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View from the top
Archipelago International turns 
20 this year. Founder Charles 
Brookfield recounts its rocky 
journey to be Indonesia’s biggest 
hotel management company 
with 134 hotels in three 
countries. By Mimi Hudoyo

Indonesia wants to develop 10 new Bali’s. 
Problem is, investors still can’t get enough of 

the real one, Mimi Hudoyo reports
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It is raining DMCs at our newsdesk. Who would have 
thought that it’s the smaller guy who would take the 

wheel at the larger player? That’s the story of Stephan 
Roemer, who founded Tourasia in 1992 and grew it to 
be a reputable Swiss tour operator specialising in travel 
to Asia, with just 50 staff in Europe (including opera-
tions in Germany and Poland). He’s now a “substantial” 
shareholder of Bangkok-based Diethelm Travel Group 
(DTG) – established in 1957, 450 staff, 12 Asian coun-
tries – substantial enough to put him in the driver’s seat 
to shape Diethelm’s future.

Over at Bangkok-based Destination Asia, there’s also 
a new CEO, Monique Arnoux, replacing Jim Reed, co-
founder of the company who has been elevated as execu-
tive chairman. You recall that in June last year, DNATA 
bought an undisclosed share of Destination Asia. And 
let’s not forget that Kuoni Group went to pieces; Thomas 
Cook India vultured its network of DMCs – Allied TPro 
US, Asian Trails, Australian Tours Management, Desert 
Adventures/Gulf Dunes Middle East and Private Safaris 
Africa – while JTB Corporation swooped in on Kuoni 
Global Travel Services, which handles a growing volume 
of Asian leisure and corporate business into Europe. 

What’s exciting for me is this criss-crossing of DMC 
acquisitions – India into Asia, Japan into Europe, Middle 
East into Asia. More of this will happen. Intrepid Group, 
which owns 20 adventure travel DMCs throughout Asia, 
South America, Africa and Europe, is on the prowl for 
more DMCs to buy. Executive chairman Darrell Wade 
told me they collectively contribute half of the group’s 
revenues. He aims to buy five DMCS this year, in Japan, 
Mexico, Costa Rica, Panama and Iceland, and another 
five next year in Indonesia, Brazil and three others.

Why are DMCs so hot now?
So why are DMCs so hot now? The major reason is  

they are profitable, and benefit from continued rise in 
travel. For companies like Intrepid, it’s the rise in new ad-
venture travel markets in China, Japan and everywhere 
else. And if you look at ‘adventure’ in the broader sense 
of the word, i.e. not necessarily jumping off a cliff, but 
going off-the-beaten path, engaging with locals, etc – 
well, there’s a whole lot of passengers wanting that today. 
Which is why DMCs thrive; they are after all ‘Destination 
Management Companies’ (although I find the word pre-
tentious, not to say confusing, when ‘specialists’ alone will 
do, but that’s another story).

For organisations like JTB, it’s the rise in Asians trav-
elling longhaul, while for companies like Thomas Cook 
India and Tourasia, it’s the re-emergence of Europe and 
the US for Asia. As Thomas Cook India’s CEO Madhavan 
Menon told me: “As Singapore Airlines, Qantas and other 
carriers start operating longhaul aircraft – nonstop from 
Asia to North America, from Australia to Europe – these 
tourists will find it easier to come to Asia, unlike today 
where it involves a stop through say Emirates or Qatar in 
the Middle East.” 

Economies of scale and vertical integration (Toura-
sia’s DMCs, for instance, are now into DTG) will enable 
DMCs to invest more on technology and resources to be 
more personalised, knowledgeable and speedier in re-
sponding to clients’ needs. 

Expect them to be ‘hotter’.

World Dream, Dream Cruises’ second ship will begin service on 
November 17
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The second ship in Dream Cruises’ fleet will be an 18-deck, 151,300 
ton vessel with capacity for over 3,400 passengers. World Dream aims 
to continue to grow the Pearl River Delta cruise industry and provide 
fly/cruise options for the region with new itineraries to Vietnam and the 
Philippines. 

This newest addition has been conceived as a floating high-end, 
integrated resort at sea leveraging on Genting Cruise Lines’ extensive 
history and expertise from its cruise related businesses.

“Genting Cruise Lines is reinforcing our position in the Pearl River 
Delta region by welcoming World Dream to begin her service with dual 
homeports in Guangzhou (Nansha) and Hong Kong, following in the 
footsteps of Genting Dream previously,” said Kent Zhu, president of 
Genting Cruise Lines.

“Designed to cater to the growing Chinese market with tailor 
made facilities including quad occupancy staterooms to accommodate 
family travellers, World Dream will further build upon our ongoing 
commitment to this region which has seen Guangzhou (Nansha) evolve 
into China’s second busiest port and the strengthening of Hong Kong 
as a premier fly/cruise hub.”

Itineraries include 6-day/5-night cruises to Manila and Boracay in 
the Philippines from mid-November to end March 2018 alternating 
with 6-day/5-night journeys to Ho Chi Minh and Nha Trang in Vietnam 
from December 3, 2017 to October 14, 2018 aimed at both local and 
international guests.

Genting Cruise Lines is set to launch World Dream, 
Asia’s newest cruise ship, this November at dual 
homeports in Hong Kong and Guangzhou (Nansha).

LUXURIOUS ALL-INCLUSIVE 
CONCEPT FOR DREAM PALACE
Dream Palace, the signature, 
exclusive ship-within-a-ship 
experience across the Dream 
Cruises fleet, will be offering 
additional suites exclusively for 
World Dream guests to meet the 
growing demand for more 
luxurious accommodations. 
Ensconced in elegantly spacious 
interiors, all Dream Palace guests 
will enjoy dedicated Palace 
Concierge service orchestrated 
by a team of attentive Dream 
Butlers. 

Passengers are offered 
exclusive and unique experiences 
which are Asian at heart and 
international in spirit. The Dream 
Palace all-inclusive experience 
will also deliver a host of 
complimentary privileges 
including set menu meals in all 
Dream Palace outlets, set meal 
credit in five specialty restaurants, 
premium beverage package and 
city shuttle transfers.

SURF AND TURF FINE DINING 
On the dining front, guests can 
look forward to the new Vintage 
Room private food and wine 
chef’s table showcasing Dream 
Cruises’ preferred relationship 
with Penfolds wine makers and 
their extended vineyards globally 
to provide the perfect spot for an 
exclusive dinner experience. Two 
new world class restaurants will 
include an upscale steakhouse for 
meat lovers and a seafood 
concept featuring a fresh seafood 
market display counter.

ABUZZ WITH  
RECREATIONAL ACTIVITIES 
Retail pursuits will be 
accommodated by a variety luxury 
shops and boutiques, highlighted 
by new brand partners including 
prestigious luxury jewellers Tiffany & 
Co. and a beauty bar. A novel 
marketplace and bazaar concept will 
bring the hustle and bustle of street 
market shopping to World Dream 
with stalls of goodies available for 
purchase. Leisure and entertainment 
options will be further boosted with 
a new outdoor plaza in the pool 
area and a thrilling new indoor 
virtual reality and game area.

An integrated medical and 
European Spa facility will feature a 
dedicated doctor to administer the 
latest in beauty treatments and new 
spa “Journey” packages promise 
the ultimate in pampering.

From top: Dream Suite; Vintage Room

dreamcruiseline.com 

Clockwise from left: Boracay; Nha Trang; Ho Chi Minh

DREAM CRUISES’
WORLD DREAM 

to debut in China in November 

Dream Cruise HK_v2.indd   4 20/9/17   11:20 am
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Analysis

M
indanao’s isolation may 
soon be a thing of the past, 
giving hope for tourism –
and peace – to bloom in this 

bountiful yet troubled land in southern 
Philippines. 

From just a single ASEAN route 
(Davao-Singapore via SilkAir), Mindanao 
will have two more: in October with Cebu 
Pacific’s Zamboanga City-Sandakan and 
in December with Air Asia’s Davao-Kuala 
Lumpur, a starting point for connecting 
Davao to the rest of the East Asia Growth 
Area of Brunei, Indonesia, Malaysia and 
the Philippines (BIMP EAGA).

Much hope is pinned on these air routes 
to Mindanao, which while being one of 
the country’s loveliest and unspoiled des-
tinations, has been suffering from limited 
access, bad image, and poverty – a major 
contributor to insurgency and unrest in 
certain areas. 

The routes gain more significance as 
their launch is amid the ongoing war be-
tween government forces and militants in 
the Islamic City of Marawi that caused the 
declaration of martial law over the entire 
Mindanao in May.

But will these air services be sustainable 
given that past efforts floundered due to 
thin traffic? 

Among airlines that have quit the 
EAGA routes are Mindanao Express 
(Zamboanga-Sabah),  Philippine Airlines 
(PAL) with its Cebu-Bandar Seri Bega-
wan, Cebu-Kota Kinabalu and Zamboan-
ga-Lauban routes, and South East Asia 
Airlines (Seair) with its Manila-Puerto 
Princesa-Kota Kinabalu. 

Someone has to try it again
Perhaps AirAsia Group CEO Tony Fer-
nandes can make it happen. A risk-taker, 
he foresees that opening new routes in un-
derserved areas with low fares would cre-
ate the demand, including in Mindanao 
which has a huge population. After all, 
Fernandes has opened new routes nobody 
dreamed of doing – to Macau, Bandung, 
Langkawi and, in the Philippines, Clark 
and Kalibo.

AirAsia Philippines president and CEO 

heritage resulting in strong trade relations 
and family ties. But the main mode of 
transport remains by sea.

As Cebu Pacific director of corporate 
communications, Charo Lagamon, said: 
“Today, hundreds of passengers brave a 
14-hour boat ride between Zamboanga 
and Sandakan. That indicates that there is 
a market for a 40-minute plane ride.”

What AirAsia asked for
Laying down the groundwork for flights 

The industry will owe 
Cebu Pacific and Air 
Asia much if they get 
to develop the traffic 
on the routes.
Avelino Zapanta
Aviation veteran

Davao is amenable to 
the proposal (of waiv-
ing passenger and 
airport charges which) 
will result in lower 
fares.
Dexter Comendador
President and CEO
AirAsia Philippines

Dexter Comendador said that with the 
Philippine government’s emphasis on 
improving infrastructure in Mindanao, 
the Davao-Kuala Lumpur flight is a start, 
and there are plans to pioneer more routes 
from Davao to Miri, Kota Kinabalu, Bru-
nei and other EAGA and non-EAGA des-
tinations.

Indeed, there is a market waiting to be 
tapped. Several areas in Mindanao have 
enjoyed centuries of economic and cul-
tural ties with EAGA regions, their shared 

A string of airlines has come and gone in trying to link the Philippines with Brunei, 
Indonesia and Malaysia. Two new lionhearts are AirAsia and Cebu Pacific. Can they 
make it and usher in peace and prosperity to Mindanao? Rosa Ocampo reports

from Mindanao, Fernandes sent a posi-
tion paper to the Philippine government 
requesting for concessions in airports that 
are not yet fully developed. This includes 
waiving the passenger departure tax of 
P1,620 (a little over US$3) and airport 
fees such as landing and takeoff charges 
and aeronautical charges for a period of 
five years until the passenger traffic is de-
veloped.

The paper pointed out that what the 
Philippine government will lose in waived 

fees would be more than compensated 
for by huge increases in passenger traffic, 
which will in turn attract hotels and other 
tourism investments. 

Departure fees are many times more 
expensive than the air fares, a disincentive 
to travellers, it said.

AirAsia’s Comendador said: “Davao 
is amenable to the proposal. This is big 
deal for developing regional routes from 
Davao, as it will result in lower fares.”

He said Malaysia does not charge air-

Thor Jorgen Udvang/shutterstock

Zamboanga airport

LCC wand on Mindanao
port fees.

Aviation veteran Avelino Zapanta, who 
used to helm PAL and Seair and is now a 
professor at WCC Aeronautical and Tech-
nological College in Pangasinan, con-
curred that granting the airlines highly 
discounted charges, if not free, will “help 
them survive in their pioneering effort”. 

“The Malaysian airport authorities are 
much more liberal in this. They automati-
cally give these benefits to new entrants in 
the EAGA routes. Our authorities should 
be equally supportive,” he said.

Other issues
Opening the EAGA corridors from Mind-
anao will also require the strengthening 
of immigration. Airlines will have to do 
their part in profiling their passengers 
which Air Asia is doing in Malaysia, said 
Comendador, cum laude graduate of the 
Philippine Military Academy and for years 
a pilot and strategist of combat missions 
as member of the Philippine Air Force’s 
elite Strike Wing.

“In Malaysia, we have a direct access 
with Interpol and we are trying to adopt 
that in the Philippines,” he said.

Comendador also pointed out that as 
part of its CSR, Air Asia through Air Asia 
Foundation has teamed up with US-based 
Airline Ambassadors International to 
train all its frontline staff and cabin crew, 
including those in the Philippines, to fight 
human trafficking.

What comes first?
What comes first: Tourism creates peace, 
or peace creates tourism? 

Much rests on the success of the flights 
to prove that the former can come first.

Zapanta said: “The industry will owe 
Cebu Pacific and Air Asia much if they get 
to develop the traffic on the routes.”

He said as traffic and flight frequencies 
increase, the benefits to the communities 
involved will be great and should help 
bring about peace and order as more jobs 
are created.

Agreeing, Dottie Cronin, who hails 
from Mindanao and is general manager of 
Marco Polo Hotel Davao – the only for-
eign-brand in Mindanao for a long time 
– said pioneering air routes will open up 
other destinations in Mindanao and beef 
up tourism development. 

Proving that tourism helps pump the 
economy, Cebu Pacific’s Lagamon  point-
ed out how it created opportunities and 
positive socio-economic change in Siar-
gao and Camiguin, two of the most popu-
lar destinations in Mindanao.

 Butch Blanco, tourism director of Re-
gion IX in western Mindanao including 
Zamboanga, believes peace comes before 
tourism. However there are instances 
when tourism is honed even before peace 
settles in. 

For instance, Blanco shared that the re-
gion will embark on a community-based 
tourism project next year, either in Zam-
boanga del Norte, Zamboanga del Sur or 
Zamboanga Sibugay, that will encourage  
former insurgents to join so they can real-
ise what benefits tourism can bring.

“We can be a tourism template (of how 
to develop a certain area that has issues 
with insurgency and poverty, into a tour-
ism draw),” he said.

The road to peace, progress and pros-
perity is long and necessitates participa-
tion from all stakeholders, be they the 
public and private sectors and local resi-
dents. 

But connecting Mindanao to its Asian 
neighbours now is a good start in making 
tourism a creator of peace.
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Analysis

W
ith 15 million ar-
rivals expected 
this year, and 20 
million by 2019, 

Indonesia believes the need to 
spread tourism beyond Bali has 
become more critical.

As pointed out by tourism 
minister Arief Yahya, of 34 prov-
inces in the country, Greater Bali 
gets 40 per cent of international 
arrivals, Greater Jakarta 30 per 
cent and Riau Islands 20 per cent.

The 10 new destinations the 
ministry hopes to nurture as 
new Bali’s are Lake Toba (North 
Sumatra), Tanjung Kelayang 
(Belitung), Tanjung Lesung 
(Banten), Kepulauan Seribu 
(Jakarta), Borobudur (Jogja-
karta-Solo-Semarang, Central 
Java), Mount Bromo (East Java), 
Mandalika (Lombok), Komodo 
National Park (East Nusa Teng-
gara), Wakatobi National Park 
(Southeast Sulawesi) and Moro-
tai (North Maluku).

It’s been a long try. The gov-
ernment has, for instance, given 
a Special Economic Zone status 
to places such sa Tanjung Lesung, 
Mandalika and Morotai, enticing 
investors to develop infrastruc-
ture there. But, take Lombok’s 
Mandalika project – fact is, it has 
not taken off in over a decade.

While players such as Ac-
corHotels, Archipelago Inter-
national, Santika Indonesia and 
Sahid Hotels have entered some 
of these destinations, a hospital-
ity investment conference held 
in Jakarta last May revealed that 
many investors still see Bali and 
Jakarta as fertile grounds.

Kevin Wallace, managing di-
rector Asia-Pacific of Dream 
Hotel Group, said: “I don’t think 
Bali is saturated. Tuban and Sun-
set Road perhaps yes, but we are 
looking at Pecatu and Canggu – 
beautiful up there.”

MNC Land, which has a huge 
project on a 110ha land near 
Tanah Lot temple, also believes 
Bali is still feasible. In partner-
ship with Trump Organization, 

it is redeveloping the former Pan 
Pacific Nirwana Bali Resort in 
Tuban into a “six-star” hotel and 
redesigning the golf course there.

Ivan Casadevall, MNC Land’s 
deputy COO hospitality, said: 
“We are going into Bali but way 
out of where everything is hap-
pening. The toll road is not even 
close to start being built. It takes 
a little bit of longterm vision.” 

But Indonesian travellers actu-
ally do look for new destinations 
in the country. Erastus Radjimin, 

Indonesia wants to develop 10 new Bali’s. Problem is, investors 
still can’t get enough of the real one, Mimi Hudoyo reports

Developing new Bali’s
Mount Bromo, East Java, Indonesia
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CEO of Artotel Indonesia, said: 
“For Indonesians, especially my 
(millennial) generation, we are 
bored with Bali. It is interesting 
to see what is being promoted in 
these 10 destinations.

