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R # Recommendation Timeframe Owner What did we do in 2021 What will we do in 2022 
R1 Capital renewal fund: Any unspent funds from the Dry 

Dock allowance should be added to Shieldhall's 
reserves in a 'Capital renewal/Tomorrow's Ambition fund' 

2021 onwards FFC Complete  

R2 Visitor data: Consider visitor data capture to inform 
audience understanding and marketing. Can be a 
secondary benefit of collecting Gift Aid on tickets. 

From start of 
ticket sales for 
2021 sailing 
season 

Ops Done & Ongoing  

R3 Postcode data: As above, track and analyse this data 
periodically. Compare to the local area to see where 
visitors do and do not travel from. A family audience 
will not travel too far for a particular experience so 
strong local performance will be essential in 
attracting this group. Marketing campaigns could 
target certain areas to encourage visits. 

2021 onwards Ops PWS provided UK map of the locations of 
persons purchasing tickets 

Review marketing needs when 
considering Post Code data of ticket 
purchaser 

R4 Pricing: Continue to keep pricing and capacities 
achieved under review to ensure that the most 
popular sailings are priced to maximise revenues. 

2021 onwards Ops Closely and routinely monitored   

R5 Yields: Monitor actual ticket prices received vs. the 
full price to determine the yields and effect of 
discounting. A target of around 80% would be 
considered a good performance. 

From start of 
ticket sales for 
2021 sailing 
season 

Ops Discounts to members and large groups 
10% - current practice reconfirmed 

Continue to assess data to confirm 
current practice meeting the suggested 
levels 

R6 Tours and groups: In 2019 (Shieldhall's most 
successful recent year), the increase in group 
bookings from the travel trade was notable, further 
partnerships in this area should be targeted to help 
deliver projected sales targets. 

2021 onwards Ops Nigel Philpott (NP) as Ticketing 
continues to promote this business 

NP as Ticketing continues to promote 
this business 

R7 Gift Aid: Review the approach to Gift-Aid on ticket 
price with incumbent financial advisors. 

By June 2021 FFC DELETED BOARD Mtg 3-12-201  
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R8 Falmouth sailings: Could the annual dry dock journey 
present an opportunity for excursions from 
Falmouth? This would be a way of offsetting cost, 
particularly if delivered during the school holidays 
where greater footfall can be achieved. 

2022 onwards Ops Explored possibilities with A&P, 
Harbour, Pilots with positive response 

Nothing, dry dock already long 

R9 Family themes: Opportunity to appeal to a more  
diverse audience and the introduction of themed  
cruises appealing to children could be considered. 

2022 
onwards 
(unless 
adaptations 
to 2021 
programme 
can be 
made) 

Events Good evidence of families on trips 
with children 

To keep in mind but mindful of 
limited LSA for large numbers of 
children 

R10 

Other theme opportunities: For example, Daniel 
Adamson focus on a range of themes, which will drive 
high value ticket prices, commercial partnerships and 
secondary spend. Shieldhall may be able to find similar 
opportunities. 

2022 
onwards 
(unless 
adaptations 
to 2021 
programme 
can be 
made) 

Events No Action taken by Ops To be reviewed as part of the 
development of the event 
management team 

R11 Front of house: Enhancing the role of Purser and 
developing the team would help to drive an 
improvement in the quality of on board offer and keep 
this area in focus to create continued, incremental 
improvement. 

2021 onwards Events  To be reviewed as part of the 
development of the event 
management team 

R12 Gain the customer perspective: The Shieldhall 
customer experience should be reviewed (physically 
walked) from the customer view to identify issues and 
improvement opportunities. 

June 2021 
onwards and 
for ongoing 
review 

Events Secret Shopper had positive review; 
feedback reviewed by web master LF 

The whole customer experience to the 
reviewed from event enquiries through 
to post event, also public sailings 
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R13 Review the catering offer, including: 
o Benefits of replacing the existing oven: A basic 

cost / benefit review should assess the net gain 
from replacing the oven. Both financial and non-
financial (i.e. service / experience 
improvements) should be factored in as both 
offer value. 

o Additional sales points should be considered: 
This should include both additional spaces on 
board and the potential for an onshore offer, 
related to the welcome and boarding 
experience. Opportunities to bring the catering 
offer to the passengers (As opposed to 
passengers queuing at a fixed and overcrowded 
till point) should be reviewed. 

o Review the menu: A review of the menu would 
offer opportunities to streamline the range of 
options being prepared and sold. A smaller 
menu designed with sales and speed in mind, 
would allow items to be produced in higher 
quantities and more quickly, probably improving 
quality at the same time. 

o Easy pick up or pre-packaged items: These will 
provide quicker and easier sales, potentially 
from multiple points (see above). 

o Ask the customer: The review of the offer (as 
above) could be conducted with some basic 
customer research designed to establish what 
passengers really want. Sales data could also be 
reviewed to understand which are the best-
selling lines. 

By June 2021 Trading 
Company 

 
Oven on order 
 
 
 
 

 
 
  No Action taken 
 
 
 
 
 
 
 
 
 
 Menu is fine, we always sell well and get 
good reviews for food. Chef Sam adds to 
what can be offered at the high end 
 
 
 
 
 
  Considered and discounted, we do not 
have the volunteers to prepackage food and 
or gifts 
 
  Till receipts have been reviewed, results 
provided justification to purchase new oven 
 
 

 
Install 1Q2022 
 
 
 
 
 
 
Trading Company to take lead 
 
 
 
 
 
 
 
 
 
Trading Company to take lead 
 
 
 
 
 
 
 
Trading Company to take lead 
 
 
 
Trading Company to take lead 
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R14 Streamline the Event booking and enquiry process: 
Move this under an individual volunteer who takes 
responsibility for the event booking and possibly 
management. A dedicated email and mobile number 
for potential customers to contact Shieldhall would be 
highly preferable to the current contact form, which will 
put people off. 

