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How Dusit is reimagining its iconic 
services for maximum value creation 

in the post COVID-19 world



Warm Greetings from 
Dusit International
Welcome to Dusit Pulse – Bringing you 
essential updates from the heart of our business

It’s been an incredibly long 18 months for all businesses in the 

hospitality and travel sectors, but with vaccination efforts in 

full swing worldwide, and experimental programmes to drive 

international tourism now taking place (such as Thailand’s 

Phuket Sandbox model), we are finally edging closer to more 

widespread reopening and the opportunity to host the world at 

our properties once again. 

Success in the so-called new normal, however, is not a given. 

While consumers are expected to regain confidence in travel, 

their needs and expectations have shifted dramatically during 

the global lockdown. Our company, like many others, has had to 

transform our organisation and rethink our capabilities to 

enhance our resiliency and deliver not only short-term financial

 improvement, but also long-term value creation through 

innovation, efficiency, agility and digitisation. From a product 

standpoint, we have also had to swiftly yet considerately reimagine 

our services and put the infrastructure in place to ensure our 

hotels and resorts can suitably cater to accelerated trends – and 

ultimately achieve long-term success. 

This has included, amongst others, introducing four new key pillars

of Dusit Graciousness – Service (personalised and gracious), 

Well-Being (delivering wellness experiences beyond the spa), 

Locality (uniquely linking guests with the local community), and 

Sustainability (social, economic, and environmental) – and 

creating new experiences in each of these areas (see pages

6 – 11). 

At the same time, we have made it our priority to take care of 

our people, putting their needs first to ensure they are safe and 

protected and empowered to deliver the best service possible. 

And we have optimised our operations around total revenue 

generation, rather than simply cost-cutting, which is far better 

for generating business for the long term. 
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While the ripple effects of the pandemic will be felt for some time, 

we firmly believe that travel will come back stronger than ever 

when the COVID-19 situation improves. And we are confident that 

the new services and experiences we have already created – and 

continue to create – will contribute significantly to driving con-

sistent business, extending our market reach, and cementing the 

competitive advantage of Dusit Hotels and Resorts worldwide. 

To give you a deeper insight into the changes we have made during 

the past 18 months, this issue of Dusit Pulse takes a deep dive into 

the reasoning behind our various initiatives, and explains how our 

strategic evolution has been carefully tailored to bring enduring 

value to all our stakeholders – especially the esteemed owners of 

Dusit Hotels and Resorts worldwide. 

On behalf of the company, I would like to graciously thank you for 

your much-appreciated support and for being part of our continued 

evolution.

If there are any topics you would like to see covered in a future issue 

of Dusit Pulse, please just let us know. We would be delighted to 

accommodate your request. 

In the meantime, keep safe and stay healthy. 

Graciously yours, 

Suphajee Suthumpun,

Group CEO

This issue 
in numbers
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8,000 
dusitD2 Naseem Resort, Jabal Akhdar – the 
first Dusit-branded hotel in Oman – is set 
within an 8,000 sq m Adventure Park on the 
Saiq Plateau. (Page 4).

178
Did you know that domestic wellness trav-
ellers spend 178% more than the typical 
domestic tourist? (Page 20). 

152
The brand new dusitD2 Hua Hin comprises 
152 contemporary guest rooms and suites, 
including selected rooms equipped with 
pet-friendly amenities for up to two pets. 
(Page 5).

82
In a poll conducted by global luxury travel 
agency Virtuoso, 82% of respondents said 
that the pandemic made them want to travel 
more sustainably in the future. (Page 11).

65
A recent survey by Skift found that 65% of 
travellers want to experience something new 
during their vacations. (Page 10).
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Property Report
New openings in the spotlight 

Deluxe family-friendly resort uniquely puts guests next to a 
brand new Adventure Park on the stunning Saiq Plateau.

Dusit has expanded its presence in the Middle East 
with the opening of dusitD2 Naseem Resort, Jabal 
Akhdar – the first Dusit-branded hotel in Oman.

Owned by the Oman Tourism Development Company 
(OMRAN), which is the executive arm of the Sultanate for 
tourism development, the deluxe resort is located within a 
brand new 8,000 sq m Adventure Park on the Saiq Plateau 
in the Jabal Akhdar area, just a five-minute drive from the 
‘Grand Canyon of the Middle East,’ and two hours by car 
from Muscat International Airport.

