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“ There are three pillars of  
value in the hotel business –  
property, operations and brand.  
Investment conferences focus on  
the real estate and the rise of digital has 
brought brand to the forefront but operations, 
specifically the value embedded in how hotels 
are run, is usually overlooked.”

Andrew Sangster, editorial director of Hotel Analyst news analysis 
services and creator of the Hotel Operations Conference
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This is not an event focused on how to be a better sous chef or what 
is the best way to clean a room: rather this event explores how value 
is created by managing chefs and housekeepers more effectively. It 
highlights how focused management across all aspects of the hotel 
business will deliver the best results and hones in on just what that 
management looks like.

It maybe that the best approach is to have an integrated brand and 
management company. Or perhaps separating out the disciplines is the 
best way forward. Both approaches can create superior value: the key 
is determining how and what works best where. The Hotel Operations 
Conference is designed to help provide answers to these questions.

TARGET AUDIENCE

This event is for investors wanting to understand the value created 
in running hotels and for those advising these investors. Hotel brand 
companies, hotel operating companies and hotel owners will all be a 
focus of debate. Senior executives at the CEO, COO and CFO level are 
expected to attend along with specialists in development, operations, 
sales, human resources and CSR.

The rise and rise of third-party managers indicates how investors in the hotel 
industry are beginning to demand clarity in the black box labelled “operations”. 
Previous approaches of putting the management of hotels into the same 
category as the brand offering are no longer being accepted. A clearer definition 
of the value created in running hotels is needed.

BACKGROUND

Hotel Analyst has been providing subscription news analysis to hotel 
investors for 13 years. In 2013 it branched out to start its own events 
portfolio with the Hotel Distribution Event and in 2015 the Hotel 
Alternatives Event was launched.

What sets Hotel Analyst events apart is their focus on quality 
programming as well as excellent networking. As an information 
business, Hotel Analyst is aware that good content must drive  
the programming. 

HOC 2017 COVERED

•  Management company valuations. Unbundling management,  
brand & property – do you create more value?

•  Third party management company leaders saying what  
they are thinking and what they are planning

•  Spotlight sessions looking at the big brands HR,  
design and architecture, procurement and financial support

•  Profitability: examining margin erosion

•  Productivity

•  A different take on management

•  Who should be the best brand and operating company:  
how much does scale matter?

•  Are current legal contracts fit for purpose

•  Big brands are vital for the future of the hotel industry

EXPLORING THE VALUE IN HOTEL OPERATIONS
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AGREEMENTS SWING IN OWNERS’ FAVOUR
Landlords appear to be winning greater concessions from the brands, 
in franchise and management agreement negotiations, as the balance 
of power moves more in favour of the hotel owner.

Franchise deals are moving to shorter durations, or come with 
break options, while key money is again being offered to sweeten 
management agreements, delegates at the Hotel Operations 
Conference heard. While the legal fundamentals of agreements are 
unchanged, new clauses and options are being explored; in many 
cases, this gives all parties the opportunity to exit, should a hotel not be 
performing well under an agreed contract.

Vivek Chadha, owner of hotel group Nine Hospitality, said he needed to 
balance the long term view with other, short term issues. He favoured 
a 15 to 20 year commitment to a brand. “As an owner, you invest a lot. 
“If you don’t have faith in the brand working, you shouldn’t sign into 
the brand.”

However, he said he needed a shorter agreement. “ Twenty year leases 
are too long,” particularly if compared with bank finance commitments 
of a maximum five years. “Having an exit clause will be much more 
important for the owner.”

The brands demonstrated their willingness to be flexible. Peter Till, 
managing director of Choice Hotels UK, said he had spotted a migration 
of clauses from management contracts, into franchise agreements, 
though Choice is trying to simplify things: “We’re starting to put 
together a tri-partite agreement.”

“Our terms are one, three, five and 10 but if something’s not working 
out, we can address that,” said Till. “Franchisors need to become more 
flexible, and be much more involved with the property. The pendulum of 
power has been shifting to the franchisees, we are seeing  
shorter contracts.”

Tim Walton of Marriott said that, despite absorbing Starwood, the 
company still needs to grow to deliver shareholder value. And that 
growth will predominantly come from one route. “We expect 85% 
of our growth in Europe to come from franchising over the next five 
years,” he promised. “Franchising, we see as a salvation.” He said 
legal agreements were getting simpler, “and we’ve also become less 
precious”. He said financial incentives being offered included fee 
discounts, key money and rent support – “it can be quite significant”.

One thing Marriott will not be doing, is signing leases. “Leases are like 
toxic waste to Marriott,” confirmed Walton.

“To be honest, there hasn’t been much evolution – the agreements I 
see today look pretty much the same as 20 years ago,” said Babette 
Marzheuser-Wood, head of the franchise group at Dentons. “It is a form 
of joint venture, and it has to have a bit of give and take.” The changes 
she was seeing, however, were more walk away options, and break on 
sale clauses, though “it’s usually for a fee”.

Chadha revealed his thoughts on selecting a brand. “The first thing I 
look at, is how many hotels they have – we don’t want to be a guinea 
pig.” And, he said, the choice of a brand depends on location: “In 
provincial cities, a brand is very important.”

Julian Tee, director of Hetherley Capital Partners, said going unbranded 
“is a relatively bold move at the moment”, as it means relying on a 
local market, and on your own website winning bookings. “It’s a tough 
fight, but in some markets it’s worth fighting for.”

Chadha said he often benchmarks his own situation against that of 
other franchisees of a particular brand, checking with them to ensure 
he is not offered inferior terms. “The biggest thing is transparency” 
over issues such as costs. “How are they investing in the brand, what 
are they spending on marketing and so on.” But such clarity can 
sometimes be difficult, as Till explained: “Marketing fees go into a pot, 
so it is difficult to split out.”

Tom Magnuson, who has grown a soft brand through licence 
agreements, had a clear view on what the market needs. “Everything 
else in the business has changed – the situation calls for much  
more flexibility for owners. We’re seeing people happy with three  
to five years.”

Tom Page, global head of the hotel and leisure group at CMS, 
said management agreements remained a popular way for brands 
to expand. He noted that NoMad, Ace, Hard Rock, Citizen M and 
Malmaison are all offering management agreements to landlords, 
in a bid to expand their portfolios. And with that push are coming 
innovations. “Emaar recently announced they are offering base fee free 
management contracts – this is an interesting development.” Geared 
incentive fees are now common, while key money is being talked about 
once more.

HOTEL ANALYST EVENT COVERAGE
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James Munro of Arc Consulting Partners said his operational 
experience was that “key money can create some real goodwill with  
an owner – but in the long term, the owner tends to forget.”

Tee said of the Emaar offer: “It’s a headline that fills me with dread – I 
would advise anyone to read the small print to see where they will 
claw it back.” His business would look at alternative opportunities to 
earn profit from a management agreement, such as a reflection of the 
property’s value uplift on sale.

