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EDITOR’S LETTER

can hardly believe this issue marks the 20th
birthday of Spa Business. I also feel incredibly
grateful to have been involved with this
special magazine for 19.5 of those 20 years -
joining Leisure Media as a fledgling beauty
journalist and being part of a talented team which has
produced more than 10,000 spa news stories, 2,000
in-depth features and no less than 8 million ezines.

Spa Business was the first global spa magazine. Liz
Terry, our editorial director, launched it with the intention
of uniting the world of spa and wellness, helping it to
forge a powerful identity through collaboration and with
a vision of globalising the spa and wellness market.

In celebration of our milestone, we've handed this issue
over to the thought leaders of our sector. Starting on
page 16, a host of experts share their career highlights,
reflect on the industry’s pivotal moments and tell us what
they think we’ll be writing about in the years to come.

On page 76, Andrew Gibson nails it when he says
“the real growth of our sector is the result of a global
collaboration by a dedicated group of passionate leaders
who wanted to elevate the industry into a serious and
relevant contributor to personal and societal health”.

This is an important thing to acknowledge, as our
industry has been blessed with caring, inspirational and
driven individuals who have been key to its transformation.

Since Spa Business’inception in 2003, spas have
undergone a seismic shift in purpose from places
of pampering to providers of wellness. They heal
people with the modalities they offer, educate them
about healthy lifestyle and change their quality of
life, making our work rewarding and meaningful.

Spas have become significant players in the much wider

global wellness economy. An economy that, according to

Reflection point

As Spa Business celebrates its 20th birthday, it’s time to pause for thought
and rejoice in the industry’s evolution and greatest achievements

The Spa Business team. From top left: Jane Kitchen, Liz Terry,

Megan Whitby. Seated: Astrid Ros and Katie Barnes

‘ Caring, inspirational and driven
individuals have been key to our
industry’s transformation ’

the Global Wellness Institute, is worth US$4.4 trillion (€4.1
trillion, £3.6 trillion) today and that’s forecast to reach a
staggering US$7 trillion (€6.6 trillion, £5.7 trillion) by 2025.

That date isn't far away and we’re excited to
see where this dynamic industry goes next.

Thank you to everyone who has supported us on our
own journey - particularly our clients and writers, past
and present, and Leisure Media colleagues behind the
scenes. And a special mention to the core Spa Business
team: Liz Terry, Astrid Ros, Megan Whitby and Jane

Kitchen - you make the magazine what it is. @

Katie Barnes, editor, |

Contact Spa Business: +44 (0)1462 431385 theteam@spabusiness.com
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Our vision in launching Spa Business

was to globalise the spa market

THE STORY OF
pa Business

Spa Business editorial
director, Liz Terry,

tells the story of how

a promise made in the
1980s led to the founding
of the magazine in 2003

hese days, the Spa Business team

spend the year travelling the world,

(increasingly by train) talking to

industry experts to bring you the

30 Spa Business and Spa Business

insider magazines we produce every
12 months, as well as the annual Spa Business
Handbook, our website and news and social feeds.

But this vast scope of work has taken decades to
develop and we’ve had the privilege of having grown
up with the industry from very small beginnings.

As we celebrate 40 years of writing about spa and
wellness and 20 years of Spa Business as a dedicated
title, it’s an opportunity to look back at how all
these wonderful and useful products came to be.

SMALL BEGINNINGS

I started work for Leisure Media as a junior
business reporter in 1983. These were days before
desktop computing, mobile phones, the internet,
social media and Al. We worked on typewriters
until the magical day in 1990 when desktop
publishing on Apple Macs changed our lives forever.

12 spabusiness.com issue 32023

We had been a complete leisure publisher
from launch in 1980 and my brief covered all
sectors - sport, spa, health and fitness, tourism,
hospitality, attractions, commercial leisure -
anything (legal) you could do in your spare time.

It was thin pickings in those days, restaurants
were a rare indulgence, pubs and bars were
male-dominated, short break holidays had
yet to be invented, gyms were for weight
lifters and sport was ‘PE’. Spas were ancient
thermal baths or ‘health farms’ where the
wealthy went to lose weight or get dry.

Demographics told us leisure would grow and
diversify, but we had no idea how world events,
technology and politics would define its future.

The plan was to cover it all in one magazine
- Leisure Management - until the vertical
markets could support dedicated titles.

Health and fitness was the first to boom
in the mid 80s, so we spun off a magazine
called Health Club Management - now
HCM - and today we’re the main global media
for that sector (www.HCMmag.com).

Spa came a little later, but to tell that
story | need to go back to the beginning.

HOTAOK BN

FIRST JOB
I lucked out with my first assignments
covering the 1984 Los Angeles Olympics
and going on a series of educational press
trips around Switzerland, Italy, Austria,
France and Germany, visiting spas.

These trips were organised by a formidable
woman called Erna Low, an Austrian who had
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FREE on digital: www.spabusiness.com/signup


http://www.spabusiness.com/signup
http://www.HCMmag.com

The Spa Business team. From top left:
Jane Kitchen, Liz Terry, Megan Whitby.
Seated: Astrid Ros and Katie Barnes

come to England as a student in 1930, working
as a code breaker during WW2 at the top secret
Bletchley Park, home of the Enigma Machine
and where Alan Turing invented the computer.

Low had launched one of the first travel
agencies in the 1930s, firstly focusing on ski
breaks and then later on the spa market,
representing key operators across Europe.

She was passionate about upskilling journalists
and led educational trips for groups of reporters
from national media and business press.

We travelled with Low to take mud
baths in St Moritz, mineral baths in Baden
in Zurich, salt inhalation treatments in
Bolzano and contrast therapy and cold
wading in La Plagne, among many others.

We took the mountain train over the Alps to
visit Clinique La Prairie in Switzerland, at a time
when it was housed in one small building - a

far cry from the extensive facilities that exist Spa and travel pioneer, Erna Low, was
today - and to be hosted by the glorious Le i to the i of Spa
Mirador Hotel (now Resort & Spa) in Vevey. 3
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Low was already in her 80s when we first
met and although she could no longer ski,
would tackle mountains by snowplough,
appearing over the crest of snow-covered
slopes like something out of an action movie.

Although it was mainly based on traditional
thermal bathing, | was convinced one day spa would
broaden and take off as a sector and started to
dream about launching a dedicated magazine.

Low was also clear about the opportunity
and said “you must promise me one day you’ll
launch a magazine for the spa market - | won’t be
around, but you’ll know when the time is right”.

It was a promise | was happy to make,
but although we were writing about spa in
Leisure Management, we would have to wait
20 years for the launch of Spa Business.

I’'ve always felt that my meeting Low was very
serendipitous, as it gave me the confidence to take
the team into the spa market when the time came.

FIRST SIGNS OF LIFE

The first exciting hints a market was emerging

came in the early 90s, when we became aware of the

founding of a number of representative associations.
In the US, the world of fitness and spa was

coming together - encouraged by Deborah and

Alex Szekely of Rancho la Puerta, who championed

Love what you do: the Spa Business
team enjoying each other’s company

W T
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the launch of a fitness and spa organisation
in 1991 that would grow to become ISPA.