Comprising 252 beautifully decorated rooms and suites, the 
contemporary resort fully embraces its unique mountain 
location with a spacious layout that blends seamlessly with 
its stunning natural surrounds.

Alongside breathtaking views, guests can enjoy a wide 
range of facilities, including an all-day dining restaurant, a 
fitness centre, and a large outdoor swimming pool. 

A specialty restaurant, a Kids Club, and a signature Namm 
spa offering traditional Thai-inspired massage therapies 
and treatments are set to open later in the year. Dusit’s new 
group-wide wellness concept and approach will also be 

introduced to weave well-being elements throughout the 
stay experience.

The resort is also well-equipped for future business events 
and social gatherings, with a grand ballroom that can cater 
for up to 150 guests, and several adjoining meeting rooms 
featuring the latest audio-visual equipment.

The Adventure Park, slated to open later in the year, will 
feature exciting activities to delight visitors of all ages, such
as zip-line rides offering impressive views of the surrounding 
valley. A petting zoo and science centre where budding 
young Einsteins can get to grips with all kinds of fun ex-
periments are also set to open when the world reopens to 
international travel.

To uniquely link guests with the location, dusitD2 Naseem 
Resort, Jabal Akhdar will also soon offer educational hiking, 
cycling and quad biking tours to ancient forts, traditional 
markets and other local attractions, such as the historic 
town of Nizwa, known as the‘ Pearl of Islam.’

For more information, 
please visit dusit.com/dusitd2-naseemresort

Dusit makes its Oman debut with 
dusitD2 Naseem Resort, Jabal Akhdar 
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dusitD2 Hua Hin offers pet-friendly stays in the 
heart of Thailand’s famous seaside resort town

New hotel is ideally positioned to meet the needs of the large 
drive-to-leisure market from Bangkok.

The latest Dusit-branded property in Thailand offers 

an upscale pet-friendly retreat in the heart of Hua 

Hin, a popular seaside destination just three hours by 

car from Bangkok.   

 

Located just a seven-minute walk from the town’s main 

beach and near popular local attractions such as Cicada 

Market and Bluport Hua Hin Resort Mall, the property 

comprises 152 contemporary guest rooms and suites 

ranging in size from 30 to 92 sq m (including selected rooms 

equipped with pet-friendly amenities for up to two pets), 

plus a wide range of facilities for work, rest and play.  

  

Current dining facilities include an all-day dining restaurant 

serving delicacies from Southern Thailand, a vibrant rooftop 

bar inspired by Hollywood party pads; and Dusit’s signature 

bakery and coffee shop, Dusit Gourmet.   

 

Alongside a rooftop infinity pool, a large garden, and a fully 

equipped gym, the hotel also offers an extensive kids club, 

The Beary Club, featuring a children’s swimming pool, a play 

area with a sandbox and a treehouse, and a wide range of 

activities led by friendly mascot ‘Beary’ – a unique ‘half bear, 

half hog deer’ character specially designed to raise 

awareness of endangered animals in the region.

All room types feature the latest in connectivity, with 

high-speed internet access and 55” 4K UHD Smart TVs for 

easy streaming of entertainment. Each room and public 

area is also equipped with a Panasonic Nanoe™ X machine, 

which filters the air to eliminate odours and inhibit the activity 

of airborne bacteria and pet-derived allergens.   

 

The versatile and well-equipped Dok Jok function room is 

also available for up to 76 people in a theatre-style arrangement, 

or 37 people in a classroom set-up, ensuring ample space 

for safe and memorable gatherings.   

dusitD2 Hua Hin is Dusit’s third hotel in Hua Hin. The 

renowned Dusit Thani Hua Hin, a deluxe beachside resort, 

has been operating in the destination for 30 years. Dusit 

also recently began managing Seapine Recreation Centre, 

next to Suanson beach.

For more information, please visit: 

www.dusit.com/dusitd2-huahin/



Graciousness 
Evolved

How Dusit is reimagining its iconic services for 
maximum value creation in the post COVID-19 world.

SERVICE LOCALITYWELL-BEING SUSTAINABILITY
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Over the past 18 months, the world of hospitality, 

like most other industries around the globe, has 

found itself facing immense challenges borne from 

the deep social and economic impacts of the COVID-19 

pandemic. 