A panel discussion weighed up the merits of wider metrics for 
deciding management agreement recompense. Peter de la Perrelle, 
managing director of Tower Hotel Management, said there was “a good 
argument” for widening the metrics used to measure incentive fees. 
This might well include guest feedback via internal measures, or scores 
from Tripadvisor. “Flexibility is key, you have to align the agreement with 
the owner’s outlook.”

Tee said that it often demanded an owner invest, “to ensure metrics 
are worth measuring”. But ultimately, he noted that a good guest 
experience is the one key that ensures greater profits for everyone  
to share.

HA Perspective [by Katherine Doggrell]: The argument over who 
needs who most is likely to rage off between owners and brands, but 
one area where there has been movement is in the options available. 
It’s a veritable Airbnb out there, with one-year agreements the stuff 
of glorious fantasy or waking nightmare five years ago, depending on 
which side you were on.

Fuelling this is the changing profile of investors and their shifting 
requirements. No longer does the family owner want to build up  
a glorious portfolio of Hiltons to pass down to the kids. Brands  
are being bought in for quick fixes on struggling sites, as a route to 
cheap procurement as well as distribution, in short, for every situation 
there is now a brand which can help with short term, as well as  
long-term goals.

The most telling shift in the position of the brands is how eager owners 
are to be able to market their hotel free and clear of the flag when it 
comes time to tell. The value of the brand is while it is operating and 
one owners knows that the next wants to make the choice themselves. 
It all means that brands cannot rest on their laurels as the beauty 
parade never ends.

Additional comment [by Andrew Sangster]: There is a paradox 
between what a franchisee wants and what they need. Having short-
term contracts, preferably ones that can be terminated at will, seems 
like an owner’s dream.

But this only works if the owner can terminate while the brand cannot. 
If brands can terminate contracts too, as most likely, in most legal 
systems, they would be able to do if the owner can, the result may well 
be a destruction of value for owners.

Imagine building up a successfully trading portfolio of a major limited 
service hotel brand under franchise. The brand owner sees the huge 
amounts of cash being generated and decides that it is time it got a 
bigger share. It can terminate the contracts and offer new contracts 
to other owners on more beneficial terms for the brand owner. If the 
owner has the right, then, in a balanced contract, the brand would have 
the right to terminate too. Ouch. You don’t always need what you think 
you want.
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THIRD PARTIES FACE GROWTH THREAT
The third-party management sector in Europe is growing in  
Europe, delegates at The Hotel Operations Conference, hosted  
by Hotel Analyst, were told.

With a product relying on tight margins, there were concerns that 
expansion could run the risk that efficiencies could be lost to size.

At Interstate Hotels & Resorts, Steve Terry, VP development, UK, 
told attendees that the company’s ambitions lay in Europe, adding: 
“Europe is quite difficult. It’s all well and good to say that you’re going 
to expand here and there, but how can you support that? Is there 
an infrastructure where you can add value? At what point do you 
create the office in Europe to support growth? The ultimate plan is for 
Interstate to be as big in Europe as it is in the US. The US is a more 
transactional market – you win 80 deals in a year but lose 70, while 
Europe is a growth market.”

Nick Turner, managing director, Bespoke Hotels International, also 
described ambitious growth targets, commenting: “We see lots of 
growth, we’re looking at doubling our size to 400 hotels in the next five 
years. We’re fairly close to a Chinese deal to take Bespoke into China.”

Brian McCarthy, managing director, Valor Hospitality, challenged the 
size of the bigger players, adding: “If your organisation is the perfect 
size, you can drive the intensity, but some of the big companies risk 
being too bureaucratic.”

Faced with the question of whether growth meant that the savings 
and efficiencies offered by a third-party management group were 
under pressure, Terry said: “The people in our organisation are 
entrepreneurial people – that’s the most important thing. We can’t 
become too corporate.”

The organisations insisted that friction between the brands, owners and 
third parties was a thing of the past.

Terry said: “We do not insist an owner has a brand – 50% of my 
signings this year an independent. It’s all about what works for the 
owner – we debadged a hotel last year and the performance increased 
quite considerably. Not all brands are great, not all add enough value to 
justify their fees.

“Our value is purely our fees. From our perspective that is aligned 
directly with the owner because a lot of our fees are profit. That’s why 
we have to generate profits for the owner, whereas for the brand the 
value is in the brand.”

McCarthy said: “It should be a collaborate approach with common 
goals – then all the politics goes to one side. It should be performance, 
not politics. We work with the brands and produce the goods  We only 
want to work for a small number of owners. The brands take their 
fees from the top-line revenue and the owner gets their value on exit. 
We don’t need someone to come in and dice and slice the P&L. Get a 
common agenda where everyone benefits. I believe owners will create 
their own platform.”

The owners remained the priority. John Stuart, COO, Redefine BDL, 
said: “We are totally aligned to the owner, we know what the short, 
medium and longer-term plans are.”

Turner added: “There are lots of niche spaces not being catered for in 
the UK by the brands. We are unemotive about assets  – we drive our 
own revenue and manage it, without tension with a brand. We find it is 
more profitable to make the hotel the brand.”
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Echoing McCarthy’s point, Charles Human, managing director, HVS 
Hodges Ward Elliott, told delegates that he saw portfolio owners 
creating their own management platforms, taking Starwood Capital  
and its Principal hotel group as an example.

Human added: “There is a lack of third-party operators, especially 
in the EU. US investors are used to the model and bringing it over. 
Investors will increasingly acquire or create their own management 
platforms to increase control and returns.”

Investors were, he said, drawn to unencumbered and leased hotels – 
with a strong covenant – which he described as the most liquid assets. 
Human said that third-party managed sites transacted more often – 
making up 4% of deals in the UK in 2012/13, to 30% in 2015/16,

Turning back to the flags, Human pointed to branded managed hotels’ 
fees at 10% to 13% of rooms revenue, while third party fees were at 
10% to 12%. “The numbers,” he said, “are compelling”.

An increasing number of owners are feeling compelled.

HA Perspective [by Katherine Doggrell]: The third party operators 
have caught the imagination of owners, who have felt themselves 
starved of a proper say in the action for too long. Someone who can 
represent their interests in the mystifying world of hotel operations is 
long overdue.

But it’s not a done deal and there remains much to debate between 
the cost of a brand against the cost of a third party plus franchise. 
Later in the day Peter de la Perrelle, managing director, Tower Hotel 
Management, took issue with Human’s figures, commenting that “you 
get what you see with a white label” while the brands came with the 
potential for add-ons. Tom Page, global head of hotels & leisure group, 
CMS, said that, at least with the brands there was “a single throat  
to choke”.

So it’s all good, positive imagery. But as the third parties get larger they 
are at risk of falling foul of the same crimes as the brands are accused 
of: Being too large to keep an eye on the minutiae of the bottom line. 
Of course, scale also brings bargaining possibilities and  
procurement opportunities.

