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HOTELS AS THE HEART OF 
THEIR COMMUNITIES 
Luxury hotels are not simply a place to stay. These iconic 
establishments play an important role for locals and 
visitors to cities around the globe. 

FAIRMONT NILE CITY



For locals, hotels serve as leading economic engines, providing both 
direct and in-direct employment opportunities.  At the same time, 
many hotels, especially those with cultural and historical significance, 
are also regarded as key pillars of the community within the cities 
where they reside. 

From weddings, special milestone celebrations, and family  
gatherings, to galas, fundraisers, and meetings, or a night of cocktails 
with friends, hotels are a venerable destination for residents.

For luxury travelers, high end hotels are more than just a place to 
unwind. They provide familiar faces, first-class service, and authentic, 
personalized experiences, all while bringing warmth and comfort to 
guests. Visitors may select a new and exciting destination to explore, 
but they know visiting a luxury hotel or resort provides a trusted 
sense of familiarity and security. 

For frequent guests, hotels can serve as a second home, evoking 
feelings of community, comfort, and safety.

In exploring this deeper connection to a place, Fairmont Hotels 
& Resorts embarked on a global research study to uncover the 
motivations of luxury travelers: what connects locals and guests 
alike to a destination and, the importance guests place on how 
hotels engage with their community. Fairmont’s 2018 Global Luxury 
Traveler Insights Study was the impetus for developing the brand’s 
second Luxury Insights Report: Gateway to Home – Hotels as the 
Heart of their Communities. The report explores five fundamental 
platforms to better understand the relationship between hotels and 
their destinations: Experience, Colleague Connections, Sustainability, 
Family Memories, and Community. 

FAIRMONT LE MONTREUX PALACE
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EXPERIENCE 
TRULY AUTHENTIC TRAVEL

Today’s luxury traveler wants enjoyable and meaningful 
experiences, delivered in a highly personal way. 

They are looking for genuine, purposeful, and shareable 
moments that allow them to be adventurous, while assuring 

their comfort at the end of the day.

FAIRMONT BAB AL BAHR



“TRAVEL IS AN OPPORTUNITY FOR GROWTH. 
Luxury travelers are looking for personal enrichment experiences 

with a lasting impact that extends beyond their journey. For 
instance, guests at the Fairmont Mount Kenya Safari Club have 

the unique opportunity to visit the animal orphanage. Experiencing 
the rescue and rehabilitation of these animals firsthand, creates a 

memorable connection that lasts a lifetime.”

- SHARON COHEN, VICE PRESIDENT, FAIRMONT HOTELS & RESORTS

5



Recent research from YouGov shows that when it comes to “unique experiences”  
while traveling, luxury travelers prefer to get actively involved iniii :

Trying local foods 
Going to popular local 

destinations that  
tourists do not know about

Gaining historical 
perspective about the area

Trying an activity/event 
that is unique to the area Interacting with locals

A DESIRE FOR EXCLUSIVITY
The mindset of luxury travelers has evolved. Destinations that 
offer local character and sense of place, combined with authentic, 
immersive, and transformative experiences are growing in demand. 
Carbon-copy hotels have given way to the desire for locally-inspired 
guest experiences that celebrate the uniqueness of a destination. 
Luxury travelers want experiences that align with their interests, 
needs, values, and aspirational selves. In fact, Fairmont’s research 
shows that 2-in-3 luxury travelers (65%) consider it important to 
have experiences that are not accessible to everyone.i Today’s 
luxury travelers covet hotels that are distinctive to the destination, 
and offer the opportunity to explore and engage with the locale,  
its neighborhoods, and the people within it.

2-IN-3 LUXURY TRAVELERS
consider it important to have experiences 
that are not accessible to everyone.ii FAIRMONT MALDIVES SIRRU FEN FUSHI

70% 65% 60% 59% 48%

“The very definition of luxury is  
changing. It is much more about the  
luxury of experience, rather than just 

thread count. It’s no longer only about 
having the top suite in a hotel, flying 

first-class or dining at a Michelin-starred 
restaurant. It is increasingly about privacy, 

exclusivity, and customization.” 

