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What is a customer? 

“A customer is the most important visitor to our premises. 

He is not dependent on us – 

We are dependent on him. 

He is not an interruption to our work – 

He is the purpose of it. 

He is not an outsider to our business – 

He is part of it. 

We are not doing him a favour by serving him – 

He is doing us a favour by giving us an opportunity to do so.” 

- Mahatma Gandhi
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Introduction 

Many people have a dream of owning their own hotel. This is a book about bringing 
that dream to reality.  

Since the first edition appeared in 1979 there have been two further editions – in 1984 
and 1996. Many of the general comments made in the previous editions still hold good 
today but the hospitality industry has changed significantly even since the last edition 
was published and there have been many new developments which are covered in 
this edition – the growth of franchising, the development of the budget hotel sector, 
the introduction of the internet and social media – the new economic power – are just 
four. They provide new challenges and opportunities for anyone wishing to buy and 
manage their own hotel.  

Yet the principles of buying a hotel are constant. The difficulty of raising finance for 
all but the most promising purchase only re-emphasises the importance of accurately 
assessing the worth of a business and its potential earnings; this makes a sound busi-
ness plan essential. Without a business plan, the dream will remain just that. 

The book aims to take the reader step by step from the time of his initial interest in 
buying a hotel to the day he takes over – and beyond. The later chapters outline some 
of the most important challenges that a new owner will face. 

Incidentally, throughout the book, we have referred to hoteliers in the masculine but 
this is only for reasons of literary convenience. Few industries offer so many opportu-
nities to women entrepreneurs and there are many examples of hotels and restaurants 
which they own and operate very successfully. Long may this last.  

After reading this book, some readers may be put off by the thought of buying their 
own hotel. Others may become more enthusiastic. In either case, the book will have 
achieved its purpose. Hotelkeeping is an arduous profession requiring considerable 
technical, managerial, marketing and economic expertise as well as total commitment. 
It is not for the slothful, the faint-hearted, the impatient or the unenthusiastic.  If, after 
reading it, you still want to buy your own hotel – welcome!   

But you have been warned. 

Miles Quest

Peter Nannestad

June 2015 
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