Meanwhile, owners are starting to think that maybe this operations 
malarky isn’t so hard after all. Later in the day Nadler Hotels’ CEO 
Robert Nadler told how working with the OTAs and some off-the-shelf 
software was filling rooms and London & Regional Properties’ Henri 
Wilmes described how the group as been running its own sites and it’s 
all turned out very pleasant, thank you very much. As the song says, 
sisters – or in this case, brothers – are doing it for themselves.

Additional comment [by Andrew Sangster]: The rise and rise 
of third-party operators is a well-documented phenomenon. But the 
reasons to explain the change is subject to much debate.

Some claim that it is due to a failure of the big brands to be effective 
managers. While it is true that not every hotel can be the best run 
within a portfolio, the evidence to support the contention of a complete 
meltdown of the management capabilities of the global majors is weak. 
As ever, the reality is rather more nuanced.

For the global chains, it is true that they are going to see the best 
returns from franchising. But for most, they know that managing hotels 
is integral to their mission to be a leading hotel company.

Sure, there are pure-play franchisors like Choice, but those global 
majors with existing strong management operations seem intent on 
maintaining this part of the business. The idea is to grow franchising 
but also to grow management.

One to watch is the swingometer of revenues from management versus 
revenues from franchising. Right now, it is clear that management is 
an integral part of the business model. This is not a case of having 
separated off real estate assets, operations are set to follow.

In developed economies with a strong business culture that  
supports franchising, it would be a foolish brand company that  
did not pursue franchising as the dominant growth strategy.  
But alongside this, it is perfectly reasonable to simultaneously  
be growing the managed business.

The fast food industry is an instructive example of how company-run 
versus franchised can play out. In the UK, McDonald’s has 1,250 
restaurants of which just over two-thirds are franchised. Despite a 
strong and well-established franchise community, McDonald’s has 
chosen to keep a substantial portion of its restaurants directly under its 
control. Why is the hotel industry going to be any different?
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PROFITS SLIP AWAY
Hotel operators continue to worry about the challenge of improving 
productivity – trying everything from automated check-in to grab-and-
go breakfasts to cut costs. But across Europe the sector continues to 
see profits slip, and an obsession with revpar may be the reason.

Pointing out the necessity for action was Jonathan Langston, the 
co-founder of Hotstats. In a detailed presentation, he noted how hotels 
have seen a continual erosion of profits over the last decade. He 
argued it was, in no small part, down to an unhealthy obsession with 
using revpar as a performance measure.

“Hotels are working harder, for less reward,” he noted, showing that 
non-rooms revenue had declined in many cities. He took a closer 
look at hotels in Prague and Vienna, because “both of these were 
the darlings of Europe.” Prague is still suffering from the oversupply 
delivered in the last boom, and as a result, revpar is still EUR10 below 
its previous peak. The result is similar in Vienna. While not suffering 
from overbuilding to a similar degree, the market saw a major decline 
with profit per room falling by 30% in just one year.

“The focus on rooms has under-optimised performance,” said 
Langston. “The pursuit of revpar has cost EUR340,000 per hotel.”

One area where costs have risen markedly is in “the spend on getting 
business through the door”. This spend, often to OTAs, has meant the 
UK regional market, for example, seeing gross operating profit decline 
since the 2000s, and only start to recover in 2013.

One issue for every owner is choosing the right brand, and Hotel 
Operations Conference delegates heard three pitches from large, 
medium and small operators. Philippe Bijaoui, chief development  
officer EMEA for Wyndham, said scale was a big benefit. The group 
offers a wide selection of brands at differing price points, and has 
50 million members in its loyalty programme. Bijaoui cited examples 
where a rebrand to a Wyndham flag had delivered immediate benefits 
to one property by way of reduced OTA commissions, and a medium 
term benefit as loyalty programme guests started booking into the 
reflagged hotel.

Midsize player Deutsche Hospitality has underlined its aspirations with 
a corporate rebranding, and by expanding from 87 hotels in 2011, to 
130 today with a strong pipeline. “We will look at lease, management 
and franchise,” said Claus-Dieter Jandel, the group’s chief development 
officer. Alongside its established Steigenberger four star brand, it has 
grown IntercityHotels as a limited service offering, and more recently 
launched boutique brand Jaz in the City.

Representing the niche player was Robert Nadler, who has built his 
eponymous UK brand in London and Liverpool, with Manchester on 
the way. “If you’ve got a big box, you’ll be better off with a big brand,” 
he admitted. However, he said that OTAs help small hotels market 
effectively, adding: “There are enough tools out there to help us 
compete with the big brands. OTAs give me enormous reach, and their 
banner effect really works.” But for a landlord, he said Nadler could 
offer more, including vital linkage with local businesses: “We work with 
the local community as our food and beverage offering.”

HA Perspective [by Katherine Doggrell]: The vagaries of hotel KPIs 
have long troubled the sector, as the bedroom-is-all approach has 
many owners perplexed when their brand demands only the shiniest of 
chandeliers for the ballroom.

The rise of the OTAs has helped focus the minds of all involved, as the 
cost of selling that room rises and the need for ancillary revenue gets 
ever-more pressing. This has meant more innovative F&B but also, as 
in the case of AccorHotels’ Joe&Joe, a new way of looking at rooms 
(with a nod to the hostel market).

For the brands, the message is being shouted ever-louder in their ears 
– every element of the hotel must be made to perform and owners 
are watching closely. Last year’s drive to book direct came at a cost of 
owners and, as they show no sign of retreating on loyalty discounts, 
scale is also being touted as a bargaining chip with the OTAs. As the 
big brands play on their distribution strengths they are playing the 
same game as the OTAs. Whether they will claw victory this time 
depends on whether they can defeat their rivals in the march for scale.

www.hoteloperationsconference.com

THE HOTEL OPERATIONS  
CONFERENCE 2018

HOTEL ANALYST EVENT COVERAGE



FACING THE PRODUCTIVITY CHALLENGE
A major issue vexing participants at the Hotel Operations Conference, 
was how to keep pace with rising costs, in a bid to maintain profit 
margins. With the sector’s profits seemingly on the slide, any 
opportunity to improve costs and productivity will be in sharp focus.

One major cost in the hospitality sector continues to be that of 
personnel, and a Hotstats presentation noted that payroll can easily 
absorb any uplift in revenues. In the UK, that cost has come under 
greater pressure thanks to the introduction, and uplift, of the minimum 
wage, as well as the worries over Brexit and its potential to encourage 
mainland European workers to leave the UK and return home.

Hilton’s Steve Cassidy argued the brands have done a good job. Hilton 
created nearly 20,000 jobs in 2016, and offers low skill entry points 
as well as a career stream for those want one. He said the company 
directly employs lots of people, as it directly manages a good quantity 
of its properties, including 65 in the UK alone.

