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The changing face of Asia’s 

family travel market

View from the top: Ownership 

change at Capella Hotel Group 

2017 IN THREE WORDS 

One of our Year-end Special articles has CEOs from all sectors of the industry  

describing their year to Raini Hamdi in just three words, but it’s enough to tell what 

kind of year they’ve had and what it was that preoccupied their minds in 2017

Will direct bookings replace 

cruise specialists in Asia?
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Want to read us on the go?

AGENCY CHALLENGES 2018 Find out 
what inbound agencies in Asia say are the big-
gest issues for them in 2018 and how they are 
prepping themselves up for the challenges

BEST OF THE BEST 2017 Our pick of the 
best innovations and initiatives from the various 
sectors of the industry as 2017 came to a close

VIEW FROM THE TOP  New WTTC chief 
Gloria Guevara talks to Raini Hamdi about safety 
& security, crisis management, over-crowding 
and, of course, women leadership

MUSLIM MARKET So you think you know 
it all about Muslim millennials? S Puvaneswary 
shatters the myths

COMING UP

NEXT ISSUE: 
JAN/FEB 

2018

Raini Hamdi
Senior Editor  

 raini.hamdi@ttgasia.com
 twitter.com/rainihamdi

As it happens, our two reports this issue are Asian 
family travel and cruises. There is a stronger cor-

relation between the two markets today. If anything, 
imagine parents with little children who no longer need 
to monitor the ‘Child Boredom Quotient’ as they do on 
planes. It’s a term created by Emirates, which teamed with 
psychologist and boredom specialist at the University of 
Central Lancashire, Sandi Mann, on a study that found 
young flyers would take just 49 minutes and 47 seconds 
to ask the dreaded ‘Are we nearly there yet?’

There are other more compelling reasons why cruises 
and Asian families can be a match made in heaven. The 
picture of an Asian family as being small – a couple with 
two or three kids in tow – is hardly it now; instead, it’s 
multi-generational, or it’s a couple with kids travelling 
with other couples with kids whom they consider fam-
ily.  So cruise lines have been busy creating more inter-
connecting rooms to cater to multi-generational and ex-
tended family travel in Asia. And as competition for this 
segment hots up, they are busier jam-packing activities so 
no one will be bored on board. 

Dream Cruises’ new holiday programme for Genting 
Dream, which arrives at her new Singapore homeport 
this month, includes workshops where children can don 
their own mermaid tails and splashing skills. There’s also 
a junior talent show (imagine the delight of grandpar-
ents watching them perform on stage) and a Christmas 
market at sea. “Taking care of families and offering them 
fun inter-generational activities are very important to us,” 
said Thatcher Brown, president of Dream Cruises.

Cruise lines are also trying to reach Asian families in 

Winning over the FIT family
more heart-tugging ways. Royal Caribbean International 
has just launched an “experiential” video which follows 
Asher Lim, son of Alvin Lim, founder of Alvinology.com, 
as junior enjoys the myriad of activities offered on the 
ship that only “child cruisers know and love”.

So expect cruises to be a strong competitor for the 
Asian family travel market, which has grown tremen-
dously and will continue to grow. Just one indicator: 
Family holiday bookings from Hong Kong rose 124 per 
cent in 2016 over 2015, said Skyscanner. There are lots of 
capacity, and lots of F&B aboard – we all know how much 
Asian families love to bond over food, and more food.

While cruise specialists may benefit, other agents seek-
ing to make some money from Asian family travel appear 
in for a rough ride. From their comments (see pages 17-
18), the market has become more online savvy and more 
independent. Families can book home sharing accom-
modation, villas and hotels directly. They can buy activi-
ties and attractions easily online before or even after ar-
riving at a destination, through platforms such as Klook. 

I don’t have a clever idea how agents may overcome 
this structural change, beyond the obvious that they need 
to understand the psychology of Asian family travellers 
and create the trigger points that will compel them to use 
their services. 

Or, become Asian family cruise specialists. 

Thisworkspace will turn into a room with a queen bed and 
double-decker bed, ideal for families, in no time at all. One of 
our Best of the Best 2017 picks – read who runs it next issue

While cruise 
specialists 
may benefit, 
other agents 
seeking to 
make some 
money from 
Asian family 
travel ap-
pear in for a 
rough ride.
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Costa Victoria deck

Costa 
Victoria - a holiday filled with 
an abundance of sun & sea
Costa Victoria invites all guests onboard this 
year to experience the signature 
“Italy At Sea concept” through three 
thematic experiences which showcase the 
Italian’s authentic and enthusiastic lifestyle!

