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Restart: from dream to destination

The historic moment of Covid-19 has had particularly tough implications 
on the world of hospitality. Global lockdown of borders, social distancing 
and temporary lockdown of accommodation facilities with consequent 
cancellation of travel, room reservations, and leisure and business events 
were among the virus containment measures established by the Italian 
Government’s decree of March 9, 2020.

The following concepts we will deal with are: resilience, well-being, empa-
thy and dream.
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This period of difficulty faced by the tourism and accommoda-
tion sector can be analyzed according to constructive themes 
that are indispensable for the recovery and restart.
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The ability to face and overcome a traumatic event or a difficult period.

In these months different brands have adopted new communication strategies de-
signed to support the community in times of difficulty. 

These are real acts of solidarity, which in the moment of standstill and inactivity 
of spaces and services of the accommodation facilities translate into “donation” 
of rooms or business areas to doctors and researchers (i.e. Bestwestern UK and 
Airbnb Italy and France), or donation of products for personal care and hygiene to 
patients in hospitals in the areas that have been most affected by the pandemic 
(Filario Hotel, Como for Valduce Hospital).

Even the disuse of hotel kitchens has led to new supportive services for the com-
munity. One example is Hoxton Hotel with its online service “Good Neighbor: Sur-
prise and Delight”, which offers people in the 9 neighborhoods where the hotels are 
located, a service through which they can make a delightful surprise to those who 
are distant during the lockdown.

RESILIENCE



RESILIENZA

The Faroe Islands tourist board has reacted proposing a new way to travel even 
from home, with the aim of keeping alive the desire to reach these islands by giving 
a taste of their boundless landscapes through an online game. They therefore de-
sign a journey halfway between the virtual and the real one, where a local, wearing 
a helmet equipped with a camera and guided by the user controls via joystick, re-
motely involves the tourist in nature excursions and visits to local cultural centers, 
in order to discover the culture and the spectacular landscapes that this land has 
to offer. 
(visitfaroeislands.com)

For example, an advanced restaurant service could be guaranteed or the in-room 
service could be redefined, bonding partnerships with local ghost kitchens, in the 
name of tradition and quality; or remote services could be offered, such as wel-
lness and beauty, through makeup tutorials and personal coaching for physical 
activity, creating a connection with the physical services of the hotel.

These approaches teach us that when physical space is subject to restrictions or 
the impossibility of being physically experienced, digital channels become an ex-
tension, capable of maintaining a connection with the customer even remotely, and 
stimulating his/her desire to return to travel and live unique experiences firsthand.
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Foreseeing a gradual return to the much-discussed new normality, 
hospitality brands could take advantage of this historical moment to 
reflect on how to improve and extend their service, so as to ensure 
complete user experiences.





WELL-BEING

The balance between between the physical, mental and social plane of an individual. 

The achievement of personal well-being is a goal of many advanced users who, in 
order to achieve a healthy lifestyle, are looking for a mental, psychophysical and 
work balance. They therefore prefer sustainable approaches that respect the envi-
ronment and local cultures, with an eye to personal regeneration.

To achieve mental well-being, in a frenetic and overstressed conception of life, 
typical of those who live and work in the city, travelers feel the need to disconnect 
from routine, and reconnect with their physical and mental dimension. The wel-
lness travelers are looking for destinations where they can regenerate physically 
and mentally, where physical activity is complemented with meditation, nourish-
ment and spiritual connection with nature (i.e., Ananda Resort in the Himalayas, 
whose philosophy is focused on one’s well-being and self-rediscovery).

The journey also becomes an actual escape from everyday life, towards isolated 
destinations and experiences, far from everything and everyone – genuine intro-
spective journeys that aspire to a return to one’s roots.

The Swiss brand On, for the launch on the market of a new trekking shoe, has built 
a zero-impact mountain hut in the Swiss Alps, to invite the user to live isolated, in-
trospective and spiritual experiences in order to rediscover himself/herself and the 
beauty of the natural sceneries. 
(on-running.com)
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Hence, well-being becomes a daily and essential practice. 
No longer a luxury, but a dominant value of one’s lifestyle, 
which involves body, mind, nutrition and respect for the envi-
ronment we live in.