But he warned: “Arguably the people and talent challenge is more 
complex than ever before.” In particular, rising costs are a serious 
pressure. “We have a fabulous industry that offers opportunities galore 
– perhaps we haven’t sold it well enough.” He said the sector needed 
to have a “compelling proposition” to attract talent.

Executive search specialist Lesley Reynolds said the sector had no 
image problem at a senior level: “At the senior end, we are able to 
attract individuals from other sectors.” But it needed to reward young 
talent in a way that is relevant to them. Otherwise, they will simply 
head for another business that does offer such rewards.

The issue was reflected in a presentation by Anna Pollock, the 
founder of Conscious Travel, who argued that successful businesses 
need to move away from focusing purely on profit, in a world of 
connectivity, unpredictability and ambiguity – and where Millennials 
need considering not just as customers, but as staff. “How do we 
align our businesses with what matters to people?” Julia Fenton, CEO 
of Business HorsePower, warned that 70% of staff are typically not 
engaged, and that is a big issue for employers in the sector.

Chris Mumford, managing director of Aethos Consulting Group,  
said that “the war for talent has been around for a long time.”  
Luxury hotels in London typically see a 35% turnover in staff  
annually. “There are a lot of things that people could be doing better.” 
He suggested the big brands need to be flexible on career paths, 
meeting the aspirations of team members rather than shoehorning 
them into a pre-planned schedule.

Aside from the ongoing battle with the OTAs for online business, there 
is also the potential for improved productivity from smarter working. 
Mumford said artificial intelligence held promise. “There’s quite a lot of 
places where tech will have an impact.” His own business is exploiting 
ways to automate the process of filtering applicants in the recruitment 
process. “Linkedin has probably replaced the CV,” he added.

Also, a fan of smarter working was Patrick van der Wardt of Amadeus 
Hospitality. “Personalisation is key in loyalty,” he insisted. There needs 
to be a central guest profile, with information that allows for targeted 
offers. “The problem currently is the data is everywhere, and not in 
one place.” Guests are generally happy to share data, he noted, and 
consumer opinions have shifted even in the last couple of years as 
guests come to expect companies to behave more smartly: “The creepy 
factor is gone.”

“The hotel industry has been very slow to personalisation,” said 
Avvio CEO Frank Reeves. “Consumers have an expectation of 
personalisation.” It enabled quick wins, and Reeves suggested a 
“focus on advocacy” to encourage sharing on social media, and using 
moves such as giving guests discount codes. The challenge of finding 
customers on the internet remains a challenge as ever. “Organic 
website traffic has fallen off a cliff” and so the conversion rate is key. 
He said the behaviour of the OTAs also encouraged consumers to move 
in new directions: “We’re seeing cancellation rates up across  
the board.”

HA Perspective [by Katherine Doggrell]: Brexit has slipped for 
a moment from the election campaign, as the horrifying events in 
Manchester rightly took precedence, but it has never left the mind of 
the hotel sector.

Staffing is an issue which has been building since the sector launched, 
with the idea of a bed you could sleep in, but didn’t have to make 
yourself. Issues abounded, but have never been resolved – although 
EasyHotel had a good go when it tried to offer a discount if you hosed 
the room down yourself.

The sector leans heavily on immigration for staff and, despite chat of 
barista visas, it knows that it is not a priority of the government, which, 
if anything, is likely to point to an opening-up of jobs for UK citizens as 
a result. If UK citizens were in any way inclined to work in the service 
sector this would be an argument, but, as they do not, bed-making 
robots it is.

The result is likely to lean heavily on technology. Greater efficiency in all 
matters which will mean less staffing required at the lower end of the 
market – an end which is likely to see a greater demand as the wallets 
of the British are pressed by Brexit in any case. And, in the areas where 
there simply has to be a cocktail waiter and two staff on reception? 
Time to get your wallets out.

As Nadler Hotels’ Robert Nadler told us during the lunch break, the 
sector has to stop moaning about the cost of the new National Living 
Wage and show its staff that they are valued by a sector which has 
leaned on the cheap option for too long. As the conference heard, 
options such as dual-branded sites are saving cash in back-of-house. 
Those savings should be reinvested into people, through pay and 
training, if the sector is to be viewed as a career and not just a student 
stop-off point. 
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A TASTER OF COMPANIES THAT HAVE ATTENDED  
HOTEL ANALYST EVENTS:

9flats.com;  Aberdeen Asset Managemnt;  Accor Hotels;  Adagio 
Aparthotel (Accor);  Aethos Consulting;  Adina Apartment Hotels;  
Adwen;  Alchemy Partners;  Algonquin Hotels;   AIB;  Alix Partners;   
Al Dau Development;  Amara Suites;  Arc Consulting Partners;  
Armstrong Bishop;   Artelia UK;  ASAP;  Ascott Hospitality Management;  
Austrade;  Avvio;  A&O Hostels and Hotels;  AHV Associates;   
Axa Real Estate;  Barclays;  Blackstone;  BskyB;  BDRC;   
Beds and Bars;  Burges Salmon;  Brecher;  Bridgestreet;   
British Land;  British Hospitality Association;  Carlson Rezidor;  CBRE;  
Clink Hostels;  ChangePP;  Cheval Residences;  Christie & Co;   
CL Serviced Apartments;  Clydesdale;  Clive Associates;   
CMS Cameron McKenna;  CNM Estates;  Colliers International;  
Comforts of Home;  Contour Capital;  Coutts Bank;  CP Holdings;  
Craigewan;  Crosstree;  Cycas Hospitality;  CODE Hostel;   
Daniel Thwaites; Deloitte;  Deutsche Bank;   Dextor Moran;  DLA;  
Dolce Hotels and Resorts;  DNB Bank;  Dublin Institute of Technology;  
Easy Hotel;  Eastdil Secured;  Empiric Student Property;  Eiendomsspar 
AS in Norway;  Enterprise Greece;  EPR Architects;  Essential Living;  
Expedia;  Extreme International;  EY;  Fastbooker;   
Fonciere Des Murs;  Forenom;  Four Communications;  Forsters LLP;  
Frasers;  FREO Financial & Real Estate Operations;   
Future Williams & Glyn/RBS;  Gerald Eve;  Gerald Nolan and Partners;  
Gleiss Lutz;  Greystar;  Google;  Go Native;  GVA Second London Wall;  
Hamilton Hotel Partners;  HoCoSo;  HORECA Investment Partners;  
Horwath;  Herald Hotels;  HCR Group;  Hetras Deutchland;   
Hilton Worldwide;  Holiday Inn;  Homestay.com;  Homeaway;   
HOFTEL;  Hocoso;  Horacea Partners;  Horwath;  Hostelworld;   
Hotel Solutions Partnership;  Hotel Xanadu;  HVS;   
Hutton Collins Partners;  iDeas;  InterContinental Hotel Group;   
Invesco Real Estate;  Jefferies International;  Jenics;  JLL;   
Jupiter Hotels;  Katten Law;  Kew Green Hotels;  KSL Capital;   
Knight Frank;  LaSalle Investment Management;  Leisure Dreams;  
Madison Mayfair;  Mango Hotel;  Marathon Fund;   
Marazzi + Paul AG;  Marlin Estates;  Maxxton;  M&G Real Estate;  
Meininger;  Merchant Land Investments;   
Methodist International Centre/The Wesley Hotel; Michels Taylor;  
Micros;  Movenpick Hotels & Resorts Management;  Natural Retreats;  
Otus & Co;  Paul Hastings; Pandox;  Patrizia Immobillien AG;   
Patron Capital;  Poseidon;  Precis Management Services;   
PSM Partners;  PwC;  Quest Apartment Hotels;  Real Capital Analytics;  
Rategain;  Real Star Group; Ruby Hotels and Resorts;   
SACO Serviced Apartments;  Sabal Financial Group;  Salto Systems; 
Select Property Group;  Soravia Capital;  Starboard Hotels and Resorts;  
Safestay;  Savills;  Scottish Enterprise;   
School of Hospitality Management and Tourism;   
Scottish Development International; Serviced Apartment News;   
Simons and Simons;  Skift;  Skyline Worldwide;  Somerston Capital;  
Starwood Capital;  Staycity;  Staying Cool;  Steigenberger Hotels;  
STR Global;  Supercity;  Supreme Committee for Delivery and Legacy;  
Syndicate Rooms;  The Apartment Service;  The Ascott Group;   
The ASAP;  Taylor Global Advisors; Travelodge;  Trowers & Hamlins; 
UCF Group;  UnderTheDoormat;  Univest;  Unifold;   
Union Investment Real Estate; Vastint Hospitality; YourWelome;  
Vinci-Immobilie;  Virtue Capital;  Vision;  VIY Lawrence Graham & Co;  
Wyndham;  Zoku Zleep Hotels. 