With the newest Go Costa, Let’s Festa! 
themed campaign, guests will get to savour 
the ultimate cruise experience:

1. Infinite Festa!: No need to fly to Italy to 
immerse yourself in Italian’s enthusiastic 
lifestyle. There is never a dull moment in the 
awarded “Best Cruise Line – Entertainment” 
by participating into the exclusive Carnival of 
Venice party, new theatre shows and endless 
parties!

2. Foodie Festa!: Five free meals available 
for 24 hours. Don’t miss the authentic Italian 
cuisines, International & Asian delights. 

3.  Leisure Festa!: A leisurely vacation is the 
perfect way with family and friends. Pamper 
yourself in the spa or fitness center for total 
pursuit of health and beauty.

Costa Victoria will depart from Singapore and 
Penang, Malaysia, to Port Klang, Langkawi, 
Melaka in Malaysia & Phuket, Koh Samui, 
Laem Chabang in Thailand & Sihanoukville in 
Cambodia, where itineraries range from 3N to 
7N from November 2017 to February 2018.

Costa neoRomantica 
- a vacation cruise into three 
enchanting Winter Wonderlands 
Costa neoRomantica is a refined, prestigious 
and elegant ship, ready to be discovered, 
which will surprise you and win you over at first 
sight. Everything is fully taken care of to give 
you a new and extraordinary cruise experience.

This winter, Costa neoRomantica will depart 
from Tokyo and Fukuoka to Kobe, Kagoshima, 
Okinawa, Miyakojima, Ishigaki, Naze, 
Hososhima and Yokkaichi  in Japan & Jeju in 
South Korea & Keelung in Taiwan. 

Featuring 6 to 10 night itineraries from 
November 2017 to January 2018, one of the 
highlights is the 10 night festive cruising 
holiday during Christmas where guests can 
enjoy two different cultural experiences by 
visiting both Japan and Taiwan.

Costa Diadema - embrace 
winter beauty in Europe
Discover the best of Italy onboard the 
new “Regina del Mediterraneo”, with the 
capacity of 4,947 guests, Costa Diadema 
represents the best of the Italian culture and 
lifestyle by transpriting the pleasant mood 
of Italian hospitality and holidays, from the 
gastronomy, shopping, and entertainment 
to the design and artworks of the venues 
onboard.

Onboard Diadema, must try food & beverage 
outlets include the winehouse Vinoteca 
Gran Duca di Toscana, Dresden green Pub, 
Japanese Teppanyaki, Pizzeria and Gelateria 
Amarillo which presents heaven for families 
with 18 flavours of delicious ice-cream. 
For wellness lovers, guests can immerse 
themselves in the largest wellness area of 
the Costa fleet (6,200 sqm) with the most 
modern equipment and facilities. To have fun 
with friends & families, the “Star Laser” room 
features different styles of interactive laswer 
games including the Laser Maze.

Featuring 7N itineraries, Costa Diadema 
will depart from Savona, Italy, to Marseille 
in France & Barcelona, Palma de Mallorca in 
Spain & Civitavecchia (Rome), La Spezia in 
Italy from present to May 2019.

About Costa Cruises  
Costa Cruises, the Italian cultural brand of Carnival Corporation & plc, the world’s largest travel and leisure company, have plied the seas of the world for 69 years. Costa ships offer the 

most diverse choice of cruise holidays with a unique Italian touch, based on Italy’s finest concepts of hospitality, gastronomy, style and fun.

The Costa Cruises fleet has a total of 15 ships in service and four new ships will join the fleet between 2019 and 2021. 

Contact details  
www.costaasia.com   |  Info-pao@costa.it   |   +86-21-5351-9509

Cool Itineraries, an Italian Experience
Costa Cruises transforms winter into your 
favourite time of year

Costa Victoria theatre Costa neoRomantica - Pizzeria Capri

Costa Diadema-Dresden Green Alehouse

Carnival of Venice Party

With Costa’s wide range of winter cruises, all you need to do is 
choose the route that suits you best 

TTGASIA_Costa_FPFC_V6.indd   1 2/11/17   10:22 am



Making his own mark at Capella Hotel Group

How is a single shareholding of the 
Capella Hotel Group by the Kwee fam-
ily members an enabler to move the 
Capella, Solis and Auriga Spa brands 
forward?
What it allows for is a single view of how 
the brands should be positioned. We con-
trol the destiny whereas before, it was 
more collaborative, which is fine too, but 
with a single shareholding, decision-mak-
ing can be quicker and more nimble.