In this turbulent environment, consumer preferences have 

shifted dramatically. Expectations and behaviours have 

changed. Existing trends have accelerated. Well-being and 

sustainability have become more important than ever. 

Dusit’s response to the crisis, and these subsequent 

changes, has been swift and comprehensive. From organi-

sational transformation to build agility and resilience, to the 

introduction of new services to drive ancillary revenue, the 

company has sought to turn pandemic-driven challenges 

into opportunities, and put the infrastructure in place to 

enable innovation and position all Dusit properties for 

future success. 

A key element of this has included reimagining Dusit’s 

Gracious Hospitality to deliver not only short-term financial 

improvement, but also longer-term value creation. 

To achieve this, Dusit is enhancing its existing services 

and creating new experiences under four key pillars of 

Dusit Graciousness – Service (personalised and gracious), 

Well-Being (delivering wellness experiences beyond 

the spa), Locality (uniquely linking guests with the local 

community), and Sustainability (social, economic, and 

environmental).

By enhancing its operations and services in each of these 

key areas, the company is poised to capture more than 

just the nightly rate by optimising properties around total 

revenue generation, and ultimately bring additional 

convenience, experience and value to guests. 

Listed here are just a few of the recent and upcoming 

developments as part of this reimagining. 

SERVICE LOCALITYWELL-BEING SUSTAINABILITY
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Delivered with genuine care, warmth and respect, 

Dusit’s unique brand of Thai-inspired gracious 

hospitality will always be the hallmark of the Dusit 

Hotels and Resorts guest experience. 

Thanks to Big Data, this experience will just keep 

getting better – and more personalised. 

With personalisation being the new expectation in 

so many industries (a recent study by Virtuoso for 

YouGov found that 80% of travellers would spend 

more on brands that tailor products to them), hotels 

must follow suit and tailor their services accordingly. 

To facilitate this, Dusit has expedited its digital 

transformation and is now introducing new 

centralised ERP (Enterprise Resource Planning), 

CRM (Customer Relationship Management), and 

Data Platform systems, which will ensure all properties 

can collate, assess and take action on data in the 

most efficient ways possible.

Operational efficiency, enhanced customer satis-

faction, reduced costs, a centralised databank, and 

boosted revenue are just some of the benefits of 

upgrading the company’s legacy core systems and 

software.

“For swift post-pandemic recovery, it’s essential 

that we deeply understand the needs of travellers 

and how we can best meet and, most importantly, 

exceed their expectations,” said Mr Lim Boon Kwee, 

Chief Operating Officer, Dusit International. “Our 

new systems will bring us all the data we need to 

develop and deliver connected, seamless, and 

personalised experiences to a wider segment of 

guests, and ultimately drive revenue and reduce 

costs group-wide.

“At Dusit Hotels and Resorts, every interaction 

counts. Our new internal systems and training – 

alongside advanced analytical capabilities to spot, 

respond, and target changing trends – will ensure 

our properties are positioned to make guests feel 

exceptional while delivering the most valuable 

commodity of all: Lasting memories.”

SERVICE
Personalised and gracious
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No doubt about it, wellness is big business with 

a bright future. According to a McKinsey survey 

conducted in Brazil, China, Germany, Japan, the 

United Kingdom and the United States in April 

2021, several global markets have seen a sharp rise 

in the prioritisation of wellness during the pandemic 

– between 27% and 65% – and all indications are 

that this global mindset is here to stay. 

As more travellers equate health with wealth, hotels 

and resorts must be equipped to actively contribute 

to the physical and mental well-being of guests, 

with services and activities that enrich their stays in 

meaningful ways. 

Dusit is making significant strides forward in this 

area with the rollout of its new group-wide wellness 

concept, Devarana Wellness, which goes beyond

the resort’s traditional spa offering to weave 

well-being elements throughout the entire stay 

experience. 

While the range of wellness activities 

and experiences will vary by brand, all 

properties will be united by a singular 

focus on addressing guests’ most 

shared concerns – including destressing,

 detoxifying, and enjoying a deep 

restorative sleep. 

Dusit’s Corporate Director of Wellness, 

Mr Paul Hawco, explains more about 

the concept and the group-wide rollout on pages 

18 – 20.

