
mentored Matt, is to only work for  
five or six weeks ‘flat out’ and then  
to take a break.  

“He explained to me 
that it gave him a rest  
from the pub – and the 
pub a rest from him! So, 
that when he returned, 
he’d see the place 
with fresh eyes and 
felt invigorated,” Matt 
explains. “That is  
a luxury that comes from 
having a freehold – I can 
take time to breathe;  

it’s my own world.”  
It was four-and-a-half years 

ago that Matt took the keys of The 
Wonston Arms, having previously 

been a customer, and began trading 
that same evening. He spent the next 
six months sprucing it up during  
the day, while serving customers  
in the evenings. 

“The community had fallen out  
of love with the pub,” he says. “So,  
I went through the process of putting 

a community bid together to buy it, 
but we fell short by about £60,000-
£70,000.” With no-one able to make 
up the short-fall, Matt decided to go 
ahead by re-mortgaging his house – all 
to make sure the local community got 
a great pub back.  

“I’d never even pulled a pint before, 
but there was still beer in the barrels! 
So I signed up to the BII, which helped 
me get my ducks in order.” 

By the time this article comes out in 
early January, the New 
Year’s WOSCARs will 
have been awarded 
to customers. These 
are The Wonston 
Arms’ version of 
the Oscars, with 
categories that include 
local favourites, ‘Best 
Pub Dog’ and ‘UDI – 
unidentified drinking 
incident’, “… you can’t 
hide in this parish”, 

laughs Matt. He even creates pre-
recorded videos of any winners unable 
to make it on the night. 

With his background in sales and 
merchandising with big brand names 
Rowntrees and Nokia, Matt has a good 
deal of expertise in creating a great 
customer experience – describing his 
role as “selling happiness”. 

He explains: “I’ve always wanted  
to make this a social gathering space, 

MEET... 
MATT TODD MBII

CROWNED CAMRA’S NATIONAL PUB OF THE YEAR IN 2018, THE 
WONSTON ARMS IS OFTEN REFERRED TO AS THE BEST LITTLE PUB  
IN HAMPSHIRE. THE BII’S ELEANOR KIRBY MEETS THE LANDLORD, 
MATT TODD MBII, THE MORNING BEFORE HIS HALLOWEEN DEBUT  
AS RIFF RAFF FROM THE ROCKY HORROR PICTURE SHOW  

“I’D NEVER EVEN 
PULLED A PINT 
BEFORE BUT THERE 
WAS STILL BEER 
IN THE BARRELS! 
SO I  SIGNED UP 
TO THE BII  WHICH 
HELPED ME  
GET MY DUCKS  
IN ORDER”
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ringing, they 
won’t take 
reservations. The 
Wonston Arms 
feels like THE 
place to be, but 
also like you’ve 
never left your 
front room. It’s 

exciting but familiar, with 
Matt as the greatest showman. 

“The role of ‘Landlord’, done 
correctly, is traditionally a respected 
one within a village, along with the 
doctor and the vicar!” And having 
gone into the role of Landlord from 
customer overnight, Matt ensures he 
still makes time to be on the other 
side of the bar. “I’ve got Stuart, who’s 
a retired policeman, who now works 
behind the bar with me. He allows  
me to take off the uniform, go home, 
have a shower and come back as  
a customer.” 

A doctor, a landlord and policeman 
all walk into a pub... and together they 
created something wonderful… The 
Wonston Arms.  

If you work in the licensed trade and are not 
yet a BII member, call us today to ‘Join Our 
Family’. Call 01276 684449. 

one that was driven by  
the community. We want  
to encourage older people to 
come out; we even get some 
of them picked up. We’re 
known for being friendly.” 

Influenced by American-style 
customer service, Matt prides himself 
on saying hello to everyone who 
walks through the door, as well as 
goodbye as they leave. Inbetween, 
he adds, all the customers talk to one 
another. Even the furniture is set out 
to encourage conversation. 

His holidays to the Far East gave 
Matt the idea of having weekly ‘pop 
up’ street food vendors, which allowed 
him to develop a dry trade without 
having to move away from his wet-led 
business model. 

“I didn’t want to change the 
environment too much, as people 
mill around happily talking to one 
another without feeling like the tables 
are screwed down for food service.” 
And although the phone never stops 

Not deterred by never having pulled 
a pint before, Matt raised the money 
to buy his first pub, a freehouse,  
The Wonston Arms.
 
WHAT WAS YOUR FIRST 
EXPERIENCE OF A PUB? 
‘I remember pubs in the ‘70s that 
were really successful because they 
were only open a certain amount of 
time, people went in and socialised 
and went home. My dad worked 
hard, he was a doctor, and he would 
go to the pub on a Wednesday or 
Saturday afternoon and I remember 
it was a treat to go with him. If I’d 
done my homework and behaved 
myself, I’d be allowed a packet of  
crisps! The pubs were always packed.’  

HOW DID THE BII HELP YOU 
WHEN YOU TOOK ON YOUR 
NEW ROLE AS LANDLORD?  
‘I used the BII as a resource bank, 
to help me find out what to do as 
a licensee. The industry news, via 
INNfocus and BII News, are helpful 
because I like being inspired by 
seeing what people in the industry 
get up to. It’s a resource I use to feed 
information into the business, so I 
can make a judgement and decide 
what I’m going to do.’

WHAT DO YOU DO  
TO RELAX?  
‘I like sea fishing but I haven’t had 
time to do any over the last year. 
Winning the CAMRA (Campaign for 
Real Ale) award means we’ve been 
busy! Not manic busy, but people 
want to visit to experience a part  
of CAMRA. I just love being here.’

Matt Todd MBII

The Wonston Arms 
is a community hub 
for the locals, where 
Matt and his team 
specialise in ‘serving 
happiness’
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Rumit and Tosh Lakhani were  
sold on The White Horse Inn, 
which is located between 

Gloucester and Bristol, from the 
moment they first saw it. They did 
have some reservations, not least 
because it was 22-miles from their 
home to the bar, but the magnificent 
scenery won them over. 

 “It’s a spectacular view and 
such a luxury to sit here and do the 
paperwork first thing in the morning. 
It’s the best office you could have 

really”, says Rumit.  
A destination pub, the family men 

knew they had to be pro-active with 
ideas to drive business. “Regular 

customers said ‘you must make the 
most of the summer’, as before we 
arrived, the winter months would be 
dead in the evening. We were even 
warned about this by Butcombe.” 

Visiting in November on a weekday 
lunchtime, their success is clear as 
customers fill each table setting. “We 
wanted to create a venue that wasn’t 
an Indian restaurant, or an Italian 
restaurant, nor a pub - we wanted to 
create all of those things. So, we came 
up with the idea that we had to have 
something unusual to pull people out 

here, and that’s why curries came into it.”
Tosh explains: “Every customer has 

to be respected, they come into the 
pub as a customer and they leave as 
friends.” Nothing is too much trouble 
for Tosh: “One day, seeing a regular 
walk in, I got his beer ready but 
cracked his favourite glass. You can’t 
buy them new anywhere so I said to 
him ‘while you are here, I’ll go online 
to see if I can get you some more’.  
It cost £20, but it made his day!”  

This goodwill extends to their  
staff too.  

Chef, Sam, who had been employed  
by the previous tenants, was given a free  
hand to encourage him to experiment 
and become more passionate about the 
food that he was serving.  

Tosh knew that mediocrity was  
born from poor equipment. “If half  
the equipment in the kitchen is not 
working, a good chef cannot produce 
anything. Our staff see that we put our 
hands in our pockets when we need to.”  

“Our percentages stay where 
we want them to because we go to 
different suppliers. The produce 
we bring in is fresh, which then 
motivates Sam because he has the best 
ingredients to work from.” 

MEET... 
RUMIT & TOSH LAKHANI MBII

RUMIT AND TOSH LAKHANI ARE THE FATHER-SON DUO BEHIND THE WHITE 
HORSE INN IN BUCKOVER, SOUTH GLOUCESTERSHIRE. THE BII’S ELEANOR 
KIRBY VISITED THE PAIR AT THE BUTCOMBE BREWING CO PUB THAT  
OFFERS A FUSION OF WORLD FLAVOURS  
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Rumit & Tosh 
Lakhani MBII

“YOU HAVE TO GIVE 
PEOPLE A REASON TO KEEP 
COMING BACK”

The new pizza oven  
in action

ideas is ever-present 
with Rumit and Tosh, 

who admitted: “We eat and drink The 
White Horse. If we’re with friends, 
we don’t forget about the pub, we 
might talk about sports, or religion, 
or Brexit. But the eyes and ears are 
always open”.  