WELL-BEING
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Mental well-being 
is also achieved through ethical and sustai-
nable approaches. Authenticity and immer-
sion in a local culture are achieved through 
concrete contributions, for example by sup-
porting the revival of small local realities, to 
bring back to life the Italian neglect. 

Airbnb, with Italian Sabbatical, invites the tra-
veler to live like a local, working on the reco-
very of these small realities inserted in the lo-
cal community. 
(airbnb.it)

Psychophysical well-being 
concerns purely the individual’s personal sphe-
re. In the hospitality sector, the fitness areas 
and gyms, as common spaces, will remain a 
place dedicated to socializing and collective 
training but, given the needs of the user who 
wants to dedicate himself/herself to physical 
activity also in individual mode, the room will 
have to be redefined by including equipment 
and technologies that allow him/her to be 
always connected and guided by a virtual coa-
ch during the training.

Wellness means rest and nutrition, as much 
as physical performance. Equinox Hotel, for 
example, develops complete programs that 
combine well-being not only with physical acti-
vity, but also with the rebirth of body, mind and 
personal energy, taking into account rest and 
nutrition as much as training. 
(Equinox Hotel, New York Hudson Yard)



WELL-BEING

Looking at the new generations, the business traveler is increasingly being shaped 
around the figure of the nomad worker, therefore there’s a growing need for research 
of the workplace well-being anytime, anywhere. 

The new approaches will have to take into account the necessary balance between 
work and personal life in order to allow the body and mind to regenerate, and to con-
sider the new concepts of “restricted” sociality and “diluted” spaces that guarantee 
physical distances, though favoring synergies and connections between the commu-
nity.

Finally, it will be useful to offer access to online work platforms and contactless di-
gital tools; for example, Amazon Alexa, which uses voice control, can become a use-
ful tool for organizing and managing work as well as for defining hyper-customized 
experiences.
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Hotels focused mainly on business and coworking activities will 
have to transform themselves, at least temporarily, and identify new 
solutions in terms of space and services offered, which would allow 
the user to be always connected wherever he/she is, and to ensure 
work tools in order to stimulate concentration and make the work 
activity efficient.



coworking



10

ISSUE 005

EMPATHY

The ability of human experience to fully understand other people’s moods. 

Emotions are the basis of experience and in this historical moment, more than 
ever, people are emotionally involved and are looking for solutions that would free 
them from stress and negativity. 

We will analyze four emotional states which, emphasized by the lockdown period, 
have redefined new approaches and new experiences, based on solutions to achie-
ve emotional well-being.



1. FOMO
In a social world, where everyone wants to be 
present in order to be the first to share con-
tent on various channels, the cancellation of 
numerous collective events, such as concerts, 
cultural events, matches, etc., has favored the 
intensification of FOMO, the sensation of mis-
sing out of what’s happening around us.

In this scenario, the digital can be a useful 
tool; in fact, collective events can be re-pro-
posed in terms of virtual community, acqui-
ring visibility, fame and thus an active partici-
pation of users.

A striking example of this is the virtual concert 
by Travis Scott, hosted by Fortnite (Epic Ga-
mes platform / gaming community). 
The event registered more than 2 million con-
nected users, creating involvement and syner-
gies among them. The “concert” defined game 
scenarios that were always different, chan-
geable and immersive, ensuring a live and 
must-see show to be shared with others.

2. Eco-anxiety
The feeling of fear towards environmental fate 
can be alleviated by the positive response gi-
ven by the environment during the lockdown 
period. In fact, the closure of the production 
industries and the reduction of traffic have led 
to a decrease in pollution, better air quality and 
have allowed nature to reconquer its vital spa-
ces. 

The desire to rediscover the beauty of uncon-
taminated nature, which previously could not 
be enjoyed and which now must be even more 
protected, has emerged in people’s hearts.

