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Mendis, who heads Sabre Travel
Network in Asia-Pacific, what has
changed since acquiring Abacus
International a year ago
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Brexit’s lessons for ASEAN

Now is not the time for ASEAN to use the EU’s
current disarray to vindicate its gradualist
approach, which often results in decision
making and integration that move at snail’s
pace. ASEAN needs stronger cooperation and
deeper collaboration more than ever...

Pakse, a small city nestled at the confluence of
the Mekong and Xe Don Rivers in the south-
ern Laos province of Champasak, was the staging
ground for the first-ever ASEAN Ecotourism Fo-
rum (AEF) in June. For three days, tourism minis-
ters and senior executives from the 10 member states
came together for a historic ministerial roundtable
to adopt the Pakse Declaration that will lead to an
ASEAN roadmap for the strategic development of
ecotourism clusters and tourism corridors.

While the success of the new declaration is still
years away from realisation, the strides that ASEAN
has made in working towards a common ecological
and tourism goal bodes well for the region’s sustain-
able development and conservation.

The Pakse Declaration, which got its inspirations
from the European Green Belt — a pan-Europe eco-
logical network that stretches along the former Iron
Curtain — also comes at an especially poignant time
as the UK had just voted in a referendum to leave
the EU, long held up as a model of regional integra-
tion for ASEAN.

Brexit may mark the beginning of the EU’s disin-
tegration, but now is not the time for ASEAN to use
the union’s current disarray to vindicate its gradual-
ist approach, which often results in decision making
and integration that move at snail’s pace. More than
ever, ASEAN needs stronger cooperation and deeper
collaboration for causes such as elimination of hu-
man trafficking, wildlife protection, human capital
development, etc.

One area that certainly needs attention is intra-

region connectivity, a point that was driven home
during the AEF. Without daily direct flight con-
nections between Pakse and Bangkok (where I'm
based), I had to first fly to Vientiane, board a do-
mestic flight with a stopover at Sannavakhet, be-
fore finally arriving in Pakse, a journey that took
six hours by air for two cities merely 700km apart;
other ASEAN delegates based outside of Laos and
Thailand took closer to 10 hours to reach Pakse.

Stronger intra-region connectivity will narrow
the development and tourism opportunities gaps in
South-east Asia, an echoing sentiment at AEF from
many industry members who are keen to promote
and sell under-visited destinations like southern
Laos, an area home to coffee plantations, tumbling
waterfalls and ancient temples.

Brexit also provides many learning points for
ASEAN (see page 4 to read the implications Brexit
has on the Asian travel industry), one of which is
that a bloc must continue to accrue benefits for all
its members. After all, people only want to be part of
a club for as long as it offers meaning and benefits.

South-east Asia has much unfulfilled potential in
many areas, tourism included; we just need stronger
vision and leadership to realise ASEAN’s aspiration-
al goals of inclusive growth and benefits for all.

Xinyi Liang-Pholsena
Deputy editor, TTG Asia and TTG India
liang.xinyi@ttgasia.com

[ twitter.com/xinyi_pholsena
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Analysis

hock and jitters were felt across the

globe after the UK voted itself out

of the EU (“Brexit”) on June 23,

sending the British pound plung-
ing to a 30-year low and the market into
turmoil.

The referendum outcome has also
taken many travel industry leaders by sur-
prise and they have yet to see the full-on
effects on businesses, but for now a weak-
er British sterling pound and the uncer-
tainty Brexit has triggered are the biggest
challenges in the immediate wake of the
seismic event.

Pall of uncertainty over Asia
“I’s too early to tell how Britain’s decision
to leave the EU will affect global travel
and, more specifically, incoming tourism
to Asia; we need to wait for the dust to set-
tle and see how things play out over the
coming months,” said Lisa Fitzell, group
managing director at Diethelm Travel
Group, who revealed that the Bangkok-
based DMC will-not:be changing its strat-
egy for the UK market.

Judy Lum, senior vice president sales &
*marketing international market at Tour
East Singapore, has not seen signs of
UK travellers holding back bookings
at the moment, but reckons that
“the plummeting pound will no
doubt affect the spending of the

" British”

She added:“We should brace

L ourselyes=for a slowdown by the

fourth quarter as the"effects and
reality of Brexit will kick in and
this may last till 1Q2017 when
the changes are more defined.”

Howeyer, Singapore’s leisure
market is unlikely to take a big hit
from a falling pound as the city is
just a transit hub, opined Dominic
Ong, general manager of Star Holi-
day Mart. But he has more reserva-
tions for the MICE market: “We foresee
that local DMCs may face delays in pay-
ment.”

Hideaki Furusawa, global sales de-
partment manager of The Yokohama
Bay Sheraton Hotel and Towers, is brac-
ing for “inevitable” effects in the next few
months, as foreign visitors make up 45 per
cent of the property’s clientile; the hotel is
also a corporate partner of Nissan Motor,
which has its global headquarters nearby
and significant business interests in Brit-
ain.

The uncertainty Brexit brings also
threatens to undo the recent gains that the
Philippine inbound sector has made for
the UK market.

“The UK market has grown 25 per
cent last year. New flights from London
were launched, the EU lifted the ban on
Philippine airlines and just two weeks ago
we hosted top 10 UK agents,” said Mar-
jorie Aquino, senior sales and marketing
manager, Blue Horizons Travel and Tours.
“Then all of a sudden comes Brexit.”

Meanwhile, Michael Wu, managing di-
rector at Gray Line Tours Hong Kong, is
already reeling from Brexit, as the GBP’s
depreciation has translated to a 12-15 per
cent rise in his tour fees.

“There is an immediate impact to our
business because FIT bookings for Oc-
tober dropped obviously and even group
traffic has slowed,” he said. “I reckon my
UK inbound traffic would fall 20-25 per
cent due to Brexit.”

Siggi Neuhaus, general manager of
Caraka Travelindo Inbound based in

Makassar, South Sulawesi, told TTG Asia
that UK buyers she met with at the recent
Bali & Beyond Travel Fair had already re-
ceived cancellations from their customers
and they expect business to Indonesia to
shrink by 20 per cent.

It isn’t all gloom and doom though, as
Asia’s affordability could improve due to
the sharp devaluation of the GBP.

While Hamish Keith, group manag-
ing director of Exo Travel, thinks that a
“slowdown in bookings” from the UK is
possible in the short term, he maintains
a confident outlook for the market in the
longer run.

“The UK traveller is historically and
traditionally very resilient and we do not
expect a significant drop in busi-
ness from the-UK,” he
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Asian travel industry leaders ponder the implications
on tourism and business following Britain’s vote to
leave the EU — and it's not an entirely dismal picture

“Over the longer term, we are still expect-
ing more tourists, including Europeans,
to visit Japan as the government is trying
hard to promote Japan as a destination.

“We are still confident that more for-
eign visitors will want to come to Japan
between now and the 2020 Olympic
Games in Tokyo.”

Aye to British tourism

The biggest winner could be the British
inbound tourism sector, as a plummet-
ing pound might drive stronger travel de-
mand to the UK, long a favoured destina-

tion in Europe for Asians.
Ross Veitch, CEO and co-founder of
Wego, commented: “The (pound slump)
means a UK holiday is going to
be+ cheaper for most
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What Brexit

means for Asia

Asia business from the UK could increase
as South-east Asia is particularly seen by
UK travellers as a safe, good-value desti-
nation.”

Yap Sook Ling, executive director, Asian
Opverland Services Tours & Travel, agreed:
“If (the pound) deteriorates further, there
is a possibility that those who plan vaca-
tions to South-east Asia may switch to
Malaysia, as British travellers will want to
stretch their pound. We will see the im-
pact during the Christmas and New Year
period.”

Said Ikuko Hanano, of Nippon Travel
Agency’s inbound European division:

about 20 years...In-destination trip costs
such as accommodation, dining, enter-
tainment and shopping will allow signifi-
cantly better value for the foreign traveller
after currency conversions.”

Karan Anand, head, relationships, Cox
& Kings, agreed: “The UK is one of the
most sought-after destinations for In-
dian travellers. Last year close to 422,000
Indians visited the UK and we expect the
numbers to go up this year as well. We will
aggressively promote packages to the UK
as we see this as an opportunity to pro-
mote and attract more people to the des-
tination.”

Likewise, Aloke Bajpai, CEO and co-
founder, ixigo.com, posits now is the best
time to visit the UK. “We have seen an im-
mediate (five to six per cent drop in air-
fares) on a few flight routes between In-
dia and the UK,” he said. “Along with the
favourable GBP fall and aviation fuel rate
drop, the British summer is also expected
to hold strong for another two months.”

Still, Sedunia Travel Services’ execu-
tive director Teoh Leng Lan is cautious
in selling the UK despite the anticipated
stimulus the depreciated pound will bring
to FIT travel. “We don’t know what the
currency exchange rate will be like in
two weeks, (let alone) one month, three
months from now,” she remarked.

“If the pound continues to fall, tour
packages will become cheaper. But how
will my tour fares stand against the com-
petitors?” elaborated Teoh, who prefers to
adopt a wait-and-see approach te avoid
any over- oy under-pricing of her pack-
ages in the-market.

Desmond Lee, group managing direc-
tor of Apple Vacations & Conventions,

meanwhile, does not expect a weaker
pound to boost travel demand for the
UK as the destination is still pricey
for Malaysians, who are also suf-
fering from a weaker purchasing
power amid ringgit woes.

That, together with the higher
frequency that Malaysians -are
denied entry at UK immigra-
tions compared with other Eu-
ropean, destinations, have-led
him to rethink his strategy and

- focu$ on France, Amsterdam,
Brussels and Germany for Cen-
tral Europe tours.

Ramifications in the longer run
Considerable uncertainty also
shrouds the UK aviation market,
one of the stand-out beneficiaries of

the EU single-market framework.

Preliminary estimates by IATA sug-
gest that the number of UK air passengers
could fall three to five per cent by 2020,

“but a-bigger issue lies in aviation regula-

tion as the UK faces a trade-off between
accessing the European Single Aviation
Market dnd having the policy freedom to
set its own regulations.

One'of the trade-offs could be a hike
in airfares for the UK’s national carri-
érs, suggested Wego’s Veitch. “Accom-
modation costs however, could drop, as
Britain fights to retain its large inbound
visitor numbers from Europe who will
no longer be able to travel freely into the
country,” he said in a media statement.

The full effects of Brexit will take years
to play out, and even so no one can accu-
rately predict how the scenario will turn
out with so many variables. And making
light of the unfolding drama is David
Tarsh, managing director of Tarsh Con-
sulting, a strategic communications firm
with several clients in the travel industry.
“Overnight, hotel rooms, taxis, restau-
rants and all visitor attractions in the UK
are better value, and similarly my firm’s
services have become better value t00.”

Perhaps the best way the trade can cope
with this uncertainty is to abide by the
venerable English phrase: Keep calm and
carry on.

Reporting by Paige Lee Pei Qi, S Puvane-
swary, Xinyi Liang-Pholsena, Julian Ryall,
Rohit Kaul, Rosa Ocampo, Mimi Hudoyo
and Prudence Lui
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The Dawn of A New Age

of Luxury Cruising
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b' ' the Asian luxury cruise line.
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The value of the GDS came into question
after the formation of a pan-regional alliance
by eight Asian LCCs. Dannon Har finds out
if there is any merit to the naysaying

Is GDS still the ticket?

urprise was felt across the

travel sector after the an-

nouncement of the Value

Alliance (VA) in May, not
from the collective fleet size of
176 aircraft in Asia-Pacific or the
total passenger load of 47 million
(in 2015), but from the first-of-
its-kind distribution technology
adopted by the alliance.

The LCC alliance, compris-
ing Cebu Pacific, Jeju Air, Nok
Air, NokScoot, Scoot, Tigerair
Singapore, Tigerair Australia and
Vanilla Air, formed the partner-
ship to enable interline ticket and
ancillary sales among member
airlines in one booking.

Unlike other airline pacts the
likes of Oneworld or U-Fly Al-
liance, the technology VA uses
— developed by Air Black Box
— fundamentally changes the
distribution game by allowing
airlines to cross-sell and upsell
across markets effectively with-
out going through a GDS.

Having observed growing
cooperation among budget car-
riers in the last couple of years,
Damian Hickey, vice president
Asia-Pacific and global sales
strategy, air commerce at Travel-
port, deems the VA as “the next
logical step” by LCCs to bring in
other airlines within the periph-
ery of their networks.

“The surprise is in the distri-
bution model, but it is still an
open question as it is still early
days (for VA). Members like Ti-
gerair, Scoot and Jeju Air are still
distributing through Travelport.”

Hickey does not foresee LCCs
dropping out of GDSs anytime
soon though. He said: “LCCs
have a bias to go direct but they
still want to reach every possible
customer, and they know they
can’t do that if they only have a
single distribution path. Even if
it accounts for one per cent of

their sales, it’s still incremental.

“The industry has gotten to
a point where you can’t say air-
lines want to sell direct to bypass
travel agents or that GDSs don’t
like airlines to sell on their own
websites,” opined Hickey.

“Consumers want  choice.
There is realisation, from all
sides, that we need to support
that flexibility,” he added.

Reflecting similar sentiments,
Hervé Couturier, Amadeus™ ex-
ecutive vice president of R&D,
remarked: “What airlines want
today is multichannel capability.
They want to be able to distribute
their products through the GDS,
and also through mobile, web-
sites, OTAs, metasearch engines,
and they want (the content) to be
consistent and personalised.”

But LCCs are not putting their
best foot forward with GDSs, ac-
cording to Bertrand Salliet, gen-
eral manager South-east Asia at
FCM Travel Solutions.

“LCCs are usually not well dis-
tributed on GDSs. We have some
content but we can’t compare the
fares because the budget carriers
are giving GDSs their high fares
while distributing low fares di-
rectly on their own website,” he
explained. “We still need to make
some bookings on the LCC’s
website instead of the GDS.”

However, this does not hark
the end of GDSs, assures Salliet.
“If you see what happened in
Europe with the LCCs created
in the 1990s, such as Ryanair
and EasyJet, those airlines have
the same direct model to bypass
GDSs and agencies.

“They then realised that
without travel agents they can’t
access the corporate world.
Agencies bring a lot of value for
corporates in terms of payment
facilities and data consolidation.
Those airlines then decided to

their own websites.”

Damian Hickey

air commerce, Travelport

create a portal for travel agents
to book direct from them. But
they realised they lose out when
agents do fare comparisons on
GDSs, hence they are now back
to GDS distribution.