THE BENEFITS OF BECOMING A SPONSOR 

•  Pre-event exposure of your company logo on promotional  
materials related to HOC18 

•  Your logo promoted via Hotel Analyst’s database. Our database is the 
leading database in the industry with over 45,000 contacts of senior 
level people

•  Copy of delegate list prior to the event detailing name,  
position and company. 

SPONSORSHIP PACKAGES

There are two levels of sponsorship available at HOC 2018:

Patron package – exclusive £5,000 +VAT

•  Space for Patron Sponsor to bring their stand to the exclusive location 
by the entrance to the conference room. Foorprint approx 2m x 1m

•  Company logo as “Patron” on programme

•  Company logo has top weighting on all promotional materials  
and on all signage as “Patron”. Signage will include welcome  
board at entrance

•  Company logo and acknowledgement on conference website 
homepage. Hyper link to your company website

•  Solus email to delegates 2 days prior to event

•  5 complimentary delegate passes

Sponsor package – limited to 12 only £3,500+VAT

•  Company logo on promotional materials related to HOC 2018

• Company logo and hyperlink on HOC 2018 website

•  3 complimentary delegate passes  
(stand allows for 2 exhibition only passes) 

• Company to supply own stand. Footprint approx 2m x 1m

Additional sponsorship opportunities

•  Lanyards - £2,000 (exclusive and to be supplied by sponsor)

•  Banners on HOC website registration page - £1,000 (exclusive) 

•  Notepads and pens - £2,000 (exclusive and to be supplied by sponsor)

•  Branded files for conference materials distributed at registration - 
£2,000 (exclusive)

• Lunch and refreshments sponsor - £2,500 (exclusive)

Further advertising opportunities to reserve space in both publication 
and newsletter to boost profile are on offer. Separate media pack can 
be given if required.

CONTACT 

For further information on all sponsorship opportunities please contact: 

Sarah Sangster

email: sarah@zerotwozero.co.uk  
tel: +44 (0)20 8870 6388

www.hoteloperationsconference.com
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Sponsorship packages:

Exclusive Patron Package  £5,000

 
 
Sponsor Package  £3,500 
Limited to 12 only

Additional Sponsorship Opportunities (POA):

Lanyards £2,000

Banners on HOC 2018 £1,000 
website registration page

Notepads and pens £2,000 
(exclusive and to be supplied by sponsor)

Full colour printed delegate folders  £2,000 
for conference materials distributed  
at registration (exclusive)

Lunch refreshments sponsor £2,500

Signed for and on behalf of the Hotel Operations Conference 2018. 

Signed:

Dated:

Other Details:

Contact Details:

Company name:

Contact name:

Position in company:

Address:

Postcode:

Telephone:

Fax:

Email:

Invoice contact:

Purchase order number (if applicable):

Total Cost £ (GBP)                                                            +VAT 
 
I/we agree to pay the total cost shown above issued by Hotel Operations Conference 2018 and 
pay the instalments within 14 days of invoice date, (except for bookings made less than 14 
days prior to the event which will be payable immediately upon receipt), and understand that 
the stand may be reallocated if payments are not made by the date required and the relevant 
cancellation fee will be charged.

Attached are our terms and conditions. 
I have read and accepted the terms and conditions.

I confirm that I am authorised by my company to sign this contract. 

Signed:

Dated:

Please return this booking form via email to:

Sarah Sangster 
Email: sarah@zerotwozero.co.uk

Please also include with your booking confirmation:

• Company logo in jpeg & vector format

• Company profile in 50 & 150 words

• Website URL

BOOKING FORM 2018

All prices quoted are +VAT.

THE HOTEL OPERATIONS  
CONFERENCE 2018
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1. DEFINITIONS AND INTERPRETATION 
  1.1 In these terms and conditions the following terms shall have the 

following meanings:
  (a)  “ZTZ” means ZeroTwoZero Communications Limited (company number 

4661849);
  (b)  “Hotel Operations Conference 2018” means Hotel Operations 

Conference which is owned by ZTZ. 
  (c)  “Hotel Operations Conference 2018 Marks” means “2018 Hotel 

Operations Conference 2018” together with any other marks, logos, 
artwork, designs, slogans as may be advised by Hotel Operations 
Conference 2018 in writing;

  (d)  “Booking Form” means the Hotel Operations Conference 2018 booking 
form from time to time; 

  (e)  “Commercial Rights” means any and all rights of a commercial nature 
connected with the Hotel Operations Conference 2018, including 
without limitation, broadcasting rights, new media rights, interactive 
games rights, Sponsor/Exhibitorship rights, merchandising rights, 
licensing rights, advertising rights and hospitality rights. 