“However, at the end of the 
day, it will be back to infrastruc-
ture development, which is more 
important than promotion (at 
this stage). When you have good 
infrastructure, everybody will 
start coming in, we will see good 
asset value – the developers will 
automatically come.”

Matt Gebbie, director of Hor-
wath HTL Pacific Asia, said there 
are clients, mostly Indonesians 
and some mainland Chinese, 
that are looking for destinations 
other than Jakarta and Bali. But 
most are small-scale investments.

Gebbie said: “The islands 

around Bali (such as Lombok 
and Labuan Bajo, gateway to Ko-
modo Island) are talked about 
more, but plots that have been 
sold are small.”

Wallace questioned if it was 
not wasteful to spend money 
opening as many as 10 new des-
tinations. “Why not choose just 
three or four and do those well?”

Better still, focus on the do-
mestic market, he added. “I think 
the real game here is where the 
Indonesian market wants to go, 
how to stop them from going to 
Singapore,” he said.

Samudra Hendra, owner of 
Milestone Pacific Hotel Group, 
Indonesia, which operates hotels 
in many cities in Indonesia, said 
he focuses on business rather 
than leisure hotels and goes 
“where new infrastructure de-
velopments are, even if those are 
in destinations like Purwokerto, 
Tegal or Cilacap (Central Java)”. 

“I will rush and open a hotel 
there and make money, well, at 
least until others follow,” he said.

Hiramsyah S. Thaib, team 
leader of the acceleration for the 
development of priority tour-
ism, Ministry of Tourism, said 
infrastructre development isn’t 
the responsibility of the minis-
try alone.He said the transport 
ministry and airport authorities 
are developing airports, while 
the public works ministry has 
worked with the World Bank for 
a loan to develop roads. Indone-
sia’s financial institutions too are 
providing loans for hostels and 
homestays, while the education 
ministry is lending its hand on 
human resource training.

Citing an example, he said 
Silangit Airport near Toba was 
reopened last year declared an 
international airport last month.

Travel time between Jakarta 
and Toba has been cut down to 
two hours with a direct Jakarta-
Silangit flight, served by Garuda 
Indonesia, Sriwijaya Airlines and 
Lion Air. Then it’s only less than 
an hour’s boat ride to Lake Toba.

Gebbie: There are clients who look 
beyond Bali but most are small scale

Soak in the autumn 
air with aviS

autumn is the season where the air gets crisp and the 
leaves start to turn into beautiful hues of copper. a time a time a
when one finds crunchy leaves underfoot, dazzling colours 
and cooler temperatures, offering perfect conditions for 
road-trippers looking to pull over and stretch their legs on 
an autumnal hike.

www.avisworld.com/ttgasia

Promising a visual treat, new 
england in the uSa is renowned a is renowned a
for its beautiful fall landscapes. 
one of new england’s most 
beautiful drives is along the 
scenic kancamagus highway. 

take a pit-stop in the take a pit-stop in the t white mountains, lace up your 
walking boots and take a hike through the hills to see 
autumn at its most vibrant, where the trees are full of vivid 
maple leaves.

if you thought that the Loire 
valley in France couldn’t get any 
more picturesque, think again! 
the season sees the rolling 
vineyards put on their annual 
autumnal display of colours as 

the vines transform from green to fiery red. after driving 
past charming chateaux, take a stroll along the tracks and 
trails that criss-cross the vineyards and watch the grapes 
being harvested.

Closer to home in asia is 
Jeju island in South korea, 
designated as one of the new 
7 wonders of nature. with 
numerous attractions all over 
the island, self-drive is one of the 

best ways to tour this destination. Popular routes include 
the 1131 highway that connects the 2 major cities of the 
island – Jeju City and Seogwipo City; the 1132 highway, 
which circles the island and promises a spectacular coastal 
drive; and the 1139 highway with a stunning view of 
southern Jeju – all of which lead to the start of different 
hiking trails.

As the temperature cools and the days dim in this season, 
the air becomes magical, making it a lovely time for a 
road trip to see the amazing autumnal colours shine in 
their seasonal glory.

White Mountains, USA

Loire Valley, France

Jeju Island, South Korea
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Conquering 
Archipelago

Archipelago was founded in 1997 as 
Aston International. What was your vi-
sion for it then?
Aston, where I worked as executive vice 
president, was a well-known hotel brand 
in Hawaii with around 30 properties. The 
company was looking to expand outside 
the US. I was looking at Asia-Pacific for 
countries whose economy would boom 
in the next 10 to 20 years and I targeted 
Indonesia and the Philippines originally.

The hotel developments were mostly 
four and five stars categories, which gave 
prestige to the conglomerate developers 
then. My idea then was to get four- and 
five-star properties in all the capital cities 
in South-east Asia and in major resorts 
such as Phuket, Boracay and Bali.

What happened when the economic 
crisis hit Asia in 1997-1998?
At that time we had opened offices in Ja-
karta and Manila. 

When the economic crisis hit Asia, 
Indonesia did not only experience an 
economic crash but a political overturn; 
however the Philippines seemed more 
negatively affected than Indonesia. 

A number of hotel projects and every-
thing else on the way in the Philippines 
were all frozen. The only way to get a 
project in the Philippines was if you also 
brought to the table US$4-US$5  million 
as some sort of investment capital to go 
with getting a management contract. 

As a small company, there was no way 
I had the personal capital to do that. So I 
had to close the office in the Philippines 
and came to Indonesia and focused my 
attention here. Here, at least we had the 
Aston Rasuna Jakarta and Aston Benoa 
Bali running.

That, however, was not enough to sur-
vive as a management company, especially 
when the management fee was very mod-
est in the beginning. We did not even have 
enough income to support an office.

Indonesia’s political situation made 
the business environment bleak many 
years after. What kept you believing?
Indonesia’s economy and political unrest 
were really difficult. I could go back to the 
US, but if I did that I felt I was going back-
ward. I have a little bit of a donkey attitude 
to keep battling, and believed that things 
would eventually succeed. 

For almost 10 years the company grew 
very little. I had a hard time surviving as 
an individual to keep the company alive. 
If I had taken my salary in the first six to 
seven years, the company would have been 
bankrupt.

During that period, my son Jules, who 
still lived in Hawaii then, kept asking me 
year over year, ‘Dad, when are things go-
ing to get better for you there?’ I kept re-
sponding, ‘Let us see in a couple of years.’

Really inside I always believed that we 
just needed one of two good breaks. It 
took 10 years before the company really 
took off.

Ten years is a long time to keep a busi-
ness afloat. Where did that positive at-
titude come from?
The good thing in my life is that I have 
a humble beginning. I grew up in an or-
phanage, but was fortunate to get scholar-
ships to high school and Boston college. 
Then I got a good job and got promoted 
almost every year. The same thing hap-
pened when I went to Hawaii to join a 
management company. I got promoted to 
bigger properties, bigger projects.

So my entire adult working life for 
more than 20 years was successful.

Archipelago International turns 20 this year. Founder 
Charles Brookfield recounts its rocky journey to be 
Indonesia’s biggest hotel management company 

with 134 hotels in three countries. By Mimi Hudoyo

View from the top
cans will travel and tourism will boom.

But the brands were developed to suit 
the Indonesian market. How do you 
convince overseas developers that the 
brands fit their clients?
Fave and Neo are mostly domestic prod-
ucts. But the Malaysian domestic market, 
for example, is similar in many ways to 
that in Indonesia. 

I tell the developers to look at what 
we have done and how we have done it. 
I show them the cost structure. How we 
control and do things here we believe will 
work in Malaysia as well. 

So it is a matter of saying in your coun-
try, no matter what country that may be, is 
the domestic market growing enough? Is 
there enough budget airline travel, is the 
economic profile of the country similar 
to Indonesia? I think in many cases it is. 
In many countries in South-east Asia, the 
middle class is growing and travel is up, be 
it for business, schooling or leisure. So it is 
a matter of matching the economic profile 
of the country (with the brand).

What is your plan going forward? More 
hotels in Indonesia or more overseas 
expansion?
We have full efforts on both local develop-
ment and overseas development. 

We have one expatriate looking for 
overseas expansion, and another expatri-
ate looking after overseas and local busi-
ness development.

So we have actually put more resources 
into looking overseas than we have before.

Any thoughts on going public in the fu-
ture?
We have been approached to sell some 
shares. In fact, a Chinese company wanted 
to buy the whole company. 

With 134 hotels operating, and over 
100 projects on the pipeline, what I would 
like to see is (my children) Jules (now 
vice president of technology & integra-
tion) and Tenaiya (vice president of sales 
& marketing) be responsible for the com-
pany to grow, so that someday they can 
take over, run the company and take it to a 
greater height.

The only way I would actively be think-
ing about selling anything is if Jules and 
Tenaiya say, ‘Dad, in five or 10 years we 
would rather start our own business or do 
our own things.’ 

If the family does not want to run the 
company, then why not sell and take that 
money and invest in other things. But I re-
ally like the idea of the company growing 
and becoming something more. 

Having said that, Gabriella (Brook-
field’s other daughter, 13 years old) has 
talked to me of what college she needs to 
take to be able to join the company. The 
fact that she is already thinking about it at 
her eighth grade is surprising to me.

To sum up, how do you view your “baby” 
growing in the past 20 years?
If ever I write a story of my life and the 
whole dream of coming to Asia, it turned 
out that the first 10 years was worse than 
what I imagined. The last 10 years, how-
ever, was a success story. 

With the contracts we signed and the 
projects and developments on hand, 
there’s a good chance that in a few years 
we will manage up to 200 hotels. 

When I first came to Asia, managing 20 
or 30 hotels would have been a dream. 

Sitting here today after 20 years look-
ing at the possibility that we will have 200 
hotels, it is hard to believe it is happen-
ing. 

What was the turning point? 
It was when John (Flood, now president 
and CEO of the company) and I dis-
cussed what we were going to do to make 
the company more successful. Then the  
idea of getting away from four and five 
stars, to budget and mid-market, came 
and with it, the idea for the Fave (budget) 
brand. 

The reason behind it was that the great-
est growth in Indonesia was coming from 
the budget sector. Domestic travel was 
increasing but on budget airlines. That 
meant people were travelling on probably 
a more limited budget. So if they needed 
to stay in a hotel, they needed to stay in a 
more affordable hotel – clean, everything 
works but very affordable.

We then decided to hire our own archi-
tect, design our own hotels and present it 
to developers.

We developed Fave and included finan-
cial projections that showed developers 
great return on investment. That eventu-
ally became the turning point. Today we 
have 52 Fave hotels opened (plus 22 on 
projects), and around 25 Neos, a brand a 
bit higher than Fave.

So of the 134 hotels we have opened 
now, about 75 of them are Faves and Neos.

We then came up with different brands 
(from budget to upper upscale) to suit the 
different needs of investors and guests. 

As Aston was only one of the seven 
brands we were operating, we decided to 
change the (holding) company’s name to 
Archipelago International in 2013.

(In Indonesia), we do not only operate 

hotels in the major cities and resort desti-
nations the way we originally planned but 
in secondary cities as well. We also oper-
ate hotels in the Philippines and Thailand, 
and soon will be in Cuba!

Was the regional and international ex-
pansion planned or by chance?
We were able to convince a developer in 
Langkawi to develop Fave. That same 
owner wanted to do another hotel in 
Langkawi, a Neo. (Later) we signed a con-
tract for Royal Kamuela Villas. So we are 
finally getting higher brand contracts.

Similarly in the Philippines, our part-
ner wanted to build different brands and 
even created its own five star brand, the 
Crimson. They are even committed to 
build more Crimsons. 

In the Philippines we have four hotels 
already; two more will be open this year 
and at least one every year for the next six 
or seven years, with the same developer. 

How did you get business in Cuba?
It was really an unexpected contact. It was 
surprising that they picked us when they 
sent representatives to meet us in Jakarta. 

We have signed a project for Aston but 
are also negotiating for the other brands 
across the board. As a country the govern-
ment is really interested to have as many 
brands there as possible to appeal to con-
sumers.

They want to have more employment 
for the people. They believe especially with 
the recent reduction in travel restrictions 
between America and Cuba that Ameri-
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Intelligence TripAdvisor takes a look at the top inbound markets 
and most-searched destinations for Thailand

Beaches and islands prove to be Thai-
land’s most powerful attractions for in-
ternational travellers, with Krabi entering 
TripAdvisor’s top five Thai destinations in 
terms of search traffic growth for the first 
time this year, after registering the highest 
increase at 41%.

Strongest waves of interest for Thai beaches

Note: based on total number of searches 
(unique sessions) for Thailand on TripAd-
visor (excluding Thailand), July 2016 – 
June 2017 

Out of the top five inbound markets, 
Chinese travellers have the shortest plan-
ning lead time of approximately 51 days 
and stay for nearly four nights. Russian 
travellers take around 60 days to plan a 
trip but stay the longest with approxi-
mately 11 nights per stay.

Travellers from the US, the UK and 
Australia stay for an average of six nights 
and take the longest to plan, with lead 
times of 108, 102 and 82 days respectively.

On average, international travellers vis-
iting Thailand start planning their trip 65 
days in advance, and stay for almost five 
nights.

Among Chinese travellers searching 
Thailand, there was continued interest 
from second-tier cities of Hangzhou, Da-
lian and Qingdao. The surge in interest 
comes amid increasing disposable income 
in these cities and improved flight con-
nectivity to South-east Asia.

Top five Chinese cities with biggest in-
crease in traveller interest to Thailand:

Note: exact percentages rounded to zero 
decimal points; year-on-year growth com-
paring July 2016 – June 2017 versus July 
2015 – June 2016 with a minimum session 
of 50,000 

Krabi (41%)

Beijing (102%)

Hangzhou (91%)

Dalian (81%)

Qingdao (65%)

Shanghai (61%)

Kathu (37%)

Nai Yang (31%)

Chiang Mai (10%)

Hat Yai (10%)

Note: Exact percentages rounded to zero 
decimal points; year-on-year growth com-
paring July 2016 – June 2017 versus July 
2015 – June 2016

The largest sources of search traffic for 
Thailand are China, the US, the UK, Aus-
tralia and Russia. According to the Tour-
ism Authority of Thailand (TAT), China 
and Russia were also two of the largest 
contributors to Thailand’s inbound tour-
ism and inbound expenditure in 1H2017.

Top five inbound countries by overall 
search traffic:

Top five Thai destinations with the big-
gest increase in international traveller 
interest:

Krabi is followed by Kathu and Nai 
Yang in Phuket, at 37% and 31% respec-
tively. Tied in fourth place with a 10% 
increase in searches is Chiang Mai in the 
north and border city Hat Yai in the south.

As for visitor origin markets, China 
continues to contribute the highest per-

centage increase in search traffic on Tri-
pAdvisor, with a year-on-year increase of 
30%, outpacing the overall international 
average of 4%. India and Indonesia fol-
lowed in second and third place, with 
year-on-year search increases of 16% and 
12% respectively.

China UK

Austr
alia

Russi
aUS
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On the radar Learn from the experts, take heed of technology 
currently shaping the travel landscape and pick 

up new ideas on how to do business better 

INNOVATORS  By Marissa Carruthers

WHO Helping travellers to make 
sense of Cambodia’s fragmented 
transport sector – which ranges 
widely in price, service and quality 
– was the aim of CamboTicket’s 
founders Shivam Tripathi, based 
in Cambodia, and Rahul Amand, 
based in Singapore. 

Founded in 2014, the dynamic 
duo went on to develop a back-end 
system and delivered training to 
equip its more than 40 partners 
with the skills to shift online, as 
many local operators still manage 
operations manually.

WHAT CamboTicket sells tick-
ets for buses, private taxis and 
vehicles, and ferries to more than 
80 destinations in Cambodia, and 
cross-border trips to and from 
Laos, Vietnam and Thailand. 

The platform provides infor-
mation on the swathe of bus 
companies, ferries and vehicles 
available in the country, presenting 
timetables, reliability, prices and 
safety ratings, as well as the option 
to book online in one portal.

With an aim to bring the local 
market in line with international 
standards, CamboTicket works with 
operators to train them in transfer-
ring their operations online. 

“We wanted to do something 
that would help the local tourism 
market. A lot of things are still man-
aged manually here,” said Tripathi. 
“They still call bus companies and 
record using pen and paper.” 

To date, they have trained and 
brought 25 per cent of Cambodian 
operators online.

WHY “When we launched, there 
was a big absence of information,” 
said Tripathi. “What are the true 
prices? What kind of buses are 
used, are they punctual, are they 
reliable, are they safe? We provide 
this information with transparency.”  

CamboTicket brings all this in-
formation together, with the option 
for travellers to book online. A live 
chat option also allows users to ask 
questions about their forthcoming 
trip. Today, the team of 10 engage 
in 17 to 18 hours of live chat daily. 

TARGET The start-up recently 
secured US$100,000 invest-
ment and won a US$7,000 
grant after being crowned 
runner-up in the Mekong 
Business Initiative Tourism 
programme.

It plans to continue 
reaching out to the local 
market, as well as growing 
beyond the transport sector 
to bridge gaps in other ar-
eas of the travel and tourism 
segment. This includes tours 
and experiences, which Tripathi 
refers to as “fragmented and 
unorganised”, and hotels. 

“The hotel market is saturated 
but we still see opportunities, 
especially with budget accommo-
dation,” said Tripathi.

Additional plans include 
extending to Laos and Myanmar. 
“These are undeveloped coun-
tries where technology levels are 
low,” he said. “We have done the 
hard work in Cambodia, and are 
confident we can do the same in 
other countries.”

