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WELCOME
For the first time in four years, the rate at which hotel prices
are increasing could be slowing. In fact, the signs are that travel
managers could be about to return to the ascendancy in the
industry’s balance of power.
As you’ll read in this latest issue of Inntelligent News, an incredible 16,000 new
hotel rooms will open in the UK this year. This inﬂux of new supply, the bulk of which
falls into the budget category, will undoubtedly help corporates to leverage their
existing volumes more effectively. When you consider that rates have risen by, on
average, 26% between 2011 and 2015, it’s probably about time too.
The 2016 Budget has been amongst the more controversial of recent times. For the
travel sector the news from the Chancellor was mixed. On the one hand he failed to
match the coming reduction in Air Passenger Duty north of the Scottish border. On
the other he signed off further substantial investment in the rail sector in the shape
of HS3.

Douglas O’Neill, Managing Director
douglas.oneill@inntel.co.uk

This investment in our travel infrastructure can only be good for business, but there
is a very long way to go. Additional airport capacity in the South East of England
remains no clearer now than it was ten years back. The road network is also in
desperate need of investment to keep business moving. Unfortunately, life is all
about priorities and government continues to have to make tough choices.
In February we launched our first Industry Report at the Business Travel Show. I’m
delighted with the response we’ve had to the report, which brings together all the
trends driving demand and supply in our industry.
There is a great deal of research being published by various organisations in and
around the meetings & events sector. We’ve produced a stripped-down, essentialsonly digest of the available data to help you make more informed decisions around
sourcing. It’s fascinating to see that, whilst technology is driving innovation, the
basic requirements of an effective meeting remain the same. Natural daylight,
appropriate F&B choices, clear objectives and effective engagement remain the
essentials for any effective meeting.

Front cover image courtesy of Studio Venues
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The more things change, the more it seems they stay the same.

meetings industry at the 2016 Business Travel Show
in February.
The Industry Report 2016 provides an insight into the
influences that are shaping the meetings and events
industry including the numbers, challenges, thinking
and trends.
“The aim of the report is to enable clients to benchmark
whether their companies are investing in best practice
and what they should be considering in order to stay
ahead of the game” says Douglas O’Neill.
The report also includes data on spend patterns, trends

from award-winning corporate nutritionist
Geeta Sidhu Robb from Nosh, as well as the
latest digital trends and advice on running multigenerational meetings.

“We’ve learnt a lot on our journey to become the fastest
growing independent meetings and events management
company in the UK and wanted to be able to share our
expert knowledge. I hope corporate meeting buyers and
planners find it useful” adds Douglas.
You can download the report, free of charge, at
www.inntel.co.uk/industry-report-2016/

FIRMLY ON TRACK

Colas Rail Ltd. appoints Inntel to manage multi-million pound account
Colas Rail Ltd, one of the world’s leading providers
of rail infrastructure services, has appointed
Inntel to service their accommodation, travel
and meetings requirements.
With the emphasis on savings and a more streamlined
booking process, Colas has quickly implemented Inntel’s
iCentral online booking tool.
The new account win is even more impressive because
Inntel was selected from a host of well-considered
alternatives without a full RFP process, as Director of
Business Development Jane Dibble explains.
“We were selected primarily for our tailored response but
also our knowledge and understanding of the rail industry
through multiple clients in the sector with whom we have
built up long-lasting relationships.”
“From the outset Colas Rail were clear that they did not
want a full Travel Management Company (TMC) because
past experiences led them to believe that they could
achieve better rates by booking direct. As such, Colas
wanted to bring all bookings in-house. Our solution was to
provide them with full access to iCentral, enabling them to

W inntel.co.uk

make all bookings internally, with the
added support and expertise from Inntel.”
Raj Neelakantan, Head of Procurement at Colas Rail,
welcomed the appointment. “Bringing bookings in-house
and having our own dedicated team of bookers allows
us to streamline the whole process. Having access to
Inntel’s expertise and knowledge of our industry will be
a tremendous benefit too. We also now have access to
Inntel’s discounted rail industry hotel rates which will help
us to reduce our costs.”
Colas Rail was impressed with the Inntel solution, together
with the simplicity and capability of iCentral as an online
booking tool. “I am confident through the training that
is being provided that our consultants will be fully up to
speed in a very short space of time” says Raj.
Inntel Managing Director Douglas O’Neill was delighted
to welcome Colas Rail on-board. “I’m thrilled Colas has
appointed Inntel to guide them through what is a hugely
significant change in their organisation, and I’m sure we
will form a great partnership that exceeds expectations.”
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INTERNAL MEETINGS –
IS IT STILL ABOUT COST?

THAT FEELING OF WAKING
UP TO PROPER COFFEE
Free espresso machines in every room

NO
ROOM
SERVI
CHAR CE
GE

DISCOVER AMBA HOTELS
The new luxury London brand from glh Hotels – designed to make business a pleasure
When you’re staying at the heart of a bustling city on a tight business schedule, it’s the little things
that can make the difference.
At Amba Hotels, they’ve worked hard to figure out what it is that
makes for a seamless stay.
With every room designed with the busy go-getter in mind, the
Amba Hotels experience means that you can leave the adaptors, the
hairdryers and the products behind, safe in the knowledge that you
won’t be without.

Missing your proper morning coffee? Have no fear espresso-lover,
Amba Hotels has made sure that you can get your morning
pick-me-up at the touch of a Nespresso button.

No room service charge

And what’s more, you don’t need to worry about those annoying
expenses at the end of it, as it’s all included in the room price.

If you’ve got a busy schedule ahead, treat yourself and enjoy a
relaxing start to the day with breakfast-in-bed, at no extra charge.

