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The Futures Report and Forum :  
Leisure and Hospitality Futures
Climate change, recession, fragmenting markets, political unrest, and an increasingly 
critical, challenging and internet-savvy consumer are turning traditional notions of how  
we rest, play and travel on their head.

Against this backdrop, it is crucial for leisure and 
hospitality brands to re-examine consumer behaviours  
at a time when trends such as The New Sobriety,  
No-Frills Affluence, Alphalux and peer-to-peer tourism 
are all driving market change. 

The Leisure and Hospitality Futures Report from The 
Future Laboratory helps you understand these shifts, 
and identify and assess the impact they are set to have 
on your business or brand offer.

Published biannually, our Futures Reports offer fresh 
and unique insights that challenge conventional 
thinking and help you better understand the market 
ahead of your competitors.  

With research and insights from our in-house team  
in London, 40 correspondents around the world, and a 
panel of futures experts from key hospitality and leisure 
brands worldwide, we’ve created a report that tackles  
the issues you’re talking about – as well as the ones  
you haven’t even considered. 

By working with these experts, and by understanding 
the values and forces driving new behaviours in the 
market, our team has identified the brands that are 
working, the ones that are innovating and, more 
importantly, the people, processes and products that are 
championing change and winning market share.

Leisure and hospitality experts interviewed to underpin  
our report findings include :

Nils Axing, general manager of Grand Hôtel Stockholm; 
Jeroen Bergmans, editor of easyJet Inflight magazine; 
Alex Calderwood, co-founder of Ace Hotels, US; David 
Clark, editor of Vogue Living (Australia); creative 
director and designer Ilse Crawford; architect Joseph 
Dirand; Ben Elliot, CEO of Quintessentially; Tamara 
Heber-Percy and James Lohan, founders of Mr & 
Mrs Smith; Peter Lute of Lute Suites, Amsterdam; 
Catherine Macdonald-Keir, editor of Luxury Briefing; 
Tom Marchant, co-founder of Black Tomato; Sarah 
Miller, editor of Condé Nast Traveller; Nigel Pace, 
general manager of Cape Grace, Cape Town; Priya 
Paul, chairwoman of the Apeejay Surrendra Park 
Hotels, India; John Reed, general manager of Amankora, 
Bhutan; Claus Sendlinger, founder and CEO of Design 
Hotels; travel and luxury goods expert Kate Slesinger;  
Mary Louise Starkey, founder and president of Starkey 
International; Ruthanne Terrero, editorial director of 
Luxury Travel Advisor; and John van Haandel, owner  
of The Prince, Melbourne.

Report contents : 
 
Market Overview :  
We present the facts and the stats – an analysis of the 
key influences set to affect 21st-century travel. 

Tomorrow’s Traveller :  
We unpack the new demographic groups – from  
No-Frills Affluents to Free-Loaders – redefining the 
travel market and driving change in an increasingly 
technocratic market.

Going Green :  
Green resorts, carbon-neutral hubs, sustainable travel 
brands, eco-friendly carriers – if climate change is here  
to stay, and sustainability the only way to go, how can 
brands maximise impact and minimise emissions while 
still creating an energy and an ‘awe-per-square-metre’ 
ratio that keep clients coming back for more? 
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Tummy tucks in the Med, heart bypasses in Jaipur, 
IVF in Turkey, private childbirth on secluded islands 
– Body Tourists travel the globe in search of the 
ultimate in healthcare services. 

Medical travellers logged an estimated 19m trips 
spending £10bn (€11bn) in 2005 – figures expected 
to double by 2010, according to Tourism Research 
and Marketing. These men and women aged 30 
and above take a 21st-century view on their health 
and wellbeing that knows no geographical limits. 
They visit websites such as Treatment Abroad 
and The Medical Tourist Company, selecting their 
destination based on the best technology, expertise, 
quality of care and price. Extreme cases jet in for 
procedures banned in their home countries, such 
as ‘rejuvenating’ stem cell injections in Moscow. 

Body Tourists
More than 50 countries now consider medical 
tourism a national industry, according to The 
Medical Tourism Travel Guide. It’s no wonder 
Body Tourists travel for treatment: combine zero 
waiting lists with efficient care and, often, the 
chance to recuperate in resort-like surroundings, 
and you get the ultimate transformative holiday. 
(See Travel Trends, page 89, for the latest in 
W(h)ealthcare destinations.)