“In Asia, some LCCs are
starting to see that and are dis-
tributing on GDSs to access cor-
porate customers, who are high-
yield because they tend to book
better seat classes and more an-
cillaries,” Salliet said.

Whether the VA will head
down that path remains to be
seen, but budget carriers need to
be able to sell more ancillaries as
it accounts for a significant por-
tion — one-fifth on average — of
their revenue.

That explains why GDSs
have in recent years gone all
out to upgrade rich content and
merchandising capabilities on
their platforms, with the most
recent instance being the Sabre
Red Workspace 3.0, which ena-
bles suppliers to push rich-for-
mat ancillary products into the
agent’s workflow.

The greatest value GDSs offer,
explains Roshan Mendis, senior
vice president, Sabre Travel Net-
work Asia-Pacific, is the ability to
provide the most relevant prod-
uct at the right time to the right
customer. And that is only possi-
ble, not just through behavioural
data accrual, but smart usage of
that data.

That remains the main sell-
ing point of GDSs, which, as far
as the technology used by the VA
is groundbreaking, does not ad-
dress, nor does it need to.

Said Salliet: “The great thing
about GDSs is that you can com-
pare fares based on the availabil-
ity of flights, which is still unique
as there is no technology in the
market now that can do the same
thing”

“The industry has gotten to a point where you
can't say airlines want to sell direct to bypass travel
agents or that GDSs don't like airlines to sell on

Vice president Asia-Pacific and global sales strategy,
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The Chinese Luxury Traveler Report

reveals how China’s Gen'Y approach

travel — from what they seek in agents

to their top hotels and destinations

China’s new elite travellers

Personalised luxury, digital innovation and added
value throughout the entire hospitality ecosystem
are what young well-heeled travellers in China are
now seeking, according to the inaugural Chinese
Luxury Traveler 2016 study by Marriott Interna-
tional and Hurun Research Institute.

The survey focuses on 525 high-net-worth Chi-
nese travellers between 18 to 36 years old, with
an average personal wealth of RMB38.8 million
(US$5.9 million) and an average of RMB420,000
in travel spending per household per year.

Average young luxury traveller

Personal
Wealth

—~

38,7 70,00

O, ANV

Years Studied/

Worked Abroad Countries Visited

Household ravel Shopping’
Travel Spending Spending

They are experienced travellers, having gone
abroad 3.3 times in 2015 for an average of 25 days,
of which leisure travel accounted for 69%.

The survey also revealed choice destinations
among China’s young and wealthy. France (40%)
was the most popular international destination,
while Japan (39%) and Australia (38%) ranked sec-

Reasons for favouring travel agencies

ond and third respectively. Japan was also the most
visited destination over Chinese New Year 2016.

In addition, respondents have been on cruises an
average of 2.4 times, and only 15% have never been
on a cruise ship.

They are also seeking more diverse travel expe-
riences, with global travel, adventure travel, po-
lar exploration and road trips set to rise by 25%,
52%, 38% and 75% respectively over the next three
years.

Young luxury travellers exercise flexibility to
travel whenever it fits their schedule in the next
year (55%), followed by National Day Golden
Week as the second most popular period (36%).
Family travel, meanwhile, peaked during Chinese
New Year, with 56% going abroad last year over this
period. Some 90% travelled with family or friends,
in a party of four people on average, and stayed
abroad for 8.5 days.

In their experience with travel agencies, young
luxury travellers listed personalised travel services
(70%), expertise (57%) and itinerary planning
(54%) as the three most important factors. They
also strongly prefer personalised travel services,
with 73% saying they have tried personalised travel
services offered by a travel agency.

And when it comes to choosing hotels, the most
important factor influencing their decision is the
condition of the room, followed by friendliness of
hotel staft (37%), the hotel’s location (26%), high-
tech facilities (22%), and the hotel’s design and
style (21%), the study showed.

The survey further found that Air China is the
most subscribed (51%) frequent flyer programme,
followed by China Southern Airlines and China
Eastern Airlines. For international travel, Lufthansa
is the top choice (19%) due to a diverse selection
of European routes and convenient transit. In con-
trast, awareness of hotel loyalty programmes is low
among young luxury travellers, with Shangri-La’s
being the most popular.

2 %
% ] 4
Personalized Expertise Itinerary Creativity of Hard-to-Get  Similarity of Tour Regular
Service Planning Travel Plan Resources Group Members Contact

Most popular international travel destinations

#10

Canada

#13
South Korea

#2
Japan




TTG Asia Advertorial'*”’

Nothing Beats the Freedom of a U.S. S e If- D rive

_ Holiday

Alamo Rent a Car wants to work more closely with the travel trade here and Jerry Mosiello,
Vice President of International Business Development, explains why it’s the right partner.

What are Alamo Rent A Car’s
plans as it expands here and
how does it plan to reach out
to the travel trade?

We are excited at the
opportunity to build and
strengthen our relationships
with the travel trade to further
develop the self-drive car rental
market. We look forward to
showcasing our customized
products and services, which
are available to travelers bound
for the U.S.

We have selected
BrandStory Inc as our new
partner to reach out to the
travel trade largely because
of their expertise, strength
and coverage throughout
Asia. BrandStory Inc has solid
relationships in the marketplace
and shares the same
commitment to provide quality
products and services.

What types of travel trade
loyalty programs does Alamo
Rent a Car have in place

and how are travel agencies
rewarded?

Alamo has a long tradition of
working closely with the travel
trade in markets around the

world. In addition to earning
very competitive commissions,
our travel agent partners can
take advantage of current
promotions and various
booking incentives that are
launched on a market-by-
market basis.

Throughout Asia,
reward programs typically
are extended on a regional
basis and our local team
in market will oversee the
implementation, which will
include a launch campaign.

As a Diamond Founding
Member of Brand USA, we
work closely with our partners

on a number of initiat.ives to - } “-“q _4_-;"
help develop the business
and specifically, self-drive -

- Y
car rental. .m
What are some significant
traveller trends for Alamo
Rent A Car?
We continue to see significant
growth in FIT travel and
frequent and infrequent leisure
travelers that are looking to
explore new destinations. There
is no better way to experience
all that travel has to offer than
in a rental car.

Cotton fields near Clarksdale,
Mississippi.

A self-drive holiday will not only enhance a customer’s travel experience but will help to build loyalty with clients.

We continue to see significant
growth in FIT travel and frequent
and infrequent leisure travelers

that are looking to explore new
destinations. There is no better way
to experience all that travel has to
offer than in a rental car.

What is one message you want

to convey to the travel trade
here to promote self-drive
holidays in the U.S.?

= A self-drive holiday is what

today’s travelers are looking

for and will not only enhance
a customer’s travel experience
but will help to build loyalty
with your clients.

What tips do you have for
travelers interested in a self-
drive holiday in the US?
Travelers should research where
they would like to go and want
to see and take advantage of
the expertise that a travel agent
or tour operator can offer in
making the best decision for
what they are looking for.
Utilize the technology that
is available, like GPS and travel
tablets to make the driving
experience more convenient.

What kind of itinerary do you
suggest for the first-time self-
drive traveler?

Itineraries can vary greatly
based on destination

and traveler interests. It’s
important to tailor a self-drive
itinerary that will satisfy your

‘ F.
JERRY MOSIELLO
Vice President of
International Business

Development,
Enterprise Holdings Inc.

clients. Similarly these same
factors have to be taken into
consideration for a repeat self-
drive traveler.

What are three interesting facts
the travel trade may not know
about Alamo Rent A Car?

For one thing, Alamo is the
largest car rental company for
international leisure travelers
traveling to the U.S. from around
the world. Secondly, along with
Enterprise and National, Alamo
is one of the three brands that
makes up Enterprise Holdings,
the largest car rental company
in the world as measured by
fleet, locations and revenue.
Last but not least, Alamo’s
global network includes over 70
countries throughout the world.

For more information,
please go to
VisitTheUSA.com

VisitThell5A .com
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It's been a year since Abacus International became Sabre
Travel Network (STN). Raini Hamdi asks Roshan Mendis,
who heads STN in Asia-Pacific, what has changed

Sabre - a year later

What has changed since Sabre gained
full ownership of Abacus a year ago?

We have a new organisation, a new lead-
ership team, doubled our investment in
product and organised ourselves as part of
Sabre global to ensure we get all the good-
ness of Sabre without losing our Asian
heritage, culture and way of doing busi-
ness that Abacus had been sensitive to.

An example of the more ‘goodness’?
Before (Abacus) didn’t have the ability to
leverage much of Sabre global develop-
ment or global innovation pipeline.

Now, for example, while we retain a
product function in the region, we can
work with the global development team
to ensure that the Asian business gets the
necessary investment on things that are
important for the region.

When you came in a year ago, you told
me you wanted to meet all the travel
agencies and understand how busi-
ness was changing for them (http://bit.
ly/1ZYvm7A). What are your findings?
Firstly, the traditional agencies are feeling
rapid competition from online entrants,
both locally and internationally.

Secondly, they are feeling the pres-
sure from customers demanding more
of them, making it necessary for them to
be better equipped and better informed
about pricing, trends, destinations, etc.

Thirdly, our larger customers who were
traditionally one-market customers are
becoming regional if not global custom-
ers.

So we have been organising ourselves,
in terms of our structure, product invest-
ment and service models, to better cater to
those needs.

Examples?

In terms of the larger agencies becoming
regional or global, as part of our reor-
ganisation, we are developing two global
customer service centres in Singapore and
India (Sabre currently has these centres
in Uruguay, Poland and the US), so these
customers can access product or service
specialists instantly.

It can be on something as tactical as a
billing or pricing question to something
more complex like ‘how do I price and
ticket this multi-stop, multi-airline, mul-
ti-class fare?’

I also talked about travel agents feel-
ing the need to be better equipped and
informed. We are launching later this year
Sabre Red Workspace 3.0, the next-gen-
eration desktop that will empower travel
consultants to deliver far more seamless
and personalised travel experiences — not
just itineraries — by combining data-driv-
en insights with intuitive design.

And to enable traditional agencies to
have an effective online presence, we are
rolling out a number of products, includ-
ing our next-generation WebStart later
this year.

What'’s new with WebStart?
With the passing of time, things just get
much more sophisticated and capable.

A defining feature of the next-genera-
tion WebStart is an online/offline interac-
tion. A customer can shop online, make a
reservation, then walk into a traditional
store and have the agent pull out that res-
ervation and fulfil it. Or vice versa: they
can walk into a store, book a trip, go home
and talk to their family about it, pull out
the reservation online and confirm it.

We're also looking to equip agencies
who are new to having an online pres-
ence with the basic level of e-commerce
marketing, so not only will they have an
online presence but effective marketing in
channels new to them such as Google, Fa-
cebook and TripAdvisor.

You had B2C experience with Zuji and
Travelocity. What new perspectives can
you offer agents now that you're on the
GDS side?

My observation from other parts of the
world, even in online markets that are
more mature, is that there is space for both
online and offline players to grow their re-
spective businesses — as long as they’re in-
novating and continuing to bring value to
their customer.

We pride ourselves in being strategic
partners to our customers, so we often
find ourselves in the room with our cus-
tomers thinking ‘what are the differentiat-
ing elements of our business? Which of
those are sustainable?” together.

Through this process we learn what
their needs are, then match our products
with their needs. If we don’t have a prod-
uct that matches those needs, then we ei-
ther build it or bring in a third party that
can fulfil the role.

| can confirm that
the traditional travel
agency will continue
to grow and thrive.

What are the differentiating elements
of agencies today?

There are travel agencies that differentiate
themselves on a very unique service level.
There are agencies that differentiate them-
selves on running robust corporate travel
programmes. There are those that differ-
entiate themselves by just having ubiqui-
tous presence.

There’s no way travel agencies will die?
I can confirm that the traditional travel
agency will continue to grow and thrive.

Why?

Because we have seen that in markets
where the OTA business has grown, it’s
not necessarily at the expense of the tradi-
tional travel agencies, but by bringing new
travellers into the market.

10 NEED TO KNOW’S ABOUT ROSHAN MENDIS

B Who’s in your family? Dineli (wife, not
allowed to mention age), Navik (son, 10
years old), Lisara (daughter, eight years old)
and Kolla (dog, 11 years old).

Hl What do you do for fun? | love hanging
out with my family, playing/watching sports
with the kids, planning travel, travelling and
working out.

M Your ideal vacation? In the mountains
(above 8,000 feet), being outdoors and not
thinking about work!

H How do you book your own leisure
trips? | book vacations roughly 10-12
months in advance. And | do it all myself
with hours of research on destination infor-
mation and travel deals.

H What are you reading right now?
Lawrence in Arabia.

W How do you stay healthy? | try to
have a balanced diet, | work out three to
four times a week and | make sure | get
good sleep.

B Favourite food? My wife’s cooking,
whatever it is. She is an awesome cook.
M A bad habit you cannot kick? | bite
my fingernails when | am deep in thought.
M Your pet peeve, something that
never fails to annoy you? Poor customer
service.

H Most people don’t know that you...
are a real softie, and that my kids take
advantage of it!

What motivates you in the job?
I’'m now coming to 20 years with Sabre,
and in those 20 years I haven’t had a job
for longer than three years, so I got to do
a lot of different and exciting things under
the same organisation. That includes Zuji,
Travelocity and now Abacus’ integration
into Sabre.

The industry is a fascinating business
and I have had the benefit of being on
the online side for a number of years and
now coming back to the GDS side and
having OTA customers. What motivates
me also is the rapidly changing business
and having constituents that have been
around for as long as Sabre has been
— in excess of 50 years — along
with some brilliant young
startups that are looking
to disrupt the environ-
ment. There’s never a
dull moment!

In the past 12
months from the word
go, we have rebranded
ourselves, restructured
ourselves and rightly
skilling ourselves
with the right peo-
ple to achieve our
goals and objectives
(most recent was
the appointment
of Todd Arthur
as vice president
sales and market

development,
replacing  Brett
Henry).

And with the
product invest-
ment that has
gone into Asia-

Pacific, I'm
excited about
how well

poised we are
for growth in
this region.


http://bit.ly/1ZYvm7A
http://bit.ly/1ZYvm7A

Melid Hotels International is one
of the largest hotel companies

in the world. With over 360 hotels
and resorts in more than 35
countries, the passion and vision
of the founding family continues
to drive the company forward.