The British Spas Foundation had also
been established in 1991 and the European
Spas Association in the mid-90s.

Work by people such as Sonu and Eva Shivdasani,
Anne McCall Wilson and Sue Harmsworth was also
driving meaningful change in the hotel market,
where spa was moving from being an amenity and
cost centre to a compelling lifestyle offering.

The final catalyst for the launch was an
awareness that people in related sectors simply
didn’t know each other. We would meet contacts
around the world and be astonished they’d never
met (nor were aware of) companies that were
a perfect fit for them in terms of collaboration.
There was clearly a need to connect them.

THE FIRST STEPS
In 1999 we gathered a team under launch
editor, Rhianon Howells, to lay out plans for Spa
Business, its website, product search engine
(www.spa-kit.net), ezine and news alert service.
The first task was to gather contacts globally
for every type of spa - hotel, resort, thermal,
destination and medical etc - while developing
our editorial purpose, tone of voice and
advertising and marketing product roster.

Spa Business - TIMELINE

2003 Spa Business magazine
www.spabusiness.com
www.spa-kit.net

2004 Spa Business
ezine & news alerts
www.spabusiness.com/signup

2005 Spa Opportunities
www.spaopportunities.com

2009 Spa Business Handbook
www.spahandbook.com

2010 Spa Business social
@spabusinessmag
www.facebook.com/spabusiness
www.linkedin.com/showcase/
spa-business-magazine

2013 Spa Foresight
www.spaforesight.com

2022 Spa Business insider
www.spabusiness.com
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The first issue (L) and most recent (R) with Sonu Shivdasani, Susie Ellis and Nerio Alessandri and Deborah Szekely, in between

I admit we were ambitious and our shared
team vision for Spa Business was nothing less
than to globalise the spa market and unite the
industry to enable collaboration, so people could
do business. That purpose endures to this day.

We wanted to bring Spa Business to market
fully-formed and hit the ground running, rather
than doing a tentative launch and building slowly.

The decision was also made to target decision-
makers at the very top of the sector, so we could
support the people driving the industry forward.

Our editorial process was developed at the same
time, based on a matrix covering every key spa sector
and every geographical region in every issue, making
sure we captured the hottest content in each.

We also committed to a focus on business reporting,
drilling down to ensure key numbers were fact-
checked and we covered research from day one.

LAUNCH DAY DAWNS

Publishing our first edition in 2003 - with Mandarin
Oriental on the cover - was a euphoric day and once
it hit desks, it was as though a shockwave had gone
around the world and people had seen - perhaps

in some cases for the first time - that spa was

one global industry and they now had a means by
which they could communicate with each other.

Emails, phone calls and correspondence flooded in
asking for introductions, coverage and marketing.
It felt as though we’d caught a tiger by the tail.

The years since have been fast-moving, delightful,
fascinating and personally rewarding for the whole
team, as we’ve played our part in the incredible
growth of the sector, from the early, pioneering
days when passionate trailblazers such as Susie
Ellis at the GWS and GWI put themselves on
the line to drive the industry forward, to today,
when the sector is recognised worldwide as one
of the main growth markets of the future.

Erna Low died in 2002 aged 92, just a year before
we launched, so - as she had predicted - didn’t
live to see the promise fulfilled, but we owe her a
debt of gratitude for her invaluable support.

66

The creativity of leaders
in spa and wellness
has seen the industry
grow far beyond our
original expectations

WHAT DO WE SEE GOING FORWARD?
Trends have always been a passion for the Spa
Business team and we launched an annual trends
report called Spa Foresight 10 years ago, tracking
and sharing trends each year in the Spa Business
Handbook (www.spahandbook.com) and in Spa
Business (www.spabusiness.com/archive).

Among our first predictions were hospital spas,
surge pricing, wearable tech, online reviews and
fitness in spas, all of which have come to pass and
we’ve gone on to write 250 trend updates since.

The creativity of leaders in spa and wellness has
seen the industry grow far beyond our original
expectations of health, complementary and alternative
medicine, exercise, sport, hospitality, nutrition
and tourism, with the sector also finding synergies
with fit tech, residential communities, medicine,
mental health, the arts and retail, among others.

To highlight the incredible diversity of the
sector in 2023, we've invited industry innovators
and thought leaders to celebrate our 20th
birthday by sharing their thoughts about the
future of the sector and their career highlights
(p16). It’s been a labour of love for all involved and
we hope you enjoy this special souvenir edition
and all the wisdom and insight it contains. @

More: www.spabusiness.com
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In celebration of Spa Business’ 20th anniversary, 9 |

industry leaders take a look at how far the
sector has come since the magazine’s inception

in 2003, share personal career highlights and
reveal their plans and ideas for the future
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When I graduated with a master’s
degree in finance and joined the

industry, my father thought I'd thrown

away my education and career

It’s an amazing time
to work in the sector,
says Bjurstam

Anna Bjursta

Raison d’Etre and Six Senses

What’s been your biggest life lesson?

The first is to never rely on a contract or ethics.
| was naive and unaware of this in the early days
when setting up a Raison d’Etre spa at a resort
in the Maldives. It went so well the owner ripped
up our contract, took down our sign, poached
our staff, concept and products, gave it a new
name and ran it himself. He was able to do that
because he had more money and power.

The second is to never give up. During the
financial crisis in 2009, Raison d’Etre almost
didn’t make it. We hung in, got creative and
founded LivNordic, a brand based on Nordic
health traditions, which is now highly profitable.
What you can do with a dedicated, talented and
passionate team when everyone feels part of the
whole is fantastic and many are still with us today.
The third is not to be afraid to take risks

- you either succeed or you fail and learn
avaluable lesson. When | was given a blank
canvas to turn Six Senses into a wellness
company, there were a lot of non-believers

in the initiatives we created. However, we
walked the road less travelled and it paid off.

18 spabusiness.com issue 32023
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I always look forward to reading
Spa Business. It educates, inspires,
questions and connects the industry.
I'mincredibly grateful to Liz Terry
and the team behind it

44

How has the industry evolved since 2003?
Back then, most people didn’t even know what
the word ‘spa’ meant and doctors certainly
didn’t acknowledge it. When | graduated with
a master’s degree in finance in 1997 and joined
the fitness industry, my father thought I'd
thrown away my education and career.

I was a founding board member of the
Global Spa Summit in 2007, which is now
known as the Global Wellness Summit and
gradually this organisation, led by Susie Ellis,
has helped our industry earn the respect of
doctors and scientists. Just about everyone
is interested in wellness and it’s an amazing
time to work in this sector right now.

Who have been the biggest industry influencers?
Susie Ellis, founder of the Global Wellness
Institute, definitely, as well as Alberto Villoldo
and his work in energy medicine, neo-shamanism
and the connection with the non-visible realm.

Also Dave Asprey, the father of biohacking.
Mark Hyman, a pioneer in functional
medicine and Deepak Chopra for the way
he’s spread the knowledge of ayurveda - for
me, personally, this is the most important
healing method in the world today and it would
be my ‘go-to’ if | ever got seriously sick.

More recently, there are neuroscientist Andrew
Huberman, longevity expert Peter Attia, genetics
professor David Sinclair, fitness, nutrition and
health coach Ben Greenfield and many more.