And with our HQ being based here 
(Singapore), we can have an Asia-first 
viewpoint, which of course does not mean 
we exclude the rest of the world. It means 
we are operating from a place in the world 
that is most attractive for hotel develop-
ment and operation.

There is no doubt that certain parts of 
the world, say Europe, are in some degree 
of saturation, and the barrier to new de-
velopment is high. In Asia, in contrast, 
new destinations are being created. This is 
distinctively Asia – look at Indonesia, Chi-
na, India, Sri Lanka; or Laos, Cambodia, 

Capella Hotel Group is now headquartered in Singapore after its founder, legendary 
hotelier Horst Schulze, sold the group to the Kwee family. Its new CEO, Nicholas Clayton,   
is his own man eager to make his own mark, discovers Raini Hamdi

View from the top

Myanmar which are almost untouched by 
mainstream hotel business, and therefore 
offer years of opportunities for new hotels. 

Asia is where we feel the hotel business 
can be profitable.

The Capella brand has Horst Schulze’s 
fingerprints all over it. But he’s no long-
er in control. Will that affect owners’ 
view of the brand?
No, it’s very helpful that he remains part of 
our strategy (as chairman emeritus). We 
have not seen evidence at all, that anyone 
is taking the view we’re less than worthy, 
because of the change. He’s available, is a 
tremendous supporter of ours; he would 
want to see this company successful, it’s a 
legacy issue for him, one would assume.

Schulze launched the Capella brand 
more than 10 years ago. How has it 
evolved and what would you like to do? 
The essence of the brand remains relevant. 
Its hotels are of the smaller size, 120 keys, 
150 keys – the point is to have a manage-

able number of guestrooms that allows us 
to curate the customer stay.

Although we do operate in urban cen-
tres and we do handle corporate business, 
our real focus is on luxury leisure travel-
lers – individuals, couples, families – peo-
ple who are going on holiday, so it’s their 
funds they are using and their expecta-
tions are higher. If I go on a holiday, 
I want it to be a ‘wow’; if I am on 
business, it’s more functional. 

What we want to do is to 
enhance is the innovation 
around wellness and F&B, 
because these areas 
complement the ac-
commodation ex-
perience for our 
guests. A room 
has limits to its 
impact. What 
then? Program-
ming is key and, 
separately, it 
can be linked to 
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Making his own mark at Capella Hotel Group
■ Who’s in your family? My beautiful 
wife, Liz; our two daughters, Heidi and 
Savannah; and of course, our handsome 
fur baby, Parker Clayton.

■ What do you do for fun? Travel, 
cook and spend time with close friends.

■ Your ideal vacation? Living in 
Asia and, being from the Americas, we 
truly enjoy European travel for its charm, 
culture and history.

■ How do you book your own leisure 
trips? Mrs Clayton is an extraordinary 
travel planner. She engages specialised 

10 NEED TO KNOW’S 
ABOUT NICHOLAS 
CLAYTON

We are our own 
unique selves... We 
take principles from 
our past and apply 
them to the present 
and future...

wellness and F&B. May be a complimen-
tary GM wine and cheese tasting, or rum 
tasting as we do here (Capella Hotel Sin-
gapore); what we are trying to do is enrich 
the experience, surprise our guests with 
something memorable that goes beyond 
breakfast, lunch and dinner. 

It’s harder to be successful in leisure, but 
that’s where the premium pricing lies.

What’s your goal for the hotel group?
A milestone goal for us is focused around 
the year 2020 and specifically for the 
Capella brand growth in Asia. 

We will have, at the minimum, a Capel-
la hotel in Bangkok, the Maldives, Ubud 
and Sydney, on top of the ones now open 
in Singapore and Shanghai, and each one 
of them unique and successful.

Look at Shanghai (distinctive shikumen 
buildings that first appeared in the 1860s), 
or Ubud (Capella camp luxury accom-
modation). It is important to open those 
hotels successfully, and when we have six 
interesting hotels in the biggest popula-
tion centre of the world, Asia, that will be 
a step change in our history.

By the time we achieve that, we will have 
a better view on life after that. It does not 
mean we don’t think longterm. Clearly we 
want to proliferate the brand, and build 
up brand equity in the longterm. 

I would like to make Capella Hotel 
Group a famous company of course, but 
you have to have steps in that process. The 
Ritz-Carlton Hotel Company started with 
one hotel, it wasn’t until there were more 
that they were successful. 

