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Foreword
by Emlyn Brown

Global SVP of Well-Being,
Strategy, Design, and
Development at Accor

As hoteliers,we understand the impact of creating
extraordinary spaces that uplift the souland nourish the
senses, setting the tone for experiences that leave our
guests feeling better for having stayed and spent time
with us.

The purpose of the Making Waves: Rethinking Spa and
Wellness Design for a Modern Era white paperisto
educate, inspire, and share some of the innovative ways
that Accor and its world-leading hospitality brands are
approaching wellness design

at our spas and spaces throughout our worldwide network
of hotels and resorts. The contents of this white paper
emphasize the priorities for well-being that we believe are
most relevant now and demonstrate how Accor is
advancing innovative ways to deliver wellness through
many of our brands.

By integrating wellness-focused amenities and services,
hoteliers can enhance guest experiences and loyalty,
differentiate themselves in a competitive market, and
drive significant revenue growth. It is our hope and our
intention that the insights in this white paper will support
these efforts, as we all seek to create more impactful
wellness spaces and places.

We invite you to explore the exciting frontier of wellness

design —a space where vision and innovation can truly
make a difference to the well-being of the world.
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“If we treat ourspa
design with the
same level of
planning, expert
consultation,and
consideration for
the overall guest
experience thatwe
do with restaurant
design, we will
changethe game.”

Anne Becker Olins / Accor

“Nowadays, people
won'tcometoa
hotel if there is no

line and a bottom-
line driver.”

Sonal Uberoi / Author,
The Wellness Asset.
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Wellness has become

a primarydriverin the hospltallty

Industry. Accor’s research of 7,500
CONSUMErS across six countries

reveali twellness is a priority '
for rcent of Its guests. _

This dovetailswith the ﬂndlngs of mdu
experts, such as Skift's 2023 Luxury Tr
that revealed 80 percent of tr:
being influences their tr
GIobaIWeIInes
that We ar=Y: -

CCCCC WELL/BEING



Back tothe
T Table of

Contents




Back to the
T Table of

Contents

Too often, design conversations begin with ‘what is At Accor, our hotel spas
the norm’ for spa design —rather than questioning, and fitness centers are no
challenging, and understanding how the guest longer designed just for
will encounter the space. The avatar approach is hotel guests. We strive to
vital to creating spas and fitness experiences that create living, thriving,
stand out in a crowded market and inspire return : neighborhood hotspots,
visits. infused by.a mix of locals

and visitingfguests.

We are often working far in advance —with several
years between design concept and spa or fitness
center opening. With our avatars in mind, we ” ,
must consider what signature elements will stand " L
the test of time and which elements are flexible, H I
that we can evolve and adapt to meet the l-"—i'
||‘ |

changing interests of our avatars over time?
Understanding the life cycles of our avatars helps
us to maintain relevance across demographics
and generations — future-proofing our designs.

The avatarwould also include your assessment of
the guest spending power, propensity to

book treatments, there length of time they

will stay at the property and profile as a guest
(business or leisure traveller) —to create a
360-degree understanding of your guest.

ACCOR
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At the center of our design decisions
isaclearimage of our guestsand a
thorough understanding of how they
will move through our spaces

through nutrition, digital and design.

Fitness

Recovery

Treatments
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Think thematically

Moving from amenity-
driven experiencesto
thematic guest

journeys

ACCOR

The hotel spa haslong been viewed
as an extension of the broader hotel,
but today we seek to create fresh
designs that demarcate the space
and welcome guestsinto a unique
environment. Ideally, the spa
complements the hotel design,
rather than copies. Once inside, we
use design elements to create further
distinction between key zones,
guiding the guest journey through
arrival, fitness, thermal, treatments,
andrecovery.

WELL/BEING
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Atraditionally functional gym can be transformed Don't Sleéep on aesthetics.
into a thematic concept with deeper thinking. High-eadibigibox gyms
Rather than zones based on modality, we focus on and boutiqué fitness are
the energy level that each area delivers and what your inspikation, with subtle
elements can be adjusted. These include factors branding, éastom colored
such as natural light versus artificial, non-slip or equipment, modern art,
quieter flooring, and how colors and textures and elegant lighting and
interplay. Next, consider the flow and how your floering. Petails such as
avatar will move around the space and transition these[@an significantly
from one area to the next. elevate a previously

utilitakian fithess area.

