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2 Defining Excellence

Best Practice Guide for the Quality 
Assured Racecourse Scheme
Welcome to the RCA’s 'Defining Excellence'  
Best Practice Guide. Our aim is to help racecourses  
achieve the best possible score in the Quality  
Assured Racecourse Assessment from their  
respective tourist board. 

These assessments provide an independent review 
of your racecourse, and as such give invaluable 
information that can demonstrate both strengths  
and areas for improvement in your raceday experience.

This guide pulls together best practice to 
demonstrate what excellence looks like in the eyes 
of the assessors, and how you can take steps to 
ensure you can achieve the highest score possible. 
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The Quality Assured Racecourse 
Assessment, conducted by 
VisitEngland and VisitScotland, 
objectively assesses the visitor 
experience of a day at the races. 
Encompassing all aspects of the raceday, from  
pre-raceday telephone calls and social media audits 
to the racecourse itself and the quality and cleanliness 
of facilities, an experienced assessor conducts the 
assessment during a ‘mystery shop’ visit, following 
which a full debrief with racecourse management  
takes place.

VisitScotland issue Scottish racecourses with  
a star rating, whilst VisitEngland give English and  
Welsh racecourses a Quality Rose Marque for 
racecourses reaching the pass mark of 60%,  
which equates to 'good'.

What is the Quality Assessment?
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Racegoers expect quality  
in all aspects of their raceday 
experience and are increasingly 
vocal when they experience  
poor quality.
An enhanced quality of offer can result in better:

• Customer recognition of value for money
•  Productivity amongst staff, resulting in increased  

levels of customer service
• Customer trust in the brand
• Destination recognition

What is Quality?
A high quality experience and memorable visit is  
what racegoers and the assessors will be looking for. 
The assessor will be looking at the following areas,  
but always with the intention of helping to improve  
your racecourse.

It is worth bearing in mind that each assessor is 
encouraged to assess quality in context; each 
racecourse is its own unique business with distinctive 
characteristics. In each instance, the customer’s 
expectations and the relevant standard appropriate  
to the racecourse will be considered.
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During the assessment, your 
assessor will make quality 
judgements across all aspects  
of your racecourse.
The scores will be totalled to form an overall 
percentage score and a percentage score  
for each of the core criteria listed below:

• Pre-Arrival Information
• Arrival and First Impressions
• The Racecourse
• Toilets
• Catering
• Bars
• Retail and Concessions
• Cleanliness
• Staff

Core Criteria
Scores will be awarded by the assessor across  
various different criteria. The VisitEngland scale  
and description is as follows:

5 – Excellent 
Excellent quality of product. Best practice in terms  
of service
4 – Very Good 
Better than average quality; exceeds expectations  
in some way
3 – Good 
Good level of service or quality; meets expectations
2 – Disappointing 
Better than just acceptable, but still a priority area  
for improvement
1 – Poor 
Fit for purpose, but no more than that
0 – Unacceptable 
Unacceptable quality of product or service

Scores can highlight any weaknesses in each section 
that may be improved on for future assessments.
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RCA Excellence Accolades

The RCA Excellence Accolades for 2017 are:

•  Fast Food Outlet – achieve 90% or higher in  
Retail and Concessions (full section), Staff (Retail  
and Concessions only) and a rating of 5 for Retail  
and Concessions Cleanliness.

•  Bar Area – achieve 90% or higher in Bars (full 
section), Staff (Bars only) and a rating of 5 for  
Bars Cleanliness. 

•  Quality Café/Restaurant – achieve 90% or higher  
in Catering (full section), Staff (catering only) and a 
rating of 5 for Catering Cleanliness. 

In addition to accreditation, RCA Excellence Accolades are bolt-on 
rewards of excellence within specific areas of the assessment.

•  Visitor Information and Signage – achieve 90%  
or higher in Arrival (Visitor Info and Signage only),  
The Racecourse (Visitor Information and Signage, 
Quality and Content of Commentary and 
Effectiveness of TV Screens) and Staff  
(Racecourse: Customer Care, Racecourse: 
Efficiency and Racecourse: Knowledge). 

•  Lovely Loos – achieve 85% or higher in Toilets  
(full section) and a rating of 5 for Toilet Cleanliness.