WELL-BEING 
Delivering wellness 
experiences beyond the spa
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LOCALITY
Uniquely linking guests with 
local communities

After more than 18 months of widespread lockdowns and international 

travel restrictions to prevent the spread of COVID-19, the demand for 

the sensory, visceral side of travel is rapidly on the rise. 

In fact, many discerning travellers define luxury travel today less by 

the quality of in-room fixtures and furnishings and more by access to 

authentic local experiences and places. And the proof is in the data. 

A recent TripAdvisor survey, for example, 

found that bookings of family-friendly 

tours increased by over 200% last year. 

Classes and workshops also experienced 

a huge increase of 90%. Another survey, 

by Skift, found that 65% of travellers want 

to experience something new during their 

vacations. 

In the post-pandemic world, relaxing in 

luxury surrounds is no longer enough. 

Guests also want curated opportunities to 

learn and discover.

With this in mind, Dusit is making every 

effort to provide the extraordinary experi-

ences that travellers crave by giving them 

unique opportunities to enjoy a deeper 

connection with its various destinations. 

To expedite this, Dusit has introduced a new centralised Community 

and Customer Experience Management team, tasked with creating 

programming and events that showcase Dusit’s brand values, enrich 

customer journeys, and maximise existing assets, resources and tools 

to increase revenue generation at Dusit Hotels and Resorts worldwide.

From customised guided tours and sustainable crafts workshops, to 

hands-on cooking classes and farmers market-style events held with 

selected community partners, the team will work closely with each 

property to introduce activities that focus on authenticity, exclusivity, 

and insider knowledge to delight guests and add value to their stays.

For maximum results, and to enhance competitive advantage, Dusit will 

also tailor its group-wide marketing campaigns and messaging strategies 

to highlight how, alongside exceptional fundamentals, Dusit Hotels 

and Resorts are ready to offer the extraordinary localised experiences 

travellers expect and deserve in the post-pandemic world. 

Expect an interview with the Community and Customer Experience 

Management team in the next issue of Dusit Pulse. 
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SUSTAINABILITY 
Social, economic, and environmental

As responsible global citizens, Dusit views sustainability 

not as a choice, but as a duty. As such, the company 

has put in place processes and systems that will help to 

transform its operations in line with the UN’s Sustainable 

Development Goals, and achieve a better balance of 

‘People, Profit, and Planet.’

This includes, amongst others, a continuous drive to 

reduce utilities and water consumption, establish 

waste management solutions, eliminate single-use 

plastics, promote responsible sourcing and procurement,

ban threatened ingredients from restaurant menus, 

and, where possible, ensure properties grow organic 

food for use in their restaurants. 

Embracing sustainability in all aspects makes smart 

business sense too. Recent research shows that sus-

tainability and purpose now drive purchasing decisions 

as much as any other factor. 

In fact, a poll conducted by global luxury travel agency 

Virtuoso found that 50% of travellers think it’s important 

to choose a hotel or travel company with a strong sus-

tainability policy. Seventy per cent said that travelling 

sustainably enhances their vacation experience. And 

82% of respondents reported that the pandemic made 

them want to travel more sustainably in the future.

A survey by Booking.com, meanwhile, found that 69% 

of the more than 20,000 respondents “expect the travel 

industry to offer more sustainable travel options.”

More details about Dusit’s unique approach to sustain-

ability, which aims to make a profit while taking care of 

the environment and its various communities, can be 

found on pages 12 – 15.
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D
usit found itself facing some of the toughest 
challenges in its 73-year history when the COVID -19 
pandemic emerged last year and temporarily 
decimated its global hotel business. With international 

borders closed and many hotels shuttered for three months in 
line with country-specific directives to limit the spread of the 
virus, the company’s primary revenue stream went from a 
consistent, steady flow to an uncertain trickle. And with the 
speed of recovery tied both to the distribution of vaccines 
globally and the subsequent opening of borders to international 
tourists, it was clear its core business would not be returning to 
previous levels any time soon. 

Dusit’s response to these adverse conditions was both swift 
and comprehensive. This included the introduction of three new 
strategic pillars – Collaboration, Integration, and Contribution – 
which aimed to align Dusit’s group-wide efforts to drive ancillary 
revenue, deliver enduring value, and ultimately leverage the 
accelerated global shift in consumer preferences driven by the 
new normal to establish its properties for long-term success. 