SENSE OF ARRIVAL Softening the energy at arrival
helps guests gently acclimatize. Earthy or neutral
shades, low lighting, and noise-dampening
textures can create

awelcoming vibe.

CIRCULATION Renderings on paper don't always
work smoothly for guests. Walk it out - circulation
and effective transition spaces can make or break
your guest experience.

MATERIALS Choose textures conducive to
movement - noise absorbing floors in the spa,
rubber floors

inthe gym. Wall surfaces change the energy of
different zones.

LIGHTING Red or blue lights can be energizing.
Too white or too bright can feel harsh and clinical.
Choose warm white light that is bright enough
to move safely and see in the mirror.

ACCOR WELL/BEING




%"‘ . = A l / / e -
S AN A . >
TN \ \ Backtoth

* \ T T:t%gtgf v u

Contents

To:d I B
rig sstjournc ,!fvvhereil_;s?h
vithithe d ivéjygf%eﬁpﬁces
allowing the guests to floyv fromon
space to another very intuitively.f™

Wknls
.i It |

>

Josephine Leung / GOCO Hospitality
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Sweat the block plan

A failure to plan

The area program and the block plan
are the key to a smooth development
process and a trusted result.

By struggling with details in advance,
and working out problems early on,
we have much easier transitions into
concept designs and schematic
designs.

ACCOR WELL/ /- BEING



Thisis an area where the Accor design team excels. We
move at pace and have a myriad of exciting projects
underway.

Yet we continue to push ourselves — can we sweat that
area program and the block plan a little bit more?

Can we question our block plan with our architecture
team and our designers, again? And maybe again?
This repeated process is essential to ensuring we
authentically bring our conceptsto life, adhere to the
needs of our avatars, and get that guest journey right.

Alittle more pressure on the block plan is particularly

rewarding once we move into the more complicated areas
of schematic design. The confidence of a locked-in block

plan gives us the liberty to shift our focus to creating the
vibe with touchpoints of art, furnishings, and décor.

“The spais like a Swiss watch
—a series of manyfine movements

and moments. Aguest will encounter

several minijourneys, from arrival to
treatment. So when we envision a
thematicjourneyand curate the
emotional touchpoints, we must be
INntune with the multitude of things
happening along thatjourney”

Emlyn Brown / Accor

ACCOR

Back to the
T Table of

Contents

Step-by-step process
bringing block to reality?

1. Gather Requirements and Plans

N2

2. Site Survey and Measurements:
N

3. Develop Initial Concepts

N2
4. Define Guest AVATAR

N2

5. Create Area Program

N2

6. Stress Test the assumptions.
2
7. |dentify Zoening Needs
N
8. Flow and Circulation
Guest mapping.
N

9. Focus on back of house support
and delivery. Stress Test your
planning.
N2
10. Adjust for Accessibility and
Ergonomics
N2
11. Include space for MEP planning.
N2

12. Translate Zones into a Block
[ayout

13. Refine and Iterate

N
14. Final checks before you present.

N2
15.Client Presentation and
Approval

WELL/BEING
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First, salon and beauty services in hotels tend to be
unprofitable, underused and inhabit 80-100 sgm of
space that could be better aligned with the wellness
journey. We can add more value for our guests by
booking them with top quality local service
providers.

Second, foryears there has been an expectation to
add 50 sgm ofyoga space to hotel gyms, and it is
rarely used. Let's fold that studio into the gym and
create a strong 225-sgm fitness area with a creative
and immersive exercise experience. Or repurpose it
for recovery treatments.

Third, save the juice bars for hotel F&B. Unless
we have created a very large-scale well-being
destination where there is café space for guests
to meet up and linger, there is no advantage to
bringing F&B into the spa and well-being center.

Many of our hotels can aim to free up some 175to0 180
sgm of space which can be repurposed with more
profitable, more experiential elements that align
with the spa and wellness design. This leads to better
returns, lower waste, and fewer costs for hotel
owners.

“You don't have to have everything,
everywhere. You can be highly
focused on a selective guest
segment. Excel in that segment,
become known for it. When you
focus on excellency, you'll build a
loyal customer base. Understand
your guests well, because your
guests know exactly what they
want.”