Ticket to a smoother journey

CamboTicket’s Tripathi (third from right),  
together with team members

We wanted to do something that would 
help the local tourism market. A lot of 
things are still managed manually (in 
Cambodia). 
Shivam Tripathi, co-founder, CamboTicket
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Need ideas on what to buy? Take your pick 
and load your cart with the array of new 

products showcased on this page
Shop

HOTELS

SOFITEL KUALA LUMPUR 
DAMANSARA
Sofitel’s first property in Malaysia has 312 
rooms, each furnished with the brand’s 
signature MyBed, and in-room amenities 
from Lanvin and Hermès. Facilities include 
an outdoor pool, gym and a spa. There are 
also five F&B options, as well as six meeting 
rooms and a pillarless 1,100m2 ballroom.

YOTEL SINGAPORE
Asia’s first Yotel will open along Singapore’s 
Orchard Road on October 1, 2017. There will 
be 610 cabin-esque rooms, each featuring 
the brand’s adjustable SmartBed, free Wi-Fi, 
rainshowers, smart TVs. Amenities include a 
Club Lounge, gym, 20m-long swimming pool 
and Grains & Hops eatery.

THE MACAU ROOSEVELT
At the five-star Macau Roosevelt, the 368 
guestrooms are inspired by Old Hollywood 
and its glamour – think ebony-lacquered 
burnt wood doors, polished bronze and Italian 
marble. Facilities include a restaurant, fitness 
centre and an open-air swimming pool 
overlooking Macau’s Jockey Club.

MERCURE MALDIVES KOODDOO
Adjacent to Kooddoo domestic airport, 
the property boasts 68 villas, 43 of which 
are over-water and 25 are on the beach. 
Facilities include a 50m-long lagoon-side 
swimming pool, three F&B options, tennis 
courts, fitness facilities, a Kids’ Club, as well 
as a Dive & Water Sports Centre.

ACTIVITY
VESPA SIDECAR TOURS SCOOT INTO SINGAPORE
Sideways.sg was launched in Singapore earlier this year to offer Vespa sidecar tour service in the city.

Supported by the Singapore Tourism Board and co-created with tour agency and hostel Betel Box, the sidecar 
tours include 30-minute Selfie Spins as well as a half-day Chinatown & Rooftops programme.

Selfie Spins offer a choice of districts to explore, including Chinatown, Joo Chiat and Katong, as well as 
Kampong Glam and Haji Lane.

Sideways is planning to add more half-day rides, namely the Little India Sunset Ride & Dine and the F1 Route 
Sunset Ride & Dine, soon.
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GTEF bridges 
continents, furthers 
public and private 
opportunities  
in global travel  
Cross-border partnerships between China  
and international tourism destinations continue 
to be built at the Global Tourism Economy 
Forum this October 16-17 in Macao 

W ith China’s 122 million outbound travelers and 
138 million inbound arrivals in 2016, tourism 
has increasingly become an important area 

of partnership between the mainland and global travel 
organizations. This increased global exchange has opened 
doors to bi- and multilateral cooperation in travel, particularly 
among countries along the Belt and Road Initiative. 

“We will continue to support the Belt and Road 
Initiative and promote regional collaboration 
to achieve strategic compatibility and 
complementary advantages along the Belt 
and Road regions, and to attain cooperation, 
common development, interconnection and 
interoperability around the world.”
Ms. Pansy Ho, Secretary-General and Vice Chairman of GTEF

Join us in Macao this October to participate  
in pivotal talks on the future of travel. 

For more information, visit www.gte-forum.com. 

PROGRAMME   
HIGHLIGHTS 

The Greater Bay Area – Visionary 
Collaboration in the Making
The latest statistics show that the Greater 
Bay Area – which takes in Guangdong 
province with its 9 cities, Hong Kong and 
Macao – received a total of more than 
400 million tourists and tourism revenue 
of more than 1 trillion yuan ($153 billion) 
in 2016. Hong Kong and Macao remained 
the top destinations for mainland tourists, 
comprising 58 percent of the 122 million 
outbound travelers. Together with the central 
government’s plan for the development of a 
city cluster in the Guangdong-Hong Kong-
Macao Greater Bay Area, led by Chinese 
Premier Li Keqiang, the plan is expected 
to elevate regional development and 
economic growth efficiency in the hub as a 
whole, while giving full play to the distinctive 
strengths of the region.

In this session, government officials and 
academics will share their outlook on the 
Greater Bay Area, which covers 5 percent 
of the country’s population but created 13 
percent of the nation’s GDP in 2016. What 
are the policies that drive this ambitious 
regional collaboration initiative? What role 
will the Greater Bay Area play in this region’s 
tourism economy and in the global tourism 
economic supply chain? How can the 
Greater Bay Area’s tourism industry benefit 
from this regional collaboration?

PRESENTATION OF UNWTO/
GTERC JOINT RESEARCH 

PROJECT

FACE TO FACE, MINISTERS  
AND PRIVATE SECTOR CEOS 

(IN COLLABORATION  
WITH UNWTO)

REGIONAL COLLABORATION  
– CHINA PERSPECTIVE  

(IN PARTNERSHIP WITH CHINA 
DAILY & SPONSORED BY BNP 

PARIBAS PRIVATE WEALTH 
MANAGEMENT)

Embracing Regional Collaboration  
for Collective Growth
The global exchange of people and ideas 
continues to be driven by strong proponents 
of free trade and cross-border cooperation. 
China’s Belt and Road Initiative has been 
a prominent champion of such policies, 
creating a number of collaborative 
economic frameworks such as the “16+1” 
with the Central and Eastern European 
Countries. These frameworks will serve as 
the foundations of future regional alliances, 
of which cooperation in the travel economy 
will become a prominent topic.

In this session, international leaders 
from both the public and private sectors 
will discuss how regional and inter-
regional collaboration can create positive 
developments that expand beyond 
geographic regions. What constitutes the 
scope of cooperation for these partnerships 
in the travel economy? When it comes to 
building a travel economy, what forms of 
cross-border collaboration are most viable? 
What formats of public-private partnership 
create the best long-term results? How can 
governments create incentive for the private 
sector to promote sustainable growth? How 
can individual countries and markets benefit 
from regional alliances?   

Asia Tourism Trends 2017
Asia and the Pacific, the world’s largest 
region by population, continues to 
lead tourism development. In this joint 
World Tourism Organization and Global 
Tourism Economy Research Centre 
report, UNWTO representative will 
present tourism trends and outlook of 
the region; showcase how technology 
is driving revolutionary changes in the 
tourism industry; highlight the importance 
of regional collaboration, an integral 
element of the celebration of the UN 2017 
International Year of Sustainable Tourism 
for Development; and identify UNWTO’s 
key tourism agendas in the region.

INNOVATION AND TECHNOLOGY  
(SUPPORTED BY PATA)

Driving Tourism Economic Growth 
through Innovation and Technology
The ever-growing number of tourists who 
travel within and across their regions and 
internationally shows the dynamics of the 
tourism economy. In this session, industry 
leaders will discuss how they drive economic 
growth through innovation and/or technology. 
What are the economic or social trends that 
have the most impact on their businesses? 
How do they capitalize on these trends to 
create innovation and technology solutions 
to meet travelers’ wants and needs and 
enhance travelers’ pre-trip, on-the-ground 
and post-trip experiences? Are they 
changing travel behaviors or are travelers 
changing their business models?

For the Global Tourism Economy Forum’s partner countries, 
provinces and corporate attendees, the opportunities to 
join in on the growing fruitfulness of cross-border tourism 
collaboration are abundant. How better to facilitate Chinese 
tourism towards an unexplored region like the Central and 
Eastern European Countries (CEECs) than to mingle and 
meet with the local travel operators and tourism ministers? 
What better ways to explore mutually beneficial cooperation 
with Chinese destinations like Guizhou Province than to 
explore each locale’s unique features? 

In the 2017 edition, GTEF will explore “Regional 
Collaboration Towards a Better Future,” to broaden the 
positive and peaceful impact of international tourism 
collaboration. A balance of public and private sector 
dynamics, the Forum combines the latest travel trends  
with global issues such as tourism for sustainable growth. 

GTEF_v9.indd   19 3/10/17   10:44 am



October 2017  TTG Asia  16

Report  Serviced residences

Recognising the strong market potential of millennials, serviced residence operators are rethinking 
their strategies to target the new darling of the travel industry. Pamela Chow and Rachel AJ Lee 
check out what new brands and plans operators have in store for Gen Y guests

Clockwise from above: Parkroyal Serviced 
Suites Singapore; Oasia Residence, Singapore; 
Capri by Fraser, Brisbane; an impression of a lyf 
suite by The Ascott 

Millennial-centric stays

The Ascott 
The Ascott clearly has its eyes on breath-
ing new life into the serviced residence 
sector with the launch of lyf in November 
2016, a brand that is “designed for and 
managed by millennials” with its co-living 
and co-working ethos. 

“The millennial traveller segment al-
ready (makes) up a quarter of Ascott’s 
global customer base and (is) poised to 
further expand,” said Lee Chee Koon, As-
cott’s CEO, citing the reason driving the 
Singapore-based serviced residence op-
erator to devote a brand to this growing 
market force.  

Singapore will soon have two lyf prop-
erties: lyf Funan Singapore (opening 
in 2020) and lyf Farrer Park Singapore 
(opening in 2021 with 240 units).

The former – to be developed as the 
flagship of the co-living, millennial-tar-
geted concept – will be located in the up-
coming Funan integrated development as 
a nine-storey residence offering between 
279 and 412 rooms. It will be developed 
for an estimated S$80 million (US$59.6 
million).

In the pipeline is another lyf property 
in downtown Singapore, Mindy Teo, vice 
president of brand & marketing and digi-
tal innovation for Ascott, told TTG Asia.

Frasers Hospitality 
Frasers Hospitality launched the Capri by 
Fraser brand in 2012 to cater to the evolv-
ing needs of millennial travellers and meet 
their expectations of a place to stay that 
combines good value, seamless connec-
tivity and an authentic travel experience.

Choe Peng Sum, Frasers Hospitality’s 
CEO, commented: “We are targeting mil-
lennials as they constitute an influential 
and fast-growing segment among travel-

lers, representing more than 23 per cent 
of over one billion international travel-
lers. Millennials are currently spending an 
average of US$200 billion yearly, and this 
is set to increase as they enter their prime 
working and spending years.”

Capri by Fraser is a design-led residence 
that features a strong adoption of technol-
ogy with e-concierge and e-print facilities, 
plus complimentary high-speed Wi-Fi to 
cater to this tech-savvy segment.

Unique to the property is the Spin & 
Play facility, where its 24-hour launderette 
is fitted with the latest games consoles, and 
other recreational amenities that encour-
age interaction and socialising.

Meeting and conference facilities are 
also equipped with the latest audio-visual 
capabilities, such as interactive touch-

generation of global nomads.
When asked if this was tar-

geted at millennials, Dean 
Schreiber, managing director, 
Oakwood Asia Pacific, stressed: 
“The Oakwood Studios prod-
uct is designed for travellers 
with a millennial mindset, not 
just people of a specific age 
group.”

On how it differs from tra-
ditional serviced apartments, 
Schreiber pointed out that the 
company wanted to “inject 
fun into the equation” through 
quirky furnishings, curated art 
installations, adaptable spaces, 
and even an area for guests to 
concoct their own beverage 
from a range of Monogram 
teas.

Another example can be seen 
through its first-of-its-kind col-
laboration with Lumas Gallery 
to feature a curated selection of 
art photography at Oakwood 
Studios Singapore. Should a 
guest like a particular piece, 
they can buy it via the mobile 

app on the Samsung tablet provided in 
every apartment, and have it delivered 
anywhere in the world.

Schreiber elaborated: “The Oakwood 
Studios Singapore app is the first such ap-
plication by a serviced apartment in Sin-
gapore. Initially available to guests only 
via the in-room tablet, it was launched in 
June on mobile app stores so that guests 
can easily download the application prior 
to arrival and check in at the property.”

Through this app, Oakwood focuses 
on “curated experiences”, as guests can 
make pre-arrival special requests, whether 
they require a stocked fridge or even loan 
a Steinway Gallery Singapore piano and 
have it placed in their apartment.

In the near future, Schreiber hopes to 
bring the Oakwood Studio brands to oth-
er key gateway cities such as Jakarta, Bang-
kok, Beijing, Shanghai, Tokyo and Sydney. 

screen panels and integrated whiteboard-
projector features.

To cater to millennials’ preference for 
localised experiences, Capri by Fraser has 
dedicated teams to organise customised 
activities for guests to experience the city 
like a local.

Currently, there are seven Capri by 
Fraser properties in seven cities – Bris-
bane, Frankfurt, Berlin, Barcelona, Sin-
gapore, Kuala Lumpur and Ho Chi Minh 
City. The brand will soon open in Shenz-
hen, Penang and Gurgaon, expanding the 
brand’s portfolio to 4,000 units across 19 
properties by 2021.

Oakwood
Oakwood Asia Pacific’s first property un-
der the Oakwood Studios brand debuted 
Singapore in end-2016 to cater to a new 



6 Shenton Way, OUE Downtown 1, Singapore 068809
T: +65-6812 6000 | F: +65-6812 6059 | E: general.opsg@oakwoodasia.com
OakwoodAsia.com | @OakwoodPremierOUESingapore

AUSTRALIA | CHINA | INDIA | INDONESIA | JAPAN | MALAYSIA | SINGAPORE | SOUTH KOREA | THAILAND | VIETNAM

Blending urban style with nature-inspired elements, 
Oakwood Premier OUE Singapore’s serviced apartments 
provide sophisticated travelers a high-quality living 
environment, tailored with all the luxuries of a hotel.

LUXURY LIVING IN THE
HEART OF THE CITY
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Far East Serviced Residences
Far East Hospitality is keeping a close 
eye on the millennial segment in its de-
velopment of serviced residences, Arthur 
Kiong, CEO of Far East Hospitality, told 
TTG Asia. 

He observed that millennials are “more 
inclined to blend work and leisure during 
work trips” – and services such as Wi-Fi 
or a business centre “will no longer suffice 
today”.

He noted: “It is important that serviced 
residences provide options that allow mil-

lennial business 
travellers to en-
gage in fun activi-
ties throughout 
their business 
trips, and provide them with opportuni-
ties for wellness too.”

Far East Hospitality’s first Oasia Resi-
dence – launched in October last year – is 
hence geared towards a new generation of 
guests with “an integrated work-live-play 
environment for millennial business trav-
ellers on a longer stay”. 

Report  Serviced residences
Located in the West Coast of Singapore, 

the property houses recreational ameni-
ties such as a fitness centre, tennis court 
and swimming pool, in addition to shuttle 
services to major business districts, plus 
walking and attraction guides for travel-
lers to explore their surroundings.

 

Pan Pacific Hotels Group
Pan Pacific Hotels Group (PPHG) is keen 
to attract the youth segment of long-term 
guests, noting the rise of bleisure especial-
ly among millennial guests.

“A 2016 report by GBTA showed that 
four in 10 mil-
lennial travellers 
(have) extended 
at least one busi-
ness trip for lei-
sure travel,” said 
Richard Tan, 
vice president, 
serviced suites, 
PPHG.

The Sin-
g a p o r e - b a s e d 
group has com-
bined this trend 
with the millen-
nial’s reliance 

on digital media with the Parkroyal Picks 
app, which offers more than 1,000 curated 
guides in cities where Parkroyal properties 
are present.

“This adds greater depth to Parkroyal’s 
‘local connection’ brand positioning and 
enhances our brand’s appeal to the mil-

lennial traveller,” explained Tan.
He also shared that travellers, especially 

millennials, are going for shorter leases 
during their business trips. Pan Pacific has 
thus created packages such as Stay 4, Pay 3 
at Pan Pacific Serviced Suites Beach Road 
and Stay 7, Pay 6 at Pan Pacific Serviced 
Suites Orchard to appeal to this segment. 

 

Lanson Place
Lanson Place is currently in the midst of 
refining its current business models, lay-
outs, and design and marketing to capture 
more of the millennial segment.

Marc Hediger, CEO of Lanson Place 
Hospitality Management, revealed: “Up-
coming projects will integrate technologi-
cal, entertainment and design elements 
that respond to the needs of the millen-
nials, who are projected to be the largest 
spending travel demographic by 2020.”

For instance, smart technology is one 
of the key attributes the Hong Kong-based 
group is focusing on, having upgraded the 
Handy smartphone feature in Lanson 
Place Hotel, Hong Kong.

“Moving forward, we strive to enhance 
technology in our projects, such as of-
fering tech-driven interfaces controlled 
by mobile phone or table apps from the 
room,” he added.

Aside from technology advancements, 
Lanson Place aims to maximise the com-
munal and social spaces for networking, 
and enhance health and wellness facili-
ties such as a sky yoga garden or outdoor 
plunge pool in its properties.

From left: Oakwood Premier OUE Singapore; Lanson Place, 
One Sunland Shanghai
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TRIED AND TESTED

No.of residences 151 
Rates From US$125
Contact details
Tel: (62-21) 3002-0888
Website: setiabudi-jakarta.frasers 
hospitality.com

LOCATION The serviced residence is 
located on Jalan Karbela Selatan, in the 
heart of Jakarta’s Kuningan CBD area. 
It also lies within walking distance from 
Setiabudi One, a  building housing a wide 
array of dining and leisure options. 

ROOM The 31-storey Fraser Place Seti-
abudi has 151 serviced residences, offer-
ing one-, two- and three-bedroom apart-
ments. 

