
Issue

ITB Berlin, Germany
March 6, 2014

FATHER 
of Creative 
Travel India 
and PATA 
chairman 
2004-2005, 
Ram Kohli, 
has died at 

the age of 74.
He suffered two major cardiac 

arrests in the early morning of 
March 4 following unrelated 
procedures at the hospital. 

Born in 1940, Kohli estab-
lished the DMC in 1977. He 
was also active in PATA years 
ago and assumed the mantle of 
PATA chairman from 2004 and 
2005. Former PATA president 
& CEO, Lakshman Ratnapala 
recalled: “(Kohli) was a man 
of high energy and action, a 
human dynamo of sorts…He 
could not tolerate inefficiency or 
corruption and was outspoken 
in his criticism.”

Kohli is survived by wife 
Deepak, sons Rajeev and Rohit 
and their wives, and four grand-
children. Creative Travel still has 
a stand at ITB, although Rajeev 
and Rohit have had to cancel 
their trips.

Old rivals see new threatHawk-eyed buyers wait for right 
time to swoop in on Thailand

India compromised
By Raini Hamdi and Hannah Koh
INDIA has lost ground in the 
German market as a result of the 
rape cases which have tarnished 
the destination’s image.

Marco Polo Reisen suffered 
a 15 per cent drop to India last 
year, with managing director 
Holger Baldus saying “the drop 
has not reached the bottom yet”. 
Michael Frese, CEO of REWE 
Touristik, reported a “substan-
tial decrease”. Thomas Tischler, 
president, Tischler Reisen, said 
on average, India is down 25 per 
cent for German tour operators.

Said Frese: “This is the sort of 
issue that spoils the reputation of 
a country. It’s a disaster.”

“The (negative) image people 
have right now of India is un-
fair as India is a super country, 
its people very welcoming. India  
should do something,” he said.

Frese said German travellers 
to India are a different clientele 
from the beach holiday market 

German travellers shun destination as negative reports continue to air
to places such as Bali and Thai-
land. “They go on roundtrips for 
the culture and for education. I 
don’t think they are afraid (of 
being raped). They are not com-
fortable or do not want to 
support the destination. 
It’s all about perception,” 
Frese said.

Making matters worse, 
departures cannot be 
done when the minimum 
number of pax is short 
even by a few. “If 10 peo-
ple are secured and 15 is 
the minimum number, 
you can’t run the tour. A retail 
agency then tells his client, well, 
the last tour was cancelled, so 
there is no guarantee if this one 
would go, I recommend you go 
somewhere else.”

Baldus said: “Sales are down 
despite a weak rupee and lower 
hotel rates. Prices are down at 
least 10 per cent; India is such 
fantastic value for money, yet 

travellers feel it’s not the right 
time. They don’t feel safe.” 

India’s DMCs are feeling the 
impact even though, as Ashish 
Sehgal, senior general manager-

sales, Creative Travel, 
said: “In our history, 
not a single customer 
of ours has faced this 
because we use li-
censed guides, reputa-
ble hotels and drivers”. 
The DMC is doing an 
education series with 
partners on guidelines 
for travelling in India 

and inviting them on fam trips.
Orient Express Travels & 

Tours’ senior general manager, 
Deepak Mathur, said: “India 
Tourism should do more. It 
needs to hire PR companies and 
engage the international media 
to write about India as a destina-
tion. It is poor in handling the 
media and PR; it should consider 
PR not as an expense but an in-

“To do effective con-
tracting at this juncture 
will be challenging.” 

Duncan Webb
Chief commercial officer

Onyx Hospitality Group
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By Raini Hamdi and 
Xinyi Liang-Pholsena 
THAILAND’s protracted po-
litical turmoil is throwing 2015 
contracting out of the windows, 
with hoteliers bracing for pres-
sure on rates the moment some 
stability is in sight.

Some European buyers are 
said to be delaying contracting 
in order to swoop in on lower 
rates later – although all tour op-
erators interviewed by the Daily 
said they are not doing so.

Premier Holidays UK, head 
of longhaul product, David Car-
law, said: “Due to the changing 
nature of our business, we are 
pretty much negotiating all the 
time on tactical promotions so 
(delaying contracting) is irrel-
evant to us.” 

But as fresh bookings slow 
down, hoteliers are expecting the 
worst. 

“Past experience would sug-
gest that some operators will try 
to use the current Bangkok situa-
tion as a means to negotiate bet-
ter deals for the whole country,” 
said Duncan Webb, chief com-
mercial officer of Onyx Hospi-
tality Group.

In Memoriam

By Xinyi Liang-Pholsena
OLD rivals Bali and Phuket are 
seeing that their competition 
for Australian travellers is now 
not one another but longhaul 
destinations such as Hawaii and 
South Africa.

“Bali and Phuket are usually 
competitors when it comes to 
attracting the Australian market, 
but due to aggressive marketing 
by the US and competitive pro-
motions from Hawaii, we are 
seeing more Australians head-
ing to Hawaii instead,” said Al-
lamanda Laguna Phuket general 
manager, Femke Beekers, who 
sustained a 20 per cent drop in 
Australian business last year.

The Samaya Bali still sees 
“good” business from Australia, 
with increasing traffic from Mel-
bourne and Perth although busi-
ness from Sydney and Brisbane 
dipped slightly by three to four 
per cent last year, said general 
manager Ray Clark. 

“For a few years in the past, we 
were running head to head with 
Thailand, but it’s no longer the 
case now – competition (for the 
Australian market) is no longer 
regional but worldwide,” said 
Clark. “Australians are getting 
more adventurous and travel-
ling further afield to Europe, plus 
with more flight connections 

vestment to improve the image 
of the country.”

Girish Shankar, additional 
secretary, Ministry of Tourism, 
Government of India, said re-
ported decreases in tourists are 
“abberations”, pointing out that 
there has been a four per cent or 
more increase in arrivals, with fe-
male travellers comprising 40 per 
cent of total visitor numbers.

 He said India is working to 
dispel perceptions of the coun-
try as unsafe for women under 
the ongoing Incredible India 
campaign by addressing queries 
of tourism partners at its road-
shows, increasing the number 
of ladies invited on fam trips to 
India and issuing a general advi-
sory on the Incredible India web-
site with guidelines for travellers 
to follow. A press conference on 
Tuesday also saw a German trav-
el writer brought in to share her 
experiences travelling in India. 
“Is that not enough?” he asked.

 “The longer this political im-
passe continues, the harder op-
erators will push for lower rates. 
To do effective contracting at this 
juncture will be challenging.” 

Likewise, Centara Hotels & 
Resorts’ senior vice president 

sales and marketing, Chris Bai-
ley, is bracing for rate pressure to 
set in later. 

“I expect (rate) pressure to 
come when stability returns” he 
said. “The Tourism Authority 
of Thailand will have comeback 
campaigns and that’s when there 
will be expectations for Bangkok 
to ‘buy business back’. We just 
don’t know when that period 
will be.” 

Already, buyers show they do 
harbour those expectations. Da-

vid Kevan, partner, Chic Loca-
tions UK,  said: “Once the situa-
tion is resolved, I think Bangkok 
will have to look at a short-term 
discount plan to restore client 
confidence. 

“But I don’t think there will be 
countrywide discounts, unless 
the political (turmoil) spreads 
beyond Bangkok.” 

Nyhavn Rejser Denmark’s di-
rection of production (leisure), 
Jakob Ro Jorgensen, does not 
rule out pushing Bangkok hotels 
for lower rates, although he will 
“try to close contracts as soon as 
possible” due to the high number 
of requests for next season and 
“if needed renegotiate at a later 
stage”.

But Hans van den Born, man-
aging director of Diethelm Travel 
Thailand, said the onus should 
not just be on Bangkok hotels to 
reduce rates, urging other stake-
holders to play a part to drive 
longhaul traffic to Bangkok.

“Airlines are key too. Right 
now, I’m only seeing fare promo-
tions for Thai outbound travel to 
European destinations. Airlines 
need to lower rates from Europe 
to Bangkok too,” he said.

such as South African Airways, 
more Australians are heading to 
South Africa too.” 

Likewise, Ron Nomura, direc-
tor of marketing at Grand Hyatt 
Bali, said: “We are seeing more 
meetings and incentives from 
Australia heading to Hawaii; 
planners will often reveal they 
are considering Hawaii too.

“Australians have been to Bali 
too many times, plus they want 
to make use of the current fa-
vourable exchange rate of the 
Australian dollar versus the US 
dollar. Longhaul destinations 
always pick up (in demand) 
among the Australians when the 
Aussie dollar is strong,” he said.

Bali’s proximity to Australia 
is a double-edge sword as it is 
typically viewed as a “common” 
destination among Australians, 
opined Dewi Trisnawati, vice 
president sales & marketing of 
Waka Hotels & Resorts. “Aus-
tralians look at Bali as their own 
backyard,” she said. 

“Hence it’s more important 
for Bali to maintain its unique-
ness and novelty for the Austral-
ians.” 

Asked if longhaul destina-
tions will lose its appeal among 
Australians, Nomura quipped: 
“When China stops buying raw 
materials from Australia.” 
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Luxury room
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A taste of tropical luxury on the magical island of Bali

SOFITEL BALI NUSA DUA BEACH RESORT

AN ENCHANTING ESCAPE 

FRENCH ELEGANCE MEETS BALINESE CHARM

IN A LAVISH BEACHFRONT RETREAT

KAWASAN PARIWISATA BTDC, LOT N5, NUSA DUA, 

BALI 80363 INDONESIA - TEL: (+62) 361 849 2888
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Prowling for partners By Patrick Tan 

Hyatt Regency Kuantan 
Resort’s Mei Zahid and 
Holiday Villa Hotels & Resorts’ 
Kenneth de Silva

Rembrandt Hotel Bangkok’s 
Eric Hallin, Maradiva Villas 

Resort & Spa Mauritius’ Iain 
McCormack, and GTMC Travel 

Singapore’s Samson Tan

Swissôtel Nankai Osaka’s 
Christian Schaufelbuehl

TTG Asia Media managing director Darren Ng (centre) seals the deal with Thailand-based 11-Infotech 
System’s CEO business development Chartchai Pothong to applause from fellow Travflex user 
companies including Tour East Australia and CBS Travel Asia. 11-Infotech System’s product will power 
TTG’s B2B e-commerce portal Roomonger for real-time room bookings with instant confirmation.

TTG signs on 11-Infotech to power Roomonger
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contracts 
manager, 
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Biggest challenge with Singapore, 
Hong Kong, Bali and Vietnam?
Singapore/Hong Kong Keep-
ing prices attractive versus other 
Asian cities with far lower price 
points. Both destinations are also 
seeing a challenge to their busi-
ness from Middle East carriers 
diverting the ‘kangaroo route’ 
away from Asia. While we are 
seeing stronger and more regular 
tacticals from Singapore, Hong 
Kong requires a strong effort 
from all stakeholders – the tour-
ism board, hoteliers, airlines and 
operators to stem a significant 
loss in business out of the UK.
Bali/Lombok Air capacity into 
Bali remains a problem as Asian 
hubs, particularly Singapore, 
tend to act as bottlenecks. The 
long-awaited “direct” service 
from Garuda Indonesia may 
now connect via Amsterdam and 
Jakarta, so this will have limited 
appeal. But 2014 is looking posi-
tive particularly for Ubud, Sanur 
and Seminyak. We are also seeing 

Datai brand expands 
By Raini Hamdi
DESTINATION Resorts & Ho-
tels (DRH) has disbanded its ho-
tel management arm Archipela-
go Hotels & Resorts but 
its plans to export “the 
art of Malaysian hospi-
tality” lives on through 
Datai Hotels & Resorts.