So we need to get to a bit of critical 
mass, and with nine Capella hotels by 
2020 (including three outside Asia in op-
eration) we would have established our-
selves clearly enough in the key destina-
tions to be known and respected. And I’m 
not counting the others, only those that 
are certain to open – Bangkok, a year from 
now. Ubud, probably April, it’s three-
quarters built. The Maldives, the develop-
er is Pontiac (Land, owned by the Kwees), 
I don’t concern myself whether it’s going 
to open! And when it does, it’s going to be 
as spectacular as this (Capella Singapore, 
owned by Pontiac).

Schulze once told me jokingly, poign-
antly, he was ‘jealous’ of you running 
the company going forward.
(Laughs) He did something with Ritz-
Carlton (where he was CEO for many 
years). He is core to the Ritz-Carlton sto-
ry. There were no other American luxury 
hotel companies at the time than the Ritz-
Carlton and Four Seasons, that everyone 

wanted to be whatever they were and the 
success enabled them to pivot outside the 
Americas. 

Ritz-Carlton is getting into cruises now; 
Horst talked about doing cruises 25 years 
ago. He had the vision, they are realising it 
a lot later. Horst’s quintessential contribu-
tion to the industry is hard to beat.

Aren’t you lucky he laid the foundation 
for Capella?
There are some principles that are hard to 
ignore. I’ve worked for a few companies 
over a long career and from what I can 
tell, most great companies in our indus-
try want to achieve similar things: satisfy 
customers and owners, take good care of 
colleagues, be well followed in the trade, 
and be economically successful. 

We are our own unique selves. I see in 
our company a bit of Mandarin Oriental 
Hotel Group (MOHG), Four Seasons, 
Ritz-Carlton, etc, as we want to take the 
best of the best. In other words, what is it 
that MOHG does that I admire and think 
is relevant for us, but that doesn’t mean 
I’m going to steal their playbook. We take 
principles from our past and apply them 
to the present and future and that’s what 
Horst did, and that’s what we’re doing 
now. It’s hard not to have some degree of 
association, but too much is not helpful.

You worked with Ritz-Carlton during 
Horst’s tenure for 13 years. What’s the 
one thing you got from him? 
The one thing I admire and try to emulate 
is, when this man talks to a group of peo-
ple, be it in an internal meeting to open 
hotels or during his visit at the hotels, he 
is extremely motivating. He makes things 
clear to me. The consistency and the pas-
sion with which he communicated his 
business, our industry, a particular hotel, 
profoundly impacted me for 13 years. 

I used to think he’s only talking to me 
in a group, because he’s so mesmerising. 
And he’s always concerned that people get 
it. He does not want them to be the same; 
he wants them to go back and be better.

Because of that relationship, coming 
into this role made this exciting. I under-
stand what he is trying to achieve. 

How do you differ from him?
We’re all shaped by our past experiences. 
I joined Four Seasons and it gave me my 
first view of quality hotels. Then I joined 
Ritz-Carlton and later, MOHG based in 
Hong Kong, as I wanted to be in corpo-
rate and was in a senior position looking 
at spa, fitness, restaurants in Asia/Europe. 
My time with Viceroy also shaped me; it’s 
a bit more hip and its orientation was life-
style. I was CEO of operations at Jumeirah 
Group before joining Capella. 

How we might differ is probably I have 
a bit of a different view about our hotels 
– what they should look and feel like, the 
experience of our customers – because 
I’m simply younger than he is. Someone 
who is 20 years my junior would be able to 
understand and interpret the new wealth 
in the traveller and what he/she wants bet-
ter than I can because he/she is more of 
that generation. 

So having a more rounded view, being 
of a different age group, having gotten dif-
ferent exposures, I differ in that I might be 
a bit more avant-garde than he.

travel consultants for our best possible expe-
riences, especially in new destinations.

■ What are you reading right now? 
Invincible Living by Guru Jagat

■ How do you stay healthy? Strict diet, 
regular hydration and exercise, including my 
favourite Kundalini Yoga.

■ Favourite food? Fresh fish grilled to 
perfection with lots of organic vegetables 
(Mediterranean diet).

■ A bad habit you cannot kick? I already 
gave them all up!

■ Your pet peeve, something that never 
fails to annoy you? Negativity, pessimism 
and a lack of humility.

Most people don’t know that you… 
Wanted to be an actor!

What’s your management style(s)?
Collaboration is important, but not to the 
detriment of process. I value the perspec-
tives of, and feedback, from talented peo-
ple, but it has to be decisive and moving 
forward.