Opportunities can’t afford to be 
missed, they explained. “As soon as 
we bought the pub we went to other 
establishments to see what they were 
offering. There was a place that had  
a carvery on one side and a pizza oven 
on the other, so I said to Rumit ‘we 
must have this’,” said Tosh. 

In true Lakhani style, pizza has 
made its way onto the menus, but 
only after opting for the very best in 
wood burning ovens, employing a 

pizza chef who 
used to work for 
Harrods, and 
buying the most 
luxurious tinned 

tomatoes for the bases. 
The pair are driven and their vision 

extends to helping other Butcombe 
tenants, whom they mentor. “You 
have to have a passion for this, the 
other side of the bar is very different.” 

Tosh concludes with the golden 
rule: “You have to give people a reason 
to keep coming back”.  

If you work in the licensed trade and are not 
yet a BII member, call us today to ‘Join Our 
Family’. Call 01276 684449. 

Working together 
wasn’t difficult for 
Rumit and Tosh when 
outlining their roles in the business.  

“We complement each other well.  
Dad oversees the buying and the 
finance, while I manage the front of  
house. We work off each other’s energy.”  

After bringing the well-known 
beer Kingfisher over from India, Tosh 
worked with another Indian brewer, 
Shaw Wallace based in Kolkata, to 
develop a lager, called Bangla, using 
skills stemming from an early interest 
in flavours, inherited from his mother.  

“I used to stand next to her and say 
‘how did you do that?’, noting down 
the order she toasted cumin first, 
then mustard seeds,” said Tosh. The 
family went on to open one of the first 
vegetarian Indian restaurants in the 
country in Bristol. 

Even as a child, 
Rumit took a 
huge interest in 
business. Tosh 
remembers how he would come home 
from school bursting with ideas. 
“‘Dad, you’ve got your wine glasses 
wrong’, he says, telling me that he’d 
passed three restaurants on his way 
home and seen that all their glassware 
was placed on the tables upside down!”  

Tosh adds: “I thought it was so 
heroic for him to take an interest in 
what we were doing, even when he 
was small.”  

This hunger to create fresh and new 

The White Horse Inn in Buckover, 
South Glous, is the Lakhani’s first 
foray into the pub sector, but their 
unique offer, eye for detail and 
commitment to quality, all helps set 
them apart from the competition.
 
HOW DOES TECHNOLOGY 
HELP IN YOUR BUSINESS?  
‘Technology helps dramatically, our 
CCTV, tills and even our draught 
lines are cloud based systems.  
It means we can monitor everything 
in real time from any remote device. 
Using Vianet means we can see 
on our laptops whether taps are 
clean, and that’s important to our 
customers, they know that the beer 
quality is maintained.’  

HOW DO YOU INSPIRE  
A COMMUNITY FEEL AT  
THE WHITE HORSE INN?   
‘We have a knitting club on 
Mondays, it was started by one  
of our regular customers, she used 
to come in by herself and would 
sit, have a coffee and knit! One 
day we said we’d noticed other 
ladies knitting and inspired her to 
organise a time during the week 
where everyone could join together. 
Groups like this are most welcome.’
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THE LONDON REGION’S AGM IN LONDON’S KING CROSS PROVIDED  
THE PERFECT OPPORTUNITY TO FIND OUT WHAT PLANS WERE  
AFOOT FOR THE COMING YEAR 

IN THIS ISSUE WE’RE IN LONDON...

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 

GREG MANGHAM CBII 
CHAIR OF LONDON REGION

A highly successful and upbeat 
meeting for the BII London 
Region’s AGM in November 

began by welcoming two new 
members to the committee, Greene 
King lessee Sean White FBII and  
his General Manager Catherine 
Sheppard-Strutt of the Queen’s  
Head in Pinner, Middlesex.

Both Sean and 
Catherine are 
passionate about 
the industry 
and are a perfect 
representation 
of the way BII 
wishes to move 
the organisation 
forward: older, 
highly experienced 
operators  like Sean 
counter-balanced 
by the leaders of the 
future, the younger representatives, 
like Catherine. 

Catherine, aged 23, is like many 
of her generation who are currently 
successfully employed in the industry. 
Fully engaged in active training 
programmes and benefiting from  

the mentoring and encouragement 
that comes from working for an 
inclusive and highly motivational 
boss, like Sean.  

In the last six years, Sean has seen 
two of his staff at the Queen’s Head 
leave to run their own pubs and 
Catherine too is working towards  
her personal goal to one day run her 

own business, or 
even to become  
a successful 
 multiple operator. 

“As young  
people, we want  
to see results and  
understand how to  
get those results – it’s  
about understanding  
the whole journey,” 
she said.  

Pubs, she 
continued, were 

at the heart of the communities they 
served and, as such, were extremely 
well-placed to demonstrate to their 
communities that working in one 
wasn’t a stop gap but a good career 
choice, with training, support and 
amazing opportunities.  

“And we need to show everyone 
that when you do well, you can earn 
a lot more money than the average 
white-collar worker earns. This  
should be a talking point for the BII.”  

Tackling the bigger and grittier 
issues were key if the organisation  
was to successfully appeal to the 
industry’s younger workforce, who 
were fed up with being talked down  
to and side-lined, she said.   

 
GOALS FOR LONDON 
Thanking those attending what the 
London Chairman Greg Mangham CBII 
described as one of the liveliest and 
most thought-provoking meetings for 
some years, he set out the objectives for 
the region over the course of this year. 
These included to: 

  Focus on what really matters  
to members 

  Deliver what members want 
  Hold regular meetings, targeting 

members in cluster areas  
  Encourage more front-line 

members to get involved with the 
committee and the decision-making 

  Make the London Region  
a talking point 

“WE NEED TO SHOW 
EVERYONE THAT 
WHEN YOU DO WELL 
YOU CAN EARN A LOT 
MORE MONEY THAN 
THE AVERAGE WHITE-
COLLAR WORKER 
EARNS. THIS SHOULD 
BE A TALKING POINT 
FOR THE BII”
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V I S I T  B I I . O R G

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

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

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

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

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

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

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

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

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

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

MEET OUR  
REGIONAL CHAIRS

Catherine added that ideas for 
encouraging more licensees and 
their staff to become involved 
included having later start times  
for the meetings!  

She said: “I’d also like to hear 
more from inspirational operators 
sharing how they have 
achieved their 
results, about 
their thinking and 
how they got to 
have a successful 
business – it’s about 
understanding how 
they got there, the 
whole journey.” 

During the BII 
Roadshows, Chief 
Operating Officer 
Steven Alton CBII 
reiterated that the 
Regions would  

remain a key part of the BII’s offer.  
The aim, he said, was to mirror 

what was being achieved at national 
level throughout the regions. This 
included creating a stronger sense of 
ownership, to grow the membership  

and to make a difference 
to individuals – 
from driving value 
in their business  
(including 
cost-savings 
available through 
the trusted 
Marketplace 
Partners, to free 
helplines and 
expert support),  
to sharing ideas 
and creating 
valuable  
forums  

and events.  
Sean White FBII and Catherine  
Sheppard-Strutt

Steven Alton CBII, the 
BII’s Chief Operating 
Officer, is set to join 
25 other cyclists next 
spring pedalling to raise 
£140,000 for charity. The  
donations will be shared 
between OAPA and the 
Licensed Trade Charity.  

OAPA was formed by 
Greg and Gill after they 
became inspired to take  
positive action to 
help the vulnerable, 
believing there was an 
opportunity to get the 
country’s homeless and 
rough sleepers into 
some of the 1.3 million 
vacancies expected to 
hit the hospitality sector 
by 2024.  

Since its launch 
in October 2018, the 
Manghams have worked 
to establish partnerships 
with charities, pub, 
restaurant and hotel 
groups across the 

country to help support 
homeless, ex-offenders 
and vulnerable veterans 
from the military find 
suitable employment in 
the hospitality trade. In 
the first year alone they 
have seen 50+ people 
placed in employment, 
thanks to Fuller’s, Greene 
King, PubLove, Young’s, 
Honest Burger, The Ivy 
Collection & Petersham 
Nurseries.  

Over the course of 
this year, OAPA hopes to 
help find a further 250 

people find work with 
the 32 employers signed 
up and participating  
in the scheme.  

Last November, OAPA 
launched its Winter  
Warmth campaign,  
collecting and distributing 
donated coats, blankets, 
sleeping bags and OAPA-
branded hand-warmers 
to rough sleepers to  
help them stay warm  
this winter.

