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Transformmg )Spite
Through Purpose

Speaking exclusively to The Executive Magazine, Grant Peires, Director of Communications at IDILIQ Hotels & Rumh

how the hospitality industry's next revolution isn't about thread counts or infinity pools - it's about purpose. As the architect
behind Kind Holidays|, an initiative that's sending ripples through the luxury travel sector, Peires presents a bold vision where
profit and social impact don't just coexist, they flourish together. This candid conversation uncovers how one of Europe’s
leading resort groups is rewriting the rules of hospitality, and why they're now urging their competitors to join them

Through the sun-drenched
corridors of luxury resorts and
behind the polished fagades of five-
star hotels lies an untold story of
transformation. Grant Peires reveals
how the hospitality industry’s next
revolution isn't about thread counts
or infinity pools - it's about purpose.

A Journey Through Hospitality

Since joining the hospitality sector
in 1988, Peires's journey began in Northwest London as an estate
agent. When soaring interest rates froze the UK market, he pivoted
to selling Spanish holiday properties, drawn by the allure of "selling
sunshine and holidays® during challenging economic times. Now,
as Director of Communications at IDILIQ Hotels & Resorts, his
role encompasses both real estate and hotel promotion across
properties in the Costa del Sol, Tenerife, Orlando Florida, and the
UK.

The evolution of his career mirrors the transformation of the
hospitality industry itself. "The hospitality landscape has shifted
dramatically,” Peires observes, "with travellers increasingly seeking
more than just a beautifully designed space. They are looking for
a seamless blend of comfort, flexibility and top-quality service.
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The Birth of Kind Holidays

The Kind Holidays program emerged in 2012 when IDILIQ became
one of the first donors to Give Us Time, a charity founded by former
Defence Secretary Sir Liam Fox supporting military personnel.
By 2016, they had expanded their reach dramatically, partnering
with charities supporting terminally ill children, bereaved families,
and those needing accommodation near hospitals for extended
treatments.

"Within 18 months of bringing on-board a dozen new charities, |
started to see the positive effects our programme was having not
just on the recipients of the holidays but on our own team,” Peires
explains. This realization sparked a larger vision: to transform the
entire travel sector through purposeful giving.

The program’s implementation wasn't without its challenges. "The
challenge for me personally has been time management and
making sure that my eye is on our commercial endeavours, as
much as it is on our altruistic ones,” Peires admits. However, the
results quickly justified the effort.

Impact on Corporate Culture

The impact on company culture has been profound. During a
recent summer gathering at Wyndham Costa del Sol, over 300

team members heard first-hand accounts from holiday recipients.
Former soldier Scotty Darroch shared how a stay at their resort a
decade ago helped him overcome PTSD and addiction. Sarah Sea,
a single mother, spoke about precious memories made with her
son Phoenix, who had lost all motor skills at age three due to a rare
genetic disorder.

‘Many members of our team were touched first-hand,” Peires
recalls, “like the Porter who woke up very early in the morning, off
his own back, to help wheel Phoenix in his adapted wheelchair onto
the beach, to watch the sunrise with Sarah and Rico.”

These experiences have created a ripple effect throughout the
organization. Staff retention has improved, productivity has
increased, and there's a palpable sense of purpose that permeates
every level of operations. ‘It is impossible for you not to feel proud
of what you are doing and who you are working for, when you can
see first-hand how much of an impact we are having on the most
challenged members of our society,” Peires notes.

The Business Case for Kindness

The initiative's primary cost - housekeeping for off-peak rooms - is
far outweighed by improved staff morale, increased productivity,
and enhanced retention rates. ‘Being told by colleagues 'how proud
they are to work for a company that does what we are doing’ has
fuelled my determination to bring this to the rest of our industry,”
Peires notes.

IDILIQ's experience demonstrates that social responsibility and
profitability aren't mutually exclusive. In fact, their charitable
initiatives have become a key differentiator in a competitive
market. The company has found that purpose-driven operations
attract not only grateful recipients but also conscientious travellers
who actively seek out socially responsible businesses.

Evolving Consumer Expectations

Looking beyond individual properties, IDILIQ has positioned itself
at the forefront of evolving consumer expectations. The hospitality
landscape has shifted dramatically, with travellers increasingly
seeking meaningful experiences and purpose-driven brands. The
company's four decades of expertise in managing aparthotels has
enabled them to create communities that cater to diverse needs,
from family holidays to digital nomads' extended stays.

‘Increasingly we see the traditional peak holiday seasons being
less relevant as hybrid working brings more travellers seeking
longer stays and work-from-anywhere options,” Peires observes.
‘Properties that offer seamless living, working, and leisure
experiences will thrive.”

The Future of Kind Holidays

As Kind Holidays launches officially on World Kindness Day, Peires
envisions it becoming a central repository for the entire travel
sector. "My hope is that Kind Holidays might grow into a charity
where all hoteliers, airlines, cruise ship operators, restaurants, and
taxi companies can donate their space or services. Until this dream
becomes a reality, we are campaigning for others in our sector to
use www.kindholidays.com as an open-source guide on how they
can set up their own charitable programmes.”

The initiative has already begun to demonstrate its versatility.

"Hotel accommodation does not necessarily need to be used just
for holidays,” Peires explains. "For example, hotels that are located
near large children’s hospitals can donate space to families, where
a child is receiving treatment for several days or weeks and the
family home is too far away from the hospital for the parents to be
able to commute.”

Real Impact, Real Stories

The initiative’s impact is perhaps best illustrated through the words
of their guests. Alistair Witham, whose daughter Katie has chronic
kidney disease, wrote after their Orlando holiday: "The memories we
created as a family during those two weeks are beyond precious.
They serve as a reminder to Katie and all of us that life extends far
beyond hospitals, medicines, and treatments.”

Such testimonials underscore the profound impact of these
experiences. "As a father of two myself,” Peires reflects, "I hug my
kids harder, tighter and longer than | would have, had | not been
lucky enough to be involved with Kind Holidays.”

Leadership in Modern Hospitality

For Peires, success in today's hospitality industry requires two
essential qualities: empathy and sociability. "With empathy, you can
see what brings your customers joy and it allows you to focus and
expand on it. One of the keys to our 40-year success is treating our
customers like family, really embracing them, like they are our own.”

This approach has led to unique relationships within their
properties. "Many of our team members have been with us for
decades,” Peires shares, "and it gives our long-standing customers
a sense of continuity and community. We have even had instances
where team members go on holiday together with customers that
have become friends.’

Building a Legacy

Looking ahead, Peires hopes the program becomes as fundamental
to hospitality as sustainability initiatives. | hope we lose this
challenge because all our competitors are doing something similar,”
he admits candidly. "Eventually, my goal is that Kind Holidays is no
longer required to spread the word, as it has become a standard
and integral part of the sector.”

His advice for other leaders contemplating similar initiatives is
straightforward: “It's much simpler than you might imagine to
institute. Rather than a negative on your balance sheet, it improves
it, due to the decrease in cost of recruitment and increase in staff
productivity and retention. Once you begin, you will never look
back!”

The future of hospitality, Peires believes, lies in this blend of purpose
and profit. As consumers increasingly seek meaningful experiences
and socially responsible brands, initiatives like Kind Holidays may
well become the new standard for success in the industry.

Peires concludes with a passionate plea that encapsulates both the
business case and moral imperative for corporate kindness: "Let’s
build a kinder world together, one holiday at a time. Please open
your hearts and doors to the most wonderful and grateful guests
you could ever imagine.”
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