  (f)  “Contract” means any contract between ZTZ and the Sponsor/Exhibitor 
for a Sponsorship Package or Exhibition Package; 

  (g)  “Conference” means the Hotel Operations Conference 2018, to be held 
on the 23rd May at the Montcalm London Marble Arch;

  (h)  “Conference Marks” means the Hotel Operations Conference 2018 
Marks and the Designation used singularly or collectively in association 
with the Conference or in the exercise of the Sponsorship Rights;

  (i)  “Conference Marks Guidelines” means the Hotel Operations Conference 
2018 guidelines setting out the technical requirements for the 
reproduction of the Conference Marks (if any), as these guidelines may 
be amended by Hotel Operations Conference 2018 from time to time by 
notice in writing to the Sponsor;

  (j)  “Conference Venue” means the Montcalm London Marble Arch; 
  (k)  “Designation” means the designation “[Official Sponsor of the 2018 

Hotel Operations Conference 2018]”. 
  (l)  “Display Area” means the display area specified by Hotel Operations 

Conference 2018 within the part of the Conference Venue applicable to 
the relevant Sponsorship/exhibition Package; 

  (m)  “Exhibition Package” means the package of services and benefits 
identified in the Booking Form and more particularly described in the 
document entitled “Hotel Operations Conference 2018 Sponsorship 
Information”; 

  (n)  ”Intellectual Property Rights” means any intellectual property rights 
of any nature including without limit any copyright, know how, trade 
secrets, confidential information, trademarks, service marks, trade 
names and goodwill; 

  (o)  “Products” means the products and or services of the Sponsor/
Exhibitor; 

  (p)  “Sponsor/Exhibitor” means the person, firm or company entering into a 
Contract as identified in the relevant Booking Form; 

  (q)  “Sponsorship Package” means the package of sponsorship rights, 
benefits and services identified in the Booking Form and more 
particularly described in the document entitled “Hotel Operations 
Conference 2018, Sponsorship information”;

  (r)  “Sponsorship Rights” means the bundle of rights set out in a 
Sponsorship Package; and 

  (s)  “Sponsor’s Marks” means the Sponsor/Exhibitor’s name together 
with any artwork, design, logo and trade mark, together with any 
accompanying words, slogan or text of the Sponsor/Exhibitor as may be 
notified in writing by the Sponsor/Exhibitor.

2. APPLICATION OF TERMS
  2.1 The Contract shall be on these Terms and Conditions and the Booking 

Form to the exclusion of all other terms and conditions (including any terms 
or conditions which the Sponsor/Exhibitor purports to apply under any 
purchase order, confirmation of order, specification or other document).

  2.2 No terms or conditions endorsed on, delivered with or contained in the 
Sponsor/Exhibitor’s purchase order, confirmation of order, specification or 
other document shall form part of the Contract simply as a result of such 
document being referred to in the Contract. 

  2.3 The Sponsor/Exhibitor acknowledges that it has not relied on any 
statement, promise or representation made or given by or on behalf of Hotel 
Operations Conference 2018 which is not set out in the Contract. Nothing 
in this condition shall exclude or limit Hotel Operations Conference 2018 
liability for fraudulent misrepresentation. 

  2.4 Each order or acceptance of a quotation for Sponsorship Packages 
or Exhibition Packages by the Sponsor/Exhibitor from Hotel Operations 
Conference 2018 shall be deemed to be an offer by the Sponsor/Exhibitor to 
buy the same subject to these Terms and Conditions. 

  2.5 No order placed by the Sponsor/Exhibitor shall be deemed to be 
accepted by Hotel Operations Conference 2018 until a Booking Form 
duly executed by Hotel Operations Conference 2018 is issued by Hotel 
Operations Conference 2018. 

3. SPONSORSHIP PACKAGES 
  3.1 Subject to payment of the applicable fee relating to the relevant 

Sponsorship Package chosen by the Sponsor/Exhibitor (if any) Hotel 
Operations Conference 2018 shall provide the services and benefits set 
out in such Sponsorship Package and grant to the Sponsor/Exhibitor the 
Sponsorship Rights. 

  3.2 The Sponsor/Exhibitor undertakes to Hotel Operations Conference 2018: 
 (a)  to exercise the Sponsorship Rights strictly in accordance with the terms 

of the Contract. For the avoidance of doubt, the Sponsor/Exhibitor shall 
not be entitled to use or exploit any of the Commercial Rights (other 
than the Sponsorship Rights) in any way; 

 (b)  to use the Conference Marks and other branding materials provided by 
Hotel Operations Conference 2018 in accordance with the Conference 
Marks Guidelines; 

 (c)   to apply any legal notices as required by Hotel Operations Conference 
2018 or as set out in the Conference Marks Guidelines on all materials 
and products that incorporate the Conference Marks; 

 (d)  to submit to Hotel Operations Conference 2018 for its prior written 
approval, not to be unreasonably withheld, full details of all the 
Products and any advertising, promotional or other material or press 
release which associates the Sponsor/Exhibitor or the Products with the 
Conference, or which incorporates the Conference Marks, before their 
distribution, production or sale; 

 (e)  to ensure that all materials and the Products promoted, published, 
distributed or sold and which are associated with the Conference or 
which incorporate the Conference Marks shall comply in all respects 
with the information approved in accordance with condition 3.2(d);

 (f)  to ensure that all materials and the Products promoted, published, 
distributed or sold and which are associated with the Conference or 
which incorporate the Conference Marks shall be safe and fit for their 
intended use and shall comply with all relevant statutes, regulations, 
directives and codes in force 

 (g)  to provide to Hotel Operations Conference 2018, at the Sponsor/
Exhibitor’s sole cost and expense, all suitable material including 
artwork of the Sponsor’s Marks in a format and within print deadlines 
reasonably specified by Hotel Operations Conference 2018 for it to be 
reproduced under the control of Hotel Operations Conference 2018; 

 (h)  not to apply for registration of any part of the Conference Marks or 
anything confusingly similar to the Conference Marks as a trade mark 
for any goods or services; 

 (i)  not to use the Conference Marks or any part of them or anything 
confusingly similar to them in its trading or corporate name or 
otherwise, except as authorised under the Contract; 

 (j)  not do or permit anything to be done which might adversely affect any 
of the Commercial Rights or the value of the Commercial Rights;

 (k)  to provide all reasonable assistance to Hotel Operations Conference 
2018 in relation to Hotel Operations Conference 2018 exploitation of the 
Commercial Rights; 

 (l)  to use its reasonable endeavours to assist Hotel Operations Conference 
2018 in protecting the Conference Marks and not to knowingly do, or 
cause or permit anything to be done, which may prejudice or harm or 
has the potential to prejudice or harm the Conference Marks or Hotel 
Operations Conference 2018 title to the Conference Marks or to the 
image of the Conference, Hotel Operations Conference 2018 or the 
Conference Venue;

 (m)  to notify Hotel Operations Conference 2018 of any suspected 
infringement of the Conference Marks, but not to take any steps or 
action whatsoever in relation to that suspected infringement unless 
requested to do so by Hotel Operations Conference 2018; 

 (n)  to hold any additional goodwill generated by the Sponsor/Exhibitor for 
the Conference Marks as bare trustee for Hotel Operations Conference 
2018 and to assign the same to Hotel Operations Conference 2018 at 
any time on request and in any Conference following termination of 
the Contract; 3.3 All rights not expressly granted to the Sponsor under 
this agreement are reserved to Hotel Operations Conference 2018. 
The Sponsor/Exhibitor acknowledges and agrees that Hotel Operations 
Conference 2018 is the owner or controller of the Commercial Rights 
and of all rights in the Conference Marks; 3.4The Sponsor/Exhibitor 
grants and Hotel Operations Conference 2018 accepts a worldwide, 
non- exclusive, royalty free, sub-licensable licence to use the 
Sponsor’s Marks during the term of the Contract for the delivery of the 
Sponsorship Rights. 