Ingo Schweder / GOCO Hospitality

A

ACCOR

Treatments must be profitable A
simple rule is that a treatment, or
any service offering, must be
profitable. If a treatment does not
make money at a destination, don’t
doit. Be wary of spa design plans
with numerous treatment rooms,
but no amenity, no fitness, and no
Aquatonic or thermal. Aspace of
400 sgm isenough to create a
compelling self-guided thermal
and fitness experience, requiring
no staffing, while delivering a
strong wellness and well-being
outcome for guests.

WELL/BEING
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Not the size
but ho v you use it
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Notwithstanding our position on space as a luxury
when it comes to thermal wellness areas, our design
teams advise caution when it comes to huge spa
developments. We can actually do a lot with 1,000
sgm.

When we see spa proposals over 1,000 sgm of space
plus pool-we must question the value. Isthere a
business imperative for a design at that scale? Are
we oversizing our facilities? What dowe need to be
effective for our avatar in this location? This should
dictate the options for size and use of space.

Averysolid business plan is necessary to overcome
the costs of an oversized space. Where we do have
that business plan, along with proof of concepts, we
can and do build spectacular spaces over 1,000 sgm.

ACCOR
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According to RLAs Wellness
Real Estate Report 2024, “the
biggest gainers last year were
hotels with minor wellness
plays, generating less than $1
million or 10% of revenue from
wellness. These stood out with
an impressive 26% increase in
average total revenue per
available room, or TRevPAR”

The250:square metre spa at
Le Saint Gervais Hotel & Spa -
Handwritten.Collection invites
gueststo immerse themselves
in an oasis of relaxation.
Facilities include an indoor
pool,Jacuzzi,sauna, and three
dedicated treatment rooms.
The spa partners with [ Comfort
Zone ], to provide innovative,
long-lasting wellness
treatments tailored to each
guest's unique needs, from
revitalizing facials to
personalized body treatments.

WELL/BEING
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http://www.wellnessrealestatereport.com/
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Not your parent’s gym

How,the delivery of
exercise Is shifting

Among a world of generic cardio
driven weight rooms, there is huge
opportunity to surprise and delight
guests through strong fitness design
and a smarter, more modern
approach to equipment selection
and layout. As strength training and
fitness forms have evolved, our hotel
fitness centers are making space

for more movement based zones.

ACCOR WELL/BEING
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Guests are free to explore individualized equipment,
such as free weights, kettlebells, ViPRs, jump ropes,
exercise balls,foam rollers, or stretching bands.

We provide mats with ample room for Pilates,

yoga, stretching, warming up or cooling down.

?
We are also prioritizing space for recovery and Accor's research
longevity technology — cryotherapy, compression, reveals that
infrared, lymphatic drainage, Hyperlce, Normatec,
and more. Healing and fuel recovery are essentialto a acCross -

holistic wellness program. itsurbanand _

Our goalisto create space for guests to customize resort locatio ns,

their experience and keep up their fitness routines an average of-
while traveling. We equip them with the advantage 0 0 :

of leading-edge tools and technology, while >4 10 BQ /o__ Of )
immersing them in the comforts of our hospitality uasts will visit i S
brands.

ot Ifitnes“s;" !
areas,; versus 5%
to 7% Whovisit its

spas.
*“When itcomes to wellhess and
recovery facilities, we do not want
guests leftto theirown devices,
picking the low-hanging fruitand
the thingsthey're nottoo scared
of, because it'sthejourneyand the
consistent use of these bits of
technologythat ultimatelyyield a
quality effect. They must also be
combined with fithess, lifestyle
coaching, and nutrition to getthe
outcome thattheywant.”

Harry Jameson / Pillar Well-being

ACCOR WELL/BEING
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Wear] a our hea;t_. _

Providimglan innovati
or digital experience ghat allows
guests to integrateAheir own devices
can be profoundly impactful. Accor
1S continuo!lyexploring ways to
connect with our guests through
partnershl’s with health and fithess
providers such as Cronometer,
Pelotoﬂ and Technogym.

ACCOR WELL/BEING
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Some of the ways we can support the ‘bring your
own device' culture iswith docking stations
alongside mats and free weight areas; allowing
AirPlay and Bluetooth access to big screens; and
equipping bikes and cardio machines with
smartphone holders. We also see the potential of
enabling guests to connect with our fitness
environment through personal devices such as
smartwatches, Oura Rings, and Whoop.

«We match the physical

with the virtual, so if your guests
bring content for

a specific modality—such

as bartraining —you need

the requisite equipmentto
match. That creates a much
more immersive experience and
a different type of digital
experience than they would
typicallygetathome.”

