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From luxury goods to luxury experiences……
Consumption of “Luxury Services” are growing faster than Luxury 
Goods, saying they are spending more on “Experiences” rather than 
goods.

从奢侈品到奢华的体验……
奢侈品的服务消费增长比奢侈品还要快，据说他们在体验上的花费比奢侈品还要多。



FASHION

CARS

POSSESSIONS

OR THE LUXURY EXPERIENCE

A SENSE OF LUXURY

时尚

汽车

资产

奢华体验

品味奢华



THE LUXURY OF PLACE

THE LUXURY OF FAMILY

THE LUXURY OF ESCAPING

LUXURY  EXPERIENCE

=
CREATE A SPECIAL   
E X P E R I E N C E  T O 
CELEBRATE  LIFE ’S 
A C H E I V E M E N T S

THE LUXURY OF TIME 奢华时光

奢华境地

居家奢华

世外桃源

体验奢华之旅，
成就美好人生

奢华体验



The demand of “Experienced Based Activities” such as hotels, 
spas, wellness retreats and travel are expected to continue 
to grow in line with the

“Increased Disposable Income”

and 

“Increased Leisure Time”, 

so many investors and developers 
are making strategies to capture this market opportunity.

Because of China’s:

“Diversity”, 
“Unique Cultural” and 
“Natural Environments”, 

the emerging resort destinations shall 
increase in demand.

基于“可支配收入增加”和“闲暇时间的增加”
有着“丰富活动体验”的酒店、水疗中心、健康会所和旅游有望  
继续增长，因此很多的投资者和开发商正在制定战略，捕获这  
个市场的机遇。

由于中国多样又独特的文化和自然环境，新兴的度假目的地将增  
加需求。



ECONOMIC OVERVIEW

It’s all about economics…..
China is expected to register a GDP growth of 8.5% in 2011 and 9.0% in 2012, 
with the Consumer Price Index (CPI) also growing by 5.5% and 3.0% respectively. 
It is predicted that China will be the world’s largest economy by 2020, and that 
the country will contribute 23% of global GDP by 2030.

There are 56 million “outbound” China travelers today, and that number is 
expected to grow to 100 million within 10 years. Not only is China is expected to 
surpass US business travel by 2015, but the Asia region is expected to account for 
more than 41% of the worldwide growth in outbound travel and tourism over the 
next decade. “Inbound”, China is the world’s third-largest tourism destination, 
according to the United Nations Tourism Organization.

Given the robust economic growth of China, hotel leaders are positive about the 
growth of the hotel industry and that 2011 will be a record year for hotels and 
resorts in the country. The Chinese domestic market, powered by the increasing 
affluence of the middle class, will continue to drive demand at hotels. The MICE 
market is identified to be a key market segment moving forward. 

经济综述

这都是关于经济......
中国有望实现GDP（国内生产总值）在2011年增长8.5%和2012年增长9.0%，随着消费者价格指数(CPI)同样分  
别增长5.5%和3.0%。可以预计到2020年中国将是世界上最大的经济体，到2030年这个国家将贡献全球GDP的  
23%。

今天中国的“出境游”旅游者有5600万，而且这个数字有望在十年里增加到1亿。不仅是中国有望在2015年超过美  
国的商务旅游，在未来十年，亚洲地区在出境游和旅游方面有望占全球增长的41%之多。根据联合国旅游组织统  
计， 中国是世界的第三大“境内游”旅游胜地。

考虑到中国强劲的经济增长，酒店领导者对酒店业的增长是肯定的。2011年将是这个国家的酒店和度假胜地的最  
高记录年。中国国内市场，受到中产阶级不断增加的影响，将继续驱动酒店的需求。会展旅游市场被认为是一个  
有前景的关键市场。



New hotel developments in China account for about 56% of the 334, 586 new 
hotel rooms to enter Asia in the next 3 to 4 years, and that hotel room 
inventory in China will increase by about 16% over this period.