Increasing numbers of people are choosing to 
vacation online, and their ranks are swelling. On 
a typical day, some 5m people take virtual tours 
in cyberspace, according to the Pew Internet & 
American Life Project, which also discovered that 
more than half (51%) of American adult internet 
users take virtual tours of other locations online. 

In October 2008, Beijing’s Forbidden City was 
opened to virtual tourists. Visitors experience Ming 
and Qing dynasty life in the online palace, dress 
up as part of the imperial entourage and interact 
with other virtual guests. Late last year, Google 
gave users of Google Earth the option of an Ancient 
Rome layer, adding 6,700 three-dimensional historic 
buildings for virtual visitors to explore. 

Virtual Tourists
We are already seeing those who choose to 
spend their annual vacation at home immersed 
in the online community Second Life, and virtual 
tour guides, tours, hotels and resorts are all 
now commonplace. Swedish online community 
Entropia Universe, which has almost 1m users, 
boasts many travel-related destinations, such as 
the virtual resort club NEVERDIE, which grossed 
a real-world US$100k (€74,600) in its first eight 
months of operation. 

Virtual Tourists are predominantly upper-income 
urban graduates in their 30s and 40s who use the 
internet regularly, Pew reports. Expect to see this 
traveller type grow and change as environmental 
restrictions and the harsh financial climate force 
more to stay at home. (Follow the next progression 
of Neuro-Travel in Travel Trends, page 98.)

Zero-Impact DestInatIons – VIsualIsatIon anD concept by Dbox

alreaDy beIng pIoneereD by the lIkes of star IslanD, these 

footprInt-free luxury hotels leaVe no Impact on the 

enVIronment they come to InhabIt. harVestIng sun, wInD anD

raIn, they recycle anD reDuce waste-creatIon fanatIcally, 

source all materIals anD IngreDIents obsessIVely, anD coulD

be DIsmantleD tomorrow wIthout leaVIng a trace. these 

buIlDIngs are IncreasIngly usIng emergIng tech – such as 

agustIn oteguI’s nano Vent-skIn, whose mInIscule bIo-turbInes 

coulD claD buIlDIngs anD generate energy whIle absorbIng 

carbon DIoxIDe – to make sustaInable Dreams a realIty.

‘be there wIthout leaVIng a trace,’ the Dbox DesIgners say 

of theIr Zero-Impact creatIon. ‘these resorts are fully self 

suffIcIent anD haVe VIrtually no ImpeDIment on theIr locatIon, 

leaVIng lIfe anD nature untoucheD. the buIlDIng blocks of the 

resort are recycleD shIppIng contaIners that are sealeD as 

flotatIon founDatIons. theIr caVItIes are then useD as water 

tanks, waste processIng anD energy storage. they can be 

organIseD to leaVe suffIcIent area for sunlIght, surface aIr

contact anD current flow so as to not DIsturb the DelIcate 

ecosystem below.’ 

‘There is a rising tide about all 
things ‘green’ and this issue will 
dominate architecture and the built 
environment globally for the next 
20 years.’  
Douglas Oliver, director of design at Morris Architects
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Value-Added Travel :  
Rethinking what value means to a cash-strapped 
consumer, leisure and hospitality brands are igniting 
new leisure experiences, from budget luxury to  
de-bundled options.

Clicktations :  
The internet is changing the way we book, engage with 
and review everything from hotels to clubs, bars and 
carriers, both on- and offline. We report on peer-to-peer 
reviewing, bespoke advisory services and the best travel 
websites to monitor and collaborate with. 

Theatre of Leisure :  
From branded Twitter feeds to in-room iMacs and touch-
screen concierge services, we consider how the leisure 
industry can mix state-of-the-art technology with old-
school service ethics to immerse the customer in a 
bespoke and intimate brand experience. 

Bleisure :  
Consumers in their 20s and 30s are merging business 
and leisure in ways that defy category. We investigate 
how hotels, bars, clubs, and other travel and hospitality 
brands can target a group that’s setting agendas for 
mainstream business travellers to follow.

The findings of this report can be delivered 
as a half-day in-house presentation.  
For more details, please contact Chris 
Sanderson on +44 (0)20 7870 1995 or  
chris@thefuturelaboratory.com. 