Superfast, free Wi-Fi throughout the hotels

Wine by the glass

It’s a buffer-free zone at Amba Hotels. They know that feeling when
you sit down to Skype the kids goodnight, and then the dreaded buffer
symbol pops up, which is why they offer a speedy 184 MBPS, for free.

Complimentary minibar in every room
Amba Hotels doesn’t think that a bottle of water should cost £5.
Especially when you need it most – in your room after a hard day’s
work. That’s why their mini-bars are fully stocked. So you can help
yourself to soft drinks, snacks and – if you’re lucky enough to
stay in an Executive room or Apartment – you’ll find a selection of
complimentary alcoholic drinks.
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Nespresso machines as standard

Not feeling the house wine? Maybe you just fancy a nice glass of
Argentinian Malbec with your steak? Amba Hotels believe all wine
should be by the glass, so you can enjoy a sensible nightcap
before heading to your room and getting on with that last minute
presentation prep.
We’re pretty confident that you’ll have a good stay with Amba Hotels
– and experience for yourself why both their hotels are in the top 50
London hotels on TripAdvisor.
Amba Hotels is part of London’s largest hotel owner-operator, glh.

T 0844 847 5500

Ahh – the internal meeting. Everyone fighting for a seat in an overcrowded room with no air-conditioning and a broken coffee machine.
You sit there waiting for the meeting to start whilst late arrivals become
distracted (and even extracted) by “have you got a minute?” and “I just
need to fetch something” scenarios.
The internal meeting can often prove a rather unsatisfying experience.
So why bother with them? Ever since the meltdown of 2008, in many
organisations the edict came down from on-high that going off-site
was off the agenda, and that internal space was to be used in all but
exceptional circumstances.
In effect, corporates up and down the country turned away from external
venues and into up-grading internal meetings space and into meeting
alternatives such as Webex and the increasingly ubiquitous Skype as
means to keep projects on track and colleagues engaged.
The driver behind not going off-site for meetings was undoubtedly
financial. The off-site meeting – correctly planned and with the right
environment and content to realise its objectives – allows delegates to
be focused rather than distracted by the general detritus of the working
day. The counter-case is that internal meetings avoid the time and cost
of travel to the designated venue; cheaper food & beverage and simply
making use of existing, under-used assets. Before the crash, a survey by
Regus estimated that only a third of all internal meetings space was in use.
So what’s the picture like today, eight years on? Although there are no
readily available figures, there’s no denying that contemporary internal
meetings offer better facilities and are better suited to delivering against
an internal meeting’s objectives than they used to. So it stands to reason
that companies are using them more often. Right?
Video conferencing facilities are almost common place in multinational organisations whilst others have copied hotels’ approaches
to food and beverage by making healthy eating options available to
in-house delegates.
Some organisations have gone further, selling off training centres
and other costly, but under-utilised space or employing management
companies to manage the space to mutual commercial benefit. They call
it ‘sweating the asset’.
In the eight years since things went, well, rather Pete Tong, the work
place has changed too. Organisational cultures have changed, ushering
in home working, more open-plan offices and greater awareness of the
need for employee well-being, work/life balance and productivity.
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Looking at the internal vs external debate dispassionately, we can
safely say that, cost-effective though they may be, internal meeting
rooms come with their own unique set of challenges.
One meeting planner recently told Askamanager.com, “Our team just
recently relocated to a new facility which is an open office environment.
We don’t have very many visitor cube spaces, so I’m running into the
issue of these visitors booking out our small conference rooms. These
rooms can hold up to 5 people, but each visitor books out a space for
themselves leaving zero conference rooms available to the team
on-site. These rooms are even being booked out when the visitor
spaces are available.”
“I’m trying to get the team to understand that the more conference
rooms are booked out, the more resources are taken away from the
team on-site. These visitors come from a building where they all have
their own offices; my team do not have theirs anymore so it’s unfair for
one person to book a conference room to use as a workstation instead
of opting to sit in the open office environment.”
Whilst resisting the temptation to diss open-office environments, this
anecdote demonstrates that the gradual diversification of meeting
space has changed the game somewhat. It’s no longer just about costs.
Put another way, it’s no longer about Return on Investment but about
Return on Objectives. Then again, before 2008 it was always about
Return on Objectives.
There’s no doubt that internal meetings improve internal communication.
According to new research, poor internal communications can cost
business $26,041 per employee each year in lost efficiency.
Effective internal communication ensures that employees get the
right information they need to deliver the company’s requirements
and to act as productive, compliant corporate citizens. Really effective
internal communication increases employee engagement, builds
stronger relationships, enhances the competitiveness of the business
and reduces employee turnover. It turns employees into good
corporate citizens.
However I digress. This piece is about how internal meetings can fulfil
planners’ objectives just as well as external ones. Let’s assume for one
minute that your company is good at telling its employees about