GRAN MELIA ME

HOTELS & RESORTS BY MELIA

For decades the Group has been
at the forefront of entering new
territories, having launched its first
hotel in Cuba 25 years ago,

and is set to open Iran’s first
five-star hotel in 2017. With 25
properties already due to launch
in 2016, MHI has a strength and
spirit like no other hotel company.

2

PARADISUS

BY MELIA

EVERYTHING

IS POSSIBLE

M E LI A HOTELS

INTERNATIONAL

MELIA

HOTELS & RESORTS

For more information or to discuss

a development opportunity,

please contact us at 86 (21) 3382 0800
or development@melia.com.

INNSIDE

BY MELIA
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hotels&resorts
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Need ideas on what to buy? Check out the array of new
tourism products showcased on this page. Plus, we round up

the latest happenings in the trade to keep you plugged in

B HOTELS

.

SIX SENSES FUJI

Six Senses is set to open a Fijian outpost

on Malolo Island, featuring 24 pool villas
ranging from 74m?2 to 180m? in size, and 66
residential villas along a 650m private beach.
There will also be a restaurant and bar,
boasting sustainably-sourced ingredients,

as well as the brand’s signature wellness
programmes.

THE SHELLSEA KRABI, THAILAND
Opening on Krabi’s Shell Fossil Beach in
November 2016, the beachfront resort offers
72 guestrooms, 12 villas and a grand villa,
all boasting views of the Andaman Sea.
Facilities include a lap pool, family pool, spa,
restaurants, beachside bar, fitness centre
and a selection of non-motorised recreational
water sport equipment.

SHERATON OKINAWA SUNMARINA
RESORT, JAPAN

Sheraton Hotels & Resorts has returned to
Okinawa. The converted property is currently
undergoing expansion works to add a new
46-key wing and more guestrooms to the
200-key resort by December. F&B options,

a wellness centre, a ballroom and function
rooms, totalling 260m?, are available.

B ACTIVITIES

STAR WARS TAKES OVER
HONG KONG DISNEYLAND
The Star Wars: Tomorrowland Takeover
has been completed at Hong Kong
Disneyland since June 11. Guests can
now experience Hyperspace Mountain
(previously the classic Space Mountain
ride) that has been given a Star Wars

makeover, along with new events such
as Jedi Training: Trials of the Temple, and
meet characters from the series.
South-east Asian travellers will be able
to enjoy offers such as a 1-Day Ticket
with a HK$50 (US$6.44) merchandise gift
voucher, or special upgrades to a 2-Day
Ticket.

CONRAD MANILA, THE PHILIPPINES
The 347-key Conrad Manila has debuted in
the Philippines, located in front of the Mall

of Asia complex. A range of facilities are
available, including an infinity pool, fitness
centre, spa, six F&B outlets, two ballrooms
and four event halls. An outdoor garden
space, The Veranda, can also be booked for
al fresco gatherings.
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PLAZA PREMIUM
LOUNGE

Plaza Premium Lounge, Hong Kong International Airport

Impress your customers
Be our partners

Register now to enjoy special agency rates across our 65+ airport lounges

in the following regions:

Hong Kong ¢ Australia ¢ Brazil* « Cambodia « Canada ¢ China e India
Malaysia « Maldives « Oman ¢ Philippines ¢ Saudi Arabia* e Singapore e
Taipei ® United Arab Emirates ¢ United Kingdom

*coming soon

partnerportal.plaza-network.com

Enhancing Your Airport Experience

STAR ALLIANCE CHIEFS MEET IN ZURICH

On June 4, 2016, chief executives of Star Alliance member airlines arrived in Zurich on
Bombardier's new CS100 aircraft for their summer 2016 meeting. The Swiss International Air
Lines flight brought them in from Dublin, Ireland, where they were gathered for IATA's AGM.

ROBERT GUY RECEIVES AWARD
Robert Guy (above), managing director
Singapore and Malaysia at Destination Asia,
was awarded the Rama Rebbapragada Award
for Outstanding Contribution to the Cruise
Industry during the Seatrade Cruise Asia

Gala Dinner in Busan in May. This is a truly
well deserved award for Guy, who has been
steering the development of the Asian cruise
industry since the early days.

CAPELLA HOTEL GROUP TO

MANAGE HERITAGE LANDMARK

TTG Asia gets a preview of Capella Shanghai,
the city’s only all-villa urban resort in the last
remaining cluster of the historical shikumen
(stone warehouse gate), which was the
landmark of 1930s Shanghai. The hotel will
open in March 2017.

Pictured below are (from left) Capella Hotel
Group’s Joleena Seah, TTG Asia Media’s
Raini Hamdi, and Capella Hotel Group’s Horst
Schulze, Nicholas Clayton and Mei Ping.
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TTG Travel Awards, ost celebrated
event, is back for e industry’s creme
de la creme.Tell us w as made exemplary
achievements and contributions that have raised the bar of
excellence and taken the industry to greater heights.

Vote now and help your favorite travel suppliers and agencies
bring home the title of being the best in the travel industry.

www.ttgasia.com/ttg-awards

Closing Date: 15 July 2016
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up new ideas on how to do business better

July 2016 TTG Asia 14

B CASE STUDY &, sastreu

Making refunds a breeze

WHO Ashish Kashyap is the CEQ and founder of Ibibo
Group, which owns several online travel portals such as
Goibibo.com, a hotel and air aggregator; redBus.in, an
online bus ticketing platform; and ibibo Ryde, a car and
cab sharing app.

Today, more than three million unique users transact
in Ibibo’s websites every month, making it one of the
largest travel companies in India. In a recent report by
Morgan Stanley, Goibibo.com is India’s top OTA in terms
of hotel booking volume.

For the October-December 2015 period, Goibibo
grew its hotel bookings by 400 per cent year-on-year
with roomnights crossing 1.6 million. Some 71 per cent
of hotel bookings on Goibibo take place on its mobile
app.

Prior to launching Ibibo Group in 2007, Kashyap was
the country head of Google India, where he established
the domestic business operations from ground up, and
had also founded an e-commerce business at India-
times.com.

WHAT In March 2016, Goibibo.com launched GoTime
Guarantee, promising to deliver the fastest refunds
in the country. The site guarantees refunds will be
processed within two hours from the time a customer
cancels his/her travel bookings with the portal. Goibibo
also shares the exact time — in minutes and seconds —
taken to process the refund with the customer.

If the company fails to meet the two-hour guarantee,
the platform promises to credit Rs100 (US$1.48) into
the customer’s GoCash wallet for every hour of delay.

B WHO GETS THE
BOOKING?

Seeking a short vacation in South-east Asia for
himself, his wife and a friend, Feizal Samath
emails two Sri Lankan travel agencies to enquire
about packages in Thailand. He reveals which
company he prefers

oatjo/shutterstock

GoCash is a virtual wallet on the portal which can be used
to book travel services such as hotels and flights.

WHY According to Goibibo, more than 15 per cent of
travellers make amendments to their trips, bringing about
the need for refunds.

“We often see that refund is a big problem in India no
matter the segment. By guaranteeing a specific time period
to process the refund, we get more credibility and custom-
ers who can rely on Goibibo.com,” says Kashyap.

During the first-week launch of GoTime Guarantee,
Goibibo processed 99 per cent of applicable cases in 30
minutes.

TARGET Kashyap said that GoTime Guarantee is an
industry first introduced after the company conducted
research to understand the user psyche. Through this
service, the OTA hopes to increase trust and reliability
among its users and eventually offer this ‘time guarantees’
to customers for all processes.

We often see that refund is a big
problem in India no matter the

Segment.
Ashish Kashyap, CEO and founder, IbiboGroup

APPEARANCE The homepage opens with a picture of

a leopard sleeping on a tree, an instant grab for travellers
interested in visiting Sri Lanka. The website is more friendly
towards inbound travellers while those seeking outbound
packages have to trawl through many pages.

For locals seeking an overseas holiday however, only few
packages are offered — and only to Thailand, Vietnam and
Cambodia. A Glimpse of Maldives box on the homepage
provides a few paragraphs of the destination but no
packages are offered.

FREE CANCELLATION ﬁ
on Hotels! e
= ﬁ goTime

> ), ——— |
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Sparklink Travels ) j

APPEARANCE | was surprised the company website did
not work. When | keyed in the URL, | received a warning
message: “This site may harm your computer.” This was
certainly not the best way to manage a DMC where a website
is an important marketing tool in today’s digital world.

PRODUCT | asked for a quotation for a 4D3N Thailand
package tour for three that included places of interest and
some shopping. The company offered a three-day itinerary
inclusive of airfares, airport pickup, a city tour, temple visits
and a theme park, but nothing extraordinary.

Ceylon Tours also provided details on how to obtain a visa
(a complicated problem for Sri Lankans visiting Thailand).

PRODUCT After calling up the company, an informative
travel executive responded to my 4D3N Thailand package
request by suggesting a whole range of temple tours, city
tours and cultural shows. She also recommended a shopping
by boat experience and a dinner cruise, providing options —
and a response — that were far better than Ceylon Tours.

EASE OF BOOKING The total package rates were
unavailable. | was also asked to furnish all three travellers’
names — which | thought was unnecessary — for the agency
to obtain hotel rates from Thailand, with the promise to pass
me the information the next day.

EASE OF BOOKING | was told that SriLankan Airlines and
Thai Airways had direct flights, with round-trip fares ranging
from 36,000 (US$248) to 38,000 Sri Lankan rupees per
head but seat availability had to be checked. Accommodation
in three-four star hotels and other costs would add up to
another 30,000 Sri Lankan rupees per person. | found the
process at this company more streamlined.

PRICE The price of the package was not given as it was
based on hotel rates which were unavailable. | asked for an
approximate figure but even this was unavailable.

PRICE An approximate total package cost of between
66,000 to 68,000 Sri Lankan rupees per head was given.

VERDICT In both cases, the promise of responding with a comprehensive tour schedule within 24 hours did not materialise,
although Sparklink did get back within 36 hours. Service by Sparklink Travels was far superior and they offered more tour
options in Thailand. While the failure to operate a working website may be a fundamental error for a travel company, in Sri
Lanka there is no impulse buying unlike in many other markets. Customers usually plan their holidays well in advance and
often like to walk into a store to book their holidays. Overall, Sparklink’s service tips the agency in my favour.




HIO\P

HOTEL INVESTMENT

CONFERENCE ASIA PACIFIC

19-21 OCTOBER 2016

INTERCONTINENTAL HONG KONG

Asia Pacific’s Essential Hotel Conference Since 1990

PATRONS

Carlson Rezidor Hotel Group
IHG

JLL

Jumeirah Group

PLATINUM SPONSORS
AccorHotels

Baker & McKenzie

BLINK Design Group

Clyde & Co

EY Japan

Hilton Worldwide

KPMG

Langham Hospitality Group
Marco Polo Hotels

Hosts:

@Bl—ll—l N\ Horwath HTL.

BURBA HOTEL NETWORK

Hotel, Tourism and Leisure

Marriott International, Inc.

Melid Hotels International

NIDA Rooms

Outrigger Resorts Asia Pacific

Paul Hastings LLP

Proskauer Rose

QUO

Shangri-La International Hotel
Management Ltd

Hotel Analyst

Hotel News Now

HOTELS Magazine
JETSETTER Magazine
Serviced Apartment News
Sleeper Magazine

ST Media Group International
Traveltechie.com

TTG Asia Media

Sidley Austin WIT
The Gettys Group
WATG / Wimberly Interiors SUPPORTERS
Withersworldwide HAMA AP
Wyndham Hotel Group IFC
ISHC
MEDIA SPONSORS ITP
Asian Hotel & Catering Times PATA
GlobalHotelNetwork.com Patrons, Sponsors, and Supporters as of 10 June 2016
STILES
CAPITAL www.HICAPconference.com

EVENTS


http://www.HICAPconference.com

COSTA CRUISES

Great Lapectations,

marks Costa

Cruises” 10th
anniversary in Asia. Having
ushered in the “home port era”
and popularised cruise holidays in
Asia, the company is well poised
to power ahead with enhanced
capacity, Innovative 1tineraries
and customer-focused, market-
defining cruise experiences.

The elegant suite onboard Costa neoRomantica.

10 YEARS OF LEADERSHIP
Costa Cruises is celebrating
its 10th anniversary in Asia
this year. The story of the
cruiseline’s first decade

in the region parallels the
development of Asia’s cruise
industry. It also reflects the
influence Costa wielded as it
nurtured the growing interest
in cruise holidays and the
increasing sophistication of
cruise itineraries in Asia.

Costa Cruises arrived in
Asia as the first international
cruise company to set up a
full-functioning operation in
China. It was also the first to
earn a Wholly-owned Foreign
Enterprise (WOFE] status
in China.

Building on its position as
the leading cruise company in
Europe with proven expertise
in multinational operations,
new market development,
intercontinental resource
management and localisation
of products, Costa Cruises
was looking to introduce a new
style of cruise holidays on a
modern fleet to win over new
customers in Asia. The region
is today home to four of the 15

Costa branded ships with more
scheduled in the coming years.

THE COSTA HERITAGE
Costa Cruises was established in
1948 in Genoa, Italy. Today, it is a
leader and revered brand name
in Europe’s cruise industry.
Costa Group's parent
company, Carnival Corporation
& Plc, is the largest cruise
company in the world with
a 45% market share of the
world’s 22 million cruise guests.

INNOVATIVE PRODUCTS
One of the most successful
brands in Asia’s tourism
industry, Costa Cruises is
best known for its unique
Italian touch based on Italy’s
finest concepts in hospitality,
gastronomy, design, leisure
and entertainment.

In 2015, it introduced the
first 86-day round-the-world
cruise customised for Chinese-
speaking guests, setting a new
milestone for Asia’s tourism
market. The much anticipated
follow-up is a 46-day South
Pacific Islands cruise departing
from Tianjin to be launched
this year.

:

.
H

“We are confident that

China will become one
of the most pre-eminent
cruise markets. The
two new ships that will
be tailor-made for the
Chinese market will
further enhance our

Asiafleet and provide

Chinese travellers with
avariety of vacation
options and experiences
to meet growing demand
across all segments of
the market”.

Mr Buhdy Bok
President
Costa Group Asia

Making history: Costa Allegra and Costa Classica in Shanghai in 2009, when Costa Cruises Asia played a key role in the opening of the Shanghai Port International Cruise Terminal.



10 YEARS IN ASTA
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TTG Asia Advertorial

Not your usual cruise: A new brand of luxury onboard Costa neoRomantica, scheduled to begin service in Asia in 2017.

