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Indian airlines 
slash flights
By Shekhar Niyogi
KOLKATA Travel experts are KOLKATA Travel experts are KOLKATA
feeling the pinch from the reduc-
tion in air capacity during In-
dia’s high season, as loss-making 
airline companies cut back on 
flights.

Kingfisher Airlines has with-
drawn more than 30 per cent of 
the 418 flights scheduled to op-
erate during winter, citing recon-
figuration of aircraft. Kingfisher 
Red, the group’s LCC, also ceased 
operations recently.

Dr Vijay Mallya, co-owner of 
Kingfisher Airlines, told report-
ers at a press 
conference that 
fuel prices were 
at near-record 
highs and that it 
struggled with 
taxes levied by 
state govern-
ments on fuel. 

“It is time to 
stop flying any 
routes that are 
not profitable 
for us,” he said. 

Meanwhile, 
flag carrier Air 
India and its 
budget arm Air India Express 
curtailed flights to destinations 
such as Malaysia over the last 
month or two, shaving off be-
tween 20 and 35 flights a week 
on average.

Travel consultants said the loss 
of flights prevented them from 
making any advance bookings, 
especially to popular destinations 
such as Singapore, Bangkok, Co-
lombo and Kathmandu.

Gainwell Travel and Leisure 
general manager Seema Ahmed 
said: “The uncertainty over re-
sumption of Kingfisher flights 
and the withdrawal of Air India 
Express flights has impacted 
several groups that we have con-

Impact on outbound travel certain
firmed to Bangkok and Singa-
pore. These are fixed departures, 
and we have paid deposits to the 
airlines. We and our clients are 
very stressed about this issue.”

Mamta Panjani, general man-
ager, Mercury Travels, said the 
volatility of the situation had 
made it difficult to secure groups. 
“We are very concerned about 
rampant flight cancellations as 
this will impact our high season 
winter bookings in the near term 
and result in escalating flight 
costs in the longer term.”

Rajesh Arya, director, India 
International 
Tours & Trav-
els, added that 
this would also 
impact domes-
tic tourism. 
“Winter is a 
high season for 
tourists within 
the country 
because of the 
long school 
holidays and 
good weather. 

“This will 
be a very bleak 
domestic high 

season if the airlines do not 
resume their full schedules,” he 
said. 

Aside from Kingfisher Airlines 
and Air India, Jet Airways, GoAir 
and SpiceJet have posted losses in 
the last quarter. Last week, airline 
chiefs also met the prime minis-
ter to air their concerns.

Against the background of 
cash-strapped Indian airlines, 
the government is considering 
opening up the aviation sector 
to foreign airline investment, 
capping it at 26 per cent of total 
equity. Currently, foreign airlines 
are not allowed to invest directly; 
only non-airline foreign direct 
investment is allowed.

To read these news, go to www.ttgasia.com
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H.I.S. acquires to kickstart inbound
By Gracia Chiang
YOKOHAMA Major Japanese 
outbound travel group H.I.S. 
Co. is aggressively building its in-
bound business, having recently 
acquired key land operator Japan 
Holiday Travel and created an in-
bound division.

H.I.S. inbound division-
headquarters, team leader, Shu-
nichiro Shimmyo, told TTG Asia 
the company had just completed 
its acquisition of Japan Holiday 
Travel in July, with full details 
to be announced in its financial 
statement this week.

“Japan Holiday Travel is one 
of the top agencies in Japan and it 
mainly handles the Chinese mar-
ket,” he said, adding that it brings 
some 100,000 Chinese travellers 
into Japan a year. Japan Holiday 

Travel will 
oversee the 
China mar-
ket as a H.I.S. 
subsidiary.

H.I.S. cur-
rently also 
receives  Chi-
nese clientele 
arising from 
its cruise busi-

ness. Shimmyo said the company 
was Costa Cruises’ official agent 
in Japan since last year, serving 
86,000 passengers from China in 
2010.

As for its inbound division, 
set up within the headquarters 
last December, he explained that 
H.I.S. was now working on re-
modelling its 118 overseas retail 
outlets by going beyond catering 

Travel will 
oversee the 
China mar
ket as a H.I.S. 
subsidiary.

rently also 
receives  Chi
nese clientele Shimmyo: court Shimmyo: court 

non-Japanese
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to Japanese travelling abroad, to 
growing local demand for Japan. 
They would also begin to con-
duct B2B sales.

Shimmyo shared that in H.I.S. 
inbound’s first year of operation, 
it had managed to attract 10,000 
tourists from Asia, where most 
of its business originates. He es-
timates that the figure will swell 
to 30,000 next year, once travel 
to Japan recovers after the sakura 
season.

“Thailand is one of our main 
focuses,” he said, pointing out 
that there was an absence of a 
huge outbound travel company 
there, unlike in Singapore and 
South Korea, for example, where 
there are strong competitors. 
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Japan offers a big welcome

India laments loss of TNZ presence H.I.S. taps outbound 
demand from SEA

By Gracia Chiang 
YOKOHAMA Japan is intending 
to launch several new initiatives 
to bring recovery to visitor num-
bers, even as outbound travel 
consultants in the region look to 
the FIT market to make up for 
weak group demand.

At the Visit Japan Travel Mart 
last week, Japan Tourism Agency 
(JTA), international tourism 
promotion division, director, 
Shuichi Kameyama, said new 
projects next year included Fly 
to Japan, which will see 10,000 
overseas visitors obtaining free 
air tickets, as well as the hosting 
of 200 youths from China. 

To do this, JTA is asking the 
Japanese government for 6.37 
billion yen (US$82 million) for 
its 2012 fiscal year, up from 6.06 
billion yen previously.

By Anand & Madhura Katti
MUMBAI The Indian trade is 
sceptical about Tourism New 
Zealand’s (TNZ) decision to 
base its newly-appointed region-
al manager South-east Asia and 
India in Singapore, saying that a 
market as big and fast-growing 
as India requires a dedicated 
presence. 

From December, Mischa 
Mannix, currently TNZ’s busi-
ness development manager 
based in Auckland, will replace 
Kiran Nambiar, who was for-
merly based in Mumbai. Staff at 
the NTO’s offices in Mumbai and 
Bangkok will report to Mannix.

Mark Frood, general manager 
Asia Markets, TNZ, said basing 
its regional manager to Singa-
pore would allow the NTO to 
be closer to its trade and airline 
partners.

“More airlines, including low-
cost carriers, now offer flights 

Measures to rebuild tourism in the works, including an airline ticket giveaway open to 10,000 visitors

The bulk of the budget will go 
to marketing promotions for the 
ongoing Visit Japan campaign as 
well as MICE-specific support.

Said Kameyama: “We want to 
expand our target markets from 
the current 15, and are hop-

and greater capacity to New Zea-
land from India and South-east 
Asia. We thought that it was the 
right time to centralise our mar-
keting activities (for South-east 
Asia and India) in Singapore, 
which is the region’s prime avia-
tion hub, alongside Bangkok,” he 
explained.

TNZ is also looking to expand 
the team in Singapore, with a 

ing to add Indonesia, Vietnam, 
the Philippines, Brazil, Mexico, 
Italy, Spain, Saudi Arabia and 
the UAE. Indonesia and Vietnam 
are the most important among 
them because of their speed of 
economic development and the 

marketing and communications 
hire as its first priority.

The move, however, is ex-
pected to impact TNZ’s reach in 
India. Travel consultants said its 
promotions were already fewer 
compared to other regional 
NTOs, and this would result in 
lesser contact and a possible lack 
of understanding of the Indian 
market.

Travel Mart India CEO, Manoj 
Gursahani, told TTG Asia: “TNZ 
should have a strong presence at 
the senior manager level in India 
as the growth of outbound travel 
from India is huge, and it will 
require a far more focused and 
hands-on approach.”

Blue Star Air Services direc-
tor Madhav Oza pointed out that 
while the global economic slow-
down had forced companies to 
cut costs, India’s outbound story 
remained “very positive”.

“TNZ should instead have a 

possible increase in airlines (fly-
ing between the countries) be-
cause of open skies agreements.” 
He added that initial efforts in 
those countries would take the 
form of fam trips.

Japan’s number of foreign 
visitors from January to October 
was 5.1 million, still 30 per cent 
down year-on-year. Amid a dis-
mal year of sales, the FIT market 
had provided hope, said travel 
experts from South-east Asia. 

“Our strategy is FITs, as it’s 
now hard to put together groups,” 
said Roy Gay, sales and marketing 
manager, ANA Singapore, which 
sells tour packages to Japan un-
der First Choice Holiday.

He added that First Choice 
had recently introduced fly-drive 
holidays for Kyushu.

Likewise, Giamso Interna-

tional Tours senior marketing 
executive Alfred Kua said while 
group traffic had been affected, 
FITs, on the other hand, had in-
creased by 50 per cent from May 
to October due to airfare deals 
and hotel promotions.

“Japan had always been con-
sidered an expensive destination 
for Singaporeans. It suddenly be-
came affordable,” he said.

Land operator A.I.S.C Sales & 
Marketing Japan director, Jenni-
fer Tan, added that the launch of 
low-cost flights by AirAsia X to 
Japan in the past year had helped 
to stimulate the FIT market in 
Malaysia. AirAsia X now flies to 
Tokyo Haneda and Kansai Inter-
national Airport.

“The FIT market is growing 
very fast. A lot of budget travel-
lers wish to see Japan,” she said.

 

“Growth of outbound 
travel from India is 
huge. It requires a 
more focused and 
hands-on approach.” 

Manoj Gursahanai
CEO 

Travel Mart India 

Indonesia and Malaysia are 
also on its radar.

Shimmyo added that he had 
recently returned from man-
aging the Thai branch for five 
years, where he was tasked with 
developing the local outbound 
market.

From March to November, 
H.I.S. began operating daily 
charters to Tokyo Narita using 
Thailand-based Business Air, 
recording a high average load 
factor of 90 per cent for flights. 
This was a good result, consider-
ing the devastating March events, 
said Shimmyo.