The introduction of the new pillars of Dusit Graciousness (see 
page 6-11) is intrinsically linked to this holistic approach – with 
‘Sustainability’ (covering social, economic, and environmental 
factors) one of the four core pillars introduced. 

Paying full attention to the social, economic and environmental impact of its 
various operations, Dusit is leading the way with new business models that 

aim to drive a healthier future for the travel and tourism industry overall while 
bringing long-term value to owners of Dusit-branded properties. 

How Dusit’s holistic approach 
to business will help drive 
enduring value in the post 

COVID-19 world
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Social wellness as priority 

“In all of our endeavours, the health and safety of our guests, 
customers, employees and communities will always come first,” 
said Ms Suphajee Suthumpun, Group CEO, Dusit International. 
“While the sustainable triple bottom line of people, profit, and 
planet will always inform everything we do, and while we believe 
that a balance of all three is essential for long-term success, we 
also recognise that, in hospitality, people form the heart of our 
business. And it’s vital that we take care of all our stakeholders – 
especially in times of adversity.” 

Alongside enhancing its already comprehensive health and safety 
practices at its properties to protect the well-being of its guests, 
employees and communities, Dusit also made every effort to take 
care of their financial health too. 

For guests, flexible cancellation policies have ensured that those 
who are unable to travel or stay due to COVID-related restrictions 
will be fully refunded or able to move their reservation to a more 
appropriate time.

For employees, the company has strived to protect as many jobs 
as possible by launching new services to drive non-room revenue, 
such as food delivery and on-demand maintenance services.

To bring value to 
its communities, 
meanwhile, Dusit has 
leveraged its resources 
to make regular food 
donations to hospitals 
and agencies protecting 
the public throughout 
Thailand. The company’s 
international proper-
ties have embarked 
on similar campaigns, 
spreading positive 
messages of hope 
and gratitude in their 
respective locations.

Economic wellness for enduring value 

Recognising the deep and profound impact that the global pandemic 
has had, and continues to have, on the tourism and travel industry, 
Dusit’s strategy for Collaboration, Integration and Contribution 
has also seen the company establish new partnerships to co-create
 value beyond its current scope and reach; cultivate greater 
synergies between its various business units; and create new stay 
packages to drive room occupancy through added convenience, 
experience and value – rather than discounting – for maximum 
revenue generation at its re-opened properties. 

“Our vision, from the outset of the pandemic, is to lead market 
recovery in our various destinations by exploring ways to 
stimulate demand, and also lay the foundations for future growth 
through the introduction of new business and service models 
that sustainably cater to the needs of the new normal,” said Ms 
Suthumpun. “Despite the economic challenges we face, main-
taining the value of our core business is absolutely essential. 
Discounting prices may work in the short-term, but it weakens 
the industry overall and can lead to the ruin of smaller businesses. 
Recognising this, we have made it our mission to maintain the 
integrity of our pricing, and are instead focusing on introducing 
new guest services that will bring more value to our customers, be 
beneficial for our local communities and the hospitality industry at 
large, and generate long-term value for our owners.” 

This has included, amongst others, a strategic partnership with 
Local Alike, an online social enterprise dedicated to the sustainable 
development of Thai rural communities through responsible tourism, 
to offer a range of educational tours aimed at young families seeking
 more meaningful experiences during their stays. 

To further compensate for the losses in room revenue resulting 
from the ongoing situation, Dusit continues to encourage its hotel 
teams to innovate their way through the challenges by thinking 
like entrepreneurs and creating new opportunities to generate 
revenue based on their existing skillsets, experience, and product 
knowledge. This has included the opening of temporary pop-up 
shops outside hotels where consumers can purchase high-quality 
food products at attractive prices. 

“By offering affordable, 
excellent quality food 
without impacting what is 
already available in the local 
markets, the stores have all 
been warmly welcomed by 
our local communities, and I 
am delighted to see they are 
continuing to operate with 
much success,” 
said Ms Suthumpun. Baan Dusit Thani

Pa Thong Ko at Dusit Thani Pattaya
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All in good health: Fresh ingredients from Dusit Thani Hua Hin’s 
organic farm are being used to make healthy dishes at the resort.

Environmental wellness for a better tomorrow 

Dusit’s approach towards social and economic wellness is also 
tied intrinsically to the company’s green efforts in line with the UN’s 
Sustainable Development Goals (SDGs). 

