
LGBTQ+
THE RIGHT APPROACH

DIVERSITY
Not a black and white issue

CRISIS
Taking the pain out of the unexpected

WELLNESS
Getting into the spirit of good health

Issue 55  ⁄  second quarter 2020  ⁄  The home of hospitality management



4    institute-of-hospitality  |    IoH_Online  |    IoHOnline  |    ioh_online  |  www.instituteofhospitality.org4

INSTITUTE OF HOSPITALITY
14 Palmerston Road, Sutton, Surrey SM1 4QL
T: +44 (0)20 8661 4900   W: www.instituteofhospitality.org

EDITOR
CATHERINE CHETWYND MIH

CONTRIBUTORS
Peter Ducker FIH, Graham Hardiman FIH,  
Jennifer Santner AIH, Donald Sloan FIH  

EDITORIAL BOARD
MELVIN GOLD FIH (chair), principal consultant, Melvin Gold Consulting; 
JONATHAN LANGSTON FIH, chairman, Hotstats; THOMAS KILROY 
FIH; CHRIS WARDLE FIH, consultant, Expense Reductions Analyst and 
chairman of the Institute’s West of England Branch; BILL BROGAN FIH, 
catering and conference manager, St John’s College, Cambridge; DAVID 
GUILE FIH, executive leadership coach; PAULA ROGERS FIH, managing 
director, Admiral Recruitment; TRACEY FAIRCLOUGH MIH, managing 
director, TAF Catering; MARIA GEBBELS MIH, senior lecturer in hospitality 
management, University of Greenwich; KAREN FEWELL, director, Digital 
Blonde; ADAM ROWLEDGE FIH, general manager, Georgian House Hotel

Published on behalf of the  
Institute of Hospitality by

H2O PUBLISHING, Joynes House, New Road, Gravesend, DA11 0AJ
T: 0345 500 6008   W: www.h2opublishing.co.uk 

ADVERTISING TEAM
ROB MOLINARI: Project Manager
T: +44 (0)1474 520 266   E: rob@h2opublishing.co.uk

DESIGN STUDIO
MARC AYRES: Studio Manager
HANNAH BROAD: Production Manager

© 2020 Institute of Hospitality
All rights reserved. Hospitality magazine is published by the
Institute of Hospitality. Reproduction or transmission in part or whole 
of any item within this magazine is not permitted until prior written 
agreement has been granted by the Editor. While every effort has 
been made to ensure the accuracy of the information in this publica-
tion, the publisher accepts no responsibility for errors or omissions. 
The products and services advertised are those of individual suppliers 
and are not necessarily endorsed by or connected with the Institute 
of Hospitality. The editorial opinions expressed in this publication 
are those of individual authors and are not necessarily those of the 
Institute of Hospitality.

The paper used within this publication has been sourced from 
Chain-of-Custody certified manufacturers, operating within interna-
tional environmental standards, to ensure sustainable sourcing of the 
raw materials, sustainable production and to minimise our carbon 
footprint.

Inside this issue...

- 12 -

IS HOSPITALITY INCLUSIVE? 
The industry is not as LGBTQ+  

friendly as it appears 

- 15 -

LAW OF INCLUSIVITY
Opportunity, fairness and  

transparency are all

- 18 -

KEEPING THE HUMAN TOUCH
Hospitality will survive  

the coronavirus

- 14 -

DIVERSITY CHECK
A diverse workforce makes  

good sense

- 19 -

CRISIS? WHAT CRISIS?
Best crisis  

management practices 

- 22 -

POWER OF DIVERSITY
A cultural melting  

pot is inclusive

- 06 -

NEWS
Catch up on the latest  

from the industry

- 10 -

COPING WITH COVID
An IoH webinar reveals  

hoteliers’ resilience  

- 26 -

STAND AND DELIVER
 

of food delivery

- 23 -

RMOY
A contestant’s experience at EHL 

Lausanne



5www.instituteofhospitality.org  |    ioh_online  |    IoHOnline  |    IoH_Online  |    institute-of-hospitality 5

institute NEWSCONTENTS

Issue 55  ⁄  Second quarter 2020

- 29 -

THE SPIRIT OF WELLNESS
Wellness programmes are valuable  

in times of change

- 32 -

TIME TO PAUSE
Now is a good time to examine  

your business

- 28 -

TURNING OVER A NEW LEAF
Team spirit triumphs  

for tea company

- 37 -

KEEPING FAITH
Schools compete for  

guests’ loyalty

- 38 -

CREATE LOYAL FANS
An exceptional experience  

wins loyalty

- 33 -

LESSONS LEARNED
Is it time to review the industry’s 

education offering?