I definitely am a person who believes 
talented people are very challenging to find 
and those are the people that make a com-
pany successful. We have a long-term re-
lationship that started may years ago with 
TalentPlus and I’d like to increase that and 
be more dogmatic about it. 

I believe owners are important and val-
uable and I always tell our owners, please 
know that in our company, we respect 
you as the owner and we mean that. It’s 
your hotel. Sometimes operators like to 
act like it’s their hotel. They should from 
a responsibility standpoint, but they have 
to have the ultimate respect for the own-
ers who are putting their capital at risk 
and putting them in charge of the devel-
opment. Many of the brands we talked 
about today were built on the back of 
other people’s money. 

C

M

Y

CM

MY

CY

CMY

K

TTG Asia_180x114_EN_op.pdf   1   10/10/2017   下午3:08







October 2017  TTG Asia  PB

Report Cruise

The answer is no, at least not in the foreseeable future. Raini Hamdi explains why cruise is still 
the domain of travel agents and one of the last bastions of commission income for them

I would like to reiterate 
that the launch of 
our online booking 
is not meant to take 
business away from 
agents...
Farriek Tawfik, director South-
east Asia, Princess Cruises

Will direct cruise bookings re place agents?

A
irlines and hotels have 
gone direct to con-
sumers with much 
success. Not cruise 

lines, especially in Asia, despite 
key players such as Star Cruises, 
Dream Cruises and Royal Car-
ibbean Cruises (RCC) having 
enabled customers to book di-
rectly through their websites all 
along. Princess Cruises was the 
latest, launching an online book-
ing facility for South-east Asian 
customers in February, the first 
Princess office in Asia to do so. 

According to Princess, various 
sources estimate online cruise 
bookings to be less than 10 per 

cent of the market globally, and 
the percentage is lower for longer 
sailings. Imagine how small it is 
then for Asia.

None of the players in Asia 
would say what their website ver-
sus agency booking market share 
is, although they alluded that the 
majority of bookings still are 
from travel agents and that the 
website is only helping to create a 
new market, particularly millen-
nials, and does not replace tradi-
tional agencies. 

All are afraid to offend agents. 
Princess Cruises director 

South-east Asia, Farriek Taw-
fik, said: “I would like to reiter-

ate that the launch of our 
online booking is not 

meant to take 
business away 

from agents 
but (is meant 
as) an addi-
tional option 
for guests 
seeking a 
simple, con-
venient and 
informative 
online expe-
rience. 

CRUISE TECHNOLOGY: DON’T MISS THE BOAT

W
hile travel firms across 
Asia have started to un-
derstand the value of 
cruises, their ability to 

sell the product has been hampered by 
the absence of advanced specialist cruise 
technology.

The only search and booking tools 
available in the Asian market to-date 
are those provided by each individual 
cruise line, which makes selling cruise 
and creating tailor-made packages a 
laborious and time consuming pro-
cess.

How can Asia’s retail travel firms pos-
sibly compete in a market where cruise 
lines are actively selling direct to the con-
sumer while large OTAs are harnessing 
their marketing and distribution power 
in a big way?

In the more mature cruise markets, 
namely North America, the UK, Europe 
and Australasia, there’s technology to 
enable agents search, book and package 
cruise efficiently and effectively to the 
point it not only streamlines the book-
ing process, but personalises it, waving 
goodbye to old-school fragmented and 

cumbersome selling methods once and 
for all.

Using Traveltex as an example, cru-
cially, rather than search each individ-
ual cruise line website and their trade 
booking engines for product, agents 
have access to consolidated cruise con-
tent from 190 of the world’s leading 
lines and hundreds more general travel 
suppliers, through one single API con-
nection. No other provider offers this 
range of cruise suppliers on one plat-
form.

Content is information-rich too, pro-
viding in-depth detail on product, from 
cabin grades to their location on the 
deck, which is a great selling tool and 
rules out the need for agents to search 
for the finer details elsewhere.

Once agents have selected the right 
cruise product for their client, they can 
hand-pick every component of a pre- 
and post-cruise itinerary and sell it as 
one package, including flights, hotels, 
tours, transfers, car rental, attractions 
tickets and more – all professionally pre-
sented on company-branded documen-
tation.

In Asia, Traveltek is the first travel 
technology provider to offer travel agen-
cies this ability to dynamically package 
cruise with flights, accommodation and 
other add-ons to curate exciting bespoke 
itineraries for their clients.

Agents need to match their exper-
tise – product knowledge and customer 
insight – with technology to create a 
unique proposition for new and existing 
cruise clients. 

Travel companies can control product 
pricing too, which means they can better 
manage their profit margins.

