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Hospitality group AccorHotels is tracing the rise of the wellness movement and the related opportunities for the
travel sector in a whitepaper designed to help guide its own health-conscious efforts around the globe.

T he company, which includes the Fairmont, Raffles and Sofitel brands, is outlining both the growing wellness
expectations of travelers and the ways in which its own hotels are strategizing to meet expanding consumer
demands. By leveraging data, the report seeks to identify the commercial impact and opportunity of wellness in the
luxury hospitality business.
"Wellness is not a trend, it is a societal shift and a wonderful one at that," said Emlyn Brown, global vice president,
well-being at Accor. "Wellness has moved beyond the walls of the spa to embrace healthy and nourishing food and
beverage offerings, challenging fitness activities, adventurous outdoor experiences, a focus on sleep quality and
even stimulating intellectual and artistic pursuits.
"As a result, our wellness product is more well-rounded than in the past, our teams have a deeper understanding of
the wellness realm and our guests bring an increased level of anticipation and appreciation for quality," he said.
"T his drives us to connect the spa or wellness experience with so many other services and areas of the hotel while
constantly innovating and improving to keep our guests satisfied and engaged."
Health is wealth
Wellness is a broad trend, with a Foresight Factory survey finding 77 percent of consumers take steps to be healthier
on a daily basis. T his could mean dietary choices, exercising or managing their stress.
Fifty-six percent of affluent travelers in a YouGov study said that being healthier is their top goal for the coming year.
T here has also been a rise in Google searches and social media conversations around wellness topics.
Consumers are searching for travel experiences that align with wellness. Forty-one percent of respondents in a
Foresight Factory poll said they get away to relax, while 22 percent want to get closer to nature during their trips.

While wellness is a common goal, travelers note difficulties in sticking with routines and plans when away from
home. In an On Call International survey of business travelers from the U.S., 54 percent said they are less likely to
exercise while traveling, while 44 percent note eating more unhealthily when on the road.
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Helping guests stay on track, Fairmont offers a gear lending program and a partnership with T echnogym to provide
equipment, including an in-room exercise ball on request (see story). Raffles creates dishes designed to promote a
healthy gut and offers sleep rituals to help guests get rest and recover from jet lag.
With Wallpaper magazine, Swisstel created a Vitality Room that features a yoga station, healthy snacks and lighting
that is timed to the guests' circadian rhythm.
Pullman Hotels and Resorts has a Bootcamp program modeled after U.S. military training. In addition to on-property
fitness classes and outdoor fitness trails at select properties, Pullman has created a YouT ube series featuring U.S.
Navy and T RX coach Sarah Hoey.

Pullman's Bootcamps
Beyond just meeting traveler expectations, wellness can have a business impact for hospitality. Accor found that
travelers who mention wellness in their feedback are 38 percent more apt to give their hotels a high satisfaction
score, an indicator of loyalty and return visits.
Wellness travelers are also particularly valuable, since the Global Wellness Institute found they spend 53 percent
more on international trips and 178 percent more on domestic travel.
Aside from travelers, Accor sees wellness as a way to engage local clientele on a more regular basis. Fifty-six
percent of an urban hotel's spa business comes from locals, and for resorts one-third of revenues are attributed to
local consumers, according to CBRE.
T he report also points to the possibilities for Accor from a diversification standpoint, since the group could
potentially work with companies in other sectors.
From a marketing perspective, wellness is considered a "happy message" for the group's brands.
"Accor's well-being whitepaper will act as a catalyst to help energize the company's wellness teams globally, while
also informing and enhancing the five key pillars that guide Accor's overall approach to well-being: Active Nutrition,
Holistic Design, Bodies in Movement, Leveraging Spa and Embracing Mindfulness all of which are adapted and
adopted by the company's hotel brands based on a number of important factors including guest preference,
demographic, brand positioning, culture and location," Mr. Brown said.
"T he report also explores numerous economic and social factors that are driving the rise of wellness around the
world, so the group can make its strategy accordingly," he said.
Well-being while on the move
Interest in wellness travel is not losing momentum, according to industry experts speaking on a panel at Cond Nast
T raveler's Points of View Summit.
From cruises and spas to family resorts, the hospitality industry continues to add wellness offerings such as fitness,
healthy meals, spa treatments and digital detoxes. While interest in wellness travel is present across generations,
different demographics have different interpretations of wellness (see story).

More than 80 percent of affluents are interested in wellness travel, as global demand grows for experiences that
emphasize physical and mental well-being.
According to a new report from Altiant, less than 70 percent of high-net-worth individuals feel relaxed despite high
levels of happiness and wealth. Chinese affluents report the lowest levels of happiness while being the most likely to
prefer relaxing trips rather than active vacations (see story).
"T he way people travel and move about the world is constantly evolving," Mr. Brown said. "How they organize their
lives is also constantly evolving.
"Wellness is today a golden opportunity for the hospitality industry," he said. "Feeling healthy is a universal,
emotionally-charged and frequent concern for all demographics of guests and cuts across all areas of life, from
daily routines to exceptional, transformative travel experiences.
"Our diverse hotel brands look forward to embracing the challenge of continuously surprising and delighting our
guests with new ways to achieve health and well-being during their travels, inspiring them to choose our hotels again
and again.
"More globally, Accor is an augmented hospitality group that goes beyond the boundaries of hotels. Accor shapes the
way we live, work and play, by augmenting and reimagining hospitality as a series of connected moments, driven by
a holistic ecosystem of brands and the services to power them. With wellness, Accor offer guests new and
personalized experiences."
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