“We take our responsibilities as global citizens very seriously,” said 
Ms Suthumpun, “and any new business model or campaign we 
introduce will always be carefully crafted to limit its environmental 
impact. Wherever possible, we will also leverage our resources to 
contribute to the development of a greener society and promote 
quality, responsible tourism in our destinations.” 

In October 2020, Dusit 
partnered with ‘silent 
live concert’ special-
ists Sounds of Earth, 
the Tourism Authority 
of Thailand (TAT), the 
Thailand Convention 
and Exhibition Bureau 
(TCEB) and the Thai 
Chamber of Commerce 
to host an exclusive 
event designed to 
showcase how events 
and functions can be 
held safely, sustainably, 
and economically in the 
new normal. 

Called ‘Listen to the 
Earth in Silence’ – and 
featuring a noise 
pollution-free con-
cert beamed live over 
wireless headsets – the 

exclusive event was held at Dusit Thani Hua Hin resort and attend-
ed by travel industry specialists and high-ranking diplomats. The 
programme focused on low-impact, carbon-saving travel methods, 
community focused activities (such as releasing baby crabs to the 
sea), and wellness-focused cuisine from destinations en-route 
from Bangkok. Dusit also introduced innovative virtual solutions for 
safe and eco-friendly hybrid meetings and events which are now 
offered at selected properties. 

Last year, the 30-year-old Dusit Thani Hua Hin also successfully 
turned previously unused land at the property into a small organic 
farm and rice paddy field. 

Introduced as part of Dusit’s strategy to position Dusit Thani Hua 
Hin as a fully-fledged holistic wellness centre – offering a compre-
hensive range of wellness-focused programmes and activities that 
promote physical and mental well-being – the farm’s homegrown 
ingredients are now being used to create healthy dishes at the 
resort.

Besides their attractive, healthy credentials, the resort’s rice paddy 
and adjoining Dusit Organic Farm are highly photogenic, and Dusit 
aims to develop them into educational tourist attractions that, 
alongside generating revenue, will help to promote sustainable and 
healthy living while serving as a model to create similar concepts 
and activities for Dusit Hotels and Resorts worldwide. 

Looking to the future 

With the majority of global travel forecasts not expecting interna-
tional travel to start picking up until at least 4Q21, it is clear that the 
hospitality sector still faces some challenging months ahead. But 
Ms Suthumpun remains optimistic. 

“The actions we are taking demonstrate our resilience as a compa-
ny and have also laid a solid foundation on which to build a brighter 
future,” she said. “Taking a holistic approach to our operations, we 
will continue to innovate our way ahead, renewing our products 
and services and transforming our organisation for maximum 
efficiency and effectiveness. Applying the lessons we have learned 
throughout the pandemic, we can and will emerge stronger. And 
every step of the way, we will always do our very best to have a pos-
itive social, economic and environmental impact while positioning 
each of our properties for sustainable value creation.”
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Value beyond rooms: Pop-up eateries and new food products 
have helped Dusit drive ancillary revenue during the crisis.

Sustainable collaborations: Dusit has helped to bring value 
to its broader communities by linking guests with unique local 
experiences

Growing for the future: Turning unused land into a rice paddy, Dusit Thani 
Hua Hin recently harvested 300kg of healthy grains for the staff canteen.
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Why 
Sustainability
Matters
Key data highlighting how consumers expect the travel and hospitality 
industry to offer more sustainable travel options.
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In a recent survey of travellers conducted by Virtuoso, 
a global network of agencies that specialise in luxury 
travel, the vast majority (82%) said the pandemic has 
spurred them toward more responsible travel. And 
70% said traveling sustainably enhances their vacation 
experience.

In the recently published 2021 American Express 
Travel: Global Trends Report, 68% of respondents 
agreed they are trying to be more aware of sustain-
ability-friendly travel brands to support.

Research shows that sustainability and purpose now 
drive purchasing decisions as much as any other 
factor. In fact, a 2020 IBM survey found four out of 
10 users make their primary purchasing decisions 
in a purpose-driven way – the same number that are 
driven by value/cost (thedrum.com)

In the same Virtuoso survey, customers were asked 
which pillar of sustainable travel they feel most 
connected to: ‘Travel should support local communities 
and economies’; ‘Travel should preserve a destination’s 
cultural heritage’, and ‘Travel should protect the planet’. 
72% of those surveyed ticked all of them.