Add to the mix a suite of back-office 
solutions that help travel agencies better 
understand the behaviour of their cli-
ents, including their cruise and destina-
tion preferences through advanced CRM 
capabilities, and cruise becomes inte-
grated into a travel business, as opposed 
to a standalone tagged-on product, or 
worse, an after-thought.

With Asia’s inbound and outbound 
cruise sector growth setting global re-
cords, now is the time for the region’s 
travel agencies to seek cruise technology 
and make their mark.

“We want to offer our guests 
more booking options and 
provide them with more in-
formation. The site is like an 
educational tool helping guests, 
especially first-time cruisers, to 
familiarise themselves with our 
products. It’s also designed to 
engage Internet-savvy millenni-
als, who are starting to choose 
cruises over other vacations and 
prefer to get their information 
online.

“We encourage guests who 
have complex itineraries, such 

as those requiring airline book-
ings, hotel accommodation and 
visa applications to go through 
travel agents. We also recom-
mend first-time cruisers to go 
through agents so that they can 
have access to first-hand knowl-
edge face-to-face or through the 
phone.”

Six months after it introduced 
the online booking facility, Prin-
cess said the response is in line 
with expectations. Repeat pas-
sengers and first-time cruisers 
who are Internet-savvy and Eng-

By Simon Leung, business develop-
ment manager North Asia, Traveltek 
debuted in North Asia on September 
4 with a regional office in Hong Kong 
headed by Leung, who previously 
held senior roles with Amadeus and 
Travelport in Asia. Traveltek prom-
ises advanced specialist cruise tech-
nology to enable Asian agents to sell 
and package cruises more efficiently 
and effectively
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Will direct cruise bookings re place agents?

lish-fluent (the website is in English) are 
the most responsive, along with a “pleas-
ant surprise” comprising veteran cruis-
ers in their 70s, most likely because these 
passengers are well-versed with the cruise 
product. However, majority of traffic to 
the site use it more to find information 
such as location of cabins, facilities and 
activities, then follow-up with bookings 
either online or with travel agents.

“So, most of them use the site as a tool 
to get more information on the itineraries 
and pricing,” noted Farriek. 

Unlike North America, the UK and 
Australia, where guests are used to book-
ing cruises online, this is new to Asia, 
added Farriek. “We have found that Asian 
guests still prefer face to face or phone in-
teraction with travel agents, especially as 
there is no surcharge for booking through 
agents,” he said.

Indeed, cruise is one of the last bastions 
of commission income for agents. Unlike 
an airline seat or a hotel room, cruise is 
more complicated, not to say confusing, 
to agents themselves, let alone consum-
ers, who must trawl through various state-
rooms of an ocean liner, figure out what’s 
included/what’s not in the price, compare 
prices and facilities, check if visas are need-
ed, and so on. It is, in one word, a value-
added sell, where agents are still needed to 
remove the pain points for customers.

Said Sean Treacy, RCC managing direc-
tor Asia-Pacific: “While we cannot reveal 
the percentage of direct vs agent bookings, 
what we can share is that the percentage 
of customers in South-east Asia booking 
through their local agents online is gener-
ally higher, due to the agents’ own market 
presence and the language factor, especial-
ly in the non-English speaking markets.”

Treacy believes there is room for both. 
As more customers, especially the millen-
nials, prefer the online booking mode, and 
the market base and distribution network 
expand, both will grow in tandem.

“We are always reaching out to new 
customers through various marketing 
and social media campaigns. At the same 
time, in many of our advertisements in 
Singapore, for instance, we feature our top 
agents’ contacts, as part of our efforts to 
publicise our other distribution channels,” 
said Treacy.

Likewise, Princess aims to reach out 
to both consumers and agents. Said Far-
riek: “While many people are accustomed 
to relying on travel agents, we have seen 

a positive response and believe there is 
potential for growth as guests become 
confident about booking online through a 
simple and informative online experience.

“We are also increasing our collabora-

tion with travel agents, especially in areas 
where they have a wide reach.”

The good news for travel agents is 
also the entry of cruise technology firms 
in Asia that promise to revolutionise the 
way they sell cruises, for example, giving 
them access to multiple global products 
on a single platform. One such company 
is UK-based Traveltek, which has opened 
a regional office in Hong Kong.

According to Simon Leung, business de-
velopment manager North Asia, Traveltek, 
it’s the absence of such advanced specialist 
cruise technology that hampers the ability 
of the region’s travel agents to sell cruises 
effectively and efficiently (see box).