My two-bedroom Executive Apartment 
on the 19th floor comes with a view of the 
landscaped swimming pool and Jakarta’s 
skyscrapers in the background.

The two bedrooms come with separate 
living areas. The master bedroom is con-
nected to the main bathroom through a 
large walk-in closet, whereas the second 
room has a separate bathroom.

The apartment has a well-equipped 

kitchen with a built-in electric stove, mi-
crowave oven, double-door refrigerator 
and dishwasher. Other equipment in-
cludes a home entertainment system, 
washer and dryer, and a storage room.

The equipment and furnishings are el-
egant in design and arranged to minimise 
space that the 108m2 apartment remains 
expansive and comfortable for long-stay-
ing guests.

F&B Jardino, the all-day dining venue and 
bar at the lobby level, serves Asian and 
western cuisine. The contemporary bistro 
also offers both indoor and alfresco seats 
facing the lush garden.

As my stay coincided with the Rama-
dan period, the restaurant – which usu-
ally opens at 06.00 for breakfast – began 
services at 03.00 to provide Muslim guests 
with an early sahur (pre-dawn meals dur-

ing the fasting month).
Although there were less than 10 guests 

having meals that morning, the lavish sa-
hur spread – just like any breakfast buffet 
– way exceeded my expectations as as I 
was prepared to choose from a set menu.

FACILITIES Although the property is 
located on a busy street, I did not feel the 
throng when I strolled in the garden. The 
tropical garden outside the restaurant is 
lined with high plants, separating it from 
the crowded environs while offering a feel 
of  tranquillity and privacy.

The jogging track, basketball court and 
the landscaped swimming pool and kids’ 
pools are also located in this area.

Indoor facilities include a 24-hour gym, 
steam and sauna, hot and cold Jacuzzi. I 
was so tempted to try these facilities, but 
unfortunately had to give them a miss as I 
had to check out early for meetings.

Families with children can set their 

In a city where serviced residences are now taking off, 
this year-old property impresses Mimi Hudoyo with 
its landscaped environs and well-kitted amenities 

Fraser Place 
Setiabudi Jakarta

worries aside as this serviced residence has 
a children’s playroom and games room to 
keep the little ones busy.

As well, there’s a small meeting room 
with a capacity up to 80 people.

SERVICE My check-in process was a 
breeze and I was swiftly escorted to my 
room. The restaurant staff was likewise re-
sponsive and my à la carte order was quick.

VERDICT A serviced residence that 
scores highly on its central location. It is 
ideal for business travellers and families, 
whether for short or long stays.
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Report  Luxury Travel

CHINA• Feeling richer 
But higher spending power does equate 
higher travel spend 
By Yixin Ng

As the effects of China’s 2013 anti-corrup-
tion measures ease, the purchasing power 
of China’s wealthy evidently has returned, 
although it does not translate to travel ex-
travagance.

Hurun’s 2017 Chinese Luxury Travel-
ler Report shows spending power surged 
57 per cent from RMB14 million (US$2.1 
million) per capita in 2015 to RMB22 
million in 2016. Overall luxury spend re-
turned to pre-2013 levels after increasing 
20 per cent in 2016 over the previous year; 
however, the average per household travel 
expenditure, for example, remained rela-
tively unchanged at RMB380,000 in 2016.

Signs that leisure travel expenditure is 
not moving in tandem with higher spend-
ing power are consistent with the experi-
ence of most buyers interviewed at this 
year’s ILTM Asia. 

Some, like Wang Ze Lin, outbound di-
rector of Resort Saloon, actually noted a 
fall in travel spend in the past year. 

In 2014 and 2015, the agency’s book-
ings for resort destinations such as the 
Maldives, Mauritius, Fiji and Tahiti were 
typically for five-star or five-star plus 
properties. In 2016 however, preferences 
took a sharp turn towards four-star prop-
erties and the trend has persisted into 
2017, said Wang.

Wang attributed the change possibly to 
the effects of China’s slowing economic 

growth. The country last year saw its slow-
est growth in GDP since 1990, according 
to media reports. 

Aymeric Naudin, assistant general 
manager of CYTS Sparkle Tour (Beijing),  
however opined that for a country as large 
as China, any growth at all could be con-
sidered “a good trend”. 

“Even a small increase is big because 
the base is huge,” he said.

Surmised Hurun Report, “Enthusiasm 
for overseas travel shows no signs of abat-
ing, with the proportion of time spent 
overseas for tourism purposes among lux-
ury travellers rising five percentage points 
to 70 per cent of the total. The economic 
(growth) slowdown in 2016 led to luxury 
travellers spending more time at work, but 
this did little to reduce their appetite for 
travel, making them determined to make 
the most of their time abroad to go travel-
ling.”

And unlike Resort Saloon’s experience, 
last year saw “the highest average willing-
ness to spend extravagantly on accommo-
dation”, according to Rupert Hoogewerf, 
chairman and chief researcher of Hurun 
Report, with 60 per cent of wealthy Chi-
nese travellers spending at least US$500 
per night on rooms. 

As well, despite many observing a shift 
in Chinese luxury travellers’ preferences 
away from shopping in recent years, the 
Hurun Report revealed that respondents 
in 2016 spent an average of RMB220,000 
on shopping during their travels, up 
nearly 57 per cent year-on-year. Almost 
half (48 per cent) made purchases to the 
value of RMB50,000-RMB200,000, and 

latter finds particular favour among the 
millennial generation, with 34 per cent of 
respondents choosing it as their top pick, 
propelling it from the fourth place to first.

For the more elite of luxury travellers, 
however, Naudin observed that South-
east Asia has passed its prime as an aspi-
rational destination. “Six years ago guests 
wanted to visit South-east Asia. Now, they 
want to visit extremely niche destinations 
that most Chinese have never heard of be-
fore.

“The kind of guests we have take very 
long holidays, travelling to farther ends of 
the globe, with some even opting for 88-
day pole-to-pole cruises.”

In the next three years, Hurun predicts 
round-the-world travel, polar explora-
tion and adventure travel will be popular. 
Younger respondents who aspire to visit 
Africa and polar regions soared to 36 per 
cent in 2016 (+23 per cent in 2015) and 32 
per cent (+17 per cent in 2015).

A key challenge going into 2018 is the 
stiff competition from OTAs, which ac-
cording to Li Changsong, managing di-
rector at Deluxe MICE Tour & Luxury 
Travel, control 70-80 per cent market 
share. “Offline agencies like us don’t have 
the (reach) or power that they have,” he 
said.

Online players Ctrip, Hhtravel and 
Zanadu rank among the 10 most popular 
companies for luxury travellers in a rank-
ing by ILTM. Taking top spots, in order of 
popularity, are 8 Continents, CITS Amex, 
CITS, Ctrip, CTS, CYTS, Diadema, D-
Lux, HHtravel, Magic Travel, My Tour and 
Zanadu.

But consoling himself, Li said: “OTAs 
are always chasing consumers with low 
prices. But they don’t tell consumers 
what’s good. They offer relatively stand-
ardised products and (a smaller degree) of 
personalisation. But the market is headed 
for tailor-made itineraries, (which means) 
offline agencies like us still have opportu-
nities to grab.”

five per cent of them spent more than 
RMB500,000. 

It also noted that while per capita 
spending among average Chinese tourists 
fell by RMB40,000 year-on-year, the high-
end of the market continues to flourish in 
comparison. 

Moreover, senior trip consultant at 
Deep Blue Trip, Eric Lee, shared that cli-
ents have been splashing out more money 
on travel as they develop a taste for smaller 
groups, personal vehicle and guide, and 
better quality services.

Meanwhile, it remains to be seen if 
Chinese high-rollers are trickling back 
into Macau. Although there was chatter 
in the first half of 2017 that this was the 
case – the mainstream media reported 
figures from Macau’s Gaming Inspection 
and Coordination Bureau showing a 34.8 
per cent rise in gross gaming revenue from 
VIP baccarat rooms to US$4.46 billion in 
the April to June period – more caution 
ensued in the second half of the year.

Serena Chin, spokesperson for Wynn 
Palace and Wynn Macau, said: “I don’t 
know if China will loosen controls, but as 
of now, we have been seeing in the news 
that senior government officials are visit-
ing Macau quite frequently, and it’s a sign 
of support.”

When it comes to choice of destina-
tions, Europe and South-east Asia led by 
a considerable margin in 2016. Hurun 
stated that Europe has long been the des-
tination of choice among affluent Chi-
nese travellers, while South-east Asia is 
up-and-coming, having surpassed the 
Americas over the past two years. The 

For richer for poorer, for better for worse, there’s always the Asian luxury 
traveller to have and to hold. The Chinese wealthy are feeling richer, but the 
Malaysians are feeling poorer, report Yixin Ng and S Puvaneswary 

For richer for poorer

A Chinese traveller  
enjoying her first ski ex-
perience in Switzerland

Six years ago (Chinese) 
guests wanted to visit 
South-east Asia.
Aymeric Naudin
Assistant general manager
CYTS Sparkle Tour (Beijing)
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Revenue from pre-
mium travel has been 
on a decline over the 
last two years as clients 
are more careful on 
spending. 
Foo Sze Zhaun
Business development manager 
Corporate Information Travel

Still, business owners who form a part 
of the luxury sector will have to contend 
with higher costs of doing business due to 
an increase in the minimum wage policy 
and the minimum retirement age act. All 
these additional costs will eat into profits. 
As these financial considerations become 
more pronounced, coupled with a weak 
ringgit, many well-heeled travellers are 
becoming even more prudent about their 
overseas holidays.

Corporate Information Travel business 
development manager, Foo Sze Zhaun, 
said: “Revenue from premium travel has 
been on a decline over the last two years 
as clients are more careful on spending. 
They are either shortening the length of 
their trips or choosing destinations that 
are more affordable.”

Citing an example, he said: “Prior to 
2015, we saw a healthy movement to West-
ern European destinations such as Ger-
many, Switzerland and Scandinavia. Now 
Central and Eastern Europe has gained 
popularity due to lower ground costs.” 

Barbara Sette, managing director of 
Sette Reps, the sales representative office 
in Asia for local operators in Eastern Eu-
rope, Balkans and Russia, also noticed a 
pick up in demand to these places whereas 
demand for Central Europe is on a year- 
on- year decline.

Said Sette: “People are more concerned 
about the package costs and are also more 
careful about their spending. They check 
prices and compare offers. In the past, 
they were not checking as much. They 

Feeling poorer 
Lots of reasons to tighten the belt 
By S. Puvaneswary

Malaysia’s luxury travel market is soft, 
with forward bookings showing no signs 
of improvement, according to planners.

Currency is a major factor. The ringgit 
has been steadily declining, which makes 
going on holiday more expensive com-
pared a year or two ago. At press time 
on September 8, the currency closed at 
RM4.21 against the greenback, lower than 
its all time low of RM4.49 against the US 
dollar in December 2016. This is still a far 
cry from January 2015 when the ringgit 
traded at RM3.43 against the US dollar. 

And while it may appear that the econ-
omy is finally on the road to a slow recov-
ery after a two-year downtrend, Central 
Bank of Malaysia governor Muhammad 
Ibrahim has highlighted the main chal-
lenges for this year, which include higher 
inflation, volatile capital flows and linger-
ing uncertainties in the global economic 
and financial environment. Nevertheless, 
if all goes well, a rebound in oil prices on 
the back of a production cut agreement 
between the Organisation of the Petro-
leum Exporting Countries (OPEC) and 
some non-OPEC producers, as well as 
higher commodity prices, should see the 
economy growing slightly over last year at 
a range of between 4.3 per cent and 4.8 per 
cent, compared with 4.2 per cent in 2016, 
projects the Central Bank.

were less concerned about prices.” 
She revealed that forward bookings for 

the second half of 2017 remain weak, part-
ly due to political uncertainty of when the 
14th general election will be held. “People 
are sitting tight and seeing what changes 
will happen after the election,” said Sette.

As market share has shrunk, competi-

tion among operators these days is huge. 
“To remain relevant, we have to be inno-
vative while offering good value for mon-
ey,” said Sette.

Adam Kamal, CEO at Olympik Holi-
days, saw airline and hotel bookings de-
cline over the last two years. The luxe trav-
eller used to expect end to end services in 

the past, however, this is changing, partly 
due to technology advancements and 
partly because of more awareness about 
the convenience and discounts available 
when they make purchases online.

Adam said: “We see a growing trend 
of luxury travellers doing their own ho-
tel bookings through their hotel loyalty 
membership. They are also using hotel 
VIP Concierge services to book restau-
rants and shows. From time to time, cred-
it card companies also offer Buy 1 Free 
1 air ticket for business class passengers. 
Airbnb has also become a popular choice 
where the high-end segment can book 
luxury vacation homes and yachts for 
their vacations.

“To remain relevant, we have to keep 
offering new, exotic destinations such as 
seeing the Northern Lights in Iceland or 
cruising in Antarctica.  Clients are less 
likely to be as adventurous when the des-
tination is new.”  

This is also the route that Apple Vaca-
tions & Conventions has taken. Its group 
managing director, Desmond Lee, said 
to keep interest high, the company sells 
“in-depth” tours to destinations which no 
other Malaysian agent is selling, such as 
Azerbaijan, Georgia and Armenia. 

Apple Vacations has seen a year-on-
year decline of some 15 to 20 per cent in 
the volume of the luxury travel market. 
He said those travelling are also trading 
down on hotel types and more are opting 
for premium economy rather than busi-
ness class seats. 

 HOW CHINESE LUXURY TRAVELLERS 
RATE TRAVEL AGENTS SERVICES

Customised travel services are experiencing a surge in popularity, forcing 
China’s travel agencies to place a strong emphasis on the quality of travel 
itineraries to retain customers, according to the latest Hurun Report.

More than half of luxury travellers (58 per cent) surveyed have experi-
enced customised travel services. Fifty-five per cent of travellers report  
that the provision of such services is why they chose one agency over an-
other.

 Luxury travellers are partial to travel agencies that provide well-designed 
itineraries, personalised services, and are actively problem-solving, plac-
ing 59 per cent, 55 per cent and 49 per cent of the emphasis on each aspect 
respectively. The emphasis placed on the problem-solving ability of travel 
agencies has experienced an 11 per cent increase in two years.

 Aspects that respondents felt least satisfied with include poorly-organised 
itineraries (29 per cent), bad food (24 per cent) and tour guides not meeting 
expectations (21 per cent).

Reasons why agencies are favoured and aspects that are not satisfactory

Best China/Hong Kong/Taiwan outbound luxury travel agencies 2017
Agencies in the Hurun Mainland China Outbound Luxury Travel Agencies 
2017 Top 12 ranking include 8 Continents, Diadema, D-Lux*, CITS Amex, 
HHtravel, My Tour, Magic Travel, Ctrip, Zanadu, CITS, CTS and CYTS. 

 Agencies in the Hurun Hong Kong Outbound Luxury Travel Agencies 2017 
Top 6 include Wincastle Travel, Cathay Pacific Holidays, Charlotte Travel*, 
American Express, Swire Travel, and Westminster. 

Agencies in the Hurun Taiwan Outbound Luxury Travel Agencies 2017 Top 
6 include One Style Tour*, Seascape Escape, Let’s Travel*, American Express, 
International Travel Information Services and Lion Travel. 

Agency names are listed alphabetically; * denotes newcomers

Reasons why agencies are favoured % Aspects that are not satisfactory %

1 Well-planned itineraries 59 Itinerary 29

2 Personalised services 55 Food 24

3 Problem-solving ability 49 Tour guides 21

4 Able to obtain exclusive resources 33 Flights (including hardware, lay-

over times, air miles policies)

16

5 Creative itineraries 31 Tour leader 15

6 Good service 21 Others 14
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Bringing greying 
trades to life 

Destination Singapore

Tours with a twist are taking tourists into the heart of Singapore’s disappearing 
industries, in line with the destination’s new brand, reports  Pamela Chow  

T
ourism stakeholders in Singa-
pore are rolling out tours that 
are promising to cast a spotlight 
on fading businesses and bring 

more travellers to the city state.
Featuring old-school trades such as 

traditional baking, ancestral paper-house 
making and Arabic perfume mixing, these 
tours bring out cultural flavours of Singa-
pore beyond its modern attractions.

Tribe, one of the pioneers of such tours, 
offers excursions led by locals and experts 
in related fields, such as a master paper-
house maker and one of Singapore’s last 
traditional bakers.

The concept can “disrupt the way tours 
are usually conducted”, said Tribe’s co-
founder Jason Loe. He explained: “Sin-
gapore has so many layers to peel back 
and discover... We like our guests to come 
away with an authentic slice of life in Sin-
gapore.”

Similarly, tour operator Journeys takes 
guests to the heart of cultures and busi-
nesses oft forgotten in modern Singapore. 
A third of its tours include visits to tradi-
tional trade shops where guests can also 
interact with the owners, said its executive 
director Savita Kashyap.

Stops include a Chinese funeral sup-
plies shop, a popiah (spring roll) stall, an 
Indian flower garland shop and a tradi-
tional Arabic perfume mixer.

Joseph Sze, project director of Siam Ex-
press, observed that travellers – especially 

visitors from Chi-
na – are now more 
drawn to such 
shops, especially in 
Haji Lane and Lit-
tle India, for prod-
ucts that “cannot 
be found in their 
own countries”.

