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THE HOSPITALITY    WELLBEING 

BAROMETER 
	

This	newsletter	 is	 divided	 into	 two	parts:	 (1)	Macro	outlook,	outlining	and	assessing	 the	 impact	of	

economic,	geopolitical,	societal,	environmental	and	technological	changes	on	the	industry;	(2)	Micro	

insights	 supported	 by	 concrete	 examples	 of	 trends	 and	 changes	 occurring	within	 the	 industry.	We	

think	that	the	combination	of	the	two	will	allow	you	to	transform	risks	into	business	and	investible	

opportunities.	

	

The	convergence	of	hospitality	and	wellbeing	priorities	is	shaping	disruption	and	innovation	alike.	

The	hospitality	industry	encompasses	all	businesses	that	provide	specific	and	non-essential	services	

to	customers.	It	is	broader	than	the	travel	and	tourism	industry	stricto	sensu	and	includes	businesses	

such	as	restaurants,	beauty	clinics	and	theme	parks,	to	name	a	few.	

	

	

MACRO	OUTLOOK	

	

Our	macro	outlook	analyses	the	leading	global	trends	and	their	potential	impact	on	the	industry.	

	

	

PERSPECTIVE	

	

Interdependence	is	the	defining	feature	of	the	

21st	 century.	 In	practical	business	 terms,	 this	

means	 that,	 more	 than	 ever,	 a	 company’s	

financial	 performance	 is	 affected	 by	 a	 vast	

array	 of	 macro	 risks.	 For	 analytical	 purposes	

and	 ease	 of	 reading,	 we	 articulate	 these	

macro	risks	around	five	categories	(economic,	

geopolitical,	 societal,	 environmental	 and	

technological).	 However,	 they	 all	 intersect	

through	an	extremely	 complex	web	of	 causal	

links,	 creating	 both	 negative	 shocks	 and	

opportunities	in	the	process.	The	fundamental	

point	 is	 this:	 as	 a	 result	 of	 interdependence	

it’s	 no	 longer	 enough	 to	 use	 economics	 and	

financial	 tools	 alone	 to	 anticipate	 where	

businesses	 are	 heading.	 The	 geopolitical	

landscape,	 the	 societal	 and	 environmental	

issues,	and	the	role	of	technology	are	equally	

important.	 In	 today’s	 world,	 “business	 as	

usual”	 is	 a	 thing	 of	 the	 past.	 Entrepreneurs,	

investors	 and	 business	 executives	must	 learn	

to	 live	 with	 continuous	 change	 and	 constant	

surprises.	

	

ECONOMICS	

	

For	 a	 variety	 of	 structural	 reasons	 (global	

ageing,	 technological	 innovation,	 rising	

inequalities,	etc.),	we	are	destined	to	live	in	a	

world	 with	 lower	 global	 growth	 than	 in	 the	

past	 (2-3%	per	year,	40%	lower	than	the	rate	

of	the	past	50	years).	However,	the	travel	and	

tourism	 industry	 (T&T),	 and	 particularly	 its	

component	 associated	 with	 wellness	 and	

wellbeing,	 will	 buck	 the	 trend	 of	 slow	 or	

declining	 growth.	 T&T	 has	 expanded	

dramatically	 over	 the	 past	 decades	 (from	 25	

million	 international	 arrivals	 in	 1950	 to	 1.2	

billion	 in	 2015:	 a	 4,700%	 growth)	 and	 is	

expected	 to	 grow	 even	 further	 to	 1.8	 billion	

by	 2030	 (if	 the	 trend	 remains	 constant…	

which	 it	 never	 does!).	 We	 predict	 that	 the	

wellness/	 wellbeing	 theme	 will	 grow	 even	

faster	 than	 T&T	 itself.	 A	 newly	 published	

report	(“Future	Traveller	Tribes	2030	

-	 Understanding	 Tomorrow’s	 Traveller”)	

suggests	 that	 consumer-oriented	 travel	 (such	

as	the	one	currently	favoured	by	the	very	fast	

growing	 Chinese	 segment)	 will	 evolve	
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towards	 less	 materialistic,	 and	 more	

“wellness-centred”	forms	of	travel.	

				

	

Global	gross	debt	has	increased	from	200%	of	

the	world’s	GDP	15	years	 ago	 to	225%	 today	

(it	 now	 amounts	 to	 USD	 152	 trillion,	 two	

thirds	of	which	 is	held	by	 the	private	sector).	

This	potential	 tinderbox	 for	a	 future	 financial	

crises	and	the	headwind	it	constitutes	against	

a	 robust	 global	 economic	 recovery	 supports	

the	 expansion	 of	 wellbeing	 themes.	 How?	

Over	 the	 coming	 years,	 governments	 around	

the	world	will	 do	 their	 utmost	 to	 rein	 in	 any	

costs	more	easily	brought	under	control	 than	

others.	Health	is	the	most	obvious	one.	In	the	

Western	world,	governments	spend	hundreds	

of	billions	to	treat	illnesses	many	of	which	are	

behaviour-dependent	 and	 as	 such	 can	 be	

controlled,	 and	 sometimes	 treated,	 with	

simple	 lifestyle	 choices	 like	 exercise	 and	

healthy	eating.	For	physical	health	two	simple	

examples	 prove	 this	 point:	 US	 obesity	 rates	

impose	a	financial	burden	of	about	USD210bn	

per	 year	 in	 healthcare	 costs,	 while	 there	 are	

now	almost	30	million	Americans	with	type	 II	

diabetes,	up	from	only	2.2	million	in	the	early	

1980s	 and	 4.5	 million	 ten	 years	 ago.	 Mental	

health	 is	 also	 an	 enormous	 burden.	 The	

decline	 in	 Western	 productivity	 has	 been	

evident	 for	 several	 years.	 The	 documented	

reasoning	 is	 not	 clear	 but	 it	 is	 difficult	 to	

imagine	 that	 the	 growing	 prevalence	 of	

mental	 health	 issues,	 from	 early	 onset	

dementia	 to	 Post	 Traumatic	 Stress	 Disorder	

diagnosis,	 anxiety	 and	 depression	 has	 not	

played	a	contributory	factor	to	the	downward	

curve	 of	 productivity.	 The	 cost	 of	 mental	

illness	in	the	UK	is	estimated	at	£105.2	billion	

(Department	 of	 Health)	 and	 in	 the	 US,	 in	

excess	 of	 $300	 billion	 (National	 Institute	 of	

Mental	 Health).	 The	 point	 is	 this:	 “lifestyle”	

diseases	have	reached	such	proportions,	not	

only	 in	 the	 US,	 but	 also	 in	 many	 countries	

around	 the	 world,	 that	 a	 public	 regulatory	

and	legislative	backlash	to	contain	them	and	

the	 costs	 they	 entail	 will	 inevitably	 come	

soon.	