Meanwhile, H.I.S. Experience 
Japan, a subsidiary focusing on 
experiential holidays for the Eu-
rope and US markets, ceased op-
erations last year, with customers 
now absorbed into H.I.S.’s in-
bound division.

Continued from page 1

Travel experts from Singapore and Malaysia show their support

bigger presence in this big mar-
ket,” he said.

“Indian outbound is grow-
ing at a rapid speed and travel 
experts will continue to sell New 
Zealand, but better presence and 
promotions can make a bigger 
difference.”

Oza said it would be difficult 
for the NTO to reach out to the 
Indian trade from a remote loca-
tion, cautioning against a tradi-
ional approach of basing regional 
heads in Singapore or Bangkok.

Travel Mart India’s Gursahani  
said: “This will certainly have an 
impact. (TNZ) will need to be 
proactive in creating awareness. 

“Outreach to the Indian travel 
fraternity has to be an ongoing 
exercise, otherwise this will stunt 
our ability to sell New Zealand as 
a major holiday destination and 
compel us to rethink our prod-
ucts.” – Additional reporting by 
Linda Haden

Gracia Chiang
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By Gracia Chiang and Brian Higgs
SINGAPORE Cruise stakeholders are 
ramping up on training and education, 
even as captains of the industry lament 
that lack of cruise specialists is what’s hin-
dering real growth in Asia.

Senior executives interviewed by TTG 
Asia at the inaugural Cruise Shipping Asia 
in Singapore last month suggested that 
the pace of growth in Asia was limited by 
several factors, with weak distribution sin-
gled out as “the biggest issue”, along with 
high operating costs. 

Describing the projections made sev-
eral years ago as “actually somewhat over-
enthusiastic”, Gianni Onorato, president, 
Costa Crociere, said: “Growth has been in 
double digits, but that’s because the mar-
ket is small. 

“The biggest issue to date is definitely 
distribution…The trade’s knowledge and 
experience in selling cruises is lacking, and 
this has a strong impact on how fast the 
(cruise) market in Asia develops.”

Michael Bayley, executive vice presi-
dent, Royal Caribbean Cruises (RCC), 
agreed there was “a lot of work to do” on 
distribution, as cruising was still seen as a 
niche vacation option. “There’s  a  lack of 
knowledge in emerging markets. People 
believe it’s for old people or that it requires 
a lot of money,” he said.

Bayley said RCC had invested “a dis-
proportionate amount of money” in the 
region, for instance, by setting up five sales 
and marketing offices in China, Australia 
and Singapore over the last few years.

Silversea Cruises and Seabourn are 
among lines which are addressing the is-
sue by stepping up training. 

Silversea Cruises’ senior vice president, 
UK, Europe & Asia-Pacific, Steve Odell, 
said the company would launch its own 
online academy in Asia by next year, in 
addition to training seminars, ship show-
cases and fam trips it already invested in. 
The training would incorporate an incen-
tive based on booking results.

Seabourn will be rolling out an online 
academy over the next few months. Its 
sister, Holland America Line (HAL), has 
seen about 13,000 graduates in the region 
from its online academy.

According to Richard Meadows, ex-
ecutive vice president of marketing, sales 
& guest programmes, HAL, and presi-
dent, Seabourn, travel consultants who 
have undergone the training curriculum 
are more effective in their sales pitch and 
identifying target customers.

“We have to do a better job of helping 
the travel trade to understand the USPs of 
both our brands. 

“It is very difficult for a travel consult-
ant to discover for himself what sets apart 
the different product offerings without 
proper training,” he said. 

Asia Cruise Association had also trained 
more than 400 travel consultants and was 
working towards a goal of training “thou-
sands every year”, said its chairman Rama 
Rebbapragada. - Additional reporting by 
Linda Haden

Distribution identified as 
one of the weakest links

Park Hotel Group 
is 50 years old

Lines step 
up cruise 
training

Celebrating the anniversary milestone 
in Singapore are Park Hotel Group’s 
(PHG) Mohd K Rafin, Hong Thai Travel’s 
Alex Chan, TTG Asia Media’s Darren 
Ng, PHG’s Allen Law, TTG Asia Media’s 
Michael Chow, Hong Thai Travel’s Tony 
Aw and PHG’s Pauline Cheung.
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Most commented on www.ttgasia.com

particular, it shatters myths that 
Asians will not take to cruising, 
that cruising is for the only-rich 
or nearly-dead, that it is just a 
passing fancy.  

Over the last decade, we saw 
how Chinese, Indians, South-
east Asians, etc, took to cruis-
ing like ducks to water and how 

Not smooth sailing
DESPITE huge progress made 
in the Asian cruise industry over 
the last decade, the market re-
mains small.

Captains of the seas were quick 
to point out this fact; from their 
comments (see page 3), one can 
only surmise that their efforts to 
crack the market have been far 
from smooth sailing.

No one is retreating in despair, 
however. Patience, not caution, is 
the key, and it makes a world of 
difference. 

Far from being “over-enthu-
siastic”, projections made for 
the Asian cruise industry several 
years ago were actually spot on. 

The size of the Asian cruise 
market was expected to be 1.5 
million passengers in 2010. That’s 
a whopping 40 per cent increase 
over 2009. 

A market the size of 1.5 mil-
lion to two million (by 2020, as 
projected by the World Cruise 
Shipping Industry 2020 report) 
is of course not a very big market 
– particularly when ships are just 
getting bigger. But the whole in-
dustry is niche anyway, its whole 
size roughly just 13.5 million 
passengers worldwide in 2009.

A 40 per cent growth is not 
something to be scoffed at. In 

Far from being “over-
enthusiastic”, projec-
tions made for the 
Asian cruise industry 
several years ago 
were actually spot on.

the Asian mass market – young 
and old – filled SuperStars and 
were enticed to fly-cruise, helped 
by the region’s low-cost carrier 
boom. We also saw how the Asian 
cruise market emerged relatively 
unscathed from the 2008-2009 
global financial crisis. These were 
the signals international cruise 
lines needed to continue invest-

ing in the region – and invest 
they must. 

Global players came and went 
in the early years of Asia’s cruise 
industry; it was only fairly re-
cently that several started to base 
their ships in the region to tap 
Asians – in all fairness, thanks to 
the efforts of an Asian company, 
Star Cruises, to crack the mar-
ket. 

If the internationals wish to 
partake in a slice of the Asian 
cruise market, they should also 
pour in the resources to over-
come the issues that prevent the 
market from realising its real po-
tential faster. 

The ramping up of training 
and education of Asian cruise 
specialists by some of the major 
lines, for example, is a step in the 
right direction. The timing, too, 
is good, as Asian travel compa-
nies are evolving into consultan-
cies, just as their counterparts  in 
the US and Europe have been 
forced to do. 

The Asian cruise market is 
on the threshold of growth, and 
what we’ve seen so far is only the 
tip of the iceberg. Those with pa-
tience, and who put their money 
where their mouth is, will be 
hugely rewarded.
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Travel Hall of Fame
The Travel Hall of Fame, displayed 
in the Raffles Hotel Museum on the 
third level of Raffles Hotel Singapore, 
showcases accolades, artefacts and 
memorabilia of the region’s most 
exceptional travel organisations.

Since 2002, luminaries who have 
won the prestigious TTG Travel Award 
at least 10 consecutive times for the 
same award title have been honoured 
in the Travel Hall of Fame.

Singapore Airlines and Singapore 
Changi Airport are the Travel Hall of 
Fame’s pioneering honoraries, having 
been voted by Asia-Pacific’s travel 
trade as Best Airline of the Year and 
Best Airport of the Year respectively, 
for more than a decade. Joining this 
elite family are Hertz Asia Pacific, 
Star Cruises, Royal Cliff Beach Rosort 
Pattaya, Abacus International, SilkAir 
and Lotte Tour

The Travel Hall of Fame, displayed 
in the Raffles Hotel Museum on the 
third level of Raffles Hotel Singapore, 
showcases accolades, artefacts and 
memorabilia of the region’s most 
exceptional travel organisations.

won the prestigious TTG Travel Award 
at least 10 consecutive times for the 
same award title have been honoured 
in the Travel Hall of Fame.

Changi Airport are the Travel Hall of 
Fame’s pioneering honoraries, having 
been voted by Asia-Pacific’s travel 
trade as Best Airline of the Year and 
Best Airport of the Year respectively, 
for more than a decade. Joining this 
elite family are Hertz Asia Pacific, 
Star Cruises, Royal Cliff Beach Rosort 

aN UPDATE ON MAJOR ISSUES 
AND EVENTS FROM THE PAST

Tracker

Cruise-centred
The Singapore Cruise Centre 
(SCC) started off as part of the 
Port of Singapore Authority 
when the Harbourfront cruise 
terminal opened in 1991. 

THEN The terminal was built to 
handle 1,500 passengers at any 
one time. 

NOW SCC manages the Har-
bourfront international cruise 
centre and three regional ferry 
terminals in Harbourfront, 
Tanah Merah and Pasir Panjang. 
These serve five million passen-
gers a year altogether. Recently, 
SCC co-initiated the formation 
of the Asia Cruise Terminal 
Association. It also partnered 
five maritime players to form 
Cruise 360, a network of cruise 
resource suppliers.

FUTURE SCC’s cruise terminal 
at Harbourfront will soon unveil 
a new look and 25 per cent more 
space for embarking and disem-
barking passengers, following a 
S$14 million (US$10.8 million) 
upgrade. SCC is also competing 
for the management contract 
of the upcoming International 
Cruise Terminal. – Karen Yue

Thai tourist-friendly visa 
scheme to aid recovery
A New Delhi-based reader welcomed the 
Tourism Authority of Thailand’s proposal to 
reintroduce a tourist visa fee waiver policy, 
commenting that this would help the coun-
try’s tourism industry recover faster after the 
recent floods.