The endangered 
rickshaw business 
has also been given 
new life. Operator 
Trishaw Uncle re-
cently refreshed its 
services with GPS-
guided trishaw 
tours through her-
itage districts such 
as Little India, 
Kampong Glam, 
Chinatown and 
the Civic District.

Its managing 
director, Png Yiow 
Beng, noted that 
such tours are 

growing in popularity among the youth 
segment. Trishaw Uncle is also attracting 
younger drivers who are “are very pas-
sionate about introducing Singapore’s 
history and landmarks”, he added.

Hoteliers have also jumped on the 
bandwagon; The Fullerton Hotel Singa-

Filipe.Lopes/shutterstock

Indian condiment shop-
ping at Tekka Center, 

Little India

Garth Simmons, 
COO AccorHotels 
for Malaysia, 
Singapore & 
Indonesia 
The year-long 
calendar of 
international events 
and festivals such as 
the Singapore Grand Prix and Singapore 
International Festival of Arts will continue to 
attract tourists, and provide opportunities for 
the hospitality industry.

Linda Low, 
CMP strategic 
partnership 
& product 
marketing 
manager, Desti-
nation Services
There has been strong 
demand for private tours, flexible arrange-
ments and truly local encounters that call 
for interaction with the locals and off-the-
beaten-track experiences. These have also 
been given new twists to cater to wider audi-
ence group (from millennials to the silvers), 
while ensuring the essence of authenticity is 
retained.

What is Singapore’s strongest 
offering to tourists now?

Viewpoints

 4.3 million
The number of international visitor 
arrivals in 1Q2017, up four per cent 
from 2016  

88%   
The average occupancy rate of 
upscale hotels in Singapore for 
1Q2017, up 2.7 per cent from 2016 
and the highest of hotel categories

29%
The percentage fall in arrivals from 
Hong Kong to 101,000 in 1Q2017

Destination in numbers

pore, for instance, offers complimentary 
monument and maritime tours, and has 
recently partnered with Jane’s SG Tour 
to offer experiences covering Singapore’s 
oldest mosque, a pre-war medical institu-
tion and culinary classes on local cuisine.

“Stories told enable travellers to appre-
ciate Singapore on a deeper level and stay 
longer, beyond just a quick stopover,” said 
Cavaliere Giovanni Viterale, general man-
ager of The Fullerton Hotels Singapore.

Meanwhile, the Singapore Tourism 
Board (STB) and the Economic Develop-
ment Board in August launched a unified 
destination brand, which aims to tell “a 
fuller Singapore story beyond tourism… 
about this destination and its people”, said 
STB chief executive Lionel Yeo.

Through promotional efforts, the Pas-
sion Made Possible brand will also see 
operators roll out new tours highlight-
ing heritage businesses – such as Wok ‘n’ 
Stroll’s food trail featuring new-gener-
ation hawkers, Ruby Dot Trails’ family 
businesses of Kampong Glam and Tribe’s 
past-to-present industry tour.

STB has identified 15 target markets for 
this brand, including China, India and In-
donesia, Australia, the UK and US. 

STB has also been expanding its mar-
keting efforts to tier-two cities in key 
source markets Indonesia, China and In-
dia, said its director, strategy planning & 
incentive policy, Rachel Loh.

As of April 2017, year-to-date interna-
tional visitor arrivals from targeted tier-
two cities in Indonesia, China and India 
reached 170,000 (+11 per cent year-on-
year), 315,000 (+17 per cent) and 58,900 
(+ eight per cent) respectively.

Loh added: “We remain hopeful for a 
year-on-year growth of one to four per 
cent in tourism receipts and one to two 
per cent in international visitor arrivals 
for 2017.”
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NEWS IN A MINUTE

1  Changi T4 readies for takeoff
Opening on October 31, Changi Airport’s 
newest Terminal 4 will provide passengers the 
option of self-service during check-in, bag 
drop, immigration and boarding using end-
to-end fast and seamless travel (FAST) tech-
nology. 

The terminal also presents themed expe-
riential zones – including the Heritage Zone 
with Peranakan shophouse facades and din-
ing – immersive LED displays, and more than 
80 retail and F&B outlets. 

2  Andaz Singapore opens
Situated at the crossroads of the Kampong 
Glam, Little India and Bras Basah Bugis cul-
tural districts, the 342-room Andaz Singapore 
is housed within the new Duo mixed-use 
space. It boasts a rooftop bar, Mr Stork, and 
Alley on 25, which features a “street-dining-
in-the-sky” concept.

Singapore is losing its shine as a shopping 
haven, inbound veterans tell Pamela Chow

Retail paradise lost

D
espite spending fig-
ures on an uptrend, 
inbound agents be-
lieve that Singapore is 

past its glory days as a shopping 
paradise, citing regional com-
petition and e-commerce as the 
main threats.

The Singapore Tourism Board 
(STB) recorded a 38 per cent 
year-on-year increase in tour-
ist shopping expenditure for 
1Q2017, reaching S$1,600 mil-
lion (US$1,183 million) and tak-
ing up the the lion’s share of total 
tourism receipts.

However, industry veterans 
express little faith in selling the 
image of Singapore as a retail 
hub. The common grouse, be-
sides digital commerce, is the 
more competitive exchange rates 
in neighbouring countries.

Although 69 per cent of global 
luxury and fashion brands are 

Issue of the day

present in Singapore, accord-
ing to STB, this is no longer a 
strong selling point as brands are 
setting up shop in “developing 
countries” where the currency is 
cheaper, said Philip Gejon, sen-
ior sales & marcom manager – 
B2B, TAcentre.com.

Joseph Sze, project director of 
Siam Express, noted that Singa-
pore’s top retail rival is Thailand, 
which offers cheaper prices and 
more variety. 

“Singapore cannot just pro-
mote its shopping any more,” 
opined Sze. “Even the iconic Or-
chard Road is no longer seen as 
a place to shop, but an attraction 
to simply visit.”

Instead, Sze observed that 
tourists are preferring to spend 
on local handicrafts and cultural 
products offered beyond fran-
chised and chain stores.

Ranita Sundra, director, at-

Destination Singapore
tractions, dining & retail, STB, 
noted that the diversity of prod-
ucts offered “by our ethnic en-
claves and heritage brands (as 
well as) a new wave of Singapore 
designers” is one of the country’s 
current strengths in retail.

To polish up Singapore’s retail 
scene, operators suggest enhanc-
ing retail spaces with experiential 
and value-added services unique 
to the country. Sze offered: “Sin-
gapore could integrate attrac-
tions with its shopping malls.”

As well, Gejon recommended 
developing “more support for 
local brands to make the Singa-
pore shopping experience very 
‘local’ – something that cannot 
be experienced in other parts of 
the world”.

Going forward, STB is devel-
oping a project to revive the vig-
our of Orchard Road.

Sundra revealed: “STB is 
launching a Singapore designer 
showcase come end-2018 at Or-
chard Green. It will be a space 
that celebrates Singapore design 
and carries brands and products 
by Singapore designers while 
providing facilities and work 
studios to help designers in their 
back-end production work.”

The board is also “(working) 
closely with industry stakehold-
ers such as the Singapore Retail-
ers Association to inject vibrancy 
into the retail scene through a 
year-round calendar of events 
such as the Great Singapore Sale 
and Singapore Golden Week”, as 
well as “(supporting) initiatives 
that profile Singapore design-
ers and local brands as they can 
become a strong point of differ-
entiation and draw for tourists”, 
said Sundra.

3  City gets second InterContinental
The 225-room InterContinental Singa-
pore Robertson Quay overlooks the Singa-
pore River and offers rooms that come with  
amenities such as a Nespresso coffee machine, 
personal cocktail kit and Wi-Fi connectivity. 
The property has four dining options includ-
ing the 389-seat Italian restaurant & bar Pub-
lico.

4  Siloso’s thriling new addition
Singapore’s first bungy tower has opened on 
Siloso Beach in Sentosa, where visitors can 
leap off the 50m-tall custom-built structure. 
The AJ Hackett Tower also features two world 
firsts: a dual giant swing system – where two 
groups of participants can race at a height 
of 47m – and a vertical skywalk facility. The 
structure is also fitted with a top swing for 
individuals, 40m-long transparent Skybridge 
and a 47m-high bar, Sundowner Deck.

1 4

Renu 
Basu 
keeps 
the 
world 
moving

#keeptheworldmoving

www.iltm.com

“We deeply value our 
relationship with 
ILTM who we have 
been associated with 
for over a decade, 
we will of course 
continue to support 
ILTM and help 
#keeptheworldmoving.”
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TRIED AND TESTED

LOCATION Park Hotel Farrer Park is 
conveniently located above Farrer Park 
MRT Station – just two stops from Or-
chard Road’s Dhoby Ghaut MRT Station 
and several stops from the Harbourfront 
Interchange that links to VivoCity and 
Sentosa.

Within walking distance lie City Square 
Mall and the 24-hour Mustafa Centre – 

WHAT Trishaws in Singapore were, until 
recently, run by independent operators 
and served as short-distance taxi rides 
within key districts.

Last year, the Singapore Tourism Board 
(STB) appointed Trishaw Uncle as the 
country’s only licensed trishaw tour op-
erator, which now manages the bulk of 
trishaw rides here and plies curated herit-
age routes.

Trishaw Uncle is managed by the same 
company that runs Singapore River Cruise 
on Clarke Quay and Marina Bay.

WHY To pull in passengers, Trishaw Un-
cle has introduced its own tours featur-
ing newly installed GPS guides, location-
triggered commentary and culinary stops 
– including afternoon tea at celebrity chef 
Violet Oon’s National Kitchen in National 
Gallery Singapore.

I took a spin with trishaw driver Yong 
through the colourful Little India district, 
admiring the Deepavali decorations over-
head and trawling through alleys leading 
past Hindu temples.

From speakers built into the vehicle, 
tales of old trades and architecture were 
told as we passed them. Regrettably, some 
segments were drowned out by surround-
ing traffic, but Yong was amicable and 
filled in the blanks with his own stories.

Trishaw Uncle’s Chinatown tour also 

This new property offers a stylish yet affordable stay in the 
seat of authentic Singapore culture, finds Pamela Chow

Updated and curated tours have the potential to revive 
the endangered trishaw business. Still, more may be 
needed to keep visitors hooked, says Pamela Chow

Park Hotel Farrer Park

Trishaw Uncle

the latter a quintessential stop for locals 
and tourists alike with its myriad prod-
ucts. The hotel also sits in the heart of 
Little India, a lively enclave lined with col-
ourful shophouses.

AMBIENCE Away from the polished 
shine of the Marina Bay precinct, this 
20-storey, 300-room hotel owes its quiet, 

chic vibe to RSP Architects 
and interior design agency 
FBEYE International.

As evident from its mid-
day check-in queues, the 
hotel has become a favour-
ite among families and stu-
dent groups since its May 
2017 opening.

ROOMS The hotel pro-
vides the urban comforts, 
topped with a hint of 
boutique chic. My door 
opened to a lofty surprise: 
a roomy duplex Sky Loft 
unit looking out over the 
neighbourhood through 
floor-to-ceiling windows 

letting soft daylight in.
Upstairs, the bed is accompanied by a 

TV, bedside cabinet and balcony outcrop. 
Other categories are the single-storey 

Superior Room, Deluxe Room (with com-
plimentary mini-bar) and Crystal Club 
Room (with access to the Crystal Club 
Lounge), as well as the sizeable Premier 
Loft that accommodates an additional 
fold-out sofa bed perfect for families.

F&B It may be enveloped by streets 
packed with hearty local eats, but Park 
Hotel Farrer Park can easily fill you up 
with the tasty treats within its walls. 

In its lobby sits The Coffee Belt, which 
prides itself on incorporating local fla-
vours into its signature dishes. The masala 
chai (spiced tea) is creamy but light, while 
the pandan brick toast – a brioche slice 
served with a dollop of pandan custard 
and coconut ice cream – makes a perfect 
complement.

The halal-certified Blue Jasmine Thai 
Restaurant offers classic Thai and street 
food dishes – another gem that Park Hotel 
Farrer Park hides on its pool deck. 

VERDICT Park Hotel Farrer Park offers 
the best of both worlds, melding the bus-
tle of the vibrant environs with the well-
designed rooms and amenities.

MY WAY

 Qixin Liow 
Senior account manager  

(experiential events),
Pacific World Meetings &  

Events, Singapore

If you could have your way in 
changing Singapore’s tourism, 
what three suggestions would you 
give to improve the industry?

Islandwide free WiFi Tourists com-
ing in will have no need to buy SIM 
cards or mobile routers, or even 
travel packages that include mobile 
routers. We have our phones on us 
24/7, with half the time spent on so-
cial media. Why not take advantage 
of these trends? We can build upon 
them, and capitalise on Singapore’s 
willingness to embrace technology, 
innovation and change, and be the 
forerunner of the technological and 
tourism industries. We can also in-
troduce specific hashtags to encour-
age more social media posts about 
the country.

Food tourism Let’s face it, before we 
take a trip anywhere, we scour the 
web for (travel) reviews, itineraries 
and recommendations. We should 
emphasise food tourism through so-
cial media and personalities.

A lot of influencers have a lot of 
followers on their feed, which can be 
tapped on – when people see great 
food posts on their feed, they often 
want to have a taste of it too. I follow 
food bloggers regularly as well for 
their reviews, and I think that these 
posts could be more widely spread 
outside of Singapore.

The Singapore personality We 
should be promoting our nation’s 
personality as more than a country 
with no distinct character. I love Sin-
gapore Tourism Board’s new brand, 
Passion Made Possible. Its vibe is 
modern and new, and it manages to 
highlight the best things of Singa-
pore, despite our short – but colour-
ful – heritage.

The voiceover statements in the 
promotional films are impactful and 
genuine. I feel like we are moving in 
the right direction.

Rates From S$39/adult
Contact details
Tel: 65 6337 7111
Website: www.trishawuncle.com.sg

Rates From S$184 (US$139) a night
Contact details
Tel: (65)-6824-8888
Website: www.parkhotelgroup.com/en/
farrerpark

includes a tour of the revamped China-
town Heritage Centre (CHC).

For visitors curious about the history 
behind Singapore’ shophouses, this is an 
immersive experience made more enjoy-
able by CHC’s docents, who are as enter-
taining as they are passionate.

Passengers can choose to be picked up 
by trishaw from CHC, or dropped off here 
for a tour after their trishaw ride.  

HOW Introducing modern elements 
such as location-triggered commentary 
and gastronomical stops is a creative step 
forward for trishaw tours, especially as it 
complements STB’s latest marketing em-
phasis on Singapore stories and successes.

When asked if the GPS technology has 
helped business, Yong shared that travel-
lers are now more willing to fork out the 
fare, valuing the enhanced service on top 
of the drivers’ hospitality.

The commentary is available in Eng-
lish, Japanese and Korean, with other lan-
guages in the pipeline, and is being imple-
mented in phases starting with the Little 
India tour.

As we rode down Singapore’s busy 
roads, I asked Yong if he felt unsafe – al-
though other drivers patiently give way, 
larger cargo vehicles can sometimes drive 
aggressively close. Perhaps if these tours 
snaked through smaller alleys instead of 

main roads, the rides could be more lei-
surely  commentaries uninterrupted. 

Additionally, guests who want to start 
or end their Chinatown tour with a visit to 
CHC must book and pay for CHC entry 
separately. It may be more appealing and 
intuitive to travellers if both could be pur-
chased as a package – similar to the com-
bination with the National Gallery Singa-
pore and Singapore River Cruise.

VERDICT An earnest effort to refresh old 
rickshaw rides, Trishaw Uncle’s latest up-
date could spur the development of even 
more exciting tours to draw in more mod-
ern and millennial travellers.



Destination Malaysia

Langkawi cements its luxe credentials with upscale products, while festivals emerge 
as the music to the ears of high-spending Europeans, reports  S Puvaneswary  

T
he opening of Ritz-Carlton 
Langkawi this month is another 
feather in the cap for Langkawi, 
today, the island resort destina-

tion in Malaysia with the most number of 
luxury resorts. 

Arokia Das, senior manager at Luxury 
Tours Malaysia, said: “In the early 2000s, 
Langkawi was not on the map (for luxury 
travel). It was a sleepy island with few ho-
tels and not many activities to interest the 
foreign tourist.”

“But now, it is well promoted in India 
as a beach destination just an hour’s flight 
from Kuala Lumpur,” he said, adding that 
the company has seen more affluent In-
dian tourists opting for Langkawi in the 
last five years.

Moreover, Ally Bhoonee, executive di-
rector of World Avenues, said: “Langkawi 
is a must for long stay tourists from the 
Middle East who visit Malaysia for two or 
three weeks in their peak season.”

“The island, with its varied high-end 
accommodation brands, helps elevate 
Malaysia’s status, which has long been 
known as a middle-income destination.”

Activity options that can impress high-
end tourists have also made Langkawi an 

Sky Bridge at Mat Cincang moun-
tain, Langkawi

Eric R Sinnaya, 
managing direc-
tor, Morahols 
Travel 
Langkawi has 
been successful 
in getting charter 
and scheduled 
flights from China. We 
need more direct connectivity from 
other Asian countries as well as charter 
flights from Europe during the winter 
season. More priority must also be 
given to conservation and nature. Mam-
moth projects lined up for Langkawi 
must stop.

Sally Fadjirina, 
director of sales 
& marketing, 
The Westin 
Langkawi 
Enhancing 
facilities at Lang-
kawi International 
Airport and constructing 
aerobridges to keep travellers dry when 
it rains. In addition, it will help to promote 
Langkawi’s calendar of events interna-
tionally at least two years ahead to give 
overseas travel agents time to sell these to 
their clients. The cleanliness of Langkawi 
– its islands, beaches, and town areas – 
must also be given top priority as a clean 
destination will attract repeat visitors.