Continued on page 6
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Continued from page 5

its objectives or goals. These tablets of stone are communicated
using every available tool from digital signs in the office to employees’
smartphones and tablets, the company intranet, group calendaring
software and so on. The whole nine yards.
The problem here is that the connected, always-on, tech-friendly
generation is gradually making the face-to-face meeting a thing of
the past. Skype has seen to that virtually single-handed. However the
corporate value of speed and savings does not meet – let alone exceed
– the power of human interaction. As Harvard Business Review puts it,
“face to face communication is the broadest bandwidth communication
you can have in professional life.”
As Michael Massari, US meetings & events guru told Forbes magazine
only recently. “Organisations depend on face-to-face meetings to win
new customers, close new deals and develop high-performing talent.
For example: You are twice as likely to convert prospects into customers
with an in-person meeting. The likelihood of getting a “yes” increases,
because it is so much easier to say “no” in an email or on a phone call.”
Surprisingly, the evolution of the workforce – which Generation Y will
dominate by 2020 – actually affirms the importance of face-to-face
meetings, and especially internal ones, in the digital age. Recent
research by imago and Loughborough University School of Business
and Economics looked at the most successful forms of communication
for learning new skills, retaining important information and enhancing
business success. 97% of meeting attendees cited small face-toface meetings of fewer than 10 participants as their preferred form of
communication. 81% of students were of a similar mind. Group interaction
and discussion were considered the primary benefit of face-to-face
communication by 78.4% of meeting delegates and 69.4% of students.
The hypothesis is that, in face-to-face meetings, the constant cascade of
non-verbal cues (i.e. body language) becomes the basis for building trust
and professional intimacy. “We interpret what people say to us partially
from the words they use” says writer Carol Kinsey Goman. “We get most
of the message, and all of the emotional nuance behind the words, from
vocal tone, pacing, facial expressions and body language. And we rely
on immediate feedback – the instantaneous responses of others – to
gauge how well our ideas are accepted.”
So what are the essential steps to internal meetings heaven? First, the
space available for meetings has to be fit for purpose. So no windowless rooms, bum-numbing chairs or single flip chart in the corner.
Remember – effective communication engages with every human
sense, including smell.
The next step is to engage with every stakeholder group to discuss and
develop a clear set of criteria for when a meeting should take place
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on-site or off. Certain types of meeting – such as training – is hard
to deliver in-house because of the need to create a conducive
environment and to retain delegates’ attention at all times. Choice of
venue is usually determined by the meeting’s objectives. The room
next to the gents’ toilets or the one by the canteen (sorry, company
restaurant) are unlikely to be the right choice for a new product launch
or gathering with a strong motivational or inspirational message.
Stakeholder consultations should also include the process for booking
internal meeting space and ensuring this is integrated with the process
for booking external space. Similarly there needs to be a clear audit
trail to enable internal space utilisation to be tracked and analysed.
Inntel can help you with this. Then make sure that process is widely and
consistently publicised – and policed. Failure to take the internal option
when mandated should be treated in the same way as any other case
of non-compliance.
Above all, consider the size, configuration and location of your available
rooms and spaces. Larger spaces will be less cost-effective to book
out to smaller events, forcing a more suitably-sized meeting to take
place off-site at the relevant cost. Internal space should be treated no
differently to external when it comes to facilities, AV equipment, F&B.
Meeting planners require the same level of choice for in-house space as
they have from external venues. The same applies to cancellation policies
which must be considered too. If the in-house product and booking system
are not fit for purpose, the default position will be an off-site booking.
Using internal meeting space effectively is no small task. Many
organisations start with one building or location before rolling out an
internal space programme company-wide. This is where Inntel can
readily help. From defining the Management Information needed to
ensure that internal availability is taken into consideration in your
annual RFP.
As with most things in life, there’s no real rocket science around using
internal meetings space effectively.
Any responsible employer will hold meetings on a regular basis to
provide employees with progress up-dates on company goals, key
projects or policy changes. Encourage colleagues to ask questions
and share ideas because this will give them a much stronger sense of
belonging and thereby motivate them more effectively. And, as we have
already identified, the internal meetings environment must incorporate
remote and flexible workers too – without using up all the available
space intended for internal meetings.
After that it’s all about realising the objectives of the meeting. Which is
where we came in.

T 0844 847 5500

W inntel.co.uk
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SAFE HAVEN?

HOTELEXICON

An A - Z of what’s happening in the world of hotels

Risk to your travellers is close at hand
When we talk about traveller tracking and the need to keep track of our
travellers whilst they are away on business, many assume that the risks
involved only apply to international travel.

to drink. That’s why many travel risk strategies now include alcohol
guidelines. The days of re-charging that bottle of champagne back to
the company are long-gone.

In fact, when you think about it, the world is a pretty dangerous place.
There’s the threat of kidnap and terrorism to start with. Not to mention
unexpected exploding volcanoes and pandemic outbreaks. The
Japanese tsunami of 2011 remains fresh in the memory of many
travel managers.

Then there’s the mental health of the travelling workforce. In a
pressurised 24/7 connected world, where many work from home, it’s
hard for employers to set strict policies on working hours. But poor work
from over-tired employees can be very bad for business and reputation.

The global workforce is becoming more mobile as companies seek
out new markets in the BRIC (Brazil, Russia, India and China) and MINT
(Mexico, Indonesia, Nigeria & Turkey) nations. Each country carries its
own risks; all have to be mitigated.
But although the UK has thus far proved less susceptible than many
countries to large-scale tragedy, environmental disasters or social
disorder, that doesn’t make domestic business travel any less risky.
There’s the small matter of travel disruption for example.
Last year it was estimated that 25% of UK organisations do not have
a traveller risk management strategy in place. Just 11% of those
organisations have no plans to introduce one in the foreseeable future,
especially as 91% of travel managers’ roles includes duty of care to
their travellers.
The same survey also found that, of the top 20 issues facing travel
buyers, traveller safety ranks fifth behind challenges associated with cost
cutting and compliance.
So why should you keep track of your travellers? Since 2007 the
Corporate Manslaughter Act has established that all companies have
a legal duty to ensure their employees remain safe whilst travelling
on business. Failure to do so is punishable by either a large fine,
imprisonment – or both.
Delays, cancellations and miscellaneous unforeseen events all affect
travellers’ schedules. The fact is there’s no such thing as a safe country,
but whilst companies with robust travel risk management strategies in
place will monitor country risk levels, less obvious risks can also have
serious repercussions.