Bryan Green / Fitness Design Group

ACCOR
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Many of our spa
environments, such as

the Fairmont Spa at the
Claremont, have a policy
of no mobile devices. While
health tracking and activity
monitoring in the fitness
area is a priority for many
guests, it is also important
that we provide spa or
recovery areas that
encourage presence,
mindfulness and of course,
respect privacy concerns.

Almostone in three
Americans uses a wearable
device, such as a
smartwatch or fitness band,
to track their health and
fitness, according to the
2023 Health Information
National Trends Survey.
Another 2023 study

by Morning Consult found
35 percent of US adults use
wearables, while two in five
US adults use health related
apps on their smartphones.

WELL/BEING



https://www.nhlbi.nih.gov/news/2023/study-reveals-wearable-device-trends-among-us-adults#:~:text=Almost%20one%20in%20three%20Americans,Health%20Information%20National%20Trends%20Survey
https://www.nhlbi.nih.gov/news/2023/study-reveals-wearable-device-trends-among-us-adults#:~:text=Almost%20one%20in%20three%20Americans,Health%20Information%20National%20Trends%20Survey
https://pro.morningconsult.com/trend-setters/use-of-digital-health-apps-wearables-growing
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" otional well-being
|t matters most

At Accor, our design process guides
us through an evaluation of the space,
ing the areas where guests

B VAY,

thermal and poolareas certain fitn SS
zones, and arrival or reception areas.

WELL/-BEING



Spa guests wear robes and sip tea as they await
treatments, often without phones to occupy their
attention. In the gym, they rest between sets, letting
their gaze fallwhere it may. At the pool, they rest
along the edge, or lie on a chaise and observe. In each
case, whether they encounter emotionally uplifting
views, or bland walls, is up to the design team.

With thoughtful collaboration between owner,
brand, architects, and design team we can create
powerful and intentional moments of well-being
for our guests that might otherwise be overlooked.

“We design spaces that create
an emotional response —truly

meaningful moments orauthentically
found’ experiences. Sometimes our

guests share those encounters on
social media. Ourdesigns then
become amplified and ourreturn
on investmentis the significant

resonance they have in terms of reach,

driving occupancy and rates and

everything else.We don't design for
social media, butwe can certainly reap

the benefits of social marketing.”

Anne Becker Olins / Accor

ACCOR
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There S an-assumption
that-Spa-desigh-is-all
about-treatmentrooms=
a-Aotion-thatourdesign

teams challenge.Queston

spend-mostoftheir =
treatmenttime at rest,
with-eyes-closed. Shift
the focus from visual
design to the \

enhancing the feel of the
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In larger spaces, we have the luxury of making a
more significant emotional impact. At Pullman
Power Fitness - Montparnasse, a lighting
installation at the entrance to the gym creates a
massive prism effect. As guests pass in front of it, or
stop and jump into the air or dance among the light,
their bodies are immersed in the colorful refraction.
The smile-inducing, endorphin-boosting installation
uses just a simple concrete wall, prism light, and the
guestswho enter and exit the fitness space.

“Forajoyous moment,

atthe entrance of the gym,

you become art - reflecting your
Mood, your posture,

your dance, your moves.
Afteryourtraining, you leave and
witness the shift, as once again
your spiritis captured

inthe art. You are art,and thatis
the whole concept.”

1]
:
<
.

Marie Soliman / Bergman Design House
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These design elements do not have to be costly

or grand in scale, they are merely touchpoints

along the guest journey. In thisway, we can
contribute to an emotional or physiological reaction,
raising or lowering energy levels, as guests enter

a space orembark on a certain activity.

“We are ushering guests to those
very brief moments of openness,
where emotional experiences can
resonate. On a massage bed inthe
spa, facing downward, the mind is
open to creating associations with
otherstimuli. Maybe the floor has
an element that relates to the spa’s
thematic journey. Later,on the
locker door, another motif. Creating
a narrative is about connecting
moments with the right messages
in the right places.”

