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By Regina Connell

Accelerating vaccine availability in countries such as the United States and the United Kingdom has given many in
the travel and hospitality industries hope for recovery in late 2021/2022.

But as we have seen with Europe and elsewhere, even the availability of vaccines does not guarantee smooth
recovery for travel and hospitality.

In fact, most analysts acknowledge that true "recovery" for the breadth of hospitalityif it ever comesmight not come
until 2023 or beyond.

So, what will hospitality look like in 2024?

While 2024 might seem a long way out, it should be for anyone managing a luxury hotel or resort brand expansion,
thinking about development, or designing the next resort. And in the shorter term, what can luxury do to anticipate
trends, particularly after pent-up demand for travel dissipates into a new "new" normal?

To find signposts to the future, we looked to the traveler: the demand side of the equation.

We focused on what the modern luxury consumer would be thinking, doing, feeling and experiencing.

We sifted trends, examining psychology, took cues from history, and took into account economics and the huge
dislocations that took place in the travel industry during the first year of the pandemic.

From Gen Z to the younger boomers, we found shifts in luxury consumer psychology driving different wants and
expectations from travel and hospitality. These are over and above the more practical ones created by the
increasingly "remote" worlds of work and educationboth of which will have a significant impact on where, why,
how and when people will travel.

To capitalize on those changes we see, hospitalityand in particular, luxury hospitalitywill need to deliver
differentand greatervalue than it has in the past. We saw several two key drivers at work: structural and
psychological.

Driver 1: An undifferentiated status quo ante
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For over two decades, mid-and upper-middle-market luxury hospitality has competed on great design, wonderful
food and beverage, and a lobby "scene."

Even before the COVID-19 coronavirus pandemic, however, this formula was growing old, ubiquitous and
increasingly undifferentiated.

While occupancy rates were high, travelerseven at the luxury levelwere preferring Airbnbs, staying at Sonder and
Zeus, or choosing private villa rentals.

According to Chip Conley, one of the founders of the boutique hotel movement, even this hospitality category, long
the bastion of modern urban luxury and creativity, is  losing its edge.

These trends accelerated during the pandemic, and we have been working with hospitality entrepreneurs creating
still more alternatives to traditional hospitality.

Driver 2: A changing values system
More than a financial crisis or even a terrorist-related incident such as 9/11, the pandemic of 2020 has impacted
people at a deeply psychological level.

The aftereffects of COVID-19 are likely to be more akin to those of war than to an act of terror

Over the last year, people confronted their mortality in new, sustained ways. Prayer trended on Google. The affluent
had even higher rates of depression than the not-so-affluent during the peak part of the pandemic.

The typically time-starved affluent had a chance to question what mattered and what gave him or her meaning.

Given the global intensity of the experience and the duration of it likely two-plus years it is  inevitable that what
psychologists label "mortality salience" will have long-term implications.

While a Roaring Twenties scenario will take hold among many, we also see a strong counter to that movement that
could define not just how and when consumers will travel, but why.

In particular, even prior to the pandemic, data suggests that consumers in general and modern luxury consumers, in
particular, were already extremely interested in social purpose and sustainability

In China and beyond, luxury consumers surveyed indicated a preference for brands making a positive impact.

As a result, they will be looking for their travel experiences to have a greater impact on their livesnot just during
"vacation"but beyond.

While pure hedonism will always have an important role to play, luxury consumersparticularly the all-important
millennial and Gen Z cohortsmay well be looking for more from their leisure experiences.

Put another way, as travel writer Phil Cousineau writes, "The dirty secret of travel is that so many go so far to feel so
little."

With the existing formula tired, and the consumer wanting something differentand morefrom travel, what are the
implications for hospitality?

To respond beyond the table stakes such as flawless service and exceptional facilities, hoteliers should ask
themselves, "How, beyond providing a great service and spectacular surroundings, can we provide greater value for
our guests?"

One key direction is not just service, but transformation: changing guests' lives for the betternot just while they are
here, but for months and years afterward.

In terms of value, a hotel that has changed a guest's life for the better will drive greater loyalty and word-of-mouth
accolades than a run-of-the-mill luxury experience that delivers great food and spa treatments.