•  Staff Customer Service – achieve 95% or higher  
in Staff (full section).



The assessor will spend time on your website  
and social media channels. They will:
• Look at and test all functions of the website
•  Try different searches to see how easy the  

website is to find
•  Read any reviews and feedback regarding  

the racecourse
•  Use any information provided by the website to 

plan their day (e.g. directions, ticket information, 
appropriate dress)

•  Review social media channels to assess  
pre-raceday information

•  Re-visit the website following assessment to see 
whether the racecourse lives up to expectations

•  Telephone the racecourse requiring information  
on any aspect of the racecourse 

Quality Assessment 
Pre-arrival. What your assessor will be looking for.

7 Defining  Excellence
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Musselburgh Racecourse, one of Scotland’s 5* 
racecourses and within the top 10% of all 5* 
attractions in Scotland, has been acclaimed for  
its website and social media content. 

Senior Operations and Commercial Manager Sarah 
Montgomery details how the racecourse maintains 
the high standards of its online communications. 

Over the past 18 months Musselburgh Racecourse  
has taken a model approach to digital outreach.  
We purposefully created a clear digital strategy, with 
resources now focused on hitting a specific reach and 
retention targets.

This began with an initial performance review in 
August 2015 as part of GBR’s Industry Strategy 
Customer Growth Project. The insight, analysis, best 
practice and recommendations of this independent 
audit were then combined with input from key 
stakeholders in a follow up digital strategy workshop.
The fundamentals of a digital strategy were born 
in early 2016. Our team identified areas of focus 
(reach, retention or revenue), overlaid specific digital 
objectives and established a series of work streams 
and tactics to reach these targets.

"We are now  
among the top five 

racecourses for 
Facebook growth and 
in the first 6 months 

of 2016 our volume of 
traffic trebled from the 

entirety of 2015." 

Websites: Best Practice
For example insight showed the people of Edinburgh 
didn’t feel a connection to the racecourse (less than 
20 minutes away), so plans were executed to make 
Musselburgh a key feature of the city of Edinburgh. 
These included a big focus on the Edinburgh Cup 
race, video ads on social media and a new sponsor – 
Edinburgh Gin!

Not wanting to rest on our laurels, we will continue to 
evolve this strategy as we progress through 2017. For 
example, you will see Musselburgh Racecourse utilise 
Facebook Live throughout the season to accompany 
our raceday presentation, bringing the fun and 
excitement of the raceday direct to our followers who 
are unable to join us. We’re hopeful this will encourage 
them to buy a ticket for the next raceday!



The assessor will examine your car parking facilities 
and the first impressions of the racecourse. 

•  Is the parking surface, irrespective of the type  
of surface, of good quality and well maintained?

•  Are sufficient and effective parking management 
and traffic calming measures in place, and how well 
are they implemented?

• Are parking charges clearly communicated?
•  Is there priority parking in suitable places, for 

example disabled parking, Owners and Trainers  
parking, etc.?

•  Is the general appearance of the grandstands  
and buildings tidy?

Quality Assessment 
Arrival and first impressions

•  Are the footpaths in good condition and,  
where appropriate, with suitable lighting?

•  Are external areas kept litter free? When provided 
are there sufficient bins, and are they being emptied 
regularly enough?

•  How is ‘racegoer flow’ in and out of the course 
managed, and is it appropriate for the various 
enclosures?

•  If there are different entry points for different 
enclosures, are they clearly indicated?

•  Are any policies regarding dress code clearly 
displayed?

9 Defining  Excellence
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Hamilton Park Racecourse’s 
location in close proximity to 
major road networks results 
in plenty of cars visiting the 
racecourse. As such, traffic and 
car park management takes 
added importance. 
Head of Marketing and Operations Ashley Moon 
details the steps in place to ensure racegoers are 
directed quickly and safely from their cars to the 
racecourse entrance.

How do you ensure customers safely make  
their way from the car parks to the racecourse? 
We rely on well trained, helpful staff in key locations 
around the site, all of whom are briefed well in advance 
of gates opening. This, supplemented by clear, 
concise signage ensures our customers have clear 
information on where to go and how to remain safe.
 