China is now the world’s second largest economy and the primary force in 
driving current global lodging development growth. At the end of Q4, China had 
the second largest Total Pipeline of any country at 1,182 projects  with 323,194 
rooms. For the second consecutive quarter, China led the world in Construction 
Starts, with 139 projects/25,498 rooms in Q4. Also, for the first time ever, the 
country exceeded the United States in New Project Announcements (NPAs) into 
the Pipeline, with 155 projects/30,191 rooms.

As an example; IHG reported the strongest growth in their mid-scale brand – 
Holiday Inn Express, and revealed plans to launch a new product to be specially 
designed for the Chinese market. Extensive research has been conducted on 
domestic consumer preferences, and the new product will be launched soon.

在中国新的酒店发展在334,586家，新酒店房间占大约56%将，会在未来3到4年进入亚洲，在中国酒店  
房间的库存将在这个阶段增长大约16%.

中国现在是第二大经济体，是驱动目前全球出租住房发展增长的主要力量。到了第四季度末，中国有  
1,182个项目，323,194间房间，总和管道占任何国家的第二大国。在连续的第二季度，中国领导世界在  
建筑方面破土动工，在第四季度有139个项目，25,498间房间。同样，有史以来第一次我国在新项目声  
明(NPAs)中超过了美国，进入正规，具有155个项目，30,191间房间。

作为一个例子，IHG报告了在中期规模品牌中最强劲增长的快捷假日酒店，透露了计划启动一个新产  
品，特别设计给中国市场。并执行了关于国内消费者偏好的粗放地调研，不久这个新产品就将启动。



Boutique resort developers such as Banyan Tree will continue to grow in 
tier 2 and 3 cities that are close to target scenic locations with unique 
characteristics, it has already positioned itself as a leading luxury resort 
with locations in LiJiang, Ringha, Sanya and Hang Zhou and operates a spa 
in Shanghai.

Six Senses Resorts and Spas is also targeting China that will built the first 
China Resort in Qing Cheng Mountain, in Chengdu, Sichuan a UNESCO World 
Cultural and Natural Heritage Site with the concept to embrace Taoist and 
Chinese architecture and design principles to blend with the local terrain 
and complement that natural landscape.

精品店度假胜地开发者，例如印度榕树将继续在二线和三线城市发展，（这些城市）以独特的特  
点靠近目标景点，它已经定位自己为一个领先的奢侈度假胜地，地点在漓江，三亚和杭州，在上  
海运营一个水疗中心。

第六感度假胜地和水疗中心也瞄准中国，将在四川省成都市清城山，一个联合国教科文组织和文  
化遗产地建第一座中国度假胜地，以涵盖到家和中国建筑的设计精髓，又融入本土的概念，弥补  
自然景观的不足。



RESORT AND HOTEL DEVELOPMENT TEAM

CLIENT 

• VISION
• RESOUR CES

• EXPERIEN CE
• GOVER NMENT PARTNERSHIP

• INVEST ORS

HOTEL CONSULTANT

• FEASIBILITY STUDY
• DEVELOPMENT BUSINESS 

PLAN
• MARKETING RESEARCH, 

ASSESSMENT AND  ANALYSIS             
• CAPITAL INVESTMENT 

PROJECTIONS
• CAPITAL AND INVESTMENT 

STRATAGY
• FINANCIAL PROJECTIONS
• POSITIONING STRATAGY
• BRAND IDENTIFICATION AND 

OPERATOR SELECTION

HOTEL DESIGN 
CONSULTANTS:

• PLANNING, 
• LANDSCAPE ARCHITECTURE

• ARCHI TECTURE, 
• INTERIOR DESIGN 

• FF&E,
• ENGINEE RING,

• STRUC TURE, 
• MPE, 

• KITCHEN EQUIPMENT
• LAUNDRY EQUIPMENT

• ACUSTI C
• LIGHTING

RESORT, HOTEL, 
SPA MANAGEMENT
OPERATOR

• BRAND
• SERVICE
• QUALITY
• IMAGE
• DAY TO DAY OPERATIONS

CONTRACTOR

• COORDINATION OF ALL 
CONSTRUCTION AND 
PROJECT SCHEDULING

GOVERNMENTAL LIAISON

度假胜地和酒店开发团队

客户

• 目的
• 资源
• 经验
• 政府合伙制
• 投资者

政府组织联络处 酒店顾问

• 可行性研究
• 开发业务计划

• 营销调研，评估和分析

• 资本投资推测

• 资本和投资战略

• 财务推测
• 定位战略
• 品牌鉴定和运营商选择

度假胜地，酒店，
温泉浴场管理操作员

• 品牌
• 服务
• 质量
• 印象
• 日常运营

酒店设计顾问:

• 规划, 
• 景观建筑
• 建筑学
• 内部设计
• 软装
• 工程
• 结构
• 多协议封装
• 厨房设备
• 洗衣房设备
• 原声乐器
• 照明

承包人

• 所有的协调
建筑及土木工程项目调度















MARKET CLASSIFICATION

“CLASS” IS A GLOBAL INDUSTRY CATEGORIZATION 

WHICH HAS SIX MAJOR (6) SEGMENTS:

LUXURY

UPPER-UPSCALE

UPSCALE

UPPER-MIDSCALE

MIDSCALE

ECONOMY

BUDGET (USA)







TOP TEN HOTEL MANAGEMENT BRANDS
十大酒店管理品牌



TOP TEN HOTEL MANAGEMENT BRANDS
十大酒店管理品牌



2011.1.1全球十大酒店集团



2011.1.1全球二十大酒店集团



中国排名居首的酒店公司



CASE STUDY-HILTON















Super-Luxury

HOTEL TYPES AND CLASSIFICATIONS

BUSINESS
Biz-Resorts
Urban Resorts
Mixed-Use

MEETING AND 
CONVENSION

RESORT
(Unique experience)

Planned Community
Mega-Resort
Thematic
Golf
Beach

BOUTIQUE

Spa
Urban

Casino

Time-Share
Vacation 
Ownership

LONG-STAY 
SERVICE 

APARTMENTS

商务酒店
商务度假胜地
都市度假胜地
两者相结合

会见和会议

度假酒店
（独特的体验）

规划社区
大型度假胜地
主题型
高尔夫型
海滩型

精品酒店

温泉浴场
都市的

酒店类型和分类

超级奢华

赌场

时光共享
分时度假

长期逗留
酒店式公寓



BUSINESS HOTELS
商务酒店



Urban Luxury
都市奢华



Luxury Urban
5 Star Brand Based

五星级都市奢华酒店



MIXED-USE PROJECT
Hotel, Office, Service Apartments and Retail

More and More Urban Hotels are being incorporated into Mixed-Use 
Projects as a cornerstone of development.

商务结合度假型的酒店、
办公楼、公寓楼和零售业

越来越多的酒店已经把商务结合度假型的概念作为一种新的发展产业



Convention Hotel
大型会议酒店



Mega-Resort
大型度假胜地



Super Luxury and Iconic
超级奢华与标志性酒店



Super Luxury Resort
超级奢华度假酒店



Thematic Resort
主题型度假村



Thematic Resort
主题型度假村



Thematic Resort
主题型度假村



Urban Boutique
都市精品酒店



Spa Boutique
温泉精品酒店



Casino Hotel
精品水疗中心



Planned Community 
Beach Resort

规划社区
海滩度假胜地



Boutique Beach Resort
精品海滩度假村



Planned Community 
Beach Resort

规划社区
海滩度假胜地



Planned Community 
Golf- Resort

规划社区
海滩度假胜地



Golf Resorts
高尔夫度假村



Villa Resort
别墅度假村



T o p  1 0  L u x u r y  H o t e l  B r a n d s  p e r 
C h i n a  T r a v e l e r

For China's millionaires and billionaires, the brand matters when choosing 
hotels to stay in for a superior vacation. More than half of the rich favor 
high-end chain hotels, while one third prefer boutique hotels, according to 
the latest report on the country's luxury traveler market from Hurun, a 
publishing group targeted to the individuals of“ high net worth".