The proposed scheme for China, India, 
Russia and Taiwan nationals will be part of a 
wider stimulus initiative to restore confidence 
in Thailand as a travel destination, boost in-
bound traffic and help local tourism opera-
tors affected by the floods.

Aditya Tyagi, founder and business head of 
Luxe Escape, said the scheme would be well-
received, especially in view of the recent visa 
fee hike for Indians. “This is a great initiative, 
and I am sure Thailand will get more tourists. 
India is a very big market for Thailand and 
they will love to hear this news,” he said.

Kudos for new APEC 
business travel initiative
The recently launched APEC Travel Fa-
cilitation Initiative drew praise from Anna 
Hoang, travel consultant at Hanoi-based Vi-
etnam Travel Store, who said this was “good 
news for travel agencies and tour operators 
across APEC members”. 

During last month’s Asia-Pacific Eco-
nomic Cooperation (APEC) Forum, US 
President Barack Obama signed legislation 
allowing US travellers to apply for the APEC 
Business Travel Card. Cardholders will re-
ceive expedited scheduling of visa interviews 
and access to fast-track immigration lanes 
in APEC’s 21 countries. A Trusted Traveler 
arrangement which offers pre-screened US 
citizens quicker clearing of immigration 
and customs using automated kiosks will 
also soon be implemented with South Ko-
rea, with Singapore being next on the list.

Homegrown brands to 
boost Asian cruise market
The influx of three new homegrown cruise 
operators in Asia over the next 12-18 months 
would play a pivotal role in the development 
of the regional cruise industry, said a reader.

Edward Rex Velez, president of Manila’s 
Marvel Destination Managers, said: “Arguably, 
the US is still the number one cruise market. 
But Asia, as a cruise market, has been there for 
many years. This was one of the reasons for 
the advent of Star Cruises, which is now one 
of the biggest cruise companies globally.”

Citing the Philippines as an example, Velez 
said many cruise customers had travelled to 
Europe, Alaska, Canada and the Caribbean 
for cruises, but now preferred to cruise much 
closer to home such as in North-east Asia. 
“Indeed, market segmentation and branding 
give cruise clients a wider and better choice,” 
he said.

Haven’t 
been to 
our new 
home?

Here’s what you’ve missed

tOURISM DATA

European tourism grows above 
expectations despite economic 
uncertainty; August arrivals to Asia-
Pacific are up six per cent year-on-
year; China outbound and domestic 
numbers continue on an uptrend

(OT mOVES
Dusit International names Jiri 
Kobos as vice president-operations; 
John Rolfs joins The Portman 
Ritz-Carlton, Shanghai as general 
manager; Andreas Korf becomes 
general manager of Centara Grand 
West Sands Resort & Villa Phuket

aDAM tAN

(OT DEALS
The Westin Xian launches opening 
deals; The Langham, Xintiandi 
(below) extends its Linger Longer 
for Less package; Ibis Bengaluru 
Techpark offers introductory rates

Join our mystery man as he 
discovers how a Singaporean  
family is set to become the first 
from Asia to head into outer space 
on a US$1 million suborbital flight 
with Richard Branson’s space 
tourism company Virgin Galatic
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By Raini Hamdi
SINGAPORE US-based Sabre SINGAPORE US-based Sabre SINGAPORE
Travel Network is building the 
world’s first B2B application 
store for the travel industry.

The Sabre Red App Centre 
is an online marketplace which 
pulls third-party developers 
worldwide to create B2B travel 
apps using a Sabre Red App De-
veloper Toolkit and sell them 
to Sabre-connected consultants 
globally.

Sabre Travel Network presi-
dent Greg Webb, interviewed in 
Singapore, said he expected “a 
couple of hundred” apps. 

“To start, we’re putting a sig-
nificant number of Sabre-based 
apps (e.g. TripCase) to feed the 
store, and we’re also working 
with about 100 third-party de-
velopers.”

The store and selected apps, 
called Red Apps, will become 
part of the consultant’s work-
space, which is now the Sabre Red 
Workspace, launched last year.
Sabre has converted 90 per cent 
of its agencies to this new work-
space and Webb expects Abacus 
International to get to the same 

He believed Asia was the one 
market that could really benefit 
from the app store. “Asia’s con-
tent is dispersed. In the US or Eu-
rope, you can get a large portion 
of hotel content from the top big 
chains, but not in Asia. That dis-
parity is the factor that can spur a 
lot of innovation,” Webb said.

Meanwhile, the disparity is 
also a chief reason why no OTA 
can yet lay claim to being a true 
pan-Asian player, according to 
Webb. 

“The Asian travel market is 
still one which is personal at the 
local level, so the supplier-buyer 
relationship is country-specific. 
While you can do a deal with an 
airline or hotel for all of the US 
in one fell swoop, in Asia, if you 
tell, say, Cathay or Accor ‘here’s 
the deal I want for every country’, 
they would struggle with it as a 
lot of the structure is localised. 
Secondly, there is still a strong 
need for the site to match the 
cultural need of the country. So 
the two factors make it difficult 
for an OTA to be pan-Asian and 
gain loyalty from the local cus-
tomers,” he said.

convers ion 
levels in Asia 
in the next 
six months. 
“Abacus has 
taken our un-
derlying in-
frastructure 
and released 
the Abacus 
Workspace, 

which is the same thing (as the 
Red Workspace), and the app 
store will roll out to both. We’re 
talking to Abacus about the roll-
out plans, but first we’ll launch it 
in Sabre markets some time next 
year,” Webb said.

Asked what sort of B2B travel 
apps would be created, Webb said 
it could be the integration of an 
efficiency tool that helps the con-
sultant manage the reservation 
flows through the system to the 
back office more effectively, or 
an app that integrates a restau-
rant dining guide or destination 
information into the workspace. 

The greatest opportunity for 
consultants was to use these apps 
to customise offers for travellers, 
Webb said.

Swimming in apps
Sabre builds B2B application store for travel professionals ing in the region, followed by 

Doubletree by Hilton, in terms 
of number of properties. But in 
terms of percentage growth, the 
Conrad brand is the fastest grow-
ing, with its number of proper-
ties doubling to 24 in the region 
in the next three years. 

“That’s significant 
for a luxury brand,” 
Brown said. 

The other luxury 
brand, Waldorf Asto-
ria, also has potential 
for growth in the re-
gion. The brand is now 
present in the Maldives 
and Shanghai, and 
will open in Beijing 

in 2013. Brown also said Hilton 
Worldwide was bringing the 
Hilton Garden Inn and Hamp-
ton brands to Asia-Pacific on a 
country-by-country basis. 

“These are midscale brands 
with strong domestic travel pat-
terns, so they are more specific 
to countries. We’re strategic in 
growing them in places such as 
China and India,” he said. 

Loyalty programme Hilton 
HHonors is the official hotel 
sponsor of the Chinese Olympic 
Committee through 2019.

By Raini Hamdi
SINGAPORE Hilton Worldwide 
fully intends to have a lifestyle 
brand at the appropriate time, 
according to its president of glo-
bal brands and commercial serv-
ices, Paul Brown.

The chain will be able to 
launch such a brand 
from January 2013, hav-
ing been legally stopped 
in its tracks by Star-
wood Hotels & Resorts 
in launching Denizen, 
after Starwood accused 
then Hilton Hotels 
Corp of stealing its doc-
uments to develop the 
‘W’ type brand.

 “We have concepts in the 
works, but I do think there is 
now less explosive growth in the 
segment and the timing may not 
be right for us as we are growing 
rapidly with the current brands 
that we have. There are still lots 
of opportunities for growth, 
especially in Asia-Pacific. Re-
member, until four years ago, 
we weren’t allowed to bring the 
Hilton brands in the US to Asia-
Pacific,” Brown said.

Brown said the core Hilton 
brand was still the fastest-grow-

Hilton tinkers with lifestyle 
brand, but it’s not top priority

for a luxury brand,” 
Brown said. 

brand, Waldorf Asto
ria, also has potential 
for growth in the re
gion. The brand is now 
present in the Maldives 

convers ion 
levels in Asia 
in the next 
six months. 
“Abacus has 
taken our un
derlying in
frastructure 
and released 

Brown: hands Brown: hands 
full of brands

Webb: greater Webb: greater 
efficiency
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For more information contact:
Marina Tejerina Ortega  
FITUR Press Chief 
Tel. (0034) 91 722 58 24
Email: marina.tejerina@ifema.es

Helena Valera
IFEMA International Press
Tel. (0034) 91 722 51 74
Email: evalera@ifema.es

The Hosted Buyers Programme at FITUR 2012, 
organised in collaboration with the Madrid Chamber 
of Commerce from 18 to 22 January 2012, will offer 

exhibitors the opportunity to invite guests to the fair. 

FITUR organisers are implementing this new system  
to allow exhibitors to meet foreign buyers with the greatest 
business potential, based on their business interests, 
areas of development, and markets of influence. This is 
with the ultimate objective of creating synergies among 
professionals that will lead to new business opportunities.

Through this new system, interest generated by the 
subsequent meetings among these professionals will 
effectively be multiplied, leading to an increase in the 
number of trade deals and transactions carried out. 
Furthermore, these foreign guests can discover the latest 
ideas, products and new features at a series of B2B 
(Business to Business) Meetings with the exhibitors at 

FITUR within the Second Hosted Buyers Workshop, based 
on their preferences and business activities.

In order for their visitor nominations to be processed, 
exhibitors must present their proposal to FITUR 
organisers. FITUR will bear the cost of the transport 
and accommodation for the corresponding guests once 
they have been accepted while also carrying out all of 
the necessary reservations. The buyers included in the 
programme will enjoy personalised and confidential 
attention, as well as exclusive access to a fully equipped 
working area where they can process all of their trade 
operations.

The Hosted Buyers Programme effectively enhances 
FITUR’s profile as a trade forum that brings together all 
of the main players within the touris industry, boosting 
business opportunities and optimising participants’ time  
and resources.