4. EXHIBITION PACKAGES 
  4.1 Subject to the other terms and conditions of the Contract, Hotel 

Operations Conference 2018 shall permit the Sponsor/Exhibitor to display its 
Products in the Display Area during the Conference. The Sponsor/Exhibitor 
shall not display any items other than the Products within the Display Area. 

  4.2 The Sponsor/Exhibitor acknowledges that it shall occupy space at 
the Conference Venue as a licensee and that no relationship of landlord 
and tenant between Hotel Operations Conference 2018 and the Sponsor/
Exhibitor is created by the Contract. The Contract is personal to the 
Sponsor/Exhibitor and only the Sponsor/Exhibitor and its staff may exercise 
the rights granted to the Sponsor/Exhibitor under the Contract. The Sponsor/
Exhibitor may not assign, transfer or novate any of its rights and/or 
obligations under the Contract to any other person.

  4.3 Hotel Operations Conference 2018 retains control, possession and 
management of the Conference Venue and the Sponsor/Exhibitor has no 
right to exclude Hotel Operations Conference 2018 from any part of the 
Conference Venue. Without prejudice to its other rights under the Contract, 
Hotel Operations Conference 2018 shall be entitled at any time on giving 
at least 1 hours notice to require the Sponsor/Exhibitor to move from the 
Display Area to a comparable similar area within the Conference Venue and 
the Sponsor/Exhibitor shall always comply with any such request. 

5. CHARGES AND PAYMENT 
  5.1 In consideration of the rights granted and services provided to the 

Sponsor/Exhibitor under the Contract, the Sponsor/Exhibitor shall pay to 
Hotel Operations Conference 2018 the amounts as specified in the Booking 
Form in accordance with the payment terms set out in the Booking Form. 

  5.2 All charges are stated exclusive of VAT which if applicable, shall be 
payable by the Exhibitor in addition at the rate from time to time. 

6. OBLIGATIONS OF THE SPONSOR/EXHIBITOR 
  6.1 The Sponsor/Exhibitor shall comply with all applicable laws and 

regulations relevant to its activities under the Contract (including, but not 
limited to, relating to the display and promotion of the Products) and shall 
comply with all site policies and procedures of the Conference Venue 
notified to the Sponsor/Exhibitor form time to time. 

  6.2 The Sponsor/Exhibitor shall ensure that during the Conference, the 
Display Area is manned by a suitable number of competent employees. The 
Sponsor/Exhibitor has no right to make any representation or warranty on 
the behalf of Hotel Operations Conference 2018 and the Sponsor/Exhibitor 
shall ensure that none of its employees purports to do so nor makes any 
statement which is derogatory towards Hotel Operations Conference 2018 
or any of its products, services or brands. 

  6.3 At the request of Hotel Operations Conference 2018, the Sponsor/
Exhibitor shall exclude/remove from the Conference Venue any person 
present there at the request or invitation of the Sponsor/Exhibitor where 
Hotel Operations Conference 2018 deems the continued presence of that 
person at the Conference Venue to be undesirable. 

  6.4 The Sponsor/Exhibitor shall ensure that the Products and any fixtures, 
fittings, furniture etc. which it installs within the Display Area shall comply 
with all applicable health & safety requirements (including, but not limited 
to, fire safety). The Sponsor/Exhibitor shall not in any circumstances bring 
any dangerous or inflammable items into the Conference Venue. At the 
request of Hotel Operations Conference 2018, the Sponsor/Exhibitor shall 
immediately remove or make good any item within the Display Area which 
Hotel Operations Conference 2018 in its absolute discretion deems to 
constitute an unacceptable risk to health & safety. 

  6.5 The Sponsor/Exhibitor shall carry out any fitting out of the Display Area 
during such times as are specified by Hotel Operations Conference 2018 
and, at the end of the Conference and upon termination of the Contract, the 
Sponsor/Exhibitor shall remove all items brought by it into the Conference 
Venue and shall leave the Display Area in a clean and tidy condition. 

  6.6 All items brought into the Conference Venue by the Sponsor/Exhibitor 
are done so entirely at the risk of the Sponsor/Exhibitor and Hotel 
Operations Conference 2018 shall not be liable for any loss or theft of or 
damage to any such items howsoever caused. 

  6.7 The Sponsor/Exhibitor shall maintain in place public and employer 
liability insurance in respect of all periods of its occupation of the Display 
Area and shall produce evidence of such insurance cover being in place 
at the request of Hotel Operations Conference 2018. The Sponsor/
Exhibitor shall ensure that such insurance complies with any reasonable 
requirements as to minimum level of cover which may be specified by Hotel 
Operations Conference 2018 from time to time. 

7. LIABILITY AND INDEMNITY 
  7.1 Save in respect of liability for death or personal injury caused by its 

negligence; for fraudulent misrepresentation; and for any other forms of 
liability which it would be illegal or unlawful for Hotel Operations Conference 
2018 to seek to limit or exclude its liability for, the entire liability of Hotel 
Operations Conference 2018 to the Sponsor/Exhibitor under the Contract 
shall be limited to the value of charges (if any) actually paid by the Sponsor/
Exhibitor to Hotel Operations Conference 2018 under the Contract. 

  7.2 Except as expressly provided in the Contract, neither party shall be 
liable or responsible for the other hereunder in contract tort or otherwise 
(including any liability for negligence) for:- (a) any loss of revenue, business 

contracts anticipated savings or profits, or any loss of use of facilities; or (b) 
any special indirect or consequential loss howsoever arising. 

  7.3 In clause 7.2(b) “anticipated savings” means any expense which either 
party expects to avoid incurring or into incur in a lesser amount than would 
otherwise have been the case. 

  7.4 The Sponsor/Exhibitor shall indemnify Hotel Operations Conference 
2018 and keep Hotel Operations Conference 2018 indemnified in full 
against any and all losses, liabilities, costs, claims, demands, expenses 
and fees (including but without limitation legal and other professional 
fees), actions, proceedings, judgements awarded and damages suffered 
or incurred by Hotel Operations Conference 2018 arising out of or in 
connection with any and all acts, inactions and omissions of the Sponsor/
Exhibitor, its employees, agents or sub-contractors in relation to its activities 
under the Contract.