Travel in and of itself has always been essentially transformative at least aspirationally but that is often because of
the destination, not necessarily the hotel itself.
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Travel and hospitality: Smooth sailing likely in 2024, only with more legwork. Image credit: Mohamed Massaun via Unsplash

We see three ways for hotels and resorts to play a bigger role in a guest's transformation and, consequently, build
greater loyalty and differentiation, both now and in anticipation of 2024.

Teach and connect. Many luxury hotels and resorts offer unforgettable experiences that teach, inform and inspire,
whether it is  horse whispering at Paws Up, camel riding in the Negev at Six Senses Shaharut, or a chance to swim
with the dolphins in Australia.

These experiences can transform, but hoteliers could more specifically tie it to transformation: help travelers
understand how to carry the experience through to daily life or how to use it to ignite learning and self-discovery.

Some early trends indicate ways to blend learning with luxury.

Mr. Conley has taken his considerable experience in luxury hospitality and created the Modern Elder Academy, the
"first midlife wisdom school," serving not just boomers and Gen Xers but millennials as well.

While not overtly "luxurious" in the traditional sense, it is  done with a strong sense of hospitality and is hardly
bargain basement in price.

Better yet, the cohorts who go through the academy maintain their relationships with each other and with the
institutionan example of a hospitality-based experience becoming a part of someone's lifestyle. Mr. Conley is
looking at ways to expand the concept.

The opportunity is to explicitly engage guests in understanding how this has added to their lives, their knowledge,
and the way they think about the world.

Heal. With physical, mental and emotional health so top-of-mind during the pandemic, we are seeing an opportunity
for pampering to up its game to something much more serious and impactful.

Some luxury hotels are leaders here. Amangiri recently hosted its Restorative Sleep Retreat, while Sensei Lanai from
Four Seasons employs tools and technology such as thermal body mapping and sleep analysis to guide the
experience during the retreat.

But for additional inspiration, hotels could consider lightened-up versions of executive stress and addiction clinics
such as Paracelsus Recovery, a GBP65,000/week mental health treatment center operating in London, or
Connecticut-based Prive Swiss that combines clinical and holistic treatment for mental health issues. New Mexico's
Ten Thousand Waves is even offering ketamine-assisted therapy.

This trend opens up numerous options for new services and brand extensions, not just in destination spa locations,
but in city centers as well.

While not offering overnight accommodation, The Soke, for example, offers mental health guidance and care in
luxury surroundings based in a London townhouse.

Engender purpose. Continuing a pre-pandemic trend, environment and social issues play an increasingly important
role in the choices of luxury consumers, particularly among millennials and Gen Z.

While part of this reflects the ability of consumers to afford typically more expensive "green" goods and services,
some of this reflects the sense of discomfort that many luxury consumers experience in being able to afford luxury
products and services when others cannot.

Philanthropic travel has existed for decades and is being joined by trends such as transformative and regenerative
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travel which blend luxury and values.

Resorts such as Playa Viva ("Where your vacation meets your values"), for example, provide opportunities for guests
to rescue and release baby turtles to the ocean, and engage in permaculture restoration activities.

Keeping luxury hospitality at the core of the experience while making it easy for guests to have an impact, these
hoteliers provide experiential differentiation, some level of guilt alleviation, and much more beneficially to both the
brand and the guest the ability to engage on issues of interest and substance.

A leisure vacation is no longer a purely hedonistic activity: it is  an investment in both the guest and the planet.

Not every hotel brand should emulate brands such as Patagonia, Levi Strauss or Ben and Jerry's that all lead with
their social positioning. But they can engage their customers more on their social positioning by tighter integration
into the guest experience, communications and overall positioning.

Managing the nuances of social values in the luxury guest context is challenging. But it is  what consumers are
seeking as a reflection of their own values, to increase meaning, and to live even better lives.

Indeed, it presents significant opportunities for hospitality as it creates differentiation now, builds back better, and
looks to a stronger 2024.

Regina Connell is  founder of Collective Work, a Bay Area- and New York-based advisory firm specializing in the
modern luxury consumer, translating insights into brand innovation, strategy and communications.
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