A PIONEER IN ASIA

2006 - Costa’ first Asia-based ship Costa Allegra (28,500 gross tonnage;
1,000 passengers) began sailing from Hong Kong on April 30 after
a 12-million-Euro revamp. Shanghai became its first homeport on
July 3, offering cruise itineraries to Korea and Japan.

2006 - Costa Allegra became the first international cruise ship to
introduce regular cruise itineraries from a home port in China,
ushering in the "home port era” for Asia’s cruise industry.

2008 - Costa Allegra celebrated its 100th cruise in Asia. Its arrival in
Shanghai was timed to coincide with the opening of the new
Shanghai Port International Cruise Terminal.

2009 - A second ship, Costa Classica (53,000 gross tonnage; 1,680
passengers), was deployed to Asia. This raised Costa’s capacity to
85,000 berths with departures from Singapore, Shanghai, Tianjin
and Hong Kong.

2010 - Costa Romantica (53,000 gross tonnage; 1,680 passengers)
replaced the Costa Allegra and joined her sister ship Costa Classica
in Asia, and together brought more than 50,000 additional tourists
to the region.

2012 - Costa Victoria (76,000 gross tonnage; 2,394 passengers) deployed
to Asia, boosting passenger capacity by 40%. It replaced Costa
Classica, offering departures from Singapore, Shanghai, Hong Kong,
and Tianjin.

2013 - Costa Atlantica (85,700 gross tonnage; 2,680 passengers) joined
Costa’s Asia fleet, boosting passenger capacity by 90%, offering
departures from Singapore and Shanghai.

2015 - Costa Atlantica began its first 86-day, around-the-world cruise from
Asia on March 1, 2015, customised for Chinese-speaking guests.

2015 - Costa Serena (114,500 gross tonnage; 3,780 passengers) arrived in
Asia in April, boosting overall capacity by 70%.

2016 - Costa Fortuna (103,000 gross tonnage; 3,470 passengers] arrived in
Asia in April, boosting overall capacity by 38%. It was the fourth ship
in Costa’s Asia fleet.

2016 - The launch of Costa’s 46-day South Pacific Islands cruise departing
from Tianjin.

2016 - Costa Group announced two new ships to be built for the Chinese
market.

2017 - Costa neoRomantica (56,800 gross tonnage; 1,800 passengers) to
join Asia fleet.

Costa Cruises in Asia are designed to be
“ltaly at Sea”, offering guests a holiday
experience enriched by the best of Italy in terms
of hospitality, gastronomy, art, music, design,
entertainment and leisure activities.

Executives from Costa Cruises as well as parent company Carnival
Corporation, including Michael Thamm, CEO Costa Group (fourth from left) at
Italian shipbuilder Fincantieri to announce Costa Cruises’ order of new ships.

EYE ON THE FUTURE

Costa neoRomantica, the fifth ship to join Costa’s Asia fleet, is
scheduled to arrived in April 2017. It will be refurbished while
in Shanghai to enhance its “Italy at Sea” appeal.

2019 and 2020 will see the arrival of two new ships
customised for the Asian market, the Costa Group
announced in April 2016. Italian shipbuilder Fincantieri will
be building these two new ships at the company’s shipyards
in Manflacone and Marghera. The ships are both 135,500 in
gross tonnage and have a capacity for 4,200 passengers and
represent an investment of more than 6 billion Euros.

Michael Thamm, CEO of the Costa Group, said the new
order will help the company build the Chinese cruise market,
which will become the second largest in the world by 2020.

THE ASIA FLEET

Each of Costa Cruises’ ships
features a different theme, giving
guests many ways to immerse in
Italy’s rich culture and history.

M Costa Victoria is Asia’s first
“Fashion Cruise”, where style
and elegance is the focus. Guests
will discover Italian creativity and
artistry in everything from the
design of their cabins to the spa.

B Costa Atlantica is "Venice at
Sea” and spotlights the great city
of Venice through art and activities
such as the Carnival of Venice
party and Venetian mask painting
workshops.

B Costa Serena’s "Ancient Rome
at Sea” theme highlights Olympian
Gods and Roman mythology with
its sumptuous spaces, exceptional
Italian cuisine and wines, along
with high-tech entertainment such
as 4D cinema.

B The newly arrived Costa
Fortuna is a "Museum at Sea”,
complete with 4,860 artworks,
antiques and artefacts that
honour ltaly's seafaring history.

B Costa neoRomantica will be the
Sth ship added to its Asia fleet in
2017. The ship underwent a 90-
million-Euro transformation that
resulted in her relaunch in 2012.
The renovation added a Samsara
Spa, new categories of spa
accommodations, Wine & Cheese
Bar, Coffee & Chocolate Bar, more
staterooms and suites balconies.



Bedbanks

A whole sale of
the market

line technology, is ripe for yet another round of consolidation
as big players become more acquisitive while small and/or tra-
ditional players struggle to make it in a highly competitive industry.
The latest trigger is the sale of Hotelbeds (http://bit.ly/261FLD1I)
to UK private equity firm Cinven Capital Management and
Canada Pension Plan Investment Board, and that of Kuoni Group —
which owns GTA — to Swedish private equity firm EQT (http://bit.
ly/1UyCROe).

The hotel wholesale business, which has been unravelled by on-

e Hotelbeds
e GTA

e MetGlobal %
e Jravco 0 ] E
e JacTravel :_L-_

h /Q> Bedsonline

Asiatravel.c n

With new ownership flushed with funds, both Hotelbeds and
GTA have made no bones of their intention to expand market share
through further investment in IT, tapping growth in Asia and other
markets, and consolidation in the wholesale accommodation sector.

The accommodation industry itself, on the other hand, is being
rocked by the consolidation of global hotel chains, the dominance of
the sharing economy and the increasing size of Priceline and Expe-
dia, all of which promise a good round of marry-making in both the
hotel and intermediary sectors in the months to come.

BOOK ONLINE
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Marry-making
So how will the hotel wholesale business
be further remade?

Once upon a time, hotels worked with
specialist wholesalers who gave them
access to markets they cannot reach di-
rectly. Wholesaler contracts also enabled
hotels to forecast occupancy patterns and
generate volume business, especially for
those with high inventory.

However, this system has been chal-
lenged by both B2B online distribution
channels with cheaper cloud-based tech-
nology and B2C digital platforms. The
former include the likes of Hotelbeds,
GTA, Bedsonline, Travco, MetGlobal and
JacTravel, while the usual suspects in the
latter include Agoda, Expedia, Hotels.
com, Trivago, Booking.com and, for good
measure, throw in sharing economy giant
such as Airbnb and B2B2C players like
Asiatravel.com, which has added transfers
and sightseeing into its offerings.

As a result, the market has splintered in
many directions.

B2B platforms have spun off many new
white-label online wholesale or online re-
tail operators — for example, MetGlobal
powers HotelsPro.

Some of the new players are started by
people in technology, not travel, in the
hope of being acquired in three to five
years after operation, observed Judy Lum,
group vice president sales & marketing of
Tour East.

“Their objective to start a travel distri-
bution channel is different from people
who want to provide enjoyable holiday
experiences; nevertheless, they seem suc-
cessful,” she said.

Some traditional wholesalers have
blurred the lines by building their own
bedbanks, creating another variant in the
sector.

For example, within Indonesia’s Anta-
vaya Group is the AntaVaya Hotel Res-
ervation System, a bedbank for its retail
agent partners and corporate clients. It
is for “convenience”, said director Bagus
Priatna, as clients have their own login
and password to book a hotel from their
own office. It is also attractive as they have
credit terms instead of instant payments
when booking through an OTA.

Other traditional wholesalers remain
indigenous and compete by packaging
more complicated products comprising
flights, accommodation, transfers and day
tours. These are usually small players with
loyal clients.

Niklas Andreen, Travelports senior
vice president & managing director for
hospitality, car and partner marketing,
observed: “Their historic model of allot-
ments and prepaid dedicated inventory
is becoming replaced by models such as
dynamic discounts of BAR. Many of
them are becoming specialists or consoli-
dating to have global coverage by plugging
in other companies. In summary, they now
compete in a new bedbank landscape.”

But fragmentation is not necessar-
ily as negative as the word connotes. Said
Lee Choon Loong, president and CEO of
DiscoveryMICE, Malaysia: “The whole-
sale market is indeed fragmented but in
a positive way, as each wholesaler finds its
own specialisation in reaching out to and
integrating with tour operators.

“There are online wholesalers who of-

fer a large inventory of hotels worldwide
with instant confirmation; wholesalers
with XML connection to partner hotels
inventory to which tour operators can ac-
cess last-minute distressed inventory and
discounted dynamic rates; and last but not
least, traditional wholesalers with room
allotments who package hotels usually
with airport transfers.

“The market is equally (splintered).
The wholesale industry merely seeks to
deploy different strategies and approaches
in meeting tour operators’ requirements,”
said Lee.

Yet, it is this very shaken-and-stirred
market that opens opportunities for con-
solidation.

Ivan Walter, CEO, GTA, told TTG
Asia:“The market is so huge. There are a
lot of small players out there that are in-
volved in intermediary accommodation
and destination services distribution.
They can be small bedbanks or DMCs
that have no differentiated value proposi-
tion — purely selling hotel rooms, which
we think is not sustainable.

“So the market today is not dominated
by a couple of bedbanks. In fact, it is very
fragmented and is in the hands of hun-
dreds if not thousands of small individual
players. Thus, there are lots of opportuni-
ties for consolidation.”

Why consolidate?

Said Walter: “It’s crucial today for any B2B
or B2C player to have relevance, and that
relevance has to do with a certain size, ne-
gotiating power with suppliers and clients,
global footprint and scale.”

There are also other forces at play. Ob-
served Manuel Ferrer, chairman & founder
of Olea Consultancy Asia, who previously
headed Hotelbeds in the region: “What
is really changing in this industry is the
growth and size of Priceline and Expedia.
They are already entering the B2B business
and I have no doubt they will grab a part of
the business of current B2B players.”

Ferrer also foresees a transformation
of the hospitality sector. “This industry
has changed minimally over the past dec-
ades, much less than any other industries.
But now it will change fundamentally
because many clients want products that
they don’t offer and, whether fair or not,
the competition from the likes of Airbnb
or Zizaike.com is forcing them to change,”
said Ferrer.

Chains too, have stepped up efforts to
get more direct bookings of late, while
M&As in the sector, such as Marriott In-
ternational buying Starwood Hotels &
Resorts, are being done partly to fend off
dominance of OTAs and to harness more
direct bookings from loyal guests.

“Towards this end, the large hotel
chains backed by strong management
companies will continue to sell direct to
end-consumers. This will ultimately result
in stagnant growth of the B2B market seg-
ment,” pointed out John Chan, business
development director of Kris Internation-
al Traveltours, Malaysia.

DiscoveryMICE’s Lee added: “While
the total number of tourist arrivals have
exceeded over one billion worldwide, the
number of OTAs has not increased (pro-
portionately). In the future, I envision that
large hotels chains with similar brand char-
acter would consolidate than compete.”
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The wholesale accommodation market is ripe for another
round of consolidation. Raini Hamdi, Paige Lee Pei Qi,
S Puvaneswary and Mimi Hudoyo explain why

There's a place for
everyone, say hoteliers

Andy Khen, executive director,
L Hotels & Resorts and The
Shanti Collection Bali

My discussions with conventional wholesalers
showed they were feeling the pressure from online
players. However, hotels like us still deal with both
conventional wholesalers and bedbanks. We

need offline wholesalers to boost occupancy as
online booking is usually last-minute — three

days or even less lead time.

There are so many channels of distribution.
Each has its own strength and we need to be in
many channels to capture the business.

To compete with regional and global players, homegrown bedbanks
must not only grow their inventory, but invest in the latest technology
all the time, do a lot of promotions and also invest in people: dedicated
account managers that work (with the hotels to find ways to) generate
roomnights.

Bernold Schroeder, CEO,
Pan Pacific Hotels Group

We work with many different business part-
ners from corporate travel agents and MICE
businesses with large incentive houses to
OTAs and bedbanks. As a hotelier, I don’t
just depend on one segment, as I have to
manage my risks.

Vivi Herlambang, director — sales
marketing and business develop-
ment, Sahid International

The conventional hotel wholesalers still survive de-

spite the competition from bedbanks and OTAs. Each

ofters a different business proposition that we need,

besides our own brand website. We cannot rely

only on one or the other. That is how fragment-
ed the market is.

One of the reasons we still deal with tradi-
tional wholesalers is because the rooms are bought in advance. This gives
us certainty on room sales at a flat rate. The online players, on the other
hand, gives us the liberty to make changes on room allotments and prices
according to the dynamism of the market at any given time.

-
%

Patrick Fiat, general manager,
Royal Plaza on Scotts, Singapore

Traditional hotel wholesalers are still in business
and they have expanded their business to keep
up with the competition by focusing on online
distribution channels with dynamic systems.

The distribution landscape is ever-changing,
thus there is no hard and fast rule as it is largely
dependent on the strategies of the brands. The
key for hotels is to gain an in-depth under-
standing in order to use these
booking funnels to influence
conversions.
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THAILAND ===

By Nicholas Yong

Pornthip Hirunkate

Deputy CEO and managing director,
Thailand, Destination Asia

Common family travel configurations
Beach resorts used to be favoured by and
newlyweds and couples, but are now pop-
ular among families as well.

Accommodation preferences Families
with younger children typically prefer ad-
joining rooms; family suites and villas are
not a popular option.

Length of stay Six nights on average for
European families, who typically stay in
the same hotel. Asian travellers usually
stay two nights over a weekend or long

public holiday.

Top activities Island-hopping tours rank
high, being readily available for purchase
at resorts or in the vicinity.

Adults opt for spas and Thai massages
whereas the younger ones enjoy more ad-
venturous activities such as kayaking, div-
ing, ziplining and ATV riding.

Most valued amenities The swimming
pool — many families decide on accom-
modation based on the availability of one.

Top beach resort spots Phuket still reigns
for its diverse resort types and prices. Sam-
ui is also popular while Hua Hin attracts
Europeans, especially Scandinavians.

On the radar More remote beaches such
as Khao Lak and Koh Lanta.

Watcharaporn Phiewkaow
Managing director, Discovery Holidays

Common family travel configurations
We most frequently see couples with few
children. Newlyweds, honeymooners and
couples celebrating their wedding anni-
versaries are also significant segments.