Of course some (especially the mavericks) regard traveller tracking as an
unwelcome breach of their privacy. However TV images of horror and
destruction have caused these objections to wane whilst companies
have recognised the vital importance of knowing where their travellers
are at all times.

UK hotel rates have risen sharply over the past four years with London
now amongst the world’s most expensive cities to stay in.

Edinburgh was the UK’s second most expensive city in the UK with
average rates of £102 a night followed by Bristol in third place at £97 a
night. Internationally, New York, Rio de Janeiro and Sydney were the
most expensive destinations. Hotel rates in New York have increased by
32% during the same period.
However research by HVS predicts that prices in London will plateau
during 2016 this year as 7,000 new hotel rooms come on-stream. HVS
points to falling occupancy levels over four consecutive quarters as
evidence of additional pressure on occupancy levels and achieved
room rates.

Second is having a tracking tool in place that allows travellers’ locations
to be pinpointed, anywhere in the world, whether on land, sea, in
the air or in their hotels. Some systems use Global Positioning System
(GPS) technology to follow an employee’s mobile; others use mapping
tools to allow travel buyers to track traveller locations and where they
are headed.

“The huge amount of openings planned for 2016 in London will be of
concern to the city’s hoteliers who, while historically used to robust
performance, are currently experiencing limited demand growth” says
HVS chairman Russell Kett. “Flat or declining occupancy is historically
followed by plateauing rates indicating that a peak in hotel market
trading may nearly have been reached.”

Technology is critical, not only to maintaining contract with travellers but
to delivering timely communication too. Mobile and social media make
it easier for companies to keep in contact with their travellers, and for
travellers to recognise their own accountability.

HVS also reported that 6,000 hotel rooms will open across the UK this
year, a big increase on 2015’s figure of 10,000 new rooms. 51% of the
new supply is in the budget sector. 28% are four-star properties, 9% are
five-star and a further 9% are serviced apartments.

But what really counts is getting travellers home safe, sound and ready
to do business the next day. Traveller tracking tools make the task easier
– and mean that there’s no excuse for any travel manager not to know
exactly where every traveller is at anytime, anywhere in the world.

“Demand for budget rooms is still strong from both the leisure and the
business sector proving the format is one of the most successful in the
hotel business. This growth is likely to continue, particularly with new
players emerging such as Premier Inn’s super budget hub concept”
adds Kett.

For help and guidance ensuring that you have the right traveller
tracking tools in place, contact your Inntel Account Manager.

Four Seasons
Four Seasons Hotel at Ten Trinity Square, Tower
Bridge has become the group’s fourth new opening
of 2016 following New York, Hawaii and Dubai.

T 0844 847 5500

The new London hotel is next to the Tower of London. The ornate
building, with its great tower and grand Portland stone rotunda, is
Grade II-listed, and the interior design reflects the building’s century-old
history. However the property also boasts a spa, private members’ club,
residences and a French restaurant with de rigeur Michelin-starred chef.

According to industry data, the average rate for a one night stay in the
UK has risen by 26% and in London by 31% to £145 a night. Rises outside
London have been even more dramatic; Leeds hotel rates have risen by
41% and Manchester’s by 30%.

Protecting your travellers from risk demands a number of things, first
amongst which is communication between company and employees,
not just in terms of travel policy itself but proving the guidance and
information travellers need both pre-trip and whilst on the move. Prior
notification of a cancelled train can enable evasive action to be taken.

Travellers can be vulnerable to opportunist crime if they arrive at an
unfamiliar destination. Then there’s the risk of a traveller forgetting
essential medication, driving after a long-haul flight, or having too much
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UK HOTEL RATES STILL RISING –
BUT FOR HOW LONG?

W inntel.co.uk

Canopy by Hilton

Hilton
Hilton will launch its lifestyle Canopy by Hilton brand in London in early
2018. A franchise agreement has been struck to open a new property in
Aldgate and its launch will follow the opening of the world’s first Canopy
by Hilton in Reykjavik this summer.

Holiday Inn
Holiday Inn has opened a new Manchester city
centre property. The 298-room 4 star hotel features
Holiday Inn’s ‘Open Lobby’ concept and new
meeting facilities.
Continued on page 10
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Located in the Piccadilly area of the city, the hotel offers 24 hour
dining facilities, a Starbucks coffee shop and business centre.
12 meeting rooms include a terrace area, breakout spaces and
technology including Bose sound system, Barco ClickShare wireless
presentation and hi-speed Wi-Fi, HDMI/VGA Functionality and
integrated touch panels.

The 210-room Crowne Plaza hotel and the 116-room Staybridge
Suites property will both operate under a franchise agreement with
existing owner partner M&L Hospitality and will be managed by Cymas
Hospitality. Both properties will open towards the end of 2016.

Ibis

Marriott International has created a network of its
European hotels specialising in holding major events
and conferences.

Marriott

The Ibis Styles Reading Oxford Road has opened
in the heart of Reading. A combination of
equestrian murals, vibrant racing colours and
textured vinyl reflects the area’s colourful local
culture and is inspired by nearby Ascot and
Newbury Racecourses.
The hotel’s design pays tribute to vivid scenes of unmissable racing,
crazy hats and colourful headpieces. Each of the 97 bedrooms is
kitted out in one of two ‘stable’ colourways.

Moxy hotel lobbies are intended as ‘social spaces’ with a high-energy
lounge, 24/7 self-service grab and go, ample plug-ins for personal
devices, free and furiously-fast Wi-Fi, and the Moxy Digital Guestbook
for streaming videos and pictures via Instagram. Each hotel is also
equipped with a library and plug-in zones that invite a quiet read or a
brief web browse.

