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F&B

WINE 
PROGRAMS 
THAT SPARKLE
Does your wine program have 
a thematic foundation, tell 
a story, appeal to the palate 
— and curiosity — of a wide 
range of customers? A good 
program succeeds with solid 
choices that support your F&B 
program. A great one educates 
and delights knowledgeable 
guests, invites enthusiastic 
neophytes to explore, and 
creates a memorable, inspiring 
experience for everyone. 
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S A L E S & M A R K E T I N G

At the Meritage Collection’s Napa, 
California, property, group options include 

yoga overlooking the valley’s vineyards. 

Adecade ago, the go-to healthy
program element for a convention 
was a suggested early morning walk 

with the stray fellow attendees who 
weren’t hungover from the previous 
night’s festivities. 

Today, many meeting planners are 
building schedules that prioritize wellness, 
from the menu to breakouts and beyond. 
The shift reflects the cultural fixation on 
health, mindfulness and the like.

BETTER BREAKS
“Wellness is definitely an important 
sector within the hospitality market,” says 
Kenzie Vath, corporate director of well-
ness and sustainability for the Meritage 
Collection, a group of five resorts in 
California and Hawaii. “It has a huge mar-
ket share, and the dollars are growing.”

Meritage has been developing a com-
prehensive group offering that devotes 

a whole menu to wellness options. At its 
Napa Valley properties, choices might 
include open-air yoga on a deck overlook-
ing vineyards, sound healing therapy in a 
wine cave, juice shots at break time and a 
healthy cooking class at dinner.

The resorts are open to special re-
quests for activities like circuit training 
or guided meditation that require outside 
experts, Vath says. “We try to make it 
seamless for the planner.” Lately she 
has seen rising demand for retreats that 
have an overt wellness bent, with healthy 
meals and break snacks throughout the 
day and mocktails at the end of the day. 

Hyatt Hotels Corp. has found, not 
surprisingly, that meeting clients all 
view wellbeing through a different lens. 
Where it’s a priority, says Mia Kyricos, 
senior vice president and global head 
of wellbeing, planners look at various 
aspects, “whether it be movement and 

fitness-related classes to start the day or 
reconsidering the overall design of the 
meeting space. For other organizations, 
having the option to offer plant-based 
proteins, infused water stations and 
wellbeing breaks that focus on taking 
a mindful moment are simple ways to 
infuse wellbeing into the agenda.”

BETTER TEAM-BUILDING
The Allison Inn & Spa in Oregon’s 
Willamette Valley developed a slate of 
wellness-themed team-building activ-
ities that were inspired by its clientele. 
Hipster-central Portland, Oregon, is a 
major feeder market for events at the 
Allison, and “in the last few years many 
groups from there have come to us with 
their own ideas,” says Nichole Cooper, 
the hotel’s director of sales. Those ideas 
have included aura reading classes, bub-
ble soccer matches and goat yoga, and the 
Allison staff has made them happen.

“We decided to come up with some 
plug-and-play options for groups so they 
didn’t have to come up with their own cra-
zy ideas,” Cooper says. The activities typ-
ically reflect the inn’s setting or supplier 

WELLNESS
Agenda: 

GROUPS LOOK BEYOND THE NORM TO ADD 
MINDFULNESS, WELLBEING AND ACTIVE 

EXPERIENCES TO EVENTS.
Contributed by MEGAN ROWE 
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partners: A lotion blending experience, 
for example, takes advantage of ingredi-
ents from the onsite garden; a tea tasting 
involves experts from Smith Teas, which 
provides teas to the resort. Chocolate and 
wine tastings showcase the knowledge of 
the in-house wine and food staff.

Many of these are indoor activities by de-
sign, a hedge against unpredictable Pacific 
Northwest weather. They also don’t require 
transportation or complicated setup.

“Planners are looking for ways to 
keep attendees engaged and atten-
tive,” Cooper says. “We don’t see 8-to-5 
meetings with working lunches — these 
days, a lot of groups meet at 7 (a.m.) to go 
for a walk in the vineyards, or do group 
meditation, and the meeting might start 
a little later than in the past.”

Sometimes just getting outside provides 
a welcome diversion. At the Quinta da 
Marinha resort outside Lisbon, walking 
meetings are an option. The meetings are 
actually hour-long breakouts that consist 

of a focused discussion and a walk through 
the onsite golf course. A staff member 
leads the walks — which typically involve 
10 to 15 members and are followed by a 
group coffee break — to make sure meeting 
attendees don’t disturb golfers. 

“It’s still not big — maybe 10% of 
groups do it,” says Joao Pinto Coelho, 
the resort’s sales director. “We suggest it 
during site inspections as an alternative 
to breakout rooms.” Options like yoga 
during breaks are more popular, he adds.

TAKE A WALK
For Mandarin Oriental Hotel Group, 
Mindful Meetings involve different ele-
ments inspired by the location: essential 
oils spritzed in the meeting rooms, a hike 
in the forest, paddleboard yoga, garden 
tours, landscape painting, healthy Thai 
cooking classes, a run in the neighbor-
hood park. Menus are designed to 
stimulate, nourish and fight fatigue. 

“Ideally we want planners to see the 

hotel on the site inspection so they see 
how they can incorporate not just the 
meeting rooms but other elements as 
well,” says Emily Snyder, Mandarin’s 
group vice president of global sales. 

Even the definition of wellbeing is a 
moving target, with no one-size-fits-all 
approach, Hyatt’s Kyricos says. “It’s im-
portant to provide customers with a vari-
ety of options that best meet their needs 
for that specific meeting,” she notes.

Some options generate healthy ancil-
lary revenue. The Meritage Resort and 
Spa in Napa charges US$50 per person 
for 75-minute sound healing sessions; a 
2.5-hour juicing, smoothies and morning 
elixirs class fetches US$125 a head. Lotion 
blending classes at Allison Inn run US$35 
per participant, while guided tea tastings 
bring in US$60 per attendee. Activities 
like goat yoga are outsourced and the cost 
depends on the supplier.

ROI is always a concern for meeting 
planners, but Snyder says that ultimately 
the wellness ROI of meetings can’t be 
calculated. 

“You feel refreshed and revitalized, 
you haven’t sat through heavy meetings 
eating donuts, so when you do go back to 
work, you’re ready,” she says. 

“Planners are looking for ways to keep 
attendees engaged and attentive. 

WE DON’T SEE 8-TO-5 MEETINGS WITH WORKING LUNCHES.”

NICHOLE COOPER, THE ALLISON INN & SPA 

A wellness-focused meeting room at the 
Mandarin Oriental Hyde Park, London
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