How is traffic managed in and out of the racecourse?
This really starts on the main roads to the racecourse 
with permanent signage. This feeds into our own 
traffic management with clear signage to hospitality 
and public car parks which is in place well in advance  
of gates opening. We have a dedicated parking team,  
overseen by our Safety Officers, who are on hand 
to assist guests as they arrive and we operate an 

Car Parking & Customer 
Information: Best Practice

effective one way system to control the flow of 
traffic internally and out on to the public rounds. 
We work closely with the local police and council to 
ensure our traffic management dovetails with their 
own operation. Exit is often overlooked but is just as 
important… who wants to have a great day then sit  
in a car park for hours?

Are there separate sections for Owners  
and Trainers? 
We have a separate section for Owners and Trainers 
situated within our hospitality car park. This is clearly 
signed with parking attendants providing direction 
and is located near to the dedicated O&T facilities.
 
What is your top tip for providing a comfortable  
and stress-free car parking experience and entrance 
to the racecourse? 
It’s imperative to consider the approach and car 
parking as part of the overall raceday experience – 
there’s nothing worse than unorganised parking as 
it sets the wrong tone for the entire day. In many 
cases the parking team are the first racecourse 
contact customers have on the day, so their manner is 
incredibly important. Clear information being sent in 
advance and ample signage on approach and arrival all 
make it easier for the customer. 

A warm welcome and training is essential – we give 
‘cheat sheets’ to all of our team so that they can 
hopefully answer any question a customer might 
have, or at worst know who to ask if they don’t know!
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The assessor will examine the racecourse grounds  
and any visitor information signage.

•  Is visitor information well laid out, easy to read  
and up to date?

•  Is signage around the racecourse well maintained 
and accurate?

•  Is the signage representative of the racecourse 
brand; does it follow the style of general signage  
from the arrival onwards?

•  Do the grounds of the racecourse generally appear 
to be well kept?

• Are the lawns and flower beds well tended?
•  Are the foot paths, fences, rails, and gateways 

in good working order to give a smart overall 
appearance? 

•  Does the exterior of the racecourse buildings 
appear well maintained and fit for purpose?

Quality Assessment 
The Racecourse
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The assessor will also spend time examining the 
interior of the racecourse buildings.

•  Does the internal condition of all buildings appear  
to be in good condition?

•  Is the quality and condition of interior decoration 
of an acceptable standard and in keeping with the 
surroundings?

•  Is the racecourse PA system (including race 
commentary) clearly audible around the site?

•  Is race commentary well-timed and accurate,  
and are all runners mentioned during the race?

•  Are RCTV screens clearly visible from various  
areas of the racecourse?

•  Are they in good working order, and are their  
images of good quality?

•  Is appropriate visitor information and promotional 
material being shown between races?

The Racecourse

Quality Assessment 
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Beverley Racecourse strives for improvement each 
year, with the new Attraction Restaurant offering 
customers a stunning setting to enjoy fine dining and  
a perfect view of the racing.

Chief Executive Sally Iggulden details how the 
inspiration for Attraction came about and how the 
décor and interior of the racecourse as a whole 
has been developed to offer a multitude of chic, 
contemporary spaces for customers. 

The space we created had to work equally well on 
racedays and non-racedays and be a true 365 day a year 
venue. The area is used for weddings and parties, but 
also hosts numerous white collar conferences, which 
need a modern space conducive to doing business and 
sealing deals. 

Particular attention was paid to the arrival element, 
with a good deal of the project concentrating on the 
entrance and stairway up to the restaurant. Impressive 
features such as a bespoke horse sculpture, made by 
world renowned artist Tom Hill, grace the space above 
the stairwell, delighting visitors who do not expect 
such touches. 

High end ironmongery has been used throughout  
to give an elegant touch. One journalist, visiting from 
the south, commented that it was like walking into  
a sophisticated Knightsbridge restaurant!

We have re-invented the Whistlejackets Bar many 
times over the years, but with proper investment and 
interior design, it is finally a profitable area that also 
fulfills the need for a more relaxed part of the Premier 
Enclosure. A classy, elegant gentleman’s study was 
the look we had in mind, and we had great fun getting 
the final ever edition of the Sporting Life newspaper 
made into bespoke wallpaper for the bar. Coupled with 
leather furniture, pewter accessories, opulent paint 

Racecourse Décor & Interior:  
Best Practice

ware and horsehead statues, the bar has now become 
an ideal base for people wishing to enjoy the locally 
brewed Race Sauce, the Beverley Racecourse Real Ale.