- Keith Baron, President, 
Abercrombie & Kent USA
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SEEKING SHAREABLE MOMENTS
For the vast majority (88%), the quest for unforgettable, personalized, and 
immersive experiences extends beyond just the experience itself iv. Priority is put 
on being able to share these moments with friends, family, and others within their 
social sphere. Luxury travelers are looking to collect stories of their travels - like 
stamps on a passport - as a new form of personal expression that communicates to 
the world what they stand for and who they are. 

“The luxury of today and tomorrow 
will also be about having the time, 
and taking the time, guilt-free, to 

check-out of the stressful “every day” 
and allow oneself the “luxury” to not 

only be free, but just be.” 

- Anne Dimon, President,  
Wellness Tourism Association 

FAIRMONT BANFF SPRINGS
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MILLENNIAL TRAVELERS ARE MORE LIKELY TOvii:

THE NEW GENERATION OF LUXURY  
TRAVELER: MILLENNIALS
This generational cohort has been raised on individualism, 
instant gratification, and social media. Their preferences for 
authentic experiences outpaces their predecessors, as does 
their willingness to pay for it. Ninety percent of millennials 
are willing to pay more for an exclusive experience vs. 79% 
of travelers aged 55+v. For millennials, the desire for these 
types of experiences is motivated by the need for a deeper 
cultural connection and a transformative journey that also has 
a positive impact on the people and places they visitvi. 

Prioritize destinations that provide a wide range  
of experiences 

(90% vs. 96% 55+) 

Prioritize destinations that offer shareable moments 

(91% vs. 85% 55+)

Look for sustainable tourism experiences

(85% vs. 75% 55+)

Prefer having similar comforts as they have at home

(73% vs. 54% 55+)  

Prefer familiar destinations

(54% vs. 44% 55+)

FAIRMONT CHATEAU WHISTLER

“The millennial customer values access over ownership. They crave 
authentic experiences they can share with their friends and curate 

the narrative of their digital lives.”

- Blake Morgan, Customer Experience Futurist 
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LUXURY HOTELS: DESTINATION KNOWN
It’s not just millennials looking to feel at home when 
away. Affluent travelers today are looking for something 
that is authentic and local without sacrificing the 
comforts of home. More than half (59%) of luxury 
travelers say that hotel options influence their choice 
of destinationviii. To satisfy the expectations of savvy 
travelers, luxury hotels and resorts must be the gateway 
to a home-like environment, while connecting guests 
with the adventure of exploring the culture and history 
of the destination. Pairing a personalized approach with 
experiencing a sense of the local way of life can leave 
each hotel visitor that walks through the door with their 
own memorable moment.

67% of luxury travelers 
say they will seek out a 

specific luxury hotel in their 
home country because of 
the wonderful experiences 
they offer for attractions 

and dining.xof luxury travelers 
consider the hotel an 
important part of the 
vacation experience.ix

93%

FAIRMONT MOUNT KENYA SAFARI CLUB
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 FAIRMONT GRAND DEL MAR

COLLEAGUE CONNECTIONS
HOTEL STAFF ARE THE HEART AND SOUL 

OF THE LUXURY EXPERIENCE 
While luxury travelers may visit a hotel for its historical value, it is 

attention to detail, warm and engaging service, and highly motivated, 
passionate, and proud hotel teams that keeps them returning.



“FAIRMONT POSSESSES ONE OF THE MOST 
CELEBRATED HOTEL PORTFOLIOS IN THE WORLD. 

The brand’s genuine spirit of hospitality is based on its engaging 
service, which has been cultivated over decades of rigorous hiring 
practices focused on selecting team members with the inherent 
qualities that match the behavioral values that the brand is built 

upon. The result is an emotional connection to the brand that 
generates loyalty and affection, and which ultimately translates into 

memorable experiences for guests.”

- CHRIS CAHILL, DEPUTY CEO, ACCORHOTELS

11



HUMAN TOUCH REQUIRED  
With the pervasive use of digital devices in our lives, the desire 
for “the human factor” is higher than ever. Friendly, engaging, and 
knowledgeable staff is one of the most influential aspects in a luxury 
traveler’s decision of which hotel to stay at, valued more than décor 
and architecture, specific services offered, having all-inclusive  
service, and even familiarityxi.  

