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ASAP 2017 Serviced
Apartment Convention
Report

CEO James Foice confirms
very positive outlook for
serviced apartment sector
at flagship European event
at a time of exceptional
growth
An ‘incredible event’ at this
exciting time in the sector’s evolution - that was the overall
conclusion of the 400 delegates attending this year’s ASAP
2017 Serviced Apartment Convention in London on 7th
December.
James Foice CEO confirmed in his opening address that the
UK sector contributes almost £950k towards the UK
Exchequer, with over 22.5k serviced apartments currently
in operation. The future pipeline is particularly exciting;
future growth is conservatively predicted at 17% - or 3,677
serviced apartments by 2020.
The newly released Sentiment Survey with ASAP/Savills
also confirms a very robust outlook for the sector with over
40% of ASAP’s member operators looking to accelerate
their expansion plans in 2018.
The sector is performing well above average: overall UK
occupancy to end October ’17 is 82.4% and Revpar is
£122.86 (STR) compared to the accommodation industry
overall where occupancy is 78.2%, and Revpar £72.25.
Interestingly the real driver of improved operational
performance in 2017 is coming from the improved demand
from the leisure segment, with a significant increase in
inbound leisure visitors in view of the favourable exchange
rate.
ASAP membership has grown 265% in the last 5 years: 189
members in 17 countries. The Association will become
‘accredited –only’ from September 2018 with each member
required to be ASAP Quality Accredited, the Association’s
key differentiator since it delivers the all-important ‘duty of
care’, particularly important for corporate travellers. VIEW
VIDEO
Many initiatives by the newly-formed ASAP Strategic
Action Groups were highlighted. The HR Group has
delivered 2 ASAP Leadership Academy programmes in
2017, as well as establishing a closer partnership with the
Universities of Bournemouth and Surrey. The
Communications Action Group has set up the ASAP
Instagram Account and launched a competition for

members to submit high quality images to quickly establish
this important new marketing channel.
A pilot project with STR to deliver a new bespoke solution
for the sector’s occupancy data requirements was also
announced, driven forward by the ASAP Strategic Action
Data Group.
ASAP also launched a dedicated Jobs Board during 2017 as
well as running the largest ever programme of networking
events which will be expanded even further in 2018.
Keynote speaker Cathy O’Dowd, the first woman to climb
Everest from both the north and south sides, wowed the
audience with an incredible presentation. Delegates were
completely captivated as she challenged the audience to
‘think like an explorer’.
She looked at how to navigate uncertainty with fluid
planning as she took the audience on a journey exploring
the many challenges faced on a hazardous expedition, and
the many tough decisions involved when leading a team
and executing a plan when under intense stress. She
explored how critical decisions were made, and crucially
how risk was managed in a life and death situation.
Some key takeaways included the Importance of being
flexible when ‘you can’t always hang on to the exact plan’,
and the need to
accept that very
challenging
tasks and
projects more
often than not
do take longer
than planned.

An exhibition
with 39
suppliers ran
throughout
the event
giving
delegates the
opportunity
to find out
about new
products and services for the sector. See HERE for the
2017 Exhibitors.
Deirdre Wells, Chairman of the Tourism Alliance and Chief
Executive of UKinbound concluded the day delivering the
closing address where she highlighted some of the key
challenges the industry faces particularly the staffing issues
as a result of BREXIT, which such a high percentage of the
industry’s workforce coming from mainland Europe.
The importance of the industry delivering a world class
welcome to visitors has never been more critical and she
stressed how our welcome needs to match our world class
product.

She believes there
‘the quality of our
accommodation’ is
the single biggest
issue facing the
sector and
suggested that the
serviced
apartment sector
was particularly well suited for small group travel as well as
for families and multi-generational groups. Similarly, the
importance of offering ‘experiences’ which are
instagrammable alongside the accommodation is
important.