Pedalling for Pubs was 
an idea thought up by Katy 
Moses Managing Director 
of KAM Media. Other cyclists 
include the BII’s former Chair 
Anthony Pender CBII of 
Yummy Pubs and Admiral 
Tavern’s David Wigham FBII, 
Chair of BII’s North Region. 

For more information 
on OAPA go to https://
onlyapavementaway.co.uk 
or get in touch with  
Greg direct. 

PEDALLING FOR PUBS  
TO RAISE MONEY FOR OAPA
BII’s London Chair Greg Mangham and his wife Gill are behind  
the charity Only a Pavement Away (OAPA), one of two organisations  
being supported by Pedalling For Pubs, a 335km bike ride across Jordan. 
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Making a difference  
to your small business
Specialising in support services for the hospitality  
sector, we are able to help you every step of the way.

From business 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

“ Russell Danks

AS WE ENTER THE NEW YEAR, ALREADY GRAPPLING WITH  
THE RESOLUTIONS TO ‘DO BETTER’, RUSSELL DANKS, MARKETING 
AND STRATEGY DIRECTOR AT PUNCH, PROVIDES FOCUS ON HOW 
TO DRIVE POSITIVE CHANGE WITHIN YOUR BUSINESS 

I recall reading a book whilst at university written by Joel 
Barker, a business futurist from Minnesota, that included 
a great insight on change: “Vision without action is 

merely a dream. Action without vision just passes the time. 
Vision with action can change the world.” 

So true. I see so many people changing things without  
a clear vision, ending up with those around them being in a  
state of confusion and misunderstanding. This is probably 
more common than people having a clear vision and failing 
to act, but this also exists, 
especially in big business, 
often resulting in inertia. 

I have been lucky in my 
career to have often been 
thrown into roles where 
there wasn’t a clear path 
to the future, the journey 
was yet to be written and 
there were people around 
me that were just waiting 
to have something to 
believe in and work 
towards; ultimately to be 
on a collective journey 
that is moving forward 
towards its destination. 

I am sure my legacy in most of my businesses will 
be ‘the man who put the strategic plan on a page’. It is 
common for businesses to spend forever coming up with 
a vision ‘strapline’ but to then put little thought into the 
workstreams, skills and resources that will actually get 
them there. They fail to describe what the output looks  
and feels like, underpinned by behaviours that people  

can aspire towards. Plus, most businesses take themselves 
too seriously, their plans are dull, too complicated and use 
language that is alienating to 99% of the people they are 
trying to inspire. Oh and by the way… profit is an output, 
not an input of the plan. 

People don’t just turn up to work to get paid, they turn 
up to be part of something bigger than just their day job, 
but you have to help them to believe.  

You have to be the one to take the first steps forward, 
that make it acceptable 
to do something 
different. 

If you watch the ‘Lone 
Nut’ on YouTube, this is 
me in my organisations. 
The ‘Lone Nutter’ 
is looking for first 
followers, and once you 
have those you can get 
to the exciting part. 
Getting people involved 
in what the future may 
look like, painting it 
so vividly they can 
see it and feel it; this 
envisioning is key to 

getting people to understand if change is worth their energy 
and time. After all, you can’t do this alone in business. 

Strategic change isn’t a side project, it’s about being  
clear on the things you will do and, more importantly,  
the things that you won’t. It comes from pro-actively 
creating a compelling reason to be different versus being 
hounded into change by one of your competitors. It comes 

An easy reference guide for managing complex 
change by Knoster 1991 

“PEOPLE DON’T JUST TURN UP TO WORK TO GET 
PAID THEY TURN UP TO BE PART OF SOMETHING 
BIGGER THAN JUST THEIR DAY JOB”

STRATEGIC CHANGE;  
creating a movement 



V I E W P O I N T

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

”PH
O

TO
: C

H
RI

ST
IA

N
N

 K
O

PE
KE

 O
N

 U
N

SP
LA

SH

with having a clear action plan to get 
there and most importantly creating  
a vision that generates a force so 
powerful that it inspires a movement 
that lives and breathes through every 
corner of your business.   

Creating a movement needs 
momentum and this requires effort, 
energy and excitement.  

Strategic change isn’t easy, but if 
you create the right culture, skills, 
resources and incentives, and deliver 
them in the right sequence (see the 
Knoster Model), then change becomes 
invigorating and thrilling not just for 
you, but for everyone engaged in the 
organisation both inside and out.  

You don’t need me to tell you that 
a focused and engaged organisation 
delivers more; more enthusiasm, more 
determination, more passion, more 
sales, more profit. Fact. 

Joel Barker’s book was Future 
Edge ‘Discovering the new 
paradigms of success’
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“Kanwar Gurmohan

It’s a bit of a cliché, but trying to find the right property to 
start your first pub business really is all about location, 
location, location. I spent three-and-a-half years 
looking for ‘the pub’ that ticked all the boxes in terms of 

location with the right demographic. Furthermore, it had to 
be in Surrey, for no better reason than it’s near where I live!   

After seeing somewhere in the region of 30 properties,  
in the end it came down to two sites, but the Surrey 
Cricketers in Windlesham not only ticked all the boxes in 
terms of business potential, but being a huge cricket fan, it 
somehow connected with me, so I knew 
it had to be ‘the one’ – although I was up 
against stiff competition. 

Fortunately, Star Pubs & Bars 
understood my vision and how I wanted  
to put a different stamp on the business.  

I’ve been a chef for 22 years and 
worked for Jamie Oliver for the last 
six years. I have learnt a lot over this 
time, not least, that if you have a high 
street restaurant, people have generally 
decided what they want to eat before they leave home, 
which basically reduces your opportunities.  

In a pub, people come in to spend time. They’re not in  
a hurry, they are there for pleasure, to have a few drinks 
and perhaps, when they’ve seen the menu, they will decide 
to stay for something to eat.  

What we have created here at the Surrey Cricketers, 
is a traditional pub with a quirky food offer. Pubs, if they 
have a nice interior, are good at selling beverages, but if it 

serves good food, food sales will grow the drink sales, so it’s 
important to get the food offer right.  

We have achieved (a few weeks after opening) 50/50  
wet/dry sales, but I’d like to increase our wet sales to 60/40 
– it’s a lot easier to sell a £20 bottle of wine than it is to 
create £20-worth of food. 

With this in mind, we’ve created menus and dining 
events to appeal to customers and to keep drawing them 
back – so much so, we have several daily diners. There 
are two businessmen who have dinner here every day for 

seven nights. They work in the music 
business and when they’re at home, 
they don’t want to cook. 

This pub has a link with the music 
industry – Ed Sheeran used to be a 
regular back in 2015-16, when his 
producer lived down the road. He has 
even worked behind the bar! 

Once a month we host a supper 
night. When I told people we were 
planning a ‘game night’ they all 

presumed we were putting on bingo, rather than preparing 
five courses – three of game, plus one cheese course and  
a desert – for £75 a head. Last October, we had a ‘beef  
and ale’ night, offering customers a five-course menu 
paired with Theakston’s ales – even brewery director, 
Edward Theakston, joined us for the night.  

We’ve introduced butchery classes, with demonstrations 
by our local butcher. After the course, the cuts are cooked 
and served to the participants, who are charged £50 a head.  

THE FORMER OPERATIONS CHEF FOR JAMIE OLIVER RESTAURANTS 
& EXECUTIVE CHEF FOR THE LORD MAYOR OF LONDON, KANWAR 
GURMOHAN BELIEVES PUBS ARE ‘WHERE IT’S AT’ – AND HE HAS  
PUT HIS MONEY WHERE HIS MOUTH IS TO OPEN WHAT HE PLANS  
TO BE THE FIRST OF MANY

“WE’D LIKE TO 
INCREASE OUR WET 
SALES… IT’S A LOT 
EASIER TO SELL A £20  
BOTTLE OF WINE 
THAN IT IS TO CREATE 
£20-WORTH OF FOOD”
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I never cease to be surprised 
by how much people are willing 
to pay for ‘quality’: imagine £700 
from a table of four! 

Jamie’s was once one of the 
biggest names on the high street 
and it taught me about people’s 
expectations. However, I’m not 
interested in the high street. The competition there is so 
fierce and prices are always being challenged – a three-
course meal for £12. How can you compete with that? 

Big companies, like Jamie’s, have immense buying 
power and centralised kitchens, which you don’t get 
running your own pub. But we are aiming for a 65-70%  
GP and hope to get there by buying cleverly. 