Tal Danai /ArtLink

ACCOR
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«Wellness has evolved from a trend into

a coregeillanof luxury hospitality and design,
redefini OW-We approach comfort,
indulgence, and connection. Today's affluent
travelers seekmeore than beautiful spaces;
they desire environments that nurture their
physical, mental,and emotional well-being.
By integrating thoughtful design,
sustainable practices, and immersive
wellness experiences, we are creating
sanctuaries thatinspire balance, foster
rguvenation, and elevate the meaning of
modern luxury.» O

Camille Lopeo/ VP, Emblems Collection, Wellness & The Purist

E =T
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y for hotel guests, ACCOr
Inues to push the
boundaries of traditional fitness

X

and wellness facilities.
y V.
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Boutique gyms, global fitness brands, and
club-based membership programs create
several advantages for our hotels.

- Higher, steady and predictable revenue
streams allow us to make deeper investmentsin
advanced health and wellness technologies.

- Consistent stream of guests creates demand
for more personalized experiences and
more fulsome group fitness offers.

- Greater ability to expand employment
opportunities with less risk integrates the hotel
more closely

with the local market and community.

“‘Opening the doorstothe
community is having a big
Impactin how Accordesigns and
develops our hotels. Creating
streetaccess and building inthe
opportunity fora membership
base helps us deliver on our
owners visions. Italso enriches
the experience for hotel guests
when they can mixand mingle
with people who live and work in
the neighborhood.”

Agnés Roquefort / Accor

ACCOR
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Design Impacts

- Larger space & more equipment
- Diverse programming

- More showers & lockers

- Street access

- Membership benefits

Advantages

- Recurring revenue model

« Future-proofs ourconcepts

- Encourages guest
‘stickiness’

- Localvibe adds energy

- Boosts community ties

WELL/BEING




Fairmont Windsor Park is one of the leading
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https://experienceispa.com/press-releases/2024-ispa-consumer-study-reveals-trends-of-active-spa-goers/
https://journey.travel/insights/the-rise-of-spa-memberships-how-can-hoteliers-capitalise-on-this-growing-trend
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The spectacular 2,500 sgm wellness facility
at Raffles London at The OWO features
Pillar Well-being by Harry Jameson —
designed for sophisticated, health-curious
individuals. With an emphasis on
movement, nourishment and recovery,
personalized programs delivered by expert
trainers focus on strength am@kstress reliefi
Nearly 70% of the guests are locals or
residents and 30% are hotel guests.

“Designers talka lotabouttheability todisconnect people
from dailylife by giving them something unexpected.t's in
those'moments of surprise and wonder that people drop
theirtension and think of thingsthey would not normally
consider. It opens a creative window. At Raffles London at
The-OWorguests open a set of double doors and theresisa
beautifully-lit, sweeping staircase that descends intothe
poolarea. Atthe mid-point of the double-height space, the
huge arches come into view —this is where guests stop,
awestruck. The intervention of that staircase isa complete
luxury—it'staking up prime Londonreal estate space with
a completelyindulgent feature —and thatis part of the
Raffles characteras well.”

Jo Littlefair / Goddard Littlefair

A
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The «we» of wellness

Social bathing and
sweat culture

ACCOR

The rise of hot and cold plunge circuits
reflects a growing interest in holistic
wellness andinatural therapies. These
ancient rituals are being revived by

a new.generation of Spa-goers who
enjoy the socia] aspect of gathering
to sauna, swim, bathe, and view it as a
healthier alternative to socializing in
bars or nightclubs. Whether it's
communal bathing, swim clubs, or
pool parties — water creates inviting
opportunities to gatherand enjoy
social experiences and moments of
profound well-being.

WELL/BEING



Research confirms this growing desire to gather,
connect, and enjoy a sense of community while
engaging in health and wellness pursuits. Mindbody
reports that in the US, 43% of consumers view
community asveryimportant

part of wellness experiences; while American Gen Z
and millennials are most interested in the community
aspect of wellness, with more than 25% saying they
focus on wellness to feel connected with others.

“Younger generations are really a
target for us. We need to make
wellness experiences inviting

for them, develop a program

so the spa is accessible for them.
We can provide the support for
young people to have a better
quality of life, inspiring them to eat
better, exercise and sleep better.
We have a role, even if a social role,
to play in that.”