•

The issues around the visa situation particularly from India
and China were highlighted as a significant future challenge
and confirmed that the Tourism Alliance is meeting with
the relevant Government Migration Advisory Committee in
December to discuss this.
The Tourism Alliance is also running a campaign highlighting
the career progression opportunities by showcasing the
careers of some hospitality leaders to inspire the next
generation.

•

She concluded telling delegates never to lose sight of the
fact that we are a ‘people based industry’ and how
advantageous it is to ‘cross market’ with relevant partners
e.g. with neighbouring visitor attractions to encourage
guests to stay longer. She believes ‘we could have double
digit growth if we make the most of this potential.’

serious concerns about the impact leaving the EU
is/will have on our current and future workforce;
Steve Burns, BridgeStreet did report some success
attracting new staff from other sectors.
Changes in Consumer expectations:
Essential to deliver:
- A seamless hassle-free arrival process
- Stable & high-speed Wi-Fi
- A clean & comfortable apartment
- Booking: a booking process where honesty is
key: we must ensure the quality of the
apartment we deliver meets the promise we
have sold i.e. don’t over-promise & underdeliver. Speed of booking is critical; booking
needs to be easy, real-time and seamless on a
mobile platform.
- Millennials are driving the future buying
patterns; trends are towards boutique, designled properties which are fun and sexy; we
need to guard against offering a ‘boring’
product.
- Brand recognition: consumer awareness of
main brands continues to be very low
How does the industry contain costs without
sacrificing quality?
- Key to offer a great product in great location
at a great price but critical to invest in great
technology and a strong sales force.
- Weekly cleaning is acceptable to millennials;
our model lends itself to controlling costs
- Essential to be creative/ flexible: we need to
listen and adapt to clients’ needs i.e. if budget
is less need to come up with alternative lowercost solutions

KEY SEMINAR TAKE-AWAYS
Seminar 1: Global Business Update

Seminar 2: Polar Bear Pirates: ‘Rising to the Challenge
Together’ – Adrian Webster

What are the global issues & challenges facing the
serviced apartment industry?

•
•

•

Secure data: all operators/agents need to ensure
they are fully data-compliant with the new data
protection laws being introduced in 2018; essential
for operators to offer full connectivity to the
systems of their corporate clients (e.g. in event of
terrorist incident need to report immediately that
employees are safe).
Shortage of labour: our sector needs to be more
proactive/higher profile in the media to ensure the

•

‘Your biggest asset in your business is the people in
your team, and the usually under-utilised potential
they all hold’
Adrian explained his critical learning in business
was to transform himself from being a manager
into a leader, to inspire his team to be individually
the best they could be. And to ensure each
member of the team knew the impact and took
ownership of his or her individual input to the
whole team effort.

•
•

•

•
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‘You have to be prepared to change course’; one
sure way to fail is to try to please everyone all of
the time.
Beware of negative people: ‘Sleepwalkers’ who’re
only 60% successful as they stop pushing
themselves; ‘Bloaters’ – wise after the event,
happy to give their ‘unwanted’ opinion. ‘Neck
Ferrets’ – dedicated to the downside, more likely
to film the cockroaches in the dirty shower than
the beautiful sunset outside. BUT the positive and
inspirational people are the ones who always go
further, make a difference to someone else’s day
even in a small or simple way.
‘TNT’s – Tiny Noticeable Things – make a huge
positive impact from an ordinary situation.
Can be something small – like remembering
something about someone & quoting it back to
them, serving tea with a genuine smile, connecting
with guests, delivering a replacement item within
hours with a warm comment, a handwritten note
instead of an email.
10 traits to make a good team: people who are
enthusiastic, determined, have fun, have energy,
are doers, authentic, apply corkscrew thinking,
have belief, ask questions.
Key take-aways:
Challenge yourself to get out of your comfort zone
in order to stretch your brain.
Sleep more! Drink water first thing each day and
cut out late coffee.
Maximize the first greeting to a guest; a TV screen
is NOT a receptionist
Take time to praise staff, but don’t follow it up
with an immediate request which negates the
praise.