By April 2021 Events Done – all route to Barry E. 
New process designed and adopted 

Evolve the process with experience 
Consider dedicated mobile number. 

R15 Upgrade the website: Also required to remove any 
barriers associated with booking which we have 
referenced in other recommendation points. 

By April 2021 Ops COMPLETED  

R16 Presentational quality: A minimum level will be 
expected (depending on the type of event) and this 
might conflict with maintenance activity (see above). 
Can Shieldhall create a USP as a slick but not 
polished experience, reflecting the ship's life as a 
working vessel? 

From 2022 
onwards 

Events Done, folders, chairs, tablecloths, 
external caterer, event training etc 

Review the table layout in the Saloon on 
sailing days, purchase additional small 
tables if needed 

R17 Contact event bookers in Southampton: Invite them 
to see the ship. This would help Shieldhall to build 
awareness and contacts in the local Events sector 
but also gain some free advice as to any changes 
that could be implemented to improve the overall 
experience. The ship should be registered with free 
listings services and a formal partnership with a local 
booking agent should be considered. 

By June 2021 Events Breakfast held and 5 positive leads 
acquired 

Expand to small companies that may not 
have adequate meeting facilities on their 
premises – accountants, solicitors etc. 

R18 Charter dates: Up to six options each year should be 
offered within the sailing programme and can be 
issued when the wider programme goes live. By 
marketing them as a limited opportunity, a degree 
of competition could be generated. The 
Membership base would be an obvious market for 
this type of event with birthday parties or similar 
celebratory events a great opportunity for 
Shieldhall. Dates should be offered where Shieldhall 
is already, or about to be put into steam. 

From 2022 
onwards 
(unless sailing 
certainty and 
opportunity 
can be found 
within the 
2021 sailing 
season) 

Events Now managed by Event Management 
team – Successful promotion with 
Breakfast event and focus on local 
businesses. Advertised to members 
through Shieldhall magazine  

Events Management team to continue 
to promote the Shieldhall as a venue. 
Allowance to made for crew fatigue 
when considering evening cruises. 
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R19 Membership days: Offer Members a chance to get 
involved without the long- term commitment. This 
could support maintenance activities and encourage 
more longer-term volunteers to sign up. 

From end 
of 2021 
sailing 
season 
onwards 

Ops Members already have the 
opportunity to get involved but slow 
take up. 

Raise this item in Chairman’s report 
at AGM 

R20 Marketing programme: Establish a tailored Marketing 
programme to Members promoting opportunities 
around Sailing programme and other commercial 
opportunities. Despite existing in high numbers, 
Members currently represent only 5% of excursion 
passengers. 

By end 2021 Ops PWS assessed data Dec 2021 
No of members buying tickets = 81, 
approximately 10% of the membership  
on average they bought two trips, 
Average 4 tickets per member, i.e. two 
per trip, = 10% of the total.  
Cost of tickets = £14.8k  
  

Continue to monitor 

R21 Actively promoting Membership opportunities: 
Promote Membership as part of the ticket 
purchasing process and on-board experiences 

From June 2021 Ops Buying membership as part of ticket or 
even calendar purchase gets you 10% 
discount on your purchase. 
New leaflets printed. 
Trustee manning info point on sailings 

Continue to evolve information / sales 
point on board 

R22 Contact production agencies: Encourage visits to 
build links and obtain advice to make Shieldhall an 
attractive proposition for film production companies. 
Produce or make available deck plans and other relevant 
information about the ship to efficiently and quickly support 
filming project enquiries. 

By June 2021 Events  No Action by Ops – lead for this to transfer 
to Events Management and still link with 
Ops Heads of Dept   

R23 Gift Aid Review (Also see R7): Undertake a review of 
Gift Aid arrangements with the incumbent financial 
advisors. If not sufficiently expert in Charity tax 
arrangements, ensure they consult with an external 
specialist. The review should ascertain whether the 10% 
model (see below) can be applied to Shieldhall's 
operations. 

By June 2021 FFC DELETED BOARD Mtg 3-12-2021  

R24 Emergency funding: Continue to monitor 
opportunities for Emergency funding. Due to the 
prolonged nature of the pandemic, more funds are likely 
to be released early 2021 and Shieldhall would seem well 
placed if the sailing season is again reduced. 

Jan 2021 
onwards 

FFC Done, all fund opportunities exploited Unlikely to be any Covid funding in 2022 
unless 4th wave 
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R25 Business Plan monitoring: Maintain an agile 
approach to business planning, particularly during this 
uncertain period. The projections must be continually 
reviewed so that the team have up to date realistic 
financial projections on which to base decisions on 
spending and activities. 

Jan 2021 
onwards 

FFC New accounting software in place 
More frequent / detailed reporting 

Evolve requirements with experience 

R26 Review financial and accounting processes, 
including: 

— Cash flow: Develop and maintain a rolling 
12- month forward cash flow forecast with 
regular Board review 

— Reserves: Ensure the reserves policy is kept 
under review. The approach will need to be 
flexed to adapt to a changing context. 

— Designated funds: Review the benefits of use of  
Designated funds to financially plan for the future 
and support fundraising objectives 

By May 2021 FFC  
 
Done, ready for 21/22 Financial year 
 
 
 
Done, Board and FFC agenda item 
 
 
 
Done – funds established  

 
 
Evolve requirements with experience 
 
 
 
Continue 
 
 
 
Extend time horizon to 5 to 10 years 
from current wish list 2- 5 years 

 