MEMBERS OF FITUR 
2012 HOSTED 
BUYERS PROGRAMME 
CHOSEN BY 
EXHIBITORS
For the first time at FITUR, participating 
companies will be able to nominate foreign 
professionals they would like invited to the 
fair based on their business preferences



Discover Paradise in Asia 
with Best Western!
Stay 3 nights for the price of 2! 
Valid from now – December 31, 2011

Discover the true experience in Asia at participating Best Western hotels in Cambodia, 
China, Indonesia, Japan, Malaysia, Philippines, Thailand and Vietnam

Visit bestwesternasia.com or call toll free +800 0013 1779.

Phuket, Thailand Bali, Indonesia Siem Reap, CambodiaBali, Indonesia Siem Reap, CambodiaPhuket, Thailand



VIEW FROM THE TOP

Next phase of all-i nclusive

Heidi Kunkel
CEO, South-east Asia and Pacific 

Club Med

New at the helm,  Kunkel  tells  Gracia  C hiang why the resort 
specialist  is  going  from  sun  to  snow h olidays and owner to 
manager,  even  as  Asia  continues  to  de liver solid growth

Congratulations on your new post. Why did 
Club Med decide to restructure its Asia-
Pacific unit? 
Club Med had essentially one major zone 
for the Asia-Pacific region up until May. 
We recognised we needed to put more re-
sources and have a different strategy for 
Greater China (which includes Taiwan and 
Hong Kong) versus South-east Asia, so we 
split the business unit into two. In Greater 
China, we have a separate management 
team to develop the Chinese markets. I 
manage South-east Asia and the Pacific 
from our head office in Singapore, which 
also incorporates Japan, (South) Korea 
and India. There are more mature markets 
in South-east Asia because Club Med has 
been based here for a much longer period 
of time. 

What kind of growth is there in this region?
We are still growing, but not at the same 
rate as in China. We’ve had very strong 
growth in parts of South-east Asia, espe-
cially Singapore, Malaysia and Thailand. 
In Australia, where I was based for sev-
eral years, we had very strong growth for 
a period of years, but it’s more a mature 
market so the growth level is not the same 
as in our developing markets. Japan was 
the first market we were based in for Asia-
Pacific, and it’s still our largest market. It’s 
a very important market, but it has gone 
through very strong challenges in the last 
couple of years, especially most recently 
with the March 11 events.  

How badly was your Japan business affected 
by the March earthquake and tsunami? 
We saw a strong impact in March and 
April when Japanese either cancelled 
(bookings) out of respect or postponed. 
But we started to see a pent-up demand 
after a couple of months. People realised 
they needed to get on with their lives. The 
Japanese government also encouraged 
people to go back to travelling. 

We’re fortunate that our two locations 
in Japan were not affected at all. They 
are located at the very north in Sahoro, 
Hokkaido and in the very south in Ka-
bira, Okinawa. Business recovered very 
strongly in the last three months. It was 
very negative just after the events, but for 
the summer season of May to October, 
we’re slightly ahead of last year, which is 
incredible. 

You mentioned the varying growth rates 
across Asia. How different are they?
In Greater China, we’re getting double-
digit growth at a minimum of 30 per cent. 
In South-east Asia/Pacific, we’re also gen-
erally seeing double-digit growth, but in 
countries where there are more mature 
markets, it’s more moderate. 

In Singapore and Malaysia, we’re seeing 
an average of between 10 and 15 per cent. 
We’ve had very strong growth in Singa-
pore and Malaysia over several years. We 

“The ski market in Asia is not de-
veloping at the same level as the 
sun market. As it grows, we’ll 
open more ski resorts.”

have very good brand awareness here. I do 
a taxi driver test when I speak to taxi driv-
ers, and I was very impressed at the recent 
NATAS (National Association of Travel 
Agents Singapore) fair. We had a number 
of travel consultants who were very pas-
sionate about Club Med and wanted to 
work with us. And that’s unusual. 

I’ve worked in countries, especially 
Japan, where the brand is not so well 
known. In Australia, the brand is relatively 
well known, but there’s quite a fragmented 
perception of the brand.

How important are travel consultants to 
your business?
Travel consultants still represent up to 65 
per cent of our business across Asia-Pacif-
ic. In some countries, it’s much higher. In 
Japan, it’s between 75 and 80 per cent. In 
Australia, it’s around 65 per cent. In some 

South-east Asia countries it’s less, but the 
fastest growth in the travel consultant seg-
ment is coming from this region. 

We’re continuing to see strong growth 
in travel consultant bookings. Com-
pared to the same time last year (January  
to August 2010), growth in South-east 
Asia overall is roughly 10 per cent. If we 
include the whole of Asia-Pacific, it’s 
probably around 15 per cent because of 
China.

What are you doing to grow your brand?
Club Med is quite well known for our sun 
and beach destinations, but not so much 
our ski resorts. There’s Sahoro in Japan, 
Yabuli in China, and our resorts overseas 
such as our new one opening in Valmorel 
in France. 

There are travel consultants who spe-
cialise in ski holidays and ski experiences, 
and we’d be very keen to work with them 
in extending to an area where we’ve got 
a strong positioning. We have very few 
competitors in Asia when it comes to all-
inclusive holiday experiences. 

Where’s your next ski resort in Asia? 
The next one will most likely be in China. 
There are about 30 different projects 
we’re looking at in China, and within 
that we have a range of different ski lo-
cations. We’re also looking at a second ski 
resort in Hokkaido. 

Are ski resorts going to be the 
focus for your next phase of 
growth?
We have 80 resorts world-
wide, and about 24 or 25 
are ski resorts. The ma-
jority of our business is 
still sun resorts, and that’s 
going to continue. Most of 
the resorts we’re looking at 
within South-east Asia are 
sun resorts because of the 
level of popularity. 

However, in destinations 
such as Japan, China and 
(South) Korea, we know there’s 
a good ski market and there’s po-
tential for us to be opening ski re-
sorts. The ski market in Asia is not 
developing at the same level as the 
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de liver solid growth

sun market. As the ski market grows, we’ll 
open more ski resorts. 

So where’s your next sun resort in Asia? 
Our first priority is Greater China, where 
we’re looking to open at least three to four we’re looking to open at least three to four 
sun resorts over the next five years. We al-
ready have one ski resort in Yabuli, which 
opened last November. We have a partner 
in China who is very keen to work closely 
with Club Med in opening more resorts, with Club Med in opening more resorts, 
putting in more resources and building 
a brand. We are targeting at least 250,000 
clients, what we call GMs or gentils mem-
bres, over the next five years. 

Our second priority is the Maldives. We 
currently have a resort in Kani, which runs 
at very high occupancy all year round. 
We don’t have enough capacity in the 
Maldives. We’re also looking at Vietnam, 
Cambodia and Indonesia. 

But we know that opening resorts 
means we still need to do the work of 
being able to fill the resorts and manage being able to fill the resorts and manage 
them the right way. We’re quite selective 
about locations, which is why we have to 
do a lot of research first. We’re looking for 
exotic locations with international access, 
and our resorts tend to be spread out over 
a large area because of a sense of space and 
freedom. 

What are travel consultants in the region 
booking these days?
Bali, Bintan, Phuket, Cherating, Kani...We 
get very strong support from travel con-
sultants for South-east Asia as well as ski 
destinations (in China and Japan). 

We’re also diversifying into new destina-
tions such as Mauritius, which is showing 
strong growth, and ski resorts in Europe. 
We have two resorts in Mauritius: Albion 
and La Pointe aux Canonniers. In Albion, 
we’re building 40 villas in a beautiful locawe’re building 40 villas in a beautiful loca-
tion that customers can also purchase. 

The next concept we’re looking at is 
chalets. Valmorel is a ski resort offering 
villas and chalets, opening in December. villas and chalets, opening in December. 
(Those who purchase) have access to the 
Club Med facilities and all-inclusive as-
pects, so they can join in if they want to or 
enjoy privacy in their own villa or chalet.

Sounds nice. Will there be more of such 
properties for those who want to invest?
It’s a diversified portfolio for us. It’s also 
an opportunity for customers who want 
to own a piece of real estate and who ap-

“The challenge for the next 12 months in 
Asia-Pacific is to manage the high demand 
we have for our resorts.”

preciate the value of Club Med’s all-in-
clusive experience. We are aiming for an 
asset-light strategy. 

We’ll see how successful it is (before 
bringing the concept to Asia). The reason 
why it works so well in Mauritius and Eu-
rope is because the brand awareness is ex-
tremely strong. You have customers who 
are very keen to buy into the brand, Mau-
ritius, once a French colony, and Valmorel 
being in France. In Asia-Pacific, we’re still 
developing our markets. 

How much of your business is supported by 
intra-Asia travel?
We get mainly Asian clientele, but we also 
have a lot of Europeans coming into our 
resorts, making the experience very multi-
cultural. The majority of our clients is still 
Asian, followed by French, then probably 
Belgian and the UK. We have a very good 
mix from the Asia-Pacific: Australians, 
(South) Koreans, Japanese, Singaporeans, 
Malaysians, Chinese, Taiwanese, Hong 
Kongers.

What will you be busy with in 2012? 
The challenge for the next 12 months in 
Asia-Pacific is to manage the high demand 
we have for our resorts. My next priority is 
to open a new resort in South-east Asia.

We’re well aware of the fact that Europe 
is going through very big challenges and 
so is the US. Although Asia-Pacific is in a 
more robust growth phase, that does not 
mean (the troubles in Europe and US) 
won’t affect us. This means we need to 
manage our business very cautiously.

What about marketing?
We launched our brand campaign, Where 
Happiness Means the World, a couple of 
years ago. Recently, we’ve also been run-
ning an interim campaign, More Exclu-
sive, More Inclusive, which focuses on our 
all-inclusive concept.