Accommodation preferences Common
requests are for adjoining rooms or two-
bedroom suites, but private luxury villas
are generally not popular with families.

Length of stay Europeans stay at least 10
days as they like to relax in the resort and
enjoy the facilities, compared with Asians
who usually stay three to five days.

Top activities Banana boat rides and
snorkelling are a hit while diving is more
common for families with older kids.
Teenagers love more adventurous activi-
ties such as parachuting or kayaking.

Most valued amenities Swimming pools
rank high as they allow parents and chil-
dren to spend time together.

Nanny service and activities offered at
kids’ clubs are important since parents,
especially European ones, want to be able
to have quiet moments at the pool or spa.

Top beach resort spots Phuket continues
to top the list. Travellers who prefer desti-
nations closer to Bangkok tend to choose
Hua Hin. And for newlyweds and higher-
yield families, Samui is the top choice.

On the radar Ecotourism is an emerging
choice among families and more married
couples are seeking meditation retreats.
They tend to choose less commercial areas
like Khao Lak and Ranong.

MALAYSIA &=

By S Puvaneswary

Uzaidi Udanis

General manager, Vacasia Tours & Travel

Common family travel configurations
We see smaller families from longhaul
markets. Asian and domestic travellers are
more likely to include extended family, in
group sizes of eight to 10 pax.

Accommodation preferences Travellers
from the US and Europe choose boutique,
upscale resorts in secluded areas whereas

Asians and Malaysians favour accessible,
busy locations with nearby food options.

Requests for adjoining rooms are com-
mon except when it comes to domestic
travellers, who tend to squeeze as many
people in a single room as possible and
request for extra beds.

Length of stay Six nights for longhaul
travellers; two to three for Asian travellers.

Top activities Food is a priority for locals
and Asians; Singaporeans and Indone-
sians in particular will do their research
online on restaurants to visit. Relaxing by
the beach or pool and trekking are more
common among European families.

Most valued amenities Longhaul travel-
lers enjoy resort facilities and utilise kids
clubs more so than Asians and locals.
Children’s pools, snorkelling and island
visits are important across markets.

Top beach resort spots Langkawi is most
popular among longhaul travellers as it is
easily accessible from Kuala Lumpur. Re-
dang, Tioman and Sipadan are popular
among those who dive and snorkel.

On the radar Tanjong Jara Resort, an au-
thentically Malay beach resort in Tereng-
ganu, is comfortable, luxurious and offers
excellent service.

Arokia Das

Senior manager, Luxury Tours Malaysia

Common family travel configurations
Asians tend more to travel with extended
families of six to eight pax, versus small
families of two to three pax for Europeans.

Accommodation preferences Adjoining
rooms are favoured across markets.

Length of stay Malaysians prefer short
weekend trips, while Asians stay an aver-
age of three nights and longhaul travellers
at least five nights.

Top activities Longhaul visitors usually
take a half-day tour and explore on their
own the rest of the time or relax by beach-
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Clockwise from above: Tanjong Jara Resort in
Terengganu; Hyatt Regency Hua Hin; Capella
Singapore

es and pools. For locals and Asians, shop-
ping and sightseeing are top priorities.

Most valued amenities Separate pools
for kids and adults are appreciated. Kids
clubs are also welcome, likewise for bicy-
cle, snorkelling and kayak rentals.

Top beach resort spots Langkawi, due
to its accessibility and aggressive promo-
tions. Kota Kinabalu is popular with long-
haul, South Korean and Japanese tourists.

On the radar The new St Regis Langkawi
is a luxurious property with great service.

INDONESIA ™=

By Mimi Hudoyo

Hasiyanna Ashadi Koestoer
Managing director, Marintur Indonesia

Common family travel configurations
Families from South-east Asia and the
Middle East usually come with their ex-
tended families, including grandparents,
cousins, parents’ siblings and their fami-
lies. Middle Eastern families may include a
family head with two wives and their kids
and sometimes the kids’ nannies come
along too.

Accommodation preferences These
range from three- to four-star properties,
and even up to five-star ones or villas for
Middle Eastern travellers.

Length of stay Between four and 10 days.

Top activities When not with their chil-
dren at the swimming pools and play-
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grounds, parents are usually at the spa or
out shopping. In Bali, families will visit
places such as safari park, monkey forest
and temples together.

Most valued amenities Kids club, multi-
ple pools and a location close to the beach
and places of interest. Many families re-
quire child-care services.

Top beach resort spots Bali is still top
and by far the most family friendly.

Ratna Subrata

External relations manager,
Happy Trails Indonesia

Common family travel configurations

The family market for us comes from
Germany and the Netherlands, usually
comprising parents with two or three kids.

Accommodation preferences Families
with kids 10 years or younger prefer fam-
ily rooms or connecting rooms.

Length of stay European families usually
visit during their summer holidays, with
Bali as part of the 21-day Java overland
package. The length of stay in Bali is be-
tween two to three nights.

Top activities Cooking, kite making and
Balinese offering making classes are pop-
ular. Some families opt for soft treks and
tree-top adventures. Day cruises to Lem-
bongan are also popular.

Most valued amenities Kids’ pools are
important to many families. Playgrounds
are a plus point but not mandatory.

Top beach resort spots Bali.

On the radar Lombok and Gili Islands
have the potential to become family travel
destinations. Gili Trawangan, for example,
attracts families with teenagers.

PHILIPPINES 3B

By Rosa Ocampo
JP Cabalza

Managing director,
Cencorp Travel and Tours

Common family travel configurations
Family travel is no longer confined to im-
mediate family members and it is now
common for family friends to tag along.

Accommodation preferences Many
choose adjoining hotel rooms. Villas are
preferred for newlyweds seeking privacy.

Length of stay An average of five days for
families from Asia, and at least eight for
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With multi-generational family vacations on the rise, beach resorts

that cater to a wider variety of guests, ages and interests are

becoming more valued than ever, travel agents tell TTG Asia

those from Europe, the US, the Middle
East and Russia.

Top activities For kids, water activities
like banana boat and kids’ pools are a hit.
Wi-Fi is now a must for both adults and
kids.

Most valued amenities Resorts should
be self-contained — with pools for kids
and adults, a good blend of local and in-
ternational cuisine, and tours offered by
both the property and tour operators.

Top beach resort spots Boracay and
the Cebu/Bohol combination are most
sought after. Palawan is also popular, with
Puerto Princesa, Honda Bay, El Nido and
Coron being main attractions.

On the radar Siargao and Aurora are be-
coming buzzwords for surfers, while Bicol
and Bohol are destinations to watch ow-
ing to their other offerings in addition to
beach activities.

Two Seasons Coron Island Resort and
Spa and Huma Island Resort, both in Pal-
awan, are family-friendly properties with
extensive facilities.

Fe Abling-Yu

General manager, Arfel Travel and Tours

Common family travel configurations
Family travel is no longer confined to a
couple and their children but expanded to
the so-called “affinity group”, comprising
extended family of grandparents, friends
and even domestic helpers. The affinity
group is increasingly common for wed-
dings of other nationalities.

Accommodation preferences Adjoining
or adjacent rooms are common prefer-
ences. Villas normally appeal more to
honeymooners.

Length of stay A minimum of one week.

Top activities Kids enjoy water sports.
On-site resort offerings such as cooking
lessons keep the adults busy.

Most valued amenities Multiple pools,
beach activities and entertainment.

Top beach resort spots Boracay is top.
As well, Cebu combined with Bohol is
affordable, whereas Davao sells due to its
food plus the Samal Island and Eden Na-
ture Park.

On the radar The all-inclusive Henann
Resort Alona Beach in Panglao, Bohol is
very family-friendly with several swim-
ming pools and a combination of villa
and resort rooms.

SINGAPORE ==

By Paige Lee Pei Qi

Jaclyn Yeoh

Managing director, Siam Express

Common family travel configurations
Multi-generational family travel is be-
coming common, but more typical is
small families (a husband, wife and chil-
dren) or two couples.

Accommodation preferences Deluxe
room, suite and villas.

Length of stay Two or three days — the
typical duration for a stay in Singapore.

Top activities Spas for couples and sea

sports for adventurous children.

Most valued amenities Swimming pools
and beaches for family activities.

Top beach resort spots Capella Singa-
pore and W Singapore Sentosa Cove.

Ram Samtani
General manager, Ramesh Travel Service

Common family travel configurations
We see (various) combinations — parents
with children as well as multi-generation-
al families, especially given the trend of
families celebrating milestone birthdays
or anniversaries together.

Accommodation preferences There’s
now a higher demand for villas to fit fami-
lies altogether.

Length of stay Three nights are the norm.

Top activities Families with kids look
to relax over beach activities. For three-
generational groups, food is very impor-
tant and they seek cultural excursions
too.

Most valued amenities Kids clubs and
swimming pools.

Top beach resort spots Sentosa.

VIETNAM Y&

By Xinyi Liang-Pholsena
Tran Gia Bach

Regional general manager,
Buffalo Tours Vietnam

Common family travel configurations
Small families taking advantage of public
and summer holidays are common.

Accommodation preferences Younger
families travelling with children prefer
connecting rooms. Multi-bedroom villas
with private pools are popular with multi-
generational families.

Length of stay Local families tend to
take multiple short vacations, so a typical
stay might be 4D3N, just enough time to
unwind but short enough to not disrupt
their routines. Foreigners (do not neces-
sarily stay much longer at a single resort)

Kids’ amenities at Angsana Velavaru

as they often visit multiple cities at a go.

Top activities The all-inclusive concept
hasn’t caught on in Vietnam; travellers
like the freedom of going off-property to
explore the surrounding areas.

Most valued amenities Swimming pools
are always a big hit.

Top beach resort spots Nha Trang has
long been Vietnam’s top beach destina-
tion. Danang is also popular, with its
own international airport and a spot on
TripAdvisor’s 2015 list of must-go places.
Halong Bay, Phan Thiet, Phu Quoc and
Con Dao are also popular.

On the radar Victoria Hoi An and Vic-
toria Phan Thiet are consistently among
the top rated. New luxury resorts to watch
are Amanoi, Fusion Maia and Naman Re-
treat, etc.
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AUSTRALIA §

By Rebecca Elliott
Robyn Eddy-Ellis

Travel consultant, Flight Centre Brisbane

Common family travel configurations
The traditional family unit of parents and
kids is most common, but there is a big
trend towards multi-generational holi-
days, which see families travelling with
grandparents, relatives as well as other
groups of friends and their families too.

Accommodation preferences I frequent-
ly book two-bedroom apartments for
families as this guarantees they are in the
same area while also affording privacy.

There is strong demand for adjoining
rooms, but we’re not always able to guar-
antee availability. Villas, holiday homes or
self-catering apartments are popular for
the space and luxury aspect.

Length of stay Week-long holidays are
most popular, but five days are common
for shorter trips to Cairns or Hamilton
Island.

Top activities Water sports are key as they
allow older kids to have fun while spend-
ing time with their parents. Half-day tours
are popular for families with younger chil-
dren.

Most valued amenities Kids clubs are
high on the priority list, and some parents
decide on which resort to book based on
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the starting age accepted at the clubs; like-
wise for nanny services.

Many parents also seek adult-only ar-
eas. Plenty of my clients choose resorts
based on whether it has a kid-free pool so
that they can enjoy some separate time.

Top beach resort spots Cairns and the
Whitsunday are great as they are af-

fordable and a manageable flight away.
Hamilton Island is particularly popu-
lar as it offers stay-pay and kids-eat-free
promotions, and the destination caters to
the whole family with a diverse range of
activities and accommodation options.
Of course, the Gold Coast is also a
great spot for families as it’s affordable
with cheap flights and a good range of

self-catered, apartment-style accommo-
dation.

On the radar The Reef View Hotel Ham-
ilton Island caters to multiple ages, has
a good selection of room types and of-
fers water sports. The Hamilton Island
Holiday Homes are also great as they can
accommodate large groups and provide
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golf buggies for getting around the island.

MALDIVES Y

By Feizal Samath

Shafraz Fazley
Managing director, Viluxor Holidays

Common family travel configurations
Families from the longhaul market com-
prise parents and kids, and occasionally
also grandparents or close relatives. Asian
families travel with one child or the couple
would bring their parents along.

Accommodation preferences All-in-
clusive resorts that include speedboat
transfers are the most booked. Longhaul
familes prefer interconnecting rooms
while Asians tend to book single-bed-
room accommodation.

Length of stay Seven days for longhaul
visitors and about four for Asian visitors.

Top activities For longhaul markets, par-
ents usually enjoy diving and spas while
their children partake in activities run by
the resort’s kids clubs. Asians like to enjoy
activities as a family, with fishing and ba-
nana boat rides as favourites.

Most valued amenities Familes value
kids clubs, pools and kids menus, while
babysitting services are requested by long-
haul travellers in particular.

On the radar Soneva Fushi Resort, Hidea-
way Beach Resort & Spa, Lux* South Ari
Atoll, Four Season Landaa Giraavaru, Taj
Exotica Resort and Spa, to name a few.

Shausha Aan Shafeeq

Director, sales & marketing,
Maldives Holiday Collections

Common family travel configurations
Asian families comprise parents, kids and
occassionally grandparents while long-
haul families travel with friends as well.

Accommodation preferences Most pre-
fer family suites and all-inclusive resorts.

Length of stay Asians, especially Chinese,
spend at least four nights while longhaul
travellers stay seven to 10 nights.

Top activities Skiing, banana boating,
diving and snorkelling as well as special
activities for children like those offered in
kids clubs and kids’ cooking classes.

Most valued amenities Families enjoy
hotel facilities while couples prefer their
private space and rooms.

Top beach resort spots Per Aquum Niy-

Pangulasian Island, an eco-luxury island
resort in El Nido, the Philippines
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ama Maldives, Banyan Tree Vabbinfaru,
Baros Maldives, Coco Palm Dhuni Kolhu,
JA Manafaru, Angsana Velavaru and W

Most valued amenities Restaurants
are valued by both Asian and longhaul
guests.

Maldives. Top beach resort spots Sanya, in Hainan.
On the radar Qingdao, which hosted sail-
c H I N A “ ing events during the 2008 Beijing Olym-
pics, may appeal to longhaul travellers Soneva Fushi Resort in the Maldives
By Caroline Boey seeking natural beauty.
Kris Van Goethem
Inbound and MICE director,
Thomas Cook China

Common family travel configurations
In general, the international demand
for China as a family beach resort desti-
nation is not high; this type of travel is
more popular for the domestic market.
Our main longhaul markets — the UK,
France, Italy, Spain and Germany — visit
China mainly for the culture and some
may stay at a beach resort at the end of a
tour.