With better cruise technology, agents in 
Asia can ensure cruise commissions will 
remain a major revenue earner for a long 
time to come.

There’s room for both.
Sean Treacy, managing director Asia-
Pacific, Royal Caribbean Cruises
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Report Cruise

World Dream (above) 
This November 17
Purpose-built for the China and 
Asia market, World Dream is 
the second new ship of Dream 
Cruises after the debut of Gent-
ing Dream last November.

World Dream will start sail-
ing from Hong Kong on No-
vember 17 and from Nansha on 
November 19, taking guests on 
two-weekly alternating six-day/
five-night itineraries to desti-
nations including Boracay and 
Manila in the Philippines, and 
Ho Chi Minh and Nha Trang in 
Vietnam, as well as three-day/
two-night weekend cruise from 
Hong Kong around the Pearl 
River Delta.

 World Dream has a capac-
ity for 3,400 guests and 1,686 
staterooms with triple and quad 
sharing, 70 per cent of which are 
oceanview. New features and fa-
cilities include:

Dining: New Vintage Room 
chef table in partnership with 
Penfolds Wine, and two new sea-
food and steakhouse restaurants.

Entertainment: The largest VR 
game zone at sea including Ve-
saro car racing simulators, new 
signature shows, new laser shows 
and new programmes for fami-
lies and children.

Dream Palace: New all-inclu-
sive concept designed to enhance 
the first-class experience, includ-
ing a new al fresco seafood din-
ner at the private pool deck.

Retail:  Expanded duty-free 
shopping with new shops and 
brand partners, a beauty bar with 
personal beauty consultants, in-
teractive product wall, and new 
marketplace and bazaars.

Wellness: New specially-de-
signed spa packages based on 
organic products and traditional 
and western treatments.

Azamara Pursuit 
March 2018
The upmarket cruise line subsid-
iary of Royal Caribbean Cruises 
has bought a new ship, Azamara 
Pursuit, with delivery taking 
place in March 2018. 

The new addition is com-
parable in size to the Azamara 
Journey and Azamara Quest. As 
such, it will allow visits to unique 
ports that larger ships are unable 

New ships to watch

to reach. The ship’s décor will be 
updated to match the brand’s 
upmarket position. These up-
dates will be similar to the reno-
vations recently introduced on 
the Azamara Journey and Aza-
mara Quest, bringing guests the 
experience of a boutique hotel 
at sea. At press time, details of 
deployment have not been an-
nounced. 

Symphony of the Seas  
April 2018
Royal Caribbean International’s 
newest ship, Symphony of the 
Seas, will debut in April 2018 for 
her inaugural season in Europe. 

Not only will she be the world’s 
largest cruise ship  at debut, she 
promises to thrill with innova-
tions such as robot bartenders 
at the Bionic Bar powered by 
Makr Shakr; iconic AquaTheater 
showcasing unrivaled high-fly-
ing, high diving performances; 
and Ultimate Abyss – the tallest 
slide at sea – for “a thrilling cre-
scendo of diverse experiences”, 
said a statement. 

The “architectural marvel” 
will accommodate more balcony 
staterooms overlooking the open 
ocean and legendary Boardwalk 
and Central Park neighborhoods 
than her sister ship Harmony of 
the Seas. 

She will span 16 guest decks, 
encompass more than 230,000 
GRT, carry 5,500 guests at dou-
ble occupancy and feature 2,774 
staterooms.

For the 2018 summer season 
in the Mediterranean, she will 
be calling on ports in Barce-
lona, Palma de Mallorca, Spain; 
Provence, France; and Florence/
Pisa, Rome and Naples, Italy. 

From November 24, 2018, the 
adventure-packed ship will 
make Miami, Florida her 
year-round home, sailing 
seven-night Eastern and 
Western Caribbean voy-
ages.

Seabourn Ovation 
(right, rendering) 
May 2018
After an 11-day inaugural 
voyage departing May 5, 
2018 from Venice to Barce-
lona, Seabourn Ovation will go 
on to spend the majority of her 

maiden season cruising the wa-
ters of Northern Europe, offering 
a series of seven-day Baltic and 
Scandinavian cruises between 
Copenhagen and Stockholm, 
which will include the line’s sig-
nature three-day stay in St. Pe-
tersburg, Russia. It will also sail 
on 14-day voyages, visiting the 
majestic Norwegian fjords and 
British Isles.

Like its sister ship Seabourn 
Encore, Seabourn Ovation is fash-
ioned by hospitality design icon 
Adam Tihany, boasting contem-
porary interiors and innovations 
consistent with Seabourn’s repu-
tation for understated elegance. 
It will round out the current 
planned expansion of the line’s 
fleet.

