
How we do it

West Lodge Park, Enfield 

Andrew Beale, Managing Director

Beale’s Hotels’ strapline boasts “Generations of Excellence since 1769”. The family business began at a bakers shop in Oxford Street. After eight generations, they now run two 4 star hotels, including West Lodge Park in North London which was opened in 1945 by Andrew’s grandfather Edward Beale. 

Having a 4 star AA rating has provided a valuable third party validation and helps inform how they run the hotel.

How do you make your location work for you?

There are strengths and weaknesses in our location. The Hotel’s close proximity to a large urban population and its good transport links are a strength. We’re just a mile off the M25. Also, to my knowledge, there are only two hotels within the Greater London area that are of a similar quality and feel to this hotel. 

Against this, we can be seen as suburban and not a natural choice for a city break. As a result, we market ourselves as a business hotel through the week, while at the weekend we have a significant demand for weddings and other functions.

What are you offering?

We have 59 bedrooms, an award-winning restaurant and bar, as well as health and beauty rooms and 35 acres of grounds. We also have the Beale Arboretum - a nationally recognised collection of trees with over 800 species.  

How does your star rating help?

Our star rating is hugely important to us. In terms of marketing, we put it centre stage on the front cover of our brochure. The rating also helps provide reassurance to our visitors about the standard of service they can expect. We have two hotels within ten minutes drive of each other and both have a 4 star rating. While they offer contrasting experiences, they have identical standards of quality. The star rating confirms that visitors should be able to go from one hotel to the other and expect the same standards of service and quality. 

A star rating is effectively a third party validation. If you put yourself up as a 4 star hotel without having an objective third party to confirm that, then people will quickly see through what you’re offering.

Does the star rating help your business in any other way?

It is valuable business tool. Knowing that we are 4 star helps determine what markets we’re targeting, the level of our rates, internet pricing and how we market. Everything stems from the star rating. It also helps to guide the various departments within the hotel  from bedrooms, restaurant and bar through to health and beauty rooms, conferences and weddings. We want to make sure that everything we offer reflects the 4 star standard. 

You have to be comfortable with your positioning. We are very happy with our 4 star rating as it is right for our property, the customers and the market, bearing in mind what people are willing to spend and our location.

How important are green issues to you?

Green issues are massive. They are part of who we are and what we do. We have been ‘green’ for over 200 years, so there is nothing trendy about what we’re doing. We see ourselves as stewards of the environment.

We recycle everything we can and we plant over 100 new trees each year. We also replaced our boilers in 2007 saving 214.2 tonnes of CO2, 54.8 tonnes of carbon every year, as well as £22,480 in annual energy bills. In addition we have secured a four-year interest free loan of £83,000 from the Carbon Trust, representing 50% of the cost of the new boilers.

Local food is also important to us. Working directly with suppliers gives us control over what we’re buying. It can be more work, but it is more satisfying and guests are becoming increasingly interested in the provenance of their food. 

What are your top tips?

· Be yourself, it is important, as you become the brand! 

· Whatever market you’re in, aim for quality and don’t fight on price. Quality is more sustainable than a price-led approach. It doesn’t matter whether you’re a 1 star B&B or a 5 star palace, but you have to offer value for money and a good welcoming experience. 

· Finally, care for your staff. It is important to look after and develop your staff. They will reciprocate tenfold.

www.bealeshotels.co.uk/westlodgepark
The Railway Tavern, Stratford

Jan Dooner, owner

Jan Dooner’s family has been running The Railway Tavern for over 40 years. It is a traditional community pub in the heart of Stratford. When London was awarded the 2012 Olympics, Jan and her husband Tom converted their living area into guest accommodation.

The Railway Tavern’s accommodation opened in April 2006 and has quickly built up a strong base of customers attracted by the modern rooms and warm East End welcome.

Why did you decide to convert?

At the moment, there is a real lack of good quality and good value accommodation in Newham, especially Stratford. For a number of years visitors and workers have been asking if the pub has accommodation. When the Games were announced our minds were made up. We applied for planning permission.