Ghislain Waeyaert / Bbspa France

ACCOR
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Tips for modern

bathing experiences:

- strong thematic design

- guided thermal journeys

- ample space for socializing
- sauna at center stage

- cold plunge for longevity

- explore new modalities

- blend indoors with outdoors
- mixed gender experiences
: Create avibe that resonates

WELL/BEING



https://www.mindbodyonline.com/business/education/blog/wi/5-wellness-trends-watch-2023

Fairmont Hotels & Resorts, renowned for its
naturally abundant destinations, has long
understood the value and virtues of creating
extraordinary social wellness experiences around
natural advantages, such as glacial lakes, saltwater
pools and hot springs. Watch for the debut of several
purpose-built sauna and bathing concepts, such as
the new eco-friendly thermal wellness bathing spa at
Fairmont Chateau Lake Louise, and the upcoming
private members’ day spa at Fairmont Hanoi,
featuring traditional Asian bathing rituals, steam and
sauna.

Swissotel Cesme elevates the thermal bathing
experience with its array of wellness offerings,
deeply rooted in the natural healing powers of
mineral-rich seawater. The hotel's signature
Thalasso pools, naturally heated by geothermal
magma, provide a therapeutic retreat known for
alleviating ailments like rheumatism, arthritis, and
muscle tension. These immersive, mineral-packed
waters combine the restorative elements of nature
with a sophisticated thermal design, creating a
wellness journey that complements the steam
rooms, saunas, and holistic fithess amenities. An
outdoor ice bath brings a refreshing contrast to the
warmth of

the Thalasso pools, embodying the power of thermal
transitions to invigorate both body and mind.

Nestled within lush, landscaped gardens, the
5000-square-meter PUrovel Spa & Sport at Swissotel
Wellness Resort Alatau Almaty offers an expansive
wellness experience designed to immerse guestsin
pure relaxation and revitalization. The facility offers
authentic Turkish hammam, steam rooms, and
saunas, along with both indoor and outdoor thermal
pools.

ACCOR
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“Movementin
nature hasa
significant role on
decreasing the
physiology of stress -
what we call
oJfe]elallIERWENE
seeing the rise of
cold waterand wild
swimming for many
good reasons. Cold
acceleratesthe
nervous system for a
calming effect, and
when we're in
Nnature, our bodies
recognize that. The
scenery plays a role
in telling the brain,
you're somewhere
whereyoushould be
recharging and
recouping.”

Oliver Patrick / Co-Founder of
Future Practice
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Get cozy with thermal
. expertise

*.Navigating the

. complexities of thermal
=

Swimming pools, steam rooms
"\ and saunas are a given, but how
~  dowe take these elementsto the
next level to achieve a thematic, self-
guided wellnhess journey? How do
- wetransform an amenity into a
1 ~ profit center?
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Bringing a hotelier'sthermal dreams to reality
requires the guidance of a thermal MEP specialist.
The importance of working with mechanical,
electrical,and plumbing engineers with specific
experience in thermal and hydrotherapy
technology, cannot be overstated. The complexity
of these projects requires highly specialized
capabilities in planning, construction, and thermal
engineering.

The cost of working with a specialized thermal MEP
team right from the start issmall compared to the
cost of fixing damage that inevitably occurs without
MEP guidance in the planning and construction
stages. When it comes to thermal projects, there are
no minor problems —only massive impacts to
profitability and guest experience.
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Thermal MEP factors

- Spatial planning -
achieving a balance of space
for thermal, amenities, and
lounge, with awareness of
how much time guests
spend in each area

- Material suitability - from
the thermal conductivity of
the floor finish in the sauna
to the specialized humidity-
resistant finish on the HVAC
side of the walls

+ Ventilation and drainage -
how air and water flow into
the property, how they
circulate, and how theyare
expelled

- Guest safety — underfloor
heating not only feels good
on bare feet, it helps
evaporate water on floors,
reducing the risk of slips and
falls

- Energy efficiency -
innovating with sustainable
solutions such as solar power,
geothermal heating, heat
exchangers, steam room and
hammam exhausts, water-
saving poolfiltration, and
pool covers

WELL/BEING




*“When itcomes to thermal
planning, space equals luxury. This
is especiallytrue if you have a mix
of hotel guests and members. If the
area feels crowded, orthere is
insufficient lounging room and
guests can't find somewhere to sit
between their circuits, ortheyend
up standing around not knowing
whatto do or where to go, theywill
feel uncomfortable and won't |

"

ign for Leisure
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The Guide to Hydrothermal
Spa & Wellness
Development Standards
(4th edition) is an essential
primer on the latest trends,
technology and benefits that
hydrothermal bathing offers
and the best ways to
incorporate these features
into gyms, fitness centers,
urban bathhouses or hotel
spas.