	

-------------------------------------------------------------	

	

Exchange	 rate	 movements	 are	 normally	 a	

good	predictor	of	travel	and	tourism	trends	-	a	

currency	depreciation	 leads	 to	an	 increase	of	

inbound	tourism	combined	with	a	decrease	of	

outbound	 tourism,	 and	 vice	 versa.	 This	 time,	

this	 hasn’t	 happened	 in	 the	 UK,	 or	 less	 than	

expected.	Much	 to	 everybody’s	 surprise,	 an	

increase	 in	 tourism	 did	 not	 follow	 the	

depreciation	 of	 the	 GBP	 caused	 by	 Brexit.	

According	 to	 the	 British	 Hospitality	

Association,	 visits	 to	 Britain	 rose	 during	 the	

first	three	quarters	of	last	year,	but	only	from	

business	 travel	 (+3.8%)	and	visiting	 friends	or	

relatives	 (+8.2%).	 As	 yet	 nobody	 has	 a	

definitive	 explanation	 for	 this	 seemingly	

counter-intuitive	 reaction	 (which	 may	 also	

change).	VisitBritain	 forecasts	 that	 there’ll	 be	

38.1million	 visits	 in	 2017	 (an	 increase	 of	 4%	

compared	 to	 2016)	 and	 GBP	 24.1	 billion	 in	

visitor	 spending	 (a	 8.1	 %	 increase	 compared	

to	the	year	before).	As	a	reference,	visits	grew	

by	5%	per	year	during	 the	period	2013-2015.	

Might	 the	 reported	 rise	 in	 xenophobia	 have	

something	to	do	with	it?	Watch	this	space!	

	

GEOPOLITICS	

		

In	 those	 regions	 and	 countries	 afflicted	 by	

high	 geopolitical	 and	 stability	 risks,	 the	

downside	for	the	travel	and	wellness	industry	

is	 and	 will	 probably	 remain	 considerable.	 In	

Turkey,	 for	 example,	 the	 number	 of	 foreign	

visitors	 has	 dropped	 by	 roughly	 30%	 (Y-o-Y),	

the	 worst	 performance	 since	 1999.	 In	 Egypt,	

the	situation	is	even	worse:	its	tourism	sector	

has	 been	 decimated,	 with	 arrivals	 in	 2016	

down	 by	 50%+	 compared	 to	 the	 year	 before	

(from	 an	 already	 depressed	 level).	 So	 far,	

Southern	 Europe	 seems	 to	 be	 the	 main	

beneficiary	 of	 the	 tourism	 crisis	 engulfing	

northern	 Africa	 and	 Turkey.	 Last	 year,	 the	

number	 of	 tourist	 arrivals	 in	 Spain,	 Bulgaria	

and	Greece	rose	by	at	least	10%	compared	to	

the	 year	 before.	 Thanks	 to	 the	 relative	

stability	 of	 European	 institutions	 and	 the	

perception	 that	 its	 geopolitical	 risks	 are	

considerably	 lower	 than	 in	 Turkey	 and	

northern	Africa,	this	“European	premium”	for	

wellness	is	likely	to	endure.	Going	further	and	

as	 the	 world	 becomes	 “messier”,	 those	

countries	that	benefit	from	the	perception	of	
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a	 security	 /	 stability	 premium	 may	

outperform	 in	 terms	 of	 T&T	 and	 wellbeing	

activities.	

	

SOCIETY	

	

Public	 health	 and	 obesity	 have	 never	 been	

higher	 on	 the	 agendas	 of	 governments,	 the	

media	 and	 NGOs.	 As	 a	 result,	 there	 is	 a	

growing	awareness	among	food	and	beverage	

companies	 that	 “things	 must	 change”.	 It	 is	

worth	noting	what	Coca	Cola	 said	 in	 its	2015	

annual	report:	“Obesity	concerns	may	reduce	

demand	 for	 some	 of	 our	 products…	 Possible	

new	 or	 increased	 taxes	 on	 sugar-sweetened	

beverages	 by	 government	 entities	 to	 reduce	

consumption	or	raise	revenue	could	adversely	

affect	our	profitability.”	Already,	some	health	

organizations	and	medical	centres	(30	so	far	in	

the	US)	 are	 banning	 sugary	 drinks	 from	 their	

own	 workplaces.	 Might	 this	 happen	 soon	 in	

the	 hospitality	 business	 as	 well?	 It	 seems	

obvious	 that	 concerns,	 not	 only	 with	 sugar,	

but	with	salt	as	well	(and	more	generally	with	

the	quality	of	what	we	eat)	will	become	ever	

more	prominent	in	terms	of	consumer	choices	

and	 preferences.	 Hospitality	 industry:	 take	

note!	 Sooner	 than	 we	 may	 realize,	 an	

increasing	 number	 of	 ever	 more	 discerning	

and	 demanding	 consumers	 will	 discriminate	

on	 the	 basis	 of	 health	 and	 wellbeing	

concerns.	

	

	

Some	companies	and	clinics	(like	the	Wellness	

Institute	 at	 the	 Cleveland	 Clinic)	 now	 offer	

nutritional	 genetic	 testing	 to	 individuals	

willing	to	better	manage	chronic	diseases	and	

/	or	 to	 receive	 tailor-made	nutritional	advice.	

This	is	potentially	a	great	development,	but	it	

is	 expensive	 (although	 the	 price	 is	 likely	 to	

decrease	in	the	future),	and	is	not	covered	by	

insurance.	 At	 the	 moment,	 it’s	 hard	 to	 tell	

whether	 the	 hospitality	 industry	 should	

embrace	the	trend	of	“personalized	nutrition”	

(or	nutrigenomics)	because	nobody	knows	yet	

whether	it	will	really	take-off.	A	meta-	analysis	

conducted	last	year	concluded	that	there	is	no	

reliable	 data	 to	 support	 the	 claims	 made	 by	

nutrigenomic	companies.	