We are an experienced kitchen team at the Surrey 
Cricketers – 56 years of experience between us and that 
means we have the skills and techniques to do ‘detailed 
cooking’ and achieve the all-important GPs. 

For instance, we avoid buying the prime cuts and opt 
for ox tail, ox cheeks, neck of lamb, Barnsley lamb chops 
– all the classic cuts of meat that are being used less and 
less in our industry because people don’t have the skills any 
more. So many are buying in ready-made items and just 
dispensing them to customers. Even our game pates and 
terrines on our Christmas menu are all made from scratch. 

Homemade doesn’t have to be complicated. I think the 
average pub could stand out more by offering simple, but 
well-made hearty soups and stews. Comfort food, I call it, 
because it makes customers feel good.  

Also, I firmly believe in changing the 
menu regularly. I’ve known pubs that haven’t 
changed their menu for over two years. They say 
customers are happy eating the same things, 
but really they don’t have much choice. 

I believe you’ve got to keep evolving your offer. If you 
have a beef or venison stew on the menu, change it to 
Hunter’s Stew the following week or month. And if you’re 
stuck for inspiration, have a look at the ideas in Jamie’s or 
Ottolenghi’s cookbooks. These books aren’t designed for 
chefs, but they can inspire and give anyone working in  
a kitchen the confidence to develop their menu. 

We’re going to be using Ottolenghi’s barbecue recipes 
this summer. There’s nothing wrong with that.  

In June to August, we’ll be shutting the kitchen and 
just using the barbecue. People will be lured outside to 
be surrounded by the smells of food being freshly cooked 
before their eyes. Barbecues aren’t the easiest thing, but 
I’ve worked with a friend of Jamie’s, DJ BBQ, who has some 
excellent recipes. 

Success is about being in the right place with the right 
offer. I’d like to expand and have many pubs, but they won’t 
be a ‘copy and paste’ operations; each one will have its own 
USP [unique selling point]. My second, which I hope to have 
open around Easter-time, might be a fish eatery, or focus on 
live cooking, or be a great Italian pizzeria. But first 
and foremost, it will be in the right location. 

The Surrey Cricketers 
keeps customers 
interested by offering 
exciting dining 
occasions, from game 
nights to comfort 
food and summer 
barbecues
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VOTED THE ‘NATION’S FAVOURITE COFFEE SHOP’ FOR NINE SUCCESSIVE YEARS & THE UK’S 
MOST ETHICAL COFFEE SHOP BY AN INDEPENDENT PANEL OF CONSUMERS*, COSTA COFFEE  
HAS BEEN DESCRIBED AS BEING PART OF THE FABRIC OF BRITISH LIFESTYLES. HERE, 
VICTORIA MOORHOUSE, HEAD OF SUSTAINABILITY, SHARES COSTA COFFEE’S SUCCESS  
ON WINNING THE BATTLE FOR HEARTS AND MINDS.

energy, and not throwing as much 
away, will not only save you money but 
will also be good for the environment 
and your bottom line.  

Within the Costa Coffee business, 
our offering is very diverse. For 
instance, we have 2,600+ coffee shops 
in the UK and more than 1,300+ in 31 
international markets. Costa Express, 
which offers self-serve coffee, can be 
found in multiple sites such as service 
stations, local supermarkets etc, and 
our stores can range from commuter-
focused stores at train stations to 
high street and drive-thru facilities. 
Therefore, we have empowered our 
teams at store level to make decisions 
relating to their individual store and 
especially their local communities.  

Remaining sustainable  
as a business relies, as much as 
anything, on your ability to keep 
moving the business forward to keep 

up with the topical issues; 
constantly reviewing and 
updating your programmes 
around sustainability and 
acting in a way that is 
sustainable for your business. 

For Costa Coffee, one of the 
‘big ticket’ items that we have 
opted to do everywhere relates  
to the coffee cups and recycling 
– a very topical issue right 
now and a big concern for 
our customers, who want to 

minimise their plastic use and want  
to know what we are doing. 

We have recycled over 100 million 
cups since the scheme launched in 
the UK in April last year and work 
with Valpak, an independent body, to 
ensure that we have full traceability 
of every cup that is recycled through 
the scheme. When it comes to cup 
recycling we have adopted a leadership 
position in the market and this has 
been welcomed by our customers.  

Within the 2018 Edelman Earned 
Brand Report, which looks at belief-
driven consumer behaviour, there’s 
a powerful message that consumers 
want brands that invest in social and 
environmental issues – with ‘one in 
two people’ identified as being “belief-
driven buyers”. Our environmental 
programme works on the basis of  
a circular economy, where the impact 
filters down into everything we do. 
For instance, coffee grounds are  
a by-product of the coffee we serve, 
seeing this as a valuable resource, 
rather than waste product, several 
years ago we partnered ‘bio-bean’, 
a clean technology company that 
transforms coffee grounds into  
bio-fuel. To date, we have recycled 
over 10,000 tonnes of coffee grounds 
from our stores into bio-fuel.  

Food waste is another big and 
emotive issue for the consumer. We 
do a lot of work on food waste with 
community programmes, where we 
can donate our food surplus at the end 
of the day to local charities. Several 
stores are doing that locally and we 
also partner with charities, like Fair 
Share, on a national level too.  

“USING LESS RESOURCES AND ENERGY AND NOT 
THROWING AS MUCH AWAY WILL NOT ONLY  
SAVE YOU MONEY BUT WILL ALSO BE GOOD FOR  
THE ENVIRONMENT AND YOUR BOTTOM LINE”

Victoria Moorhouse 

Sustainability, however you 
look at it, can be broken 
down into three pillars: the 
environment, the product 
(which for us is the coffee) 

and the people.
When it comes to environmental 

issues, it’s about minimising any 
impact you have by reducing waste, 
looking at the resources you use, 
carbon reduction (using renewable 
energy), your social impact and how  
you engage with your local community,  
as well as the broader communities 
that are impacted throughout the 
supply chain. 

On top of all that, there’s also the 
economics, as with anything you 
do, it has to be economically viable 
otherwise it doesn’t make business 
sense to do it. 

That said, there are obviously some 
win, wins. Using less resources and 
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With food waste, we follow the 
principle of the ‘food waste hierarchy’, 
which is, to start by reducing ordering 
to minimise waste right from the start 
and to try and sell everything by the 
end of the day. We have 100 stores 
working with the company Too  
Good to Go, which allows customers 
to buy food at the last hour  
of the trading day at  
a reduced rate, and 
then any surplus 
goes to charity. 
We partner with 
charities that 
redistribute food 
to vulnerable 
people – in 
London it’s the 
Felix Project and 
in Hull, OLIO.  
And ultimately, if we  
can’t sell it or give it 
away, we send it to 
anaerobic digestion.  

To get all our 
team members 
on board, we 
have established 
programmes within 
the business that 
every new team 
member is exposed 
to. Our training is 
tailored too, so that 

everyone knows what we are doing. 
We also have a network of champions 
responsible for fundraising for the 
Costa Foundation charity 

In store, we promote our recycling 
points and we have a community 
noticeboard. Coffee shops, like pubs, 
are fantastic places for people to meet 

and talk and we’ve linked 
up with the Chatty 

Café scheme, which 
brings people 

together by 
designating 
tables for 
Chatter & 
Natter – in 
fact we were 

the first major 
brand to roll 

the scheme out 
nationally. We 

promote the Refill 
campaign too, offering 

to refill people’s water 
bottles for free, another nationally 
recognised scheme that we are 
involved with.  

We aim to make our stores as 
efficient as possible. As well as 
using the most efficient equipment 
we also ensure all our store use only 
LED lighting.  We only purchase 
energy from 100% renewable 
sources and have a number of sites 

with solar panels providing power 
direct to the store. 

On the coffee side, we source 
sustainably and invest in the long-
term sustainability of coffee.  
All of our coffee is Rainforest Alliance 
certified – Costa Coffee was the 
first coffee business in the UK to do 
this and it is something that we are 
incredibly proud of.  

We also have our Costa Foundation, 
as mentioned earlier, which is an 
independent charity which we set 
up over 10 years ago with the mission 
to eradicate poverty in the world’s 
poorest coffee-growing communities 
by providing children with access to 
quality education. We are currently 
working in 10 countries worldwide, 
where we have built more than 80 
schools, educating 85,000 children.  

Focusing on the three pillars of 
‘environment, the product and people’ 
allows us to invest sustainability into 
every cup we sell, a message that is not 
lost on the consumers, who perceive 
Costa Coffee as their most favourite 
and most ethical coffee shop chain. 