- 40 -

HIDDEN HEROES
Housekeeping teams  
are a best kept secret

- 42 -

A FLAVOUR OF FOODSERVICE
The industry responds  
to the world’s appetites

- 39 -

SEAS THE DAY
The cruise industry continues  

to reinvent itself

- 44 -

A POSITIVE RESPONSE
Hospitality is no victim:  

caring triumphs

- 50 -

THE ART OF EDUCATION
Learning is a class act 

at Westminster Kingsway

- 35 -

Schools for thought
Swiss Education Group embraces an 

- 48 -

love food hate waste
Consumers improve  

their shopping habits

- 46 -

HOSPITALITY POST COVID
Customer needs will drive  

a new style of service

- 36 -

CULTURE DECODED
Nations’ responses to COVID-19  

are a clue to culture



6    institute-of-hospitality  |    IoH_Online  |    IoHOnline  |    ioh_online  |  www.instituteofhospitality.org

INSTITUTE NEWS

1  What further, or continued, financial measures do you envisage 

your business needing from government in the recovery period 

when restrictions begin to be lifted? If relevant, please refer to both 

national and devolved governments

•  We need continued furloughing of hospitality workers until at least 

three months after the last restrictions have been lifted and even then, 

furloughing potentially being reduced in phases to safeguard jobs beyond 

the three months, depending on the strength of return to profit

•  0% VAT rate for tourism and hospitality for period of crisis and tapered 

approach over at least two years

•  Tapered return of commercial rates up to at least 6 months after vaccine 

initiated

•  Review of utilities’ standing charges during period of closure. Ban on 

utility providers’ cutting off services when businesses are closed

• Backdate all employees until March 19, not just those RTI registered

•  Similar scheme to the 60/20/20 operated in France: government 

supplements 60%, landlord reduces by 20% and commercial tenant pays 

20% for 12 months of the crisis.

 

2  What impact would a staggered reopening have on your businesses? 

(For example, if businesses are permitted to reopen but with existing 

social distancing measures retained; hotels open with no bar or 

restaurant area; or a cap being introduced on venue numbers)

•  Not all F&B staff and event staff will be returned to work and will 

therefore need more furloughing assistance to stave off redundancies

•  Bringing social distancing into outlets and events will kill all profitability, 

create more losses and cancellations of booked business that can no 

longer be accommodated

•  Impact would extend to scaling down central support functions and 

property senior management to a level parallel to that of business, 

particularly as the furlough scheme is limited in its salary cap 

• Reduction in capital expenditure and commercial acquisition.

 

Westminster’s All Party Parliamentary Group 
on Hospitality and Tourism reached out to the 
industry to elicit opinions on some key areas to 
aid the recovery of the industry after COVID-19. 

The answers given by many of our members give 
a comprehensive view, which we hope the APPG 
listens to. These points will resonate with our 
members worldwide as they, in turn, work with their 
governments to pilot their economic recovery
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3  What specific operational difficulties do you anticipate when looking 

to reopen your business and will you need government assistance and 

guidance ahead of this?

•  There will be operational difficulties in getting team members into work 

on public transport in central London and other cities; we would need 

government guidance on social distancing when working together i.e. 

chefs in small hot kitchens, etc.

•  We would need clear guidelines on suitable masks for workers in our 

operations – accommodation services and public area cleaners, etc., life 

of virus on surfaces, to enable hygiene measures to be appropriate

•  Public perception and understanding of what is safe and what is not, 

confusion about what is permissible.

 

4 How long will it take for businesses to change or reactivate their 

supply chains and what difficulties may be present in doing this?