The brand, whose 
roots lie in the sole Da-
tai property in Lang-
kawi, will soon enter 
Johor as part of DRH’s 
integrated development 
Desaru Coast, which 
comprises four hotels, two golf 
courses, two ocean themeparks, 
a waterfront retail and lifestyle 
village and a hospitality, tourism 
and culinary arts school.

General manager of The 
Datai, Langkawi, Anthony Se-
bastian, has been seconded to 
oversee the  opening of two Da-
tai hotels in Desaru Coast – the 
five-star Datai Desaru and four-
star family-oriented theme hotel, 
Anak Datai. The Daily under-
stands a new GM is being sought 
for The Datai, Langkawi. The 
other two hotels in Desaru Coast 
are an Amanresort and a Shera-

Can DRH replicate the uniqueness of The Datai, Langkawi?
ton, the latter with an adjoining 
convention centre.

But tour operators said it is de-
batable if The Datai, Langkawi, 

with its unique archi-
tecture, secluded beach 
and lush rainforest, can 
be replicated and if the 
name Datai has enough 
recall beyond its loyal 
following to be a global 
brand. Sixty  per cent of 
The Datai, Langkawi’s 
clientele are upmarket 
UK visitors.

Sebastian, who is also 
DRH’s senior vice president-
hotel management, said: “Datai’s 
DNA is not difficult to transport. 
The Datai, Langkawi is not just 
about location. Its core value ac-
tually is the staff – they make the 
resort what it is today. I’ve seen 
this for myself and I’ve heard this 
feedback from every single guest. 
So, it’s a question of transporting 
the service culture (to other Da-
tai resorts) through having the 
right people and through train-
ing, so that there is consistency.

“Of course Datai Desaru will 
not have the same setting as The 
Datai, Langkawi but clients will 

find the same peacefulness and 
tranquility as in The Datai, Lang-
kawi, and the same treatment by 
staff who know how to care for 
them and make them feel they 
are at home.”

Sebastian added he has been 
helping to set up policies and 
procedures for the two proper-
ties, while training and trial runs 
have started. Apart from the two 
Datai hotels in Desaru Coast, 
DRH is looking at other desti-
nations, including London and 
Dubai, for potential expansion 
of the brand.

Asked why there are so few 
Malaysian hotel brands with re-
gional or global footprint, Sebas-
tian said it might be due to a lack 
of confidence and difficulty in 
finding talent.

DRH, owned by Khazanah 
Nasional, the investment arm of 
the Malaysian government, seeks 
to redress that with Datai Ho-
tels & Resorts and by being the 
catalyst for the development of 
premier integrated resorts such 
as Desaru Coast. The project will 
open in phases, beginning with 
the golf courses in April, up to 
2016. 

with its unique archi
tecture, secluded beach 
and lush rainforest, can 
be replicated and if the 
name Datai has enough 
recall beyond its loyal 
following to be a global 
brand. Sixty  per cent of 
The Datai, Langkawi’s 

Sebastian: Of 
course it can

Buyer’s take growth to Lombok as air access 
opens up. For 2015, I am expect-
ing very minimal rate increases 
on the back of a declining Aus-
tralian market and the strength-
ening of the rupiah.
Vietnam The launch of direct 
Vietnam Airlines flights from 
London Gatwick has given Vi-
etnam a boost. There is the po-
tential for Vietnam to develop 
more as a city/beach destina-
tion, but the monopoly Vietnam 
Airlines has on internal flights 
makes competing carriers ex-
pensive. The other drawback is 
lots of carriers go into Ho Chi  
Minh City but not Hanoi (or 
sometimes vice versa) which 
adds cost and inconvenience 
when customers wish to cover 
the length of the country. Spe-
cifically looking at the Mui Ne 
/Phan Thiet region, the long 
transfer time from Ho Chi Minh 
City is certainly a factor in re-
stricting our growth there.
Thailand For 2014, it depends 
on how the political situation 
unfolds in the coming months. 

For 2015, beach destinations 
such as Phuket, Khao Lak, Krabi 
and Hua Hin will continue to 
grow for Kuoni UK. Samui will 
continue to be a challenge to 
grow unless air access improves. 
I can see alternative routes, for 
example, via Kuala Lumpur and 
Singapore, which are becoming 
more popular.  – Raini Hamdi

Darren 
Lancaster, 
contracts 
manager, 
Kuoni UK
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East meets in the West By Patrick Tan 

Accor’s Vivek Badrinath and Jean-Luc Chretien (back row, third and fourth from left) and Accor Asia-
Pacific’s Graham Wilson (first row, left), along with the team, all set to welcome buyers

Sofitel Indonesia’s Goran Aleks and 
Sofitel Bali Nusa Dua Beach Resort’s 
Melinda Martini

TTG Asia Media’s Marisa Chen, The Kowloon Hotel Hong 
Kong’s Victor Chan and TTG Asia Media’s Karen Cheung  

Perbadanan Putrajaya Malaysia’s Khairul Faizi 
Mohd Khorish and Aina Ismail Shah

Penang Global Tourism’s Ooi Geok Ling, Penang Hill Corporation’s 
Lawrence TC Khoo, Malaysia’s minister of tourism and culture Mo-
hamed Nazri Abdul Aziz, Penang Global Tourism’s Yoon Pauline, Pen-
ang chief minister Lim Guan Eng and Rakyat Travel Kuala Lumpur’s 
Tan Sri Sabbaruddin Chik

Kuah (Langkawi) state legislative assembly member Nor Saidi 
Nanyan, Langkawi Development Authority’s Khalid Ramli, Rosnina 
Yaacob and Lina Azlina Zali

Macau Government Tourist Office’s Christine 
Petitwolf and Stefanie Sonnenschein

Park Hotel Clarke Quay Singapore’s Dino Lim, Park Hotel Group’s 
Nicholas Ni, Grand Park City Hall Singapore’s Elinda Ong, Park 
Hotel Hong Kong’s Peggy Lo, Park Hotel Group’s Mohd K Rafin and 
Pauline Cheung 

Meritus Hotels & Resorts’ Paul 
Stocker, Marina Mandarin 
Singapore’s Kurt O Wehinger and 
Meritus Hotels & Resorts’ Guy 
Fotherby

Harbour Grand Kowloon Hong Kong’s 
Doris Li, Harbour Plaza Hong Kong’s 
Billy Wan, The Kowloon Hotel Hong 

Kong’s Ice Cheng, Harbour Plaza Me-
tropolis Hong Kong’s Lucetta Chan, 

The Kowloon Hotel Hong Kong’s 
Victor Chan, and Harbour Grand Hong 

Kong’s Elaine Chow

Pacific’s Graham Wilson (first row, left), along with the team, all set to welcome buyers

Kuah (Langkawi) state legislative assembly member Nor Saidi 
Nanyan, Langkawi Development Authority’s Khalid Ramli, Rosnina 
Yaacob and Lina Azlina Zali
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Our outlook on 
Asian tourism
Travel companies in the region share their projections

INBOUND
The political uncertainties looming 
over the upcoming elections in 
India and Thailand are casting a 
shadow on inbound business. 

Luxury Tours & Travel Singa-
pore’s director, Michael Lee, fore-
sees a slowdown for inbound traffic 
for 1Q2014. He said: “(Arrivals) 
from these two countries (India and 
Thailand) will likely slow down as 
they may be less likely to travel but 
it will pick up later in the year.”

For Samson Tan, CEO of GTMC 
Travel, factors like the European 
economic crisis and political unrest 
in Thailand have already adversely 
impacted inbound travel to Singa-
pore in 2013. In 2014, he intends 
to grow his number of bookings by 
50 per cent, focusing on the online 
business. 

“We want to concentrate on our 

website and increase our spend-
ing on search engine marketing,” 
Tan said. “The benefits of going 
online is we are available 24/7 with 
instant confirmation and we can 
reach out to more markets.” 

Meanwhile, the launch of more 
midscale hotels this year will spell 
an opportunity for Luxury Tours to 
market Singapore as a less pricey 
destination. He said: “It is not new 
that Singapore is an expensive 
place so hopefully the cheaper ac-
commodation costs can fight this.”

OUTBOUND
Singaporeans’ penchant for 
overseas travel will continue to stay 
strong this year, buoying the busi-
ness outlook for outbound firms.

“We have also quite successfully 
increased traveller yield year-on-
year by about four to seven per 
cent,” said Chan Brothers Travel’s 
group managing director, Anthony 

Chan, who forecasts 10 per cent 
year-on-year growth for the com-
pany this year. 

“We constantly seek to move 
consumers up the value chain and 
reap higher-yield travellers through 
continual product innovation and 
service differentiation,” he added. 

As Singapore is a mature travel 
market, Chan admitted that a key 
challenge is keeping pace with 
customer demands. He said: “Our 
focus for 2014 will be on busi-
ness process reengineering, which 
will see a fundamental rethink of 
workflow and processes to dramati-
cally improve customer service and 
operating efficiency.” –  Paige Lee 
Pei Qi

 

INBOUND
The Malaysian travel trade is adopt-
ing a cautious outlook this year as 

business costs surge. 
Yap Sook Ling, managing direc-

tor of Asian Overland Services 
Tours & Travel (AOS), said: “Busi-
ness volume and yield are antici-
pated to be the same as 2013 or 
even less. Our profit margins are 
squeezed due to rising petrol, toll 
and electricity rates, and increas-
ing staff salaries to make up for 
inflation.”

On the other hand, Luxury 
Tours Malaysia’s senior manager, 
Arokia Das, projects an increase 
of 35-40 per cent in business 
volume and 18 per cent in yield, 
driven by traditional markets such 
as India and the Philippines while 
Eastern Europe is seen as a grow-
ing market. 

Both Arokia and Yap see Visit 
Malaysia Year 2014 as a good 
platform to generate greater 
awareness of Malaysia and boost 
business from non-traditional 

markets like South Africa and CIS 
countries. 

Luxury Tours – a strong player 
in the Indian inbound market 
– also foresees the Malaysian 
government’s impending move to 
introduce visa on arrival facility for 
Indian nationals visiting Malaysia 
through a third country (namely 
Singapore and Thailand) will help 
to create interest among Indian 
tourists.

Rising air connectivity between 
Malaysia and India brings further 
opportunities too, especially as 
Malindo Air’s new daily Kuala 
Lumpur-New Delhi services and 
daily Kuala Lumpur-Mumbai ser-
vices improve seat capacity and 
provide a low-cost alternative to 
Malaysia Airlines, said Arokia. 

However, the lack of direct 
flights still limits access to 
secondary destinations such as 
Langkawi, Penang, Kuching and 
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Merlion Park, Singapore, with Marina Bay Sands 
in the background 
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Kuala Lum
pur Convention Centre

Johor Bahru, he pointed out. 
This year, Luxury Tours will 

launch a booking engine with 
dynamic packaging on its website 
to enable direct bookings for both 
B2B and B2C clients, explained 
Arokia.