Booking.com’s 2019 Sustainable Travel Report found 
that 70% of global travellers would be more likely to 
book accommodation knowing it is eco-friendly.
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Company’s new wellness concept aims to weave well-being 
elements throughout the entire stay experience to reflect the values of 

today’s health-conscious guests – and enhance the competitive 
advantage of Dusit-branded properties. 

I
n line with the four new pillars of Dusit Graciousness (see 

page 6), and in response to the increasingly health-con-

scious aspirations of global travellers, Dusit has introduced 

a new group-wide wellness concept designed to enhance 

the value of its offerings, and contribute to ensuring its brands 

remain top of mind in booking decisions.  

 

Specially created to weave well-being elements throughout 

the entire stay experience at Dusit Hotels and Resorts world-

wide, the new wellness solution – named Devarana Wellness 

– is inspired by traditional Thai healing wisdom, the spirit of 

Buddhist wellness principles, and Dusit’s unique brand of 

Thai-inspired gracious hospitality. 

 

Recognising that today’s guests are looking for, and willing to 

pay for, innovative wellness options beyond traditional hotel 

spas, the new concept aims to enhance the physical and men-

tal well-being of all of Dusit’s guests by inviting them to take 

time to slow down, enjoy the chance to prioritise their health, 

and explore new wellness experiences throughout their stays.  

 

Devarana Wellness has been developed by Dusit’s Corporate 

Director of Wellness, Mr Paul Hawco, who has previously de-

veloped wellness concepts for renowned luxury brands such 

as Rosewood, Jumeirah and Fairmont. He believes Dusit’s 

new holistic approach to wellness will broaden the appeal of its 

properties among business and leisure travellers. 

 

Here, he explains more.   >>>

Mr Paul Hawco,
Corporate Director of Wellness

Dusit’s fresh approach to 
wellness set to bring 

healthy boost to business at 
Dusit Hotels and Resorts worldwide
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What makes Dusit’s new approach to 
wellness different? 
 
Wellness at Dusit is no longer about a singular interaction 

or service – such as a spa or fitness centre. Instead, it will be 

seamlessly integrated across the entire stay experience to bring 

added value to all of our guests, ensure we have a meaningful 

impact on their well-being, and pave the way for sustained healing 

even when they are not at our properties. 

 

Taking its name from the Thai-Sanskrit word for “a garden 

in heaven,” and blending ancient Thai healing practices with 

innovative wellness concepts, we aim to deliver holistic wellness 

experiences via a deceleration methodology based on three key 

principles.  

 

These include ‘Pause’(comprising yoga, meditation, breathwork, 

Thai herbal medicine, and activities that enhance emotional 

resilience); ‘Focus ’(comprising personalised food menus and 

fitness and movement activities that promote physical vitality); 

and ‘Growth’ (comprising workshops focused on sustainability, 

community outreach programmes, and special retreats for 

families, couples, and business and leisure travellers). 

 

Through our activities, we hope to bring benefits to our broader 

communities too. 

 
How is it being implemented? 
 
The activities mentioned above, and other ‘wellbeing micro-mo-

ments,’ such as the offer of essential oils on arrival, the provision 

of premium beauty/grooming kits in guest bathrooms, and 

the screening of in-room video clips showing meditative sleep 

rituals, are gradually being rolled out at Dusit Hotels and Resorts 

worldwide, with offerings tailored to suit the specifics of each 

location and property.  

 

For maximum success, we are working closely with the General 

Managers in each location to develop localised and fully tailored 

plans to ensure the wellness elements we introduce are right 

for each property and their respective target markets. Offering 

a renewed guest journey with Thai wellness principles on top of 

Dusit’s gracious hospitality, we aim to leverage each hotel’s

 offerings, space and facilities to enhance the sense of care we 

are known for, actively engage our communities, and further 

elevate our competitive advantage.  

 

While the range of wellness activities and experiences will vary 

by brand, all properties will be united by a singular focus on 

addressing guests’ most shared concerns – including destressing, 

detoxifying, and enjoying a deep restorative sleep. 

 

The international rollout is being carried out in accordance with 

the ongoing COVID-19 situation and related travel restrictions. 

Where possible, we are introducing core wellness elements 

immediately. More comprehensive programmes and activities 

will be phased in.  