There’ll be a worldwide campaign out 
in the next 12 months or so, incorporating 
the emotional elements of the brand. The 
challenge is that we’re very international, 
multicultural and friendly. We’re not just 
selling a hotel room. We’re selling a holi-
day experience. The human element is 
very important. It also has to incorporate 
the fact that we’re a French company very 
strong in Europe, but also developing very 
strongly in Asia-Pacific. Keep an eye on 
that. It’s coming. 
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LUXURY HOTELS

Peter Borer, chief operating officer  

Portfolio Nine; six in Asia, three in 
the US

New openings in Europe/Ameri-
cas The Peninsula Paris, scheduled 
to open 2013.

Under development in Europe/
Americas “In our strategic expan-
sion plan, we have had certain cities 
on the list for a number of years. 
Paris and London are the two cities 
in Europe that we have earmarked.

“Apart from London, we don’t 
have plans to move into any other 
European capitals in the immediate 
future. I believe that we can one day 

Riding into the We st

have 15 hotels, but not many more.”

Why is The Peninsula expanding 
to the West? “Our horizons are al-
ways about long-term development, 
and we want to stay very focused on 
high-quality city hotels.” 

How different are your proper-
ties in the West from those in 
Asia? “Recognising guests’ needs 
and answering those needs are an 
integral part of our service, no mat-
ter whether we are serving Western 
or Asian guests. At The Peninsula, 
we go to great lengths to make sure 
our guests feel comfortable and 
relaxed.” 

“Our service goes beyond 

the mere provision of creature 
comforts. It involves an intuitive 
understanding of a guests’ needs, 
knowing their preferences and then 
taking care of them effectively and 
efficiently without fuss.”

How do you intend to compete 
with existing Western brands? 
“We do not set out to ‘compete’ 
with other brands, rather we pro-
vide the elements of an extraordi-
nary hotel brand, the unsurpassed 
traditional Peninsula service 
standard of luxury, state-of-the-
art technology, and we let guests 
experience mindful little ways to 
keep each stay memorable and 
delightful.”

Andrew Hirst, operations director-
Asia

Portfolio 27; 13 in Asia, six in 
Europe, eight in the Americas

New openings in Europe/Ameri-
cas Mandarin Oriental, Boston 
(2008), Mandarin Oriental Riviera 
Maya, Mexico (2008), Mandarin 
Oriental, Barcelona (2009), Man-
darin Oriental, Las Vegas (2009), 
Mandarin Oriental, Paris (2011)

Under development in Europe/
Americas Marbella, Moscow, Costa 
Rica, Grand Cayman, St. Kitts, 
and Dellis Cay in Turks and Caicos

Why is Mandarin Oriental 
expanding to the West? “Our 
strategy over the last 10 years 
has been to establish ourselves as 
a truly global player in the luxury 
hotel industry. As such, we have 
concentrated on growing and 

diversifying our portfolio in order to 
establish ourselves in key city and 
resort destinations worldwide.”

How different are your proper-
ties in the West from those 
in Asia? “Each of our hotels 
has its own individual sense of 
place. When our guests stay at 
a Mandarin Oriental property, 
we want them to feel that they 
are in London, New York, Tokyo 
or Paris. Our interior designs, spa 
offerings, restaurants and other 
elements reflect this. 

“A good recent example would 
be the Mandarin Oriental, Paris. We 
worked with well-known French 
architect Jean-Michel Wilmotte for 
the overall design, while deluxe 
and contemporary interiors with 
Art Deco details and chic oriental 
touches were the works of Sybille 
de Margerie, Patrick Jouin and 
Sanjit Manku. Together with the 
elegant spa, light-filled courtyard 

garden and inventive dining by 
award-winning French chef Thierry 
Marx, the hotel represents the finest 
in haute couture style.

“At the same time, all our 
hotels are linked by our exemplary 
oriental service standards, and we 
work hard to keep them consistent.”

How do you intend to compete 
with existing Western brands? 
“With a 50-year history, we are an 
established luxury hotel brand that 
already competes at the high-
end. We don’t think of ourselves as 
an ‘Asian’ hotel brand, but rather a 
global hospitality brand that has its 
roots in Asia. 

“As a group, we are renowned 
for our core attributes which also 
serve to differentiate us from the 
competition and to attract affluent 
travellers. These include exemplary 
service, distinctive design, holistic 
spas, innovative dining and guest-
centric technology.”

Spokesperson
 
Portfolio 24; 17 in Asia, four in 
Europe and Africa, three in the 
Americas

New openings in Europe/Ameri-
cas Aman Sveti Stefan, Montene-
gro (2010). There are plans to open 
a Greece property in 2012. 

Under development in Europe/
Americas “Each property location 
is born of unique opportunities 
and, in some cases, it takes many 
years to get the right location. Each 
is hand-picked by our chairman 
Adrian Zecha. 

“We will continue to expand by 
introducing new properties in inter-

esting destinations, and will soon 
be launching a property in Europe.”

Why is Amanresorts expanding 
to the West? “While Aman’s roots 
originate in Asia and a large num-
ber of our resorts are based here, 
we have had properties in Europe 
and the US since the 1990s. 

“Le Mélézin in Courchevel, 
France, a ski resort steeped in 
history, joined the Aman family in 
1992. Amangani in Jackson Hole, 
Wyoming, neighbouring Grand 
Teton and Yellowstone National 
Parks, opened its doors in 1998.”

How different are your proper-
ties in the West from those in 
Asia? “Each of our resorts are de-

signed to blend in with the country 
and culture they are based in, so all 
vary from one another by the very 
nature of their locations. 

“The common denominator is 
caring service. No matter where the 
location, we look for people who 
have a genuine and intuiitive desire 
to take care of guests, and who are 
proud of their culture and heritage. 
We have been fortunate to find 
these people all over the world.”

How do you intend to compete 
with existing Western brands?
“Aman prides itself on our intuitive 
and personal service, and our hos-
pitality philosophy. We are always 
working to better ourselves at what 
we do.”

Mandarin Oriental Hotel Group

Amanresorts 

The Peninsula Hotels

Aman Sveti Stefan

The Peninsula Paris

Mandarin Oriental, Paris
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With several high-profile hotel openings in Europe and the Americas of late,  
Asia-based luxury chains seem to be well on the road to making a name for 
themselves on the global stage. Andrew Dembina looks at a handfulRiding into the We st

Wolf-Dieter Flecker, vice 
president and executive director

Portfolio 72; 62 in Asia, one in 
Europe, one in North America, five 
in the Middle East, three in Oceania

New openings in Europe/ 
Americas Shangri-La Hotel, 
Vancouver (2009), Shangri-La 
Hotel, Paris (2010), Shangri-La 
Hotel, Toronto (2012), Shangri-La 
Hotel, London (2013), Shangri-La 
Hotel, Istanbul (2013)

Under development in Europe/
Americas “We expect the 
company to reach 100 hotels 
within the next few years, up from 
currently 72, with three distinctive 
brands: Shangri-La, Traders 
and Kerry Hotels, the latter our 
contemporary brand.”

Why is Shangri-La expanding 
to the West? “Having established 

Shangri-La Hotels in Asia over the 
past 40 years, there is now a need 
to bring the group and its style of 
hospitality into Europe and beyond, 
to create a global brand presence. 

“Shangri-La is committed to 
becoming a stronger force on the 
international hotel scene. However, 
the group won’t expand for the 
sake of expansion, and will only 
acquire or manage a new project 
when it makes financial sense and 
fits into the company’s strategic 
development plan. Our philosophy 
is to select locations which will 
allow us to showcase the brand 
in markets with high potential for 
Shangri-La guests.”

How different are your 
properties in the West from 
those in Asia? “Shangri-La’s brand 
values are consistent throughout its 
hotels. Each delivers a high level of 
service, but also reflects local and 
regional influences in architecture, 

service and cuisine. Shangri-La 
strives to adhere to local customs, 
and relies on people within the 
region for guidance in respecting, 
showcasing and celebrating the 
local culture.”

How do you intend to compete 
with existing Western brands?
“Great hotels are made by 
great employees, not by crystal 
chandeliers or expensive carpets. 
Our defining brand promise and 
culture are ‘to embrace a stranger 
as one’s own’, which applies to all 
locations. 

“Each Shangri-La hotel, 
regardless of location, then creates 
an environment in which staff are 
encouraged to interact warmly and 
authentically with guests. Local, 
qualified staff are trained to build 
employee loyalty to the brand. This 
is one of the key areas which the 
success of a hotel or group will be 
based on in the future.”

Shangri-La Hotels and Resorts 

Shangri-La Hotel, Vancouver
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THAILAND: BRIEFING

Still open for business
There’s hope for further Thailand growth, despite the flooding, writes Sirima Eamtako

Arrivals   Thailand’s 
target of 19.5 million foreign 
visitors and 747 billion baht 
(US$24 billion) revenue for 2011 
is likely to have taken a knock. 
International tourist arrivals are 
expected to be hit by the flood-
ing, which, as of press time, still 
affects 17 provinces.

In the first nine months of 
2011, Thailand recorded 14.4 
million arrivals, up 27.1 per cent 
over the same period in 2010. 
There was double-digit growth 
from all key regions – East Asia, 
Europe, the Americas, South 
Asia, Oceania, the Middle East 
and Africa, which ranged from 
12 to 34 per cent. 

East Asia remained the largest 
market, with 7.9 million arriv-
als, followed by Europe with 3.7 
million, South Asia with 900,084 
and the Americas with 703,299.

Data from the Ministry of 
Tourism and Sports showed that 
the country earned 220 billion 
baht from 5.3 million tourists in 
the first quarter – a growth of 18 
and 14 per cent respectively.

NTO 
  The Tourism Author-

ity of Thailand (TAT) is attempt-
ing to drive home the message 
that the flooding has mainly af-

fected the central provinces along 
the Chao Phraya River including 
parts of Bangkok.