AOS will also roll out improved 
packaged tours as part of its new 
initiatives this year. Yap said: “We 
will create more unique overland 
packages so overseas (consultants) 
cannot compare our offerings with 
that of other tour operators and will 
be willing to pay a premium for our 
unique tour packages.”

OUTBOUND
Higher living costs are curbing Ma-
laysians’ spending, said Panorama 
Tours Malaysia managing director, 
Richard Vuilleumier. 

He explained: “Prices have risen 
as the government has cut back on 
subsidies for sugar, petrol, electric-
ity and toll, which in turn have 
an effect on outbound (demand). 
Malaysians have lesser spending 
power and may cut down on their 
holidays abroad. Natural calamities 
and unstable political situations 
abroad will also affect travel.

“The challenge will be to entice 
Malaysians to spend on travel, 
especially longhaul, as the ringgit 
has dipped against the US and 
European currencies,” he added. 

Panorama Tours Malaysia is 
working towards branding itself as 
an ecotourism adventure specialist, 
with plans to introduce niche pack-
ages in four-wheel drive, cycling, 
biking and rock climbing tours. 

The company is also keen to sell 
ground packages to coincide with 
airline promotions during low peri-
ods to entice Malaysians to travel 
overseas. “Another opportunity for 
us is to become a cruise specialist 
as consumer awareness is growing 
and (travellers) are willing to pay 
for all-inclusive cruises.” –  S 
Puvaneswary

INBOUND
The Indonesian inbound trade is 
stepping up efforts to woo more 
visitors from ASEAN.

“The launch of direct flights 
from Singapore to Makassar, 
Jogjakarta, Semarang, Surabaya 
and Bandung, plus the improved 
domestic flight network have 
opened up new opportunities. 
For example, passengers can 
arrive in Jogjakarta, do overland 
to Surabaya and Bromo, then fly 
from Surabaya to Makassar to 
do the Toraja tour and fly out to 
Singapore,” said Adjie Wahjono, 
operations manager, Aneka Kartika 
Tours & Travel Services. 

The Surabaya-based operator 
expects revenue to rise eight per 
cent this year.

“Singapore and Malaysia 
continue to grow, (so is business 
from) the Philippines, Vietnam and 
Thailand,” said Adjie, who projects 
a seven to 10 per cent revenue 
increment for the South-east Asian 
market this year. “Last year, the 
European versus South-east Asian 
market composition was 70:30; 
this year we are looking at 60:40.”

Likewise, Panorama Destination 
will also step up focus on regional 
markets like Malaysia, Vietnam 
and India, said COO, Achmad Su-
fyani, as European markets have 
yet to return to pre-crisis levels. 

Said Achmad: “In 2013, the 
volume from Europe was down by 
25-30 per cent from 2012, but 
our revenue was up fairly thanks 
to currency exchange. This year, 
we expect to maintain our perfor-
mance in the Netherlands, and will 
put more efforts in Eastern Europe 
such as in Romania and Serbia, 
and the Scandinavian countries.”

Sharing similar observations, 
Adjie remarked: “We have seen 
(European) group series booked 
for summer, but FIT bookings for 
April onward are still slow. This 
year, we are looking at increasing 
revenue by introducing upmarket 
packages.” 

However, the upcoming World 
Cup in Brazil, which falls during 
the summer peak season, may 
prove a more attractive destina-
tion than Indonesia for European 
travellers, opined Achmad. 

OUTBOUND
“Tremendous growth” is expected 

for the Indonesian outbound mar-
ket, according to projections by Al 
Mulenga, director of G2 Travel.  

“In 2014, we will grow our core 
business organically and take on 
more employees. This year, G2 will 
open offices in Beijing and Tel Aviv,” 
said Al. “We see huge potential for 
business into the Middle East. Our 
partnerships in Dubai and Amman 
will lead to growth into Dubai, 
Jordan and the Holy Land.”  

He added: “Overall, we are 
looking to grow our revenue by 
100 per cent compared with 2013, 
when our total sales grew by 150 
per cent.” 

However, the rupiah depreciation 
may erode Indonesians’ spending 
power, causing travellers to opt 
for domestic or shorthaul travel 
and shorter holidays instead. 
“The industry will have to come 
up with innovative products 
that are affordable in 2014,” he 
commented. – Mimi Hudoyo

INBOUND
Inbound operators are hopeful for 
a stronger performance in 2014, 
barring any greater fallout from the 
political unrest in Thailand. 

“It’s hard to predict the perfor-
mance for 1Q2014, especially with 
the current protests and upcoming 
elections (in February),” said Hans 
van den Born, managing director 
of Diethelm Travel (Thailand). “How-
ever, my outlook is not negative 
at all. Thailand’s inbound market 
looks set to be steady, based on 
past experience. We have invested 
a lot in mature markets, which 
have been quite steady for inbound 
(demand).”  

This year also brings higher 
expectations for business volume 
and profits, said van den Born, as 
Diethelm will sharpen its focus on 
the high-end segment, invest more 
sales efforts in existing consultants 
worldwide and maximise revenue 
from mature markets such as Ger-
many, France and Australia. “We 
expect 10-15 per cent growth for 
2014, which is a challenging but 
realistic goal for us,” he added. 

Destination Asia’s Thailand man-

aging director, Addie Hirunkate, 
also painted a rosy outlook for 
2014. She commented: “We are 
projecting more market share and 
revenue this year. We will continue 
to expand market share in our 
historic markets – Australia, the 
UK/Europe, the US/Canada – as 
well as South Africa, Scandinavia/
Nordic and Latin America, which 
are potential growth markets.” 

Since opening its doors, 
neighbouring Myanmar is offering 
a trove of opportunities for Desti-
nation Asia, which is currently de-
veloping numerous multi-country 
itineraries combining Thailand and 
Myanmar as well as Indochina.

But with greater regional 
integration also comes more 
competition. Said van den Born: 
“Many DMCs and (consultants) 
just want to capture market share 
by competing on price, which may 
compromise the quality of service. 
Margins are already low in Thai-
land compared with neighbour-
ing countries; quality of service 
remains my top concern.”

OUTBOUND
Neither the political crisis nor a 
weakened Thai baht in recent 
months will dampen Thais’ desire 
for overseas travel, said Thanapol 
Cheewarattanaporn, managing 
director of Quality Express. 

He said: “This year, we are 
projecting an overall 20 per cent 
increase for outbound travel 
to South-east Asian countries, 
with growing media coverage 
prompting greater travel interest 
among Thais as the AEC 2015 
approaches.” 

“Within the region, Myanmar 
is netting the strongest attention 
among Thai travellers – a growth 
of 20 per cent for this market is 
likely this year,” he added.  

Thailand’s political turmoil 
aside, rising competition poses 
a key challenge. Said Thanapol: 
“Our business volume is likely 
to grow this year, but we do not 
expect a huge jump in profits; 
instead we project a revenue 
growth of between five and 
seven per cent.” – Xinyi 
Liang-Pholsena

INBOUND
Hong Kong’s inbound tourism play-
ers have a mixed outlook for the 
market this year.  

China Travel Services (Hong 
Kong), general manager for sales 
centre – Hong Kong and Macau, Ng 
Hi-on, said: “It’ll be a better year for 
shorthaul markets, especially South-
east Asia, but longhaul markets like 
Europe and the US are still not good. 
Last year, Indonesia performed well 
with more than 10 per cent growth 
and this trend will continue in 2014.

“With additional hotel supply and 
a more flexible rate strategy adopted 
by hoteliers due to diminishing 
Chinese group business, we are 
able to tap more (inbound) traffic so 
volume will be up by more than 10 
per cent while yield is estimated at a 
single-digit growth,” Ng added.

Holiday World Tours, manag-
ing director, Paul Leung, was less 
optimistic. He said: “I don’t expect a 
good year for 2014 as a couple of 
my key markets like Thailand and 
the Philippines are suffering from 
political issues. Indonesia is the only 
one doing okay.

“Rattled by years of fierce 
competition, I hardly see the chance 
to grow yield. Operation costs keep 
escalating as our suppliers raise 
their prices.” 

However, new infrastructure 
such as Hong Kong’s Kai Tak Cruise 
Terminal and the Xiamen-Shenzhen 
high-speed railway could spur more 
inbound traffic, especially in the FIT 
segment. Leung said: “We may be 
able to pick up some business from 
overseas travellers flying into Hong 
Kong to board the cruises.” 

China Travel Services also hopes 
to make stronger waves among 
Chinese cruise travellers, having 
entered talks with Hong Kong’s MTR 
Corporation to roll out a cruise pack-

age that includes Guangzhou-
Kowloon through-train 
tickets. “We’ll invest more 

resources in regular online 
promotional offers and ad-
ditional FIT packages through 
partnerships with Chinese 
travel consultants,” Ng 
added.

the high-end segment, invest more 
sales efforts in existing consultants 
worldwide and maximise revenue 
from mature markets such as Ger-
many, France and Australia. “We 
expect 10-15 per cent growth for 
2014, which is a challenging but 
realistic goal for us,” he added. 
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Puvaneswary

INBOUND
The Indonesian inbound trade is 
stepping up efforts to woo more 
visitors from ASEAN.

Cup in Brazil, which falls during 
the summer peak season, may 
prove a more attractive destina-
tion than Indonesia for European 
travellers, opined Achmad. 

OUTBOUND
“Tremendous growth” is expected 

sales efforts in existing consultants 
worldwide and maximise revenue 
from mature markets such as Ger
many, France and Australia. “We 
expect 10-15 per cent growth for 
2014, which is a challenging but 
realistic goal for us,” he added. 

Destination Asia’s Thailand man

From left: Wat Arun in Bangkok, Thailand and The Avenue of Stars in Hong Kong

From left: Petronas Twin Towers in Kuala Lumpur and Pura Ulun Danu Bratan water temple in Bali, Indonesia 
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Gateway of India, Mumbai
OUTBOUND
Hong Kongers’ interest in regional desti-
nations will likely stay robust, said Jason 
Wong, general manager of Hong Thai Travel 
Services.

“In 2013, we recorded eight per cent 
growth in volume, with turnover up 15 per 
cent. Overall, growth in 2014 may not be 
the same as last year owing to an uncertain 
global economy,” he said. “Still, consumers 
continue to spend more, especially for Japan, 
which has recovered while the yen has 
depreciated.” 

Wong expects the new Xiamen-Shenzhen 
high-speed railway to boost outbound traf-
fic to China, while the debut of Chimelong 
Group’s latest theme park on Hengqin Island 
in January 2014 is a potential new hotspot. 

He added: “In 2014, we will reinforce our 
online platform with more in-depth prod-
ucts and tour options. Since launching our 
first flagship retail store in Shenzhen last 
November, we are able to market Hong Thai’s 
outbound products to mainland Chinese 
(travellers).” –  Prudence Lui

INBOUND
With growing air connections into second- 
and third-tier cities, inbound operators are 
seeing opportunities in lesser-known destina-
tions and experiential travel.

“Visitors are moving towards experiential 
holidays, since many have done the New 
Delhi-Agra-Jaipur route. Kerala, Goa and 
new destinations in south India are emerging, 
which are likely to yield higher revenues for 
us,” said Koushik Goswami, general manager 
of Travelcorp. “We have enquiries from new 
markets like South America and greater inter-
est from Australia and Turkey.” 