What innovations have made a difference?
| have to mention tech and the wearable market
and how we can use both to understand more
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» about our health. When | started, it was all
about touch and technology was looked upon
as a disturbance of wellness. Today it’s part of
the solution and Al is opening up a whole new
world of personalised wellness and medicine.
Also biohacking. | stumbled across Dave Asprey
10 years ago and realised what an opportunity
it presented - interventions are typically not
labour intensive, are low risk and offer a high ROI.
I use a cryotherapy chamber as well
as a red light bed a couple of times a
week and truly feel the difference.

What societal trends are impacting the market?
One of the biggest trends right now is that

just about everyone is interested in wellness.
Before it was only the early adopters and

those who encountered some kind of health
problem that wellness helped them solve.

A more feminine era is raising consciences
and people are choosing differently for
themselves, others and our earth.

SIS

e

A more feminine era is raising
consciences and people are
choosing differently for
themselves and others

The LivNordic concept

helped Raison d’Etre survive
the financial crisis in 2009

66

Having been initiated as
a shaman and working
in the non-visible realm
has shown me that the

world is much more
than what we can see

The quest for not being lonely is another
driver. We need to find new ways to meet
‘our tribe’ and wellness will play a big part.

The need for mental health and people
seeking spiritual development is fuelling the
psychedelic market. It’s booming and is not
going away - it’s built up too much momentum.
It’s also driving a market for indigenous
therapies, shamanism and the invisible realm.

What business models will be the most exciting?
The combination of medical, wellness,

mental and spiritual modalities under one

roof in tandem with an online presence,
wearables and real-time health and lifestyle
advice 24/7 is what excites me most.

What do you wish had been

invented but hasn’t yet?

I've always dreamt of walking through a portal
at a spa reception, that scans all your vitals
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Bjurstam experiencing shirodhara
in Bhutan. She feels ayurveda is

the most crucial healing method

and tells me exactly what | need for that day.
What type of exercise | should do when | go

to the gym, what kind of massage | should
have or what foods | need to eat. It would

only take a minute, be accurate and easy to
understand. It could also write up a week’s
wellness programme, a month’s lifestyle advice
or a yearly plan to reach my goals. I'm sure
this is coming and can’t wait to experience it.

What’s holding the global spa industry back?
It’s too fragmented and a bit ‘wild west’

right now. False claims are everywhere.
There are products that don’t deliver

what they say they will and influencers who
don’t know what they’re talking about.

As we become more mature, standards will
form and those products and services that hold
true to their promise will emerge. But, at the
moment, my biggest fear is that powerful, large
profit-hungry companies with questionable

values will infiltrate the wellness sector - just as
they have the food industry - and destroy it.

What do you still hope to accomplish?

So much! I've always seen my purpose to be a
bridge builder, to help people cross into a more
healthy world where they can live better for
longer. And there’s so much coming down the
line in terms of personalised wellness, stem
cells, exosomes, peptides and biohacking.

At the same time, having been initiated as a
shaman and working in the non-visible realm has
shown me that the world is much more than what
we can see. Spiritual wellbeing, connection, purpose,
love, creativity, quantum physics, psychedelics
and learning from nature and ancient practices
are equally important as the new science.

In fact, the two go hand in hand. I'm determined
to help create a world where there’s less judgement
and more curiosity and where doctors, healers,
scientists and spiritual masters work together.
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True wellness real
estate communities are
extremely exciting

Global Wellness Summit and
Global Wellness Institute

How has the industry evolved?

In 2003, wellness wasn’t a word used in the
spa arena frequently. Facilities were seen

as elitist and the medical arena, workplaces
and governments didn’t understand what
they were about. Our organisations (GWI and
GWS) started using the term ‘wellness’ in
2010 and now that it’s part of the industry
landscape everything has changed.

Who have been the biggest industry influencers?
Deborah Szekely, Mel Zuckerman, Nerio
Alessandri, Rick Stollmeyer, Liz Terry,
organisations such as our own, ISPA, Biologique
Recherche and Global Wellness Day.

What business models are the most exciting?
True wellness real estate communities where
you can live alone or as a family and be assured
of a healthy life are extremely exciting. Today,
that only really exists at Serenbe in Atlanta,
Georgia, however there are more in the works.

I also love affordable and meaningful wellness.
These days, some of the thermal resorts, such
as Therme Bucharest, charge as little as US$35
a day to access many of its experiences.
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“ BIRTHDAY MESSAGE
With its trusted, high-quality
and unbiased communications,
Spa Business has been a very uniting
factor in our sector. In fact, there was
no global spa and wellness industry
until Spa Business began and helped
aggregate the various players
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Finally, there are evidence-based medical
wellness models which offer true preventative

diagnostics and work with people to

avoid becoming ill in the first place.

What societal trends are having the

biggest impact on spas globally?

Since COVID, it’s the recognition of the profound
effect connection, community and gathering

can have on mental and physical health. It’s
something the industry should be more cognisant
of and embrace and engage with because we
have the opportunity to truly ‘own’ that space.

m Read more: www.spabusiness.com/GWS22
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What have been the most pivotal

moments in your career?

In 2002, | moved to Dubai to work at

the Burj al Arab and this was the start of

my journey in the spa, wellness and luxury

hospitality space. It was a steep learning curve

but the knowledge | accrued still serves me well.
Joining Accor in 2018 was also a

significant milestone that has seen me

work globally in the wellness realm.

Who have been the biggest industry influencers?
We should remember the positive impact ESPA
had on our industry in its early days, as well
as the foundations laid by Mandarin Oriental
spas, started by Ingo Schweder and Fairmont’s
Willow Stream spas led by Anne McCall.

Six Senses, which | was fortunate enough
to work for, was a passionate advocate of
wellness and sustainability well before it
became mainstream in hospitality and should
be congratulated for what it’s achieved.

What spa models are coming down the track?
I’'m really excited by the interface of technology
and spa. Nothing will replace the power of
human interaction and touch therapists,

but the advances in medi-tech over the

past 20 years have been incredible and |

truly believe it will have a dramatic role in
helping people live better for longer.

Brown praises the
foundation laid by
Willow Stream spas
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Spas still lag in terms
of sales and marketing
planning and execution

How can the industry realise its true potential?
We still lag in terms of sales and marketing
planning and execution. We also need to see
better commercial education of future leaders
as they develop and enter the workforce.
Meanwhile, the current boom in social
bathing is a great example of how we can
embrace a business model that’s more
affordable and that’s understood by and
accessible to a broader demographic.
® Read more: www. i /femlynbrown
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Children and young adults will

Kenneth Rya

Marriott International

What key industry innovations can you identify?

Technology. Most notably, spa software

systems, which are the heartbeat of operations.

Around 10 years ago we started to see

e advancements in spa technology including the

introduction of online booking. Initially, this

was received with resistance but today it’s

become mainstream. All Marriott spas offer

it and see upwards of 40 per cent of their

appointments made online. Many spas now also

have mobile apps to engage with their members.
In addition, spas are now using data analytics

to track guest demographics, spending

habits, treatment preferences and feedback.