	

	

Some	 anecdotal	 evidence	 suggests	 that	

workplace	 wellness	 programmes	 are	

becoming	 a	 strategic	 priority	 in	 different	

countries	 around	 the	 world.	 In	 the	 US	 in	

particular,	a	recent	survey	reports	that	35%	of	

employers	 have	 now	 come	 to	 the	 conclusion	

that	 such	 programmes	 are	 effective	 at	

controlling	 costs,	 compared	 with	 22%	 who	

believe	 that	 is	 the	 case	 for	 disease	

management	 and	 20%	 for	 consumer-driven	

health	 plan	 design.	 Nestlé,	 observing	 that	

absence	caused	by	ill	health	costs	2.5%	of	the	

company’s	 total	 payroll,	 and	 Unilever,	

claiming	 that	 it	 recoups	 €6	 for	 every	 €	

invested	 in	 health	 programmes,	 are	 two	

among	 the	 many	 global	 companies	 now	

arguing	 that	 it	 is	 not	 only	 their	 duty	 to	 help	

people	stay	healthy	and	to	promote	healthier	

living	 –	 but	 also	 in	 their	 own	 economic	

interest	 to	 do	 so.	 The	 benefits	 are	 indeed	

manifold:	 (1)	 It	 improves	 productivity,	 (2)	 it	

decreases	 the	 cost	 of	 absenteeism	 and	

presenteeism,	 (3)	 it	 leads	 to	 higher	 staff	

retention,	and	(4)	may	even	improve	investor	

confidence	 and	 stock	 market	 performance	

(according	to	some	studies).	The	trend	among	

employers	 is	 now	 to	 take	 a	 more	 holistic	

approach	 to	 their	 employees’	 wellbeing.	

Holistic	 means	 that	 wellness	 programmes	

combine	 physical	 wellbeing,	 emotional	

wellbeing,	 mental	 wellbeing,	 financial	

wellbeing	 and	 even	 social	 wellbeing,	 with	 a	

strong	emphasis	on	mindfulness.	

	

ENVIRONMENT	

	

Air	 pollution	 is	 becoming	 such	 a	 significant	

ticking	 time	 bomb	 that	 sooner	 than	 most	

executives	 realise	 it	will	 impact	 decisions	 to	

travel	and	where	to	vacation.	It	is	climbing	at	

an	 alarming	 rate,	 having	 risen	by	8%	globally	

over	 the	 past	 five	 years.	 According	 to	 the	

WHO	(World	Health	Organisation),	90%	of	the	

world’s	 population	 breathe	 air	 that	 fails	 to	

meet	 its	 own	 safety	 guidelines,	 causing	 the	

premature	 death	 of	 6.5	 million	 people	 each	

year	 (3	 million	 of	 which	 are	 caused	 by	 coal-

fired	 power	 plants,	 cars	 and	 factories).	

Meanwhile,	 a	 new	 study	 published	 by	 the	
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World	 Bank	 estimates	 that	 outdoor	 and	

indoor	 pollution	 cost	 the	 global	 economy	

$5.1tr	 in	 welfare	 losses	 and	 $225bn	 in	 lost	

labour	 income	 (in	 2013).	 An	 interactive	 map	

made	 available	 by	 the	 WHO	 shows	 that	 the	

risk	is	global	(with,	however,	huge	disparities)	

and	rising.	This	has	prompted	the	organisation	

to	 qualify	 air	 pollution	 as	 a	 “public	 health	

emergency”.	 In	 light	 of	 this	 body	 of	 growing	

evidence	 backed	 by	 research,	 it	 is	 likely	 that	

concerns	about	air	pollution	will	start	to	have	

an	 increasing	 impact	 on	 how	 people	 make	

wellbeing	 related	 decisions.	 Business	 travel	

will	 make	 some	 “polluted”	 destinations	

unavoidable,	 but	 travel	 for	 leisure	 and	

wellbeing	 in	 cities	 and	 countries	 with	 high	

levels	 of	 pollution	 will	 become	 less	 and	 less	

desirable.	

	

	

The	recent	“polar	scare”	(Artic	temperatures	

were	20	degrees	higher	 than	normal)	 is	 one	

more	 sign	 that	 the	 climate	 system	 is	

changing	 much	 faster	 than	 anticipated,	

radically	 and	 unpredictably.	 This	 “off	 the	

chart”	 occurrence	might	 be	 a	 tipping	 point	 –	

the	 threshold	 beyond	 which	 non-linear,	

complex	 systems	 start	 behaving	 erratically,	

with	major	implications	globally.	The	intensity	

and	 severity	 of	 extreme	 weather	 events	 is	

bound	to	increase	(with	waterfront	real	estate	

particularly	 at	 risk).	 The	 same	 is	 true	 of	

inconsistent	 weather	 patterns,	 now	 affecting	

the	tourism	industry	in	a	major	way,	and	even	

in	 some	 countries	 slowly	 abolishing	 the	

separation	 between	 spring,	 fall,	 winter	 and	

summer.	 AI	 (Artificial	 Intelligence)	 is	 coming	

to	 the	 rescue,	with	 tools	 helping	 business	 to	

better	 predict	 how	 weather	 changes	 affect	

demand.	

	

	

New	 research	 (and	 in	 particular	 an	 article	

recently	 published	 in	 the	 journal	 Science)	

shows	that	Africa	is	particularly	vulnerable	to	

environmental	 risks.	 Sea	 levels	 around	 the	

world	are	expected	to	rise	by	more	than	two-

and-a-half	 feet	 by	 the	 end	 of	 the	 century.	

However,	in	West	Africa	they	are	expected	to	

rise	 faster	 than	 the	 global	 average,	 with	

potentially	catastrophic	consequences:	31%	of	

the	 population	 lives	 along	 the	 coastline,	

generating	 56%	 of	 total	 GDP.	 Low-lying	

coastal	resorts	and	capital	cities	such	as	Lagos,	

Nouakchott	 and	 Accra	 are	 already	 grappling	

with	much	more	frequent	and	severe	flooding	

than	in	the	past.	

	

It	 will	 be	 interesting	 to	 see	 whether	 agro-

ecology	 (the	 application	of	 ecological	 science	

to	agriculture)	will	gain	traction	in	the	years	to	

come	and	whether	 it	will	 become	a	 common	

feature	 of	 wellness	 resorts	 that	 rely	 on	 local	

production	 of	 food.	 Agro-ecology	

encompasses	 a	 wide-	 variety	 of	 practices	

that	 are	 coherent	 with	 environment	

preservation,	 social	 fairness,	 and	 economic	

viability:	 it	 increases	 yields	 in	 a	 sustainable	

way	 through	 plant	 diversification,	

intercropping,	 application	 of	 mulch,	 manure	

or	 compost	 for	 soil	 fertility,	 and	 it	minimizes	

the	 use	 of	 toxics	 by	 privileging	 endogenous	

solutions	 to	 manage	 pests	 and	 disease.	

Across	 Africa,	 there	 have	 been	many	 success	

stories	 with	 this	 approach	 that	 upholds	 and	

secures	 farmers’	 livelihoods.	 It	 therefore	

resonates	particularly	well	with	wellbeing!	