根 据 中 国 旅 行 者 评 选 出 的 前 十 名 奢 侈 酒 店 品 牌
对于中国的百万富翁和千万富翁，在选择酒店度一个高级假日时，品牌是要紧的。半  
数以上青睐高端的连锁酒店，同时三分之一选择精品酒店，根据最近的关于我国的奢  
侈旅游者市场的报告，来自胡润，一个出版集团专门对准目标”高净值“的个人。



The five-star Hyatt Regency is the flagship and the oldest brand of the US-headquartered 
Hyatt Hotels Corporation, a well-known international hospitality operator that manages 
more than 450 properties worldwide. The first Hyatt hotel was opened in 1957, and 
another two luxury brands, the Grand Hyatt (君悦) and Park Hyatt (柏悦), launched 
in 1980. Presently, there are more than 214 Hyatt Regency hotels with more than 90,000 
rooms in 43 countries. Hyatt Regency hotels mainly accommodate discerning convention 
and business travelers, as well as holiday-makers. The brand is well-known for its amenities, 
exquisite culinary options, extensive fitness equipment and distinguishable style.

10 Hyatt Regency (凯悦)



The upscale Marriott Hotels & Resorts is the flagship of the US-based Marriott International, 
Inc., an international hospitality company with about 3,400 properties worldwide. The 
company has repeatedly appeared on the Forbes' list of "Best Companies to Work for". 
Marriott features full-service hotels and resorts with amenities, gift shops, swimming pools, 
business centers and quality services. Presently, there are about 521 Marriott-owned hotels 
and resorts across the world.

9 Marriott (万豪)
Prague Marriott Hotel, Czech Republic



Established in 1897, the European-based Kempinski Hotels San Lawrenz is the oldest 
luxury hotel brand in Europe. The company runs a collection of distinctively deluxe hotels
with the finest traditions of its European hospitality. Presently, Kempinski boasts 62 
prestigious hotels around the world, which provide travelers and guests with memorable 
five-star vacations and luxury getaways.

8. Kempinski (凯宾斯基)
Kempinski Hotel Boao, Hainan, China



7. Sheraton (喜来登)

Dating back to 1937, Sheraton is the largest and most renowned brand of the US-based 
Starwood Hotels & Resorts Worldwide, Inc. It has an international portfolio of more than 
400 hotels in the premier cities and resorts in more than 70 countries around the world. 
Hotels operated under the Sheraton brand are aimed to provide home-away-from-home 
services for prestigious guests and travelers.

Sheraton Shenzhen Futian Hotel, China



6. Grand Hyatt (君悦)

The top-shelf Grand Hyatt is another important brand of the US-headquartered Hyatt Hotels 
Corporation. Grand Hyatts are large-scaled luxury hotels that offer up-market 
accommodations in getaway cities, featuring magnificent lobbies, advanced technology, and 
a full-range of business facilities and fitness centers. Grand Hyatt hotels mainly 
accommodate discerning travelers pursuing the comfort of home with customized services.

Grand Hyatt Melbourne, Australia



5. Peninsula (半岛)

Based in Hong Kong, the Peninsula Hotels group is an ultra-luxury hospitality operator 
under the Hong kong and Shanghai Hotels, Ltd. Only nine premium Peninsula Hotel 
properties are established in the following major cities: Hong Kong, Shanghai, Tokyo, 
Beijing, New York, Chicago, Beverly Hills, Bangkok and Manila. The Peninsula hotels are 
noted for their unique style, unparalleled services and luxurious comfort. Launched in 1928, 
the Peninsula Hong Kong is the brand's landmark hotel. It's the oldest hotel in Hong Kong 
and one of the most prestigious hotels in the world.

Peninsula Hong Kong



4. Ritz-Carlton (丽思卡尔顿)

The Ritz-Carlton is a deluxe hotel brand owned by the U.S.-based Marriott International, 
Inc., an international hospitality company with about 3,400 properties worldwide. Like 
Marriott, the company has repeatedly appeared on the Forbes' list of "Best Companies to 
Work for". Ritz-Carlton stands for the finest accommodations, dining options and highly 
attentive services in the world. The hotels feature amenities, 24-hour room service, 
twice-daily housekeeping, business centers and fitness facilities. Presently, there are 
more than 70 Ritz-Carlton hotels and resorts in the world.