This information helps them make informed

decisions about everything from marketing and

hyper-personalised experiences, to yield pricing.
In the future, Al will play a significant

role - automating administrative tasks,

advancing customer service and even

delivering treatments autonomously. Spas

must be prepared to adopt these innovations

and be more open to change. At the same

time, it’s our responsibility to safeguard

the personalised, high-touch wellness

experiences our customers expect.

What’s going to impact spas the most?

Over the next two decades, kids and young
adults will be the driving force behind the
global growth of spa and wellness. Younger
generations are known to be trendsetters and
highly influential across multi-generations.

- 22
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BIRTHDAY MESSAGE

Spa Business plays a crucial role in
the ongoing success of our sector.

- Over the past 20 years, it has covered

every major event, serving as a

- historical archive of the industry.

Sharing and collaboration help us all
become the best we can and I’'m proud to |—.
be a part of this spa and wellness family

Younger generations
are trendsetters

and highly influential
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~ I’'m encouraged by the increasing rise of
wellness among our youth and engagement
on multiple fronts, including schools. From
starting the day with mindful moments,
incorporating social and emotional learning
alongside academics and promoting both
physical and mental health, we see strong
signals that wellness will be deeply embedded
in our youth. Especially as it continues onto
higher education with colleges investing
in wellness facilities and services too.

In my 20 years in the industry, I've never
seen such a high level of awareness, interest
and demand for what we do. | believe this
is only the beginning for us, as the next
generation will demand wellness in all forms
and spas will play a significant role.

What’s the most radical change you foresee?
Preventive medicine is undeniably the future and
spas will be critical in this transformative journey.
Already, medical breakthroughs are
revolutionising preventative care and early
detection of health issues, promising to

enhance our quality of life and longevity.

What makes this shift even more remarkable
is that many of these cutting-edge medical
treatments are most effective when integrated
with the wellness services spas offer.

26 spabusiness.com issue 3

Spas must be prepared to adopt

Awareness, interest and
demand for spas is at an
all-time high, says Ryan

technological innovations

and be open to change

As our services are increasingly recognised
as legitimate and potent forms of preventive
medicine, spas will swiftly transition from
being perceived solely as a luxury amenity
to an investment in one’s wellbeing.

With this in mind, our services are steadily
gaining acceptance within the healthcare
system, extending to medical insurance.

This pivotal development not only fosters
greater accessibility to spa treatments but
also ignites a surge in demand, signifying

an incredibly promising future.

m Read more: www.spabusiness.com/kennethryan
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I’ve yet to see a
wellbeing application
of VR that’s taken off

Jeremy McCart

Mandarin Oriental

How has the industry evolved?

The biggest change I've observed is the rise of
awareness around mental wellbeing. | came to
the spa industry with an academic background
in psychology and was always thinking about the
psychological and emotional impact of the spa
experience. But it’s only in the last 15 years or so,
as a consequence of our deepening relationship
with technology, the increasing pace of change
and the gradual erosion of traditional family and
social networks, that mental wellbeing has taken
a prominent place in the minds of consumers.

What do you wish had been invented?

In college, over 30 years ago, | had a chance
to try one of the first experimental virtual
reality systems. | was excited about what
this technology could do, but it’s now three
decades later and I've not really seen a
wellbeing application of VR that’s taken off.

What will have the biggest impact on spas?

Technology will continue to be the largest
disruptor of human wellbeing - interfering

Awareness around

mental wellbeing has

been a huge change

28 spabusiness.com issue 32023

“ BIRTHDAY MESSAGE
Spa Business is an incredible
resource. I turn to it again and again
for ideas, education and inspiration

with sleep, relationships, safety, work-
life balance, physical movement and
mindfulness. As that continues, the
need and demand for quintessentially
non-digital experiences will also grow.

Spas play an important role in the age of
technology, giving people a place to disconnect,
indulge in silence and receive touch and nurturing
interactions with caring human beings. The
increasing scarcity of these kinds of experiences
makes them luxuries of the modern era.

What’s your hope for the industry?

I’'m a big believer in the timeless aspects of
spas so I'd say the spa of the future should look
much like the spas of the past - a place that’s
soothing and serves as an escape from the
stresses of daily life, a multisensory experience.
It will be somewhere that offers therapeutic
modalities using heat, water and other natural
elements, that provides a sense of slowness
enabling guests to regather energy and that
has nurturing, empathetic healers who guide
people on their own path to wholeness.
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Helping people to

disconnect is a rare

luxury in the modern

era, says McCarthy
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Creating ESPA Life, one of the
first integrative hotel spas, is
a highlight for Harmsworth

ue Harmswort

Integrative health, wellness and spa expert

PSSR

What are your career highlights?
There are so many - I've been in the industry

for over 50 years. Having built one of the

first spa, hair and beauty businesses in North
America in the 70s, | returned to the UK and

my inaugural wake-up moment was working

at Grayshott Hall in Surrey in the early 80s.

Spas didn’t exist. This was the era of ‘health
farms’ and my first experience of the medical
integrative approach. There were three doctors,
13 nurses, eight osteopaths and separate
departments for beauty, fitness and nutrition.
We ended up with 200 practitioners of various
skills. We treated guests with issues ranging from
weight, alcohol and drug addiction to cancer and
lifestyle issues that the National Health Service
wasn’t dealing with. It was eye-opening because
I realised how even a week - it was a minimum
seven-day stay - could change someone’s life.

In the late 80s, | started a consultancy and my
inaugural project was creating the first proper
five-star hotel spa for Turnberry in Scotland
which had seasonality issues. Back then there
were no hotel spas and | drew on my experience

i
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to create a facility to address stress which
was the main concern of the time. This softer
approach, focusing on relaxation and escapism,
combined holistic treatments, fitness, beauty,
hydrotherapy and thermal experiences. The
supportive owners also invested heavily in
training which made a huge difference to the
quality and long-term reputation of that spa.

Any other pivotal moments?
Getting my MBE from the Queen for services
to the spa and beauty industry in 2010. Training
thousands of therapists globally in post-graduate
work. Designing over 500 award-winning spas!
The idea for ESPA was born at Turnberry. I'd
done a short stint designing and managing over
100 spas on cruise liners and knew that the
multi-brand approach - separate product houses
for skin, body, hydrotherapy, aromatherapy
etc - was too confusing for the customers and
therapists and required too much stock and
training. So | developed a range of products that
covered all these key elements, naturally. The
products flew off the shelves from day one and by
1993 ESPA had launched and the rest is history.
My next pivotal moment was launching ESPA
Life at Corinthia London, one of the first
integrative hotel spas in the world at a time
when operators were focusing on massage,
beauty and relaxation. That was 12 years ago.

ESPA Life launched 12
years ago and the concept
was ahead of its time
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By 2050 the term spa,
and possibly even
wellness, won’t exist

We had great success financially, however,
it’s only now that the market is really ready
for the integrative and more medical aspects
that | had envisioned years previously.

What do you still hope to accomplish?

I sold ESPA in 2017 and am now focusing
on health, prevention, wellness and
bringing the spa, beauty, medical, fitness
and complementary worlds together.