What must be done to boost 
international tourist arrivals to 
Langkawi?

Viewpoints

 11,939   
The number of hotel rooms in 
Langkawi  

3 nights   
The average length of stay of foreign 
visitors in Langkawi

3.6 million
The number of tourists and visitors to 
Langkawi in 2016

Destination in numbers

appealing luxury destination, Arokia said, 
citing helicopter rides, cruising on Harley 
Davidson bikes and private yacht sails as 
examples.

Bhoonee added that many of the 
Langkawi’s islands are uninhabited and 
relatively untouched, which makes for 
sought-after experiences such as fishing, 
snorkelling and wildlife watching .

Moreover, the destination also has am-
ple support services that satisfy high-end 
tastes, such as luxury cars and good res-
taurants.

“Transport providers have benefited 
from Langkawi’s duty free status to invest 
in the latest models of luxury cars, making 
it easy for us to obtain transfer services to 
support the needs of the high-end travel-
ler,” Bhoonee shared.

According to Langkawi Development 
Authority (LADA) CEO Azizan Noordin, 
high net worth tourists make up 15 to 20 
per cent of tourists to the island. 

Apart from helping the trade promote 
luxury packages, LADA is also working to 
attract more scheduled and charter flights. 
“We provide marketing support of up to 
RM300,000 and encourage airlines to of-
fer packages for the luxury segment.”

LADA will also organise the Langkawi 
Island Music Festival, taking place on 
Pantai Cenang from December 22 to 24. 
The event will coincide with the year-end 
peak, when European tourists typically 
flock to the island. According to Tourism 

Malaysia statistics, UK tourists to Malay-
sia spent an average of RM692 daily in the 
destination last year, higher than the aver-
age regional tourist, the bulk of tourists to 
Malaysia.

In addition, LADA will also support the 
inaugural Langkawi International Blues, 
Roots Aseana event, taking place from 
December 29 to 31, also on Cenang Beach. 

Iskandar Zulkarnain, director of sales 
and marketing of The Andaman, a Luxury 
Collection Resort, Langkawi, is doubtful 
longhaul tourists will visit just for the fes-
tivals, but opined that such events could 
help enhance visitor experience and en-
courage extended stays.

Disagreeing, Adam Kamal, CEO at 
Olympik Holidays, said: “Blues, island 
music followers and those with high dis-
posable incomes will not think twice 
about traveling just to attend a music fes-
tival that they feel passionate about.

Kingston Khoo, senior product devel-
opment, contracting manager, Discovery 
Overland Holidays, said: “Music festivals 
are always a hit with Europeans. It gives 
them another reason to consider Lang-
kawi.  Such events are important espe-
cially when so many other destinations 
are (competing_ to woo them. You’ve got 
to stand out from the crowd.”

Meanwhile, Azizan is optimistic that 
the hosting of PATA Travel Mart 2018 in 
Langkawi will help elevate the destination 
in the luxury segment 

enginakyurt/shutterstock

A luxury magnet 
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Petaling Street, Kuala Lumpur

Hoteliers and travel agents fear losing budget travellers 
to non-registered acommodation and neighbouring 
destinations, S Puvaneswary reports

Tourism tax troubles 

Issue of the day Malaysian Association of Tour and Travel 
Agents remains concerned about mem-
bers who are burdened with large sums 
while awaiting exemption or refunds.

Beyond the teething stages, longer 
term impacts are expected in the budget 
segment. PK Leong, president, Malaysia 
Budget Hotel Association, said for budget 
hotels that charge RM50 per room night, 
the RM10 tourism tax is a significant 20 
per cent extra. 

“We had members saying that guests 
walked out when they (found out) about 
the tax. Where do you think they will go? 
Airbnb operators will benefit because 
they are unregulated and unregistered and 
(hence) do not have to collect the tax.”

“By implementing this tax in a hurry, 
and without registering all accommoda-
tion providers, the government has creat-
ed a lopsided and unfair market. Us small 
business operators who abide by the law 
and register with the government are be-
ing punished,” he lamented.

Raaj also foresees longhaul backpackers 
would shorten their stay in Malaysia in  the 
long run, benefiting neighbouring coun-
tries, like Indonesia and Thailand.

The Ministry of Tourism and Culture’s 
overseas promotional budget was this year 
slashed from RM200 million to RM110 
million. Tourism and culture minister, 
Mohamed Nazri Abdul Aziz, estimated 
the new tax would bring a return of over 
RM210 million a year based on an average 
occupancy of 60 per cent of the 237,391 
rooms registered with the government.

W
hile Malaysia’s new tourism 
tax may be the answer to the 
tourism ministry’s reduced  
promotional budget and 

the need for infastructural development 
funds, it has burdened agents with teeth-
ing costs and compromised the competi-
tiveness of the budget travel segment.

Under the tax, which kicked in on Sep-
tember 1, foreign tourists are charged a 
flat rate of RM10 (US$2.40) per room per 
night for all accommodation types, except 
premises with less than five rooms.

Diethelm Travel Malaysia’s managing 
director, Manfred Kurz, said his company 
had clients from Europe and the US com-
plain when asked to pay the tax at hotel, 
which they thought was already included 
in the package price.

Diethelm’s overseas agency partners 
had attempted to pay the tax on behalf of 
clients, but hotels insisted the tax be paid 
by guests at check-out, according to Kurz.

“Now clients pay the hotels then get 
reimbursed by their travel agents back 
home, but this is a hassle. Our fear is that 
our tour operator partners will be reluc-
tant to promote Malaysia in future if the 
(inconvenience persists).”

Raaj Navaratnaa, general manager at 
the Johor-based New Asia Holidays Tours 
& Travel, added that the company had to 
shoulder the tax after a group of 30 youth 
from Singapore refused to pay.

And although those affected may apply 
for an exemption with the government 
(with approval on case-by-case basis), the 
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What are some of the challenges 
destination Malaysia faces?
Air accessibility remains a key issue, 
especially from longhaul destinations. 
London and Amsterdam are the only 
countries in Europe we enjoy direct 
connections from. We also need more 
domestic flights connecting Kuala 
Lumpur with tourist hotspots such as 
Langkawi, Penang, Kota Kinabalu and 
Kuching.

Malaysia lacks new products, which 

NEWS IN A MINUTE
1  Re:Fuel On Wheels rolled out

Aloft Kuala Lumpur Sentral in July 
became the first hotel to have its own 
food truck. Re:Fuel On Wheels can 
be rented, crew included, to cater 
to private functions and corporate 
events. It offers a customisable menu 
of food served fresh from the truck.  

2  Another chapter of GTLF
The George Town Literary Festi-
val will return for its seventh edi-
tion in Penang from November 24 
to 26 bearing the theme Monsters 
& (Im)Mortals. Supported and 
funded by the Penang state gov-
ernment, the festival will continue 
its format of panel discussions, 
poetry marathon, book launches, 
and workshops. More details at 
http://www.georgetownlitfest.com.

3  Discount shopping up high 
Genting Highlands Premium 
Outlets opened in June as South-
east Asia’s first hilltop premium 
outlet centre. A 45-minute drive 
from Kuala Lumpur, it sits on about 
5.6ha of land and features 150 outlet 
stores, and brands such as Hugo 
Boss, Kate Spade, Michael Kors and 
Moschino It opens from 10.00 to 
22.00 daily.

4  Sunway Velocity Hotel rises
The 351-key hotel opened on Sep-
tember 20, featuring an express café, 
boardroom, rooftop infinity swim-
ming pool, 24-hour fitness centre 
and complimentary Wi-Fi. It forms 
part of the 9.3ha Sunway Velocity 
Kuala Lumpur mixed-use develop-
ment, which will open in 2018 offer-
ing shopping, dining, entertainment, 
office towers, serviced residences and 
a medical centre. 

5  Sheraton Petaling Jaya to open  
When open in 1Q2018, the hotel 
will feature 253 rooms, five F&B 
concepts, a gym, swimming pool 
and over 3,000m2 of event space in-
cluding a boardroom and meeting 
rooms. It is 45 minutes from Kuala 
Lumpur International Airport.

4

Destination Malaysia

MY WAY

Noor M Ismail 
Head of sales & marketing, Asian 
Overland Services Tours & Travel 

are needed to attract repeat visitors.
Moreover, Tourism Malaysia’s budg-

et for international promotions has 
shrunk drastically from RM200 mil-
lion (US$46.8 million) to RM110 mil-
lion this year. 

Manpower is an issue – not many 
like to join the travel and hospitality 
industries (because of the) long hours. 
It is a challenge finding talents with the 
right attitudes and aptitude.

  
If I had my way to improve things... I 
would incentivise more longhaul flights 
into Malaysia and attract more charters 
from Europe during winter.

It is important for employers to treat 
staff well to motivate them and ensure 
their contribution to the company’s bot-
tomline and goals. 

Research and development of tourism 
products and coming up with good itin-
eraries are also crucial. I also believe that 
itineraries, well-presented with graphics, 
accurate and detailed write-ups, are re-
flective of the travel agency’s image.

Finally, Tourism Malaysia and the 
private sector must engage to ensure the 
best use of the limited budget to meet 
the desired objectives.
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TRIED AND TESTED

LOCATION The St Regis Kuala Lumpur 
is within walking distance to KL Sentral 
station, a hub for the city’s three differ-
ent rail lines including the KLIA Express 
that travels between both international 
airports (KLIA and klia2) and KL Sentral 
station. The hotel also offers shuttle ser-
vices to the station.

The hotel is located close to the city’s 
largest park, Perdana Botanical Garden, 
and Islamic Arts Museum. Kuala Lumpur 
Convention Centre and the retail offer-
ings of Jalan Bukit Bintang are just 10-15 
minute drive away.

ROOM The hotel has 208 guestrooms 
range from 63m2 for rooms to 138m2 
suites, some of the largest in the city.

I stayed in a one-bedroom suite, which 
has a large living room, dining table, 
lounge area and work space. The bedroom 
comes with a walk-in wardrobe with am-
ple closet and luggage space.

I was impressed by the detail that went 

Kuala Lumpur’s latest luxury hotel is perfectly located for business or pleasure and 
has all the trappings to make for the ultimate pampering experience. No wonder  
S Puvaneswary checked out from her stay radiant and reinvigorated

The St Regis Kuala Lumpur

Name The St Regis Kuala Lumpur
No of rooms 208 guest rooms and suites
Rates From RM800+ per room per night
Contact details
Tel: (60)-3-2727-1111
Email: stregis.kualalumpur@stregis.com

into the suite, such as the safe concealed 
behind wall panelling. It was so well hid-
den I would not have noticed if my butler, 
Wan, hadn’t pointed it out. 

FACILITIES The hotel has every facility 
a bleisure client would require – from a 
gym and fitness instructor who can help 
create a personalised programme, to a spa, 
swimming pool and yoga room. 

I thoroughly enjoyed my hour-long 
foot massage at the spa. The Jacuzzi is also 
memorable as the water was warm and the 
jets powerful, just the way I love my hot 
tub dips. 

For meetings, the grand ballroom 
stands out with its digital canvas of 47 
LED screens that surround, enabling or-
ganisers to have high impact presenta-
tions. This is complemented by 16 versa-
tile meeting rooms.

 
F&B The hotel offers six dining options. I 
was impressed by the Japanese restaurant, 

Taka by Sushi Saito, which features crea-
tions of three-star Michelin chef Takashi 
Saito in his only venture outside of Tokyo. 
I’ve always been hesitant about Japanese 
cuisine, but the Tako (octopus dish) and 
Otoro (tuna belly), the best sushi I’ve ever 
tasted, changed my mind.

The hotel is also known for afternoon 
tea at The Drawing Room, featuring cakes 
and entremets. 

At Botero, the sommelier hospitality 
and ornate ambience cresated by Botero’s 
3m-high horse sculpture captivated me.

I had breakfast at The Brasserie, and 
enjoyed local favourites such as Roti Ca-
nai and Nasi Lemak. In the evenings, the 
space transforms into a contemporary 
French-Mediterranean bistro.

SERVICE As one would expect of a St 
Regis, the service was excellent with at-
tentive, friendly staff who anticipated my 
needs before I realised them myself. 

I was completely indulged by the 24/7 

butler service, a brand signature. Butlers 
take guests to their rooms and help them 
settle in – setting up Wi-Fi on all devices, 
offering complimentary garment press-
ing, unpacking and packing, and help 
with making external reservations. I was 
thoroughly pampered throughout my 
stay.  

VERDICT An unforgettable experience 
with personalised anticipatory attention 
from butlers. 
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No clear  
way foward

Destination Philippines

Tourism stakeholders are unsure where the indus-
try is heading, and how the country’s tarnished 
image can be restored. Rosa Ocampo reports

 
MY WAY

What’s the three greatest challenges to 
Philippine’s tourism business and how 
would you address them?

A sensationalised political media cli-
mate. This impacts inbound. We opened 
an international travel sales business in 
New York and the first question clients ask 
is: is it safe in the Philippines?

The country has a very controversial 
political arena – specifically on the war 
against illegal drugs – that’s making its 
rounds on magazines and TV shows such 
as TIME and National Geographic. 

Concerns surrounding issues of vio-
lence create doubts on the safety of inter-

A
lthough there was a 12.7 per 
cent increase in tourist arrivals 
in 1H2017 to 2.9 million from 
1H2016, industry stakeholders 

feel that the Philippines is not well pre-
pared when it comes to handling tourism 
crises. 

The Philippines’ inbound tourism has 
been bruised from terrorist threats, travel 
advisories at popular destinations, the 
prolonged war in Marawi, and extended 
martial law in Mindanao. This is even 
though the 12.7 per cent increase in in-
bound arrivals are above average, and it 
compares well with the average growth of 
South-east Asian arrivals at 7.8 per cent, 
and the global average of four per cent.

Regardless, travel consultants bewail 
the many booking cancellations, and the 
wipeout of positive impressions that the 
industry has created abroad. They have 
also shared their disappointment in the 
way crises were being handled, especially 
the Department of Tourism’s (DoT) very 
slow response to them. 

A veteran travel consultant complained 
that when the Abu Sayyaf tried to infiltrate 
Bohol – one of the more popular tourist 
destinations – in April, “it took the DoT 
some time to issue a statement”, so to 
obtain reliable information on what was 
happening, the consultant checked in with 
the local government instead. 

However, for operations manager of 
Blue Horizons Travel and Tours, Gigi 
Jamiro, she noted that she was starting to 
receive many bookings for November on-
wards to April 2018, but pointed out that 
the European market was “very sensitive” 
while “life goes on” for the Asian market.

Jamiro also said Boracay remains pop-
ular while Cebu and Bohol are picking up, 
with the latter aggressive in introducing 
new products like hot air balloon tours, 
and paddling in the Loboc River. 

Fe Abling-Yu, general manager of Arfel 
Travel and Tours, believes in the country’s 
resilience, and thinks that inbound num-
bers will pick up when the Marawi con-
flict is resolved, and martial law in Mind-
anao is lifted in December 2017. 

On the sidelines of the 6th UNWTO 
(United Nations World Tourism Or-
ganization) International Conference on 
Tourism Statistics held in Manila in June, 
John Kester, director of statistics, trend 
and policy, shared that countries facing a 
crisis have the capacity to recover in time, 
depending on how much they prepare for 
it and address the situation.

Kester also pointed out that countries 
have to be very careful about perception, 
and “have a clear strategy” that includes 
consideration areas such as a diagnosis of 
the situation, and the destination’s strong 
points.

Another hotelier lamented: “The DoT 
has no clear position as to where Philip-
pine tourism is going and there are no 
clear-cut image-building strategies.” 

In addition, the hotelier point out that 
the NTO has not been in consultation 
with the private sector that implements its 
policies. 

However, several months ago, tourism 
assistant secretary Frederick Alegre told 
TTG Asia that the DoT has been con-
sulting with the private sector, citing the 
monthly meeting between both parties 
and the international roadshows as exam-
ples.

Tourism undersecretary Beniton Beng-
zon Jr added that the country managed to 
insulate themselves from the whiplash of 
travel advisories by targeting markets such 
as Israel and Middle East, which mitigated 
the slowdown in the Philippines’ biggest 
source markets of South Korea, China, 
Taiwan, and Hong Kong.

But all these came only after the trade 
vocalised its disappointment – on issues 
such as the private sector’s preference to 
maintain the It’s More Fun in the Philip-
pines slogan and the rejection of Nick-
elodeon theme park in Coron – on social 
media.

As such, for the several travel consult-
ants interviewed for this article, they say 
that short-term prospects remain murky.

The future is not as clear 
as how these waters look; 

Pangulasian Island in El 
Nido, Palawan pictured

Arianna Singson Executive vice president, Artstream Hospitality Management Group

Brian Connelly, 
general manag-
er, Marco Polo 
Cebu Hotel
Upgrade the 
airport, roads and 
related infrastruc-
ture; address traffic 
issues; put together CSR 
programmes to boost environmental aware-
ness; and attend major travel events abroad. 
Stakeholders should also support each other 
through communicating and collaborating.

Bernadette de 
Leon, general 
manager and 
owner, Ami-
able Tours 
Convincing 
incoming tourists 
that the Philippines 
is a peaceful country and that Marawi is 
not the whole Philippines. Assure incoming 
tourists that we can be friendly, reliable and 
hospitable people, despite the drug war.