•  Mass production products sourced from the Far East are currently not 

viable to manufacture in the UK due to its parameters and costs. Without 

government involvement it may take several years to resolve

5 What more guidance, if any, do you feel that you need on cleaning and 

hygiene measures ahead of reopening?

•  Clear guidelines on reopening standards with possible quality 

certification standard similar to what Accor & Bureau Veritas or HOTREC 

have proposed in Continental Europe; however, it should not be too 

onerous nor burden us with unnecessary admin

•  Guidance under what conditions hotels (use of PPE, etc.) will be able to 

re-open and operate F&B outlets; handling of larger events

•  Clear communication of guidance to consumers for them to make their 

own assessments.

 

6  What fiscal measures should be taken to boost business in the 

hospitality and tourism sectors in the immediate aftermath of 

COVID-19 restrictions being lifted?

•  VAT relaxed to 4%/5% for hospitality and tourism in line with some other 

parts of Europe

• Relaxing of the apprenticeship levy, extension of business rate reductions

•  A redefinition of low paid and unskilled workers for our sector; no 

restrictions on visas for these workers, who will be needed in our business 

when the good times return

•  Moving the target of the drive for increasing the National Minimum Wage 

beyond business capability

• Dropping any idea of a tourism tax on our businesses

•  Waiver of chair/table licence to allow industry to adapt/comply with 

social distancing using outdoor spaces

•  DBEI package of grants for hospitality business to cover outgoings in first 

six months

•  Further extension of deferred VAT/PAYE to allow for normal trading to 

fund payments.

 

7 What steps should the Government take to boost UK inbound tourism 

when social distancing measures are lifted? 

•  Lift visa restrictions to our country; advertise the UK is open for business 

in all key markets

•  Support airlines and reduce aviation taxes to enable increased business 

into the UK

• Reconsider Heathrow third runway decision

•  The government needs better control at all ports of entry (temperature 

checks, etc.)

•  We need a communication strategy to highlight how the UK protects 

all visitors coming into the country. This is also relevant for any public 

buildings, public transport and the wider retail and hospitality industry.



12    institute-of-hospitality  |    IoH_Online  |    IoHOnline  |    ioh_online  |  www.instituteofhospitality.org

LGBTQ+  
round table

A
lthough hospitality is 

perceived to be LGBTQ+ 

friendly, the industry 

is now behind sectors 

such as banking, finance, 

construction and law. They have strong 

networks to look after minority interests, 

whereas hospitality, apparently inclusive, 

does not and is often absent from events 

hosted by the queer community. Even gay 

leaders seem to take the view, ‘lots of 

people in the industry are gay and I’ve got 

here, so we don’t need it’; apathy seems 

to prevail. These things prompted the 

creation of Checking-IN in 2018 to provide a 

platform for LGBTQ+ models. 

Culture and motivation has to come from 

the top. When CEO of IHG Keith Barr took the 

post, he made diversity and inclusion part of 

company strategy – LGBTQ+, women, black 

empowerment, disabilities, etc.; and millennials 

joining the company were challenging the 

group to do more, so there was pressure from 

both ends. Equally important, Gen Z does not 

see gender as binary and looks for an actively 

inclusive environment. 

However, there are still people who make 

IS HOSPITALITY 
INCLUSIVE? 
On March 12, 2020, the Institute hosted a meeting 
at Hilton London Waldorf, Aldwych, which was 
attended by senior executives, HR professionals, 
inclusion and diversity specialists and LGBTQ+ network 
leads from the hospitality industry. The objective was to 
deepen understanding of key issues facing the LGBTQ+ 
community and to share ideas and best practices 

inappropriate comments – often unknowingly 

in front of the people they are denigrating. 

Without inclusion training, required throughout 

the company, it is not possible to mitigate this.

“We did inclusion training, supported by 

Keith and the IHG Executive Committee, to 

understand our conscious and unconscious 

bias – whether in recruitment, management 

or leaders,” says Peter Brennan. “It takes an 

organisation to say, we are not running away 

from this, we have to educate people about it. 

If it is not in an organisation’s DNA and if you 

do not recruit for it, train for it and discuss 

it, you will find pockets where it is missing. It 

needs to start with the induction process. In 

addition, it creates competitive advantage.” 