Travel Trends :  
A new agenda of needs is provoking a move towards 
travel of the interior – travel of the mind and 
imagination, that is, as well as travel that stays firmly 
on home turf. From W(h)ealthcare Resorts to Remote 
Retreats and Doorstop Destinations, we assess the 
changing nature of the leisure experience.  

Leisure Landscapes :  
We check in to the low-key domesticity of Home from 
Home inns and hotels, linger over Slowtopian travel, 
relax and luxuriate in the new grand hotels, and flock 
to the hardy, modernist forms of the New Chalets as we 
map the lay of the leisure and hospitality land.

Concierge Couture :  
The new default service philosophy, Concierge Couture  
is redefining the levels of engagement business and 
leisure travellers now expect from brands. But what does 
service mean to clients increasingly governed by notions 
of value, collaboration, intimacy, personalisation and the 
need to find bespoke moments at all levels of the value 
and values chain? 

New Hospitality :  
From Modern Pantries and Luxe Canteens to Culture 
Clubs and Gentlemen’s Dens, we spotlight new concepts 
in the F&B experience set to dominate in the months 
and years to come.

Future View :  
Our global panel of experts – key thinkers, decision-
makers and influencers in the leisure and hospitality 
industry – reveal that authenticity, individuality  
and experience are set to shape the sector over the 
coming decade.
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‘Spas are no longer just about beauty 
treatments or relaxation – they aim 
to bring long-term improvements 
to their clients’ health.’
Anne Biging, co-founder of Healing Hotels of the World

Life medicine resort, bad gLeichenberg, austria
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Dial B for breakdown

For all high-tech hotels, there is also the threat 
of technical failures. Technology, after all, has a 
nasty habit of going wrong, and, as far as consumer 
satisfaction and perception is concerned, failing 
technology can be worse than no technology. ‘I have 
had to call the concierge to my room to ask them to 
switch off the lights too many times, and as a guest 
that experience does not encourage loyalty to a 
hotel,’ says Tamara Heber-Percy, founder-owner 
of hotel booking service Mr & Mrs Smith. 

Various hotels’ experience with automatic check-in 
registers, designed to cut down customer waiting 
time (especially as they form their first impression 
of the hotel) have been troublesome. This has led 
the likes of Hyatt to revamp its lobby kiosk system 
last year.

Similarly, when the W Westwood hotel introduced 
its intelliChaise Personal Ordering System in 
2007 – allowing guests lounging poolside to order 
drinks without calling a waiter – it quickly became 
apparent that waiters would still have to invest time 
setting up sunbathers with a code and explaining 
how the system worked. Perhaps the limits of the 
industry’s growing interest in technology is capped 
by the Westin Chicago’s Brandell Swash 800. It has 
a wireless remote, is germ resistant, is heated and 
comes with an air dryer. And it’s a toilet. 

Service still key

‘Hotels won’t necessarily win customer loyalty 
through more gadgets, though they do appeal to 
younger guests,’ says Mary Louise Starkey, founder 
of elite staff training agency Starkey International, 
which works with a number of US boutique hotels. 
‘It’s in service training and especially in direct 
contact with guests – making them feel at home 

– where it is going to matter. The hospitality industry 
is now spending billions on hardware but little on 
improving relationships with their guests, which 
is the only way you meet their increasingly 
specific expectations.’

Laura Perez, communications director of The 
Address, a new hotel brand launching in Dubai, 
adds: ‘Travellers now want to be as comfortable 
in a hotel as they are at home, so those home 
entertainment luxuries should be a given for top-
end hotels. Part of our brand philosophy is to focus 
on benefits rather than amenities. This includes 
offering a complete 24-hour stay, so if you check in 
at 1am you can check out at 1am, which overturns 
convention for the hotel industry. There are also 
24-hour fitness centres and in-room check-ins, or a 
mobile office to allow businesspeople to work during 
transfers. Times are changing in travel. Business 
and pleasure are blurring, holidays are less about 
escape than exploration, and the hotel industry 
needs to adapt to that.’