How can the Philippines reach its 
full potential in attracting tourists?

Viewpoints

national travellers. What we can do is to 
talk to travellers that have been to the Phil-
ippines, and get them to relate their experi-
ences, and observations.

Fierce global competition among tourist 
destinations. Countries such as Indonesia, 
Thailand, Myanmar, Bhutan and Malaysia 
are promoting themselves heavily on travel 
blogs, Facebook and Instagramas as these 
social media outlets are easy to access.

We should learn from them and net-
work with popular social media sites 
such as JustOneWayTicket.com’s Sabrina 
Lovino and Beautiful Destinations on In-
stagram. 

I would love to host these kind of strong 
influencers so they can expose the different 
destinations we have, especially those that 
are still unheard of.

Lack of global awareness about its travel 
offerings. There are still people who don’t 
know what the country can offer. We have 
great accommodation, heritage sites, tours 
and attractions.

We should strongly support our De-
partment of Tourism that works as our 
global advocates using Philippine consu-
lates and organisations to talk about how 
rich the Philippines is in terms of culture, 
food, heritage and natural resources.
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 146 billion 
pesos
This was the total tourism receipts 
in 1H2017, equivalent to US$2.9 
billion, a 15 per cent increase over 
1H2016 

98%  
The percentage of inbound tourists 
that come to the Philippines by air

60.8%
The percentage of total visitors that 
are from Asian markets

Destination in numbers

There is a shortage of mul-
tilinguistic guides in the 
country, in spite of certain 
growing inbound markets. 
Rosa Ocampo reports

Filling the appropriate gaps

T
he dearth of third language-
speaking tour guides has been 
an overlooked issue over the 
years. 

Consider this. The Philippines has only 
one qualified Korean-speaking guide even 
as South Korea has been the top source 
market – comprising nearly 25 per cent of 
tourist arrivals – for many years, prompt-
ing the hiring of some 200 Koreans to 
serve as tour guides in Cebu.

There’s also an insufficient number of 
Mandarin-speaking guides, an irony in a 
country with a large population of Chi-
nese. As such, hotels and resorts catering 
to Chinese tourists have taken to hiring 
university students in Chinese-speaking 
countries for a short stint.

“It’s been a perennial problem, and the 
Department of Tourism (DoT) needs to 
tackle this problem seriously,” said Angel 
Ramos Bognot, president and managing 
director of Afro Asian Travel and Tours.

The DoT, which licenses tour guides, 
has an existing programme and training 
template, but a third language programme 
has not been implemented, said Bognot. 
He further suggested implementing a 
scholarship programme for third lan-
guages.

To cope with the shortage, tourism un-
dersecretary Alma Jimenez announced 
that they would be tapping into overseas 
Filipino workers – who already speak for-
eign languages like Chinese and Japanese 
– to become tour guides.

For Madrid Fusion Manila, which re-
quires interpreters fluent in Spanish and 
“nannies” to guide Spanish participants 
around the country, gets volunteers from 
wealthy families who are well-acquainted 
with Spain and its language.

Marisa Nallana, secretary-general of 
the Philippine Association of Conven-

Issue of the day

tion/Exhibition Organizers and Suppliers 
(PACEOS) which helps in organising the 
annual gastronomy event, said their Span-
ish counterpart does the screening and 

interviews. Interpreters have to be well-
versed in food and cuisines because are 
required to translate into English, what 
the Spanish chef is explaining, on the go.

CAMBODIA TRAVEL MART
Sokha Siem Reap Resort & Convention Center, Siem Reap, Cambodia

17th - 19th November 2017

212 Booths, 200 Sellers, 200 Buyers, 50 Media

50% MICE | 50% Leisure 

200+ Buyers 200+ Exibitors

www.ctmcambodia.com
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outdoor swimming pool, gym, and a 
massage service, as well as an all-day 
dining restaurant. For meetings and 
events, the hotel boasts a ballroom 
able to hold 300 pax, and eight func-
tion rooms. 

4  Romblon to be the next new 
destination
Philippines’ Department of Tourism 
has added Romblon in the Visayas to 
the list of new destinations that it is 
promoting. Relatively unknown to 
tourists, Romblon is home to marble 
crafts, unspoiled white sand beaches, 
waterfalls, centuries-old churches, 
and Spanish forts.

NEWS IN A MINUTE
1  Seda Hotels’ first resort on the 

verge of completion
The 153-key Seda Lio resort by Ayala 
Land Hotels and Resorts, currently 
being developed in El Nido, Palawan, 
will open in 4Q2017. 

In keeping with the estate’s sus-
tainability and low environmental 
impact guidelines, buildings are not 
built higher than the coconut tree. 
All rooms will feature a balcony, 
while amenities include a viewing 
deck in the lobby and lounge, spa vil-
las, a 1,800m2 swimming pool area, 
function rooms, kid-friendly spaces, 
fitness gym, an all-day dining restau-
rant and pool bar.

4

2

2  Philippines to get first 
Courtyard by Marriott
The 314-key Courtyard by Marriott 
will soon open at the Iloilo Business 
Park. Standing next to the iconic Il-
oilo Convention Center, facilities 
on-site include a restaurant, lounge 
bar, meeting rooms, swimming pool, 
outdoor bar and grill, gym and busi-
ness centre. 

 
3  A midscale option in Palawan

The recently-opened Best Western 
Plus The Ivywall Hotel in Puerto 
Princesa boasts 120 guestrooms and 
suites, all featuring a contemporary 
Filipino design. Facilities include an 

FIRST PERSON

Whale shark watching in Oslob, Cebu is 
disturbing, the exploitation of these gentle 
giants abhorrent. But that’s getting ahead 
of how this profitable attraction, and all 
its flagrant violations of ethical, responsi-
ble and sustainable tourism, remains un-
touchable.

In August, a visiting American friend 
and I drove two hours from Cebu City to 
Oslob to see whale sharks, locally known 
as butandings. The daily watch and in-
teraction begins at 06.00 in the morning, 
ending before noon. When we reached the 
centre at 06.30, it was noisy and teeming 
with local and foreign tourists. I counted 
more than 30 boats already in the waters. 

There is a short orientation for tourists, 
only in English. How would non-English 
speakers cope? Held every 10 to 15 min-
utes, there are at least 50 tourists per ori-
entation. The lady doing this has memo-
rised her spiel, including the do’s and 
don’t’s like no touching of the butandings 
and no use of sunblock lotion. Questions 
are not encouraged and there’s no video 
support. 

Rosa Ocampo takes a closer look at the fishy whale 
shark practice in Oslob, and is adamant that something 
has to be done about the ecological imabalance

To feed or not to feed

Destination Philippines

It seems easy to break the rules. For in-
stance, have they bothered to check how 
many applied sunblock lotion that day? 
What did they do to penalise the violators? 

For a 30-minute thrill, foreign tour-
ists pay US$21 to snorkel while locals pay 
US$11 to snorkel and US$6 to watch the 
butandings from the boat.

It’s a lot of money for the 200 or so 
fishermen. I was told that they earn up to 
US$530 a month, a tidy sum in that part 
of the country compared to what they 
would have earned from fishing – which 
they have stopped altogether. 

I stayed on the boat while my friend 
opted to snorkel. The boats are about 15 
meters away from the shore, and the water 
is about 4.5m deep. Since a butanding can 
be about 4.5m in width, it cannot be in a 
comfortable horizontal position in that 
water level. The boatman told me they 
also have to make the butanding “stand” 
so tourists can see it.

The feeder on the boat has krill that 
stunk and attracted flies. This is the con-

troversial daily feeding that’s been going 
on for years. Whale sharks equate the boat 
and people with food so they come una-
fraid. 

As such, many tourists also choose 
come here because of guaranteed sight-
ing unlike in Donsol, Sorsogon which has 
strict rules protecting these butandings.

The boatman said that each butanding 
needs 30kg of krill daily and there can be 
four to five in a day. There isn’t enough 
krill in Oslob so they buy from Dum-
aguete, Negros Oriental and freeze them.

I know from a previous whale shark 
experience in Donsol that butandings feed 
on plankton. These migratory creatures 
head to Donsol when plankton is in sea-
son then go elsewhere during off season. 
In contrast, butandings overstay in Os-
lob due to the daily feeding. I wondered 
whether krill was nutritious enough. Plus, 
how does the daily feeding affect the ma-
rine eco-system in Oslob, and the life and 
habits of these gentle giants? 

My friend declared that snorkelling 

with butandings was the best highlight of 
her Cebu trip. But this was followed by 
a long discussion. For how long can the 
fishermen use poverty as an excuse to ex-
ploit the whale sharks?

My friend said the fishermen need to 
be informed and educated, and there are 
other ways of making this a better tour-
ist attraction without harming the whale 
sharks.

For example, there’s no coffee shop nor 
restaurant nearby. It would be a good idea 
to open a restaurant, and perhaps a B&B. 
They can also improve the layout by mov-
ing the carpark from the beach front, add 
a souvenir shop, and offer a tour pack-
age that includes the nearby sandbar, hot 
springs, and waterfalls.

Upsetting as it is that these fishermen 
are exploiting the whale sharks, to me the 
bigger questions are what are the Depart-
ment of Tourism, travel trade associations, 
local government doing to and start pro-
tecting the whale sharks, while educating 
these fishermen. Do they even care at all?

Boats in Oslob taking 
tourists out onto the water
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A collaboration 
between the resort and 
the local banjar village 
council, the routine is 
environmentally friendly 
as it doesn’t involve 
the use of a motorised 
machine. And when 
the cows breed, the 
hotel will donate calves 
to Balinese farmers in Jimbaran village, doing its part for the local 
community.

MYANMAR SAFE FOR 
TRAVEL: LOCAL TRADE
While areas such as Rakhine, 
Kachin and Northern Shan are 
off-limits, Myanmar Tourism 
Marketing circulated a map 
showing tourist hubs of Yan-
gon, Mandalay, Bagan and Inle 
Lake within safe parameters. 

Edwin Briels, managing director of Khiri Travel Myanmar, said: “It is 
impossible to accidentally travel to a restricted area. I think Myanmar 
continues to be one of the safest places on earth to travel.”

However, an anonymous tour operator, said: “If the situation con-
tinues, we will see visitors for this high season drop. Also, travellers 
might not commit to a Myanmar trip next year in this booking peak.”

IHG SHOCKS WITH ASIA HQ SHIFT TO EUROPE
InterContinental Hotels Group (IHG) will have a new operating region 
combining Europe, Middle East, Asia & Africa (EMEAA) based in the 
UK, effectively relegating the current regional office in Singapore 
covering AMEA (Asia, Middle East and Africa).

This is the first major move by IHG’s new group CEO, Keith Barr, 
who rose to the top in July.  

Given the challenges of managing Asia from Europe, Robert Wil-

TOURISM ETHICS BECOME 
INTERNATIONAL LAW
UNWTO member states approved the UNWTO 
Framework Convention on Tourism Ethics at the 
22nd UNWTO General Assembly, transforming the 

Code of Ethics for Tourism into the organisation’s 
first international convention.

The convention provides a non-binding legal framework for an ethi-
cal and sustainable modus operandi including the freedom of move-
ment for tourists and rights of employees and professionals. 

“In an interconnected world where the business volume of tourism 
equals or even surpasses that of oil exports, food products or automo-
biles, it is important to set out a legal framework to ensure growth is 
dealt with responsibly and can be sustained over time,” added chair-
man of the World Committee on Tourism Ethics, Pascal Lamy.

MOO-VING FORWARD IN BEACH CLEANING
If you happen to be walking along Jimbaran Beach in the early morn-
ing, you might just spot a pair of cows harnessed to a rake designed 
to comb the sand and clean the beach, part of a herd of nine belong-
ing to InterContinental Bali Resort. 

FIFTH UK TERROR INCIDENT THIS YEAR
Over 19 commuters were hospitalised after an 
explosion on the District line near London’s 
Southwest Parsons Green station, the fifth in a 
string of terror-related incident in the UK including 

the Westminster attack. Following the incident, 
which was claimed by the Islamic State, the UK terror 

threat level was raised to ‘critical’ then lowered back to ‘severe’.

Connect ICYMI: Tune in to what’s been going on at 
ttgasia.com and the social media space
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Travel Hall of Fame  
Since 2002, TTG Asia 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)
• Hertz Asia Pacific (2005) 
• Royal Cliff Hotels Group (2006)
• Star Cruises (2008) 
• Sabre Travel Network Asia-Pacific (2009)
• SilkAir (2010) 
• Lotte Tour (2011) 
• Hong Kong International Airport (2013)
• Raffles Hotel Singapore (2013)
• Regal Airport Hotel (2015)
• Banyan Tree Spa (2015)
• Qatar Airways (2016)
• Thai Airways International Public Company Limited (2016)
• Thailand Convention & Exhibition Bureau (2016)

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. 

Snippets of happenings good and bad surrounding the travel trade

“One of the safest places on earth”

Roemer now helms DTG

liams, partner and head of hotels & hospitality Asia-Pacific, Withers 
Worldwide, said: “Strong and empowered management on the ground 
in Asia and a clear mandate for them to execute strategy will be key.”

Choe Peng Sum, CEO, Frasers Hospitality Group, was concerned 
that this spells to IHG-managed hotel owners a deprioritisation of Asia.

IHG’s Barr however assured that the EMEAA region will operate 
through strong sub-regional divisions based in locations including 
Singapore to keep business “close to hotel owners, guests and col-
leagues”.

TOURASIA IN DRIVER'S SEAT AT DIETHELM 
Tourasia has emerged as a substantial shareholder of Diethelm Travel 
Group (DTG) with its founder/managing director (MD) Stephan Roemer 
taking the driver’s seat at DTG as its CEO based in Bangkok.

Tourasia’s Blue Horizons Travel & Tours Philippines and its DMC 
network All Asia Exclusive will be merged into DTG, with only Blue 
Horizons retaining its name. Roemer said: “Today, it’s 
difficult if you’re a small or medium-sized DMC – 
unless you are really niche. We believe this move 
makes absolute sense as it positions us now as a 
strong player with more than 500 staff in 13 coun-
tries and a combined turnover of US$90 million.”

WHO’S SAYING WHAT

Traditional Batik painting at the Langkawi 
booth at PATA Travel Mart #ptm2017  
#pata #langkawi 

Trying out the local heritage cuisine culinary 
session at The Fullerton Hotel Singapore, as 
part of its new Experiences programme for 
guests. 
#fullertonexperiences #fullertonsingapore 

Spotted at PATA’S 2017 Opening Ceremony: 
TTG Travel Trade Publishing’s Shirley Tan & 
Ingrid Chung with Turkish Airlines’ Phillis Ho, 
Serap Ilgazli and Ahmet Serhat Sari

 Instagram

TWITTER.COM/TTG_ASIAFACEBOOK.COM/TTGASIA INSTAGRAM.COM/TTGASIA



Shirley Tan and Chimmy Tsui (right) from TTG Asia Media, 
Suresh Singh Budal from PATA Nepal Chapter, Mr and Mrs 
Deepak Raj Joshi from Nepal Tourism Board

The party’s co-hosts: Grace Yang, Gigi Chen and 
Gregor Wateler (third from the right) from Kerry Hotel 
Pudong, Shanghai together with Shirley Tan (third 
from the left), Michael Chow (second from the right) 
and Pierre Quek (right) from TTG Asia Media

Christine Chau from Transocean Travel Inc., Betty Moh from Chan’s 
World Holidays, Virginia Chan from Cathay Tours and Marc Lee from 
Sequoia MICE & Travel

Vadim Grabarchuk 
and Sisopa Riwattana 
from Business Travel 
Association of Ukraine

CO-HOSTED BY:

An Official 
PATA Travel Mart 2017
Late Night Function

Macau, 14 September 2017 

Over 300 PATA Travel Mart delegates 
and invited guests seamlessly blended 
work and play on the second show day 
grooving with the DJ, striking their goals 
at foosball and networking at the same 
time. 

Set at the gorgeous Salão do Teatro, the 
night proved to be sensational as Grand Hyatt 
Macau turned the place into the hottest club in 
town.

TTG is proud to be the only official show daily for 
PATA Travel Mart 2017. Catch the highlights of the 
show online at ttgasia.com now.

An Official PATA Travel Mart Late Night Function

Cocktail Party 
GRAND HYATT 

MACAU
@

Cathy Xue from CITS and Olivia Ooi from Themed 
Attractions Resorts & Hotels 

Highlights of the night: DJ Gaza in the house, hand-crafted desserts, freeplay 
foosball, live dessert showmanship, and guests having a fantastic night

The party’s co-hosts: Michael Chow, Chimmy Tsui and Darren Ng (second from right) from TTG Asia Media, 
Paul Kwok (third from left), Chua Thin Thin and Rosa Lei from Grand Hyatt Macau



Our Northern heritage has shaped the way we think. We 
know the value of personal space, privacy and simplicity. 
Feel it yourself and book your fl ights at fi nnair.com

FLY THE 
SHORT 
NORTHERN 
ROUTE 
SHORT ROUTES AND 
SMOOTH CONNECTIONS 
ON YOUR WAY BETWEEN 
EUROPE AND ASIA.