UK travelers prioritize 
high caliber service when 

choosing a hotel, while those 
from the US value familiarity 

and all-encompassing 
experiences with everything 
they need to relax and enjoy.

FAIRMONT BEIJING

“Today “wellness” has been redefined in such a way that travelers 
look to luxury providers to offer experiences to help them maintain 
balance. It’s no longer enough to offer facilities to manage physical 

health— wellness is about creating balance between physical, 
mental, and emotional health.”

- Carolyn Kremins, President, Skift

90% of luxury 
travelers agree that 
knowing they’ll find 

friendly and engaging 
staff influences their 

choice of hotel.xii
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DESTINATION INSIDERS
Experienced travelers believe the best hotels have colleagues who are often perceived as “destination insiders”, because they can 
provide information only those “in the know” are aware of. Staff recommendations are highly trusted by 89% of luxury travelers. Nine-
in-ten agree that the best hotels have hotel colleagues that can provide personal insights on the areaxiv. Millennials are more likely to 
agree that the best hotels employ locals who are familiar with the area (92% vs. 87% for 55+)xv. As landmarks of their communities, 
luxury hotels can act as a guide for authentic experiences by establishing extensive teams of knowledgeable staff, creating meaningful 
connections that allow travelers to embrace the destination in a deeper, more profound way.

TOM WOLFE
CHIEF CONCIERGE AND DIRECTOR OF HERITAGE,  
FAIRMONT SAN FRANCISCO

Tom Wolfe exemplifies Fairmont’s dedication to providing exceptional  
service to its guests. Wolfe served as the first concierge in America at  
The Fairmont Hotel in San Francisco in the 1970’s and has continued on to 
provide his distinguished service around the world. In 1995, Wolfe became 
Chief Concierge and Director of Heritage for the Fairmont San Francisco.  
As a destination insider, Wolfe has extensive knowledge of city and hotel. 
His personal recommendations create authentic memorable experiences  
for each guest that walks through the door. 
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SUSTAINABILITY 
RESPONSIBLE TOURISM 
FOR EVERYONE
While providing unique experiences and outstanding 
service is essential, a hotel’s commitment to sustainable 
tourism best practices, including environmentally-friendly 
operations, support for the protection of natural and 
cultural heritage, and social and economic benefits to local 
people, is an increasingly essential aspect for success.

FAIRMONT JASPER PARK LODGE



“SUSTAINABLE TRAVEL HAS ENHANCED EACH 
OF US INDIVIDUALLY AND AS A FAMILY– 

the experiences are deeper and more meaningful, 
and our children are learning at an early age how their 
decisions have an impact, both now and in the future. 

We know that Fairmont has been at the forefront of this 
effort and quickly realized how positive we felt about 

taking a vacation connected to a greater purpose.
Traveling with this mindset feels like we’re weaving a web of connectedness with 
people across the world, and the memories created along the way is something 

our family will treasure for a lifetime.”

- MATTHEW D. UPCHURCH, CTC, CHAIRMAN, AND CEO, VIRTUOSO TRAVEL NETWORK

15



PREFERENCE FOR HOTELS THAT EMBRACE SUSTAINABILITY 
Having a positive connection to local people and the planet continues to be a priority 
amongst luxury travelers. Being green has evolved from a nicety to a necessity with 
78% of luxury travelers considering it important that their hotel has environmentally 
sustainable practices.xvi

LOOKING AHEAD TO THE FUTURE
The focus on environmental best practices is often motivated by concern for future 
generations, and ensuring that locals and visitors alike continue to enjoy the natural 
surroundings that make so many destinations special. Travelers with children place 
an even higher importance on sustainability (82% vs. 74%).xx  

Not only do guests want to enjoy the breathtaking natural beauty and cultural 
attractions of their destination, they want to know that the hotel where they stay is 
also helping to protect nature and support cultural heritage. Luxury travelers are 
increasingly motivated to visit hotels that implement good environmental practices 
in their operations, with 8-in-10 luxury travelers looking for sustainable tourism 
experiences.xvii Eighty-four per cent of luxury travelers also consider it important that 
the hotel gives recommendations of experiences that contribute in positive ways to 
the local economy..xviii

Guests recognize overtourism as a growing concern, and that changes need to be made 
if the beauty that attracts them to worldwide destinations is going to last; travelers look 
to luxury hotels to help drive change that is positive and sustainable.