* Allegra World Coffee Portal, one of the leading 
information platforms for the coffee industry, 
asked its independent panel of 3,121 consumers 
‘what is your favourite coffee shop’ with 51.4% 
citing Costa Coffee; when asked ‘in your view, 
which of [choice of 100 major UK coffee chains] 
is the most ethical, Costa was voted top.
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Wells & Co pub partners Andy & Tracey 
Gordon, who operate The Jolly Coopers 
in Flitton, have opened their second 
pub in Bedfordshire, The Compasses  
in Greenfield. 

The property, which has been part  
of the Wells/Charles Wells’ estate for  
a number of years, has been extended  
as well as the interior made ‘open plan’ as  
part of a major redevelopment, which  
included knocking two rooms into one 
to create maximum trading space. 

The Compasses is now operating 
as a ‘craft beer bar and restaurant’, the 
first such venue in the area, while also 
offering customers premium food and 
regular entertainment.

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

The £600,000 is part  
of an overall £2.4m Wells 
& Co has earmarked for 
developments in its Pub 
Partner (tenanted) estate 
for the current financial 
year, which runs until 
September 30, 2020. 

Acquired from Punch 
Taverns in 2009, The 
Metropolitan underwent  

a major refurbishment last 
summer to “unlock the 
pub’s potential”, said Retail 
Development Manager 
David Wilson. It now 
includes a coffee shop 
on site, a carpark and 
an underground bar for 
events, to include comedy 
and open mic nights. Since 
opening, the pub has been  

trading strongly, with sales  
in excess of £20,000 a week. 

Although marketed  
as a premium, wet-let 
venue – which provides 
it with a strong point-
of-difference in an area 
dominated by pub 
restaurants, explained 
Wilson – it also boasts 
an open kitchen offering 
a range of pizzas and 
sharing platters.  

New pub partners 
Matthew Fletcher and 
Donice Souse, who 
operate four other Wells 
& Co pubs, took over The 
Metropolitan last August, 
when the site reopened 
under its new name. 
They are joined by their 
daughter Claire, who had 
been General Manager  
at The Falcon in Bletsoe. 

METROPOLITAN TRADING STRONGLY  
AFTER WELLS’ LARGEST INVESTMENT 

THE COMPASSES POINTS  
GORDONS IN MULTIPLE  
DIRECTION

The Metropolitan in Little Chalfont, previously called The Sugar Loaf,  
is celebrating the start of the New Year having been the beneficiary  
of Wells & Co Pub Partners’ largest investment to date at £600,000. 

THE CARTVALE IN BUSBY 
NEAR GLASGOW, saw a £385,000 
investment by Star and the pub’s new 
operator Andy Crossan. Star operates 
more than 50 pubs in the Glasgow area, 
including 15 in the city centre. This is the 
third site to receive investment in the 
area, taking its total expenditure in 2019 
to £800,000. Pictured above: Star’s  
Area Manager Campbell Dorward with 
licensee Andy Crossan and MP for East  
Renfrewshire, Paul Masterton. 

GREEN & SALMON, the multiple operator 
based in Manchester and Birmingham, run by 
former The Restaurant Group Managing Direc-
tors’ Jason Green and David Salmon, opened its 
first site with Star in November. The Greyhound 

in Boothstown, Worsley, became 
the Coal & Cotton following 

a £750,000 joint invest-
ment, which included 
the development of 
a micro gin distillery 
to produce its own 
brand Boothstown 
Gin. Green & Salmon 

plans to grow its estate 
from three pubs to 12 

within the next five years.   

THE OLD ROPE WALKS 
pub group opened its fifth 
site, its third with Star, on 
November 28, following a joint 
£750,000 investment. On  
Renshaw Street in Liverpool, 
the newly named The Butterfly 
& The Grasshopper, has 
been extended over 
three floors and in-
cludes a new first floor 
kitchen. Selfridges’ 
former Group Head 
Chef, the renowned 
David Gale will lead  
the kitchen team  
as Executive Chef.

STAR ENDS 2019 WITH RECORD-BREAKING REFURB SPEND
Star Pubs & Bars, which invested a record £50 million in its estate over 2019, 
resulting in major transformational refurbishments for almost 150 pubs, 
celebrated a number of reopenings over the last quarter:
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LIBERATION CELEBRATES 
REFRESHED SITES 

PLUS REFURBS IN TENANTED ESTATE 
Brakspear is also celebrating refurbs of three of its 
tenanted and leased pubs: The William Bray, which 
is run by General Manager Stephanie Bystram, who 
works alongside tenants Alfie  
and Janine Hunter (pictured),  
who also have another 
pub in Guildford  
and Salisbury.

In Croydon, south 
London, The Joker 
has reopened as 
The Store, to pay 
homage to its roots 
as a Sainsbury’s 
supermarket. 

DODO AIMS TO 
HAVE BEST GARDEN 
IN READING
Brakspear is also in  
partnership with the Dodo 
Pub Company, which has  
a mission to save and  

maintain good local 
pubs. Dodo recently 
took over Prince of 
Wales in Caversham,  
Berks, which  
reopened as The 
Last Crumb (BII  

News, autumn 2019).

RINGING IN THE CHANGES 
AT THE SIX BELLS
The Six Bells in Fulbourn village, near 
Cambridge, reopened after a £350,000 
investment from Punch, which saw this 
historic 15th century pub benefitting 
from a full redecoration and garden 
improvements. 

Experienced publican Donna 
Perry, whose family runs an award-
winning taxi firm in nearby Thetford, 
was appointed licensee ready for the 
reopening last autumn. 

GOLDEN PURCHASE FOR BRAKSPEAR 

The well-known local pub 
takes its name from the 
nearby West Wycombe 
Hill, where the tower of 
the church of St Lawrence 
is topped with a golden 
ball and forms part of 

the Dashwood family’s 
mausoleum and the 
notorious Hell-Fire 
Caves. 

Tom Davies, 
Brakspear chief 

executive, said, “We’re 
delighted to be adding 
the Golden Ball to our 
managed division.”  

He added, “We’re very 
happy with the growth 
of our managed estate, 
which we started six 
years ago. While each 
pub has its own individual 
character, they also have 
some shared features that 
help customers to identify 

them as a Brakspear 
managed site, which will 
encourage them to visit 
other pubs in the group, 
knowing they’ll experience 
the same top quality.” 

PUNCH INVESTMENT  
CONTINUES APACE
The Duke of Rothesay in the coastal 
village of Heysham in Lancashire 

reopened in November 
after a £250,000 by 

Punch, which owns 
and operates 
1,300 properties 
and has plans 
to invest £34m 
over the next  
12 months in 

pubs with ‘the 
right publicans’ 

running the sites.  

New publicans of the Duke of Rothesay 
Kevin and Angela Lavin have more than 
20 years’ experience of running pubs, 
bars and restaurants both in the UK and 
overseas, and also own a popular coffee 
shop nearby. 

Kevin Lavin said: “It’s great to be here… 
we have lots of exciting plans.” 

The Liberation Group, with pubs  
in the Channel Islands and England 
(under the Butcombe Brewery brand),  
has revealed a busy few months, 
refurbishing and relaunching  
a number of its sites, including: 

Brakspear has bought the Golden Ball in 
Pinkneys Green near Maidenhead Berks  
taking its managed estate to 15 sites.

THE ROYAL OAK IN  
PRESTBURY NEAR  
CHELTENHAM,  
the 16th Century pub  
which was previously  
featured in The Daily 
Telegraph’s ‘Top 70 
inns in Britain’, has 
been remodelled with  
internal walls removed 
to create a larger dining 
space. One of the brand-new areas  
can also now be used for functions  
or private dining.

Managing Director of Liberation, 
Jayson Perfect, said: “We’re delighted 
with the new, fresher look and feel. 
Since we acquired the business two 
years ago, we have invested in the rear 
garden areas but this is the first time 
that we’ve updated internally.” 