Brands, remaining coherent with their values, 
could grab this opportunity in order to tell 
how the world is regenerating, creating awa-
reness about the impact of our actions which, 
if carried out with an ethical approach, lead to 
the regeneration of the environment we live 
in, guaranteeing a better quality of life.
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EMPATHY



3. Nosophobia
The fear of contracting a disease is the most 
current emotional state in this period, to be ta-
ken into account necessarily in the future desi-
gn of spaces in the field of hospitality.
Tomorrow’s spaces will have to consider new 
hygienic rules, using materials of low-tran-
smissibility, integrating touch/contactless 
technologies both for the use of services in 
common areas and in the room, and allowing 
the user to perform operations in smart mode 
in total security.

Shared and collective spaces will experience 
a gradual change, and the room, as a private 
environment, will probably become a point of 
reference for personal and customized expe-
riences, through which it will be possible to 
rediscover one’s individuality.

For example, the Cosmoosis project imagines 
a hyper-flexible room, configurable according 
to the needs of the user and hyper-connected, 
capable of guaranteeing online and offline sy-
nergies. A space for a restricted community, 
where one can devote himself/herself to his/
her personal sphere, work while staying con-
nected, and perform physical activity and me-
ditation.

Biophilic design will also be useful for impro-
ving air quality and, at the same time, acting 
positively on the psychophysical well-being of 
those who live the space. (ilprisma.com).

4. Nostalgia
In this period, being unable to move and travel, 
the nostalgia for travel is an increasingly com-
mon feeling. Hospitality brands must there-
fore continue to stimulate the desire to travel 
by using nostalgia as an emotional leverage, 
and giving the user the opportunity to travel 
anyway, even if remotely, by involving him/her 
into experiences that have migrated online.

 For example, Airbnb has continued to give the 
user the opportunity to live the Airbnb expe-
riences even remotely, allowing those who 
dream of returning to travel, to connect remo-
tely with a local and live authentic experiences 
even from a distance. 
(airbnb.it)
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EMPATHY



DREAM

The desire to reach a destination in order to escape from the ordinary.

The dream of travel is a strong desire to be able to get back to learn, discover and 
immerse oneself in authentic and unique experiences. Each destination has its 
own story to tell, whether these are forgotten and rediscovered stories, or stories 
of greatness and fame linked to the place/symbol of a culture, or again, stories of 
people and personalities.
The dream is stimulated by these stories that transport travelers to where the mind 
takes them and motivates their desire to become a part of it. 

Terrazza Martini, a point of reference for the Italian dolce vita of the 60s, is told 
through its architecture, its famous guests and its ability to observe a city in con-
stant change, peered through the viewfinder of the camera. The design is timeless, 
the spaces are revealed through curious elements that guide the guest to discover 
architectural traces and memories, recipes and ingredients for cult cocktails – all 
in a lively, vibrant and unique environment that offers a glimpse on the world from 
above. 
(ilprisma.com)

Storytelling serves to keep the dream alive and to create expectation. The Portu-
guese Tourism Board invites to wait, stop, reflect, regenerate and let regenerate 
the world we live in. “Museums, beaches and monuments are not going anywhere”, 
this is the perfect time to dream, to create a new balance and to think about future 
changes that await us. Nature is regenerating to host us again, it is waiting for us, 
but now we must continue to dream and imagine the fantastic days to come. 
(visitportugal.com)
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Storytelling allows us to escape from the ordinary, immerse 
ourselves in the extraordinary and identify with the story.





WHAT DOES THE FUTURE HOLD FOR US?
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Despite the numerous scenarios hypothesized, nobody has the certainty of 
what the new normal will be like. What is certain is that we are experiencing 
the reaffirmation of needs and trends, which have already emerged before the 
emergency period and which, given the historical moment, acquire a greater 
voice and therefore greater demand. 

It is necessary to take into account the user, his/her needs and behaviors in 
order to draw increasingly connected and customized experiences. But above 
all, it is important to know how to narrate ourselves and distinguish through 
what makes us unique and authentic, keeping the dream of travel alive until the 
moment of restart.

We are witnessing a growing awareness of individuality closely con-
nected to the whole: respecting ourselves, others, and the environ-
ment around us: our planet.
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