WELL/BEING
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For decades, the ubiquitous hotel pool
has enjoyedan u ncd_‘ntestec;l:existence.
- Invariably, all-purpose hotel pools were
— builtinthe range of 20-25 sgm by

.. 10 sgm, or 200-250 sgm of space.

E f' Given this substantialamount of real

. estate and expense, its worth =
<ﬁuest|on|ng how canwe do thisin a
,:..'* better way? -

WELL/BEING
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Imagine taking a single 200 sgm
pool and transforming it into

a 75 sgm kids' pool, a 50 sgm
Aqguatonic pool for adult
relaxation, and a 70-80 sgm
standard pool for swimmers.
Profoundly improved guest
experiences.

The answer lies with the avatar. Who is the ideal guest
and how are they using the pool? Accor's research
indicates that less than 1% of hotel guests are
interested in lap-based lane swimming. Most want a
pool for the chance to take a dip, cool off, and lie
alongside it.

Families, however, use hotel pools extensively

with their children. Yet are those pools built with
the needs of families in mind? Are the depth

and size appropriate? Are we offering space and
separation for child-free guests? Could we create a
more animated and enriching pool experience for

5 .
everyone? These are questions that must be asked. e

pPoOo}

“Our pools are a vital area

of hotel design and should be
positioned as anchors around
which we create experiences
of holistic well-being and social
wellness.We must consider how ciao
to tailorour pool experiences 75 sqm
to keep them relevant for current
and future generations of guests.”

Double swimming
lane 75 sgm

Aquatonic
Emlyn Brown / Accor Pool

50sgm

ACCOR WELL/-BEING




‘notoriusly hard to
please teens will
undoubtedly appreciate the
hotel's indoor pool with its

chedelic murals on
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The Purist Retreat & Spa at Cures Marines de
Trouville - Mgallery is an exclusive luxury wellness
concept that enriches the hotel's traditional
thalassotherapy experience and invites guests

to elevate their health and well-being through a
combination of care, movement, nutrition and sleep.

“The Purist embodies Accor's response to a growing expectation of our
guests, looking for both physical and mental well-being. Rooted in 4
complementary pillars - beauty, nutrition, sleep and movement - this
holistic approach redefines wellness ‘codes, catering to a demand for
transformative retreats. Designed with a strong CSR commitment, The
Purist seeks to take care of its guests just the same way it takes care of
the environment and local resources. Since it became a reality at Les
Cures Marines Trouville—MGallery Collection, the Purist has already
proven its success and relevance to our consumers’ new expectations,
and lam thrilled tosee it's been nominated for Spa of the Year Europe at
the World Spa & Wellness Awards 2025."

Maud Bailly/Accor

-

-_—
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Optimizing Design
for Operational
Excellence

-ase of delivery
IS everything

As all of us in the hospitality industry
well understand that the labor
challenge is one of the biggest issues
we face. Traditionally, spa has been a
high-labor-cost, lower-margin
business. Today, we have two issues:
the increasing cost of laborand the
lack of staff.
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As a result, we cannot keep building facilities that rely on
a substantial labor component. In terms of
programming, we must pivot towards delivery that is
more self-guided, more experiential,and more tech or Al
supported. From a design perspective, we need to create
zones and program areas that are less reliant on staffing.

Thought-starters:
- Can we move products and merchandise

into spaces that require less staffing?

- What are some ways we can reduce
the need to staff a key area?

- Isthere a more effective approach to back of house and
how we can make that more seamless?

- Can we create more self-guided experiences
within fitness or thermal areas?

- Arewe able to automate arrivals with
self-check-in technology?

- Can we have a more streamlined approach
totechwhen it comes to treatment delivery?

- How can we incorporate more tech-driven experiences?

“We must balance human
connection with the use of
non-human aspects.We have
Increasingly sophisticated
consumers—-who walkinto a fithess
space and train on theirown
because they know whattheywant
and howtoachieve it. Theyare
already self-guiding and co-creating
their experiences in our spaces. So
how we adapt, manage, and train
ourstaffis being driven notonly by
the l[aborshortage, butalso by
consumers keen to co-create their
own experiences.”