THE QUARRYMANS ARMS 
NEAR BATH, which has four  
ensuite bedrooms, underwent  
a complete makeover to bring  
a “much loved building” back to 
life, complete with “enormous 
pictured windows” providing  
magnificent views over the Box 
Valley. The snug, which can host 
small functions and private dining, 
has been treated to a revamp including  

the creation  
of a unique  
fire surround 
designed as 
a 1/50th scale 
replica of the  
Box Tunnel  
[a Grade II list 
railway tunnel]  
entrance.  
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THE THIRSTY BEAR ON LONDON’S SOUTH BANK WAS THE PERFECT VENUE  
TO LAUNCH AND ROAD-TEST TABOLOGY, TECHNOLOGY THAT TAKES THE ‘BAR TAB’ 
INTO THE 21ST CENTURY. THE BII’S ELEANOR KIRBY MET THE CREATORS OF THIS 
TECH START-UP TO SEE HOW THEY HAVE REVOLUTIONISED THE SERVE 

BAR ON TAP,  
WITH TABOLOGY’S  
INVENTIVE SELF-SERVE TECH   

 ‘Pub revolutionised’ reads  
the header on the website of 
The Thirsty Bear and, as visitors 

walk up to the first floor, they can 
see why. Tabology creators Ali Rees 
MBII and Phil Neale MBII have raised 
the bar – or more accurately removed 
the need for it – by creating a whole 
new experience for customers: a new 
generation of pub using ‘Tabology’s 
PourTabs’, where customers can pull 
pints themselves.  

The idea was developed on a train 
journey home after a friend’s birthday,  
a frustratingly poor night out, which 
led to Phil and Ali getting inventive 
about how to buy drinks at a bar. 
“We had spent all of our time getting 
drinks as the staff weren’t able to serve 
quickly enough, so we thought, there 
must be a better way of doing this.”  

Then they came across The Thirsty 
Bear. “It was a little old-fashioned 
boozer, the whole of the upstairs was  
a function room and it had a big bar 
that dominated the space,” said Phil. 

Feeling inspired, they left their jobs 
in IT to focus on creating their own 
tech solutions, with The Thirsty Bear 

This revolutionary way of running 
a bar makes a lot of business sense too, 
as Ali explained: “If you let someone 
run an open tab, they are probably 
going to spend more money.” 

He continued: “Pub operators 
are sometimes taken aback, saying: 
‘What? I can see on my phone what  
my takings are for the day?’ 

“As publicans ourselves, we 
understand the importance of being 
able to get trading information 
quickly. Functionality for the licensee 
is at the heart of how we developed  
the Tabology systems,” said Ali. 

“Every week, our systems email  
the sales figures comparing them to  
the previous week and against last 
year, as well identifying things like 
our top selling products.”

He said: “Publicans can’t afford  
to spend time looking at spreadsheets, 
so downloading our stats for the week 
or year instantly helps.”

 Ali, at this point, was keen to 
pay tribute to their ‘super geek’, 
Tabology’s Chief Technology Officer, 
Ian Berry, who was responsible for 
transforming their great ideas into 

about to become the perfect place  
to showcase their new products.  

As the new, joint pub managers, 
the pair immediately set about 
revolutionising the pub – quickly 
seeing good results. Ali explained:  
“It was great. Numbers were up by 
70% almost straight away, even in  
our quieter months.” 

With The Thirsty Bear open for 
business and using their three 
Tabology bar tech solutions, Phil 
and Ali had the great advantage of 
being able to identify and correct any 
teething problems at “our own cost 
and on our own time”, said Ali. 

The Tabology solutions:  
  BarTab  – an EPOS system, 

designed specifically for pubs  
and bars

  PourTab, a self-serve beer system, 
which creates a talking point and 
drives customers to your venue

  TableTab, an iPad menu ordering 
system, designed to transform 
your customers’ experience, while 
creating an environment where 
they will want to order more 
frequently and stay for longer.

Every system has 
been designed with 
both the publican 
and the end 
customer in mind. 
Tabology makes it 
easier for publicans 
to keep track of 
their profits, while 

customers aren’t at the mercy of a busy 
serving staff and are empowered to 
pay for, and even pour their own beer, 
at the very moment they want to. 

Beer walls – self-service 
systems with multiple taps

Ali Rees (top)  
and Phil Neale

“FUNCTIONALITY  
FOR THE LICENSEE  
IS AT THE HEART 
OF HOW WE HAVE 
DEVELOPED THE 
TABOLOGY SYSTEMS”
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choose what will  
work best, what you’ll  

be able to signpost your 
customers to easily. It’s better  
to simplify your offering than 

bombard customers with  
choices that can be  

overpowering.

amazing ‘real  
world’ products.

 And for anyone 
with concerns that  
more tech coming into 
the pub can’t be good for 
the sociality of the hospitality 
sector, Tabology is quick to 
explain that its systems 
actually create more time 
and space for better quality 
social interaction all round. 

“That has been peoples’ 
biggest concerns, but we’re 
only eliminating the uninspiring 
interaction of ‘what can I get you?’ 
meaning that people are spending 
more time with the people they  
want to be with, rather than missing 
out each time they get a round in,” 
said Ali. 

“In fact, I’ve seen loads of people 
connecting over PourTab, it’s  
a great conversation piece.” 

On a larger scale, Tabology has 
installed beer walls (self-service 
systems with multiple taps) and,  
while age verification is still most 
accurately carried out by trained 
staff on the floor, far from replacing 
anyone, the technology simply frees 
staff from being kept behind the bar. 

As tech enthusiasts, publicans and 
passionate supporters of the pub, 
every element of Tabology has been 
designed with to add to the great  
pub experience. www.tabology.com
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Tabology is a BII Marketplace Partner,  
find out more by visiting their website:  
www.tabology.com or calling them  
on 020 7788 7638 and quote the BII. 

“We love 
pubs,” said Ali. “We 
have basically merged together two  
of our hobbies, pubs and tech!” What 
better combination to address the 
key issues of on-trade service and 
solutions now and in the future?

REASONS TO TAKE  
THE TAP TO THE TABLE:  

It’s fun to pour a drink! People  
tend to chat to each other more 
than they would if their friend  

was stuck in a queue  
at the bar.With taxes  

going digital, having  
records that are easy to 

access and filed correctly  
is a convenient approach. 
BarTab posts your sales  

to your accounts  
system for you.

If you are  
running a busy pub  

and the alternative is  
that people queue up at  

the bar, PourTab will  
help divert some of  

the pressure.

One of our  
strengths is that we  

know the industry, we run 
our own pub, so it’s really 

useful for us to  
understand what model 

licensees need.



THE ORIGINAL PUB STOCKTAKERS

Visit venners.com/bii (Quote your BII Membership No - *T&Cs apply)

See your stock results improve

Your Stocktaking 
Solution Includes:

Flexible plans

Local stocktakers

No contracts

Advice & Support

Same-day results

 

Maximised Profits. Op�mised Controls.
venners

MAXIMISED 
F&B PROFIT

REDUCED 
SHRINKAGE 

HIGHER 
YIELD 

Discounts apply for 
BII Members* 

BII Mag_Ad_210x297mm.indd   1 08/03/2019   16:03:02
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ONE SMALL ACTION CAN CREATE A BIG REACTION:  
CHISOM NWOLISA, OF ENERGY AND UTILITY-SAVINGS 
EXPERT BEOND, HIGHLIGHTS THE BUSINESS BENEFITS  
OF SWITCHING TO GREENER SOLUTIONS

SMALL ACTIONS = 
MASSIVE RESULTS 

In August 2018 a child, Greta 
Thunberg, aged just 15 skipped 
a day of school in protest. Fast 
forward to September 20, 2019 

and four million people from over 150 
countries took part in a global climate 
strike. Nothing’s too small to make  
a difference. 

With four million 
people now having 
joined her, proving 
one small action is all 
that is needed, it’s no 
longer acceptable to 
say, ‘It won’t make  
a difference’. This has 
been witnessed in 
the mainstream with 
consumers seemingly 
laser-focused on 
environmental issues 
– and with great effect. 

Take the plastic 
straw. A few years 
ago, it would have 
seemed ridiculous 
for a customer  
to not return to  
a venue just 
because it used 
plastic straws, but 
now this is not only 
common practice, but 
the straws themselves are 
set to become illegal this April.  

The success of independent 
‘craft’ companies too illustrates how 

consumers are prepared to spend 
more to buy locally sourced, more 
sustainable products from businesses 
they trust do the right thing. 

Tackling climate change requires 
a change of behaviour, but this can 
be used to bring equal benefit to your 

businesses. Whether 
this is swapping 
your bulbs over to 
LEDs, or switching 
to a cleaner energy 
supplier, both of 
these examples can 
actually SAVE your 
business money, 
which you can 
choose to reinvest, 
or just improve your 
bottom line. And 
when communicated 

well, these are 
messages that help 

grow your business 
through the 
acquisition of new 
customers, at NO 
extra cost to you. 

Consumers 
have shown they 

are willing to 
change. They’re just 

looking for businesses 
that are too.  

Have a chat with Beond to 
talk through the sustainable options 
available to you.  Email us: info@beondgroup.com   

or call: 0208 6347523

SPOTLIGHT ON  
THE POTENTIAL 
SAVINGS

LEDs = profit in under  
three months  
If you use a light for four hours a day 
the payback time is only 10 weeks! 