‘Hotels won’t necessarily win customer 
loyalty through more gadgets. It’s 
in service training and especially in 
direct contact with guests – making 
them feel at home – where it is going 
to matter.’  
Mary Louise Starkey, founder of Starkey International
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Millennial mindsets

While technology is facilitating the development of 
this phenomenon, the change is being driven by New 
Millennials coming into their own. When The Future 
Laboratory first looked at our New Millennials in 
2003 (an up-to-date report is available from our 
sister lifestyle news network, LSNglobal.com) we 
identified them as collaborative, consensus-driven 
and keen on technology as an enabler, a connector 
and a social, rather than business tool. 

Five years on, many are now aged 25 years or older, 
and are happy to merge the ‘flexecutive’ attitudes of 
Generation X (or ThirtyfiveUps) with an access-all-
areas sense of entitlement that means their work 
no longer defines them (a Joneser characteristic). 
Rather, they define work – and they are defining it 
in terms of their multimedia lives.

‘This generation is used to options,’ says John 
Medina, author of Brain Rules: 12 Principles for 
Surviving and Thriving at Work, Home and School. 
‘They have grown up with drop-down menus and 
the ability to mouse-click their way out of most 
situations. They will expect the same control from 
their working set-up.’ 

Certainly, for a generation weaned on the internet 
and formed in a cloud of mixed multimedia, the 
freedom and ability to pick from various options 
across the board is key. Consequently, traditional 
distinctions – such as the boundary between work 
and life – are no longer relevant. ‘Separating work 
and life is a lost skill among the 18-35-year-olds,’ 
says Timothy Ferriss, author of the New York Times 
bestseller The 4-Hour Workweek. 

Morley Safer, a correspondent for CBS’s 60 Minutes, 
concurs. ‘They are tech savvy, with every gadget 
imaginable almost becoming an extension of their 
bodies. They multitask, talk, walk, listen and type, 
and text. And their priorities are simple: they 
come first.’ 

But Bleisure isn’t just about untethered working 
or rootless citizens – it is about understanding how 
and why the last decades’ distinctions between 
work and play, between business and pleasure, are 
being put to rest thanks to a host of new Bleisure-
friendly devices that have appeared on the market 

– including the iPhone, the BlackBerry Thunder, 
Dell’s Latitude, Nokia’s new E71 phone and the Asus 
ultralight M70 laptop – each designed to straddle 
the spheres of work and play, and each increasingly 
used (as we indicate in Clicktations, page 49), to 
make bookings, scope hotel recommendations, or to 
negotiate more competitive deals with restaurants 
and hotels by collectively bargaining for rooms with 
other members of our professional or personal online 
network groups.  

Similarly, gadgets such as Mint Wireless’s V10 
pocket projector or the Pico Projector, which can 
project A4-sized images of files stored on a mobile 
phone, can just as easily be used to deliver corporate 
presentations on the move (or in the foyer) as to 
show holiday snaps to friends. The Polaroid PoGo 
portable printer also helps out in a work or play 
situation: charts or photos stored on a smartphone 
are transmitted via Bluetooth to the printer, which 
produces 2x3 prints. One gadget begets another: 
tools such as the Solio Hybrid 1000 portable solar-
powered charger and other mobile charging devices 
have now stepped in to fuel these portable devices, 
which are required to be always on, always bridging 
the spheres of work and play. 

Bleisure networks

Social networks, too, once primarily for personal use, 
have become Bleisure tools. Social network sites 
are now used by Inc. 500 companies (entrepreneur-
based businesses born out of the Web 2.0 boom, and 
employing high numbers of Millennial graduates) as 
portals for managing business, leisure and personal 
activities all at the same time and on the same site. 

Twitter and Twitter-esque company intranets are 
increasingly becoming new Bleisure channels as 
mid-20somethings look for new and efficient ways 
to communicate, besides email. IBM’s internal 
Beehive site, for instance, is based on social 
networking websites, and allows employees to post 
status messages and upload photos on their profile 
page. Twitter is also used by a growing number of 
hotel groups, airlines and travel brands to alert our 
20something Bleisure traveller to delayed planes, 
last-minute room offers and privileged upgrades as 
140-character alerts increasingly become a preferred 
way to receive travel and hospitality information. 
Tweckouts have become something of a cult among 
Twitter followers as Bleisure travellers thumb in 
reviews and comments about good and bad check-
out experiences, thereby deterring or encouraging 
would-be guests. For this group, technology is the 
way to respond when something goes right or wrong.
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