Art-deco is the way forward in the 1690 and Terrace 
Bars. Trends were taken from Parisian hotel lobbies and 
the American Bar at the Savoy. Tin tiles were imported 
from America for the decadent gold ceiling, and 
custom made brass fittings finish off the steps up into 
the Terrace Bar to give a feel of Rolls Royce chic. 

The partnership with Laurent Perrier allowed us to have 
some fun with the horseshoe shaped Champagne Bar, 
where original Carousel Horses were sourced from 
Bridlington and wrapped in logos and suspended from 
the ceiling, adding an element of surprise and delight, 
alongside the oversized orb chandeliers and numerous 
mirrors that adorn the walls, all branded with the 
Terrace Bar art deco insignia.



As an integral part of the raceday experience for some 
customers, the assessor will take in the Owners and 
Trainers experience and examine the RCA's Owners' 
Guide prior to visiting.

•  Are Owners and Trainers made to feel welcome  
and valued by the racecourse? 

•  Is the entrance clearly signposted and of suitable 
appearance?

•  Is their raceday enhanced by the provision of any 
exclusive facilities?

•  Does the experience meet the expectations set  
out in the ROA Owners' Guide?

•  Is there any contact from the racecourse following 
the raceday?

• Does the experience encourage repeat visits?

Quality Assessment 
Owners and Trainers Experience

14 Defining  Excellence
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Chester Racecourse is renowned in the racing  
world for its top class facilities for Owners, and has 
been a dual winner of the RCA Showcase Award for 
Owners' Experience. Owners Liaison Officer 

Jeannie Chantler highlights how to provide the best 
experience possible for Owners before, during and 
after the raceday.

What do you do prior to raceday to set the tone  
for Owners visiting the racecourse?
The Owners letter that goes from Weatherbys to the 
lead owner gives all details for their day, ensuring all 
information relevant to a day's racing at Chester is 
included and the benefits of being an Owner at our 
racecourse. An Owners & Trainers Car Park Label is 
also sent at this time. We include email and mobile 
contact details for myself and Clerk of the Course 
Andrew Morris.

What role does your role as Owners Liaison  
Officer play in the Owners Experience?
The Owners Liaison Officer is the main contact from 
the word go for badges, lunches, transport to and from 
train stations, and airports where necessary. If the 
owner has not contacted the course with requests for 
lunch by 5pm the day before, we will be proactive and 
contact the trainer to ask them if they know if their 
owner is attending and, if so, request a contact number 
so we can be sure if they require lunch, etc. Primary 
responsibilities include organising the staff for the 
Owners & Trainers Restaurant and Owners & Trainers 
Entrance and PASS desk. 

With the new PASS system in place, making sure 
there is written information to be given to anyone 
who requires further detail at this early stage of its 
development is an important part of the role to assist 
with future bookings and with the Concierge System. 

We enjoy an open communication channel with our 
Owners and welcome them to contact us after the 
event for feedback on their experience.

Owners' Experience: Best Practice
What facilities are specific to Owners?
The Pavilion, which houses the restaurant, seating up 
to 240 plus with dedicated bar, along with TV facility 
that can show any race they want within seconds from 
any course on the day and previously. There is also a 
reserved seating area in the main stand overlooking 
the winning post, plus a roof terrace above the Press 
Room that offers unrivalled views of the whole track. 

Those fortunate enough to see their horse win are 
invited to share the experience with our Directors over 
a glass of champagne. This invitation is extended to 
connections of placed horses too, along with a branded 
USB featuring a replay of the race. 

In addition, the winning owner will receive a photograph 
of their horse via email within 10 minutes of the race 
and a hard copy with a personal letter after the event. 
Sending the hard copy after the event provides the 
opportunity for the racecourse to continue to build 
relationships with Owners.

Describe the food and drink options available  
for Owners at Chester?
The Owners of each horse will receive a racecard,  
a full three course lunch and half a bottle of wine  
each for four people, with a seat at a table for the whole 
day in the Pavilion. There is a free tea and coffee station 
available all day along with the main cash bar, providing 
all drinks from top of the range champagne  
to tap water and everything in between. Feedback  
from this facility is always strong and we are delighted 
to continue to provide this service for Owners in 2017  
and beyond.