“And LGBTQ+ cuts across culture, nationality, 

religion, gender – someone is not just a lesbian, 

she is female; everyone falls into multiple 

groups,” says Aloft Excel and Co-Chair One 

Marriott Associate Network London Andrea 

Morgan.

People may be unwilling to raise 

discrimination internally, often because of 

potential repercussions, so companies must 

make it easy to do. For example, Soho House’s 

procedure is called ‘Let us know’, underlining 

the clarity of the process and intention. The 

company also spells out what it expects 

of employees: speak respectfully, behave 

appropriately, treat everyone with dignity, 

and this was promoted in a recent roadshow 

undertaken by a UK director.  

Smaller companies do not have the facility 

to drive that agenda centrally, so it has to 

be done locally. “With a small hotel and HR 

team, it is hard to know who is responsible for 

diversity and inclusion, and how you get it to 

the top of the priority list,” says Derek Rostel 

of Four Seasons Park Lane. “It is great learning 

from sharing what you can do.” 

Networks do not have to be singular in 

their outlook and an LGBTQ+ group could 

have colleagues and allies who do not declare 

anything other than allegiance and support. 

An SVP approached the Hyatt LGBTQ+ 

network because his child was transitioning 

and he wanted to understand; and in the US, 

the Hyatt black group partnered with the 

women’s group when Hyatt Regency changed 

its bathroom products, to make sure the new 

ones also worked for ethnic minorities, who 

have different requirements. Collaboration 

can also mitigate any potential complaint that 
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there is no reason for one demographic to get 

all the attention. 

A limited budget is not a barrier to having 

a network, which costs nothing; but to make it 

work, it has to be someone’s goal – any activity 

for the network has to be firmly on someone’s 

agenda or it won’t happen. 

One hurdle that is difficult to overcome is 

that in some countries to be a member – or 

even supporter – of the LGBTQ+ community is 

taboo. “Once they get into a network and feel 

trust, it has to stay in the network otherwise, 

that person would no longer be working in that 

organisation,” says Neil Shorthouse FIH. 

It is, however, a thorny issue and Liam 

Rezende said some organisations use that as 

an excuse not to address it. “If you have a 

culture that is inclusive and respectful, you 

know that certain things may expose people 

to harm,” he said. “We should be using our 

privilege in the UK to help effect change in 

those countries; and that goes for certain 

parts of the UK as well. We should be creating 

safe spaces where people can have open 

conversations within an organisation.” 

Global Butterflies supports a major law firm 

in 100 countries worldwide and it has a large 

allies network. “We have regular calls for all 

of them to come on board – and some are in 

jurisdictions where it is illegal to be LGBTQ+,” 

says Emma Cusdin. “A man who had done a 

briefing on the subject in Saudi Arabia told 

us that someone had come out to him in his 

office, when he could not at home.” 

There are 150 gender identities, so Cusdin 

advises moving away from that. “We have 

a three-pronged approach: call us and ask 

our name; give your pronoun and ask mine 

respectfully – we think pronouns will be the 

handshake of the future: hello, my name’s 

Emma and my pronouns are she and hers. 

What are yours? Titles are also a problem, so 

be cool if it’s not standard.” Treat people as 

individuals.

Not knowing who potential members 

of a network are should not be a drawback. 

They are employed for the characteristics 

and experience that make them good at their 

job but they should know they are supported 

as members of the LGBTQ+ community – 

communication is all. 

And people need to know where to find 

information about LGBTQ+ groups. “The role 

of the Institute of Hospitality is to champion 

this and to create a channel to allow people to 

get involved if they want to. The next step is to 

engage with Checking-IN, Global Butterflies and 

HBD partners to keep members informed and to 

engage them,” says Peter Ducker. He closed the 

session by thanking everyone present. 
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Wellbeing

W
ellness used to be way 

too touchy feely for 

any corporation worth 

its salt to consider 

but now, as part of 

duty of care and concern for the workforce, 

organisations need to plan their wellness 

programme with care. It should be predicated 

on what employees have told them so that 

it is supportive and designed for the people 

who are going to use it. 