What do you offer?

From the start, we decided to provide a quality product. In the space we had, we could have easily accommodated 11 or even 12 rooms. But we wanted to make sure that all rooms were en suite and provided a certain level of quality. This puts us in a different bracket to many B&Bs in the area that cater for workers and offer rooms for as little as £10 per night. All our rooms are fresh and contemporary with plasma screen TVs and wi-fi access throughout.

Visitors can also enjoy our community pub. It’s a great opportunity to meet the locals and we pride ourselves on the friendly atmosphere and warm East End welcome. 

Who are your main competitors?

We currently have two major hotels in the Stratford area – the Ibis and the Express by Holiday Inn. Like many guest accommodation businesses, we don’t have the backing of a major company. But, I still believe that we can compete. We offer a very different experience. It’s more individual and more personalised. I’ve got nine rooms and the maximum number of guests I might see in a week is 18. It’s not difficult to remember 18 names and look after their individual needs. 

How do you provide an individual service?

I like to get to know my visitors and find out how to make their stay as comfortable as possible. For some of my repeat visitors, I know what they like to eat and when they want to eat it. Some will have breakfast early and others later. That’s not a problem. In the evening, the restaurant kitchen is open until 8pm. If a visitor asks if they can eat at quarter past, we can be flexible. Visitors appreciate that.

Why are you applying for a star rating?

A star rating will be a feather in my cap. I’ll be able to use the logo on my next batch of leaflets and on my website. It’s a mark of quality. I’m also hoping to pick up a few tips and ideas from the Assessor.

Over the next five years, we’ll have the eyes and ears of the world on us. Having a star rating will help to convey the quality experience that my accommodation offers to visitors from both overseas and the UK.

What are you aiming for?

I’d like to achieve a 2 or 3 star Guest Accommodation rating. Visitors looking at my star rating will know that I’m up to that standard.

What promotion are you doing?

Marketing is the next step for me. So far, our promotion has focused on local PR. I’m very involved in the community. I’m Vice Chair of the local community forum, I sit on the executive committee of the town centre forum and I’m the business representative for Newham’s local strategic partnership. I also have a good relationship with the local paper and have negotiated a free listing. I hope for a review in the near future.

What is your top tip for London accommodation?

You’ve got to be on the ball all the time. I know within Stratford, we’re getting more and more planning applications for hotels. If I want to stay on top of my high occupancy levels, I’ve got to keep my standards up all the time. 

www.railwaytavernhotel.co.uk
Crown Moran Hotel, Cricklewood Broadway 
Tommy Moran, Business Development Director

With over 20 years experience in the licensed trade, the Moran family opened their first hotel in Dublin in 1996. They now have four hotels including the Crown Moran Hotel Cricklewood, which opened in 2003. The 4 star AA and VisitBritain-rated hotel focuses on the corporate market during the week, leisure visitors over the summer months and weddings and dinner dances at the weekend. Having a clear focus on providing a quality product with a good food offering has been key to their success.

Why open a hotel in London?

We wanted a sister hotel for the one in Dublin. At the same time, the Crown pub in Cricklewood became available. But what we didn’t realise was the time it would take to get planning permission as the pub was Grade II listed. We eventually restored the pub over a period of time, building the hotel around it. We opened in stages, which helped us to gain experience little by little. 

What did you learn from your Dublin and Cork hotels?

We learned that people look for different experiences in different locations. Knowing this helped when we came here as we knew that what had worked in Dublin and Cork, wouldn’t necessarily work in Cricklewood.  

What experience have you created for visitors?

We want the hotel to be familiar so that visitors feel comfortable in asking for what they want, when they want. We also like to provide a special experience so that it feels like a real treat to stay here. The hotel means different things to different people. There are quiet spaces like the little library bar. There are public areas where visitors can sit down, read a magazine and have a cup of coffee. And there are traditional bars where visitors will find themselves in a local London pub atmosphere surrounded by regulars.