For Survottam Travels, which expects 10 
per cent growth in revenue this year, busi-
ness models must be built on special interest 
groups, said managing director, Rajendra 
Churiwala. “We also expect MICE events to 
increase as a result of more international 
flights into the country, and pre- and post-
event tours can be a sizable market to lean 
on,” he said. 

The Kolkata-based operator is crafting 
special programmes in high-yield niche 
segments such as wildlife, Buddhist, LGBT, 
medical and women-only tours, Churiwala 
revealed. 

Similarly, Travelcorp has created Ayurveda 
healing and Muziris heritage packages in 
Kerala, tea tourism packages in Darjeeling 
hills, cultural packages in former colonial 
destinations like Puducherry, plus wine and 
gastronomy tours, according to Goswami. 

While emerging cities may “give higher 
yield”, the less-developed infrastructure and 
lack of skilled human resources in these 
destinations could result in “higher costs to 
put a good package together”, he added. 

Churiwala urges airlines to reintroduce 
commissions to boost domestic revenues 
for inbound agencies. “IndiGo has already 
confirmed two per cent commission for (con-
sultants). We expect other airlines to follow 
suit as trade representations are being made 
by IATA Agents Association of India.”

OUTBOUND
Gainwell Travel & Leisure’s general manager, 
Seema Ahmed, is projecting a stronger 
business outlook on the premise of greater 
political stability in India following the upcom-
ing elections this year. 

“Based on conservative estimates, 2014 
should yield 20 per cent growth in real vol-
ume and nett yield with rationalised airfares 
and more competition in the (Indian) skies,” 
he said.  

Gainwell will promote more cruise offer-
ings, roll out more multi-country tours and fo-
cus on more customised tours for small- and 
mid-size groups, honeymoons and weddings. 

Ahmed added that other niche segments 
like 25th wedding anniversaries and 50th 
birthday celebrations are becoming lucrative 
business.

On the other hand, the expected with-
drawal of AirAsia’s flights from Kuala Lumpur 
and Bangkok this March and the current 
political turmoil in Thailand may crimp 
Indians’ desire to travel overseas, he shared. 
–  Shekhar Nigoyi
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BRIEFING

The country hopes to draw more German-speaking FIT visitors keen on nature and CSR 
tours, given increased flight frequencies and concerted NTO efforts. By S Puvaneswary

Malaysia’s natural lure

Taman Negara National Park will be more accessible given Lufthansa’s increased services to Kuala Lumpur

Malaysia’s travel trade is 
optimistic Lufthansa’s 
five-weekly Frankfurt-

Kuala Lumpur-Jakarta flights 
starting end-March, the Visit Ma-
laysia Year campaign and events 
lined up for 2014 will generate 
more interest in the destination.

Mutiara Taman Negara Na-
tional Park resort general manag-
er, Nathan Vaithi, said the resort 
saw a five per cent year-on-year 
increase in German arrivals last 
year and hopes to see double-
digit growth this year.  The pull 
factor of the resort and Taman 
Negara National Park, said Na-
than, is its easy accessibility, being 
only four hours’ drive from Kuala 
Lumpur.

Cherry Lee, executive director 
of World Express Tours Malaysia, 
said: “The increased seat capacity 
is good for agents handling Ger-
man inbound as it allows more 
people to travel non-stop from 
Frankfurt to Kuala Lumpur.” 

Currently, Lufthansa flies to 

Kuala Lumpur four-times week-
ly from Bangkok, thus seat allo-
cation is shared with Bangkok. 

Lee added: “We will promote 
eco-tours in Borneo, Taman Ne-
gara National Park and the is-
lands off Terengganu. Belum Na-
tional Park too has been drawing 
more attention in recent years.”

Manfred Kurz, managing di-
rector of Diethelm Travel Ma-
laysia, anticipates 10-20 per cent 
growth from the German-speak-
ing markets for 2014 given a re-
covering European economy. 

Kurz said this year the com-
pany will focus more on destina-
tions such as Langkawi and the 
east coast islands of Peninsular 
Malaysia, such as Redang, Per-
hentian and Tioman, having de-
veloped new itineraries in these 
destinations. He added ongo-
ing anti-government protests in 
Bangkok may also divert travel-
lers to Malaysia. 

Meanwhile, there is increasing 
demand for CSR programmes. 

Diethelm has recently developed 
new CSR packages such as work-
ing with World Wildlife Fund on 
nature projects on the east coast 
of Peninsular Malaysia and in 
Taman Negara National Park. 

Kurz said: “Traditionally,  CSR 
programmes appealed only to 
European meetings and incen-
tives groups. But we are seeing 
interest grow with FITs in the last 
couple of years.”

As such, Diethelm will work 
with established tour operators 
in Germany to push more vol-
unteer programmes in Sabah 
and Sarawak for the FIT market.

Emong Tinsang, senior man-
ager, sales and operations, Bor-
neo Adventure, said this year 
the company is developing niche 
programmes such as turtle con-
servation at Talang-Talang Is-
land and homestays at Mongkos 
Bidayuh Longhouse in Sarawak 
for youths from Europe.

He said the bulk of travel-
lers from Germany, Austria and 

Switzerland, the three main Ger-
man-speaking markets for Ma-
laysia, are FITs and groups. 

A phenomenon he notices is 
that traditional agencies with 
brick-and-mortar storefronts are 
losing out to those with websites. 
“Agencies from Germany tend 
to prefer checking out websites 
and making bookings with their 
credit card. Direct website book-
ings from FIT travellers from 
Germany are also on the rise.” 

Similarly, Alex Lee, CEO of 
Ping Anchorage Travel & Tours, 
said demand for his ground 
tours also comprises more FIT 
travellers from Europe, com-
pared with five years ago when 
group bookings made up the 
bulk of his business.

Tourism Malaysia’s statistics 
showed year-on-year single-digit 
growth for German-speaking 
arrivals to Malaysia in 2013: ar-
rivals from Germany registered 
4.2 per cent growth to 136,749 
arrivals; Austria, 7.6 per cent to 

14,722; and Switzerland, three 
per cent to 28,191. 

Tourism Malaysia director for 
America, Europe and Oceania, 
Normasila Musa, said traditional 
destinations like Kuala Lumpur, 
Penang, Langkawi, Taman Ne-
gara National Park, Sabah and 
Sarawak remain popular: “The 
market is also seeking new prod-
ucts, so we are promoting Belum 
National Park. 

“This year, we will intensify 
cooperation with local trade 
partners. We will also run Visit 
Malaysia Year 2014 and promote 
event highlights to consumers to 
increase interest to visit Malay-
sia. Our main targets are cou-
ples and families who combine a 
round trip within Malaysia with 
a beach extension. Many tourists 
still book through tour operators 
and the FIT segment is getting 
stronger. Main holiday choices 
are beach, eco- and adventure 
tours. The high-yield tourist seg-
ment is also growing.”

Several airlines started services 
to Kuala Lumpur in 2013, and 
they included Air France, Turk-
ish Airlines, Thai Smile, Regent 
Airways and Philippine Airlines.  

Malindo Air, a new low-
cost carrier with hubs at Kuala 
Lumpur International Airport 
(KLIA) and Subang Skypark, 

Access | New wings
commenced services in March. 
The airline has a strong domes-
tic network with flights to major 
cities and recently started its first 
international route to Dhaka 
in August. A month later, it 
commenced daily services from 
Kuala Lumpur to Denpasar and 
Jakarta.

AirAsia X, the longhaul arm 
of AirAsia, expanded its fleet 
size from 11 to 18 aircraft, after 
having taken delivery of seven 
new A330s. The airline launched 
new daily services to Shanghai 
in February, four-weekly flights 
to Busan in July and four-times-
weekly flights to Adelaide in 
October.

Malaysia Airlines also 
increased its capacity on many 

routes. The airline reinstated its 
Kuala Lumpur-Dubai services in 
August with daily flights, after the 
service was suspended in January 
2012 as part of the airline’s route 
rationalisation exercise. 

The airline also reintroduced 
direct flights to Narita Interna-
tional Airport, Tokyo from Kota 
Kinabalu, Sabah in October. In 
November, services between 
Kuala Lumpur and Darwin were 

reinstated since their cessation 
to the northern territory of Aus-
tralia in 2002. The five-weekly 
flights utilise the 160-seater, 
B737-800 aircraft. 

Meanwhile, the new low-cost 
carrier terminal, klia2, is sched-
uled to open in May this year. It 
is expected to be able to handle 
45 million passengers every 
year, three times the maximum 
capacity of the current airport. 

ITB Berlin day2 p10-11 MalaysiaKNmy.indd   10 20/2/14   2:54 pm



March 6, 2014 • TTG SHOW DAILY ITB BERLIN 11

Langkawi is the market leader 
in hotel rates, followed by Sa-
bah, Penang, Kuala Lumpur and 
Kuching. Contract rates of inter-
national five-star properties in 
the popular resort destination 
range from RM715 (US$222) 
to RM860, and from RM300 to 
RM360 for four-star properties.

In comparison, five-star 
room rates range from RM570 
to RM780 in Sabah, RM580 to 
RM620 in Penang and RM550 
and RM600 in Kuala Lumpur, 
while four-star rates are between  
RM320 and RM400 in Sabah, 
RM350 and RM380 in Penang, 
and RM300 and RM350 in the 
capital city.

Kuching, the host city for this 
year’s ASEAN Tourism Forum, 
sees an average contract rate of 
RM230 for five-star hotels and 
RM180-RM185 for four-star  
stay options.

Hoteliers told the Daily that 
contract rates will rise five to 10 
per cent this year, in reaction to 
higher operational costs – elec-
tricity tariff in Peninsular Malay-
sia rose an average of 15 per cent 
at the start of this year, in line 
with the government’s aspiration 
towards gradually phasing out 
energy subsidies. 

Andrew Law, resident man-

Hotels | Room rates on the rise this year
ager of Merdeka Palace Hotel & 
Suites in Kuching, said a nomi-
nal increase of seven to eight per 
cent would be applied to rates 
this year. 

Despite the move, Law expects 
Merdeka Palace Hotel & Suites 
to enjoy stronger occupancy as 
a result of the destination’s busy 
calendar of events. 

Hazel Chua, director of sales 
and distribution at Pullman 
Kuching, which will raise rates by 
three to five per cent, said: “We 
have to price ourselves competi-
tively as we are competing with 
other properties, while Kuching 
is competing with Kota Kinabalu 
and Penang for leisure business.”

Room rates will also climb at 
Hotel Istana Kuala Lumpur (by 
15 to 20 per cent) and Renais-
sance Kuala Lumpur Hotel (by 
five to 10 per cent).

The Malaysian Inbound Tour-
ism Association will meet with 
hotel associations in the country 
in 1Q2014 to persuade hoteliers 
to lower the quantum of increase 
in view of Visit Malaysia Year 
and the government’s aspirations 
of attracting 28 million tourists, 
according to deputy president 
Adam Kamal. 