According to TAT, of more 
than 6,000 tourist sites in Thai-
land, only 40 – including the 
UNESCO World Heritage Ayut-
thaya historical park – were hit by 
the floods, and they are mainly in 
the ancient Thai capital.

At press time, TAT said the 
floodwaters were subsiding in 
Ayutthaya. Other popular tour-
ist destinations – such as Pat-
taya, Hua Hin, Kanchanaburi, 
Koh Chang, Phuket, Krabi, Su-
rat Thani, Koh Samui, Hat Yai, 
Phang-nga, Chiang Mai, Chiang 
Rai and Sukhothai – were also 
spared from the floods.

Fam trips to unaffected des-
tinations are being organised to 
showcase destinations such as 
Chiang Mai and Phuket. Affected 
areas will also get fam trips once 
the situation returns to normal, 
and tactical promotions will be 
launched.  

 

Hotels   Key Thai desti-
nations continued to see a rush 
of new hotels in 2011.

Some 22 hotels with 4,440 
rooms were added to Bangkok. 
These joined the 14 hotels with 
2,641 rooms that opened in 2010, 

the year which supply – in regis-
tered and unregistered rooms – 
stood at more than 100,000.  

Phuket received around six 
new hotels with 1,000 rooms.  
Last year, the island had seven 
hotels with 1,057 rooms open-
ing, bringing the number of reg-
istered rooms to about 40,000.

Koh Samui welcomed inter-
national brands such as Outrig-
ger, Conrad, Le Méridien and 
InterContinental, with the open-
ing of six hotels and 520 rooms. 
The island had 14,261 registered 
rooms in 2010.

Pattaya, Hua Hin, Krabi and 
Chiang Mai also saw new open-
ings in 2011, on top of 2010’s 
registered supply of 38,729, 
7,015, 9,985 and 23,292 rooms 
respectively.

Rates   Destination Asia 
CEO and group managing direc-
tor James Reed expects to see a 
10 per cent rise in rates for beach 
destinations such as Koh Samui, 
Phuket and Krabi, but not Bang-
kok because of the oversupply.

According to a survey made 
available to TTG Asia, upscale 
hotels in Bangkok ran at about 
51 per cent occupancy and a 
RevPAR of about 1,490 baht from 
January to early November; mid-

scale hotels chalked about 61 per 
cent occupancy and a RevPAR of 
around 1,350 baht,; and budget 
hotels, 71 per cent occupancy 
and a RevPAR of 600 baht.

For average daily rate, upscale 
hotels in the report recorded 
about 2,800 baht; midscale, 2,210 
baht; and budget, 800 baht.

Aviation    The Air-
ports of Thailand (AoT) is of-
fering up to 75 per cent discount 
on landing fees at Suvarnabhumi 
Airport in Bangkok during win-
ter and up to 95 per cent discount 
in the summer. These are avail-
able until October 31, 2013. 

AoT is also expanding Suvar-
nabhumi to serve 60-65 million 
passengers a year from 2017, up 
from the current 45 million, as 
well as Phuket International Air-
port, from 6.5 million a year to 
12.5 million by end-2014. 

In the last two months, Thai 
Airways International intro-
duced Bangkok-Brussels, Bang-
kok-Copenhagen-Phuket and 
Phuket-Seoul flights. Connec-
tions with India were also boost-
ed by Bangkok Airways’ Mumbai 
and Bangalore flights and Indi-
Go’s Delhi flights. South Korean 
LCC T’way Air also launched a 
Bangkok route.

“Once the floods are 
really gone, Thailand 
needs to do a big 
‘Thailand is back’ 
media campaign  
concentrating on Asian 
markets as they will be 
the quickest to  
recover.”

Luzi Matzig 
CEO

Asian Trails

Suvarnabhumi Airport, which was unaffected by the deluge

Haze Loh
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1What areas in Thailand are 
inundated? The flooding still 
prevails in 17 provinces as 

of press time. While the capital’s 
central business areas remain 
dry, some 20 out of 50 districts 
in the outlying north, west and 
east are affected. This includes 
the former international airport. 
As a result, Nok Air and Orient 
Thai Airlines have temporarily 
relocated from Don Muang Air-
port to Suvarnabhumi Airport.

Suvarnabhumi, as well as its 
transport links into central Bang-
kok and the tourist destinations 
south-east of Bangkok such as 
Pattaya, Rayong and Ko Chang, 
however, are unaffected.

At press time, floodwaters in 
Ayutthaya and some other cen-
tral provinces have subsided, al-
though many areas are still not 
fully accessible. Attractions in the 
ancient Thai capital will reopen 
once they have been restored.

2What impact will this have 
on tourism? Analysis by 
Kasikorn Research Center 

Travel industry veterans expect bookings to return as early as January 2012. By Sirima Eamtako

Quick comeback is likely

3What does the trade think? 
Leisure tourism and MICE 
players expect the impact 

to be short-term, explaining that 
the crisis was a natural disaster 
and travellers’ confidence would 
not be as badly affected as during 
the political upheaval last May.

CBS Travel Asia CEO, Cha-
ladol Ussamarn, noted that the 
markets most affected by media 
coverage of the flooding were 
Europe, China, Japan and South 

Korea. He said tourists had pan-
icked due to news reports, but 
bookings should return to an ac-
ceptable level for 2012.

Destination Asia CEO and 
group managing director James 
Reed said corporate business had 
been affected over the last two 
months, but was expected to “re-
bound in January”.

Asian Trails’ CEO, Luzi Matz-
ig, added that it was still difficult 
to estimate how much business 
had been lost, but shared that 
November – the company’s busi-
est month – had been dismal. 

4What recovery efforts are 
being undertaken? Indus-
try players are tackling the 

perception that all of Thailand is 
flooded by sending out constant 
updates, stating that destinations 
such as Chiang Mai, Pattaya, Hua 
Hin and Phuket are fine.

TAT is planning to reintro-
duce a tourist visa fee waiver 
scheme for China, India, Russia 
and Taiwan nationals, as part of a 
wider stimulus initiative to boost 

The number of prov-
inces in Thailand still  
affected by the flooding

17
Location of floods

projects that Thailand is likely 
to lose about 15-25 billion baht 
(US$487-811 million) in tour-
ism revenue for 2011. It antici-
pates that international tourist 
numbers will fall by 350,000 to 
600,000 even if main gateway Su-
varnabhumi – which handles 70 
per cent of arrivals – continues 
to function as normal. Kasikorn 
had originally expected 19.3 mil-
lion foreign tourists generating 
730 billion baht in revenue.

The Tourism Authority of 
Thailand (TAT), too, had pre-
dicted that in the worst case – a 
prolonged flood in the central 
plans and engulfing Bangkok 
until year-end – Thailand would 
lose more than 25 billion baht 
of tourism revenue, while for-
eign arrivals would slide to 19.1 
million, falling short of the 19.5 
million target. However, if the 
flood in the central plains and 
Bangkok receded in November,  
the country would lose only 15.5 
billion baht in tourism revenue 
and miss its visitor target by 
220,000.

inbound traffic. Last month, it 
also hosted international buyers 
for the Chiang Mai & the North 
Tourism Forum and the Phuket-
Andaman Travel Mart. In addi-
tion, it is trying to instill confi-
dence in Thailand through fam 
trips and a dedicated website for 
flood updates. 

In November, TUI’s Frankfurt 
office sent travel experts to Phang 
Nga for the launch of its summer 
2012 brochure, while Thai Air-
ways International flew in VIPs, 
media and travel consultants 
on its inaugural Copenhagen-
Phuket direct service.

5What about suppliers? Tour-
ism-related associations are 
now asking the government 

to ensure that hotels and tourism 
establishments receive financial 
help. The Thai Hotels Associa-
tion has also roped in more than 
100 member hotels country-
wide to offer special rates for af-
fected residents, and a campaign 
to raise funds for flood victims 
has been launched.
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ADR, leisure market’s silver lining
Leisure travel to Thailand has been signifi-
cantly weakened by the historic flooding, 
with bookings for October falling more 
than 60 per cent below last year’s figure as 
seen in the graph. 

In addition, a separate study by Pegasus 
showed there were sporadic decreases 
in both leisure and business bookings as 
well as increased cancellations throughout 
September and October. However, it was 
October 8 to 18 that saw a much greater 
impact on bookings, while cancellations 
also appeared on a daily basis. 

The subdued booking volume against 
last year during the months prior to the 
height of flooding in October (as seen 
on the right) is due to a combination of 
factors. For one, arrivals have not fully 
returned from Japan, Thailand’s third-
ranked feeder-market behind Malaysia 
and China. Second, the debt crisis has re-
duced visitors from longhaul markets: the 
UK, Russia, US, Germany and France are 
top countries of visitor origin outside of 
Asia-Pacific. Third, the typical rainy sea-
son from May to October is not the peak 
period for tourists anyway. With unprec-
edented wet weather, the effects of less vol-
ume will appear magnified.

A testament to the underlying strength 
of Thailand’s leisure market, however, 
is its average daily rate (ADR) perform-
ance. Rates have consistently seen healthy 
growth of over 20 per cent from last year. 

Both the average length of stay (LOS) 

Leisure-focused ADS channel results
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 Oct 2011 Oct 2010 % change
Net average length of stay (nights) 3.09 2.29 35.3

Net average booking lead time (days) 43.76 34.08 28.4

Data represents bookings from the leisure-focused alternative distribution system (ADS) channel, which 
consists of purely Internet bookings. This includes non-GDS online third-party channels or online travel 
agents primarily used by consumers. The data is stated on a date of booking basis, and a constant exchange 
rate is used for calculations in order to eliminate currency exchange rate fluctuations.

and booking lead times for leisure trips 
made to Thailand have also been show-
ing steady increases over prior year during 
2011.

Thailand’s average leisure LOS of 3.09 
nights in October is well above the global 
average leisure LOS of 1.97. Similarly, lei-

sure trips to Thailand were booked an av-
erage of 43.76 days in advance as opposed 
to the global average leisure booking lead 
time of 15.06 days, and when excluding 
North America, 26.71 days. 