84%
of luxury travelers consider it 
important that the hotel gives 

recommendations of experiences 
that are not detrimental to the 

local community.xix

FAIRMONT SOUTHAMPTON 

FAIRMONT YANGCHENG LAKE

“Fairmont understands that sustainable travel is not about giving something up; it is about 
gaining something more - a great vacation that also helps to make the world a better place.”

- Costas Christ, Global Sustainability Strategist, Virtuoso Travel Network and 
Senior Advisor for Sustainable Tourism, National Geographic Travel
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FAIRMONT’S SUSTAINBILITY COMMITMENT 
Fairmont Hotels & Resorts is a sustainability leader that literally 
wrote the book on “greening” hotel operations back in the 
early 1990s with its popular Green Partnership Guides. As a 
hospitality pioneer, it was the first luxury hotel brand with a 
comprehensive and global sustainability program. 

As part of this mandate, Fairmont is committed to preserving the 
diverse and picturesque locales of its hotels and resorts, while 
enhancing the welfare of its surrounding communities. Through 
the brand’s award-winning Fairmont Sustainability Partnership, 
now a leading program within AccorHotels’ Planet21, Fairmont 
continues to invest further in its commitment to provide genuine, 
spirited, and memorable guest experiences while ensuring long-
term sustainability.

 “Fairmont’s sustainability programming shares natural alignment with the values of AccorHotels and our Group’s Planet 
21 program.  With a long history and global reputation as an industry leader in sustainable practices, Fairmont continues 
to explore new avenues in conservation and environmental stewardship, continuously refining operational efficiencies and 

creating forward-thinking programs to promote ecologically responsible tourism.”

- Arnaud Herrmann, Vice President of Sustainable Development, AccorHotels

FAIRMONT ST ANDREWS
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FAIRMONT CHATEAU LAKE LOUISE

SUSTAINABILITY IN ACTION 

In 2008 Fairmont initiated their Bee Sustainable program which has grown to 
include over 20 honey bee apiaries at Fairmont locations worldwide.  The bee-
focused initiative aids habitat protection, pollination of gardens and flowers, 
and helps combat Colony Collapse Disorder.  Fairmont expanded the initiative 
in 2014 and started building pollinator bee hotels to provide wild mason bees 
a safe place to rest their wings and raise their young in collaboration with 
Pollinator Partnership, a leader in the protection and promotion of pollinators 
and their ecosystems.  

Surrounded by soaring mountain peaks, the iconic FAIRMONT CHATEAU 
LAKE LOUISE, located in Alberta’s Banff National Park, a UNESCO World 
Heritage Site, is globally recognized for its sustainable tourism leadership. 
Extensive waste management protocols divert over 2,500 tons of water from 
landfills annually. The property is also making great strides in terms of energy 
consumption and water efficiency: Between 2015 and June of 2017, the 
historic Chateau lowered its overall electricity consumption by 10%, which 
was 5.5% over their goal; currently, 50% of their energy is purchased from 
renewable sources.

FAIRMONT MAYAKOBA has partnered with marine scientists and 
conservation organizations to support coastal ecosystem restoration along 
the Mesoamerican Barrier Reef. The project includes an Elkhorn Coral 
nursery that fosters reproduction and recovery of this important species, 
helping to regenerate coral reefs which have been damaged by climate 
change. The program also welcomes guests to take snorkel tours around the 
nursery to better understand the coral regeneration process. FAIRMONT MAYAKOBA

 FAIRMONT SONOMA MISSION INN & SPA
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FAIRMONT ROYAL PALM MARRAKECH

FAMILY MEMORIES
CELEBRATING SPECIAL OCCASIONS  
& TRADITIONS
The cultural significance of luxury hotels is globally recognized by guests, 
making them part of their own history through celebrating special occasions 
and creating family memories in hotels, both in their hometowns and abroad.