He said: “We would also sug-
gest that hotel associations en-

•  Best Western Shah Alam, Selangor, 
91 keys, 1Q

•  Legoland Malaysia Hotel,  
249 rooms, 1Q

•  The Rice Miller Hotel & Resi-
dences, Penang,  
67 keys, 2Q

•  Hilton Garden Inn Hotel Kuala 
Lumpur, 255 keys, 2Q

•  Best Western Plus Centrestage, 
Petaling Jaya, 331 keys, 2Q

•  DoubleTree by Hilton Johor Bahru, 
350 keys, 2Q

•  Lexis Hibiscus, Port Dickson, 641 
keys, 4Q

•  Austin Central Hotel Johor Bahru, 
322 keys, 4Q

•  The St Regis Kuala Lumpur, 208 
keys and 160 residences, 4Q

•  Swiss Garden Hotel & Residences 
Malacca, 306 hotel keys and 392 
serviced apartments, 4Q

•  St Giles Hotel Penang,  
435 keys, 4Q

NEW HOTELS IN 2014

courage their members to cre-
ate signature Visit Malaysia Year 
packages which (could offer) 
add-ons such as a (complimen-
tary) fruit basket in the room, or 
include spa packages or meals in 
room rates.”

Legoland Water Park
Legoland Water Park opened at 
Legoland Malaysia in October 
2013, claiming to be the first of 
its kind in Asia and the largest in 
the world. It offers more than 20 
water slides, wade pools, rides, 
an interactive water-play struc-
ture, a Build-A-Raft River where 
families can build their own raft 
using soft Lego blocks and over 
70 Lego models among others. 

It complements the dry theme 
park and both have separate 
entrances so visitors can choose 
to buy one of three types of 
tickets: theme park only, water 
park only or the combo.
 

Little Red Cube 
The quayside retail lifestyle and 
family entertainment complex 
was launched in June 2013, of-
fering visitors two levels of retail, 
leisure, F&B and entertainment 
options. Highlights include Put-
eri Harbour Family Theme Park 
which comprises Hello Kitty 
Town, Little Big Club and LAT’s 
Place, a restaurant that brings 
the Malaysian cartoonist’s famed 
village boy character to life. Lit-
tle Red Cube sits at the water-
front marina of Puteri Harbour, 
within walking distance of a 
new ferry terminal which of-

Products

fers services from Batam and 
Singapore. It is also a 25-minute 
drive from Senai International 
Airport.

List of new hotels is by no 
means exhaustive

WaterWorld@i-City 
Last year the Malaysian state 
of Selangor welcomed Water 
World@i-City, a RM25 million 
(US$7.6 million) water theme 
park at i-City in Shah Alam. It 
features the Tornado Ride, which 
takes visitors on a zero-gravity 
journey on a tube raft down a 
48.8m water tunnel that is con-
nected to a seven-storey funnel. 
Water World@i-City has sections 
for toddlers, teenagers, families 
and the elderly. 

Also in i-City is another new 
attraction, Red Carpet, which is 
Malaysia’s first interactive wax 
museum where exhibits “come 
to life” via voice and motion 
synchronisation.  

Little Red Cube 

enjoy your stay

leave the rest to us®

Opened in May 2013, the Ramada Singapore At Zhongshan Park offers travellers a restorative escape in this haven of 
hospitality and heritage at the new Zhongshan Park development. 

Rest easy in the 384 contemporary rooms with amenities such as premium Serta mattresses, complimentary internet 
access and many more. Hotel facilities include an outdoor pool, 24-hour gym, room service, restaurant, lobby lounge and 
business centre. 

For greater convenience, the hotel adjoins the Zhongshan Mall and offers free shuttle service to Novena MRT station and 
Orchard Road.   

To find out more, email sales@ramada-dayshotelssingapore.com, call +65 6808 6806 or visit our website www.ramada-dayshotelssingapore.com.

This hotel is independently owned by HH Properties Pte. Ltd. but operated under a management agreement with Wyndham Hotel Group Asia Paci�c Co. Ltd.
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ADVERTORIAL

BEST WESTERN PLUS Lex Cebu, Philippines

BEST WESTERN Hariston, Indonesia

BEST WESTERN Green Hill Hotel, Myanmar

BEST WESTERN Shinjuku Astina Hotel Tokyo, Japan

BEST WESTERN Samui Bayview Resort, Thailand

The 21st century is Asia’s century, and travelers are being 
drawn to this exciting region in their millions to take their 
place in the new world order.
 
Across Asia, development is moving forward at a staggering 
pace, as a new generation of affluent consumer starts 
traveling in and around the region. And within these 
emerging markets, Best Western International is creating 
a range of contemporary hotels and resorts offering all 
the services and amenities these modern travelers desire.
 
Built on almost 70 years of hospitality excellence, 
Best Western now offers a portfolio of more than 200 
properties across the Asia region, with 34,000 comfortable, 
convenient and well-equipped rooms ready to welcome 
guests.
 
From the mega-economies of China, Japan and South 
Korea to the emerging giants of India, Indonesia, Vietnam 
and the Philippines, and up-and-coming destinations like 
Myanmar, Sri Lanka and Cambodia, Best Western is mul-
tiplying rapidly across some of the world’s most exciting 
business and leisure travel markets.

From Bangkok to Beijing, Kathmandu to Kuala Lumpur, 
Mumbai to Manila, travelers can relax, knowing that they 
are booking an internationally-branded hotel with global 
standards and consistent amenities, including compli-
mentary Wi-Fi in every room.
 
And as Asia continues to develop, Best Western continues 
to create new hotels in an ever-expanding range of desti-
nations. In late 2013, it became one of the first interna-
tional hotel groups to enter Myanmar, while plans are in 
place for new properties in such exciting new markets 
as Nepal, Sri Lanka, Laos and Bangladesh. In Indonesia, 
Best Western now has no fewer than 20 new hotels and 
resorts under development, while Malaysia, Thailand 
and the Philippines will also see multiple openings.
 
And recognising the diverse range of clientele in this vast 
region, Best Western is now offering a selection of products 
to cater for guests. The globally-recognized BEST WESTERN 
is Asia’s favourite midscale hotel product, while the new 
BEST WESTERN PLUS label offers an exceptional upscale 
option for Asia’s well-heeled consumer. And finally, 

For more information on our hotels in Asia, 
visit www.bestwesternasia.com

facebook.com/BestWesternAsia

Best Western
Expands Across

Asia
Amazing 

BEST WESTERN PREMIER hotels are now offering exquisite 
luxury hotel experiences in some of the region’s key desti-
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With expected economic improvement in Europe, the city readies for more German arrivals 
through greater sales efforts, competition monitoring and product novelty. By Prudence Lui

Hong Kong received 
around 300,000 visitors 
from German-speaking 

markets last year, more or less 
the same as the figure recorded 
in 2012. As Hong Kong Tour-
ism Board (HKTB) expects that 
growth of advanced European 
economies will resume in 2014, 
the NTO will focus promotional 
efforts on longhaul markets dur-
ing the two major travel seasons 
of Spring and Fall.

HKTB executive director, 
Anthony Lau, said the board 
will further raise awareness and 
maintain Hong Kong’s presence 
in longhaul markets through PR 
efforts, digital marketing and so-
cial media platforms.  

Hong Kong looks far

The new Kai Tak Cruise Terminal is expected to draw affluent Germans

“We will also co-operate with 
key travel consultants and air-
lines to drive multi-destination 
travel to Hong Kong and the Pan 
Pearl River Delta. We have been 
partnering Hong Kong’s trade to 
develop creative new tour prod-
ucts for promoting Hong Kong’s 
events and core strengths. These 
new products will be promoted 
to overseas trade partners and 
consumers,” said Lau.

The Excelsior Hong Kong’s 
corporate segment growth for 
German-speaking markets 
last year was about the same 
as 2012’s, while its leisure seg-
ment business dropped due to 
Europe’s economic vulnerabil-
ity and competition from other 

Asian countries offering lower 
hotel rates.  For 2014, the hotel’s 
spokesman hopes to see an in-
crease in the corporate segment 
business and maintain that of 
2013’s leisure segment.  

“We will continue to work 
closely with our corporate clients 
in Germany-speaking countries 
through our regional sales office  
so we can compete with other 
Asian countries.  We will also 
closely monitor our competition 
and make sure our rates are com-
petitive, especially in the corpo-
rate and MICE segments,” said 
the spokesperson.

InterContinental Grand Stan-
ford Hong Kong has had strong 
German traffic for years. Gen-

eral manager Peter Pollmeier 
said: “Overall, the number of 
visitors from the German market 
showed a negative one per cent 
drop for Hong Kong (last year), 
but our hotel maintained 2012’s 
figure. 

“The situation in Europe is 
expected to brighten somewhat, 
with a positive growth trend ex-
pected in 2014 and beyond. We 
expect a similar trend or slight 
growth in 2014.”   

For Ibis Hong Kong Central 
and Sheung Wan, the German-
speaking segment accounted for 
only 2.4 per cent of total busi-
ness last year. Director of sales 
and marketing Gina Tam said: 
“Above 87 per cent of our busi-
ness are leisure travellers and we 
project a positive outlook this 
year due to Thailand’s political 
instability as well as Japan’s ra-
diation rumours. These markets 
used to be a strong, popular 
choice among Asia-Pacific coun-
tries. Hence, Hong Kong could 
be an alternative destination 
choice. 

“In line with Accor’s direc-
tion, we continue to drive more 
direct-channel business via ac-
corhotels.com and ibishotel.com 
for overseas markets including 
the German-speaking countries. 
We are designing a tourist map 
of Sheung Wan to distribute to 
our guests, which will be ready 
by end of February this year.

 Meanwhile, travel consultants 
said the growth of arrivals from 
German-speaking countries 
stayed flat last year.  

Associated Tours vice presi-
dent, Ken Chang, shared: “I be-
lieve for most local operators, 
business went down about five 
to 10 per cent. I think 2014 will 
again be a flat year, with some 
new threats of the QE2 being 
stopped and the emerging mar-
kets’ recent currency problem.”

However, Chang has observed 
some renewed interests from the 
new generation of travel consult-
ants in Germany between the age 
of 25 to 40. 

“They had been absent from 
Hong Kong due to lack of inter-
est from clients.  Now, they seem 
curious about Hong Kong and 
are more aggressive in pitching 
Hong Kong to their clients.  We 
will be working with a new mar-
keting representative in Munich 
from February 2014, hopefully 
to tap this revived interest for 
MICE to Hong Kong.”

For PC Tours and Travel, no 
big difference in arrivals is ex-
pected unless there are more 
air seats to drive traffic. General 
manager Cary Chiu said: “Crea-
tivity is also the key. The city 
needs new products and ideas. 
We have been creating exotic 
tour ideas and special activities 
to woo this segment. For in-
stance,  we plan to organise cy-
cling tours to Taipo and explore 
heritage tourism like villages in 
Sha Tin.”

Pollmeier added that the new 
Kai Tak Cruise Terminal should 
bring more affluent German 
travellers to the city, although 
this may take a few years. 

Hong Kong’s hotel inventory 
continued to grow in 2013, with  
2,000 new rooms out of the total 
of 70,017 rooms (from 225 ho-
tels). HKTB’s statistics showed 
the same average occupancy rate 
of 89 per cent as 2012, while av-
erage room rate dropped slightly 
by 2.8 per cent to HK$1,447 
(US$187).

According to Jones Lang 
LaSalle’s Hotels & Hospital-
ity Group,  midscale properties   
have shown a larger percentage 
decline in rates as compared to 
luxury and upscale hotels situat-
ed in Central, Causeway Bay and 
Tsim Sha Tsui, which have exhib-
ited a more stable performance 
from robust corporate demand. 