I've also launched the Standards Authority
for Touch in Cancer Care (SATCC), a charity to
train qualified therapists to really help those
touched by cancer and for the patients to find
a trusted practitioner. There are now 400
spas with SATCC-certified staff in the UK. >
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» What radical change do you predict?
The future of the sector is going to be very
different. By 2050 the term spa and possibly
even wellness, won’t exist, as our industry merges
with public health and other industries under a
broad prevention umbrella. The best of traditional
medicine will come together with complementary
and preventative approaches in a new model. |
foresee destinations that have a certain number
of rooms set aside for recuperation, pre- and
post-rehabilitation and diagnostics where guests
will be able to go pre- and post-surgery and then
transition into the integrative side for longer-term
recovery. They will have all the facilities of modern-
day wellness destinations, enabling guests to make
lifestyle changes. These will be supplemented
by city centre hubs for ongoing maintenance.

What’s holding the industry back?

The lack of qualified staff. Especially at the
advanced levels. Educational courses have got
shorter - six months versus a minimum of two
years - and many therapists and practitioners
are younger, with few or no life skills.

As we morph from spa to wellness/wellbeing/
integrative health and medical, we’ll need more
advanced practitioners. We must go back to
training and creating a career pathway that
enables therapists to hone and advance their
skills and to explore additional roles in the
wellness arena, such as those in health coaching,
nutrition, mental health and many more. We
also need to reimburse them according to their
skill set, experience and qualifications. This is
the only way the industry will retain and grow
its talent and continue to thrive and flourish.

W Read more: www.spabusiness.com/SATCC
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Harmsworth is creating
a national standard for

cancer-friendly spas

There are now 400 UK spas
certified by SATCC to help

those touched by cancer

Carden Park has a
SATCC-certified spa
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Mark Hennebry

Ensana

What have been your career highlights?
During a dire recession in Ireland, is it the day
| saw a vacancy for a job in Hong Kong and
was on a plane three weeks later becoming an
economic migrant like millions of others? Or
is it the day | went for an interview in Phuket
and on walking into the hotel, knowing with
absolute certainty that I'd found my ‘home’?
There have been many other such
inflexion points when | needed to make
career decisions. | subscribe to the concept
that there’s no such thing as a right/
wrong choice - just a different one.

Who have been the biggest influencers?
Banyan Tree opened its flagship site in
Phuket in 1994 and was one of the first to
design a spa concept as an integral part of
the hotel offering, rather than just as an
afterthought. Many brands have followed
suit to varying degrees of success. Today
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Ensana manages 27 health-
focused properties and the

plan is to double this number
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Models targeting a much wider market
segment at accessible price proints will

have a long-term sustainable future

Banyan Tree remains a phenomenal force -
and it has also added complementary
brands that segment the market.

What will have the greatest impact on spas? =
The democratisation of health will be hugely

influential. Ultra-luxury spas are wonderful. .
However, spas that build their business model T
around a much wider and deeper market 2
segment at accessible price points, will, | believe,
develop a long-term sustainable future.

What do you still hope to accomplish?

The creation of Ensana just four years ago

laid the foundations for a new brand in Europe
based on integrative health - fusing local natural
resources such as thermal water and mud with
expert medical knowledge to offer treatments
that support people’s health. We're only at the
start of this journey and doubling the size of the
business in the next 10 years is an achievable goal.
W Read more: www. i / 'y
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Tertiary education courses on
thermal bathing are launching

in Australia and China

Charles Davidson

Peninsula Hot Springs Group

How is the spa industry evolving?
In the hot springs sector, a key change has
been internationalisation - a collaboration of
events, research, staff exchange/development
and guest education around the world.
Organisations such as the Global Wellness
Institute and its Hot Springs Initiative and
the World Federation of Hydrotherapy and
Climatotherapy are spearheading cross-
continent cohesion in the sector. Examples of
powerful and joyful events include Soakember,
World Bathing Day and World Wellness Weekend.
Inroads have been made in education. Hezhou
University in Guangxi, China has established
a Hot Springs College and is now enrolling
students and the Chisholm Institute in Australia
is creating a diploma-level course for thermal
bathing - it will run a trial for students in 2024
and the full course will be available in 2025.
These have been developed in partnership with
the industry and are the first formal tertiary
education programmes to focus on hot springs.
Building careers and happy lives for people
working in our sector is the responsibility
and obligation of our leaders. The culture and
opportunities they create enable employees to
ultimately deliver the best possible experiences.
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What business models are most exciting?
Those which benefit society, the
environment and the economy.

Wellness communities built around thermal
bathing, for example, actively enable connections.
My favourite view is seeing four generations
of the same family ‘taking to the waters’, it’s a
testament to the universality of the experience.

At the same time, hot springs are regional
magnets. They attract guests of all cultures,
who then partake in other local activities such
as horse riding, sailing and wine tasting.

In China, they call this ‘hot springs plus’ and
thermal waters are the universal connector.

Excitingly, some facilities are also evolving into
cultural centres offering arts, music, education
and performances as well as healing and wellness.
Traditionally hot springs have been at the heart
of cultural and musical celebration and we’re now
seeing a reawakening of this across the globe.

What trends are having the greatest impact?
Increasingly we’re seeing guests follow health
practitioner-assisted learning with self-guided
wellness habits and the industry is leaning
into this ‘healthcare to self-care’ movement.

Hot springs are exciting
businesses because

they’re universally popular

here’s a ‘healthcare to self
care movement’ where guests

top up medically-taught

lifestyle interventions with

self-guided wellness habits

Recreational hot spring facilities currently
being built, for example, are integrating
healthcare design features and programmes so
that they can support guests/patients following
intensive stays at more medically focused
thermal facilities such as those in Europe.

They’re working in a symbiotic and proactive
way with hot spring clinics/hospitals, where
medical staff teach bathing and lifestyle
interventions over three- to four-week stays,
to develop ongoing healthy habits. This
co-creation and collaboration of services is a
long-term trend for the hot springs spa sector.
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The industry would
greatly benefit from a

education model

Massage Heights

What’s been your

biggest life lesson?

In 2016, | stepped down

from an executive position

at US franchise chain

Massage Envy, to spend more

time with my ageing mother.

After 20-plus years of being

fully immersed in my career, | felt it
was time to take a break. This decision

turned out to be eye-opening. There’s growth
and learning that comes when we slow down,
reassess and reconnect with our true selves
and loved ones. Today, I’'m back in my career but
with more confidence, clarity and boundaries.

What do you still hope to accomplish?

There’s a great need for professional, talented
therapists to meet the ever-growing consumer
demand for massage and bodywork services. |
hope to be a part of the movement and efforts
that build and drive positive public awareness
and understanding of massage careers to
increase interest and grow our workforce.

How has the industry evolved?

In 2003, spa services were mainly available to
an elite clientele. In the past 20 years, we’ve
experienced unprecedented growth in local
day spas through the franchise model. These
models offer affordable monthly memberships
of US$79-89 (€70-80 £60-68), which include a
60-minute massage, in thousands of locations
in suburban communities meaning they target
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US spa franchises
perform 30 million
services a year

a more diverse consumer.
US franchise spa and
massage businesses are
now collectively performing
30 million services annually.