The assessor will take time to inspect the toilet 
facilities, which, if excellent, could result in an RCA 
Excellence Accolade. 

•  Are there enough toilets to cater for the average 
number of racegoers?

•  Are toilets suitably clean and regularly checked 
throughout the raceday?

• Are they easy to find and well located? 
•  Is there suitable provision of baby changing facilities 

and designated disabled facilities?
• Are all toilet areas suitably decorated?
•  Is the flooring of an appropriate condition  

and quality? 
•  Is the quality of the fixtures and fittings of an 

expected standard? (This includes washbasins,  
door locks, soap dispensers, bins, mirrors, hand 
dryers and paper towel dispensers). 

Quality Assessment 
Toilets

16 Defining  Excellence
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The assessor will observe various catering outlets 
around the racecourse and bar areas.

•  Is there a well organised and efficient queue 
management system?

•  Can the racegoer manoeuvre comfortably  
around the facility, including between seating?

• Does the layout suit the target market?
•  Is there an appropriate number of service points 

available at takeaways?
•  If there is outdoor seating, is it conveniently  

located and sheltered?
•  Is the facility themed? Is there music and does  

this enhance or hinder? 
•  Are food display cabinets clean and presented  

in an appetising manner?
• Is there a well organised counter for payment?
• Are there a number of payment options?
•  Is the cutlery/condiment station well stocked  

and clean?
•  Are menu boards (if applicable) clearly written  

and in keeping with the theme?

Quality Assessment 
Catering Outlets



The assessor will look at the range of food outlets 
and establish the full range of eating and drinking 
options. Whilst it is not practically possible to 
sample everything, the assessor will observe what is 
happening and what is being said by fellow racegoers. 

•  Do you supply food covering a range of categories 
(healthy options, vegetarian options, options for 
children, allergen-free, etc.)?

• Have you attempted to offer some local produce?
• Are menus imaginative, unusual, themed etc.?
•  Is cold food displayed in an appetising manner  

at the correct temperature?
•  Does hot food look fresh, and is it served hot  

on a warm plate?

Quality Assessment 
Food – Menus and Range

18 Defining  Excellence
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With a redevelopment of the site, Bath Racecourse 
seized the opportunity to add a range of food and 
beverage outlets to the racecourse. Customers are 
able to choose from a range of outlets with fantastic 
choice in terms of style and price point, with the 
crown jewel being the stunning Roof Garden Terrace.

Executive Director Jo Hall details the selections 
available to customers and the local touches which 
turn ‘good’ into ‘excellent’. 

With food and beverage being such an important 
aspect of the raceday experience, we were keen to 
make sure that we used the redevelopment as a chance 
to increase customer choice. Taking inspiration from 
the high street, we created brands for each area.

With UK ‘coffee culture’ showing no signs of waning 
in popularity, we introduced Coffeemakers; a high 
street style coffee shop serving barista made hot 
drinks, sandwiches, paninis and cakes. We teamed up 
with local supplier Marshfield Bakery to offer fantastic 
wrapped flapjacks, shortcakes and brownies.

We asked our concession provider to invest in 
permanent pagoda style food units to replace the 
previous fast food vans and offer an aesthetic more in 
keeping with the ambitions we had for our new brand.

Two of the newly built bars, 1811 and Beckford, 
were designed to offer stylish and contemporary 
surroundings with plenty of indoor seating, while  
an existing bar was refurbished into a fun pub style  
area called Castle & Bell – very much the ‘beer engine’  
of the site.

The Roof Garden Terrace, set on the top floor of 
the new Langridge stand, sits under a magnificent 
sail canopy, and we decided to make this accessible 
on a ticket-only basis to cater for those customers 
seeking a more premium raceday experience without 
full hospitality. The bar serves a different range of 
products to other areas, including premium lagers 

Restaurants & Catering: 
Best Practice 

and cocktails, and for 2017 our ‘Garden Grill’ will offer 
freshly cooked steak sandwiches, venison burgers 
and more, served stylishly on wooden boards.  As an 
al fresco area, we took the lead from popular gastro 
pubs and eateries and purchased a number of blankets, 
which customers are able to borrow to keep warm 
when the temperature drops.

