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A menu of design innovation 
is transforming spas from 
pampering enclaves to 
experiential destinations where 
guests can rest, rejuvenate and 
reinvent themselves.

BY MATTHEW HALL
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ESCAPE VELOCITIES 
IN ITS “Top 10 Global Spa and Wellness Trends 
Forecast” for 2015, industry consultant Spafi nder 
Wellness Inc. says “experiential novelty is the Holy 
Grail for many luxury travelers.” Providing such 
experiences is one of the core missions of three 
noteworthy spas, two of which will soon open (the 
GOCO Spa Venice in Italy and the Santuario LeDo-
maine Wellness & Spa in Spain) and the other, a 
recently completed renovation/expansion of an 
existing, high-profi le destination (the Golden Door 
in Southern California). Designers worked hard to 
incorporate features that help all three of these 

properties meet patrons’ growing demands for a 
one-of-a-kind experience.

GOCO SPA VENICE 
Th is spa—the fi rst by Bangkok-based GOCO 
Hospitality in Europe—is part of the JW Marriott 
Venice Resort & Spa, which is slated to open this 
month on a man-made island in the Venetian  
lagoon. Th e hotel is housed in a 1930s-era 
building that once served as a hospital, while the 
spa’s treatment rooms are located in a nearby 
former stable. 

INDOOR POOL, GOCO SPA VENICE
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The refurbishment of both those buildings was overseen by 
Milan-based Matteo Thun & Partners, which worked on the 
development’s master plan, architecture and interiors. “The proj-
ect’s focus is on the lagoonscape—water, slowness and silence—
which is linked to consistent choices of locally available materials 
(brick and tiles, glass, mirrors and Venetian textiles) in a contem-
porary way, without any sense of nostalgia or historicism,” says 
firm co-founder Matteo Thun. “It’s a unique place that will cater 
to the upmarket tourist who wants an outstanding location 
offering ‘luxury through subtraction.’ It’s away from the noise and 
bustle. And above all, without creating useless waste.”

In keeping with the goal of creating a venue that serves as an 
eco-friendly escape, designers took such steps as carefully 
preserving the red brick façade, wooden pitched roof and 
uniquely shaped windows of the stable housing the spa. The eight 
treatment rooms within the building, meantime, feature smooth 
surfaces in neutral colors, accented with antique brass details. 

In addition to those treatment spaces, the GOCO complex 
includes an indoor/outdoor aquatonic pool that offers air- and 
water-jet features such as hydro-backed benches and neck-
massage nozzles; a traditional hamam with a scrub room; 
outdoor “express” treatment pavilions; and a tea lounge. The 
result, says GOCO Hospitality ceo and founder Ingo Schweder, is 

a one-of-a-kind facility “that provides a comprehensive well-
being menu that imparts a sense of harmony.”

SANTUARIO LEDOMAINE W ELLNESS & SPA

Like the GOCO Spa Venice, this retreat is housed in a former 
stable. The converted space in this instance is part of a 12th 
century abbey that’s now home to a hotel, the Abadia Retruerta 
LeDomaine. That 22-key property is slated to reopen this month 
after being closed since late last year to accommodate construc-
tion of its new, on-site spa, which will debut in July.

The hotel and spa are surrounded by vineyards in Spain’s wine-
making Duero region. Drawing inspiration from that setting, the 
destination’s owners decided to create a spa that will feature a 
“vino-therapy” concept run by what the hotelier describes as the 
world’s first spa sommeliers. Those specialists will ask arriving 
guests to taste a selection of wines and smell a variety of oils, and 
then create custom treatments based on their responses.