Sonal Uberoi / Spa Balance Consulting

A
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Wellness design
guides

Hotel owners and developers who work with Accor’s design
team have access to our proprietary series of wellness
design guides. We have created comprehensive guides for
each of our brands, along with performance specification
documents that support our efforts to realize exceptional
wellness and well-being design.

Each Technical Spec Document for Wellness contains over
350 pages of technical specifications. These guidebooks
provide best-in-class documentation for our teams to use
with ownersand designers to achieve outstanding spa,
fitness and wellness concepts.

The content includes best practices, references,

and benchmarks that will help in advising and supporting
our colleagues, our partners, our suppliers, and our hotel
owners through the design process.

A
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We are incredibly grateful to the
following individuals:

il

Bryan Green Tal Danai Ingo Schweder Oliver Patrick

Founder of Fitness Founder & Creative Founder & CEO at GOCO Co-Founder of Future
Design Group Director of ArtLink Hospitality Practice

Marie Soliman Don Genders Josephine Leung Sonal Uberoi

Founder & Creative CEO & Founder of Managing Partner at Founder & Wellness
Director at Bergman Design for Leisure GOCO Hospitality Director at Spa Balance
Design House Consulting

"t wm

Ghislain Waeyaert Harry Jameson Jo Littlefair Anne Becker

President of bbspa Founder & CEO of Pillar Co-founder & Director of Global Chief Design &

France Well-being Goddard Littlefair Technical Services Officer
Luxury Accor

|

Maud Bailly Agnés Roquefort Damien Perrot Camille Lopeo
CEO of Sofitel Legend, Global Chief Development  Global Chief Design, VP, Emblems Collection,
Sofitel, MGallery and Officer, Luxury &Lifestyle -  Technical Services & Wellness & The Purist -
Emblems - Accor Accor Innovation Officer Accor
Premium, Midscale and
A Economy Brands - Accor

ACCOR WELL BEING


https://www.linkedin.com/in/anne-becker-olins-30944438/
https://www.linkedin.com/in/anne-becker-olins-30944438/
https://www.linkedin.com/in/bryangreen/
https://www.linkedin.com/in/marie-soliman-berglund-31ba2b3b/?originalSubdomain=uk
https://www.linkedin.com/in/josephine-leung-2005241/
https://www.linkedin.com/in/don-genders-7a97716/?originalSubdomain=uk
https://www.linkedin.com/in/sonaluberoi/?locale=es_ES
https://www.linkedin.com/in/harry-jameson-379192a7/?originalSubdomain=uk
https://www.linkedin.com/in/jo-littlefair-30367128/?originalSubdomain=uk
https://www.linkedin.com/in/ghislain-waeyaert-b829581/?originalSubdomain=fr
https://www.linkedin.com/in/taldanai/?originalSubdomain=uk
https://www.linkedin.com/in/ingoschweder/
https://www.linkedin.com/in/oliver-patrick-0b61776/?originalSubdomain=uk
https://www.linkedin.com/in/camille-lopeo-3a22752a/?originalSubdomain=fr
https://www.linkedin.com/in/damienaperrot/?originalSubdomain=fr
https://www.linkedin.com/in/agnesroquefort/?originalSubdomain=fr
https://www.linkedin.com/in/maud-bailly-52b15881/?originalSubdomain=fr
https://www.linkedin.com/in/camille-lopeo-3a22752a/?originalSubdomain=fr
https://www.linkedin.com/in/damienaperrot/?originalSubdomain=fr
https://www.linkedin.com/in/agnesroquefort/?originalSubdomain=fr
https://www.linkedin.com/in/maud-bailly-52b15881/?originalSubdomain=fr
https://www.linkedin.com/in/marie-soliman-berglund-31ba2b3b/?originalSubdomain=uk
https://www.linkedin.com/in/ghislain-waeyaert-b829581/?originalSubdomain=fr
https://www.linkedin.com/in/taldanai/?originalSubdomain=uk
https://www.linkedin.com/in/bryangreen/
https://www.linkedin.com/in/don-genders-7a97716/?originalSubdomain=uk
https://www.linkedin.com/in/harry-jameson-379192a7/?originalSubdomain=uk
https://www.linkedin.com/in/ingoschweder/
https://www.linkedin.com/in/sonaluberoi/?locale=es_ES
https://www.linkedin.com/in/josephine-leung-2005241/
https://www.linkedin.com/in/jo-littlefair-30367128/?originalSubdomain=uk

Back to the
T Table of

Contents