Exclusive Club Lounge, Ritz-Carlton New York, U.S .



3. Park Hyatt (柏悦)

Another brand under the umbrella company Hyatt Hotels Corporation, the Park Hyatt sits
above its cousins in luxury. The Park Hyatt, launched in 1980, features elegant boutique 
hotels found only in premiere destinations and accommodates high-end individual 
travelers who desire highly personalized services in a refined environment. Presently, 
there are 26 Park Hyatt hotels in the most coveted vacation spots around the world, 
including Paris, Milan, Sydney and Tokyo.

Park Hyatt Maldives Hadahaa



2. Hilton (希尔顿)

With a history of more than 90 years, Hilton Hotels & Resorts is an international chain 
of luxurious full-service hotels and resorts held by the U.S.-based international hospitality 
company Hilton Worldwide. As the most recognized brand in the hospitality sector, the 
name Hilton is associated with stylish infrastructure, excellent services and cutting-edge 
innovations. As of 2010, Hilton had more than 530 hotels and resorts in76 countries 
with a room inventory of over 189,000.

Hilton San Diego Bayfront, U.S .



1. Shangri-La (香格里拉)

Earning the title of the world's top luxury hotel brand, Shangri-La is the flagship chain held 
by the Hong Kong-based Shangri-La Hotels and Resorts, the largest luxury hotel operator 
in the Asia-Pacific Region. Shangri-La hotels feature superior facilities and services expanding 
to countries outside Singapore, including Australia, China, France, India and Japan. 
Shangri-La's history dates back to 1971, when the first deluxe hotel opened in Singapore. 
Presently, the company boasts 72 hotels and resorts under the Shangri-La and Traders 
brands with a room inventory of more than 30,000.

Tower Wing Lobby, Shangri-La Hotel, Singapore



Luxury Resort Development Key Principles

1. Unique Experience:
To create and innovative and enlightening experience that rejuvenate our 
guest, Six Senses purpose.

2. Unique:
The resort should offer a combination of a unique setting, concept, design and 
service which cannot be easily replicated.

3. Location: 
The location should be naturally beautiful and unique, and provide a dramatic 
backdrop to the resort. Alternatively, the resort should be located in a n area 
characterized by distinct culture which attracts and enriches the guest’s 
experience.

4. Architecture and Design: 
The design of the hotel building should be unique and innovative, and in many 
cases, aim to blend with and or complement the natural environment.

奢侈度假胜地发展的主要原则

独特体验

创造，创新和启发，令我们的客人体验更年轻活力的感觉，是第六感集团的目标

独特
该度假胜地应该提供一个独特的环境，概念，设计和服务的组合，不能被轻易复制。

地点

地点应该是自然美丽和独特的，提供给度假胜地一个戏剧性的舞台。
做为选择，度假胜地应该坐落在一个以独特的文化为特色的地区，吸引和丰富客人的体验。

建筑和设计
酒店建筑物的设计应该是独特和创新的，在很多情况下，其目标是混合和弥补自然环境。



5. Exclusivity: 
It Is essential that luxury resorts and residences provide high degree of 
exclusivity to create demand for the resort and attract guest willing to pay a 
premium for rooms and or residences which have an exclusive nature.

6. Facilities: 
The quality, range and design of the facilities are often exceptional.

7. Service: 
The most important characteristic of a luxury resort, yet the most difficult to 
consistently provide, is a highly personalized level of service which creates a 
memorable impression and encourages repeat guest stays.

专营权
奢侈度假胜地和居所最基本是展现其独特之处，去吸引客人愿意为其超凡的景致和舒适的居  
住环境而慷慨解囊。

设施
质量、范围和设施的设计往往是例外的。

服务
一个奢侈度假胜地的最重要的特色，然而也是最难持续提供的，是维持很高的为私人服务的水平，留  
下一个可以纪念的印象，以增加回头客。



*****Sense of Arrival:
Unique Sequence of arrival to enhance the guest experience of expectation.



1. Unique Experience:
to create and innovative and enlightening experience that rejuvenate the guests



2. Unique:
The resort should offer a combination of a unique setting, concept, design and service which 
cannot be easily replicated.