Not only does wellness mean different 

things to different people but individuals 

may want to tune into various aspects of it 

according to what they need at the time, so 

flexibility is all. A state of wellness embraces 

a holistic view of a human being. “It is mental, 

emotional, spiritual and physical wellbeing and 

optimisation, so that people are free of disease, 

symptoms or illness in any of those categories,” 

says chartered BPS psychologist Lucy Rattrie. 

“And being optimised means they are 

progressing towards a state of accomplishment 

GETTING INTO THE 
SPIRIT OF WELLNESS
Wellness is the right of every individual, 

 
should be driven in every aspect of  
the workplace; it should be an  
inherent part of company culture. 
Catherine Chetwynd MIH  
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Wellbeing

“Complete wellbeing is feeling calm, having positive assect. 
More people are doing yoga and meditation, and after 
the coronavirus, I think the uptake of these things will be 
greater. Being contented, peaceful, relaxed will help you 
remain more physically healthy – there is a wealth of science 
that supports the mind-body connection.”
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and thriving in that area.”

Each category is made up of a number of 

conditions: mental means free of anxiety, 

worry, stress, depression or any clinical 

conditions, and having an optimistic attitude, 

a positive approach to life and clarity of 

thought. Physical wellbeing includes sleep, 

nutrition, movement, exercise, immunity and 

the nervous system; emotional involves all the 

things people feel and what Rattray describes 

as assect – positive assect is the ability to tune 

into the positive things in a situation, whereas 

those with negative assect respond to the 

negative prompts. 

Spiritual wellness covers how fulfilled, 

passionate or peaceful an individual feels. 

“More usually, when someone feels at peace 

they feel connected to the world and to 

themselves; it is about the energy they have 

and peace of mind,” she says. 

And more than ever, post COVID-19, 

organisations will need to have wellness 

programmes for staff. As senior lecturer in 

applied management at University of Derby 

Online Learning (UDOL), Victoria Rosamond 

taught hospitality, spa, tourism, events and 

culinary management. Because staff turnover 

is so high in hospitality and in the spa and 

wellness industry, it is important that people 

in those sectors are seen to practise what 

they preach. 

This could start with the basics – ensure 

people know what breaks they can take and 

make sure they take them; and the same 

with holidays: “A lot of organisations do 

not let employees carry over annual leave 

or sell it back, so they have to take it for 

their wellbeing,” she says. Encouraging 

and creating communities at workplaces is 

another way to boost wellbeing, bringing 

a social element to the organisation and 

allowing light relief from work. 

Giving employees a meditation app or gym 

membership does not constitute a wellness 

programme. “There has to be structure to a 

wellness programme and companies should be 

pulling together on this rather than competing 

over it; they should be focusing on the 

wellbeing of teams and guests, and formulating 

wellbeing so that it can be rolled out just like 

the Health & Safety Act, which people follow 

to a T,” says manager at Avalon Wellbeing 

Yvonne Ebdon. 

It should be in a company’s DNA and she 

gives as an example Four Seasons Hotels & 

Resorts, which “looks after individuals and 

that is built from induction onwards; they treat 

employees as they treat their guests,” she says. 

“If you get the culture right, everything else 

will follow.” 

Environmental compliance expert Comply 

Direct gives a fixed sum to employees per 

month and they can spend it on anything 

provided it is related to wellness; it has the 

flexibility to cater for people’s changing needs 

and, “It is a nice way of saying, we empower 

you to make that decision but we are also 

supporting you in that decision,” says Ebdon. 

The vital question Ebdon poses is: how 

do you know staff are truly well? This is 

particularly true of the hospitality industry 

where training often ingrains the need to smile 

at guests and have eye contact but, “That could 

mean mental health goes out the window 

because they are programmed to do it rather 

than doing it because they want to,” she says. 

“Wellness is about looking after yourself, 

others, being kind, honest; if you are truly 

doing wellness, it starts with how you talk 

to the team, how you build procedures, and 

guests see that as authentic. True wellness in 

hospitality should start with the whole reason 

hospitality is there – a positive manner and 

to make people feel special; and if staff feel 

they are being well looked after, they will 

automatically look after their guests,” says 

Yvonne Ebdon.