ASEAN Tourism Forum (ATF) 2017
‘Shaping Our Tourism Journey Together’

TRAVEX (18 to 20 January 2017) is the key event of ATF 2017 that provides an
unparalleled opportunity to explore, negotiate and ink deals with prospective
buyers and sellers of ASEAN tourism products and services.

Accommodation preferences Our cli-
ents prefer luxury accommodation.

Length of stay Between three to five
nights and a bit longer in summer.

Top activities Relaxing in the resort and
enjoying its facilities.

Most valued amenities Good F&B with
international options and good service.

Top beach resort spots Hainan and San-
ya have good demand, though access is
still weak for the Western markets due to
the (lack of) direct flights.

On the radar Perhaps Qingdao and Xia- oy
men, but again access is an issue. . r [ =
Joy Liao T e T Y
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Sales director, inbound and MICE center, \ \ ' h : {Il_r . TN VY i
Century Holiday International Travel

Group

Common family travel configurations
Family travel is a small market for us as

Meet 1600 delegates, including Hurry & register before 31 July 2016

most customers visit China for its culture
and natural scenery. Family clients we
handle usually travel with grandparents
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and other relatives.

Accommodation preferences Usually
twin and double rooms, and occasionally
family or interconnecting rooms.
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contact the ATF 2017 TRAVEX Secretariat at
info@atf2017.com

online registration, visit

www.atf2017.com today.

Heldin

Organised by Official TRAVEX 2017 Organisers
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Destination Hong Kong

ith Hong Kong’s inbound

tourism having hit a few

major bumps in recent

years, stakeholders are tak-
ing a hard look at ways to propel the city
ahead of the competition and latch onto
the minds of visitors far and wide.

In the face of dwindling arrivals from
its top source market China, and rising
global competition, the Hong Kong Tour-
ism Board (HKTB) now seeks to pursue a
more balanced portfolio of visitorship by
allocating a bigger portion of its market-
ing budget to international markets.

Boosted by additional govern-
ment funding of over HK$200 million
(US$25.8 million) in the 2016/17 Budget,
HKTB will launch a new phase of the My
Time for Hong Kong global campaign in
the second half of this year.

The NTO hopes to maximise the expo-
sure of Hong Kong through international
and regional broadcasters and digital plat-
forms. As well, international events such
as Hong Kong Wine & Dine Festival, and
Hong Kong Cyclothon will be scaled up.

HKTB executive director, Anthony Lau,
said: “For shorthaul markets including
South-east Asia, we will collaborate with
local trade partners, hotels, and tourist at-
tractions to roll out Family Fun and Geta-
way to Hong Kong campaigns, targeting the
family and youth segments respectively.”

Various special packages will be intro-
duced as part of the Family Fun campaign
— first launched in South-east Asia in 1
March/April - to leverage school holidays
and weekends in individual markets.

| s - m:_irll__:.l | [
Added Lau: “Hong Kong is still a popu- i ; 3 "

lar and preferred stopover destination (for ‘ 4 [ - - | ', L 1

longhaul travellers). HKTB will continue ? T [

Issue of the day t appears the Hong Kong UNESCO Global Geopark, de-
spite being known in the scientific circles since 2009, will
remain one of the city’s best kept secrets and lay in wait off

the beaten track.
L o A ferry and a bus service were recently made available to the
VI S I t o r s e t a t a park — located in the Sai Kung East Country Park in the East and
North East New Territories — but at present they operate only on

Sundays and public holidays, placing limits on opportunities for

Greater access to Sai Kung is needed for agents to better more to discover the park. .
L. , . Since starting operations in January, the 160-seat Kaito Ferry
promote this hidden gem in Hong Kong. By Prudence Lui Service has been plying from Ma Liu Shui in Shatin to Lai Chi

Wo, a manageable walk to the geopark. The ferry leaves Ma Liu
Shui at 09.00 and returns from Lai Chi Wo at 15.30.

The 26-seat shuttle bus tour service was launched by the Sai
Kung District Community Centre in May 2016, taking just 40
minutes to travel from its terminus in Sai Kung Town to the East
Dam of High Island Geo-area.

Despite receiving “only a handful of enquiries” about the ge-
opark, Cary Chiu, general manager of PC Tours and Travel, is
certain the interest will grow.

“The new services are better than nothing, (but) what worries
me is the availability of seats. If the bus is packed it would be
a long wait for the next departure. If there isn’t regular public
transport, travellers may not consider going.”

Chiu played down the suggestion that the present situation
would encourage FITs to bypass agents to visit the park on their
own.

“Clients may approach us for a tour guide to accompany
them and we can even arrange transport from downtown to Sai
Kung... There is still a way for agents to survive,” he emphasised.

ATI Travel managing director, Richard Woss, commented: “I
will combine (the geopark attraction) with our hiking tours to
enhance the itinerary. Frankly, such nature themed tours (inter-
est) a very small market but the (improved) access is better than
nothing”

Meanwhile, developments are underway in the Sai Kung area,
with the Volcano Discovery Centre opening in Sai Kung Water-
H°“%IK°b"‘-|’gNESC?( front Park in 2014, and the High Island Geo-trail enhanced with

. visitor facilities including a boardwalk and information panels.
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its partnership with destinations in Pearl
River Delta and also explore opportunities
brought about by China’s One Belt, One
Road initiative to boost arrivals from long-
haul markets.”

General manager of Tour East Hong
Kong, Daniel Tam, welcomed the NTO’s
stronger focus on the international markets.

“Fee waivers extended to (more) over-
seas trade shows organised by the HKTB
this year (has translated to) bigger delega-
tions and collective efforts from the trade
to promote Hong Kong (against stronger

wide

marketing efforts from neighbouring des-
tinations like Macau),” he said.

Hong Kong Association of Travel
Agents (HATA) vice chairman Richard
Willis would like the HKTB, apart from fee
waivers at trade shows, to subsidise airfares
and accommodation for agents too.

Said Willis: “(Some HATA members)
argue that the industry is facing stiff com-
petition and high trade show expenses...
Singapore and Macau are already offering
agents free hotel nights and cash subsidies.”

Providing a snapshot of how interna-
tional visitorship has been performing,
Harbour Plaza 8 Degree Hotel recorded a
30 per cent growth in terms of roomnights
from major longhaul markets such as the
US, Canada, Australia, the UK and France,

What’s your outlook for inbound
business in the next 12 months?

Cary Chiu, gen-
eral manager, PC
Tours & Travel
We specialise in
the longhaul market

and this year’s

outlook is pretty bleak.

Hopefully, this would not

last beyond another 12 months. Leverag-

ing HKTB’s fee waiver for overseas events,

we took part in IMEX and a travel mission to

Australia.

Jenny May, man-
aging director,

The Destination

Management

Company
~lam not optimistic
I forthe rest of 2016

and 2017 is not looking
good either. | think the decline has a lot to do
with the worldwide coverage of the riots, the
disappearing booksellers and a government
that can’t seem to make decisions.

The government and HKTB should have
spent a lot more of their budgets on developing
new attractions for the Western market instead
of (focusing) on the mainland market which
comes only to shop. Look at what Singapore
has done and how their tourism has boomed!
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After suffering a fall in regional arrivals among other setbacks in recent
years, Hong Kong's inbound tourism is stepping up on destination pro-
motion efforts in international markets, writes Prudence Lui

and a six per cent increase from Japan,
South Korea, Singapore and other South-
east Asian countries, general manager
Christina Cheng told TTG Asia.

She said: “Guests from longhaul mar-
kets mostly prefer multi-destination
packages combining travel to major cit-
ies in China, Macau and other South-east

Asian countries.”

The hotel has its sights trained on the
international market by increasing the
number of triple and quad rooms to meet
growing demand from the family and stu-
dent segments, in addition to introducing
a halal menu for Muslim guests.

But to better tackle dipping tourist

numbers, HATA’s Willis opines that more
attractions are still needed for Hong Kong.

He said: “Many (regional travellers)
comment that it’s better to stay away from
touristy areas like Stanley. They want to
experience unusual events, (which means)
we can promote weekend markets in Kam
Tin and Quarry Bay”

Royal Plaza Hotel is located in the heart of Kowloon, Hong Kong, connected to Mong Kok East Station

and a shopping mall. The Hotel makes every effort to provide state-of-the-art facilities and attentive

service to create the best family getaway and make your stay feel like home away from home.

Recent hot picks not to be missed.
Book your stay with us now!

K Sun Hung Kai Properties

HOTELS

Family Fun Package

Getaway Promotion

Stay 2, Pay 1 in Plaza Suite

ROYAL PLAZA HOTEL
M ROB 5

2016“

BB
©©)

trapuay S

Recognised as the “No. 1 Hotel For

Families — China” by TripAdvisor

193 Prince Edward Road West, Kowloon, Hong Kong
Telephone: (852) 2928 8822
E-mail: rpsales@royalplaza.com.hk

www.royalplaza.com.hk
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Destination Hong Kong

NEWS IN A MINUTE

@ Hotel Stage @ Peninsula Academy

The 97-room Hotel Stage debuted in
Yau Ma Tei early this year, featuring
stylish rooms with large windows,
high-speed multimedia devices and
deluxe amenities.

Facilities include an all-day Ital-
ian restaurant, a creative hideout and
social space Muse, plus meeting and
function facilities for up to 150 peo-
ple. Club and Suite guests can enjoy
24-hour exclusive access to the Li-
brary Lounge.

Destination in numbers

10.9%

The percentage fall in total arrivals
in 1Q2016 to 13.7 million, with the
China market suffering the biggest
drop (15.1%)

6.2 million

Overnight visitor arrivals in 1Q2016,
marking a fall of 5.8%. Non-mainland

A new family-oriented activity at
The Peninsula Hong Kong’s Acad-
emy programmes is the paper lan-
tern-making workshop with a mas-
ter craftsman, who will introduce
the art of paper-lantern making and
share stories from his childhood.
Guests will then be taken on a tour of
a paper craft and joss paper shop, be-
fore learning how to make their own
personalised lantern in the shape of a

Peninsula pageboy hat.
1 2 ¥
k [
A - = Af

markets saw single-digit growth, with
highest growth from Vietnam (28.4%),
the GCC (24.6%) and the Philippines
(24.2%) respectively

86%

The average occupancy rate of hotels
for 1Q2016, 3% lower than the same
period in 2015. Average room rate

declined 9.1% to HK$1,292 (US$166)

ﬁ% HARBOUR PLAZA 8 DEGREES

Attained an array of international and local hotel and dining awards B 8 Degrees visual
stimulation ® 704 Tastefully designed guestrooms and suites B Alfresco bar & dining B
Over 6,300 sq. ft. multi-function space B Nearby Kai Tak Cruise Terminal and Mongkok
shopping area W Perfect for business, MICE and leisure travellers ® Outdoor swimming
pool and well-equipped Fitness Centre B Complimentary hotel shuttle bus

199 Kowloon City Road, Tokwawan, Kowloon, Hong Kong

Tel : +852 2126 1972
www.harbour-plaza.com/8degrees

Harbour Plaza 8 Degrees Limited

AMember of Harbour Plaza Hotels & Resorts

-
-

Suitable for groups of four to
eight pax, the workshop takes four
hours and must be booked at least
three weeks in advance.

Kai Tak Ferry Pier
Located at the former Kai Tak Air-
port fire station, the Kai Tak Ferry
Pier was launched in March 2016
to provide an additional option for
cruise passengers and visitors seek-
ing shore excursions via ferry.
Regular scheduled ferry services
between Kai Tak and Kwun Tong
Public Pier have also commenced,
operating from 09.30 to 18.15 on
weekends and public holidays.
Fares are HK$7 (US$0.90) for
adults, and free for children under
five.

The Pier Business Class Lounge
Cathay Pacific’s new business class
lounge has reopened at The Pier in
Hong Kong International Airport
last month. Located adjacent to Gate

MY WAY

W

| k .
Luke Lovegrove

Commercial director,
HK Express

What are the current challenges

in Hong Kong’s aviation land-
scape?

The greatest challenge is the lack of
slots at Hong Kong International
Airport (HKIA). It is essential for us
to improve aircraft utilisation so that
we can make the most efficient use
of our aircraft fleet. This will help to
keep costs down on a per seat kilo-
metre basis and in turn ensure we
can offer low fares.

But in order to keep this fine bal-
ance, we must have sufficient slots
to match our fleet growth. We are
working closely with HKIA and Civil
Aviation Department to ensure we
can continue our growth to meet the
demand from travellers.

65 in the airport’s north-west con-
course, the new 3,306m? lounge is
1,000m? larger than before, and of-
fers seating for 550 people.

The lounge also provides 14
shower suites and a relaxation room,
plus F&B outlets including The Food
Hall, The Noodle Bar and the brand-
new Tea House.

Rhombus International Hotels
Group
Rhombus  International ~ Hotels
Group has rolled out mobile handy
smartphones for complimentary
guest use. It affords guests unlimited
local and international calls (to Can-
ada, China, Singapore, South Korea
and the US), unlimited 3G mobile
internet access and other features.
The new service is available at Ho-
tel Panorama by Rhombus in Tsim
Sha Tsui, Hotel LKF by Rhombus in
Central, Hotel Bonaparte by Rhom-
bus in Wanchai and Hotel Penning-
ton by Rhombus in Causeway Bay.

If  had my way to improve
things, | would... find ways to
efficiently deliver more capacity
in our airport. Given the time
taken to get the third runway
operational, Hong Kong will
lose out to airports like Shenz-
hen, Guangzhou, and others in
the Pearl River Delta region.

Hong Kong must ensure that
the airport here is competitive
and remains the number one
choice for the 80 million people
who reside within two hours’
drive from it.

Capitalising on the travel
needs of this enviable catchment
is key to Hong Kong’s long-term
sustainable future. Aviation con-
tributes over HK$100 billion
(US$12.9 billion) each year to
Hong Kong’s economy — this is
simply too high to ignore.

We are working with ferry
and land transport providers to
offer a seamless connection from
locations in the Pearl River
Delta directly onto our flights.
We hope that this service will
be available from late summer
or early autumn. The airport is
helping us a lot with this as they
also see the potential and grow
the traffic going through their
sky pier terminal.