Fine dining on course came in the form of The Royal 
Crescent restaurant, completed in July. A light and airy 
space designed to draw upon our countryside location, 
with small touches like carved wooden table numbers 
to draw upon the ‘garden’ style ambience and create 
interest over standard silver table number holders.

Overall, we’re delighted with the changes and so are 
our customers. Average restaurant bookings have 
doubled since the opening and spend per head on 
food & beverage is consistently up on previous years. 
We’re looking forward to experimenting with pre-order 
technology and tweaking offers in 2017 to further 
improve the customer experience.



The assessor will examine the different bar outlets 
around the racecourse. Commitment to the 
industry's responsible drinking campaign should be 
demonstrated by use of the 'Pace Yourself' artwork  
and provision of free drinking water.

• Is there a wide choice of drinks available?
•  Are drinks on offer appropriate to the target market  

of the outlet?
•  Are drinks kept/served at the appropriate 

temperature?
•  Are drinks (where possible) served in the appropriate 

glassware?
•  At bars, is there a suitable range of both alcoholic 

and non-alcoholic drinks as well as snacks?
•  Have you supplied evidence of the RCA's responsible 

drinking campaign with Drinkaware?
•  Are staff suitably trained and in smart racecourse 

uniform?

Quality Assessment 
Bars

20 Defining  Excellence
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Responsible drinking is a scored element of the 
Quality Assured Racecourse Assessment, and by 
following these simple steps you can achieve the 
perfect score: 

• Water available on the bar or within the bar vicinity 
•  Pace Yourself notices on the bar/within the vicinity 

and/or toilet areas
• Consistency across a range of bars 
•  Pace Yourself messaging on website and/or  

pre-raceday social media
•  Pace Yourself messaging displayed on RCTV 

screens and/or within racecard
• Avoidance of bulk buy offers

The RCA is committed to promoting responsible drinking 
and is proud to be the first sport to partner with Drinkaware 
on behalf of all racecourses.

'Pace Yourself' 
Responsible Drinking
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York Racecourse’s Northern End redevelopment 
created a new and exciting space for customers, with 
the centrepieces being the Old Weighing Room Bar 
and Champagne Terrace. 

Marketing and Sponsorship Manager Amy Swales 
details how these bars came to life, how they differ 
from the norm and what makes them so popular with 
customers on the Knavesmire raceday after raceday. 

Over three seasons, we transformed the Northern 
End of York Racecourse to be an area that improves 
the racegoer experience. We were able to redefine our 
food and drinks offer to meet racegoer appetites and 
budgets, whilst retaining the architectural appeal of 
the area. 

Delivery included the creation of a series of new 
buildings and spaces with the racegoer in mind – a roof 
terrace with Parade Ring aspect and seafood bar, large 
level lawns complete with giant parasols for shade/
shelter as well as conversion of the former Weighing 
Room into a racegoer eatery and bar. 

We were also able to bring in local producers, for 
instance Wensleydale ice cream or coffee roasted four 
miles from the track, as well as deploying specialist 
cocktail waiters. 

An 'on trend' Rosé Bar is an example of a brand 
partnership where imagery, colour schemes and 
display material from Laurent-Perrier added to the 
experience. Demand-led retailing, such as extra ice 
creams for sunny days or hot soup carts in October 
were catered for by provision of so called 'lay-bys' off 
the main walkways. 

Bars: Best Practice
The Moët Champagne Pavilion adds a touch of 
glamour, designed and dressed in partnership with the 
team from Epernay – flagstone floor, gold bar, designer 
sofas and champagne bottle art installation. 

The refurbishment of the Edwardian Weighing Room 
has given a new relevance to the 1907 building, which 
was home to jockeys, stewards and officials for nearly 
a century. Creating an area that trades on experience, 
not price, it offers a premium range of vodkas, gins, 
ciders, wines and lagers alongside brand leaders and 
high-value yet convenient food. 

The experience uses racing memorabilia such as the 
Weighing Scales to complement the restored jockey 
benches and saddle racks. A specialist sign writer 
touched up some original signage and specially built 
display cases to hold historic badges and racecards 
whilst also doing service as coffee tables. 
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The assessor will 'mystery shop' within retail outlets  
on the racecourse.