Also an important part of any wellness 

programme is communication: “I don’t feel 

programmes today have captured the holistic 

wellbeing spectrum and are offering that 

to everybody. But part of that is targeting, 

marketing, making sure people know what is 

available to them,” says Lucy Rattrie. And she 

warns against producing programmes on the 

basis of a persona – George is 36 and does 

these things – because that is too limiting; 

they should be based on needs and wants so 

that anyone can fulfil their requirements at 

any time. 

And post COVID-19, people’s expectations 

will change. “In the past, there has been an 

emphasis on getting back to a baseline state of 

health and avoidance of ill health, but that is 

not wellbeing,” she says. “Complete wellbeing 

is feeling calm, having positive assect. More 

people are doing yoga and meditation, and 

after the coronavirus, I think the uptake of 

these things will be greater. Being contented, 

peaceful, relaxed will help you remain more 

physically healthy – there is a wealth of science 

that supports the mind-body connection.”

Organisations will need to refresh 

wellness programmes according to users’ 

needs and wants, and tell employees that it 

is holistic and addresses complete wellness. 

“Communicate that the programme is 

helping employees heal from ill health and 

helping them with optimal wellness, so that 

they feel they are being cared for,” says Lucie 

Rattray. This is not the corporate equivalent 

of a group hug, it is employees’ right to 

positive mental and physical health, putting 

them in a strong position to convey that to 

clients and customers. 

“If you get the 
culture right, 
everything else 
will follow.”
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B
eing subjected to self-isolation and or 

lockdown is an ideal opportunity to step 

down from life’s frenetic pace and think 

about how to get you and your business in 

trim, ready to take off energetically when 

all this is over. First, look after yourself: get out into 

the fresh air and take daily exercise, even if that is just 

a gentle walk, meditation or yoga. 

Exercise also boosts your mental health and when 

combined with positive thoughts, reflects in your 

relationships with others. And given that we have all 

got time on our hands that was previously filled with 

telephone, texts and targets, this could be a good 

moment to learn something new or boost existing skills. 

Having got yourself in trim, stay connected to your 

team and look after the business. Communication by 

video conferencing and chat is becoming the new norm; 

it allows scattered teams to stay in touch, exchange ideas 

and banter, and maintain a rapport that would otherwise 

be lost, if temporarily. 

Next, look at the bottom line. Have you accessed all 

the financial support your organisation and sector are 

entitled to? Analyse your cash flow for the next three 

months – there won’t be much coming in, you may still 

have utility bills or other financial demands to answer, 

and your suppliers are unlikely to agree to extended credit 

terms because they are feeling the pinch as much as you.  

Question every area of your business – your processes 

and procedures. When you are steeped in the daily grind, 

it is difficult to get your head above the parapet in order 

In the hospitality industry, we live life at a frantic pace, both personally and 
professionally, but now is a good time to pause for thought and consider how 

enhance that. Commercial Director Andy Morris MIH reveals all

Time to pause

to recognise what is working and what isn’t, but from a 

distance it is much easier to see. And having done that, 

you can then have the satisfaction of working out what 

would work better.

On a day to day basis, if everything seems to be 

working OK, that is fine but this is a good time to 

question whether OK really is good enough. Have you 

had a chance to cost your menus accurately? Are you 

wasting food? Are you getting the best pricing and 

terms from your supplier? This is our area of expertise 

and Enhance Hospitality can help make your business 

more robust, so that you can take off ahead of your 

competitors as soon as you are able to re-open.

Because we approach your business with a fresh – 

and independent – pair of eyes, we can find savings. 

We have moved margins for large hotel groups by up to 

4%, which is a huge amount of cash over hundreds of 

properties. On average, we save our clients 13% across 

all product categories. If your supplier relationships are 

long standing, it is possible they have become a bit too 

comfortable and we can negotiate discounts without 

cutting quality or undermining the relationship; it’s what 

we do – and we do it tactfully. 

To find out how Enhance can help you, please contact: Andy Morris

Tel:  07495-763938

Email:  andy@enhanceconsult.com

Web:  www.enhanceconsult.com

BUSINESS 
PARTNER
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Education 
review

T
he fall-out from the current public health crisis will be 

devastating for many in the UK hospitality industry; 

the scale of business closures and job losses will go way 

beyond that caused by any previous economic downturn. 