	

TECHNOLOGY	

	

A	major	issue	to	watch	is	how	big	data	and	AI	

(Artificial	 Intelligence	 is	 the	 transformative	

technology	 of	 the	 21st	 century)	 will	 impact	

hospitality,	 health	 and	 wellbeing.	 Deep-	

learning,	and	 the	continued	 improvements	 in	

computing	 power	 and	 fall	 in	 storage	 costs	

mean	 that	 biotech,	 pharmaceutical	 and	

wellness	companies	can	now	not	only	detect,	

but	 also	 understand	 hidden	 patterns	

dissimulated	 in	 huge	 data	 sets.	 There	 are	

already	 examples	 of	 AI	 helping	 to	 fine	 tune	

research	 and	 clinical	 trials,	 as	 well	 as	

providing	 new	measurement	 capabilities	 for	

doctors,	 insurers,	 regulators	 and	 even	

patients	 themselves.	 To	 name	 just	 one,	

Imperial	 College	 in	 London	 is	 making	 use	 of	

Formula	 1	 sensor	 technology	 to	 detect	

neurological	dysfunction.	In	addition,	the	fast-

evolving	 transformative	 technology	 sector	

(TransTech:	science	based	technology	that	has	

an	 impact	 on	 wellbeing	 /	 wellness)	 is	 now	

increasingly	 benefiting	 from	 the	 rapid	
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progress	 in	AI	and	machine	learning.	Some	of	

the	best-known	companies	 in	 that	 space	are:	

Fitbit,	 Lumosity,	 Happify,	 Beyond	 Verbal,	

Thalmic	 Labs,	 Thync,	 Alkili,	 Ginger.io,	

Headspace,	 Muse	 –	 Interaxon.	 There	 are	

many	 others	 of	 course.	 This	 is	 creating	 huge	

excitement,	 but	 also	 raising	 serious	 privacy	

and	 security	 issues.	 In	 hotels,	 AI	 advantages	

are	 mostly	 behind	 the	 scenes	 with	 a	 few	

exceptions.	 One	 example	 is	 the	 Henn–na	

Hotel	 in	 Japan;	 their	 positioning	 is	 striving	 to	

achieve	 the	 ‘ultimate	 in	efficiency’.	 The	hotel	

has	 robots	 at	 its	 front	 desk	 and	 their	 goal	 in	

the	 near	 future	 is	 to	 have	 90%	 of	 all	 hotel	

tasks	performed	robotically.	

	

	

The	 technology	 behind	 facial	 recognition	 is	

progressing	 so	 rapidly	 that	 we	 can	 now	

foresee	 a	 world	 in	 which,	 20	 years	 ahead,	

machines	will	monitor	our	emotions,	and	the	

workplace	will	be	optimized	 for	productivity	

and	 mental	 wellbeing.	 There	 will	 be	 other	

applications	 as	 well,	 focused	 in	 particular	 on	

consumers’	 feedback.	 How	 distant	 is	 the	

future	 in	which	 the	 hospitality	 and	wellbeing	

industry	 (hotels,	 retailers,	 etc.)	 track	 faces	 to	

assess	what	their	customers	think?	

	

	

Considering	 the	 convergence	 of	 hospitality	

and	 wellbeing	 AI	 offers	 potential	 in	 making	

access	 to	 better	 health	 a	 part	 of	 the	

hospitality	 fabric	 that	 could	 (and	 likely	 will)	

give	hotels	a	more	intrinsic	wellbeing	culture.	

The	AI	health	options	 available	will	 be	able,	

amidst	 a	multi	 faceted	 approach,	 to	 change	

the	 declining	 health	 trends	 of	 millions	 of	

people.	 Given	 the	 ecosystems	 and	

acquisitions	 we’re	 seeing	 (discussed	 in	 more	

detail	 later)	 consideration	 may	 be	 given	 to	

this	 approach	 to	 optimize	 the	 wellbeing	 of	

employees	and	guests	alike.	

	



	

February	2017	|																																																																																						|	PAGE	6	

Copyright	©	WELL	Intelligence	Limited	2017	|	All	rights	reserved	|	Copying	in	whole	or	in	part	is	strictly	prohibited	

MICRO	INSIGHTS	

Our	micro	lens	looks	at	how	convergence	and	interdependence	are	becoming	more	prevalent	within	

the	industry.	

	

PERSPECTIVE	

	

There	 is	 growing	 demand	 for	 a	 tighter	 union	

between	 work,	 life	 and	 wellbeing.	 The	

capacity	to	prioritise	wellbeing	is	becoming	a	

status	 symbol	 sought	 by	 consumers	 across	

the	 industry	 and	 beyond.	 The	 Global	

Wellness	 Institute	 values	 the	 global	 wellness	

economy	at	$3.7	trillion	-	a	10.6%	growth	over	

the	 last	 two	 years.	 To	 give	 some	 granular	

examples:	in	the	last	four	years	the	number	of	

Americans	 doing	 yoga	 has	 grown	 by	 50%	 to	

over	36	million	in	2016	up	from	20.4	million	in	

2012	 –	 including	 10	million	men.	Meditation	

and	 mindfulness	 is	 now	 an	 almost	 billion	

dollar	global	business	and	organic	 food	sales,	

saw	a	strong	growth	in	2015	–	in	US	it	was	up	

11.4%,	 France	 10%,	 Italy	 6%	 and	 UK	 4.9%.	

More	 broadly,	 global	 wellness	 tourism	 has	

increased	by	14%	in	the	last	two	years.	There	

is	 a	 growing	 inclination	 for	 regular	 wellbeing	

practices	both	at	home	and	in	the	work	place	

but	the	reality	from	both	a	public	and	private	

sector	 perspective	 is	 that	 this	 is	 becoming	

less	of	a	choice	and	more	of	a	necessity.	For	

large	scale	employers	 (the	travel	and	tourism	

industry	 employs	 10%	 of	 the	 world’s	

workforce)	 this	 will	 inevitably	 entail	 greater	

obligations	(likely	to	be	imposed	by	regulation	

and	 legislation)	 to	 provide	 a	 more	 holistic	

approach	 to	 employee	 wellbeing	 and	

customer	expectation.	