Its spokesman said: “China’s 
new tourism laws, which came 
into effect on October 1, 2013 
prohibiting travel agencies from 
selling zero-fare tours, might 

Hotels | Supply up, players cautious with rate hikes 

•  Hotel Pennington by Rhombus, 
80 keys 

•  Somerset Victoria Park Hongkong, 
92 keys

•  Hotel sàv, 388 keys, 2Q
•  Regal iClub Hotel, Sheung Wan, 

351 keys, 3Q
•  Mira Studio, 50 keys, 4Q

have impacted midscale hotels’ 
trading performance to some 
extent. 

“Recent curbs on corruption 
by the Chinese central govern-
ment has affected spending in 
Hong Kong and may affect per-
formance in 2014. Otherwise, 
Hong Kong should continue to 
do well in 2014 without any ma-
jor improvement or decline.”

 Rather than implementing 
aggressive rate hikes as in the last 
few years, hoteliers have become 
cautious and are unanimously 
going for mild increases. 

For instance, InterContinental 
Grand Stanford Hong Kong ex-
pects its rate will be up slightly 
by about five per cent in 2014, 
whereas Courtyard By Marriott 
Hong Kong Sha Tin will go for a 
four to six per cent increase.

 Ibis Hong Kong Central and 
Sheung Wan’s average occupancy 

NEW HOTELS IN 2014

List of new hotels is by 
no means exhaustive

InterContinental Grand Stanford 
Hong Kong

rate for 2013 was above 90 per 
cent while average room rate 
exceeded US$110 per room per 
night. Its director of sales and 
marketing, Gina Tam, said:“We 
are running the business for the 
second year in 2014 and forecast 
our revenue to increase around 
10 per cent compared with the 
year before. 

“In view of fierce competi-
tion with the opening of new 
hotels within just three minutes’ 
walk from our property, we will 
closely monitor our rates, tak-
ing into consideration our com-
petitors’ offerings on a daily ba-
sis.  We expect to keep our rates 
competitive.”

Gray Line Tours manag-
ing director, Michael Wu, be-
lieves  rates will grow about five 
per cent because of the strong 
mainland Chinese traffic. “The 
addition of new hotel rooms 

in 2013 may help curb the level 
of rate hikes. However, rates will 
still go crazy when Chinese visi-
tors travel to Hong Kong during 
the usual Golden Week holidays. 
These are special periods when 
most of the hotels are packed 
and there are insufficient rooms 
to meet demands.”
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According to Civil Aviation De-
partment (CAD), additional 
points served by scheduled ser-
vices during the period covering 
IATA Winter Season 2012/13 and 
Summer Season 2013 included 
Danang, Hohhot, Hulunbeier, 
Ilo-Ilo, Mahe Island, Novosi-
birsk, Seattle, Siem Reap, Yangon 
and Yinchuan. As at end-2013, 
CAD was processing three ap-
plications to operate scheduled 
services from Singapore, Bangla-
desh and Indonesia.

Apart from the new full-ser-
vice carrier Air Seychelles that 
debuted last April, the city was 
also about to welcome a new 
low-cost carrier after Oasis went 
bust in 2008. While Jetstar Hong 
Kong announced its venture in 

Access | New full-service carrier, more frequencies 
2012 and is still awaiting gov-
ernment approval, Hong Kong 
Express Airways switched to 
budget service last year, starting 
with destinations including To-
kyo, Osaka, Penang, Chiang Mai, 
Sabah, Taichung, Kunming and 
Phuket.

Infrastructure-wise, the Mid-
field development is still ongo-
ing with phase one scheduled 
for completion by end-2015. The 
Midfield area is the last piece of 
land for large-scale development 
on the airport island. It is located 
west of Terminal 1 and between 
the two existing runways. Facili-
ties will include the construction 
of a five-level Midfield Con-
course with a total floor area of 
78,000m2 and 20 aircraft parking 

Kai Tak Cruise Terminal
The Kai Tak Cruise Terminal 
began operation last June while 
the second berth is expected to 
open mid-2014. This dedicated 
facility provides efficient services 
for embarking and disembark-
ing cruise passengers, as well 
as a rooftop garden and dining 
experiences for locals and visi-
tors. HKTB plans to develop the 
MICE cruise business.

Hong Kong Disneyland
Hong Kong Disneyland’s new 
themed area Mystic Point 
debuted last May, marking 
the final chapter of the park’s 
expansion project that effec-
tively increases the size of Hong 
Kong Disneyland by 25 per 
cent. Other facilities include the 
iconic Mystic Manor, a themed 

Products

photo-taking area, a new restau-
rant and a merchandise location. 
A new themed area based on 
Marvel character Iron Man can 
be expected end-2016. 

Ocean Park
Ocean Park launched the 
Grand Aquarium Scuba Diving 
programme last April, inviting 
visitors to immerse in world-
class 5.2 million-litre aquarium 
alongside about 5,000 fish of 
over 450 species. Visitors will 
also experience the thrill of 
swimming next to schools of 
darting fish.

Panda Hotel
Panda Hotel in Tsuen Wan, 
Hong Kong, rolled out two new 
accommodation categories late 
last year to meet the needs of 

Clockwise from above: Hong 
Kong Disneyland’s Mystic Manor, 
Cheung Chau Island, Panda Hotel 
Ladies’ Room

Cathay Pacific’s plane ready for boarding at HK International Airport 
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a growing number of women 
travelling for work or leisure. 

Reserved exclusively for fe-
male guests, the Ladies’ Rooms 
feature entry only by access 
cards and electronic door locks 
to ensure complete security.

Clad in soft, elegant tones, 
these special rooms also boast 
female-oriented amenities such 
as curling tongs, eye masks and 
foot-bath buckets with compli-
mentary bath salts.

The hotel also unveiled 
another new room category, 
Panda Plus, designed for 
modern business and leisure 
travellers seeking deluxe ac-
commodation.

Both new room categories 
are equipped with free Wi-Fi, 
iPhone and iPad docking stereo 
units, a wide selection of cable 

stands, an Automated People 
Mover extending from Termi-
nal 1, a cross-field taxiway and 
other supporting facilities.

Meanwhile, National car-
rier Cathay Pacific Airways 
launched a four-times-weekly 
service to the Maldives last 
October, and has planned for 
this year a new daily service to 
Newark Liberty International 
Airport in March, a fourth daily 
direct flight to Los Angeles in 
June and three additional di-
rect flights to Chicago in Au-
gust. The airline also added the 
fifth daily service to London 
last June and resumed some 
frequencies to Toronto, Los 
Angeles and New York. Sister 
company Dragonair was also 

active, having kicked off services 
to Zhengzhou (daily), Yangon 
(four-times-weekly), Wenzhou 
(daily) and Danang (four-times-
weekly) last year. It also launched 
a Siem Reap four-times-weekly 

service and increased flights to 
Phuket and Kolkata last Octo-
ber. Frequencies to Chiang Mai, 
Kota Kinabalu, Wuhan, Qingdao, 
Kaohsiung and Jeju were also in-
creased.

and satellite television channels, 
message alerts and the like.

Hong Kong Foodie 
Sham Shui Po is one of Kow-
loon’s oldest residential neigh-
bourhoods. It has escaped urban 
redevelopment and retained 
many traditional dining outlets.

The four-hour Hong Kong 
Foodie tour (www.hong-
kongfoodietours.com) takes 
visitors to six eateries: a Hong 
Kong-styled cafe, traditional 
Chinese pudding store, soy 
specialty shop, a Chiu Chow-
styled restaurant, cookie store 
and handmade-noodle shop. 
Participants will experience life 
as a local in this working-class 
neighbourhood. 

Departures every Tuesday and 
Friday. Each tour takes about 
eight participants.  

Duddell’s
The new Duddell’s in Shanghai 
Tang Mansion in Central im-
presses with a vibrant double-
storey space akin to the home of 
an art collector. The restaurant 
offers authentic Cantonese cui-
sine, vintage cocktails and classic 
wines, and boasts a Michelin-
starred chef and an award-
winning mixologist. Events can 
be held at the chic Dining Room 
(good for 200-pax cocktails), the 
more casual and cosy Salon and 
Library, or the lush Garden Ter-
race (for 180-pax cocktails). 

Call (852) 2525-9191 for 
reservations.

JW Marriott Hotel 
Hong Kong 
The Peak is  one of the city’s 
most popular attractions. Look-
ing down from the top of this 
mountain in the west of Hong 
Kong Island,  be stunned by the 
spectacular view of the city’s 
skyline, including the world-
famous Victoria Harbour as 
well as towering skyscrapers and 
distant hills of Kowloon. The 
highlight is the manner of get-
ting there: pulled by steel cables, 
the Peak Tram climbs 373m 

up the mountain, and along a 
route so steep that the build-
ings it passes look like they are 
leaning over. Whether going up 
or coming down this mountain, 
families, especially children,wn 
this mountain, families, espe

Cheung Chau Island 
Make time to visit the laidback 
Cheung Chau Island, a 40-min-
ute ferry ride from Hong Kong 
Island. The island’s fishing com-
munity is still alive and thriving, 
and its coastline is a picturesque 
vision of colourful fishing boats. 

Trek uphill from the ferry 
terminal to visit famous land-
marks such as Pak Tai Temple, 
one of the oldest temples in 
Hong Kong; Kwan Kung Chung 
Yi Ting, a temple built in 1973; 
and Cheung Po Tsai Cave, the 
hideout of a notorious pirate. 

There’s plenty to eat on the 
island, from cheap and tasty 
street eats to fresh seafood. 
These eateries line the coastline 
and are easily accessible from the 
ferry terminal.

To get there, board a ferry 
from Central Pier 5 in front of 
the IFC Mall.

Feng shui talk and tour 
Organised by Diethelm 
Travel Hong Kong (richard.w@
hk.diethelmtravel.com), this 
tour offers participants a lesson 
on the ancient art of feng shui 
and shows how the philosophy 
has influenced the landscape 
of major commercial areas in 
Hong Kong.

The tour’s first stop is Lung 
Cheung Road Lookout, a point 
from which visitors will be 
shown the “dragon’s den”, or the 
place with the highest concen-
tration of the dragon’s energy 
that is reputed to have made 
the city prosperous. Later, at the 
Nine Dragon’s Wall in Wan-
chai, the feng shui principle of 
suppressing negative influences 
on the surroundings will be 
explored. The tour also looks 
at landmarks in the financial 
centre. 
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Dear Delegates of
ITB - Berlin 2014
We are very excited to be 
here in Berlin once again 
for the annual ITB which 
began in 1966. Today it 
is still the worlds premier 
tourism showcase and we 
have a very strong team 
in attendance. 

With increasing demand for experience - led 
activities, discerning travellers are looking to 
immerse themselves deeper in Asian culture. 
Despite our experience in arranging the popular 

city touring and beach holidays, we specialize in 
offering our partners tours that include sights, 
sounds and pursuits far removed from the usual.

Over 55 years of experience, coupled with local 
contacts and knowledge, gives us a unique 
perspective of travel and touring across the region, 
which we are delighted to share with you.

I and my team look forward to fruitful meetings, 
getting to know your company and doing business 
together. Wishing you a very successful ITB.