What do you wish had
been invented?
The spa industry could greatly
benefit from a national, streamlined
education model for therapists, aestheticians
and management candidates.

How do you hope the industry will look in 2050?
I'd like to see spa services as a part of
everyone’s wellness and health routines. They
are so beneficial in managing hundreds of
physical and emotional challenges that we all
face in today’s world. It would be amazing to

see the availability of them spread across all
demographics. Heal the body, heal the planet.

“ BIRTHDAY MESSAGE

The world of spa and wellness is
ever-evolving and Spa Business
has been at the forefront of these
changes. I've always valued its
content and how it leads the charge
with thought-provoking articles
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Deborah Szekely

Rancho La Puerta

What do you consider to be your
greatest achievement?
My daughter. But beyond that, it’s the role I've
had in politics. I've always been involved and
when | was in my 60s, | ran for Congress. | didn’t
make it, so | moved to Washington and ran a
federal agency and created the Congressional
Management Manual - a 300-page book about
how to run a congressional office which is now
in its 17th edition. Nothing like it existed at the
time and I’'m very proud of the impact it’s had.
And of course I'm very proud of The Ranch,
because my husband and | started it from
scratch. We actually came up with the idea of
the fitness spa - there was no such thing at the
time. We had a mountain, fresh air, a river and a
creek and guests had to bring their own tent and
paid US$17.50 (£13.30, €15.80 ) a week to pitch it.
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No one should ever be
lonely, says Szekely, and

spas can help address that

And we had lectures - my husband spoke every
day at 4pm under the big tree and everyone
attended. Then we’d all have dinner later under
that same tree. So the importance of the mind
and the wisdom of the elders was always key.

How can the industry realise its true potential?
To go outward, we first have to go inward.
Staff have to be given time for massages
and exercise classes for themselves, so
they know what they’re talking about.

We have a whole wellness programme for our
employees that includes access to treatments,
a doctor, family counsellor, psychologist and
nutritionist. Being involved with staff creates a
sense of loyalty. In our case, we have those whose
grandmothers were employed by Rancho la Puerta
and they’re happy and proud to work for us.

Spas also need to reach out to become
part of the community, which is another way
to focus first inwards, then outwards. As it
all spills over into the guest experience.

How do you hope the industry will look in 2050?
I hope spas will be out of business because
everybody is living the right way! | hope

they’ll work better together, support one
another, train each other’s staff and share

new ideas. | also hope there’ll be less of a
separation between spa life and everyday life.

A
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I might be 101, but I'm
still campaigning for the
food industry to clean up

Is there anything you still hope to accomplish?
At my age of 101, no. But | still contribute
through the Center for Science and Public
Interest. The most important thing is for the
food industry to clean up. We have a right to eat
food that’s good for us and not full of chemicals.

Any further words of wisdom?

Throughout my life my friends have been my
most important support system. Nobody
should be lonely and we must help those

who are, especially later in life. Here at the
Ranch, everybody makes new and soon-to-be
permanent pals and they often come back
together at the same time. We change people’s
lives - we offer so much to learn it’s like a week
of college. You’ll experience things to think about
long after you go home. And then, when that
begins to fade, it’s time to come back again.

W Read more: www.spabusi [dek t kel
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The spa of the future will

be readily available to

people of all ages, abilities

Diana Mestre

Mestre & Mestre Spa Consulting

What have been the biggest
industry disruptors?
Global warming and COVID-19. Both have led to
a shift towards health, wellness, transformative
and regenerative tourism which impact every
aspect of spa development and operations.

What key innovations can you identify?

The most significant change has been the

integration of technology. From wearable tech

and biohacking as a shortcut to wellness to the

explosion of meditation, breathwork and yoga

apps and online wellbeing tutorials and courses.
The next step is to incorporate

virtual reality, augmented reality and

artificial intelligence into spa offerings to

enhance the customer experience.

What do you wish had been invented?
Advanced modalities that can enhance the
quality of life in old age, perhaps driven by our
understanding of epigenetics and telomeres
and using vibrational medicine and advanced
frequency-sound capsules that bring about
cellular renovation and age reversal.

What’s holding spas back?

While high-tech services will shape our
future, the success of spas will only be
guaranteed if we maintain our caring human
approach. A therapist’s biggest asset is
their healing hands, ability to serve from the
heart, empathy, intention and whole-person
approach, ensuring that each client’s needs
and concerns are understood and addressed.
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Spa Business is the most important
wellness publication on the planet!
It was the first magazine to take
an interest in the spa industry in
Mexico, Latin America and the
Caribbean, it gave us a voice and
placed us on the world map. It informs
and inspires global professionals

with its visionary articles ,,

The industry runs the risk of packaging
practices into commercial products, driven by
greed and profit, rather than focusing on the
actual value of wellbeing so treatments lose their
true significance and profound importance.

What will the industry look like in 2050?

| hope it will focus on human values and
empowerment and that wellness is readily
available to children, health providers, blue-collar
workers and corporate employees - people

of all ages, abilities and backgrounds.
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Davide Bollat

Comfort Zone and Davines Group

What societal trends are having the

greatest impact on the market?

The lack of time along with the expectation

of immediate, visible results is at the core

of a revolution in our industry. It’s led to

the creation of combo services happening

alongside intensive manual and high-tech

support. This convergence and dynamism

are so intrinsically distant from the tranquil,

meditative approach of the initial concept of

spa. Consumers still need to escape, but what

they look for today goes far beyond that.
Younger generations live in the public eye and

require less disconnection - they want experiences

that suit their frantic, intensive lifestyles.

What radical industry changes can we expect?
We’ll see the creation and development

of hyper-customised services which

merge skincare, high-tech injectables

and medical components. We think this

Bollati’s uber-green,
purpose-built headquarters
opened in 2018
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Sourcing ingredients
sustainably must be

a priority

e R

convergence will be fully accepted for its
efficacy and multilayer benefits and, we

hope, for its focus on sustainability.

What do you still hope to accomplish?

Our aim is to do our best for the world by
creating a good life for all, through beauty, ethics
and sustainability. As a B Corp company, we
strive to embrace regeneration and revolutionise
the way we formulate, select ingredients and
design our lines. We hope many more spa
businesses will share this goal in the future.

We strive to restore the resources of our
planet that have been exploited for too long.
That’s why in 2021, in partnership with the
Rodale Institute, we founded the European
Regenerative Organic Center (EROC)
near our headquarters in Parma, Italy.

One of the goals of the centre is to study
ingredients grown according to the principles
of regenerative organic agriculture for our
formulas. Working with EROC, we also hope
to create a new supply chain in the beauty
industry - and eventually other arenas such
as the food sector - that positively impacts
social and environmental practices.

Read more: www.spabusiness.com/davinesvillage
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Neighbourhood
destination spas are the
most exciting business

model of the future

Régis Boudon-Doris

Bbspa_Group

What’s been your biggest life lesson?
Definitely the pandemic. On the one hand, it gave
me the time for introspection and | felt good
about myself, which is not trivial for me, on the
other hand, it radically changed the perception
and importance of wellness for our clients,
investors, hotel and spa managers, along with that
of their clients, the end users of our projects.

How has the industry changed?