Working together across dif-
ferent industries and creating
collaborative ventures with part-
ners around the region are hence
instrumental in overcoming the
issues we face.


http://www.harbour-plaza.com/8degrees
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Destination Australia

Iready renowned as a holiday

haven with sandy beaches, the

Gold Coast now wants to estab-

ish itself as Australia’s biggest
shopping mecca with extensive upgrading
and redevelopment of major malls, which
will place the destination in good stead in
its pursuit of Asian travellers.

Pacific Fair Shopping Centre is set to
become the fourth largest shopping cen-
tre in the country when its A$670 million
(US$482 million) expansion is completed
this year. The expansion will also trans-
form the property from a regular shop-
ping mall into a designer destination
debuting brands like Givenchy, Gucci,
Hermes, Louis Vuitton and Prada.

Meanwhile, this year, the Australia Fair
Shopping Centre will brandish a fresh
look after a A$15 million revitalisation,
while Robina Town Centre’s A$160 mil-
lion expansion is expected to complete by
the end this year.

Harbour Town Gold Coast, which is
Australia’s largest outlet shopping centre
with more than 220 stores, is also cur-
rently undergoing a A$20 million ex-
pansion. New stores include brands like
Coach, Hugo Boss, Calvin Klein, Ralph
Lauren, and Australia’s first Victoria’s Se-
cret Outlet store.

Commenting on the rejuvenation of
the Gold Coast’s retail landscape, Tour-

ism Australia’s managing direc-

tor, John O’Sullivan, said: “The
unique thing about the Gold Coast

is that you've got an amazing beachfront
and coastline and good (shopping) prod-
ucts. The important thing is that the Gold
Coast can now provide a concentrated
premium shopping experience.”

The Gold Coast trade is also positive
that the city’s improved shopping offers
will make the destination more attractive
to international visitors, particularly those
from China.

The latest statistics from the Gold
Coast Tourism Corporation showed that
China was key to international growth in
recent years, with the number of Chinese
travellers reaching 242,000 in 2015, a 20
per cent increase from the previous year.

Last year, China was the Gold Coast’s
largest inbound market for visitor arrivals,
and also Australia’s largest market for total
spend and visitor nights.

George Liu, general manager of Gold
Coast-based Conrad Travel, said: “Asian
travellers, and the Chinese especially, like
to have at least one free and easy day for
shopping because they are always look-
ing to bring something home (from their
travels).

“The Gold Coast has never been known
as a shopping destination. But with these
new shopping malls it will be possible for
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Major malls in the Gold Coast are undergoing extensive
renovations to show tourists that the destination offers
more than just the sun, sand and sea. By Paige Lee Pei Qi

Not just a surfer’s paradise

The Gold Coast is busy sprucing up its retail infrastructure as it works towards
become a shopping paradise; Spit beach in Surfers Paradise pictured

A$1.2 hillion

The total international visitor
expenditure (equivalent to US$910
million) in the Gold Coast in 2015, up
20.6% from 2014

72.5%

The average hotel occupancy rate on
the Gold Coast in 2015, up two per
cent from the previous year

A$13 hillion

The estimated potential worth of the
Chinese tourism market to Australia
by 2020

us to include them as new products for
free and easy days in our itineraries,” Liu
added.

Similarly, Adeline Yeo, operation man-
ager of Perfect Tours Australia, said the
revamped shopping malls would attract
Asians.

“Previously, shopping in the Gold
Coast was more about the factory outlets.

But with premium brands entering the
market, we will be able to get a good mix
of budget and luxury shopping,” Yeo said.

She added: “The main complaint that
tourists give is the limited shopping hours,
since late-night shopping is only available
on Thursdays.”

Apart from shiny new malls, Jupiters
Hotel and Casino is also transforming un-
der a A$345 million refurbishment. One
of Gold Coast’s most significant hotel re-
furbishments, the property will soon wel-
come a new six-star 700-key hotel tower
rising 17 storeys in front of its existing
592-key hotel. The new tower is touted to
feature some of Australia’s most luxurious
accommodations, and is slated to be com-
pleted ahead of the 2018 Commonwealth
Games.

Meanwhile, the ongoing A$1.4 bil-
lion Ruby development — an integrated
residential and resort precinct in Surfers
Paradise — has also been hailed as another
game changer on the coastline. It will also
be ready to welcome guests in 2018.

Andy Indra, senior sales manager of
Experience Tours Australia, commented:
“These new infrastructure and shopping
attractions show that the destination is
doing a lot to improve itself and these will
definitely make it more attractive for us to
promote the Gold Coast beyond its sand
and sea”
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Issue of the day

Andres Ello/shutterstock
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w
Strawberry planting at a farm in
Wamuran, Queensland

No backing for backpacker tax

The tourism industry is concerned that the contreVersial tax will discourage
working holidaymakers to visit Australia when implemented. By Paige Lee Pei Qi

he Australian tourism trade is

worried that backpackers will

shun Down Under as a travel

destination and place the coun-

try at a distinct disadvantage to compet-

ing working holiday destinations like New

Zealand if a proposed backpacker tax
kicks in.

This new income tax on working holi-

daymakers — which taxes backpackers

about A$0.33 (US$0.24) for every dollar

earned — was due to start in July this year
and boost government coffers by an esti-
mated A$540 million.

However, following widespread criti-
cism and opposition by farmers and the
tourism industry, the controversial tax has
been suspended for six months until Jan-
uary 2017, pending a ministerial review.

Presently, like other workers, work-
ing holidaymakers do not have to submit
taxes unless their annual income is over

NEWS IN A MINUTE

@ Gold Coast Airport
The Gold Coast Airport has
embarked on a A$300 million
(US$222 million) upgrade, which
will see the construction of a new
three-storey international terminal
and four aerobridges ready by the
2018 Commonwealth Games.
Subsequent stages of the project
are slated to be completed in late
2018 and late 2020 respectively, and
include further enhancements to
the existing terminal building and
the addition of three wide-bodied
aircraft parking stands.

Jewel

Jewel will be the first beachfront
mixed-use development on the Gold
Coast in over 30 years. Constructed
to the tune of A$970 million, the
three-tower property will have 512
apartments, a six-star hotel with 171
rooms and several luxury retail pre-
cincts when completed in 2018.

China Eastern Airlines
From December 16, 2016, China
Eastern Airlines will introduce daily
flights on an Airbus A330 aircraft
between Brisbane and Shanghai,
a boost to the originally planned
thrice-weekly service that was due to
launch in November 2016 between
Queensland and China.

Currently, the airline only operates
a seasonal service between Shanghai
and Cairns.

Kurrawa Terrace
Gold Coast’s first permanent beach-
front venue, Kurrawa Terrace, is now
available to host outdoor events.
The A$1 million project, funded by
the City of Gold Coast and the State
Government as a Commonwealth
Games  Legacy  Project, can
accommodate 150 seated guests or
350 cocktail-style, with additional
space available at the adjacent beach
area.

A$18,200.

The National Farmers’ Federation wel-
comed the delay of the tax and called for a
permanent solution.

Said the federation’s president, Brent
Finlay: “Backpackers are an integral part
of the Australian agricultural workforce.
We must make sure they have every rea-
son to come here to work, and to spend
valuable tourism dollars in our regional
communities.”

© Multiple-entry visas for Indians
Australia has announced plans to
introduce a new three-year multi-
ple-entry visa for Indian travellers.
Scheduled to be rolled out on a trial
basis by July 2016, this new visa will
allow Indian holidaymakers to en-
ter Australia multiple times on the

Andy Indra, senior
sales manager,
Experience
Tours Australia
We should
increase aware-
ness of the self-
drive programmes
available to attract
repeat visitors to (venture) beyond the usual
attractions. (I believe) the city outskirts city
will be very appealing (to this demographic).

According to Tourism Australia’s man-
aging director John O’Sullivan, the coun-
try sees about 185,000 backpackers of the
7.4 million total international visitor ar-
rivals every year.

When asked about the significance
of Dbackpacker tourism to Australia,
O’Sullivan said: “This (backpacker) group
is quite a small group but they stay for a
long time in the country and are valuable
in (terms of) expenditure. Also, they are
very important to the workforce as they
work in various tourism industries like
hospitality.”

He added: “The government is aware of
industry concerns and is working on it.”

Meanwhile, Australian Tourism Ex-
port Council’s managing director, Peter
Shelley, said in a statement: “We wel-
come the postponement of this tax and
the willingness of the government to
look at ways to improve Australia’s back-
packer offering, but remain concerned
by the continuing uncertainty created by
the delay.

“With a review scheduled for early 2017,
it leaves backpackers considering an Aus-
tralian (working) holiday unsure of what
to expect and this will only further encour-
age them to consider an alternative such as
New Zealand or an Asian destination.”

Shelley also urged the government to
go beyond addressing labour needs in its
review of the tax.

“It must also look at the tourism indus-
try and the negative message we are send-
ing to the international visitor market,” he
added.

same visa, with each stay valid for up
to three months. This trial applies to
eligible applicants visiting Australia
for tourism and business.

HRS

Corporate hotel booking platform
HRS has expanded its global portfo-
lio by investing in The Lido Group,
an Australian business travel special-
ist.

This marks the OTA’s first foray into
the Australian market, the seventh
largest corporate accommodations
market in the world.

The Lido Group is a corporate
and government accommodation
aggregator and provider of integrated
payment solutions. It has about 6,700
Australian hotels in its portfolio and
its network includes both large cities
and more remote locations.

What else does the Gold Coast need
to do to promote tourism?

George Liu,
general man-
ager, Conrad
Travel
There can be
more destina-
1 tion promotion
on Asian TV
programmes because
it will capture the interest of potential
travellers and attract them to the Gold
Coast.
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Jane Kingston
Director of sales & marketing,
Watermark Hotel Group

What are your current challenges?

As the Gold Coast is a popular tran-
sient destination for youthful workers,
skilled personnel can be rare. As such,

employers face continual challenges to
maintain the standard and consistency
of service that many discerning travel-
lers expect.

Consumers’ expectations are also
changing, some having extraordinarily
high expectations for a low price.

Accompanied by social media chan-
nels that support a voice that once
would not have been heard, the hos-
pitality world is consistently under the
microscope. This may be a good thing,
provided the platform that the con-
sumer uses (conveys his/her honest
feedback and reviews).

If | had my way to improve things, |
would... continually maintain (hotel)
properties to the standard that ho-
teliers would like to present and feel
proud of.

However, some owners do not wish
to reinvest money without a significant
return on investment, thus properties
often look tired and are left until a ma-
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jor refurbishment is required.

Also, compared with other destina-
tions, we lack the true definition of a
luxury hotel on the Gold Coast. While
some facades can be appealing, the in-

Gold Coast’s coastline

frastructure to meet the expectations
of the consumer and delivering con-
sistent service excellence is often im-
pacted by high labour costs, transient
personnel and the lack of experience.
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Paige Lee Pei Qi is captivated by the sweeping bird's-eye view of Queens-
land’s hinterland as she soars high above ground in a hot-air balloon

WHAT A hot-air balloon ride in the Gold
Coast has been hailed as the best way to
view Queensland’s picturesque hinter-
land, where one would soar up to an alti-
tude of 3,000 feet (914m) and float against
the unbeatable backdrop of the rising sun.

WHY I learnt that hot-air balloon flights
are usually timed at dawn because it pro-
vides the optimum weather condition for
launching balloons. As well, the balloon-
ing industry in Queensland is known for
its reliable hot-air balloon departures.

HOW With our eyes barely open, we
groggily left the hotel located in Surfers

Paradise at an ungodly time of 04.00.
It took us approximately 90 minutes to
reach Beaudesert, a town in the Scenic
Rim Region, where half-inflated hot-air
balloons were waiting for us.

As the massive balloons started to fill
up — the balloon’s peak was about 10 sto-
reys high — we clumsily climbed into the
basket. It was then reality hit me: we were
going to float in the sky!

I was intrigued by the manoeuvring
techniques of the hot-air balloon. There
was no steering wheel or engines involved
as we gently drifted upwards from the
ground. The pilot explained to me that
warmer air rises in cooler air, hence he

had to fire the burner at regular intervals
throughout the flight to ensure that the
balloon remained stable. The direction
the balloon takes, however, was depend-
ent on the wind conditions.

As we gradually lifted into the skies,
the stunning landscape unfolded be-
fore my eyes. The view was made even
more dramatic as the golden rays of the
sun spilled out from behind the fluffy
clouds. In a mere 15 minutes, we had
already soared to a height of 3,000 feet.

The majestic view of the hinterlands
from above was simply breathtaking. I
wish that time could come to a standstill
as I allowed my eyes and mind to soak

in the tranquillity of the panorama that
unfolded before me.

VERDICT I would gladly wake up at
04.00 to do this all over again in a heart-
beat. Thirty-five minutes in the air was
just too short.

Rates From AU$280 (US$208) per adult
(including breakfast and champagne at
O’Reillys Vineyard)

Contact details

Tel: (61) 1300 76 6887

Email: goldcoast@hotair.com.au
Website: www.hotair.com.au


mailto:goldcoast@hotair.com.au
http://www.hotair.com.au

AN A ANNNAAANNENNENENNNNNANSNNNNNNNNNNNAANNNNNN NN NN NNNNNNAANAAAAANNRNNNANNAAAAANANNAN

Connect

July 2016 TTG Asia 30

ICYMI: Tune in to what's been going on at
ttgasia.com and the social media space

B TOURISM DATA

Budget carriers are known to charge a premium for in-flight food and drink items, but
by how much more? These numbers may astonish you
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Bottled water (330ml) Cup noodles Instant coffee Chips (40g) Tea sachet

S$8 (US$5.90) in-flight S$5 in-flight S$4 in-flight S$4 in-flight S$4 in-flight
S$3 supermarket S$1.70 supermarket $$0.45 supermarket $$0.90 supermarket $$0.06 supermarket

962%
markup

3171%
markup

900%
markup

344%
markup

4,344%
markup

Data provided by Kayak.sg reflects average prices charged by Tigerair, Jetstar Asia, Scoot and AirAsia in comparison to prices of the same
products found in supermarkets. AirAsia prices were found to be significantly lower than the three other LCCs.