In addition to being commissioned to create the spaces that 
would house that unique experience, the project’s designers—
Italian architect Marco Serra and Swiss interior architect 
Michele Rondelli—were asked not to construct anything that 
would block views of the surrounding countryside from the 
hotel. Their solution: dig down. 
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SPA EXTERIOR, GOCO SPA VENICE
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But that decision resulted in a further complication. Because the 
hotel/spa complex sits near the Duero River, the soil under the 
stable is very moist. To overcome that problem, the designers devel-
oped the idea for an underground concrete ÒshoeboxÓ within the 
stable that will house the spaÕs treatment rooms and related facili-
ties. Located on the ground !oor of the former stable will be eight 
luxe new guest rooms with direct access to the spa. To maintain a 
soothing vibe throughout the space, designers utilized a color 
palette of beiges and creams, and furnishings made out of such 
natural materials as walnut, teak and oak.

All the e"ort expended in creating the spaÕs subterranean setting 
will be well worth it, says Andres Araya, managing director of the 
hotel, which is a member of the Relais & Chateaux collection of 
gourmet restaurants, boutique hotels, resorts and villas. ÒWith the 
completion of the spa, our historic hotel will be one of the elite prop-
erties in Europe,Ó says Araya.

GOLDEN DOOR

#is high-pro$le spa, located between San Diego and Los Angeles, 
dates to %&'(, and over the years has served as an out-of-the-Holly-
wood-spotlight retreat for the likes of Elizabeth Taylor, Nicole 
Kidman and Robert Wagner, among others. It wasnÕt that the Door 
had gotten creaky. Instead, the recent updatesÑwhich included 
refurbishing the spaÕs interiors, a major expansion of its grounds 
( from )** to +,, acres), additions to its artisanal product line, 
updated programming and a reformulation of its skincare lineÑ
mean Òthe spa is growing deeper where it was planted,Ó says general 
manager and chief operating o-cer Kathy Van Ness. 

UNDERGROUND POOL, SANTUARIO L EDOMAINE WELLNESS & SPA

TREATMENT ROOM, SANTUARIO 
LEDOMAINIE WELLNESS & SPA
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THE “TOP 10 Global Spa and Wellness Trends 
Forecast” for 2015 by industry consultant 
Spafi nder Wellness Inc. includes this intriguing 
fi nding: the wave of medical/recreational 
marijuana legalization in Colorado and several 
other U.S. states, as well as such countries as 
Uruguay, is resulting in cannabis “getting a 
‘wellness makeover’ with new spa, beauty and 
travel connections.”

Thus far, this trend has resulted in the 
creation of such businesses as Primal 
Wellness in suburban Denver, which Spafi nder 
characterizes as the world’s fi rst cannabis day 
spa, with an emphasis on cannabis bodywork 
and facials. In addition, the report points to 
the Adagio Bed & Breakfast in Denver, which 
has rebranded itself as a “bud and breakfast.”

This is just the start of a movement that 
could wind up having a major impact on 
the spa industry in coming years. “This is 
not just a 2015 trend; it’s one with a long, 
gradual future,” the Spafi nder report notes. 
“… Legalization creates boom markets 
overnight, and in the U.S. a ‘wild west’ of 
start-ups (like the Internet’s early days) is 
rushing to create new business models, 
including tourism, therapeutic products, 
foods—and yes, new spa, yoga and 
wellness connections.”

IS THE  SPA MARKET 
GOING TO POT?

Brought on to refresh the spaÕs Asian-inspired inte-
riors was Victoria Hagan, of New York-based Victoria 
Hagan Interiors, whose commission included the 
property's !" guest rooms, dining room, reception 
lobby, bathhouse spa, guest lounges and yoga gyms. 
Hagan said much of her e# orts involved $ nding ways 
to bring the outside in through a mix of natural 
textures such as wood, bamboo, Japanese papers and 
grasses. She also contrasted polished lacquered 
surfaces with the decidedly humble matte $ nish of 
traditional Shoji screens.  

Ò% ereÕs a tranquility that de$ nes the Golden Door 
experience; a guest room becomes a personal sanc-
tuary,Ó says Hagan. ÒSubtle splashes of color and a 
sophisticated range of materials, evocative of the spaÕs 
iconic past, have renewed the spirit of understated 
elegance for which the Golden Door is celebrated.Ó £

RECEPTION LOBBY, GOLDEN DOOR

BATHHOUSE SPA, GOLDEN DOOR
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