 
Do you have any examples of other
recent developments? 
 
Over the past few months, we have been rebranding our spa and 

fitness centers as well as adding various hotel-wide wellness 

programmes and activities at Dusit properties internationally. 

 

Amongst these special programmes, we have launched The 

Daily Family Retreat at Dusit Thani Hua Hin, Dusit Thani Laguna 

Phuket, and Dusit Thani Pattaya. Featuring workshops, activities, 

and wellness sessions for families, the programmes have been 

very well received by domestic travellers.  

 

Dusit Thani Hua Hin is now 

offering more immersive 

programmes and activities 

and serving healthy cuisine 

made using ingredients 

from its own organic farm. 

It is also hosting regular 

events such as sound bath 

concerts and ‘Local Feast,’ 

featuring wellness workshops designed to bring value to the 

local community and create intentional habits that pave the way 

for sustained healing. 

 

Internationally, Dusit Thani Maldives has rebranded its Devarana 

Spa as Devarana Wellness and, alongside massage therapies 

and treatments, now offers a comprehensive range of wellness 

activities such as yoga, Muay Thai, meditation and sound bath 

sessions, and multi-day programmes. 

 

Dusit Thani Laguna Singapore, 

meanwhile, has opened several 

spaces dedicated to hosting 

wellness-focused classes and 

workshops. Like Dusit Thani 

Hua Hin, the wellness-focused 

resort also offers nutritious 

‘power foods’ made using vege-

tables harvested from an onsite 

organic farm. 
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Taking a ‘wellness in hospitality’ approach, our new concept 

applies to hotels with and without spas, and we are implementing 

wellness elements in city hotels and even in properties that do 

not have any spa facilities whatsoever. This includes, for example,

the introduction of nutritional menus and wellness-inspired 

meetings for groups and MICE.

Our meetwell@dusit programme is currently being developed at 

Dusit Thani Dubai and Dusit Thani Hua Hin. 

  

The feedback for all of these developments has been very 

positive, and similar programmes will be rolled out at all of our 

properties in due course. 

 
Will the concept ultimately contribute 
to driving value? 
 
As wellness becomes an increasingly important part of the 

overall guest experience, the return on investment should be 

highly rewarding – especially as in many cases we can imple-

ment new wellness experiences, such as the aforementioned 

micro-moments, at minimal cost, while raising both perceived 

and experienced value at our properties.    

 

Our approach is multi-layered to drive value and incremental 

revenues.  It allows for the ability to be highly accessible, inspiring 

and educational, which is reflective of the shared health and 

wellness values of our guests. At the same time, the deeper and 

more immersive components will help to maximise bookings, 

capture revenue, and repeat loyal business.  

 

According to the Global 

Wellness Institute, global

wellness tourism has 

increased from a USD 563 

billion market in 2015 to USD 

639 billion in 2017, or 6.5% 

annually.  

 

By making our hotels places 

that inspire our guests to be 

healthier and happier, we 

will increase our appeal to all 

travellers and specifically

wellness travellers who spend 

more per trip than the average 

tourist – and this holds true for 

both domestic and interna-

tional travellers. 

In 2017, international wellness tourists on average spent USD 

1,528 per trip; 53% more than the typical international tourist. 

And domestic wellness tourists are even more lucrative. At USD 

609 per trip, they spend 178% more than the typical domestic 

tourist. 

 

Following the COVID-19 pandemic, holistic health experiences 

are only expected to be in even higher demand as more and 

more guests will increasingly filter their travel experiences 

through a holistic wellness lens. Hotels that have an authentic 

and holistic wellness approach beyond the spa – especially one 

which is underpinned by sustainable principles and practices – 

will be best placed for success in the post COVID-19 world. And 

we will be ready to deliver. 

 

Our unique ‘Pause, Focus, and Growth ’approach also gives us 

a fantastic opportunity to reimagine and reposition some of our 

longest-running properties, such as the 30-year-old Dusit Thani 

Hua Hin, and ensure they meet the shifting wellness needs of 

our guests – business and leisure travellers alike – and provide a 

platform for long-term revenue generation. 

 

Ultimately, we are confident that the holistic approach of 

Devarana Wellness will bring sustainable value to all of our 

properties and, alongside our award-winning spas, deliver 

heightened well-being experiences in each of our destinations. 
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