	

HOTELS	&	LODGING	

	

Hyatt’s	recent	$375	million	acquisition	of	the	

Miraval	 Group	 epitomises	 the	 industry’s	

nascent	 willingness	 to	 embrace	 a	 more	

holistic	 approach	 to	 wellness.	 Hyatt’s	 CEO	

Mark	Hoplamazian	has	spoken	about	a	desire	

‘to	focus	on	wellness	in	a	way	that	most	of	the	

hotel	industry	hasn’t	quite	done	before’.	Their	

plans,	 amongst	 many	 other,	 less	 wellness	

significant,	 industry	 purchases,	 will	 continue	

to	 up	 the	 game	 in	 what	 trail	 blazers	 like	 Six	

Senses,	 have	 been	 advancing	 for	 several	

years.		

	

In	 London	 the	 Corinthia	 Hotel’s	 project	

involving	 a	 ‘neuroscientist	 in	 residence’	

constitutes	 a	 “first”	 for	 the	 hotel	 industry.	

This	 specialist	 expertise	 is	 not	 only	 guest	

focused	 but	 also	 targets	 the	 needs	 of	

employees.	 At	 the	 end	 of	 her	 year-long	

tenure,	 Dr.	 Tara	 Swart	 (MD	 and	 Psychiatrist)	

will	 publish	 the	 findings	 of	 an	 in-depth	 study	

into	 the	 mental	 resilience	 of	 40	 selected	

members	 of	 staff.	 Her	 programme	will	 “help	

people	maximise	their	potential	both	at	work	

and	 at	 play.”	 This	 initiative	 positions	 the	

Corinthia	hotel	as	a	model	of	innovation	in	the	

wellbeing	 space,	 going	 beyond	 its	 award-

winning	spa	brand	EspaLife.	 Is	 the	rest	of	 the	

industry	likely	to	follow	suit?	

	

	

Marriott	 has	 recently	 concluded	 a	

partnership	with	TED	to	bring	original	content	

to	 its	 guests	 adding	 a	 ‘mind	 expanding’	

dimension	 to	 the	 overall	 guest	 experience.	

Each	quarter,	local	TED	fellows	will	present	at	

one	 of	 five	 global	 Marriotts	 on	 themes	

including	 entrepreneurship,	 innovation	 and	

travel.	 Who	 will	 do	 the	 same?	 For	 expert	

interventions	on	wellbeing	we	can	help!	

	

	

The	 Bermondsey	 Square	 Hotel	 in	 London	 is	

subcontracting	 services	 such	 as	 cleaning	 and	

key	delivery	within	a	1	mile	radius	of	the	hotel	

to	 local	 Airbnb	 hosts.	 A	 collaborative	 move	

bound	 to	 inspire	 similar	 partnerships	within	

the	hotel	community.	While	characterised	by	

a	spirit	of	‘if	you	can’t	beat	‘em,	join	‘em’	the	

initiative	also	displays	business	acumen	and	a	

local	and	inclusive	approach.	

	

	

Certain	 reports	 suggest	 that	 luxury	 travel	has	

grown	50%	in	the	last	five	years.	AccorHotel’s	
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shopping	 spree	 last	 year	 corroborates	 this	

trend.	In	December	2016	the	group	paid	$17	

million	for	a	5%	stake	in	Banyan	Tree	(with	an	

option	 for	 a	 further	 5%)	 This	 followed	 the	

purchase	 in	 April	 of	 Onefinestay	 for	 $168	

million	 and	 in	 July	 Fairmont	 Raffles	 for	 $2.7	

billion.	This	consolidation	of	 their	portfolio	of	

luxury	 hotels	 and	 creation	 of	 a	 new	 luxury	

division	 was	 also	 accompanied	 by	 the	

appointment	 of	 a	 VP	 for	 Wellbeing	 (Accor	

Luxury).	Marriott	 in	 a	 similar	 vein,	 following	

its	acquisition	of	Starwood	have	also	created	a	

dedicated	 division	 for	 their	 eight	 luxury	

brands.	

	

	

In	 a	 bid	 to	 raise	 their	 stake	 in	 the	 sharing	

economy	Wyndham	Worldwide	made	several	

significant	 acquisitions	 at	 the	 end	 of	 2016.	

Their	Danish	arm,	Novasol,	has	a	deal	pending	

with	 the	 German	 company	 Wimdu	 who	

recently	 merged	 with	 9flats	 and	 in	 the	 UK,	

Wyndham	 has	 made	 an	 undisclosed	

investment	 into	 Veeve	 which	 operates	

similarly	 to	 Onefinestay.	 It	 is	 surely	 no	

coincidence	 that	 Wyndham	 Worldwide	 and	

AccorHotels	respectively	the	world’s	4th	and	

7th	 largest	 hotel	 companies	 are	 adjusting	

their	 strategy	 to	 strengthen	 their	 luxury	

offering	while	actively	embracing	the	sharing	

economy.	

	

	

The	 affordable	 lodging	 sector	 is	 evolving	

rapidly.	 Capsule	 hotels	 and	 hostels	 are	

expanding	worldwide.	Since	2012	ten	capsule	

hotels	 have	 launched	 in	 Singapore,	 and	

Sydney	 will	 launch	 Australia’s	 first	 hotel	 of	

this	 kind	 early	 this	 year.	 Yotel,	 Generator,	

Ninehours	 and	 the	 female	 only	 Nadeshiko	

already	 established	 brands	 are	 now	

expanding.	Hostels	are	also	gaining	pace,	not	

least,	 due	 to	 the	 millennial	 generation’s	

appetite	 for	 travel	 (More	 than	 70%	of	 hostel	

travelers	are	millennials	and	45-60%	of	global	

hostel	travelers	take	four	or	more	leisure	trips	

per	 annum.)	 The	 principle	 driver	 behind	 this	

trend	 is	 a	 more	 widespread	 demand	 that	

focuses	 not	 only	 on	 price/value	 and	 location	

but	 increasingly	 on	 sociability,	 shared	

experience	and	a	sense	of	connection.	Hotels	

are	often	viewed	as	a	lonely	place,	the	hostel	

model	 is	 the	 antidote	 to	 that.	 The	 hostel	

industry	 as	 a	whole	 is	 forecast	 to	 grow	7-8%	

YoY	with	double-digit	growth	forecast	 for	 the	

sector	 in	 emerging	market	 countries.	 A	 large	

majority	 of	 hostels	 now	 also	 have	 private	

rooms	 and	 as	 a	 result	 are	 increasingly	

positioned	 to	 cater	 to	 the	 business	 travel	

market.	Hotels	will	no	doubt	hold	on	to	 their	

majority	 share	 of	 business	 travel	 but	 that	

being	 said	 considerable	 expansion	 is	

anticipated	 in	 alternative	 sources	 of	

accommodation	 particularly	 targeting	 the	

younger	 business	 traveler.	 John	 Kester	 –	

researcher	 with	 UN	 World	 Tourism	

Organisation	 –	 believes	 sites	 such	 as	 Airbnb	

and	 Hostelworld	 have	 changed	 the	 way	

people	 think	 about	 sharing	 space.	 Kester	

predicts	 that	 hostels	 will	 eventually	 get	 a	

slice	 of	 the	 mainstream	 business	 market	

alongside	their	rapid	growth	in	leisure.	