8. TERMINATION
  8.1 Subject to earlier termination in accordance with its provisions, the 

Contract shall remain in force until the end of the Conference. 
  8.2 Hotel Operations Conference 2018 shall be entitled to immediately 

terminate the arrangement constituted by the Contract by notice in writing 
in the event that the Sponsor/Exhibitor: (i) commits any breach of its 
obligations under the Contract; (ii) ceases to carry on its business, becomes 
insolvent, enters into liquidation or administration, is declared bankrupt or 
any similar or analogous event occurs to it; and/or (iii) suffers any change in 
control whereby control (whether by virtue of ownership of shares or voting 
rights; ability to control and direct management policies and procedures; or 
otherwise) of the Sponsor/Exhibitor or any parent or holding company of the 
Sponsor/Exhibitor changes from the persons having control as at the date 
of the Contract; and/or (iv) fails to pay to Hotel Operations Conference 2018 
any sums payable under the Contract by the due date. 

  8.3 The Sponsor/Exhibitor shall have the right to terminate the Contract on 
written notice to Hotel Operations Conference 2018 to be received not less 
than 90 days prior to the Conference. In the event of such termination, the 
Sponsor/Exhibitor shall be entitled to a refund of 50% of the amounts paid 
to Hotel Operations Conference 2018 under the Contract.

  8.4 Hotel Operations Conference 2018 shall be entitled to terminate the 
right of the Sponsor/Exhibitor to exhibit at the Conference provided that 
Hotel Operations Conference 2018 provides the Sponsor/Exhibitor with at 
least three months notice. In such circumstances, the sole liability of Hotel 
Operations Conference 2018 to the Sponsor/Exhibitor will be to refund any 
advance charges actually paid by the Sponsor/Exhibitor to Hotel Operations 
Conference 2018 in connection with the Conference in question. 

  8.5 Termination of the arrangement constituted by the Contract shall not 
affect the coming into force or continuing in force of any part of the Contract 
which, whether expressly or by implication, is to survive termination.

9. INTELLECTUAL PROPERTY RIGHTS
  9.1 Hotel Operations Conference 2018 and the Sponsor/Exhibitor 

acknowledge as follows: (a) all Intellectual Property Rights in the Sponsor’s 
Marks shall be the sole and exclusive property of the Sponsor/Exhibitor, 
together with any goodwill, and the Organiser shall not acquire any rights in 
the Sponsor’s Marks, including any developments or variations; and (b) all 
Intellectual Property Rights in the Conference Marks shall be the sole and 
exclusive property of the Organiser and the Sponsor shall not acquire any 
rights in the Conference Marks, including any developments or variations;

  9.2 The Sponsor/Exhibitor shall indemnify and keep indemnified Hotel 
Operations Conference 2018 from and against all claims, damages, losses, 
costs (including all reasonable legal costs), expenses, demands or liabilities 
arising out of any claim that the Hotel Operations Conference 2018’s use 
of the Sponsor’s Marks in accordance with the Contract infringes any 
Intellectual Property Rights or moral rights of any third party. 

  9.3 Hotel Operations Conference 2018 shall indemnify and keep indemnified 
the Sponsor/Exhibitor from and against all claims, damages, losses, costs 
(including all reasonable legal costs), expenses, demands or liabilities 
arising out of any claim that the Sponsor/Exhibitor use of the Conference 
Marks in accordance with the Contract infringe any Intellectual Property 
Rights or moral rights of any third party. The limits and exclusions set out in 
clause 7 shall not apply to this indemnity. 

  9.4 The party seeking to rely on an indemnity at condition 9.2 and condition 
9.3 (Indemnified Party) shall: (a) promptly and fully notify the other party 
(Indemnifying Party) of any third-party claim in respect of which it wishes 
to rely on the indemnity (IPR Claim); (b) allow the Indemnifying Party, at 
its own cost, to conduct all negotiations and proceedings and to settle 
the IPR Claim, always provided that the Indemnifying Party shall obtain 
the Indemnified Party’s prior approval of any settlement terms, which is 
not to be unreasonably withheld; (c) provide the Indemnifying Party with 
any reasonable assistance regarding the IPR Claim as is required by the 
Indemnifying Party, subject to reimbursement by the Indemnifying Party 
of the Indemnified Party’s costs so incurred; and (d) not, without prior 
consultation with the Indemnifying Party, make any admission relating to 
the IPR Claim or attempt to settle it, provided that the Indemnifying Party 
considers and defends any IPR Claim diligently and in a way that does not 
bring the reputation of the Indemnified Party into disrepute.

10. GENERAL
  10.1 Hotel Operations Conference 2018 nor the Sponsor/Exhibitor shall be 

liable for any failure or delay in performing its obligations where such failure 
or delay results from any cause that is beyond the reasonable control of that 
party.  Such causes include, but are not limited to: power failure, industrial 
action, civil unrest, fire, flood, storms, earthquakes, volcanic ash clouds, 
acts of terrorism, acts of war, governmental action, acts of god or any other 
event that is beyond the control of the party in question. 

  10.2 No amendment or variation to the Contract shall be effective unless 
made in writing and signed on behalf of each party.

  10.3 Any notice given under or in connection with the Contract shall not be 
effective unless given in writing and delivered by: registered post (effective 
two business days after posting) or personal delivery (effective at the time 
of delivery).

  10.4 Headings are used in the Contract for convenience only and shall not 
affect the interpretation of any particular provision. 

  10.5 No delay or failure by either party in exercising or pursuing any claim, 
right or remedy arising under the Contract or from any breach by a party of 
any of its obligations under the Contract shall operate or be construed as a 
waiver thereof, nor shall the rights and remedies of either party under the 
Contract be in any way extinguished or diminished by the granting of any 
indulgence, forbearance or extension of time by that party and a single or 
partial exercise of any right or remedy shall not prevent any further or other 
exercise or the exercise of any other right or remedy by that party. 

  10.6 If any part of the Contract is found by any competent Court or authority 
to be illegal, invalid or unenforceable, the parties agree that they will 
substitute provisions in a form as similar to the offending provisions as is 
possible without rendering them illegal, invalid or unenforceable. 

  10.7 A person who is not a party to the Contract shall have no right to 
enforce any of the Contract pursuant to the Contracts (Rights of Third 
Parties) Act 1999 (as amended from time to time). 

  10.8 Nothing contained in the Contract shall create a partnership, 
relationship of principal and agent, landlord and tenant or any other 
fiduciary relationship between the parties who are with respect to each 
other independent contractors. 

  10.9 The Contract shall be governed by and construed in accordance with 
English Law and (save in respect of the enforcement of any judgment) the 
parties agree to submit to the exclusive jurisdiction.

TERMS AND CONDITIONS FOR SPONSORSHIP AND EXHIBITION PACKAGES

THE HOTEL OPERATIONS  
CONFERENCE 2018