At last, many entrepreneurs/investors have
realised that the wellness industry and especially
spas are absolutely profitable as well as strategic
investments for any hospitality business.

What il models are ?
Neighbourhood destination spas. Large
10,000sq m spas located near major urban
centres, which are easily accessible because
they’re already located in commercial

hubs that have the infrastructure to
accommodate vast numbers of customers.

I’'m not talking about wellness-themed
playgrounds, but actual spas, which are
designed to be multifaceted. Investment won’t
be cheap, but they’ll have two fundamental
characteristics now lacking in many projects
that will justify the cost. Firstly, you’ll have
speed of implementation which is attractive to
large institutional investors. Secondly, these
facilities will be designed to be able to quickly
adapt to new market trends, with plug-and-play
modules to keep offers fresh and exciting.
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At last, investors

are realising the

value of spas

A S

What trends are impacting spas?

The number of potential wellness clients

has greatly widened, enabling us to move

out of the niche we were once confined to.
We’re no longer obliged to design in the
standard features - sauna, steamroom,
hydropools and emotional showers plus a few
treatment rooms. We can create projects

to satisfy every segment of clientele across
all age groups and income brackets.

This does not mean ‘all spas for everyone’
but instead ‘a spa for each of us’. Hyper-
personalised facilities, tailored to specific
locations, which will be sure to meet the
audience where they’re at and lead to success.
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I'm a regular reader and
fan of Spa Business. It’s
the go-to magazine for spa
professionals. It ventures
past the superficial to
aa help us all stay attuned
' to global happenings and
wider sector movements

ngo Schweder

GOCO Hospitality

What are your pivotal career moments?

| was diagnosed with stage four lung cancer in
1993. The wellness industry was still in its infancy,
but | turned to yoga, meditation, detoxing and
macrobiotic cuisine/targeted supplements in

my two-year survival battle. | travelled the globe
meeting academics such as Marc Cohen, Gerry
Bodeker and Robert Thurman, learnt about

the vast cosmos of complementary alternative
modalities and experienced environments such
as banyas, rasuls, hammams and bathhouses.
The cancer-related downtime and healing
regimes ultimately changed the direction

of my career - for which I’'m grateful.
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What key innovations can you identify?

There are so many! Those focused on mind

and emotional health, tapping into binaural and
solfeggio therapies, are particularly interesting.
Examples include Mindsync, the Biohacking Orb,
Sensync’s Vessel and Gharieni’s Welnamis.

What do you wish had been invented?

The use and application of technology for
diagnostics is already having a tremendous
impact on personalised healing journeys. These
often enable consumers to take charge of their
own health. However, there’s a gap for devices
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Residences at Glen vy Hot
Springs are an example of
the flourishing wellness
real estate movement

and wearables to offer real-time advice to
counterbalance the strains of everyday life - ‘your
stress levels are too high, you need to take 10
minutes out to meditate’, ‘cut down on your carbs
today, you're not doing enough to burn them’.

Who are the biggest industry influencers?
Gen Z continues to have a profound impact
on wellness and leisure travel. They’re more
concerned about sustainability in travel,
accommodation and products than others.
They want elevated experiences off the
beaten track and they’re big advocates of social
wellness, shirking traditional spa experiences
centred around solo, quiet-based activities.

What business models are the most exciting?
Wellness real estate ventures, centred
around healthy lifestyles, are prospering and
influencing the wider communities around
them. Our project in Appenzell, Switzerland,
for example, will open early next year.

Traditional spas are being disrupted with
the rise of social wellness clubs such as

GO

There’s a gap for wearables
to offer real-time advice to
counteract daily stressors

Remedy Place, Next Health, The Well and

the one we’re developing in Four Seasons
Bangkok. Based in cities, they’re leading the
charg making preventative medicine more
accessible with their biohacking and high-
tech modalities such as hyperbaric oxygen,
cryotherapy, IV infusions, photobiomodulation
and pulsed electromagnetic field therapy.

How can the industry realise its true potential?
| applaud a more democratised global wellness
economy. But | would like to see operators
offering ‘sister’ models with a more accessible
price point to ultimately offer wellness to all.
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At-home health tests will lead

and create longer-term

spa/client relationships

Inge Theron

Inge Theron & Associates

What are your pivotal career moments?

Failures are valuable lessons. For me, a sleep crisis
at a tumultuous time led me to Rishikesh, India,

to learn to meditate. That led to a silent retreat,
which in turn opened the door to a new passion
for wellbeing and writing a column in the Financial
Times called Spa Junkie. | realised my dreams and
have been in the industry for more than 15 years.

What industry innovations can you identify?
The greatest period of innovation is upon us,
we are living it. Testing and diagnostic tools
enable us to truly customise experiences.
At-home testing, such as glucose trackers,
will lead to more targeted and effective
aftercare and create deeper, longer-term
relationships between spas and clients.

There’s no denying the impact Al chatbots will
have. However, I’'m most excited about Al-assisted
data analysis and screening in preventative health.

Plant medicine, including the use of psilocybin
and ayahuasca, is becoming mainstream. Although
still in the early stages of research and regulation,
they show promise in addressing mental health
challenges and promoting overall wellbeing.

FaceGym franchises are

rolling out worldwide
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What business models are the most exciting?
We’re seeing great success with fast

beauty franchises and have started rolling
out FaceGym in hotels worldwide.

On the other side of the coin, we’re co-designing
human optimisation centres with some of the
biggest scientists and innovators in the space.
We’re taking age reversal technologies and
longevity protocols and plugging them into uber
high-end wellbeing clubs and hotel suites.

What do you still hope to accomplish?
I’'m very excited about our new own-brand
skincare, bodycare and hotel amenity division.
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Spas have the
potential to replace
hospitals, says Ibrahim

Spas will be life centres

for social interaction

from children to adults

Mohammed Ibrahim

The Wellness

When did you learn your biggest life lesson?
Without a doubt, it was during the early

part of the pandemic - both personally and
professionally. When everything paused, people
got to see things from a different perspective.

It was a golden opportunity to review, analyse
and improve, which resulted in so many positives
that | still observe. It forced us to step out of
our comfort zone, leading to great success and
it’s now our norm to think outside the box.

How has our sector evolved?

The global spa industry has witnessed many
changes from both a technological and
operational perspective, however, | believe the
biggest change has been embracing wellness.

It’s not only about a spa treatment any more,
the focus is on supporting an individual’s
wellbeing and enhancing their lifestyle.
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What radical changes do you foresee?

Spas will replace hospitals. People will no longer
go to a doctor to treat diseases, they’ll get
advice at spas about how to prevent them. | also
believe spas will become life centres for social
interaction, from children to adults. They’ll be

a force for innovation and enhanced lifestyle.
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Barr+Wray

What’s your biggest life lesson?

Always listen to your customer. And position
your business so that you're able to take
advantage of opportunities which present
themselves. But we have multiple clients -

from the people who pay for our designs and
installations, to the bathers using the facilities
who highlight their experiences on social media.
The world has become a very small place indeed.