Is access an important issue for you?

We have six designated accessible rooms. I see our approach to access as plain common sense because good design helps everyone. It’s important to have bedrooms that are uncluttered, doorways that are easy to use and get through, as well as properly lit corridors and good signage.  A claim culture makes you learn rapidly that you need to look out for and avoid hazards. But in addressing these, you also make the hotel experience better for people with mobility problems. It turns something negative into a positive for our visitors.

How do you help visitors feel they are in London?

Many people come to London because there is such a mix of cultures. Our staff reflects this as we have people from around the world working here. They each have their favourite parts of London that they recommend to visitors. In the kitchen, we have English, Malaysian and Polish chefs so we play to their strengths and our menus offer great curries and sushi dishes, as well as the more traditional fish and chips. 

What role do local people have in the life of the hotel?

When the restaurant opened we thought it would be used mainly by guests. We soon realised that local people are actually the bread and butter of the market (no pun intended!). So, we have started to develop that with a range of events throughout the year and we have introduced a local dining club.
Why do you have a star rating?

The star rating scheme is very useful to us. It has helped us to not only reach the required standards but also to go beyond. Being ‘just good enough’ is not good enough for us. The standards set a basis for us to develop rather than a finishing line. They also help to make decision-making easier for visitors. Review websites like TripAdvisor are playing an increasing role in decision-making. When a customer sees the reviews and also sees that a star rating has been awarded by an objective and independent organisation they can feel reassured.

What makes people return?

One of the reasons is that there is always something different to see. But, at the same time, there are things that they can expect to be the same visit after visit. Our genuine welcome, a good food and drink offering and a range of areas to suit their mood - lively or quiet. All of this makes the Crown Moran a very special place to stay.

www.crownmoranhotel.com 

St David’s, Paddington

George Neokleous, Owner and Alex Neokleous, Manager
George Neokleous established St David’s in 1980. It now has 60 bedrooms and is VisitBritain rated as 2 star Guest Accommodation. His family plays a big part in the running of St David’s. His son Alex works front of house, assisted by mum Foulla, while George spends much of his time preparing meals for visitors and staff or anyone who stops by! They pride themselves on offering guests a warm welcome and personal service.

What are you are offering?

Alex: We offer value-for-money budget accommodation. There are no luxuries but we try to make our service personal. It is important that people feel at ease and relax when they stay with us. “The customer is always right” is a motto we have continued to use and helps to keep our focus on guests’ needs.

George: Our guests feel that they leave their own family and then come to a family where they know someone is going to take care of them.  They get to know us and can see we offer a genuine and friendly atmosphere. They like this and then recommend us to others. We work on repeat and recommendation and sell all of our rooms ourselves.

What do guests look for?

George: The important things that visitors look for are a clean comfortable bed, hot water with good pressure, a warm room, friendly staff, quality food and having the food that they want. Guests are also concerned about any added-extras. We make sure there are no hidden costs. 

How do you make your guests feel relaxed?

Alex: We make guests feel welcome.  I always make sure that I meet them. They like the personal touch and meeting the owner helps make them feel special. We talk to them about what they are interested in and then make some suggestions of what to see and do, places they may not know about such as Camden Market or Portobello Road. 

We also tell them about simple things like where they might get a cup of tea and relax, journey times, where to park, where to buy bottled water. It’s the little things like this that our guests remember. We spend time on them. Giving five or ten minutes of our time is really appreciated.

George: We also find out a bit about guests before they arrive. By politely asking the right questions we can find out why they are visiting and what they like doing. We recently had a group from Denmark with a couple celebrating a wedding anniversary. We let them put roses around the bedroom door to mark the occasion. It was also their granddaughter’s birthday, so we put Danish flags on the breakfast table together with champagne and a cake. They were really excited and did not want to leave. They told us they would be back and will tell others. We hear that from most of our guests.

Do you work with other businesses?