Seminar 3: Buyers Discussion Panel

•

•

Seminar 4: ‘Rising to the Digital Challenge’ – Allister Frost

•
•

•

•

•

•
•

Sam van Leeuwen, PwC challenged the sector to
come up with an effective marketing plan which is
long overdue: ‘you have come a long way and offer
a great product BUT you don’t shout about it, who
the brands are…. the customer does NOT
understand what you are offering’. There is a
massive opportunity to educate corporate
travellers as awareness is still very low. People are
surprised to see what apartments actually look
like, not enough is done to market them’. But she
highlighted the variable quality of serviced
apartments continues to be an issue.

Airbnb: still too risky in terms of duty of care for
many corporates to use Airbnb; Jon Bolger, Capita,
confirmed ASAP Quality Accreditation needs to be
promoted much more strongly, especially within
the ‘Group Risk’ departments.
Kate Wimpeney, Redfern Travel, confirmed they’d
seen the use of serviced apartments double every
year since 2012, and they increasingly use them in
provincial cities like Leicester/Nottingham, not just
the major cities.

•

•

‘The biggest change in any business is disruption’
Allister stressed that the key to finding and
keeping customers loyal is still customer service,
doing it better than anyone else and exceeding the
customer’s expectation whenever possible, since
it’s so easy to share a good or bad experience
instantly, with maximum impact.
Hospitality examples include hotel chains who
didn’t make it easy for customers to buy from
them e.g. by not taking certain types of payment
card, or not allowing payment over the phone –
this can bring on disruptors who do things better
for the customer.
Don’t make it hard for customers to find you:
technology brings us voice-activated devices such
as Amazon Echo & Google Home which can be 91%
accurate and a great boost to your business.
Expectations are set by our greatest experience.
Things are getting easier, so why would we look
for them to get harder again? Everything we do is
becoming easier to access: e.g. Amazon is trialling
Amazon Prime in parts of Scotland & rural
Cambridgeshire where drone drops are available
within hours.
Develop a proper strategy; confirm what you are
looking to achieve with your digital project.
Perfect the online experience – digital is a waste of
time if you do it badly – then sprint towards
success, going as fast as possible as everything else
is changing around you.
Facebook now trialling Spaces Oculus, an
interactive virtual social network where people
can connect & interact without ever meeting up.
Yet the customer still needs and values great
customer service
‘Today is the slowest rate of change we will ever
experience, because it can only get faster.
Disrupt yourself before someone else does.’

Seminar 5: Investors Discussion Panel
•

Context:
• Yield: the yield which serviced apartments are
achieving has increased significantly but it’s still an
under-priced sector.
• ‘Alternative accommodation’ availability: rise of
distribution platforms like Airbnb, booking.com,
HomeAway etc have made it much easier for
consumers to research and book ‘alternative’
accommodation options.
But
• Brand awareness is low
• An inefficient market - in spite of increased
consumer demand, the capital has not flown in:
o It’s not a well understood market; data is
limited
o There isn’t a large stock compared to the
branded hotel stock
o Market dynamics: cost of acquiring
customers is low but the average length
of stay is high
However
• When the acquisition of SACO transacts it should
be a game-changer for the sector: will help the
sector establish itself as more mainstream and
generate more interest from investors.
The importance of branded product
• John Wagner, Cycas: ‘it takes the branded product
to bring institutional money in’. That will drive
confidence in and understanding of the sector. In
the USA 30 years ago over time they were able to
sell the sector to the banks/key lenders; once the
momentum starts the growth curve is dramatically
steep.
• Stephen Hanton, SACO: ‘the new aparthotel model
is driving significant consumer demand’; currently
demand is exceeding supply and new aparthotels
are achieving high occupancy.
• Marie Hickey, Savills: ‘… some absorption issues in
some regional markets – for example Manchester
– but this should be short-lived and occupancy
should soon return to positive territory.’
• Mohammed S Almarzooqi, Cheval Residences: ‘….
we’re looking to expand in both Europe and the
Middle East, but on a managed property basis.’
They have 2 types of assets – classic short term
lets of 1 or 2 nights and serviced residences of

2,000/3,000 sq. ft. where clients stay for 1 year or
more.
Cycas are developing the dual-branded model e.g.
in Manchester opening Q1, 2018 – Staybridge
Suites and a Crowne Plaza hotel; one general
manager, one sales team and one housekeeping
team deployed across the whole property.