	

FOOD	

		

Millennial’s	 food	 tastes	 and	eating	habits	 are	

having	a	major	impact	on	the	dining	industry.	

A	 recent	 study	 revealed	 that	 last	 year	

Americans	 spent	 more	 money	 at	 bars	 and	

restaurants	 ($54.9billion)	 than	 on	 groceries	

($52.5billion).	It	is	not	the	traditional	sit-down	

venues	that	are	benefitting.	Sociable	eating	is	

still	 a	 priority	 but	 in	 addition	 more	 value	 is	

being	placed	on	 the	experience	as	 a	whole	–	

and	 in	 particular	 the	 quality	 of	 the	 food.	 In	

December	 2016,	 Sweetgreens	 (US	 based	

pioneering,	 farm	 to	 table	 restaurant	 chain)	

opened	 their	 first	 location	 without	 seating	

fulfilling	 Michael	 Whiteman’s	 prediction	 for	

2017	 of	 “restaurants	 without	 seats,	 seats	

without	 restaurants.”	 This	 ‘fast	 and	 casual’	

model	 is	 the	 most	 rapidly	 expanding	

segment	of	 the	 industry	whose	sales	 rose	by	

10.4%	(2015)	$3.4	billion	in	sales.	Contrary	to	

this	 trend,	 traditional	 ‘fast	 food’	 is	 losing	

ground.	

	

BUILD	

	

Delos	has	partnered	with	the	Mayo	Clinic	 to	

create	the	Well	Living	Lab	-	the	first	centre	to	

use	 robust	 science	 to	 better	 understand	 the	
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connection	between	health	and	wellbeing	and	

indoor	 environments.	 ‘Stay	 Well’	 rooms	 is	

another	 product	 of	 theirs	 that	 launched	 last	

year	 in	 six	 Marriott	 properties.	 Heeding	

wellness	 imperatives	 as	 they	 relate	 to	 the	

built	 environment	 is	 increasingly	 the	 norm	

both	 for	new	build	and	refurbishment.	 Issues	

ranging	from	water	and	air	quality	to	circadian	

lighting	 and	what	we	 sleep	 on	 are	 all	 critical	

components	 of	 healthy	 indoor	 living.	

Consumer	 demand	 for	 this	 is	 destined	 to	

become	more	and	more	mainstream.	

	

	

As	 an	 example	 of	 the	 collaborative	 culture	

that	 is	 gaining	 traction	 across	 the	 industry	

Delos	 has	 recently	 announced	 an	 initiative	

comprising	 a	 four-way	 ecosystem	 between	

their	 Stay	 Well	 at	 sea	 programme,	 Steiner	

Leisure,	 The	 Cleveland	 Clinic	 and	 Deepak	

Chopra’s	digital	platform	Jiyo.	

	

TRAVEL	

		

On	 the	 subject	of	wellbeing	 in	 the	air,	British	

Airways	 (BA)	 recently	 established	 a	

partnership	 with	 HeadSpace	 the	 ‘meditation	

made	 simple’	 app.	 The	 airline	 has	 also	

announced	 (November	 2016)	 the	 filing	 of	 a	

patent	 application	 on	 an	 ingestible	wellbeing	

sensor	 (a	pill	 the	 size	of	 an	almond)	 that	will	

monitor	 travelers’	 stomach	 acidity	 levels,	

body	temperature,	sleep	phase	and	heart	rate	

throughout	the	flight.	BA	have	said	they	want	

to	 “aid	 passenger	 travel	 experience,	 from	

leaving	 their	 house	 or	 work,	 through	 the	

airport	and	flight,	to	their	onward	journey”.	A	

data	 sharing	 partnership	 with	 the	 hospitality	

industry	 may	 enable	 hotels	 and	 spas	 to	

fashion	 a	 personalized	 service	 for	 guests	

based	 on	 their	 physiological	 condition	 on	

arrival.	 This	 as	 a	 seamless	 continuum	has	 far	

reaching	 potential.	 Furthermore	 the	 same	

guest	 data,	 may	 be	 fed	 into	 a	 workplace	

wellbeing	 monitoring	 system	 with	 a	 view	 to	

tracking	sleep	and	stress	 levels.	All	of	 this,	of	

course,	 comes	 with	 a	 resounding	 privacy	

caveat.	

	

	

Delta	 Air	 Lines	 has	 announced	 a	 partnership	

with	 Airbnb	 whereby	 travellers	 will	 gain	 air	

miles	for	staying	 in	an	Airbnb	 listed	property.	

Airbnb’s	‘Trips’	initiative	will	inevitably	attract	

other	 airlines	 to	 collaborate	 in	 a	 similar	

fashion.	

	

	

Finland	 boasts	 an	 exceptional	 education	

system,	 is	 in	 the	 top	 five	 countries	 for	 air	

purity	 and	 is	 revered	 for	 its	 North	 Karelia	

health	care	model	(launched	in	the	early	70s)	

that	 reduced	 CVD	 across	 the	 population	 by	

70%.	However,	 it	 is	only	 in	the	 last	two	years	

that	 Finland,	 through	 the	 FinRelax	 initiative,	

has	 begun	 to	market	 this	 national	 reserve	 of	

authentic	 wellness	 services	 to	 the	 wellness	

travel	 industry.	 What	 Finland	 already	 has,	

what	 they	 do	 and	 how	 they	 do	 it,	 resonates	

with	 consumer	 demand.	 As	 said	 previously,	

those	 countries	 that	 are	 (or	 at	 least	

perceived	 to	 be)	 safe	 while	 enjoying	 low	

pollution	 and	 an	 authentic	wellness	 culture,	

are	 best	 positioned	 to	 benefit	 from	 an	

increasingly	 wellness	 conscious	 travel	

community.	 Some	 governments	 are	

incentivising	 the	 hospitality	 sector	 to	 take	 a	

more	 wellness	 led	 approach	 as	 they	 commit	

to	 promoting	 health,	 wellbeing	 and	 wellness	

tourism.	In	the	Canary	Islands,	health	tourism	

enjoys	the	status	of	a	Special	Economic	Zone	

and	benefits	from	a	preferential	tax	regime.	