3. Location: 
The location should be naturally beautiful and unique, and provide a dramatic backdrop to the 
resort. Alternatively, the resort should be located in a n area characterized by distinct culture 
which attracts and enriches the guest’s experience.



4. Architecture and Design: 
The design of the hotel building should be unique and innovative, and in many cases, aim 
to blend with and or complement the natural environment.



5. Exclusivity: 
It Is essential that luxury resorts and residences provide high degree of exclusivity to create 
demand for the resort and attract guest willing to pay a premium for rooms and or 
residences which have an exclusive nature.



6. Facilities: 
The quality, range and design of the facilities are often exceptional.



SERVICE IS AT THE HEART OF THE HOTEL EXPERIENCE TO 
CREATE A GREAT GUEST EXPERIENCE

7. Service: 
The most important characteristic of a luxury resort, yet the most difficult to consistently provide, 
is a highly personalized level of service which creates a memorable impression and encourages 
repeat guest stays.



STAR RATING DEPENDS OF FACILITIES AND SERVICE



SPA  AND  WELLNESS  CENTERS



SPA TYPES

HEALTH AND WELLNESS CENTERS

RESORT LIFESTYLE

RESORT SPA CENTER

URBAN

MEDICAL

水疗种类

健身中心

水疗生活馆

水疗度假中心

都市型



Sources:: HVS, CHTA, CREB Asia, Horwath HTL, China Business News, Lodging Econometrics, Hilton Worldwide. Hyatt Intl., 
MKG Hospitality, STR Global, HICAP, Bloomberg News, Rhombus International Hotels Group,, Knowland Group

ASIA’S TOP MEDICAL SPAS

S Medical Spa, Thailand

Malo Clinic, Macau

Vitallife Wellness Centre, Thailand

Drx. Medispa, Singapore

The Zen Institute, the Philippines

Orient Medical Spas, Hong Kong

Yuva Cosmetic Surgery Centre 
and Skin and Laser Medical Spa, India



SPA DESIGN PRINCIPALS

NEED ANALYSIS
•MARKET AND DEMOGRAPHIC 
EVALUATION
•COMPETITATIVE ANALYISI
•SPACE PLANNING 
•FINANCIAL PROJECTS

BRAND AND THEME DEVELOPMENT
•BRAND CONCEPT AND ESTABLISH 

STANDARDS
•RELATE STORY LINE AND DEVELOP 
FEATURES
•REGIONAL INFLUENCES, LOCAL 
CUSTOMS,  HISTORICAL AND CULTURAL 
ELEMENTS

PLANNING AND DESIGN
•AESTHETICS ELEMENTS
•FOCUS ON FUNCTIONALITY
•EQUIPMENT AND PRODUCT 
SPECIFICATIONS
•MEMORABLE DESIGN FEATURES TO 
SHAPE GUEST EXPERIENCES

PRE-OPENING
•TIME LINE-SCHEDULE
•SELECTION AND TRAINING OF 
QUALIFIED  STAFF
•MENU DEVELOPMENT AND PRODUCT 

SELECTION
•CREATIVE PROMOTIONS TO DRIVE 
REVENUE
•OPERATING BUDGET
•TREATMENT PROTOCOLS
•PREPARATION FOR GRAND OPENING

温泉浴场设计原则

需要分析
•市场和人口统计学的评价

•竞争分析
•空间规划
•财务方案

品牌和主题开发
•品牌概念和建立标准

•创建故事情节和开发功能

•区域性影响，本地客户，历史和文化元素

规划和设计
•美学元素
•集中在泛函性
•设施和产品规格
•独特的设计感让客人留下难忘的经历

筹建期
•日程表
•招聘和培训合格的员工

•菜单开发和产品选择

•创造性的促销驱动收入

•营运预算
•待遇协议
•准备盛大开幕



DAILY OPERATIONS
•Seamless Integration with the 
property
•Spa Director, Department head
•Consistent staff training and 
supervision
•Resources and Support
•Management or Operational 
Consulting

MARKETING
•Marketing plans-seasonal 
promotions
•Promotional pieces on demand 
using templates
•Time-saving implementation kits 
from marketing consultant.