•  Are retail outlets suitably located within the 
racecourse?

•  Where appropriate, do they allow customers  
to browse merchandise easily?

•  Are displays imaginative, and do they utilise display 
units or containers?

•  Is the quality of the display units of a good standard? 
Are other fixtures and fittings within the outlet well 
maintained?

•  Are items well positioned and grouped together  
in a fitting manner?

• Are stock levels maintained? 
•  If serving food, is the area clean and well maintained? 

Is the condiment station well stocked and tidy?
•  How suitable is the range of merchandise for the  

mix of racegoers? 
•  Does merchandise suit the style of the attraction 

and meet racegoers’ expectations?

Quality Assessment 
Retail



The assessor will engage with racecourse staff in a 
multitude of roles throughout the raceday to examine 
their knowledge and customer service. Racecourse 
staff are defined as anybody wearing branded 
racecourse clothing and/or a name badge.

•  Do racecourse staff have a good knowledge  
of their specific role and of the racecourse site?

•  Do they take customer care seriously and  
go the extra mile for customers?

•  Are customers welcomed warmly and made  
to feel special for the day?

• Do racecourse staff go about their work efficiently? 
• Are long queues managed by racecourse staff? 
• Are admissions dealt with efficiently?

The assessor will bear in mind that many raceday  
staff are casual employees, but they should have  
some knowledge of the racecourse, its layout and  
the facilities available.

Quality Assessment 
Staff

24 Defining  Excellence
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Towards the end of 2014 the Newbury Racecourse 
team instigated a process to develop and deliver a 
new customer service programme, which would also 
serve to improve communication across the whole 
business, with all teams and departments pulling in 
the same direction. 

Members of the Senior Management team together 
with representatives from all areas of the company  
met to create the foundations of our own customer 
service programme and, as a result, Uniquely Newbury 
was born. 

Its aims were as follows:
•  To introduce the programme to everyone  

at Newbury Racecourse 
• To instill the Uniquely Newbury service culture 
• To improve communication across the site 
•  To motivate and inspire the team at Newbury 

Racecourse to focus on the Customer journey 
• To help the team develop key customer service skills 

With some external support and mentoring, Uniquely 
Newbury Champions were selected and tasked with 
creating a vision for Uniquely Newbury alongside a set 
of values and behaviours to underpin this vision.

Our desire to 'Create Memorable Experiences' was 
at the heart of the whole programme and, to help 
contextualize this, we identified four key values that 
were easily transferable across all sectors of our 
business, namely: Engage, Excite, Enthuse and Delight.

A series of workshops were held with both our full-
time team and casual workforce to ensure that the key 
messages were cascaded to all staff members. Running 
parallel to this, the UN Champions were working on 
their own Uniquely Newbury projects focusing on areas 
that would provide a tangible benefit to our business 
and the sense of a shared goal amongst the team. 

Staff: Best Practice
These were:
• Recruitment and Induction 
• Social Events 
• Rewards and Recognition 
• Operating Standards 
• Training and Briefings

The most pertinent of these was our Rewards and 
Recognition programme that became known as 
The GEM Awards (Going the Extra Mile). All staff are 
encouraged to nominate colleagues that they witness 
exhibiting outstanding customer service, with actions 
which are instantly valued by the customer and often 
cost little or nothing to achieve. All nominations then 
go to the Senior Management team with winners 
receiving a £20 gift voucher, a mention by name in the 
next racecard and an invite to our glittering annual 
awards dinner held in January. At this event, four of 
the award winners during the year are recognised as 
annual champions under the banners of Engage, Excite, 
Enthuse and Delight, with the awards presented by 
Newbury Racecourse’s Chairman. 

The UN champions continue to meet on a quarterly 
basis, ensuring that they review feedback and set time 
aside to plan the next appropriate workshops/summits 
that happen throughout the year to make sure our 
service culture is front and centre of all that we do.

There is no doubt that as a result of implementing 
the Uniquely Newbury programme, we have seen a 
significant upside in the level of customer satisfaction 
seen throughout our businesses. We recognise and 
understand that this is a continual improvement 
journey, but we are pleased to be firmly on our way! 
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The RCA would like to thank the following racecourses  
for contributing to this guide:
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The Racecourse Association Limited 
Winkfield Road 
Ascot 
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