While government support is welcome – through the job 

retention scheme, grants and business interruption loans – the likely 

impact remains unprecedented, particularly the high human cost: 

hospitality workers face periods of unemployment, rising personal 

debt, anxiety and challenges to mental health.

There have been some positive consequences. Through effective 

advocacy, not least from CEO of UK Hospitality Kate Nicholls, there 

is now widespread recognition that Britain’s hospitality industry 

contributes more than £120 billion a year to the economy and is worth 

more than the automotive, pharmaceutical and aeronautics industries 

combined. In addition, while forced to stop trading, many hospitality 

businesses have turned their attention to supporting those in need, 

including providing nutritious meals for front-line NHS workers, and food 

deliveries for the vulnerable, living in isolation; they stand for a more 

compassionate approach to business, which we can hope will live on.

There is also much discussion online about the longer term 

Should the current international crisis prompt a 
fundamental review of the hospitality management 

purpose in a rapidly changing and uncertain world? 
Donald Sloan FIH suggests some answers

HOSPITALITY SECTOR – 
STEPPING UP IN A CRISIS

implications for the hospitality sector;  a significant proportion of the 

community is engaging with key challenges such as employee retention 

and wellbeing, and strategies for business continuity.

Is higher education ready for a new reality?

This changing context raises a question:  as industry engages in a 

fundamental re-evaluation of priorities, are universities ready to do 

the same?

In recent years, hospitality schools in UK universities have been 

experiencing a collective identity crisis and for some, an existential 

crisis. Rather than becoming consumed by challenges, which is 

debilitating, creative thinking is now required to ensure a bright and 

meaningful future; this may be an opportunity to emerge with a vision 

for hospitality education that is more resilient, fit for purpose and 

responsive to the new realities of life.

For universities that offer hospitality management education but 

are not committed to it as a flagship area, now is the time to close 

provision and focus on other topics; there is little point in engaging in a 

half-hearted manner. For those who choose to maintain their delivery, 

and for new entrants to the market, it is time to step up and strive for 

excellence and impact.
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EDUCATION 
REVIEW

Here are some points that might stimulate discussion and 

•  Student experience. Hospitality schools’ primary responsibility 
is to provide an outstanding learning experience that enables 

uncertain world.
•  The learning experience. In addition to being intellectually 

challenging and appropriately focused, this should cultivate 
resilience, creativity, empathy and cultural awareness – 
skills that will help graduates navigate careers in a new 
environment. This is unlikely to be achieved through 
traditional, classroom-based teaching alone; it requires 
immersive, experiential learning, exposure to the realities 
of working life and active participation in culturally diverse 
educational and professional networks.

•  Community and culture. Students’ motivation to learn, their 
passion for hospitality and their satisfaction with their time at 
university is strengthened if they feel they belong to a strong 
and supportive educational community, it should be at the heart 

hospitality, schools should embed organisational cultures that 
are convivial, inclusive, outward looking and connected.

•  Partnerships. If hospitality management education is to be 

in partnership with colleagues from industry, ideally those 
who share a school’s values, ambitions and commitment to 
providing opportunity for others.  There is nothing as powerful 
as getting a professional community to buy into and take pride 
in educational programmes.

•  Attracting those with potential and enthusiasm. Universities 
can play their part in this collective endeavour by delivering 
engaging educational programmes, distinguished by rich 
and diverse learning experiences and opportunities for 
international exposure.

Are hospitality schools ready to play their 

This will require an honest appraisal of their capabilities and 
the articulation of a clear and distinctive purpose. Educational 

mood.

•  Recent events have revealed the most positive characteristics 
of the hospitality community but they have also shone a light 
on some ugly aspects of business practice, in particular around 
employee protection. By leading conversations authoritatively 
on important and complex issues, adapting curricula and 
bringing high quality research into the public domain, 
hospitality schools could become part of a new progressive 
alliance.

•  Alternatively, hospitality schools’ distinctive purpose may 
focus on civic contribution. This could take the form of 
supporting their local business community by creating 
meaningful networks, engaging students in projects that have 
a strong social or cultural impact, using hospitality to provide 
opportunities to those who are vulnerable or marginalised, or 
taking proactive steps to widen access to higher education for 
those who would not normally participate.