Source: The Guardian 

Ceiling fans can keep you 
warmer as well 
Recirculate warm air after it rises  
to the ceiling by running your fan 
on its lowest setting in a clockwise 
direction. This will push warm air  
back down keeping you warmer. 

Source: Home Guides  

Is it a bit chilly?  
Windows are responsible for  
25-30% of your buildings heat loss. 
Save money and heat by upgrading 
to double glazing. Worried it’s too 
expensive? Try secondary glazing!  

Source: Energy.Gov 

“Paper straws  
are fast becoming  

the norm with  
a ban on plastic 
straws coming  

this spring”
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Card Payments like no other
At Paymentsense, we like to make things simpler for our customers. 
So, we’ve partnered with BII to deliver the kind of payments service 
you’ve always wanted. A service that makes your life easier, cuts your 
costs and gives you piece of mind.

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

Better Rates
Never pay a penny more than necessary 

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

your current provider up to £3,000 

Get your cash in quicker
With Next Day Settlement  

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

For more information visit 

www.paymentsense.com/uk/partners/bii/

T&C’s apply.
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WAITING STAFF ARE NEEDLESSLY WALKING THE EQUIVALENT OF THOUSANDS OF MILES,  
WHICH IS GREAT FOR THEIR WAISTLINES BUT BAD FOR YOUR BOTTOM LINE, EXPLAINS  
THE CARD PAYMENT SPECIALISTS FOR SMALL BUSINESSES, PAYMENTSENSE 

W aiting tables is physically 
demanding work. The 
average two-shift day is 

a long time to be on your feet. Yet, 
surprisingly, in many restaurants and 
pubs, much of the legwork is entirely 
unnecessary. 

We’re not talking about the meeting 
and greeting, or the fetching of 
menus, or the delivery of yet another 
Argentinian red to that lively executive 
lunch party at Table Seven. This is 
about the method of taking payments. 

You see, in some establishments, 
sorting out the bill is not exactly  
a model of efficiency.  

For example, let’s say Table Seven 
reluctantly decides to settle up and 
head back to the office. They signal  
to the waiter, who walks over to the 
till and returns to present the bill. 

When they’re ready to pay, he/
she fetches the terminal, takes each 
payment in turn and makes a note of it.  

pointless walking about. 
Our waiter can head over to Table 

Seven with his terminal. He can then 
split, settle and print the bills direct 
from his card terminal and close the 
table on the spot – perhaps even while 
enjoying some light-hearted banter 
with the tipsy execs. 

That’s another advantage of 
integrated payments: the time saved 
on walking about can be used to 
ensure the customers have a great 
experience. And in the end, surely 
that’s what good service is all about. 

To know more about Integrated Payments, 
visit www.paymentsense.com/uk/
partners/bii/ 

Once this is done, the customers can go,  
but the waiter still needs to walk back 
to the till and reconcile the amounts. 

It makes you wonder how much 
ground a waiter might cover in an 
average working year at a medium-
sized restaurant. Our own quick  
(and conservative) estimate ran  
to 70 miles per annum. 

For 20 pubs, each with three 
waiting staff, that’s a combined total 
of 4,200 miles  – slightly farther than 
flying from London to Delhi. Very 
good for staff waistlines; somewhat 
wasteful on the business bottom 
line, especially once you consider the 
related issue of slow table turnover. 

THERE IS A SOLUTION 
It’s called ‘integrated payments’ and it 
involves linking together the software 
of terminals and tills ‘in the cloud’.  
So, paying into one is the same as 
paying into another – hence no more www.paymentsense.com

TOO MUCH WALKING  
CAN BE BAD FOR YOUR  
BOTTOM LINE
 



trailapp.com/bii
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 www.trailapp.com/BII  

SCORE ‘5’  
EVERY TIME 

TOP WAYS TRAIL  
CAN HELP YOU GET  

A HYGIENE RATING OF ‘5’ 

PERFECT RECORD KEEPING
Trail is a complete historical record  

of all activity, time and date  
stamped with evidence attached 

where needed. 

BUILD THE RIGHT HABITS
Trail tells the right person at the  

right time what needs doing, so good  
hygiene becomes second nature. 

VISIBILITY
Daily reports and scores give 
managers peace of mind that 

everything is being done correctly.  

IMPROVE STAFF KNOWLEDGE
Tips, videos and guides can  

be added to any task to make sure 
they are always completed correctly.   

BOOST YOUR SCORE
Turn any actions from your  

previous inspections into daily  
tasks to make sure you get 5-points  

at the next inspection.

SCORES ON THE DOORS 
Displaying your rating is compulsory 
in Wales and Northern Ireland, 
and it’s only a matter of time before 
England and Scotland join them. JustEat 
has already listed the rating for all its 
restaurants in the app. 

With customers more aware of food 
safety than ever, you need a top score  
on the door to protect the reputation 
you’ve built. 

HOW WOULD YOU FEEL  
IF AN EHO* WALKED IN 
RIGHT NOW?   
Even with the best intentions, paper 
checks, spreadsheets and email chains 
can make it really hard to know what’s 
actually being done in your pub each 
day. This is especially true if you’re not 
always on site. 

GO DIGITAL 
Trail is a new app that helps pubs 
stay compliant, run more efficiently 
and get control of all the daily jobs. It’s 
trusted by some of the biggest pub 
groups, including Ei Group, BrewDog  
and the New World Trading Co. And now 
it’s available for independent pubs too. 

The simple app replaces your existing 
paper checks and comes loaded with all 
the daily tasks you need to get a 5-point 
hygiene rating. It works on any device  
in your pub so each team member 
knows what to do and when to do it. 

IDENTIFY IMPROVEMENTS 
BEFORE IT’S TOO LATE 
Even if you’re already running a tight 
ship, can you always be sure that 
something won’t get missed? By the 
time you’re inspected by an EHO 
(*Environmental Health Officer) it’ll 
be too late.  

Trail takes the guesswork out. Each 
day your pub gets a score that tells you 
exactly how the team is performing, 
allowing you to resolve any problems 
and be confident of getting 5-points in 
your next inspection. 

BII member Richard Moore from The 
Victoria Walshaw in Bury has maintained 
a steady score of 5-points in his pub and 
has recently started using Trail. “It gives 

me much better control over what’s 
happening in my pub. You can’t 
wait until an inspection to find out 
if everything is being done right. 
Trail makes it much easier to get 
day-to-day visibility over what’s 

actually getting done.” 

EVEN WITH THE HIGHEST STANDARDS, IT’S EASY FOR SOMETHING TO GET MISSED. AND YOU JUST 
KNOW AN INSPECTOR WILL SPOT IT. JOE CRIPPS FROM TRAIL, THE WORK MANAGEMENT APP,  
REVEALS THE SECRET TO THAT ALL-IMPORTANT 5-POINT FOOD HYGIENE RATING
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IF YOU THOUGHT CHOOSING AN INTERNET PROVIDER WAS JUST ABOUT WIFI SPEEDS AND KEEPING 
CUSTOMERS HAPPY, IT’S TIME TO THINK AGAIN AND DISCOVER A WORLD OF POSSIBILITIES,  
SAYS JACKIE CHANDLER, GLOBAL MARKETING LEADER FOR MERAKI GO 

That box – the one with 
unknown buttons and 
flashing lights. What if I told 
you that box, your internet 
router, had the potential to 

make your business more profitable, 
receive better reviews and provide top 
level security? It’s not a pipe dream and  
it doesn’t have to cost a fortune. Now,  
before you turn the page, thinking to 
yourself, “I’m just fine, thank you”, 
consider this: most internet routers are  
difficult to operate, challenging to  
customise and have few, if any, features.  
In short, they provide access to the 
internet, not value to your business. 

Business needs* 
  Reliable service and fast connections
  Security against cyber attacks 
  Flexibility & support for growing  

a business

Guest needs**  
  87% of customers access the 

internet at restaurants and bars 
  69% of Brits work from cafes  

at least twice a week 
  50% of customers will spend  

more money if there’s WiFi 

app to do all sorts of things, including: 
  Seeing who’s on your network and 

what they’re doing, from anywhere 
  Prioritising the important  

things, like point-of-sales systems  
or accounting software 

  Creating custom WiFi landing pages  
to promote your business to visitors 

  Seeing how many visitors pass by  
versus come in, how long they stay, 
and how often they come back  

  Understanding popular times  
and customer trends 

The fun stuff 
Have you ever considered running  
a promotion, but don’t know how to 
judge if it has been effective?  