The European Convention Network (ECN) features 14 Marriott properties
across the continent, including the Grosvenor House hotel in London,
and includes a range of Marriott brands including Renaissance, AC
Hotels and the Autograph Collection of independent hotels based in
gateway cities in Europe.

Guest rooms will offer keyless entry, screen casting and motion-sensor
lighting, whilst photo booth elevators encourage guests to snap selfies
with locally-inspired props.

Moxy

The budget operator has increased its presence in
London to more than 8,000 rooms with the opening
of new hotels in Hackney and Richmond in the last
quarter of 2015.

Marriott plans to open five Moxy Hotels in key
European cities later this year, including Munich,
Frankfurt and Berlin in Germany, Oslo in Norway and
Aberdeen in the UK.

The arrival of Ibis Styles Reading Oxford Road follows the brand’s
recent openings in Haydock, Birmingham and Crewe, with more
properties in the pipeline over the coming months.

The five properties will strengthen Moxy Hotels’ ongoing expansion
plans since the debut of Moxy Milan, Italy in 2014. The brand expects
to offer a portfolio of nearly 150 hotels around the world within the
next ten years.

Travelodge

Intercontinental
InterContinental London – The O2 opened on
the Greenwich Peninsula, London’s rejuvenated
historic, entertainment and financial gateway.
The 453-room InterContinental London – The O2 offers five
destination-inspired food and beverage outlets including The
Peninsula Restaurant, rooftop sky bar, health spa and accommodation
– including 59 suites – with breath-taking views over London.
The hotel’s conference centre boasts a 3,100sqm pillar-free ballroom
– one of the largest in Europe – with an additional 19 meeting rooms,
organiser’s office and an impressive 1,600sqm pre-function space
exposing dramatic views of Canary Wharf.
The hotel is close to famous attractions within historic Royal
Greenwich including The Cutty Sark and Greenwich Observatory,
and the Maritime Museum.
InterContinental Hotels Group has also announced two more
hotels for Manchester. The Crowne Plaza Manchester – Oxford Road
and Staybridge Suites Manchester – Oxford Road properties are
being built as part of The University of Manchester’s £1 billion
campus development.
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Ibis Styles
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Moxy Hotels
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SMALL DETAILS.
BIG DIFFERENCE
Meetings made easy with Shire Hotels
You’ve been asked to make a presentation or
deliver a training course. Of course, you’re focused
on the content as that’s your brief, so quite naturally
the last thing you want is to be worried about
arranging the meeting space and will the coffee be
on time on the day.
If you choose a Shire Hotel as your venue you can rest
assured that the legendary attention to detail that has
made these six 4 star hotels a favourite meeting place
will be there, leaving you free to concentrate on the
business in hand.

MEETI
NG
MADE S
EASY

Conference Host, Sam Wood, based at the Aztec
Hotel & Spa, Bristol comments “My job is to take
away all the pressures and worries from the organiser
on the day. It’s about making sure the room is 100%
set and ready, all the equipment checked and ready to
go, and being there for the last minute request. One of my
first jobs when I meet and greet an organiser is to offer them a hot
drink and some breakfast – it’s amazing how often people leave the
house so early in order to make sure they arrive at the venue on time,
and forgo their breakfast.”
It’s these small details that make a Shire Hotels venue stand out from
the crowd and they are evident throughout the hotels. Little touches
like complimentary water, chilled in the fridge and fresh milk for a
morning cuppa go a long way when you’re staying away from home.

The attention to detail is evident in the planning stage too with
dedicated on site events teams who know their own property like the
back of their hand. You’re not dealing with a central reservations team,
tucked away in a remote office.
You are dealing with someone who is based at the hotel and knows
the meetings and just as importantly the team who will deliver the
promises on the day. Claire Davies, Conference Sales Manager at the
Solent Hotel & Spa, Fareham comments “Being based on site is a real
benefit as we can offer advice and recommendations based on our
intimate knowledge of the venue. It allows us to be flexible when we’re
listening to the needs of the organiser and then come up with creative
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solutions that work for the venue and more importantly the organiser
as well.”
With AA rosettes around the group, the team at Shire Hotels know
how important the food and drink elements are in making a meeting
a successful one. Each hotel has a skilled brigade of Chefs who plan
and create their own menus, rather than being driven by a central
function. Paul Woodward, Head Chef at Thorpe Park Hotel & Spa,
Leeds is convinced this makes a difference to the kind of food and
drinks the hotels offer. “We’re always on the look-out for new and
emerging trends in our food offering to keep it current and interesting
for our delegates. The Conference Café is a great backdrop for us to
showcase different food influences, and allows us to cater for all diets
as well.”
And of course, it’s not all about hard work, there’s an opportunity to
relax and recharge as well with a first-class spa on site. The gym and
pool are popular for pre and post meeting exercise, but increasingly
the spa team are delivering mini-recharge exercises during the day.
“Just a 15 minute re-energising session in the meeting room can revive

T 0844 847 5500

a flagging mind and increase productivity for the team” comments
Ross Sutherland, Spa Manager at Cottons Hotel & Spa, Knutsford. And
it’s all part of the service you can expect when you’re meeting at a
Shire Hotels venue.

QUESTION:

With other locations including North Lakes Hotel & Spa, Penrith and
Kettering Park Hotel & Spa, East Midlands, the small, but perfectlyformed collection of hotels really do offer a perfect meeting solution
for the meeting organiser who wants to focus on the business in hand,
and be confident the hotel team are as committed to making their
event a success as they are.

