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By FORREST  CARDAMENIS

Travelers place an enormous weight on concocting a psychological connection to a destination, according a new
report by Weinman Schnee Morais Inc. commissioned by Fairmont Hotels & Resorts.

"Luxury Insights Report: Stewardship of Iconic and Historic Buildings" is the first in a new series of research reports
focusing on current trends in luxury travel that Fairmont will undertake. The series of reports will help Fairmont and
other hoteliers check their strengths and weaknesses against consumer desires.

"This Fairmont research shows that today's traveler exhibits higher levels of interest in active and creative cultural
participation, rather than passive observation something they are looking for whether they choose to stay at a luxury
hotel or home-sharing service," said Alexandra Blum, vice president, public relations and partnerships at FRHI.
"Luxury guests are not only looking for warm and engaging service when traveling to world-class destinations, they
are also following their hearts, which is why our colleagues strive to bring this authenticity to life in ways you can
only experience in a luxury hotel."

Reflected through history
Great service is no longer enough for travelers; instead, consumers desire cultural immersion and a strong sense of
place, and hoteliers must follow suit. A brand-first ethnographic study included in the report focuses on the ways in
which Fairmont meets these desires.
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Instigating the study, Fairmont found that 75 percent of its  guests say that "capturing the local culture of the
destination" is extremely or very important for their trips. In support, the study found that more than a quarter of
United States international travelers see themselves as "sophisticated explorers" whose top priority when traveling is
to explore new cultures.

The top priorities of travelers overall are to connect to a destination emotionally something a hotel can do by
placing itself within the locale's history and that commodities and souvenirs are less important than experiences.
Hotels have long operated in this manner, with cultural immersion initiatives being commonplace across
properties.

"The emotional connection guests feel to each of our hotels is unique whether it's  finally crossing off a bucket list
trip, exploring a new destination, or celebrating a milestone event," Ms. Blum said. "We found, for example, that
history lovers repeatedly choose Fairmont: in 2015, 38,000 "history lovers" stayed at more than one of Fairmont's
historic properties."

More specifically, however, the report shows that "bucket-list" experiences are particularly desirable, and that
consumers are willing to spend more money on having one than ever before. This is closely connected with social
media, which allows travelers to stay in contact with a large circle of friends and share their experiences. Under
these circumstances, unique experiences that cannot be replicated elsewhere are particularly desirable.

Fairmont Dubai, United Arab Emirates

For Fairmont, many guests consider staying at one of their properties as a bucket-list goal and an accomplishment in
and of itself. This fact speaks to the brand's success at cultivating desire and selling itself as a supporter of
experiences rather than as a mere status symbol or even a mark of great service.

The study also found that consumers are particularly fond of Fairmont hotels for their ties to history. Recognizing
that this is a point of differentiation can help Fairmont with future marketing efforts, which will need to maintain its
sense of history to stay true to its brand but also can branch out in strategic ways to capture a market segment with
other interests.

Cultural specificity
Culture-based and heritage travel are important to U.S. travelers, with more than half engaging in such activities while
traveling abroad. The closely related trend of voluntourism is also growing.

Traveling is an increasingly popular way for people to give back, and hotel brands must stay on top of the trend to
maintain their status as the best in the business.

A recent study by Tours.com found that an astonishing 55 percent of America-based travelers partook in volunteer
work during a vacation within the past two years, with almost three quarters calling their charitable donations or
philanthropic endeavors "important," "very important" or "extremely important." As "voluntourism" becomes
increasingly common, brands must show that they care equally and assist travelers in partaking in volunteer work or
gifting to maintain status and image (see story).

In addition to Fairmont, other hotels also promote heritage in a culturally specific manner.

For example, The Mandarin Oriental, Bangkok is taking guests on a trip through time to celebrate 140 years.

The hotel will host a number of culinary, music and dance events, exhibitions and CSR initiatives throughout the
year, emphasizing the hotel's ties to various historical periods and figures. Turning a hotel into a destination will
attract visitors and also positions the Mandarin Oriental as a culturally rich and creative brand (see story).
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"Our global leadership position as both a steward of these historic and iconic properties, as well as the luxury
operator of many new hotels that have already established themselves as the icons of tomorrow, differentiate the
Fairmont brand among our stakeholders travelers who visit our properties, developers looking for a brand to
manage their building or a city leader trying to understand the significance of a property in their jurisdiction," Ms.
Blum said.
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