“While rare, it is special when something transcends time to become a 
symbol of something much larger; Fairmont hotels fall into this territory 

as they are more than just bricks and mortar, they are these 
REMARKABLE PLACES FULL OF MEANING, FASCINATION, 

AND DELIGHT, WHERE MEMORIES ARE CREATED.”

- RICK HARVEY LAM, SENIOR VICE PRESIDENT, GLOBAL BRAND MARKETING, LUXURY, ACCORHOTELS
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THE MODERN TRIBE
Today’s modern family extends beyond traditional relatives. For many, 
family includes people they trust, support, love, and want to spend 
time with. As families grow and expand, so does the opportunity to 
come together to celebrate and spend quality time with each other.  

“Fairmont properties are more than just hotels, they are a 
home away from home – a place to reconnect with family and 
build new memories.”  

– Sharon Cohen, Vice President, Fairmont Hotels & Resorts

The best way to establish lasting family memories is through  
tradition. Many families make local luxury hotels a part of their 
own history through the ongoing celebration of special occasions 
in their hometown.

With their historical elegance and personalized service, these 
luxury hotels set the stage for families to celebrate milestones, 
create new bonds, and explore new locations together. More than 
two-thirds of luxury travelers (69%) have enjoyed a luxury hotel 
specifically to create family memories and traditions, celebrate 
anniversaries, weddings, birthdays, and special family trips. 
Guests are drawn to certain properties not only because they are

the hearts of their communities, recognized as cultural 
destinations, but also because of their reputations for first-class 
service that guests know they can trust. Seventy-four percent of 
luxury travelers prefer returning to hotels they are familiar with, 
so they know what kind of property and service they will find.
xxi No matter the occasion, luxury hotels are cornerstones of their 
communities and set the stage for memorable experiences.

69% of luxury travelers 
have enjoyed a luxury 

hotel specifically to 
create family memories/

traditions, celebrate 
anniversaries, weddings, 

birthdays, and special 
family trips.

THE SAVOY, A FAIRMONT MANAGED HOTEL
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NO FLIGHT REQUIRED 

Luxury travelers not only enjoy hotels located around the world, 
but also view properties closer to home as a place to celebrate 
personal and professional occasions. Sixty-seven percent of 
luxury travelers will seek out a specific luxury hotel in their own 
country because of the wonderful experiences they offer for 
attractions and dining.xxii For 77%, luxury hotels provide 
a memorable option for social and business occasions.xxiii  

The historical and cultural value of luxury hotels is globally 
recognized, and many make it part of their own history through 
celebrating special occasions and creating family memories in 
hotels in their hometowns.

“The first fancy dinner date my dad treated my mom to 
was at the Fairmont Royal York in Toronto. It’s also where 
I took my soon-to-be (hopefully) fiancée for our first fancy 
dinner date, and it will also be where I propose to her!” 

- Fairmont Guest 

FAIRMONT ROYAL YORK
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COMMUNITY
THE TRUSTED GUIDE TO 
LOCAL CULTURE 
The places we call home differ around the world, 
but one thing that doesn’t change is ensuring local 
communities thrive. To do this, hotels look to make 
impactful contributions and meaningful differences  
in the neighborhoods where they are located.

FAIRMONT PEACE HOTEL



“Protection of cultural heritage is a pillar of sustainable 
tourism, including both the preservation of historic 

buildings and support for living culture, such as 
contemporary music, art, dance, and cuisine. 

FAIRMONT WAS FOUNDED WITH A MISSION 
TO RESTORE, PROTECT AND CELEBRATE 

HISTORICAL SITES AND CULTURAL HERITAGE.”