	

	

In	November	2016	Airbnb	 launched	 ‘Trips’	 –	

a	 service	bringing	 together	 ‘where	 you	 stay,	

what	you	do	and	who	you	meet’.	The	service	

currently	offers	a	modest	choice	of	grass	root	

‘holistic	 travel	 experience’	 in	 12	 global	 cities.	

A	further	50	cities	are	scheduled	for	inclusion	

in	2017	and	ultimately	the	full	scope	vision	 is	

to	offer	these	services	 in	all	cities	throughout	

the	world.	‘Trips’	is	a	platform	giving	business	

access	 to	 ‘micro-entrepreneurs’	 offering	 a	

diverse	 range	 of	 authentic	 travel	 experience	

to	the	Airbnb	community.	Airbnb’s	vision	is	to	

capture	the	market	in	sourcing	and	delivering	

services	and	experiences	at	every	step	of	the	

travel	and	hospitality	process.	
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The	 indicators	 are	 that	 this	 new	 Airbnb	

venture	 is	 likely	 to	 be	 well	 received	 by	 both	

hosts	 and	 travellers	 alike.	 By	 enlarging	 and	

diversifying	 its	 offering,	 Trips	 constitutes	

Airbnb’s	 rapid	 response	 to	 the	 evolving	

demands	of	its	existent	client	community	and	

beyond	 as	 expressed	 in	 a	 desire	 for	 greater	

affordability,	connection	and	accessibility.	The	

Trips	 offering	 is	 expected	 to	 grow	 to	 include	

every	 aspect	 of	 a	 traditional	 concierge	 and	

travel	services	as	well	as	penetration	into	the	

Expedia	 and	 Kayak	 markets.	 How	 will	 the	

traditional	 hospitality,	 wellness	 and	 travel	

industry	 mitigate	 the	 risk	 of	 losing	 market	

share	faced	with	such	a	full	service	challenge?	

The	 jury	 is	 still	 out	 on	 the	 capability	 of	 large	

companies	 to	 re-invent	 themselves	 from	

within	but	strategies	 involving	the	acquisition	

of	 innovation	 and	 access	 to	 complementary	

eco	 systems	 is	 proving	 to	 be	 a	 viable	 and	

effective	alternative.	

	

	

To	date	wellness	 is	a	but	a	minor	part	of	 the	

Trips	 current	 offering,	 however	 this	 is	

expected	 to	 expand	quickly.	The	demand	 for	

‘immersive’	 human	 engagement	 and	

transformative	 experiences	 that	 go	 beyond	

‘spa’	 is	 on	 the	 up.	 A	 UK	 based	 company	

‘Wellbeing	Escapes’	has	grown	45%	in	the	last	

two	 years	 and	 is	 still	 under	 pressure	 to	

increase	supply	to	meet	their	exploding	client	

demand.	Short	immersive	retreats	(2	–	3	days)	

resonate	more	and	more	with	consumers	but	

the	exact	nature	of	this	demand	needs	further	

scrutiny.	 Price	 point	 is	 key	 to	 accessing	

volume	 and	 currently	 the	 greatest	 rise	 in	

demand	lies	in	the	area	of	affordable	retreats	

–	an	immersive	experience	with	fewer	frills.	In	

parallel,	 the	market	 for	 a	more	 personalised,	

modest	 solution	 that	 still	 offers	 talented,	

gifted	 practitioners	 (services	 in	 their	 own	

home,	for	example)	is	something	Airbnb	have	

recognised	 as	 a	 demand	 gap	 across	 the	

market.	 This	 highlights	 the	 need	 for	

affordable,	accessible	wellness	that	Airbnb	is	

seeking	to	address	and	exploit.	

	

	

	

PUBLIC	AND	MAINSTREAM	HEALTH	

	

The	 phenomenon	 of	 Social	 Prescribing	 is	

changing	 healthcare	 delivery	 in	 the	 UK.	

Research	 now	 suggests	 that	 social	 factors,	

largely	 outweigh	 clinical	 ones	 in	 determining	

healthcare	 outcomes.	 An	 embedded	 social	

prescribing	model	may	reduce	patient	visits	to	

GPs	by	20%+	-	one	of	the	best	examples	 is	 in	

Bromley-by-Bow	 in	 the	 borough	 of	 Tower	

Hamlets,	 London.	 Not	 only	 is	 social	

prescribing	 a	 vital	 time	 saver	 for	 GPs,	 the	

impact	 on	 the	 lives	 of	 those	 guided	 to	 the	

right	 social	 groups	 and	 activities	 means	

(crucially),	an	empathy	led	human	connection	

that	 provides	 a	 healing	 and	 stimulating	

environment	in	a	way	that	a	pill	cannot.	

	

	

Arianna	 Huffington	 has	 launched	 a	 new	

venture	 -	 Thrive	 Global	 -	 aiming	 to	 offer	

corporations	 and	 individuals	 “science	 based	

solutions”	 to	 tackle	 mental	 and	 emotional	

stress	 while	 enhancing	 wellbeing	 and	

productivity.	 Many	 partnership	 deals	 have	

been	 confirmed,	 from	 SAP	 and	 Uber,	 to	

Accenture	 and	 Airbnb.	 South	 Africa	 based	

insurer	 Discovery	 will	 allow	 Thrive	 Global	

access	 to	a	number	of	global	markets	as	well	

as	 digital	 partnering	 with	 Fitbit	 for	 activity	

trackers	 and	 more.	 A	 global	 framework	 is	

emerging	 that	 combines	 accessibility	 to	

knowledge	 and	 technology	 to	 enhance	

health	and	wellbeing.	

	

BEAUTY	

		

The	 almost	 $1trillion	 global	 beauty	 and	 anti-

aging	 market	 is	 a	 melting	 pot	 of	 beliefs,	

practice	and	evidence	for	what	the	pursuit	of	

‘real’	 beauty	 has	 become.	 In	 the	 context	 of	

health	and	wellbeing,	it	is	less	about	glamour	-	

(in	 the	 words	 of	 Irish	 poet	 John	 O’Donohue)	

‘beauty	 is	 that	 in	 the	 presence	 of	 which	 we	

feel	more	 alive.’	 Similarly	 to	 food,	 the	 global	

organic	 personal	 care	market	 is	 experiencing	

strong	 growth	 and	 is	 expected	 to	 reach	 $25	

billion	 by	 2025	 –	 there	 is	 rising	 demand	 for	

‘chemical	 free’	 products,	 from	 toothpaste	

and	shampoo	to	 lipstick	and	nail	polish	–	all	

important	 considerations	 if	 your	 brand	 is	
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intended	 as	 an	 authentic	 wellness	

experience.	