These longer trips booked well ahead 
show that Thailand remains a key destina-

tion for travellers. Thailand is renowned 
for its beaches and culture – two of the 
most desired vacation attributes. It also 
has a strong business travel market, which 
enhances its leisure demand from com-
bined business/leisure trips, as well as ex-
posure to business travellers who are then 
compelled to return for vacation.

A key asset for consumer appeal, par-
ticularly during this slow global economy, 
is Thailand’s vacation value. People are 
looking for interesting and exciting ex-
periences, but are looking to stretch their 
money as well. This makes Thailand is an 
optimal choice. 

Hoteliers are wise not to slash rates 
in reaction to recent events since ADR 
is not the discouraging factor.  Such ac-
tion would only reduce profit further in 
the short and long run. Thailand’s travel 
industry has demonstrated it has the re-
siliency to bounce back from challenges 
before, and it will certainly do so again.  

In this tie-up with TTG Asia, Pegasus 
Solutions provides an up-close look at des-
tination-specific hotel performance. Data 
and analysis is based on over four billion 
monthly transactions processed through 
Pegasus’ hotel switch technology. Besides 
tracking leisure-focused ADS channel 
results, Pegasus also looks at transactions 
made through the business-focused GDS 
channel. For regional trends, visit www.
pegs.com/thepegasusview.
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For exhibiting enquiries contact:

Ms. Pallavi Mehra: M: +91 99109 11887 
E-mail: Pallavi.mehra@ubm.com

For buyer enquiries contact:

Mr. Jayesh Kanaskar: M: +91 98195 86780
E-mail: jayesh.kanaskar@ubm.com
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Dalian’s great outdoors
The business city in north-east China is also big for leisure, reports Andrew Dembina

Arrivals   Overseas 
tourist arrivals to the port city 
in Liaoning Province totalled 1.2 
million in 2010, up by approxi-
mately 11 per cent on 2009, ac-
cording to the Dalian Tourism 
Administration (DTA). Domes-
tic tourists still accounted for the 
lion’s share of arrivals, with 37.8 
million in 2010, a 10.7 per cent 
rise from the previous year. 

Among Dalian’s overseas 
markets, Japan, South Korea and 
Russia were the biggest, send-
ing 569,949, 191,031 and 60,832 
visitors respectively. However, 
China Travel Service (CTS) Dal-
ian, assistant general manager of 
inbound, Zhang Shuiqiu, said his 
company had seen a decrease in 
the number of Japanese tourists 
in recent years, noting a grow-
ing number of Europeans and 
Americans instead.

DTA’s 2011 target is to obtain a 
slight increase in domestic tour-
ists (40.8 million), but maintain  
overseas tourists at 1.2 million.

MICE 
 A DTA spokesper-

son said Dalian received a strong 
number of business visitors, due 
to its status as financial centre of 
the region. For example, last year 
saw 100 exhibitions and fairs 

pulling in some 22,000 overseas 
visitors. 

New World Dalian Hotel gen-
eral manager Andrew Whitaker 
said: “MICE is a major poten-
tial market, particularly with the 
opening of the Dalian Interna-
tional Conference Centre next 
year, which is actively being pro-
moted by the local government, 
along with the existing exhibi-
tion centres.” 

Hotels   At the end of 
2010, Dalian had eight five-star 
hotels, 22 four-star, 76 three-star, 
77 two-star and a single one-star 
property, according to DTA.

Of several luxury hotels on 
their way, Conrad Dalian Hotel 
and Hilton Dalian are both due 
to open in the first quarter of 
next year, while Sheraton Dalian 
Xinghai is scheduled to open in 
the summer. Further in the fu-
ture, The Ritz-Carlton, Dalian is 
slated to open in 2017, occupy-
ing the 64th to 81th floors of the 
518m-high Dalian Greenland 
Center – which will be the tallest 
building in the city.

Rates   According to anal-
ysis by Horwath HTL, the Dalian 
hotel market continued to see 

a positive growth trend for the 
second quarter of 2011. Market-
wide occupancy averaged 58 per 
cent for the quarter, an increase 
of three per cent over the same 
period last year. Average daily 
rate (ADR) also experienced an 
improvement, increasing by five 
per cent. For the first half of this 
year, data provided by STR Glo-
bal showed that Dalian hotels re-
corded increases of five per cent 
and four per cent for occupancy 
and ADR respectively. 

In addition, government fig-
ures focusing on Dalian’s peak 
summer season showed that 
average city hotel occupancy 
reached as high as 90 per cent, 
with occupancy and room rate 
climbing two and 10 per cent re-
spectively compared to the same 
period in 2010. 

Products   Dalian   is 
banking on its outdoor attrac-
tions to up its leisure appeal. 
Among these are its four golf 
courses, a handful of ski areas 
with hot springs close to some 
pistes, beaches and geological 
formations. 

According to a DTA spokes-
person, in 2010, 165,000 tour-
ists visited Dalian for skiing and 
350,000 played golf. Of these, 

most were local, while Japan and 
South Korea were the main over-
seas markets.

CTS’ Zhang noted that out-
door adventure tourism in Dal-
ian was increasing in popularity. 
“More and more tourists are keen 
on high-end and sometimes ex-
treme sports,” he said.

New World Dalian’s Whitaker 
said the hotel also offered golf 
packages and short-break pack-
ages focusing on the city’s fa-
mous beaches. Just south of the 
city centre is Xinghai Beach, 
said to be the longest man-made 
beach in China. Nearby shops 
and restaurants make it an easy 
excursion. Another beach, Fu-
jiazhuang, is also close to down-
town and has water sports op-
tions. 

Farther south is Lushun, a 
popular area for outdoor tours.  
Formerly known as Port Arthur, 
Lushun also draws tourists with 
its colonial buildings, a recently-
opened Russian-Japanese prison 
and hot springs. Speedboat trips 
allow glimpses of the the naval 
port that is otherwise off-limits.

The south-east coast is also 
home to Pebble Beach National 
Geopark. The protected area has 
striking rock formations, and 
some sightseeing boat tours are 
offered.

“As Chinese cities 
away from the main 
hubs of Beijing and 
Shanghai continue 
to strengthen, more 
luxury brands are  
focusing on these 
markets.” 

Michelle Caporicci 
Regional vice president 

sales and marketing
Ritz-Carlton Asia

A pebble beach outside the city centre, along Dalian’s popular coastline

Andrew
 Dem

bina
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Checking in

With a good location and 
price that won’t break 
your wallet, this hotel is 
perfect for travellers who 

value relaxed stylishness, 
says Andrew Dembina

New World Dalian Hotel

LOCATION In downtown Zhongshan, 
close  to  the CBD as well as international 
restaurants and bars and other top hotels. 
Its central location makes it just 10 min-
utes or so from the Dalian Railway Station 
and Dalian Harbour’s Korea ferry pier, 
and under half an hour to the Zhoushuizi 

International Airport.

ROOMS Warm, sleek and spacious. The 
bed and sofa were comfortable and luxu-
rious. Colours were also easy on the eye, 
with a palette of chocolate brown and 
oatmeal. A large window and desk make 
it handy for in-room work, while broad-
band is free for Executive Club floor and 
suite guests, but chargeable for those in 
standard and deluxe categories. Notable 
extras include an air-purifier unit and a 
light cotton yakuta-style robe, alongside a 
towelling bathrobe. All bathrooms have a 
well-designed tub and shower stall. 

Local hotel groups 
are gearing up to 
compete with the 
big boys, reports 

Xinlei Wang

Rise of 
Chinese 

chains Jin Jiang International Hotel Management
Portfolio
Jin Jiang International has 111 star-rated 
properties and 34,000 rooms across China 
in cities such as Shanghai, Beijing, Suzhou, 
Wenzhou and Sanya. Together with sister 
company Jin Jiang Inn, the group has over 
707 properties and 107,000 rooms. It also 
has 50 per cent ownership in US-based 
Interstate Hotels and Resorts.

Portfolio
A total of 11 properties, nine under the 
Radegast brand and two under the Regar 
brand. Five Radegast hotels can be found 
in Beijing, one in Dezhou, one in Shenyang, 
one in Cangzhou and one in Sanya. The two 
Regar hotels are in Shenyang and Luliang.

Brand positioning
Radegast is a five-star business hotel/resort 

Tianlun International Hotels
brand. It is described as being luxurious and 
having meticulous service, while showcasing 
the best of Asian culture. Regar is a four-
star business hotel known for its stylish and 
elegant offerings. Design is simple, yet fash-
ionable and creative. 

Guest profile
Both brands currently serve more domestic 
travellers. Foreigners account for around 33 

Portfolio
HNA Hotel Group owns and manages over 
40 hotels in China and Europe, using the 
HNA Hotels & Resorts and Tangla Hotels & 
Resorts Worldwide brand series. This rep-
resents more than 10,000 available rooms. 
InterContinental Hotel Group also manages 

HNA Hotel Group
over 20 properties for HNA. 

In 2011, HNA spent 431.6 million euros 
(US$588 million) acquiring a 20 per cent 
share of Spain’s NH Hoteles. Both companies 
will enter into a joint venture for managing 
hotels in China, opening their first NH-
branded hotel in Chongqing next year.

Brand positioning
Its new ultra-luxury J brand will debut when 
the Shanghai Tower, said to be China’s tallest 
building, opens in 2014. Hotels in the five-
star collection provide luxury accommodation 
and highly personalised service, and those in 
the four-star collection offer upscale accom-
modation and a range of facilities. There is 
also a resorts collection that includes high-

Jin Jiang’s Hua Ting Hotel & Towers in 
Shanghai, part of its five-star collection
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Name New World Dalian Hotel
No. of rooms 429
Rate From RMB730 (US$115)
Contact details 
Tel: (86-411) 8807-8888 
Fax: (86-411) 8807-8899 
www.newworldhotels.com

F&B The star offering here pulls no 
punches with its name: The Chinese 
Restaurant serves up quality authentic 
Cantonese fare, plus a few local and well-
known regional specialties. 