Richard R Brouwer
Chief Executive Officer, Diethelm Travel Group

Diethelm Travel Group 

Diethelm Travel Group (DTG) has over 55 years 
experience of providing full travel services within 
the region. DTG is a subsidiary of Diethelm 
Keller Holding (www.diethelmkeller.com), 
headquartered in Zurich, a closely held family 
company principally owned by fourth generation 
descendants of the founders. 

Our extensive network has fully licensed and 
insured offices in Bhutan, Cambodia, China, 
Hong Kong, Laos, Malaysia, Maldives, Myanmar, 
Singapore, Sri Lanka, Thailand and Vietnam and 
has a worldwide reputation as a first-class travel 
service provider. DTG employs over 500 multi-
lingual staff and serves thousands of quality 
tour operators across the globe.

The Diethelm Travel Group Team at ITB 

Welcome from the CEO
Diethelm Travel Group

DIETHELM TRAVEL CONTACT

Corporate Head Office

Kian Gwan II Bldg., 12/F
140/1 Wireless Road, Bangkok 10330, Thailand
Tel (66-2) 660-7000 Fax (66-2) 660-7200
E-mail: info@diethelmtravel.com

Richard R. Brouwer | Chief Executive Officer | richard.b@diethelmtravel.com
Maarten Groeneveld | Chief Operating Officer | maarten.g@diethelmtravel.com
Patama Narintarangkool | Group Managing Director, Finance | 
patama.n@diethelmtravel.com
Edyta Peszko | Group Contracting Director | edyta.p@diethelmtravel.com
Martyn Hedges | Head, Business Development | martyn.h@diethelmtravel.com

Corporate Sales Office

Kian Gwan II Bldg., 14/F
140/1 Wireless Road, Bangkok 10330, Thailand
Tel (66-2) 660-7227 Fax (66-2) 660-7027
E-mail: sales@diethelmtravel.com

James Ramage | Group Managing Director, Sales & Marketing | 
james.r@diethelmtravel.com
Sam Vincent | Key Account Director | sam.v@diethelmtravel.com
Rafael Domingo | Key Account Director | rafael.d@diethelmtravel.com
Nataly Wanhoff | Key Account Director | nataly.w@diethelmtravel.com
Tony Champion | Head of Sales & Marketing Europe | tony.c@diethelmtravel.com
Victor Mogilev | Market Manager Russia/CIS & Eastern Europe |
victor.m@diethelmtravel.com
Chavaroon Satarujawongse | Sales Manager | chavaroon.s@diethelmtravel.com

Diethelm Travel Country Offices

Ugen Penjor
DIETHELM TRAVEL BHUTAN
Yarkay Complex, P.O. Box 107
Norzin Lam, Thimphu
Bhutan 
Tel (975-2) 336-611 Fax (975-2) 323-894
E-mail: ugen.p@bt.diethelmtravel.com

Pierre Jungo
DIETHELM TRAVEL CAMBODIA
No. 65, Street 240
P.O. Box 99, Phnom Penh 
Cambodia 
Tel (855-23) 219-151 Fax (855-23) 219-150
E-mail: pierre.j@kh.diethelmtravel.com

Julia Shi
DIETHELM TRAVEL CHINA
Room 2106, Building III, Soho Xiandai Chen
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China
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E-mail: julia.s@cn.diethelmtravel.com 
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Manfred Kurz
DIETHELM TRAVEL MALAYSIA
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Kuala Lumpur 
Malaysia
Tel (60-3) 2715-7878 Fax (60-3) 2161-6058
E-mail: manfred.k@my.diethelmtravel.com
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Lilli Saxer
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Manfred Kurz
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Stronger destination marketing is needed to raise Vietnam’s global allure as 
the trade grapples with rising competition and rate pressure. By Greg Lowe

Vietnam seeks support

Vietnam saw a drop in 
visitors from German-
speaking markets last 

year, due to lingering economic 
issues in Europe and an absence 
of destination promotion from 
the NTO, travel specialists say. 

Based on statistics from the 
Vietnam National Administra-
tion of Tourism (VNAT), Ger-
man visitors dipped 8.4 per cent 
to 97,673 in 2013 while arrivals 
from Switzerland contracted 1.1 
per cent to 28,423 – a contrast 
with the total foreign arrivals of 
nearly 7.6 million, a rise of 10.6 
per cent from 2012. 

Competition is also becoming 
much stiffer across the board, 

with the mid market stagnating 
while cost-cutting is rife among 
low-end and mass market op-
erators, DMCs in Vietnam told 
the Daily. There are still good 
take-up rates with high-end and 
luxury travellers, but these seg-
ments are also facing downwards 
pressure on rates. 

“Vietnam’s German-speaking 
market has become extremely 
competitive, especially in the 
mid-range market segments,” 
said owner of Terraverde Travel, 
Minh Anh Vu, who has identi-
fied emerging trends in smaller 
groups, shorter booking lead 
times and customised travel. 

“Groups and series bookings 

have been rather stagnant or 
even decreasing. For departures 
that have materialised, group siz-
es have been smaller with mostly 
a maximum of 12 pax. FIT and 
small group travel seems to be 
a significant trend within this 
market, and bookings are com-
ing in later than usual, even for 
series bookings,” he observed.   

Pham Ha, CEO of Luxury 
Travel, is expecting similar per-
formance this year from the 
German-speaking markets as the 
company achieved in 2013, tar-
geting a 10-15 per cent growth 
and increased bookings from 
Austria and Switzerland. 

The Hanoi-based firm, which 
specialises in the high-end travel, 
is also facing greater competi-
tion and tighter budgets. Ha 
said: “Travellers cut trips shorter 
and spend less. They stay in less 
luxurious hotels and resorts but 
they still travel. More are book-
ing last-minute or less than three 
months (before travelling) while 
other (clients still) book one year 
in advance.”

In line with the global trend 
for more personalised travel, 
German-speaking visitors to Vi-
etnam are increasingly looking 
for deeper experiences beyond 
fine dining and five-star hotels. 
Multi-destination tours such as 
flying to Halong Bay from Hanoi 

Vietnam needs more interna-
tionally branded properties to 
drive up rates across the mar-
ket, especially at the higher end. 
While the sector has tradition-
ally been dominated by smaller, 
cheaper hotels, there are some 
encouraging signs that the mar-
ket is maturing. 

The number of rooms in-
creased from 45,234 to 47,299 
last year, according to STR 
Global. Occupancy, average daily 
rate (ADR) and RevPAR were all 
up on the previous year’s per-
formance: cccupancy grew 2.4 
percentage points to 64.1 per 
cent; ADR rose 2.8 per cent to 
US$123.90 and  RevPAR hiked 
6.9 per cent to US$79.40. 

Despite this positive perfor-
mance, more quality hotels are 
needed across the country to 
compete more effectively with 
other destinations, said George 
Ehrlich-Adam, general manager 
of Exotissimo Travel Vietnam.

“(In terms of capacity) four-
star properties and boutique ho-
tels with individual character are 
still lacking in Hanoi and Ho Chi 
Minh City,” he said. “(However), 
the new JW Marriott Hotel Ha-

Hotels | RevPar, supply up
noi with 450 rooms and big 
meeting facilities adds points for 
Hanoi as destination, benefiting 
the whole industry.”   

According to recent research 
by Savills Vietnam, Ho Chi Minh 
City’s average room rate was at its 
lowest in four years in 3Q2013 at 
approximately 1.7 million Viet-
namese dong (US$82.90), down 
six per cent year-on-year. Hanoi 
fared better in growth terms, ris-
ing five per cent year-on-year to 
nearly 1.7 million Vietnamese 
dong.

Bob Fabiano, general manager 
of JW Marriott Hanoi, expects 
moderate growth in market-
wide ADR. “Room rates will 
average three per cent increase 
overall, with five-star hotels hav-
ing the greatest increase due to 
limited supply growth,” he said. 

“Continued supply increase 
throughout Vietnam will put 
pressure on three- and four-
star properties,” Fabiano added. 
“Tourism spots in the north are 
less likely to feel pressure as we 
expect additional tourist flows, 
whereas central and south will 
feel effects of supply increase, 
particularly in Danang.”

Phu Bai International 
Airport
Phu Bai International Airport, 
located near Hue in the central 
province of Thua Thien-Hue, 
has resumed operations on 
September 20 following its 
closure for runway repairs in 
March 2013. The upgrade is 
part of the government’s effort 
to develop the central coast as 
a key tourist destination. The 
airport can now accommodate 
larger aircraft, and is expected to 
handle five million passengers 
per year by 2020.

Vincom Mega Mall 
Royal City
Reportedly the largest under-
ground retail complex in Asia, 
Vingroup’s Vincom Mega Mall 
Royal City in Hanoi covers an 
area of 230,000m2 and offers a 
plethora of entertainment, din-
ing and shopping options. 

Opened in July 2013, the  
mall houses over 600 shops, a 
water park, an ice-skating rink 
for 150 pax, a bowling facility, 
a cinema complex as well as an 
F&B street with more than 200 
restaurants.

Products

Favourable winds have blown 
into Vietnam’s aviation sector in 
the last two years.

In 2012, Vietnamese airports 
handled 37.5 million passengers, 
a figure that has almost quad-
rupled since 2002, according to 
the Civil Aviation Authority of 
Vietnam. The following year saw 
a strong boost in the country’s 
international air connectivity, 
most significantly by Finnair and 
the Gulf carriers.

In January 2013, Air Astana 
launched twice-weekly Almaty-
Ho Chi Minh City (HCMC) 
flights, while AirAsia ramped up 
frequency on its Kuala Lumpur-
Hanoi sector from seven to 10 
weekly flights. 

Finnair started thrice-weekly 
flights between Helsinki and Ha-
noi from June 14, operating on a 
seasonal basis until October 27. 

Vietnam’s daily connections 
to the Middle East grew through 
Etihad Airways’ new daily flights 
between Abu Dhabi and HCMC, 
launched on October 1. 

Access | New, 
more frequent 
global links

Having launched four-times-
weekly HCMC-Jakarta flights 
– the first direct link between 
Vietnam and Indonesia – in De-
cember 2012, Vietnam Airlines  
began daily Danang-Siem Reap 
services on January 23 last year. 

The national flag carrier also 
commenced a weekly service be-
tween Nha Trang and Moscow 
on April 5, marking the country’s 
third link to the Russian capital. 
It then started thrice-weekly 
Seoul-Danang flights on July 1. 

Dragonair started thrice-
weekly service from Hong Kong 
to Danang in March last year, 
boosting its weekly service to 
four times in July and then to 
seven times in December.  

From Singapore, SilkAir has 
upped the frequency of its six 
weekly Danang flights to daily 
and its thrice-weekly Hanoi 
flights to four from October 27. 

Last year also saw VietJet Air 
launching international services 
to Bangkok from HCMC and 
Hanoi respectively. 

The Vietnamese NTO should step up efforts to attract more tourists

by helicopter or cruising from 
Ho Chi Minh City to Angkor 
Wat in Cambodia are becoming 
more popular, Ha added.

Germans are the third largest 
source market for Accor in Vi-
etnam, revealed Patrick Basset, 
senior vice president for Accor 
Vietnam, Thailand, Cambodia, 
Laos, Myanmar, the Philippines 
and South Korea.