George: We have a very good relationship with a local taxi firm. I chose the company as they use good people, safe cars and offer a reliable service. We make arrangements for guests to be picked up and we want them to be safe.  We see this as an extension of our services.  

What role do your staff play in making guests feel comfortable?

Alex: Staff are part of the family. The longest serving member has been here for 20 years, which is great continuity both for us and for guests. Everyone tells us how good they are - prompt, honest and smiling. We always share guest comments with staff, which helps to build morale.

George: At least three times a week I cook lunch for the staff. This gives us time together to sit and chat and helps break down barriers.  

How would you sum up your approach?

George: We do not ignore our customers. We bother because we love people and we treat people how we want to be treated personally. We love what we do. We respect our job as it is more than just making a living. It is about creating satisfaction for both us and the customer.

www.stdavidshotels.com 

Georgian House, Pimlico 

Serena von der Heyde, Owner

Georgian House was built in 1851 by William Chinnery Mitchell. The current family owners are his direct descendants and run the House as 3 star VisitBritain Guest Accommodation. The House is focused on tradition and heritage but the website has the 21st century visitor firmly in mind and has been carefully developed to anticipate visitors’ every need.

Why are you selling a traditional feel of London?

Heritage is one of our key selling points. My great, great grandfather built the House. I doubt there are many places that have a similar story to tell. Many visitors look for accommodation that reflects the traditional side of London, rather than somewhere modern and contemporary, which they can find in any city.

How do you help visitors make the most out of their stay in London?

Our aim is to be as informative and helpful as possible. The website has a key role to play. We have a ‘local knowledge’ page www.georgianhousehotel.co.uk/london_hotels/london_hotels_local_knowledge.htm that highlights places to see and things to do, together with suggestions of tried and tested restaurants, local transport information and recommendations of where to exchange money. We work with other local businesses to give visitors special offers. For example, guests eating at a local restaurant can enjoy a free bottle of wine with their meal. This has generated extra trade for the restaurant, while adding value to what we offer. 

The website also includes a ‘customer services & travel shop’ section www.georgianhousehotel.co.uk/london_hotels/customer_services_travel_shop.htm listing ways in which we can take the headache out of travelling. For example, we can arrange car hire, airport pick-up, reserve a table at a restaurant or book theatre tickets for a special occasion. 

The website is available in 13 different languages and we also have an accessible version for anyone with visual impairments.

Where does the inspiration for your website come from?

We put ourselves in the shoes of the visitor and think what would be useful to them when they are planning their trip. I have a fantastic website designer who loves my ideas and also has many of his own. He is expert in how search engines work and has linked us to a number of other websites. People are coming to our website as a result of these links.

The content also reflects questions that visitors ask us. For example, a number of guests commented that some of our images did not accurately reflect how our rooms actually looked. We’ve since replaced them with new photos. We want to be transparent and show exactly what we have to offer. 

Why is being transparent so important to you?

I don’t want visitors to come and be disappointed. I would rather tell visitors in advance that we don’t have a lift for example and the reason for that, rather than let them find out for themselves. If you provide information about what you do and what you don’t have, visitors can be reassured that your product will match their requirements. 

Why do visitors enjoy staying at Georgian House and continue to return?

Our outlook is very customer-orientated. As a small family business operating in a very competitive field we like to offer personal service. Staff play a key role in this. I encourage them to be warm and comfortable in their communication with guests. I like them to say hello, ask them about their visit, their families, and their work. It’s about building up a relationship. 

Communication starts from the moment a guest looks at our website or talks to one of our staff over the phone. It’s a chance for us to make a personal connection with visitors so that they like the Georgian House and our staff even before they’ve set foot over the threshold. With regular visitors we get to know their preferences and bend over backwards to give them what they like. We had one visitor who used to leave his PlayStation with us so he could use it each time he stayed.

Your top tips?

· Put the customer first. Think about who they are and what they will be looking for. 

· If you don’t have a unique selling point, be sure that the market is big enough to take another player
· Look after your staff and they will look after you
www.georgianhousehotel.co.uk 






















10