With guest insights, you can 
quickly see if doing different things, 
like placing a sign outside or running 
a pub quiz, brought in more visitors, 
or kept them for longer. You can try 
different approaches to increase sales, 
like putting an offer on your WiFi  
landing page or giving repeat visitors 
VIP treatment. And, as your business 
grows or changes, you can easily adjust 
the amount of network gear you need. 

Chances are, your current network 
router doesn’t allow you to create these 
types of custom guest experiences. 

It’s not just about having an 
internet connection, it’s about 
keeping customers happy as 
well as attracting new ones.

  37% of customers actively choose 
a coffee shop based on it having good 
WiFi, not good coffee 

  41% of millennials won’t even go  
to a bar that doesn’t have WiFi **

Luckily, you don’t have to choose 
between business essentials or 
customer happiness. 

So how do you stand out in the  
crowd? There’s an app for that…  
and its name is Meraki Go.  
Meraki Go is a WiFi and network 
solution for small businesses that’s 
controlled from a mobile app. But it’s 
more than just WiFi access points, 
network switches and a security 
gateway. It’s a self-managed system 
that helps you build a better brand  
by attracting new customers, exciting 
and engaging existing customers, and 
optimising business opportunities.  

Meraki Go is simple, secure, and is 
brought to you by Cisco, the world-
leader in networking, so it’s a brand 
you can trust. 

It’s DIY and in less than 10 minutes, 
you can be up and running, using the 

INTERNET SOLUTIONS  
THAT ADD VALUE TO YOUR BUSINESS
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It’s not just all about your customers 
either. You can use this information 
to plan staffing and inventory, or even 
make business decisions on when to 
open or which utilities to use less. 

This really is more than just your 
typical network router. It’s your better  
business, happier customers, increased  
profitability, power in your hands 
networking solution. All  
at an affordable price. 

It’s time to push that 
mystery router into the 
corner. Meraki Go is so 
much more than just 
access to the internet. 

It’s your business’  
secret weapon  
When every pound 
spent needs to work 
harder, Meraki Go 
gives you the tools 
to transform your 
business.  

We listened
  Simple, self-installation 
  Cost effective 
  Customisable tools 
  Built-in support 
  Remote viewing and control 

We understand that every business 
is unique and looking to stand out 
from the competition. With built-in, 
step-by-step instructions on how 
to get started, a support team, and 
analytics that can increase revenue 

and efficiency, Meraki Go is designed 
to make businesses better.  

And it can help prevent poor user 
experiences, apps not performing  
and guests leaving bad user reviews! 

With Meraki Go, business critical 
services like email, accounting, and 
point-of-sale can be prioritised over 
less important ones, like streaming 
HD videos or downloading software 

updates. In real-time, 
you can see which of 
these applications and 
devices are consuming 
the most data, and then 
set limits on them. 

When every pound 
spent needs to work 
harder and do more, 
Meraki Go gives you the 
tools to transform your 
business.

Protecting yourself 
Over 40% of businesses 
are using a home router 
in their business, but 

those devices don’t offer adequate 
protection. Meraki Go provides the 
same technologies used by the biggest 
Fortune 500 companies, as well as 
optional cyber threat protection 
backed by Cisco, the world’s largest 
cyber-security company. This means 
that you can stay safe from hackers 
and prevent guests or employees from 
downloading malicious content. 

Rather than having to 
constantly check, the Meraki 
Go mobile app will alert you to 
heavy usage or if the internet 
connection drops, allowing you 
to disrupt any negative impact. 

On-site or on the go, being 
cloud-based and app-managed 
means you can stay protected 
with automatic updates. 

 So, what are you waiting for? 
Get started at meraki-go.com. 

www.meraki-go.com

* Wakefield: Understanding Perceptions  
and the Buyers’ Journey, Quantitative  
Report of Findings Among Small  
Business Owners, May 2019.

** Purple: WiFi Trends in Bars and  
Restaurants, https://purple.ai/blogs/wifi- 
trends-in-bars-and-restaurants-2016

When every  
pound spent needs 

to work harder  
& do more  

Meraki Go gives 
you the tools  
to transform  

your business”
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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

RUNNING A PUB IS HARD WORK AND FAR TOO OFTEN THE STRATEGIC STEPS NEEDED  
TO GROW GET PUT ASIDE IN ORDER TO DEAL WITH THE NEVER-ENDING OPERATIONAL  
DEMANDS. BUT HERE ARE 10 EASY WINS TO MAKE A DIFFERENCE IN 2020 FROM  
LICENSED TRADE ACCOUNTANTS INN CONTROL  

www.inn-control.co.uk

ONE 
FOOD DOESN’T HAVE TO BE GASTRO
There are lots of other options that can 
produce great margins for you. Speciality 
offers such as burgers and pizza are on 
the rise. Small menus with controllable 
margins can reap dividends.  

TWO
TRAIN YOUR STAFF OR WATCH 
THEM DO IT WRONG...
Don’t play the blame game. Invest by 
engaging with, and training, your 
staff to perform better, it will 
save you time and make them 
happy. What seems obvious 
to you may not be to them.

THREE
SWEAT YOUR SUPPLIERS
Ensure you are getting the 
very best deals – face-to-face 
meetings help, so invite them  
to your site regularly. 

FOUR
GET SYSTEMS WRITTEN DOWN
From the ingredients of your dishes  
to your cash handling, getting systems 
documented will help your team avoid 
mistakes and stop any profit leaking. 

FIVE
THINK OUTSIDE THE DRINK
Open your revenue streams and drive 
people into your pub. From offering  
a parcel drop off service to putting on 
events, it all adds value and gets people 
through your door.
 

If you’re already doing everything 
listed, then why not set the bar 
higher and aim for more? 
As a BII member we can offer your 
business a free-of-charge review and 
health check. So don’t be shy, call us on 
01604 815715 or email info@inn-control.
co.uk. A friendly chat is always waiting. 

 

SIX
GO FOR THE EASY SAVINGS FIRST
Just having costs assessed and suppliers 
swapped by our team has saved  
our clients thousands – without them  
having to do anything other than  
give permission! 

SEVEN
TRACK EVERYTHING
The big internet innovators recognised 
the power of data early on. For you, this 
could be covers, sales split, weather…  
a whole host of things to make your job 
easier year-on-year, from working out 
rotas to getting stock levels correct. 

EIGHT
GIVE YOUR STAFF  
THE POWER OF KNOWLEDGE
It’s one thing to ask a member of staff  
to sell something, but quite another to 
help them understand why. The more 
they know, the better they will sell.  

NINE
A FRESH LOOK AROUND
Take time to sit in your own pub. Walk 

through, from outside in, and put 
yourself in your customers’ shoes  

to see what they will experience 
and what needs fixing – and fix it!

TEN
USE OUR FREE CALENDAR  
TO PLAN AHEAD
Every month has something 
that you can market to coax 
customers into your bar. It’s 

not just about the big events, 
but lesser-known anniversaries 

and celebrations can be used to 
fill your planner and your pub. Our 

calendar is packed with useful dates 
that can help eliminate the quiet times, 
and make the bills you pay all the time 
less of a problem in quieter periods. 

INN CONTROL’S 10 TIPS  
 to keep on track in 2020
  



Join First Data before the January 31, 2020 and apply for 
faster funding* to improve your cashflow get paid sooner 
after a busy days trading – the way it should be! 

© 2009–2019 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. 608462 2019-11

* Businesses must be trading for over 12 months to apply for faster funding, successful application is 
subject to approval. Faster Funding promotion is free for BII members who are new to First Data and will 
continue the length of the merchant contract. Offer is valid until January 31, 2020, if applied for after this 
time a £10 per month charge applies.

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

Get paid sooner 
this winter with 
faster funding* 
by First Data

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

No joining fee 

Exclusive processing rates 

No minimum monthly 
processing fees

Want to find out more?

Call 0330 123 1241**  
and quote BII



Get that winninG feelinG with

Call for the best deal for your pub

08442 414 664 
business.sky.com

More of the moments that matter in 2020 including:

plus so much more...

Available with our great range of support tools designed to help 
you make the most of your Sky Sports subscription

The F1 logo, F1, Formula 1®, FIA Formula One World Championship, Grand Prix and related marks are trade marks of Formula One licensing BV, a Formula One group company. All rights reserved. Correct at the time 
of print: 29/11/19 and may be subject to change. Sky Sports requires a Sky subscription, equipment and installation. Further terms apply. Calls to Sky cost 7p per minute plus your provider’s access charge.
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