	

Disruption	is	as	alive	in	the	beauty	industry	as	

it	 is	 in	 many	 others.	 Marcia	 Kilgore,	 the	

founder	 of	 Bliss	 and	 Soap	 &	 Glory	 has	

launched	 ‘Beauty	 Pie’	 –	 a	 high	 end	 cosmetic	

range	 subscription	 model,	 made	 available	 at	

cost	 for	 consumers	 and	 with	 an	 intention	 of	

revolutionising	 the	 UK	 (and	 beyond)	 beauty	

industry	by	revealing	the	mark	ups	on	beauty	

items	and	charging	only	cost	to	members.	Not	

unlike	Airbnb,	she	has	 identified	affordability,	

inclusive	and	equal	access	to	experience	and	a	

sense	 of	 liberty	 in	 the	 process.	 She	 has	 said	

“it’s	about	every	woman	being	equal”.	Often,	

beauty	 is	 mistaken	 for	 something	 more	

frivolous	 than	wellbeing	but	 in	 truth	 it	 is	 the	

wellness	 industries’	 Trojan	horse	 comprising	

elements	to	which	all	can	relate.	Whether	 in	

the	most	luxurious	property	on	the	planet	or	a	

downtown	 hostel	 –	 everybody	 wants	 to	 feel	

better	 and	 look	 their	 best.	 The	 smart	

innovators	 who	 target	 the	 mass	 market	 are	

aiming	 to	 offer	 increased	 wellbeing	 on	 as	

many	levels	as	possible.	

	

Why	relevant?	The	interdependence	and	

convergent	nature	of	the	trends	and	lifestyle	

shifts	we’re	discussing	have	multifaceted	

impact.	This	means	that	through	the	lens	of	

hospitality	and	wellbeing,	the	need	to	design	

buildings,	space,	service	and	experiences	to	

create	effortless	and	imperceptibly	positive	

impact	on	physical	and	inner	beauty,	is	as	

vital	as	the	facilities	to	craft	what	is	more	

ostensibly	seen.	
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MUST-WATCH	ISSUES	

In	the	coming	weeks,	‘must-watch’	issues	include:	

	

1. What	 President	 Trump	 does	 and	 does	

not	 do.	 So	 far	 his	 actions	 match	 his	

rhetoric,	meaning	that	the	coming	months	

will	 be	 characterized	 by	 a	 blizzard	 of	

unpredictability	 engulfing	 opinion	 and	

decision-makers.	 The	 US	 hospitality	

industry	 will	 be	 affected	 by	 the	 US	

administration's	 temporary	 travel	 ban.	

Unexpected	 developments	 and	

unintended	 consequences	 will	 be	 the	

order	 of	 the	 day,	 with	 serious	

miscalculations	 and	 poly-crises	 all	 too	

possible.	 The	 President's	 “two	 simple	

rules:	 buy	 American	 and	 hire	 American”	

are	 the	 functional	 equivalent	 of	 a	

declaration	 of	 economic	 war,	 to	 which	

some	 countries	 -	 most	 notably	 China	 -	

might	well	retaliate.	

	

2. The	 $.	 Because	 of	 its	 ubiquitous	 nature,	

the	sharp	appreciation	of	the	$	will	create	

strains	 in	 the	 global	 economy.	 Many	

currencies	 will	 find	 themselves	 under	

pressure,	particularly	in	emerging	markets	

and	 for	 currencies	 pegged	 to	 it	 (like	 the	

Hong	Kong	dollar	and	the	Saudi	riyal).	

	

3. Cyber-security	 and	 privacy	 protection.	

The	Travel	&	Tourism	 industry	represents	

well	 over	 half	 of	 all	 goods	 and	 services	

sold	on	the	internet;	yet,	it	is	uniquely	and	

increasingly	 vulnerable	 to	 cyber-

criminality	 and	 privacy	 intrusion.	 The	

most	 recent	 Uber	 privacy	 scandal	

illustrates	some	of	the	tensions	that	arise	

when	 companies	 seem	 ill-	 prepared	 in	

terms	 of	 cyber-defense	 and	 privacy	

protection.	Customers	and	clients	want	to	

see	 tangible	 evidence	 that	 the	 issue	 is	

being	 addressed	 in	 earnest.	 At	 the	 very	

least,	all	T&T	companies	ought	to	become	

cyber-compliant.	

	

	

	

4. The	 penetration	 rate	 of	 AI,	 which	 is	

making	 great	 strides	 in	 healthcare	 and	

looks	 likely	 to	 bring	 efficiency	 and	 some	

illness	 prevention	 solutions	 in	 a	 sector	

that	 is	 as	 desperate	 to	 reverse	 the	

ascending	 spiral	 of	 illness	 as	 it	 is	 to	

increase	 the	 productivity	 of	 dwindling	

clinical	 resources	 –	 watch	 how	 this	 may	

begin	 to	 combine	 across	 public	 and	

private	 sectors	 through	 workplace	

wellbeing.	 (Note	 the	 pending	 patent	

application	 by	 British	 Airways	 for	

personalised	 wellbeing	 data	 collection	

and	the	potential	for	valuable	partnership	

both	 from	 a	 public	 and	 private	 sector	

perspective.)	

	

5. Moves	 by	 more	 of	 the	 larger	 hotel	

companies	 to	 embrace	 and	 leapfrog	

competition	 to	 own	 not	 only	 the	 luxury	

space	but	also	the	GiG	economy	space.	In	

the	 same	 segment,	 greater	 and	 more	

urgent	 emphasis	 on	 how	 health	 and	

wellbeing	 is	 being	 driven	 through	 the	

guest	experience.	

	

6. Announcements	of	ministry-led,	national	

commitments	 to	 wellness	 travel	 that	

focus	not	only	on	nature	and	facilities	but	

also	 on	 cultural	 compassion	 and	 broader	

rooted	 authenticity.	 Similarly	 to	 hotels,	

increased	 awareness	 through	 supportive	

research	 evidence	 alongside	 increasing	

consumer	 need	 to	 ‘feel	 better’	 stokes	 an	

urgency	to	prioritise	this	travel	sector.	

	

7. A	more	pronounced	wellbeing	 segue	 for	

the	 beauty	 industry	 –	 recognition	 and	

collaborative	 action	 between	 public	 and	

private	sector	organisations	to	respond	to	

the	physical	and	mental	health	challenges	

of	society.	Simplicity,	 familiarity	and	trust	

in	 service	 led	 relationships	 are	 beginning	

to	shape	resolution.	
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For	real–time/in	depth	analysis	on	any	of	these	issues,	please	contact	us.	
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