He said: “In 2013, the number 
of German guests in Accor ho-
tels in Vietnam rose 58 per cent 
compared to 2012. We have seen 
a whopping 90 per cent increase 
of German business travellers 
and a 43 per cent increase of lei-
sure travellers.”

However, despite Vietnam’s 
rich offerings, it is hard for the 
country to compete when efforts 
from VNAT is lacklustre at best, 
based on industry feedback. 

“Due to lack of effective NTO 
promotions and communica-
tion, Vietnam won’t even be 
able to capitalise on the price 
hike in Myanmar to attract more 
visitors despite competitive rates 
and more attractive hotel op-
tions (than Myanmar),” said Vu.

Echoing similar sentiments, 
Ha said: “We do not see much 
promotional activity from VNAT 
in Germany. The Vietnam booth 
at ITB Berlin is actually arranged 
by Vietnam Airlines.”

Vincom Mega Mall Royal City

Hanoi Cooking Centre
Cooking classes led by inter-
national chef Tracey Lister, 
co-author of KOTO-A Culinary 
Journey Through Vietnam and 
Vietnamese Street Food, are 
available at the Hanoi Cooking 
Centre.  

Classes begin in the morning 
with an introduction to Viet-
namese cuisine. An excursion to 
Chau Long Market then follows, 
after which the group returns to 
the cooking centre, where the 
chef guides participants in the 
preparation of various dishes. 
Besides enjoying the fruits of 
their labour, participants also 
get to take home printed recipes 
and food samples.  

Contact Diethelm 
Travel Vietnam (martin.c@
vn.diethelmtravel.com) for 
more information.
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The steady rise in international arrivals has the Lao trade more upbeat on tapping the FIT, 
adventure and luxury segments from German-speaking markets, reports David Andrews

Laos charts firm growth

Vientiane, the capital of Laos, has much to offer visitors but is 
often overshadowed by Luang Prabang
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Six foreign carriers – Thai Air-
ways, Bangkok Airways, Vietnam 
Airlines, AirAsia, Jin Air and 
China Eastern Airlines – cur-
rently serve Laos with scheduled 
flights, accounting for just under 
half of the country’s air capacity. 
The government-owned Laos 
Airlines and private Lao Central 
Airlines handle the rest.

Laos Airlines carried 658,252 
passengers in 2012, up 19.2 per 
cent year-on-year. The airline 
plans to expand its fleet of 14 air-
craft with two Airbus A321s and 
two ATR72-600s in 2015. It start-
ed thrice-weekly flights to Seoul 
and Phnom Penh from Vientiane 
last year. 

Capacity rose significantly be-
tween October 2011 and January 
2013, when the number of week-
ly domestic and international 
seats grew from 28,000 to 58,000, 
according to Centre for Aviation 
(CAPA). This saw Laos shake 
off its position as Asean’s small-
est aviation market as its weekly 
capacity exceeded Brunei’s by 
17,000 seats. 

Analysts at CAPA believe  
Laos’ aviation sector will be 
catalysed by the new terminal 
at Luang Prabang International 
Airport. 

Access |   
Rising linksFor 2014, rate retention appears 

to be the general consensus 
among hoteliers in Vientiane. 

Yeshi Phuntsho, general  
manager of Settha Palace Ho-
tel, remarked: “Our room rates 
will only change slightly in 2014 
to adjust for inflation – rising 
not more than US$5 a room. 
Our price range in 2014 will be 

Hotels | Arrival fluctuation impinges on rates
US$207-US$380. 

“In 2013, we have not seen  
the growth experienced in 
2012 as we are suffering from 
the Bangkok protests during 
the November-December pe-
riod. We have seen more FITs  
passing through and less groups 
in the past year,” Phuntsho add-
ed.  

Likewide, Gordon Manner-
ing, owner of Beau Rivage Hotel, 
will not be changing the prop-
erty’s rates of between US$50 
and US$70 for 2014. He said:  
“The great fluctuation in visi-
tor numbers makes it difficult 
to change our prices. We are 
at full capacity in November  
then it tails off until the next  

Fourth Thai-Laos 
Friendship Bridge
Following several past dead-
lines for completion, the fourth 
Thai-Laos Friendship Bridge 
finally opened in December 2013. 
Spanning the Mekong River, the 
bridge connects Chiang Khong in 
Thailand’s Chiang Rai province 
with Huay Xai in Laos’ Bokeo 
province. The 630m long and 
15m wide construction boasts 
four-lane highways, connecting 
the nearby towns on both sides 
of the river. 

The bridge will not only help 
support an increased number of 
tourists and cross-border trade, 
but it is also a key piece of the 
North-South Economic Cor-
ridor, an overland route that will 
eventually connect Yunnan in 
China with Singapore.

Foreign tourist arrivals to 
Laos reached nearly 3.8 
million visitors in 2013, 

breaking the previous year’s re-
cord of 3.1 million. According to 
statistics from the Lao Tourism 
Marketing Department, German 
arrivals reached 20,229 in the 
first nine months of 2013, mark-
ing a 35.9 per cent hike from 
14,883 arrivals recorded during 
the same period in 2012. 

“We are expecting strong 

busiest month (usually Febru-
ary).” 

The trade is also hopeful for 
more boutique hotels or well-
known international brands, 
especially in Luang Prabang, 
shared Michael Roehrig, man-
aging director of Diethelm  
Travel Laos. “However, the trend 
right now looks like more and 
more Chinese-owned hotels are 
opening, mainly targeting the 
Chinese market,” he added. 

growth to continue from the 
German-speaking markets in 
2014,” said Ed Pettitt, marketing 
manager of Buffalo Tours. “Im-
proving economic conditions in 
Germany and an increasing de-
mand for experiential travel des-
tinations make us confident that 
both the adventure and luxury 
sectors will outperform 2013 in 
Laos and Indochina as a whole.” 

Frank Hasso Wiegand, man-
aging director Europe, Focus 

Asia, said: “Over the past 18 
months, we have seen German-
speaking visitors staying one 
week or longer in Laos. It helped 
that Vang Vieng is back on the 
map after party tourism was 
cancelled, and German-speaking 
(travellers) are also staying long-
er in Luang Prabang, visting the 
elephant camps and Fair Trek 
(hiking tours).” 

Having entered into a part-
nership with a regional DMC, 

Laos Mood Travel will “focus 
on high-end FITs where added- 
value segments of clientele are 
more profitable”, said managing 
director, Laurent Granier.  

He commented: “In 2013, we 
had 120 German guests, mostly 
FITs and small groups averaging 
six pax. In 2014, we expect a sub-
stantial increase as we managed 
to clinch a few regional accounts. 
With some set departure dates of 
medium-size group series book-

ings, we anticipate an increase of 
100-150 per cent.

“There is room to grow the 
German market through Laos 
extensions or regional combina-
tions,” Granier added. 

Meanwhile, hoteliers in the 
country are seeing a steady flow 
of German-speaking visitors. 

In Luang Prabang, Amantaka 
recorded 143 German room-
nights in 2013 versus 159 room-
nights in 2012, according to res-
ervation manager, Hadi Sucipbo.

However, Settha Palace in 
Vientiane saw a less lustre perfor-
mance from the German market 
last year, said general manager, 
Yeshi Phuntsho. “In 2013 we re-
ceived 240 roomnights from 197 
German-speaking visitors, mak-
ing an average length of stay of 
2.1 nights. In 2012, we had 310 
roomnights from 234 German 
visitors, and an average length of 
stay of 2.2 nights,” he said.  

“We are creating packages to 
entice FITs to stay between five 
and seven days rather than one 
or two nights. Vientiane is often 
overshadowed by Luang Prabang 
and has much more to offer trav-
ellers than is currently realised.”

Luang Prabang, a UNESCO World Heritage Site, is famed for its 
Buddhist temples and idyllic lifestyle  

Lanith Luang Prabang
Lao National Institute of 
Tourism Hospitality (Lanith) 
opened a hospitality training 
centre in Luang Prabang in 
November 2013. The four-
room lodge features meetings 
facilities suitable for groups 
of up to 36 pax and a 60-seat 
signature restaurant called The 
Balcony, where Luxembourgish 
chef Pit Wanderscheid crafts 
seasonal dishes with herbs and 
vegetables grown in the prop-
erty’s garden.

Also, as part of the broader 
joint venture between Lux-
embourg and Laos, the lodge 
and restaurant are also used to 
train Lao students in the fine 
art of tourism and hospitality 
management and is part of 
Lanith’s Passport to Success 

– Go for Gold capacity devel-
opment programme. Part of 
the profits made help fund the 
programme.

Lanith provided 200,000 
euros (US$271,600) for the 
construction of its Luang Pra-

bang facility, while Hong Kong 
Polytechnic University donated 
US$50,000 in kitchen equip-
ment. Lanith’s core team mem-
bers will oversee the operation 
of the hospitality complex and 
training centre.

Products
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Scoring friends and deals By Patrick Tan 

Sun Trips Bangkok’s Euam Akapatangkul, Ocean Resort 
Group’s Wissut Kasayapanand, Katathani Phuket Beach Re-
sort’s Nantida Atiset and Holiday Inn Resort Phuket Mai Khao 
Beach’s Anutin Kraitong

TUI India’s Komal Bijlani and Vishal Sinha, The Okura Group’s Goshi 
Kamata and TUI India’s Sharad Yagnick

One Farrer Hotel & Spa Singapore’s Wong Sin Dee, 
Swissôtel Merchant Court Singapore’s Michelle Lee 
(second row), York Hotel Singapore’s Josephine Lai 
and Lynn Lim, Nirwana Gardens Singapore’s Hazel 
Leow and Vacation Asia Singapore’s Helen Goh

Twerenbold Reisen Switzerland’s Heinz Weber 
and Werner Twerenbold, Asian Trails Bangkok’s 
Laurent Kuenzle and Swiss Excellence River 
Cruise Karim Twerenbold

Furama International’s Vione Tan, Florence Loke 
and Francis Tan, and Furama Chiang Mai’s Wira-
chart Watthaphanich

The Mulia Bali’s Norman Nordin and 
Andy Dirgantara

Ministry of Tourism & Creative Economy Indonesia’s Agustini Rahayu and Esthy Reko 
Astuty, Embassy of the Republic of Indonesia’s Fauzi Bowo, Government of Badung 
Regency’s Gde Agung, Ministry of Tourism & Creative Economy Indonesia’s Sapta 
Nirwandar, Sofitel Indonesia’s Goran Aleks, Ministry of Tourism & Creative Economy 
Indonesia’s Nia Niscaya and Firmansyah Rahim

Bangkok Airways’ Tortrakul Smakul, Sutee Yongudomkit, Chulin Kocharoen, Nandhika 
Varavarn, Puttipong Prasarttong-Osoth, Varong Israsena, Plernpis Kosolutasarn and 
Komkrit Ngamwongwirot

(Centre, in suits) Garuda Indonesia’s Ted P Sulisto, Dasril Boer-
han and Benedikt Sieweke

Outrigger Hotels and Resirts Asia Pacific’s Mark Sim-
mons and Waraporn Sunthonpraphat, Tischler Reisen 
Germany’s Barbara Erhardt and Outrigger Laguna 
Phuket Beach Resort’s Rory Campbell

Best Western International Asia & Middle East Paul Suvodip and 
Glenn de Souza, TTG Asia Media’s Darren Ng, and Best Western 
International Asia & Middle East Vick Sriprapat
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