You’ll find high-level international cui-
sine at The Café, and a separate interna-
tional menu is available at The Poolside. 

Drinks and snacks can be had at the 
Lobby Lounge and The Purple, a circular 
bar with a live band. 

The Executive Club Lounge has a de-
cent but slightly limited Chinese and 
Western buffet breakfast, accompanied by 
a la minute egg, waffle or pancake orders.

FACILITIES The 600m2 Grand Ballroom 
and eight function rooms can cater to con-
ferences, exhibitions and weddings, with 

support from a dedicated events team. 
The Poolside would also make a good in-
formal function space. The indoor pool is 
of a good size, and there is a small gym. 

SERVICE Polite and attentive.

VERDICT As more New World proper-
ties open, one hopes that the others will 
have this same level of style and comfort.

Radegast Hotel CBD Beijing

Gardenlane Select Haikou

per cent of all customers at Radegast hotels, 
with key overseas markets being Europe and 
North America. Regar’s figure is less, with 
roughly 12 per cent of foreign guests. Its key 
overseas market is Europe. 

Target
Calling itself the second fastest-growing 
Chinese hotel group, Tianlun will almost triple 
the number of properties it has over the 

next three years. It plans to have 30 hotels, 
with 20 under the Radegast label and 10 
under the Regar label. These will be located 
in China’s first- and second-tier cities, port 
cities and cities with relatively-rich tourism 
resources. 

Brand positioning
Top-level luxury, five-star, boutique and busi-
ness hotels under the Tangla, Tangla Grand 
Place, The Tang Hotel and Gardenlane Select 
by Tangla brands. HNA Grand Hotels and 
HNA Business Hotels are midscale, while 
HNA Express Inns are budget.

Guest profile
Information unavailable.

Target
HNA expects to own and manage around 
300 properties within the next five to 10 
years. 

end properties in famous tourist areas and 
a heritage collection that features a number 
of historic hotels located in the French 
Concession and landmark areas of Shanghai. 
The Marvel brand is a relatively new concept 
targeting contemporary business travellers.

Guest profile
Eighty per cent of guests are domestic and 

20 per cent are international. Most overseas 
travellers are from North-east Asia, but Jin 
Jiang is aiming for a more global mix.

Target
In 2012, the majority of its pipeline will be 
five-star hotels. There are currently a total of 
20 properties under construction and eight 
under development. 
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oestetic TMT 
system for the 
transdermal 
delivery of 
cosmetics to 
repair pho-
t o d a m a g e d 
skin, which 
optimises the 
t ranspor ta-
tion of the 

ingredients far more effectively 
than a hand facial can. Yet, a guest 
would feel as if she or he was en-
joying a good facial at a spa. 

XIXUAN Spa Hotels, set up by 
former Banyan Tree executive 
Susan Lo, aims to be more than 
skin deep by marrying medispa 
and lifestyle.

In China, the concept is a turn-
on, as it is still a novelty, said Lo, 
founder  and CEO of the new 
venture. In August, Lo opened 
her first two medispa hotels, a 
68-room property in Hangzhou 
and a 60-room hotel in Chengde, 
just two hours’ drive from Beijing 
and once the summer resort of 
the Qing Dynasty.  A third, a 99-
villa hotel, will open in Huang-
shan in February, while a fourth, 
in Ningbo, is being inked. 

‘Medispa’ is short for medical 
spa, which offers non-surgical 
elective medical treatments to 
improve one’s looks. Lo has 
roped in the exclusive distribu-
tor in Asia for Spain-based Me-
soestetic – claimed to be the 
well-kept secret of celebrities – to 
offer professional treatments and 
home care products to guests. 

“The difference is, these prod-
ucts are 100 per cent pharmaceu-
tical lab-tested, i.e. licensed, un-
like normal cosmetics,” she said. 

oestetic TMT 
system for the 
transdermal 
delivery of 
cosmetics to 
repair pho
t o d a m a g e d 
skin, which 
optimises the 

Former Banyan Tree executive fields a new brand that appears a turn-on, reports Raini Hamdi

Enter the medispa hotel with looks

“Guests can continue the process 
with the home care products.”

“Spas today need to go beyond 
pampering. Most spas are just a 
‘lifestyle’ and are easily copied; 
few combine medical and life-
style. Yet, customers want to see 
real results.”

She added: “The usual hotel 
spa or day spa does not create 
loyal guests. People don’t go back 
after they have had their facial, 
massage or other treatment.”

One treatment at her medispa 
hotel, for instance, uses a Mes-

Such treatments could of 
course be done in a clinic, but 
why not have a holiday while you 
are at it, Lo said. 

“I believe that the structure of 
my hotel concept is like a table 
with four pillars: a great architect 
who provides a beautiful design, 
the right distributor for the me-
dispa, the right partner to de-
velop the property and the right 
people to deliver an experience 
customers want,” Lo said.

Her first hotel, Xixuan 
Huangzhou, for example, has a 

2,500m2  medispa, two restau-
rants serving organic food and a 
three-storey library that doubles 
up as a function area. 

“Our primary target market is 
the mainland resident who wants 
a short vacation. We are also tar-
geting tourists from the region, 
including Singapore, where there 
are direct flights to Hangzhou,” 
Lo said.

The group aims to open 10 
hotels over the next five years. – 
Additional reporting by Linda 
Haden

Lo: not easily Lo: not easily 
copied

Artist’s impressions of Huangshan Spa Hotel, opening in February 2012
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Shanghai World Expo Exhibition & Convention Center
上海世博展览馆(世博主题馆)

www.itcmchina.com

Quality Leads
86% of 2011 exhibitors expect to receive orders over the next 6-12 months
Quality Leads
86% of 2011 exhibitors expect to receive orders over the next 6-12 months
Quality Leads

质量领先
86%2011年大会展商预计在接下来的6到12个月内收到来自大会买家的订单

New Participants
50% of the buyers were new to the show
New Participants
50% of the buyers were new to the show
New Participants

新的参会者
50%的买家首次参展

The Right Choice
Exhibitors choose IT&CM China to
The Right Choice
Exhibitors choose IT&CM China to
The Right Choice
•	 Generate New Sales Leads				 •	 Promote company, products and services		
•	 Network		 •	 Stay Competitive
And IT&CM China delivers!

正确的选择
展商选择参加中国（上海）国际奖励旅游及大会博览会的目的：
•	 增加销售	 •	推广公司、产品和服务	 •	拓展社交网络	 •	保持竞争力

一切期待尽在中国（上海）国际奖励旅游及大会博览会中得以实现！

推动商业意识与中国MICE产业共赢

Advancing 
MICE and Business Minds

Bringing Together Chinese and International MICE Exhibitors 
Buyers In One Dynamic Marketplace

汇聚全球以及中国MICE供应商和买家共同打造一个瞬息万变的市场 

“The networking sessions were 
very constructive. I made several 
potential business contacts.”
Chong	Yong	Fee	I	Singapore	Alive	Pte.	Ltd.,	
Singapore

“I met my objectives. Very well-
focused show! The appointments 
were almost all good matches.”
Kevin	Mead	I	IGAF	Worldwide,	United	States	of	
America

参加了三届中国（上海）国际奖励旅游大
会，感觉都非常不错，很实用。了解到了
很多需要的信息，并与很多卖家展开了合

作。谢谢为我们构建 了一个平台！
肖羽 | 商务会议部经理 | 四川省中国国际旅行社

非常感谢这次展会为我们提供了一个
开拓业务并与买家沟通的良好契机，
期待在未来的一段时间内大会给我们

带来的显著效果与收益。
聂家晶 |  皇家加勒比游轮公司 |会奖旅游销售经理

Exhibitors 展商 | Buyers 买家| Media 媒体
Hosting Programme For Buyers and Media Available.   
为买家和媒体特设的招待计划现在开始申请。

FOR INTERNATIONAL EXHIBITORS,	BUYERS	AND	MEDIA	 
国际展商、买家和媒体，请您联系
TTG Asia Media Pte Ltd
TTG亚洲传媒有限公司 
Tel  电话: (65) 6395 7575     Fax  传真: (65) 6536 0896  
Email  电子邮箱:	itcmchina@ttgasia.com

FOR CHINA-BASED	EXHIBITORS,	BUYERS	AND	MEDIA
中国展商、买家和媒体，请您联系 
CITS International MICE
国旅（北京） 国际会议展览有限公司
Tel  电话: (86) 021 3304 9999     Fax 传真: (86) 021 6350 9030 
Email  电子邮箱:	itcmachina@cits.com.cn

FOR CHINA-BASED	OPERATIONS 
展会现场运营，请您联系
MP International (Shanghai) Pte Ltd
中新会展（上海）有限公司 
Tel  电话: (86) 021 6295 9990     Fax 传真: (86) 021 6270 6030 
Email  电子邮箱:	info-shg@mpshanghai.com

IT&CM China 2012 is proud to be part of the Shanghai Business Events Week.
Where The MICE Industry Comes Together In Shanghai. In An Exciting Week Of Business, Education and Networking Events.

ORGANISED	BY SUPPORTED	BY

SHANGHAI
BUSINESS EVENTS WEEK 

86% of 2011 exhibitors expect to receive orders over the next 6-12 months 推动商业意识与中国

Advancing
         MICE

Bringing Together Chinese and International MICE Exhibitors 
& Buyers
汇聚全球以及中国MICE供应商和买家共同打造一个瞬息万变的市场 

肖羽 | 商务会议部经理 | 四川省中国国际旅行社

Exhibitors 
Hosting Programme For Buyers and Media Available.  
为买家和媒体特设的招待计划现在开始申请。

EXHIBITORS, BUYERS AND MEDIA

Register 
Online!

   网上注册！ 