T
H

E
 N

O
R

D
IC

 W
A

Y



No. 1751/October 2017

PP
S 

18
85

/0
2/

20
17

(0
25

62
7)

Ordinary Meetings  
Made Extraordinary

www.sentosa.com    Tel. 1800-SENTOSA (736 8672)    #thestateoffun
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Extraordinary  
MICE Experiences
Beaches, bars and restaurants 
Among the biggest attractions on the island 
are the three sun-kissed beaches of Sentosa 
– Siloso, Palawan and Tanjong – forming 
Singapore’s biggest off-shore playground. 

The welcoming stretch of sand at Palawan 
Beach makes an ideal space for a causal 
beach party.

Siloso Beach is the perfect venue for large-
scale event and promises to give that extra 
oomph.

A vast tranquil beach best for hosting private 
events. Tanjong Beach gets especially 
romantic by night with twinkling lights of 
nearby ships.

Scenic beach-front clubs, which provide a 
stunning amalgam of bars and restaurants, 
provide a perfect casual atmosphere to inject 
life into welcome receptions and cocktail 
sessions. 

Faber Peak
The only top-of-hill event location in 
Singapore with a bird’s eye view of the 
harbour, Sentosa and the city skyline -  
Faber Peak Singapore is a perfect venue for 
company events. 

Universal Studios Singapore 
At Universal Studios Singapore™, 
organisers can create memorable experiences 
with outstanding themed venues, unparalleled 
entertainment options and an event space 
that stretches the entire park. 

2 MARINAS

ASIA PACIFIC BEST 
INTEGRATED RESORT

OVER 100 
DINING 

OPTIONS

3.2KM OF 
BEACHES

27 ATTRACTIONS

OVER 3,500 ROOMS 
FROM 17 HOTELS

2 18-HOLE  
GOLF COURSES

7 SPAS AROUND
 THE ISLAND

20,000 SQM  
OF MEETING SPACES  
(UP TO 30,000 PAX)

SINGAPORE’S ONLY  
CABLE CAR RIDE

    Faber Peak

Universal Studios Singapore™ 

     Palawan Beach

   
   

   
   

   
    

    
    

     
     

       
   Siloso Beach

UNIVERSAL STUDIOS, UNIVERSAL STUDIOS SINGAPORE, 
Universal Globe logo, and all Universal elements and related indicia 

TM & © Universal Studios. All Rights Reserved.
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S.E.A. Aquarium
Over at S.E.A. Aquarium, guests will be 
enthralled with a stunning and memorable 
backdrop with more than 800 species of 
marine animals sighted through the world’s 
largest aquarium viewing panel while enjoying 
elegant sit-down dinners. 

Grand on scale, innovative in design, this 
three-tiered gallery creates a sense of drama 
in a multi-sensory celebration of life in the 
ocean. Perfect for large-scale events, the 
gallery can accommodate up to 350 pax in a 
cocktail setting. 

Oneo15 Luxury Yachting
One degree and fifteen minutes north of the 
equator lies Oneo15 Luxury Yachting– the 
gateway to a wondrous world of unrivalled 
luxury. More than just a club, it’s an 

unprecedented lifestyle destination. Famed 
for the stunning marina view, delegates will be 
charmed by the picturesque scene of yachts 
gently bobbing on the calm waters of  
the marina.

Sentosa Golf Club
Apart from offering phenomenal golf courses 
with scenic views for the golf aficionados, this 
exclusive location also provides vast meeting 
spaces by the lush greenery.

The Grand Salon, which can sit 300 pax in 
a theatre setting, can be divided into three 
private rooms, depending on meeting needs. 
The space features five projectors and 
screens, high ceilings, and an outdoor foyer 
that overlooks the undulating greens of the 
Tanjong Course — ideal for cocktails or  
coffee breaks. 

Delegates can also hold their events in 
the indoor Sentosa Pavilion which comes 
with an outdoor terrace that presents a 
breathtaking scenery of the Serapong 
course from the rooftop.

The Royal Albatross 
As the only luxury tall ship available for 
charter in Asia the Royal Albatross offers 
a truly unique experience, grandeur and 
magnificence, berthed at her private 
pontoon on the Waterfront at Resorts 
World Sentosa. The Royal Albatross 
offers breathtaking panoramic views of the 
Singapore coastline allowing your guests 
to wine and dine whilst enjoying the sea 
breeze. Elegant and refined, the unique 
ambience and open space will delight 
and energise your guests ensuring an 
unforgettable experience.

S.E.A. Aquarium

Oneo15 Luxury Yachting

Sentosa Golf Club – Sentosa Pavilion Sentosa Golf Club – Grand Salon

The Royal Albatross
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Exhilarating  
team-building activities 

With its wide variety of attractions, hotels, dining 
outlets and other facilities, Sentosa is an ideal spot 
for teambuilding and recreational activities. 

Sentosa Beach Challenges
Sentosa offers a customised suite of 
challenges ranging from building sandcastles, 
team sports, station-based activities and 
survivor instincts which promise to forge 
strong bonds among the participants. 
They are namely: The Sentosa Challenge, 
The Survivor Challenge, The Sandcastle 
Challenge, The Olympics Challenge,  
The Sentosa Match and The Sentosa 
Adventure Race. 

Mega Adventure Park
This is where one can pump up the team’s 
adrenaline with activities like zip lines, wall 
climbing, high rope obstacle courses with 36 
challenging elements, a simulated parachute 
jump and bungee trampolines. 

Gogreen Segway® Eco Adventure
This is a team-building adventure like no other 
as teams zoom around exploring the sights of 
Sentosa on a Segway. 

AJ Hackett (Coming Soon!)
AJ Hackett, an outdoor activity zone, 
promises to make everyone’s adrenaline levels 
spike. Get ready for giant swings, skybridges, 
vertical skywalks, and its winning attraction, a 
50-metre bungee jump station – the first of its 
kind in Singapore.

KidZania Singapore
Rediscover the child in you through unique 
team-building experiences at one of the many 
exciting venues in the City.

Ola Beach Club
Rough it out together with activities like paddle 
sports, challenging water obstacle courses, 
banana boats and adrenaline-pumping  
water sports.

iFly Singapore
Take teamwork to new heights at iFly 
Singapore. Experience the thrill of flying in  
an environment created to help develop  
team spirit and build trust.

Sentosa Beach Challenges

     
      

iFly Singapore    
    

     
  KidZania Singapore

Gogreen Segway® Eco Adventure      Ola Beach Club

AJ Hackett

Mega Adventure Park

With its unique blend of premier hotel, meeting and entertainment facilities, 
Sentosa offers a perfect all-in-one MICE destination. Matched with the 
expertise of the event specialists, the island promises a one-stop solution from 
event management to island catering.

One-stop solution 
Complete your event with  
the best-in-class offerings!
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Take an adventurous 
tour of the island 

with Skyline Luge 
Sentosa by 
zooming through 
the purpose-built 
tracks where 
rides operate on a 
unique braking and 
steering system.

Have a blast riding 
the waves at Wave 

House Sentosa 
place to experience 

the Californian beach 
lifestyle with high-adrenaline 

flowboarding. 

At Adventure Cove Waterpark, you can take 
high-speed water slides, snorkel with 20,000 

tropical fish over a colourful reef, wade among rays and even 
come face to face with sharks.
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Have fun in the sun

Find all the entertainment you need on this  
island where attractions are aplenty.

Surrounded with lush 
tropical greenery, 

Butterfly Park & Insect 
Kingdom showcases 
a great variety of 
fluttering butterflies 
and exotic insects. 
Then head down to 
the Animal and Bird 
Encounters to meet 
nimble monkeys, 

amazing reptiles and 
colourful parrots. 

Over at Sentosa 
Nature Discovery, 

nature and fun go hand-
in-hand and exploration starts 

with a fascinating gallery 
of interactive exhibit. Be 

sure to take a trip down 
memory lane in Fort Siloso to uncover the 
fascinating history of Singapore. 

Over at Madame 
Tussauds, you get to 

rub shoulders with your 
favourite personalities 
like Angelina Jolie & 
Brad Pit. Commence 
the full experience 
at Images of 
Singapore LIVE as 
you uncover the red 
dot's extraordinary 

story featuring 
everyday people and 

pioneers of Singapore 
across a period of nearly 

200 years. 

Nothing like an experience in 
Dolphin Island which offers a range of 

programmes that gives you the opportunity to 
interact with Indo-Pacific Bottlenose dolphins and  

to learn about them. 

Conclude the day by relaxing inside the air-conditioned 
cabin of the 131 metres high Tiger Sky Tower 
and enjoy panoramic views across Sentosa and 
Singapore's Southern Islands. Another option is to see 
the Singapore skyline onboard the Singapore Cable 
Car on Mt Faber. 

Head over to MOSH!, 
Singapore's first digital 

media edutainment facility, 
which showcases state-
of-the-art multimedia 
technology from Japan 
and allows visitors 
to create imaginary 
worlds of their own in 
an immersive virtual 
environment. 

Have fun in the Trick 
Eye Museum, which is 

known for its art technique 
in transforming 2D paintings 

and sculptures into the effect of 
3D optical illusion. 

Discover a mesmerizing night show by the sea 
with Wings of Time, an awe-inspiring display of 

water, laser and fire effects. Be sure to check out Lake of Dreams 
which feature flaming dragons, water cannons, and laser special 
effects, all in a spectacular show. 

For an an immersive experience, dive into 
Sentosa 4D AdventureLand which  
features adventurous, 4D movies  
with interactive elements. 

FOR THE  
THRILL 

SEEKERS

FOR THE 
TECHNOLOGY 

SEEKERS 

Se
nt

os
a 

N
at

ur
e 

Di
sc

ov
er

y

M
ad

am
e 

Tu
ss

au
ds

 &
 Im

ag
es

 of S
ingapore LIVE

FOR THE 
PHOTOGRAPHY 
ENTHUSIASTS

   Butterf y Park &
 Insect Kingdom

   
   

   
   

   
   

    
  W

ings of Time

Tiger Sky Tower

Trick Eye Museum 
Singapore

Skyline Luge 
Sentosa

FOR THE  
HERITAGE  

AND NATURE 
LOVERS
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Joël Robuchon 
Restaurant 

In this highly-acclaimed 
three-star Michelin 

Star restaurant, fine 
dining becomes a sublime 

experience. The very best of 
French haute cuisine through a 

repertoire of inventive French classics and 
an extensive wine list of over 1,000 premium wines 

from around the globe will be presented to diners.

Osia Steak and Seafood Grill
Osia Steak and Seafood Grill impresses with its rare, premium 
meats and renewed focus on communal dining. 

FOC Sentosa
FOC Sentosa brings a taste 

of the Mediterranean spirit 
to Singapore’s premier 
beach destination, 
with a cosmopolitan 
and exuberant beach 
restaurant and bar. 

Tanjong  
Beach Club

Lauded by Condé 
Naste as World’s Top 

Beach Bar, Tanjong 
Beach Club is a serene 

sanctuary located on the 
finest sun-soaked stretch of 

sand in Sentosa.

Coastes
Situated along a golden 

stretch of Sentosa’s Siloso Beach, 
Coastes offers a rustic charm and casual 
laid-back beach vibe where the sunbeds 
and deck chairs lay. 

Quayside Isle
Indulge in marina-front 
dining at Quayside 
Isle, located in the 
luxurious enclave 
of Sentosa Cove, 
where gastronomic 
cravings are 
promised to be 

satisfied. Quayside 
Isle offers more 

than 20 exciting 
dining concepts, with 

an extensive selection 
of specially curated new-

to-market restaurants against a 
perfect magical setting.

DINING IN  
THE MARINA
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BEACHFRONT 
DINING 

FOC Sentosa
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Dining on Cloud 9
Cosy up into a private cable car cabin 
and savour a delectable four-course 
meal, as diners take in the lights and 

splendour of Singapore’s cityscape set 
against the romantic night sky 

with Dining on Cloud 9.

Ocean Restaurant  
By Cat Cora

As Singapore’s only 
underwater restaurant 
which is set against a 
backdrop of schools 
of fish, sharks and 
manta rays, the 
Ocean Restaurant by 
Cat Cora promises a 

memorable underwater 
dining experience. 
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THEMED
DINING 

    
    

   
   

   
   

   
   

   
   

   
    

   O
cean Restaurant By Cat Cora

Delectable delights 
and renowned 
restaurants not  
to be missed

Quayside Isle

Osia Steak and Seafood Grill

FINE-
DINING 
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Amara Sanctuary Resort Sentosa
Number of Bedrooms: 140

Number of Function Rooms: 8

Capella Singapore
Number of Bedrooms: 112

Number of Function Rooms: 7

Costa Sands Resort (Sentosa)
Number of Bedrooms: 49

Number of Function Rooms: 2

Meeting facilities and capacity 

Grand 
Ballroom 773 1600 500 600

Smallest 
Function 
Room 

37 30 20 35

Largest 
Function 
Room

106 80 70 100

Meeting facilities and capacity 

Grand 
Ballroom 780 700 400 500

Smallest 
Function 
Room 

102 70 50 60

Largest 
Function 
Room

780 700 400 500

Meeting facilities and capacity 

Grand 
Ballroom - - - -

Smallest 
Function 
Room 

64 - - 30

Largest 
Function 
Room

176 80 80 100

Hard Rock Hotel
Number of Bedrooms: 360

Number of Function Rooms: 5

Hotel Michael
Number of Bedrooms: 461

Number of Function Rooms: -

Meeting facilities and capacity 

Grand 
Ballroom 1720 - 750 1350

Smallest 
Function 
Room 

29 - 10 25

Largest 
Function 
Room

103 - 60 120

Meeting facilities and capacity 

Grand 
Ballroom - - - -

Smallest 
Function 
Room 

- - - -

Largest 
Function 
Room

- - - -

Crockfords Tower
Number of Bedrooms: 120

Number of Function Rooms: -

Meeting facilities and capacity 

Grand 
Ballroom - - - -

Smallest 
Function 
Room 

- - - -

Largest 
Function 
Room

- - - -

  S  Size (sqm)  C  Cocktail  B  Banquet  T  Theatre

 S  C  B  T  S  C  B  T  S  C  B  T

Meeting facilities and capacity 

Grand 
Ballroom 198 220 160 180

Smallest 
Function 
Room 

30 30 20 24

Largest 
Function 
Room

198 220 160 180

Le Meridien Singapore, Sentosa
Number of Bedrooms: 191

Number of Function Rooms: 6

 S  C  B  T

World Class Meetings  
and Accomodations

Shangri-La’s Rasa Sentosa  
Resort & Spa, Singapore

Number of Bedrooms: 454
Number of Function Rooms: 15

Siloso Beach Resort, Sentosa
Number of Bedrooms: 196

Number of Function Rooms: 6

Sofitel Singapore Sentosa  
Resort & Spa

Number of Bedrooms: 215
Number of Function Rooms: 7

Meeting facilities and capacity 

Grand 
Ballroom 581 550 500 600

Smallest 
Function 
Room 

32 12 10 15

Largest 
Function 
Room

532 550 380 350

Meeting facilities and capacity 

Grand 
Ballroom 448 - 350 500

Smallest 
Function 
Room 

72 - 50 50

Largest 
Function 
Room

96 - 60 150

Meeting facilities and capacity 

Grand 
Ballroom 323 - 280 280

Smallest 
Function 
Room 

74 - 40 50

Largest 
Function 
Room

205 - 170 170

 S  C  B  T  S  C  B  T  S  C  B  T

 S  C  B  T

Equarius Hotel
Number of Bedrooms: 183

Number of Function Rooms: 7

Festive Hotel
Number of Bedrooms: 447

Number of Function Rooms: -

Meeting facilities and capacity 

Grand 
Ballroom - - - -

Smallest 
Function 
Room 

168 - 100 143

Largest 
Function 
Room

289 - 200 238

Meeting facilities and capacity 

Grand 
Ballroom - - - -

Smallest 
Function 
Room 

- - - -

Largest 
Function 
Room

- - - -

 S  C  B  T  S  C  B  T  S  C  B  T  S  C  B  T
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Luxurious hotels

Beyond the thrills and excitement of the state of fun lies an idyllic 
sanctuary brimming with the epitome of premium resort living.

Beach Villas
With choice of 1 to 3-bedroom 
villas, these exquisite tropical 
sanctuaries offer spectacular 
views and personal butlers for a 
well-deserved getaway.

Ocean Suite 
Rooms with spectacular sea 
views are dime a dozen. But 
here’s one that takes you into 
the depths of the magical ocean. 
The 11 exclusive Ocean Suites 
bring you the best of land and sea 
with their two-storey townhouse 

design. Breezy and bathed in 
natural light, the upper level is an 
open living area that leads to an 
outdoor patio and Jacuzzi. Saunter 
down to the lower level and a 
mesmerising underwater view of 
over 40,000 marine life unfolds 
before you

TreeTop Loft 
Awake to the chirping of birds 
and sunlight filtering through the 
leaves. Perched 12 metres above 
ground in the serene canopy of 
native trees, these one-bedroom 
lofts are the epitome of exclusivity 
and privacy, and the perfect nature 
hideaway. Featuring a spacious 
living room, an en-suite bedroom 
adjoined to a walk-in wardrobe and 
private outdoor terraces, guests 
are treated to five-star comforts 
such as luxurious amenities and 
personalised butler service whilst 
being completely immersed  
in nature.

W Singapore - Sentosa Cove
Escape from the everyday and 
take a whirl into the extraordinary. 
Located on an exclusive resort 
island with private berths,  
W Singapore - Sentosa Cove is 
Asia’s new tropical playground  
and the perfect destination to 
meet, indulge and play. 

O
cean Suite

TreeTop Loft

Beach Villa

Beach Villa

W Singapore - Sentosa Cove
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