- COSTAS CHRIST, GLOBAL SUSTAINABILITY STRATEGIST, VIRTUOSO TRAVEL NETWORK 
AND SENIOR ADVISOR FOR SUSTAINABLE TOURISM, NATIONAL GEOGRAPHIC TRAVEL
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FAIRMONT WATERFRONT

DESTINATION STEWARDSHIP
Today’s luxury traveler cares about the destinations 
that they visit and about experiencing local culture. 
Employing locals is considered an important factor, 
with 81% of luxury travelers valuing staff from 
the destination.xxiv More than two thirds - 67% - 
agree that it is also important that hotels support 
local artisans and cultures.xxv Including artwork 
throughout the hotel and infusing local flavors into 
the cuisine not only provides guests with a more 
immersive experience, but also indicates the hotel’s 
appreciation for the community’s cultural traditions.

Luxury hotels can be a gateway for guests to 
experience local communities, and have an 
important role to play in preserving cultural 
sense of place in the destination.

Having locally-sourced 
kitchen ingredients 

is especially important to 
European travelers, and 

French travelers 
in particular.xxvi

FAIRMONT ORCHID
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COMMUNITY SUPPORT IN ACTION 

FAIRMONT MARA SAFARI CLUB in Kenya has distributed more than 
18,000 water purification tablets to over 1,000 school children without 
access to safe drinking water, in partnership with the Children’s Clean 
Drinking Water Initiative.

FAIRMONT DUBAI  partnered with Al Noor Training Centre for Persons with 
Disabilities to engage its students in a creative activity, allowing them to 
transform the hotel’s giant white food truck into a colorful canvas on wheels, 
all for a good cause. 30 students painted the truck that traveled through 
Dubai throughout the month of Ramadan to distribute Iftar boxes to the city’s 
hardworking laborers. 

FAIRMONT KEA LANI volunteers with Maui’s ‘Grow Some Good’, a local 
organization that facilitates school gardens to connect students with 
traditional Hawaiian foods and growing methods and inspire better nutrition 
choices. The executive chef onsite visits two participating elementary schools 
to teach culinary skills.

Collectively, Fairmont colleagues worldwide contribute nearly 15,000 
volunteer hours annually to community-based initiatives.

“Fairmont hotels are the heart of their communities, 
offering immersive experiences that open the 

door to local culture. Whether it be enjoying a traditional 
English tea at The Savoy, or embracing a self-care 

experience at Fairmont Scottsdale Princess, 
our guests are able to tap into the soul and specific 

energy of each community.” 

- Sharon Cohen, Vice President, Fairmont Hotels & Resorts

FAIRMONT KEA LANI

FAIRMONT DUBAI
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CONCLUSION
As more luxury travelers place a higher value on life 
experiences shared with friends and family, they choose 
Fairmont because of the brand’s commitment to authenticity, 
deep connection to place, and care for local communities 

and environments. This is all wrapped carefully together with 
exemplary guest service, creating memorable moments along 
each guest’s journey.

FAIRMONT LE MANOIR RICHELIEU 
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APPENDIX: METHODOLOGY
Fairmont Luxury Insights Report: Gateway to Home – Hotels as the 
Heart of their Communities was developed using original research 
from the Fairmont 2018 Global Luxury Traveler Insights Study, 
a brand-commissioned 10-minute online survey of 2,725 luxury 
travelers from around the world. 

Fieldwork was conducted in 2018. The survey was available in 
English, French, German, Traditional and Simplified Chinese, and 
Arabic. Of the respondents, 412 were in the United States, 402 
in Canada, 401 in the United Kingdom, 405 in Germany, 400 in 

France, 401 in China, and 304 in the United Arab Emirates (UAE). 
Data was weighted by age and gender to be representative of 
luxury travelers in the markets surveyed.

For the purposes of this study, luxury / affluent travelers were 
defined as those that took at least one overnight trip in the past 12 
months, stayed in upscale or luxury hotels, had decision-making 
influence, and had high household income (€100,000+ in Germany 
and France, £100,000+ in the UK, $150,000+ in the US and 
Canada, ¥250,000+ in China and AED450,000+). A maximum of 
20 percent of business-only travelers in each market, except UAE 
where no limit was set. 

FAIRMONT MONTE CARLO
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