B \WHO'S SAYING WHAT
6 Instagram

Thailand’s tourism minister Kobkarn Wat-
tanavrangkul and TTG Asia deputy editor
Xinyi-Liang Pholsena at Thailand Travel Mart
Plus 2016. #ChiangMai #tradeshow

ASEAN tourism ministers and top executives
linking hands at the opening ceremony of the
very-first ASEAN Ecotourism Forum, held in
Pakse, Laos. #ASEAN #ecotourism

Singapore agents being awarded by Royal
Caribbean aboard the Ovation of the Seas for
helping make the ship’s inaugural itinerary a
sold-out affair. #0vationoftheSeas

B \WE LIKE Snippets of happenings good and bad surrounding the travel trade

JAPAN AIRLINES SERVES HALAL FOOD
Beginning last month, Japan Airlines (JAL) has
begun serving halal meals aboard all outbound
international flights from Japan. The carrier had
been serving halal certified meals as special
requests but will now provide them regularly after
recently receiving approval from the Japan Islamic
Trust for the whole processing of Muslim meal menus. All JAL flights
from Kuala Lumpur and Jakarta will also offer halal cuisine.

WORKING IN HOTEL-LIKE COMFORT

Those in the travel industry will feel right at home working from a new
hospitality-themed coworking space co-founded by hotel developer
Jaelle Ang. Located in downtown Singapore, the place, simply named
The Great Room, comprises nearly 1400m? of space including a com-
mon lounge area, a number of private offices and hot desking seats.
Like any good hotel, creature comforts are also well taken care of with

plush leather sofas, hidden breakaway areas, massage services, mid-
week drink sessions and a breakfast spread provided every Monday
to take care of those blues.

IATA COMMITS TO TACKLING TERRORISM

During the association’s 72" Annual General Meeting, IATA member
airlines unanimously adopted a resolution that denounces terrorism
and calls for intensified cooperation between governments and the
aviation industry to keep flying secure. Part of the push calls for the
increased sharing of information among agencies and the employing
of smart security measures at airports.

UNRULY
BEHAVIOUR
AT SHANGHAI
DISNEYLAND
China’s first Dis-
neyland theme park
opened to much fanfare
last month, but the uncivilised behaviour of
many of the park’s first visitors left much to
be desired. Local media reported vandal-
ism of park property, garbage strewn on
the floor and queue-cutting as some of the
atrocities. The Shanghai government has issued an etiquette guide
advising guests against unwanted behaviour at the park.
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Travel Hall of Fame since 2002, 176 sia
Media has honoured luminaries that have won the prestigious
TTG Travel Award for at least 10 consecutive times for the same
award title in the Travel Hall of Fame.

At present, these exceptional ‘
organisations and their years of induction are:

* Singapore Airlines (2002)

 Singapore Changi Airport (2002) I"’
© Hertz Asia Pacific (2005) s
 Royal Cliff Hotels Group (2006)

 Star Cruises (2008)

 Sabre Travel Network Asia-Pacific (2009)
o SilkAir (2010)

 Lotte Tour (2011)

* Hong Kong International Airport (2013)
 Raffles Hotel Singapore (2013)

© Regal Airport Hotel (2015)

© Banyan Tree Spa (2015)

TTG Asia Media is pleased to announce
that it has set up a virtual TTG Travel Hall of
Fame (www.ttgtravelhof.com), which will enable
us to showcase the accolades, artefacts and
memorabilia of the region’s most exceptional travel organisations
in a far more effective way and to a global audience.
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Shanghai Convention & Exhibition Center

18-20 April 2017
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Shanghai ¢ China X CHINA
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For outbound, inbound, and domestic travel in China
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The event was very successful. | met potential suppliers who gave detailed explanations

about their products and | gained updated knowledge about their offerings.
PT. Multi Holiday, Indonesia

Rudy Techrisna Satyadi, Managing Director
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After The Event
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Variety of Educational and

Networking Platforms for Exposure:
EMPERTRTFEEHEMILS:

Association Day Forums, Campfire Sessions,
Destination Presentations, Media Briefings,
Hosted Luncheon, Dinners and Cocktails,
Pre- and Post-Event Tours and more!
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It was the first time that we participated at IT&CM China and | felt that the 3-day event was
organised efficiently. | interacted with many professional Chinese and International buyers
and media and look forward to developing my relationship with them in the future.

Daimaru Matsuzakaya Department Store, Japan

Li Meng Ying, Project Manager

RIAL, EARRIAZHRNERDBEENERT, RINBLISEEEGZWAHL
R ALTEERSUHRNEE, UERRMNBEHXMEINESN, FTUARBEXREES
BRNEREXRWER,

LEEEFFREE, FE

Johnnie Chen, 3F[54 18

Contact BXZ&E H =

. e . '
. ::f T E Follow Us On WeChat For The Latest Updates 35 & 1115 S
Er. “a AL, j-_-'{ WeChat ID: ITCMCH

| R L

- -

For International Delegates E Fr{X3&

Email: itcmchina@ttgasia.com | Tel: (65) 6395 7575
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Email: itemchina@citsmice.com.cn | Tel: (86-10) 8522 7997
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GET IT ALL IN
MALAYSIA

Contact your nearest travel agent or the following Tourism Malaysia offices:
TOURISM MALAYSIA HEAD OFFICE 9" Floor, No. 2, Tower 1, Jalan P5/6, Presint 5, 62200, Putrajaya, Malaysia mA/ Ky a

Tel: +603 8891 8000 | Tourism Info Line: 1 300 88 5050 | Email: enquiries@tourism.gov.my
\ jﬂuly Asia

www.malaysia.travel

n facebook.com/malaysia.travel twitter.com/tourismmalaysia
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First Choice
In Aviation:
Lufthansa

Group

for its First Class product and service package

since 2013. On the ground, the award-winning
First Class terminal in Frankfurt provides private ser-
vices from Personal Assistants for HONs and
First Class customers, from greeting on arrival
through to check-in and until departure. The ded-
icated terminal has comfortable armchairs, sofas
and other amenities like quiet rooms with daybeds.
Furthermore, a separate cigar lounge, spacious
bathrooms offering high-quality toiletries as well as an
extensive choice of hot or cold meals, cocktails and
fine wines contributed to Skytrax’s top-tier ranking.

I ufthansa has been awarded a 5-Star ranking

But the German carrier didn’t stop there. Currently
available on the Lufthansa fleets, passengers can
experience an exclusive atmosphere with only eight
seats in the First Class cabin. The seat can be con-

ar

verted into a full-flat bed — 80 cm wide and 208cm
long. The seat construction was developed and
designed with external ergonomic experts, where it
suits every sitting and lying position. Additionally, one
of the inflight highlights is the air humidification sys-
tem — the first of its kind on commercial aircraft — and
the lighting concept, which adjusts according to time
of the day, also contributing towards passengers’
well-being onboard.

A 17” monitor specially designed for Lufthansa First
Class and individual headphones from Bose with
Active Noise Cancelling function promise a relaxing
but entertaining flight. Passengers flying long-haul
with Lufthansa enjoy all the freedom the Internet
offers for unrestricted communications — with FlyNet®,
Lufthansa’s powerful broadband Internet service
comparable to hotspot on the ground.

Experience the brand new SWISS Lounges

In January, SWISS’ new First, Senator and Business
lounges were officially opened in Zurich airport’s Terminal E.
Extending over 3,300 sgm, the new lounges offer both
comfort and convenience for SWISS’ premium guests.
There are open areas to simply sit and enjoy the stay;
secluded workspaces and comfortable rest zones

offering complete relaxation.

Highlights include the ‘front cooking’ areas where chefs
prepare fresh meals right before the guests’ eyes; while
the Senator Lounge boasts an exclusive Whisky Bar
offering over 120 different whiskies. And the First Lounge
features a 5-Star restaurant: guests can select meals of
their choice from an extensive menu anytime or savor
fondue or raclette. All three lounges have a terrace with
panorama views of the Swiss Alps and the airport.
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Lufthansa Group

SWISS brings its
flagship to Asia

Since April, SWISS has deployed its new flagship
Boeing 777-300ER to Hong Kong. This new
addition to the SWISS family will also operate

to Bangkok starting in July and to Singapore in
September this year. With the flagship addition to
their fleet, SWISS offers more privacy, comfort,
space and entertainment to their customers such
as the highest quality of product and services.

Your Ideal Travel
Companion

Lufthansa apps on your smartphone or tablet
Experience a new kind of travel with the Lufthansa apps
to search and book flights, check in on the go, save your
boarding passes or access information relating to your
flight. The apps provide comprehensive services that
you can use conveniently via your smartphone or tablet.

Loscalnce of the lounge

L bl
ey S——
1 e rem e S m e T E——
i s T (I Y. & | e g

0

Lufthansa Mobile Services
— available for your Smart-
I| phone or Apple Watch.
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lufthansa.com/Lufthansa-Apps

New Features on Lufthansa App

@ Thanks to the Today Widget you always have
=" your boarding card at your fingertips and

don’t need to unlock your iPhone anymore — a simple

wipe from top to bottom is sufficient. The new inbox

for messages automatically saves all app notifications

in a functional overview.

Lufthansa now on Apple Watch

Use your watch as a boarding card and have your
essential flight information displayed on your wrist —
Lufthansa is now offering this innovation to its guests
with an app developed especially for Apple Watch.
It serves as an ideal travel companion, providing
passengers with all their essential flight information,
which they can access from 24 hours before their
journey with Lufthansa.

“We take pride in the
highest quality of products

and services.”

Interview with Regional Director Mr. Heiko Brix about

Lufthansa Group in Asia Pacific.

Mr. Heiko Brix, Regional Director for
Lufthansa Group Airlines Southeast
Asia was appointed Regional Direc-
tor on 1 February this year. Based
in Singapore, he oversees the
commercial activities for Lufthansa
Group’s passenger business in
Southeast Asia and Pacific.

More and more airlines have or are considering pulling
out from First Class concept, will Lufthansa Group join
this trend too?

Heiko Brix: At Lufthansa Group, we have every
intention to keep operating fleets with our 5-star First
Class products, to meet the current demands of our
frequent flyers and high-end travellers. Not only that,

we are always seeking opportunities to improve our
services throughout a customer’s journey with us — from
preflight, midflight to post flight. One of the unique
features, which most people might not recognize is

the air humidification system in our First Class cabins.
Our colleagues from Lufthansa Technik introduced the
air humidification on our First Class to increase 15 —
25% of onboard humidity. With this, food tastes better,
passenger sleep better and in general, there is a greater
sense of well-being.

What is your strategy in this region to deal with the
competitive Asian markets?

Heiko Brix: No doubt that Asia Pacific is one of the
most, if not the most, dynamic regions. For us, we take
pride in the highest quality of products and services.
Since 2011, we have invested an average of EUR 1m
per day in refitting and upgrading all fleets with the
newest cabin products. As of late 2015, we completed
the largest retrofit programme in our company’s history.
The total investment comes to approximately EUR1.5 bn.
Now, it doesn’t matter whether our customers are

traveling from Singapore to Europe or from Bangkok
to Europe; without betting on luck, one can always get
the newest cabin products in all aircraft, all classes —
and not some old, some new as many competitors do.
We also offer a massive network to and from our
various European hubs. Customers traveling with us
will benefit from seamless connection to another
European city. | think these qualities make us different.

How is the joint venture with Singapore Airlines coming
along? What can you share with us at this stage?

Heiko Brix: This JV is something we look forward to
very much. It strengthens the current relationship we
already have with Singapore Airlines. With this partner-
ship, we will greatly expand the level of codeshares in
and out of our hubs and this helps customers with eas-
ier connections between LHG and Singapore Airlines
flights. This is especially adding convenience to our
customers from Australia, New Zealand, Indonesia
and Malaysia. Lufthansa Group and Singapore Airlines
Passengers will profit from a greater choice of flight
options, schedule combinability’s and price opportuni-
ties within this joint venture.

There are mixed opinions about Lufthansa Group’s low
cost subsidiary, Eurowings. What is your take about
this?

Heiko Brix: | think Eurowings completes our portfolio
by offering tailored products for private travellers, who
want to select individual product and service compo-
nents. Eurowings has a completely different business
model compared to other airlines in our Group. It
serves price-conscious leisure travellers, bringing them
from point-to-point. And the two routes in Thailand —
Bangkok and Phuket — have so far proven to be very
successful.

Thank you for the interview.
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Lufthansa Group Destinations

In Europe
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m Eurowings 1 Stockholm
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Lufthansa (incl. Air Dolomiti) Aberdeen
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Our new fleet — an
investment in the future:

A320neo

Boeing 747-8

Every passenger is different. Each of them has their own
‘rhythm’, particular expectations and requests onboard
throughout their journey. Just like how some frequent
flyers may or may not take coffee after their meals;
some may prefer a nightcap before turning in for the
night; and some may have their favorite brand of wine.

The only Signature you need

In order to provide the highest standard of care and
services to passengers onboard, Lufthansa introduced
a customized courteous inflight service, “the Business
Class Signature Service’, for travellers in this class.

As one of the initiatives to improve the airline’s onboard
service based on customer feedback, the Signature
Service is the most comprehensive change to
Lufthansa’s Business Class inflight service in the last
few years. This is aimed at enabling cabin crew to
devote more personal attention to each passenger

and respond to their individual wishes.

Passengers will experience greatest personal attention
from the moment they board until end of their flight.
Culinary highlights will be served by hand on carefully
laid tables — a service usually one would expect from
First Class — and each flight attendant looks after a
manageable number of passengers assigned to them
during the flight, whom then the personal flight atten-
dant responds readily to all requests.

This has already been rolled out on all Lufthansa
intercontinental flights to/from Europe from 1st of
March this year.
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Lufthansa Group Destinations

In Asia-Pacific

Lufthansa Premium Economy offering is ideal for leisure
travelers with higher budget and for business travelers
with constrained budgets. This means greater travel
choice and more comfort. It comes with great on-board
as well as on-ground benefits including 50 % extra
space as compared to the Economy Class. Also the
free baggage allowance is double of what is allowed for
a passenger traveling in the Economy. After a welcome

their seat in the cabin. Meals will be presented in menus
and served on china tableware. In addition, an extensive
inflight entertainment program for passengers to view
on a large monitor fitted on the backrest of the seat in
front. Passengers traveling Premium Economy will also
be able to access Lufthansa Business Lounges before
take-off with a small fee.

What it offers:
-:’ Comfortable seat
dd  Extralegroom
Wi] Two pieces of baggage at 23kg
El Extensive inflight entertainment
'H’ Power socket at the seat
% Meal menus

China tableware
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Summer Timetable 2016
Lufthansa Group in total offers °
11.507 weekly frequencies to Jakarta
301 destinations in 100 countries
worldwide.
AUSTRALIA
PY Auckland
. L Sydney 2
Just in winter schedule
** Ends in September 2016 FEW ZEALAND
Premium Economy Class
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