For your chance to win, email your answer to marketing@inntel.co.uk
before 31st May 2016.

Which Shire Hotel & Spa has an East Midlands
location?

 &C’s apply. Subject to availability. To enter this competition you must
T
be the named recipient of this magazine.

Competition – Win a two night weekend stay for
two with dinner at any Shire Hotel.
Winner will be notified by email and prize must be taken by
31st August 2016.

W inntel.co.uk
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CONTENT IS KING

Why having the right content in your Online Booking Tool
is critical for compliance
According to PhocusWright, over 50% of the European managed travel
market is now online and is on schedule to equate to be worth almost
€25 billion by the end of 2016.
But the more things change, it seems the more they stay the same.
Cost reduction remains travel managers’ top priority, and direct hotel
costs are their primary target.
For bookers, arrangers and travellers, the priorities are a little different.
The lowest prices and a slick booking process are both givens, as
are guaranteed availability and plenty of information about the hotel’s
location and facilities, plus evidence the hotel provides a
safe environment.
There’s no doubting that the millennial generation is changing the
way travel is purchased and consumed. HeBS Digital estimates that
more than 21% of hotel bookings and 15% of hotel revenues are now
generated by mobile, creating greater challenge to compliance, which
remains a major issue for travel managers.
The GBTA Foundation estimates that up to 50% of all corporate hotel
bookings are made outside policy, compared to 28% of air bookings.
75% of buyers who attended last year’s Business Travel Show said
some of their travellers did not always comply with policy.
Based on the Global Business Travel Association’s (GBTA) estimate that
UK corporate travel spend in 2014 was $43.5 billion (£27.85 billion), and
that 30 – 50% of travel budgets is spent on hotels, 16.5m of bookings
and £8.35 billion of spend went unleveraged.
However the reality is that bookers and travellers can only comply with
policy if there are sufficient hotels available to book able to fulfil the
required criteria. If there is no availability in the ‘official’ hotel, leakage
becomes inevitable.
Leakage also occurs because a booker or traveller finds a better
alternative to what is available to them within policy. Travel managers
therefore have to strike a balance between meeting stakeholders’
needs and leveraging value by consolidating volumes.
If sourced hotels do not meet those needs, search and book time and
cost will rise to unacceptable levels, impacting employee productivity.
Over-long booking processes will drive users to other channels which
may be unmanaged, with the resulting out of policy booking causing
savings to be missed and travellers’ well-being risked because they
cannot be tracked in an emergency.
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Any unmanaged spend cannot be leveraged, so the company misses
out on further savings too.
Travel policies must also meet the needs of new stakeholders.
Generation Y or ‘The Millennials’ will dominate the workplace by 2020.
They come to the market with new technology and social media
already integrated. Open booking and searching for information online
is part of their DNA.
Hotel suppliers have been re-tooling their products to meet the
changing audience needs. The hotel sector has seen new brands such
as Starwood’s Aloft, Intercontinental Hotels’ Indigo and Even; Marriott’s
Moxy and Hub by Premier Inn.
For the travel manager, failure to provide enough choice, content or
a slick booking process increases the risk of leakage. Their choice is
between deploying managed travel programmes, or to allow ‘open’
travel booking, also known as Travel Management 2.0.
The premise of Travel 2.0 is that corporate travellers should be allowed
the freedom to make their own decisions, whether by using price
comparison websites or by going directly to suppliers’ sites.
The rationale is that the majority of employees are good corporate
citizens and therefore want to do the right thing by the company. The
problem is that allowing travellers open access to all hotels encourages
leakage from programme.

Quality of content directly affects bookability and therefore compliance.
The value of good content is being recognised throughout the supply
chain because it ensures a buyer does not need to look elsewhere to
get answers to their questions.

The first step is to look at your data and identify the booking trends
in the organisation. Where do people need to go now, where will they
need to travel to in the future and are these destinations covered in the
OBT’s content?

One problem is that travellers do not have an overall view of company
volumes, so finding a cheaper rate through an unmanaged channel
weakens the company’s negotiating power. Another problem is that the
higher visibility of hotel rates afforded by OTAs and price comparator
websites has fuelled misunderstanding of rate types by corporates.

Cool gadgets with funky functionality are eye-catching but, ultimately,
a false god. Without the right breadth and depth of content being
available to bookers, compliance will fall. With the right content adoption
rises and transaction fees fall. Simples!

Buyers need to understand the different rate types and applicable Terms
and Conditions to maximise savings. Travellers should not be allowed
to reduce productivity by searching for cheaper hotels. When they go
outside policy, it’s not just because they want a lower price, but a wider
choice too.
Effective rate negotiation is as much about choice as price; the mix of
prices available is determined by the corporate’s choices. The lowest
rate is not always the most cost effective, as negotiated rates often
include airport transfers, breakfast, Internet, parking and so on.
However it is possible to have content overload. With travel managers
deploying mobile apps and using social media to communicate their
policies and programmes, they are constantly competing with other
products and services for business or personal use.

If a booking channel has the right breadth of choice and depth of
information, provides last room availability and real time booking
through an intuitive and easy to use user interface, it will answer any
questions a booker might reasonably ask.

The flipside of choice is clarity and simplicity. In a business travel
environment, the regular traveller in particular just wants flights or rooms
to suit his or her needs without complexity or complication. Online
Booking Tools (OBTs, previously known as Self-Booking Tools, SBTs)
were originally simple booking engines but have now evolved into
sophisticated software platforms loaded with algorithms and API feeds.
The challenge for travel buyers and managers is finding the right tool.

The digital revolution has forced travel suppliers to provide more and
higher quality information about their products, prices, payment and
cancellation policies. The same trend is forcing corporates to make a
wider range of information (content) visible to bookers and travellers
through their selected online booking channel.

