Living in the present

Suzanne Aaronson & Lauren Steventon

AT will luxury travel be like in the future? In the dictionary, luxury can be
s / \ / defined as either something expensive or hard to obtain’ or something
inessental but conducive to pleasure and comfort’. Two quite different
things — and therein lies the key.

What characterised the classic hotels of yesteryear (think London’s Connaught or
Venice’s Cipriani) was the white glove service: names remembered, favourite flowers
bought, preferences noted down and recalled. Many properties still do this. Visit the
Cipriani any time soon and no

doubt you’ll run into the lovely
Laura di Bert who will always
welcome you with the kind of
smile and joy usually reserved
for close family, for whom
nothing is too much trouble —
and who always has time for
her guests, everyone of whom
she greets by name.

However, in some areas
of the travel industry it seems
that this old-fashioned charm

Old-fashioned charm has
been in short supply...
expense and mndulgence
more important than
providing a truly
special environment

has been in short supply. In-

stead the projection of expense

and indulgence became more important than providing a truly special environment.
Hotels were the tallest this, or the most expensive that; and talked loudly about food
flown in daily from exotic locales or suites decorated in the most rare and precious of
materials. And people stayed at them. Of course: they were ‘luxurious’.

But, as we all know, the world has changed. As the economy slipped into recession,
we started thinking about what really mattered to us all along —what really is a ‘Tux-
ury’. Experiences — our special memories — are worth more than all the gold-plated
bathtubs in the world; and always have been. What consumers are seeking from travel
now is the luxury of experience.

Sure, sometimes that means the latest tech gadgets, an Olympic swimming pool or
chandeliers and marble bathrooms, but equally it is a bespoke camping adventure up
the Amazon or simply a smaller property with an exceptional welcome and staff who
really care. John Sotirakos. Development Manager of Porto Zante, says that for him,
luxury is “a blend of natural materials, like handcrafted antique marble,
local wood and stone, with a modern and simple summer architecture
and decoration.” Sounds perfect.

This isn’t a revolutionary position: throughout the industry, we’re finding smart
people repeating the same thing. Alan Fuerstman, CEO of Montage Hotels and
Resorts a hotel group we rate highly on www.whatsworthit.com), told us that for him
luxury is “unobtrusive service offered by passionate staff who embrace
all that is good in Life. Luxury is highly personalised and it is very
important that the style of service is befitting of a gracious, more humble
approach, as opposed to the old notion of pretentious luxury.” We need
to look back to the past and analyse the kind of service and luxury that travellers
historically demanded. before we were blinded by the glare of the chandelier reflecting
off those crystal headboards. ..

Can you imagine a2 world where vour pillow choice is more important that your
overall enjoyment: where vou have champagne on tap but the concierge is an iPad?
Whether we are rekiing the Andes. or lazing by the pool, luxury travel in the
future must enrich our Lives and provide us with special memories and
human connection we will cherish. It is about making things special in
the present, and being in the present.

Suzanne Aaronsen is founder, and Lauren Steventon managing editor,
of What’s Worth It & Worth It e-Publishing www.whatsworthit.com
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