CONTINUING EDUCATION
•Professional development and 
training from within Online 
education and meetings

IT Services
•Set up
•Training
•Online support team
•Integration with hotel systems
•Centralized data management

日常运营
•和房产无缝整合
•温泉浴场的总监，部门经理
•坚持的员工培训和监督
•资源和支持
•管理或运营的咨询

营销
•营销计划——季节性促销

•根据需要的促销的小样使用模板

•来自营销顾问的省时的安装启用工具

继续教育
•专家发展和来自在线教育和会议的培训

IT服务
•设置
•培训
•在线支持团队
•和酒店系统整合
•集中数据管理



FINANCIAL OVERSIGHT
•Budget Creation
•Financial Tracing
•Revenue development
•Preferred Vendor program

SERVICE
•Special customer service seminars and 
training

RECRUITING AND TRAINING
•Core Values in Staff selection

CREATIVE SERVICES
•Spa Menus
•Logos
•Letterhead/envelops/business cards
•Signage Systems
•Advertisements
•Gift Certificates
•E-mail templates
•websites

财务监督
•财政预算
•财务追踪
•收入开发
•优化的供应商程序

服务
•特殊的客户服务学术会和培训

招聘和培训
•在职员选择中的核心价值

创意的服务
•温泉浴场菜单
•标识
•信笺/信封/名片
•引导标识系统
•广告
•礼物证明
•电子邮件模板
•网站



SIGNATURE FITNESS AND 
WELLNESS PROGRAMS
•YOGA RETREATS
•NUTRITIONAL PROGRAMS
•TCM
•LIFESTYLE COACHING
•SPORTS CONDITIONING
•HEALTH ASSESSMENT 
AND COACHING
•MIND-BODY, SPIRIT 
ENRICHMENT PROGRAMS

签名的健身和健康计划

•瑜伽休息寓所
•营养方案
•中医
•生活方式教练
•运动调节
•健康评定和教练

•身心，精神增益课程



Filtration & water treatment

Disinfection Chemical / UV / Ozone

Technical Plant
技术设备

过滤和水处理

化学消毒/紫外线/臭氧



Conventional Concrete / Tiled

Polished Stainless Steel

Myrtha Stainless Steel Lined 
Swimming Pool

Lap / Exercise Pools
练习池

传统的混凝土/地砖

抛光不锈钢

Myrtha不锈钢内衬游泳池



Conventional concrete / tiled

Polished stainless steel

Air lounges / recliners / benches

Body / neck massage stations / air tubs

Vitality pools and
Hydrotherapy Features

活力池和水疗特色

传统的混凝土/地砖

抛光不锈钢

空气休息室（氧吧）/躺椅/长椅

身体/颈部按摩/空气浴缸



Salt Solariums

Snow Cabin

Heated Lounges / Benches

Experience Showers

Ice Fountain

Sauna

Steam Room

Caldarium / Laconium

Rasul (Mud Bath)

Hammam

General Thermal
Experiences

桑拿

蒸汽房

拉苏尔（泥浆浴）

澡堂

盐日光浴室

雪客舱

加热酒廊/长凳

淋浴

冰喷泉

普通热体验



Italian designer Giancarlo Zema's, 
Amphibious 1000 is the world’s first semi-submerged hotel resort

FUTURE HOTELS



Sources:: HVS, CHTA, CREB Asia, Horwath HTL, China Business News, Lodging Econometrics, Hilton Worldwide. Hyatt Intl., 
MKG Hospitality, STR Global, HICAP, Bloomberg News, Rhombus International Hotels Group,, Knowland Group

THE END
谢谢！



FUTURE HOTELS

Dubai's 
'Ome floating island
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