Content is King in the world of the OBT. The sources are several;
GDS and non-GDS hotels, budget airlines, car rental and chauffeurdrive providers. All business travel providers have content that has
to be incorporated into the OBT if the user experience is to reach
the required standard.

In a hotel context this includes hotel maps and destination information.
High definition photographs and video play a major part in selection
decisions amongst a generation that puts great store on reviews from
sites like Travel Adviser.

The clever bit is ensuring that the content provided in any OBT is
consistent with the objectives of both company and travel policy.
As one blogger puts it, “content for content’s sake is a dangerous path
to go down.”

So how can corporates create programmes with options that fulfil both
the company’s and the traveller’s needs. One of the answers is content.

T 0844 847 5500

The Millennial knows that the all-seeing internet holds the answers.
In the eyes of some, one click of Google is as good as a click on the
company OBT. However if your OBT has the information any traveller
could reasonably need to make informed decisions that delivers a good
price, a safe environment and a simple process, you’re onto a winner.

W inntel.co.uk
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Sundial Group crowned Best Venue
Group for the 6th time
Sundial Group is thrilled to have retained its title for Best Venue Group
Meeting Product at the 2016 Meeting and Incentive Travel Industry
Awards. This is the sixth time the group has been awarded the title in
the past seven years.

What’s happening in the worlds of air and rail, from A – Z
BUDGET 2016 SPECIAL
No action over APD is “missed opportunity”
Chancellor George Osborne has missed the opportunity
to reform Air Passenger Duty in his 2016 budget despite
years of lobbying and pleading by the travel industry to
slash or do away with the controversial duty in recognition
of its negative impact on the UK economy.
In contrast, the Scottish Parliament has confirmed the tax will be
halved north of the border when the Scotland Bill becomes law,
thereby putting airports and airlines in the North of England at a
competitive disadvantage.
Flybe CEO Saad Hammad said the “unfair” and “discriminatory tax” has
stifled regional economic growth. “The UK’s APD is the highest aviation
tax in Europe and one of the highest in the world, which penalises
disproportionately domestic UK travellers on a per mile basis compared
to European short-haul and long-haul.
“It is surely high time the UK Government listened to the needs of
regional passengers and took positive steps to reforming or abolishing
this tax without further delay.
“If the Chancellor needs the overall £3 billion levied through APD, then
we urge him to raise it more fairly by cutting the charge to Scottish levels
at regional airports and establishing a higher levy or ‘congestion charge’
at the congested airports in London such as Heathrow and Gatwick.”

But HS3 gets the go ahead…
In contrast to the gloomy news for the air sector, the rail
industry received its predicted boost when Mr Osborne
announced that two major rail projects were being green-lit.
£300m in funding for both the HS3 high-speed rail link between
Manchester and Leeds and a new underground Crossrail 2 line from
north to south of London was confirmed. This followed a report from The
National Infrastructure Commission (NIC) which called for “immediate
and significant investment” in transport for the North of England.
The HS3 rail link will cut journey times between Manchester and Leeds
to 30 minutes from the current 50. Although Leeds and Manchester
are just 40 miles apart, in rush-hour the journey can take more than two
hours by car.
The Government will spend £60 million to draw up detailed plans for the
route, which could be completed by 2033.
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GTMC welcomes call for more rail
competition

Family-owned and run, Sundial Group, which owns three country
house conference venues; Highgate House in Northamptonshire,
Woodside in Warwickshire and Barnett Hill in Surrey, scooped Gold
for Best Venue Group Meeting Product, beating off prestigious hotel
giants including Hilton Worldwide, Marriott Hotels, Radisson Blu,
De Vere Venues and Q Hotels, in a highly competitive category.

The Guild of Travel Management Companies (GTMC)
has welcomed proposals that train companies should be
allowed to compete on the same rail routes.
The report, submitted to transport secretary Patrick McLoughlin, said that
rail passengers could benefit from greater competition if train firms could
run services on the same tracks.

Woodside was the star of the night, receiving more awards than
any other venue shortlisted; Gold for Best UK Management Training
Centre, Gold for Best Value for Money Conference Venue and Silver
for Best Conference and Banqueting Staff.

The CMA said that allowing “open access” on rail routes could lead to
lower fares and higher passenger numbers, as well as creating “greater
incentives” for operators to improve service and become more innovative.
Paul Wait, chief executive of the GTMC hailed the recommendations as
“common sense.”
“By scrapping the present mixed picture of awarding franchises on
some routes while ‘open access’ exists on others, the government
could achieve a much better quality service for business – and leisure –
passengers throughout the UK,” said Wait.
“We believe that open access where rail operators compete for routes
– and ultimately for passengers – will act in the passengers’ favour
with lower fares but a better quality service. With the CMA, we urge the
government to seize the opportunity here and act quickly.”

Virgin looks East
Virgin Trains has announced a new fleet of trains that
will operate the East Coast route between Edinburgh
and London.
The Azuma trains (which translates as East in Japanese) will increase
capacity into King’s Cross by 28 per cent, with 65 trains providing an
extra 12,000 seats. The new fleet can accelerate faster than the existing
stock, so journey times will be cut too. Virgin East Coast says the
London-Edinburgh journey times may fall by up to 22 minutes.
Other features of the new trains include faster and free Wi-Fi; power
sockets for every seat; more overhead luggage space and, what the
operator modestly describes as “some of the best leg-room on the rail
network, as well as ergonomically designed seats in both first
and standard.”
Built by Hitachi in County Durham, the Azuma trains will be some of the
most environmentally friendly in the UK.