 Academic research. University staff are under pressure to 
publish in respected academic journals, bringing the risk that 
engagement in academic research is driven primarily by external 
agendas (i.e. being published in highly ranked journals affects 

they receive from senior management) and that becomes a goal 
in itself. Such priorities are lost on students and industry, they 
undermine the credibility of research and of academics, and can 
foster suspicion.
•  It is time to rethink the research agenda to ensure it shapes 

students’ and practitioners’ perceptions and understanding of 
key issues, and that it has a positive and meaningful impact on 
industry and society. Hospitality schools should be contributing 
evidence-based commentary, informed by academic research, 
on key challenges facing the hospitality world, including risk 
mitigation and management, not least in relation to pandemics, 

and cultural regeneration. 

A longer version of this article appeared on the Oxford Cultural 

Collective website.

Donald Sloan FIH was head of the Oxford School of 

Hospitality Management at Oxford Brookes University before 

leaving in 2017 to set up the Oxford Cultural Collective, which 

is dedicated to education in hospitality and gastronomy.
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Hospitality 
ANALYSIS

HOSPITALITY 
IN A POST 
COVID WORLD
customers will have different expectations 
of the hospitality industry and the service it 
provides; standards of hygiene in buildings, 
face to face interaction and terms & 
conditions may all have to be reviewed,  
says Graham Hardiman FIH

1 While most businesses are 

offering free amendments 

to reservations up to May 

2021, there is no consistency; 

but in the future, guests will be 

considering the likelihood of a 

pandemic and will expect clear 

indications from hospitality 

businesses.

2 Online registration will 

allow customers to 

minimise the amount of 

time spent in public areas; this 

may also bring more widespread 

use of electronic keys on mobile 

devices.

3 Visitors will be seeking safe environments and governments may 

require a system of authorisation on mobile phones for either 

voluntary or mandatory tracing. Singapore is rolling out a system 

using QR app TraceTogether and while there are significant privacy issues 

relating to data use, there may be benefits for teams in hotels, for example, 

to be quickly alerted to someone with symptoms.
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4 In locations preparing to 

re-open after COVID-19, 

properties are marking 

floors in public spaces to aid social 

distancing; this is especially relevant 

around lifts and door entrances.

5 Guests will expect to see evidence of greater hygiene in communal 

areas: automatic electric doors will be preferable to push/pull and 

frequent wiping down of high touchpoints such as door handles and 

lift buttons will be expected; customers may also use supplied or their own 

disposable wipes and will require waste bins for disposal. It will be essential 

to reassure them that they are staying in as risk-free a property as possible.

6 Handshakes may become less attractive to many guests and staff 

alike but there are plenty of options, ranging from the traditional 

Namaste to a discreet hand on the heart greeting. 7 The spacing of tables 

may become critical in 

decisionmaking for those 

choosing venues; in addition, 

people are likely to be nervous 

about over intrusive service and a 

one-stop delivery with a step back 

may be appreciated.

8 Buffets may be more 

attractive than table 

service, particularly at 

breakfast, so that guests can pace 

visits to the buffet and possibly 

use their own service utensils; 

or, an alternative view, they may 

prefer table service. 

9 Reusable items such 

as menus are a hazard 

for transference of the 

virus and disposable ones may 

be appreciated as an indication 

that efforts are being made to 

minimise risks.

10 In South Korea and 

China, two of the 

first countries to 

emerge from lockdown, there is 

evidence that staff name badges 

are being printed in larger fonts 

to allow identification from a 

greater distance. 

11 Some hotels already 

provide proof of 

sanitising items 

such as loo seats and TV remote 

controls but there may be the 

option to include disposable 

sanitise wipes for customers to 

use on door handles, for example.

12 As hotel guests 

try to avoid public 

areas, room service 

may become more popular or 

other forms of in-room dining 

through apps such as UberEATS 

or Deliveroo, particularly in city 

destinations. In other locations, 

it may herald the demise of a 

room service operation that is 

frequently loss-making.
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