Future Growth – Where?
• Savills: in UK, Manchester emerging as the second
city which can support significant expansion. In
France it’s Paris and in Germany there will be
significant expansion in key cities.
• Cheval Residences: Middle East & Europe; huge
demand in Dubai and Jeddah for serviced
apartments.
• Cycas: 80% of future pipeline in continental
Europe: 4 projects in NL, 2 in Brussels and several
in Paris. It’s always in big cities - ‘the demand is
already there if we can get to build the right
properties’. In the UK the long stay corporate
traveller ‘is our bread and butter’. This market is
far less volatile and far less cyclical than
mainstream hotels because of the characteristics
of the people who stay with us and the jobs they
do’.
• SACO focussing mainly in Europe in locations
‘where our customers are telling us to be’. Also
looking at the Middle East and Asia; may take the
Locke aparthotel brand to the US.
The impact of Airbnb on the sector
• Airbnb had been hugely beneficial for the sector
having raised awareness of alternative
accommodation
• Andrew Harrington, AHV: ‘there is evidence that it
has driven the ability to yield and drive up pricing’.
STR report confirms higher occupancy is achieved
the more Airbnb is used i.e. Airbnb does drive
demand up for particular locations; no evidence it
leads to lower occupancy in hotels. Many people
don’t want to stay in a standard hotel ‘box’ room.
The space which serviced apartments offer is
attractive and set for further growth.
• Cheval: ‘Airbnb does help generate incremental
business’
• Cycas: compared it to Ryanair & EasyJet opening
up the airline market; if guests discover they like
having a kitchen then in time, when they have
more disposable income, ‘they will find their way
to our sector’.
• SACO believe Airbnb is good for the sector
confirming: ‘as we are the professional arm of the
sector it doesn’t affect us negatively’.

Seminar 6: Quality Accreditation

•
•
•

•

•

•

•

ASAP will become an ‘accredited-only Association
from 1 September 2018 representing ONLY fully
accredited members.
Quality Accreditation is our sector’s key
differentiator from our competition, especially
the sharing economy.
ASAP Accreditation scheme was launched 2014;
within 2 years 80% of members were accredited;
by end 2017 ASAP has accredited members in 141
cities in 15 countries across 4 continents.
Moving forward in year 2 of the process in some
cases re-accreditation can occur without the need
for a physical QA visit, subject to certain criteria
being met.
6 operators confirmed how critical QA is to their
business.
Premier Suites: ‘it has helped overall with
motivate our staff to continuously improve’;
Oakwood: ‘we have seen a definite ROI with QA’;
Staying Cool ‘accreditation has been very
beneficial & cut down our external paperwork’;
CitySuites: ‘I don’t understand why everyone isn’t
getting behind accreditation’ and felt that agents
shouldn’t promote non-accredited properties.
Go Native: ‘I back the ASAP QA scheme as being
the equivalent of ABTA or ATOL; it’s necessary to
make it part of the industry and the consumer’s
perception in the same way.’
Properties Unique: ‘it’s a simple and enjoyable
process and members shouldn’t hesitate to get
involved’.
ReviewPro presented on their Global Review
Index (GRI) - ASAP is looking to work with
ReviewPro in 2018; they have 35k properties
worldwide; 92% of travellers use reviews, visiting
on average 38 websites before making a booking;
53% of guests say they wouldn’t consider making
a booking without reading reviews, 33% change
their minds as a result of reading a review.
ASAP’s top priority for 2018 is to raise awareness
of ISAAP among corporates but is asking all
members to play their part to spread the word.
Very positive discussions underway with the
Institute of Travel Management (ITM).

