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On the western shores of Barbados, sitting on 1,000 feet of white, coral-sand 

a luxurious getaway for more than 50 years, leaving an indelible memory in 

Mario Bevilacqua Von Gunderrode, Resident Manager at Sandy Lane since 
2012, gives a brief recap on the history of the resort and how it has evolved 
over the years. "Originally built in 1961 on the site of an old sugar plantation 

in the Caribbean and has hosted many celebrities, business personalities and 
royalty." 
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 In 1996, the original resort was purchased 
by a  new ownership g roup and a  change of 
ownership meant that it was time for an up-
grade; so began a three year, rebuild and reno-
vation. To preserve the classic ambience well 
known to guests around the world , the hotel 
was rebuilt in its predecessor's image but also 
increased the size of guest rooms, upgraded 
the pool and introduced stunning spa facili-
ties, as well as adding two golf courses.

most of which face the ocean," explains Ma-
-

tions are incredibly spacious, averaging 900 
square feet and each room and suite features 
a private patio. We can host up to 250 guests." 
he continues. "And we operate with 700 em-
ployees, so our ratio is about three employees 
per guest when we're at capacity."

Sandy Lane welcomes families to join them 
with p lenty of a ctivities for children to en-
joy. Over the years, they have made upgrades 
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to the Tree House Club, where kids can have 
fun and take part in a wide range of games, 
activities and excursions.  

three years up t o sixteen, f rom 10am u ntil 
8pm and sometimes even longer," Mario ex-
plains of the Tree House Club. "We have all 
sorts of activities, from horseback riding, wa-
terskiing and movie night on the beach. And 
just t his year, we s tarted a  S ummer Sports 

complimentary lessons for children includ-
ing golf, tennis and football."

THE SANDY LANE 
EXPERIENCE

Sandy L ane prides i tself on p roviding their 
guests with more than luxurious accommo-

their attentive service and an i mpressive 
roster o f amenities for all ages t o enjoy. To 
stay up to date and advance their reputation, 
Sandy Lane is committed to upgrading their 
technologies, as well as their services.  

When Mario was brought on board the team 
in 2012, h is main goal was to raise the b ar 
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learn and grow, and in t urn, b ecome more 

-

were just afraid of making a mistake, or not 
making the right choice."

-
dence involved a increased pallet of contin-

the expectations o f guests f rom around the 
world. " We h ave implemented an a rray o f 
trainings," he says. "On a daily basis we have 

teach them what international guests expect 
from us."

Mario n otes that increased training p roved 
to b e a valuable t ool, s eeing a marked d if-

-
selves, which shone through to guests. "We 

-
-

dent and they're really getting it across." 

-
est level, the hotel is  always looking for ways 
to improve technologies used by guests dur-
ing their stay. From remotely controlling the 
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temperature and curtains within their room, 
to a  new application being designed to add 
even m ore convenience, g uest c an e xpect 
nothing but the absolute best while at Sandy 
Lane. 

“We have b een implementing an array new 

Mario. “We're going to have a concierge ap-
plication that guests can install on their iPad, 
so that when they're out on the beach, they 
can make r equests; m obile a pplications for 

-
tels to pilot and test in real life a completely 
wireless check-in in the guest rooms”

consolidating all these s ervices to s implify 
the process. H e says " Our biggest concern 
right now is to streamline all of the systems, 
to e nsure all proper i nterfaces and explore 
the possibility of cloud solutions where pos-
sible".

AWARD RECOGNITION 

Sandy Lane has an impeccable track record 
of p roviding t he h ighest q uality g uest s er-

over t he y ears w ith such a ccolades as: Trip 
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Advisor's 2015 Travelers' Choice Winner in 
the categories o f Top Luxury Hotels in the 
Caribbean and Top Hotels in the Caribbe-

Award and the number o ne L uxury Hotel 
in t he C aribbean, a s well a s earning a spot 
on C onde N ast Traveler's " Gold L ist" r ec-
ognizing the best luxury resorts. In addition 
to the critical acclaim, Sandy Lane has also 
stocked their trophy case with honours from 

annual a ward c eremony highlights t he b est 
in a ll a spects o f the tourism industry, and 
winners are voted on b y travel p rofession-
als and guests from around the globe.  Since 

2002, the resort has earned 20 World Travel 
Awards, i ncluding B arbados' L eading S pa 
Resort and Barbados' Leading Golf R esort. 
Perhaps most impressively, Sandy Lane have 
been recognized f or b eing B arbados' L ead-
ing Resort eight times, most recently at the 
2014 World Travel Awards.  

Mario explains w hat winning the award 
means to Sandy Lane, focusing on the great 

their hard w ork and dedication. "Anytime 
we receive an award of this kind," he says, "it's 
very important to share it internally with our 
team. It's a business of people; hospitality. To 
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run a hotel like S andy L ane, y ou n eed 700 
very motivated people and sharing achieve-
ments like this adds some motivation. "

Already h ighly motivated to treat g uests of 
the resort to the highest standard of luxury 

praise o f any kind, from t he World Travel 
Awards to individual guest experiences. "We 
celebrate even the single Trip Advisor review 
we r eceive," Mario e xplains. " We share that 
with t he t eam on a  d aily b asis, and some-
times employees even see their names men-
tioned and they're happy to hear it."
With their previously mentioned dedication 

to i mprovements, S andy L ane have b een 
-

ning prestigious honors such a s those from 

process. “Our projects for the next two years, 
we're going to be focusing on improving our 
online marketing,” he says.  “Awards of this 
kind w ill only h elp in s trengthening o ur 
brand, and these are things we're going to be 
featuring and we'll be using to continue pro-
moting Sandy Lane."

A key aspect o f promotion now involves a  
heavy interest i n social m edia, particularly 
within the hospitality industry, as guests fre-
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quently use sites such as Trip Advisor to help 
inform their decision on where to vacation. 
Sandy L ane is  well aware o f this, and they 
will be more and more active online moving 
forward. 

“We're going to be focusing all of our market-

consulting company they will be helping us 

which we call Online Social Marketing and 
Revenue Management. “ says Mario. 
"I'm sure t hat this w ill bring great results," 
he continues "our presence online has been 

increasing tremendously, and using the syn-
ergies between social media, marketing and 
revenue management t echniques w e are 
hoping to reach half a million visitors on our 
website  this year".

THE FUTURE OF
SANDY LANE

Looking into t he f uture, S andy L ane hope 
to i mplement a  b rand n ew g reen i nitiative 
which will save on energy usage, and create 
an opportunity to preserve the environment 
of Barbados. It involves encouraging g uests 
to r e-use linens, instead o f having t hem 
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changed daily. Mario says that, “We're trying 

guests t hat are interested i n such i nitiative. 

produce miniature wooden t urtles, which 

'Please leave the turtle on the bed before go-

ing to the b each and we won't change your 
linen for another day.' and also e ncourage 
them to purchase the little local souvenir so 

trying to put in place to preserve this won-
der".

As for their main goal, continuing expanding 
the already strong Sandy Lane brand is a top 
priority, as well as remaining true to the spirit 
of the resort itself. "Sandy Lane has been here 
for the past 53 years, almost 54, “ says Mario. 
“It's a very powerful brand and we want to con-
tinue what we're doing, reach out to new areas 

be more present in the US, North America and 
South America, increasing brand recognition 
in the Americas.” 
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