54 spabusiness.com issue 32023

BIRTHDAY
MESSAGE

Spa Business is an invaluable
resource. It covers the many
elements of running a spa
- design, building, fit-out,
operation, finance and
management — allowing
companies specialising in
any of these stages to share
experiences and connect

Barr+Wray counts the
Karl Lagerfeld hotel

as one of its clients

Users are highlighting

How has the industry evolved?

The way in which spa has changed from an
elite service and is no longer a pursuit of

only the wealthy. Spa is now a mainstream
business. Physical, mental and emotional
care is within the public mainstay - a part of
everyday life - and more important than ever.
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- At times, I was tempted
Amanda Al-Masri
to shortcut my way to

Hilton Hotels & Resorts
bigger things... but there’s no

What have your career highlights been so far?

Getting Hilton’s newly-created role of global

vice president of wellness is truly the job of

my dreams. However, there’s been an

accumulation of skills and experience

that brought me to this point.
Being ambitious, there were

times | was tempted to

shortcut my way to what

| perceived were bigger

or newer things. But as

replacement for hard work

How has the industry evolved?
Hilton’s 2023 global trends report
shows that more than half of
the 8,000 people surveyed
are looking to engage with
wellness experiences when
they travel. The audience
has become increasingly
diverse and their expectations
are expanding too.
Most hoteliers now engage
with wellness in some way
at the full-service and luxury
level. However, areas once

| knew - or sometimes
learned the hard way -

there’s no replacement

for hard work. While I have
no illusions that | still have
much to learn, especially in
an industry as dynamic and
diverse as ours, I'm so proud

SRRSO

of what I've achieved so far. considered “cutting edge” - luxury

A deal with Peloton shows
Hilton’s commitment to

widespread wellness
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spas and well-equipped gyms - are now table
stakes. There’s a need to provide a sensible,
comprehensive and cross-functional approach
to wellness across the entire stay experience
and portfolio - from focused service to luxury.

What consumer trends are driving change?
Our trends report also showed a hunger
for authentic, cultural experiences and our
teams are doing a wonderful job creating
this programming for guests worldwide.
For example, workshops highlighting local
healing herbs in Thailand which are then
used in treatment compresses, or a wellness
wildlife sabbatical in the Galapagos Islands.
Meeting the diverse and ever-changing
needs of our guests within this new wellness
paradigm means deepening our existing areas

Hilton’s latest trends
report highlights a hunger

for cultural experiences

of wellness expertise - namely fitness and
spa - while we also move into other areas
such as sleep, nourishment and mindfulness.
But it also requires consistent brand,
marketing and communications support

to ensure we shine a light on the incredible
work happening within our portfolio.

What do you still hope to accomplish?
One of the things that attracted me most to
my new role at Hilton was how it aligned with

my own vision of democratising wellness.

As the wellness consumer diversifies, our goal

is to reach as many people as possible - not just
guests in our luxury or full-service properties,
but across our entire portfolio of 22 brands

and 1.1 million guestrooms in 123 countries.

W Read more: www.spabusiness.com/hiltontopteam
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Spas which integrate indoor
Joutdoor experiences are

most exciting, say the Colliers

“ BIRTHDAY MESSAGE

Spa Business is our most relied-
upon resource for global wellness
and spa news, education and
connections. The people behind

it are incredibly talented

and wonderful humans

Kim and Cary Collier

Blu Spas and Collier Concepts

What are your career highlights?
We were blessed to live and work in Java and
Bali in the 90s. We learned about living in
beautiful cultures, nature, community and family.
We didn’t believe we’d have children until the
Balinese helped us think otherwise... thankfully
It completely changed our thinking about
designing spas and inspired us beyond words.
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What major innovations can you identify?
There have been so many, thank goodness!
Integrating indoor/outdoor spa experiences

(learned in Bali and Thailand) has been key. And
we’re starting to see communal bathing models

Living in Java and

making a comeback - clients thought we were Ball in the 903 inspired
us beyond words

nuts when we suggested these 10 years ago!

What do you wish had been invented?
Biosuit: an organic material for bathing that
disintegrates after four hours. It would save
laundry costs, be functional but also amusing
and look fantastic. Issue: spontaneous
nudity may occur after those four hours!

Thermal bathing facilities,
such as Durango, are

= making a comeback
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Joerg Demuth

ZeroWaste Global

What trends are impacting spas?
The spa industry is making considerable strides
towards sustainability in response to growing
environmental concerns. This shift is not just
about meeting customer demands but also
about adapting to new regulatory landscapes.
A key aspect of this transformation is
the adoption of sustainable design and
eco-friendly materials. Many spas are opting
for reclaimed wood, energy-efficient lighting
and moving towards paperless operations.

e

Soneva in the Maldives

is a leading example

of sustainability

sustainability is not
 just about meeting

consumer demands, but

also about ;a_zia;pting

to new regulations &
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Many spas are now using

eco-friendly materials

in their designs

“ BIRTHDAY MESSAGE

The success stories Spa
Business highlights not
only celebrate excellence
but also inspire others. The
unity and shared purpose it
champions have contributed
to the overall growth and
development of our sector

i T b (1)
.

Additionally, traditional cotton linens, which
contribute significantly to pesticide use,
are being replaced with more sustainable
fabrics made from modal or lyocell.

How has the industry evolved?

One of the most significant is the move away
from single-use plastics and with almost all
countries tightening restrictions on plastic use,
businesses are finding themselves compelled

to adapt. As a result, spas are increasingly
using refillable toiletries and plastic-free,
sustainable and compostable amenities.

What’s holding the industry back?

Despite these positive steps, challenges
remain. Many spas continue to prioritise
short-term returns over long-term sustainable
practices, leading to unviable operations.

As regulations around the world tighten
and awareness grows, spas that prioritise
sustainability will stand out and flourish.

And the transition to sustainable practices
doesn’t just benefit the environment, it enhances Refillable toiletries are
brand image, satisfies consumer demands and increasingly being used
improves overall business performance.
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I started Salt Chamber at
the age of 52. There’s real power in-
‘intentionally choosing’ and

making things happen

Leo nkin

Salt Chamber

What’s been your most pivotal career moment?
After a 35-year consultancy career steeped in
organisational culture, strategy and leadership
development, | started Salt Chamber at

the age of 52. We all have visions, ideas and
possibilities ... but nothing gets done without
action. There’s real power in ‘intentionally
choosing’ and making things happen.

What do you still hope to accomplish?

To raise awareness about respiratory wellness
so individuals, communities and societies

take action to impact the quality of the air we
breathe and how we affect climate change.

Who will disrupt our industry the most?
Technology companies such as Google,
Amazon and Apple with their smart devices,
wearables and health-focused applications,
will have the biggest influence in the spa and

Conscious consumerism

¥ andself-care are two

trends impacting spas
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New tech will drive spas to

engage with guests regardless Tonkin’s goal is to

of physical location raise awareness
of respiratory

wellness

wellness space. They’ll drive spas to engage
with their guests, track their wellness and
deliver personalised recommendations,
regardless of their physical location.
Furthermore, advancements in
telehealth and telemedicine will enable
spas to extend their reach and provide
virtual consultations and treatments.

What trends are impacting spas?
Conscious consumerism will play a role as
spa-goers seek authentic offerings that have
integrity and are socially responsible.

There’s an in