T 0844 847 5500

Sundial’s Managing Director, Tim Chudley, was also personally
recognised for his outstanding contribution to the industry, being
awarded Industry Personality of the Year. He said:

Hallmark Hotels still expanding
Eight hotels added to North West England portfolio
Five months after the new Hallmark Hotels brand was unveiled, March
2016 sees the portfolio expand by 40% as it welcomes the Feathers
Hotels Collection into the group.

“We are extremely honoured to have been voted the number
one meetings group for the sixth time. We are especially proud
given the tough competition and would really like to thank our
customers for voting for us. These awards are a true endorsement
of customer satisfaction, giving you more confidence when choosing
a Sundial Venue.”

The news sees Hallmark Hotels group widen its offer within the North
West of England, to provide accommodation, combined with meetings
and events space within Liverpool, Preston, Chester, Wrexham as well
as an additional hotel in Manchester.
The uniting of the portfolio brings the number of nationwide Hallmark
Hotels to 28, with a total number of rooms offered across the UK up to
2700. Over 16,000 square metres of space across 171 individual and
purpose built function rooms will now be available by Hallmark Hotels,
many of which offer a variety of genuinely unique sites for both leisure
and business use, weddings and events.
Robert Alley, Hallmark Hotels Group Sales and Marketing Director
comments: “Feathers Hotels bring with them a strong reputation in
their local markets for originality and service culture. A popular choice
for social events, they are a perfect fit into the enlarged Hallmark
Hotels portfolio.”
The eight former Feathers Hotels will receive investment, with a
significant number of bedrooms across the properties scheduled
to receive a complete refurbishment, including an interiors refresh,
whilst continuing to retain their unique individual characteristics and
architectural charm.

W inntel.co.uk
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How to save money by picking the right time to travel
Business travellers can’t always pick and choose when they travel.
This makes it tougher for the corporate to leverage potential savings –
but not impossible.
The challenge for travel management buyers and suppliers is to
find a way to capture and compare the myriad of available options
without compromising policy. There are plenty of fare comparison tools
on the market – but few that have been developed for business
travel application.
Deep down, everyone wants to be a good corporate citizen and
earn extra credit from senior management by staying within policy
and saving money – providing that policy offers the right choice
of carriers and hotels to meet travellers’ needs as well as those
of the business. Any policy that doesn’t do so risks substantial
leakage or non-compliance.

At Lime Venue Portfolio they know when meetings are done brilliantly, they inspire, create
excitement through interaction, ideas through sharing, and remind us that if you want to get things
done quickly, you meet face to face.
Create an experience

A great meeting isn’t just delivered, it’s designed. So start designing
now. Think about the welcome your delegates get, are they inspired
by the venue? Think about the way the presentation is delivered
and follow up notes. Think about extending a meeting into the
evening, or having some fun at the end of the working day.
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Policies based on this model require expert support from a travel
management company. This level of flexibility does come at a price –
the clever bit is to find the means to enable travellers, arrangers and
travel managers to weigh up the options and make informed decisions.
To find out more about how to buy travel smarter, contact your Inntel
Account Manager.

We’ll assume, for now, that your policy is fit for purpose. How can your
travellers save money by choosing the right time to travel? Part of the
answer lies in deciding when to book. We all know that, in leisure travel,
booking late can capture last minute bargains but only when there
is availability on the flight or in the hotel. For business travel, the best
booking window for peak periods is usually a few weeks in advance.

THINK MEETINGS, THINK
LIME VENUE PORTFOLIO

To create truly successful meetings and conferences, don’t think
about what you are doing as a functional process, see it as a
creative one. See your role as an emotional guardian. How do you
want your delegates to feel before the event? As they enter the
venue? During the presentation? During lunch or dinner? How do
you want them to feel afterwards?

So what’s the answer? More and more corporates are introducing
‘best fare of the day’ policies in order to achieve maximum savings by
showing travellers cheaper fares available around their time of travel.
This type of policy provides alternative options within the business
traveller’s required journey plan. But to be effective they have to reflect
the best available fare, carrier and airport at the specified time.

This way your event will resonate, it will be remembered, it will have
a lasting impact. This will be a meeting that means business not
business interruption.
Lime Venue Portfolio offers the finest collection of unusual,
sporting & cultural venues throughout the UK & Ireland. Their unique
event spaces and restaurant quality food help you create unique
guest experiences and together we can ensure that your meetings
mean business.

T 0844 847 5500

The price of flights will vary considerably depending on the month, day
or time of travel. Leisure demand usually makes weekend flights more
expensive than the same journey in midweek. By contrast, Fridays –
Sundays are traditionally the cheapest days in hotels. Sundays and
Fridays work particularly well for hotel guests travelling on business,
not least because hotels usually host conferences from Monday to
Thursday, leaving hoteliers to fill beds with better rates on other days.
Statistically, the cheapest day of departure for domestic and international
flights is Wednesday and the worst day is Sunday, although this can vary
from country to country. For example, in the US the best day to return
from a domestic trip is Tuesdays, whilst the best day to return from an
international trip is Wednesday. Thursday is the cheapest day to buy
domestic and international tickets and Friday is the most expensive
return day for both domestic and international trips. Confused?
Bear with me…
Of course travellers can always try a different airport. By comparing the
fare savings to the incremental travel cost, it could work out cheaper. In
some cases, especially where money is more important than time, flights
with a stop-over can be a cheaper option too.
Sometimes, thinking outside the box can pay dividends too. For
example, why not book different carriers for outbound and return trips,
or combine different carriers and different airports? This added flexibility
could throw up monetary and time savings. And after all, time is money!

W inntel.co.uk
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