The 40,350-GRT ship will car-
ry just 600 guests at double oc-
cupancy. An all-suite ship, each 
suite has a private oceanview 
veranda spacious enough for 
private al fresco dining, a living 
area with sofa seating and a desk/
dining table, elegant bedding, 
a walk-in closet, in-suite enter-
tainment options with a wide se-
lection of movies, music, broad-
cast TV and radio channels, and 
a marble bathroom with separate 
bath and shower.

One of its F&B highlights, ex-
clusive to Seabourn, is The Grill 
by Thomas Keller, reminiscent of 
the classic American restaurant 
from the 50’s and 60’s. Seabourn 
will continue to reveal updates 
about Seabourn Ovation via the 
dedicated microsite: http://ova-
tion.seabourn.com. – Compiled 
by Raini Hamdi

This Christmas season, if you are unable to get onto a sleigh 
ride to see Santa, then set off on a road trip and discover 
Christmas markets with Avis instead! Go on a Christmas 
adventure by car, explore Christmas markets on foot and fill 
the car with all things Christmas!

A sporty convertible might be the vehicle of choice when you 
celebrate Christmas in Australia, as summer begins in the 
southern hemisphere. A 4x4, however, might be more suited 
for the snowy setting of a European Christmas. No matter 
where in the world, Avis has it covered.

As the festive season approaches, let the car take us to 
destinations where awe-inspiring Christmas markets bring 
more than just nativity scenes, delectable flavours, holiday 
gifts and festive cheer. 

Wherever the destination, with a choice of 5,500 rental 
locations in 170 countries, it is easy to unlock Christmas 
with Avis.

www.avisworld.com/ttgasia

Flemington Racecourse Christmas Market 
– Melbourne, Australia

Melbourne is a great option for travellers who want to 
combine the summer weather with Christmas joy. For 
road-trippers, it is known to be one of the easiest cities to 
drive in. The open-air Flemington Racecourse Christmas 
Market takes place in the week before Christmas, and 
makes a perfect pit-stop to soak up the summer sunshine 
and to sample some tasty treats or buy last-minute gifts 
and decorations.

Viennese Christmas Markets – Vienna, Austria

One gets easily into the Yuletide spirit in Vienna as their 
prettiest squares transform into magical Christmas markets 
from mid-November. These charming markets, situated 
outside the beautiful city hall, welcome visitors through 
rows of stalls, from the sound of choirs singing carols to 
learning the art of making Christmas candles. Alternatively, 
make a temporary switch from the car to ice skates for a 
different mode of transport!

Christkindlmarket – Chicago, USA

Inspired by German Christmas markets, Christkindlmarket 
is Chicago’s largest open air Christmas festival that begins 
from mid-November. Take a stop here on an American 
road trip and pick up handmade ornaments and classic 
German products like cuckoo clocks. Refuel on traditional 
German delicacies such as bratwurst sausages, schnitzels 
and apple strudel and be part of the annual winter tradition 
in this city.

UNLOCK CHRISTMAS 
WITH AVIS
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Report Family travel

Family travel is becoming more online-savvy, multigenerational, adventurous, exploratory, yet 
safety-conscious, a poll of inbound and outbound agents in Asia-Pacific by TTG reporters shows

On the road with their brood

INBOUND

 Australia
Gary Paterson, general manager, global 
sales & marketing, The AOT Group
Visiting families from Asia are still find-
ing Australia the perfect getaway destina-
tion as it does not require long flights, and 
only about three to five nights away from 
home. 

We see families today as being much 
more independent than ever before. They 
undertake more research online before 
they arrive, and look for cool new things 
on offer in a destination, for instance an 
arts festival like Vivid Sydney or the Night 
Noodle Markets in Melbourne. 

The growing abundance of hotel 
apartments in Australia also offers fami-
lies a huge selection of accommodation 
conveniently located in the city centre. 
What is also often surprising for Asian 
visitors is the wide array of Asian cui-
sines on offer, as well as the range of 
world famous restaurants in Australia. 

India
Kapil Goswamy, managing director,  
Trans India Holidays
Previously, India was perceived as a des-
tination for mature travellers or couples. 
Fortunately, this perception has changed 
in recent years, and we are seeing a large 
number of families with young children 
visiting India these days. 

Parents realise that in addition to seeing 
monuments or learning about the coun-
try’s history, activities such as trekking in 
the Himalayas, or going on a wildlife safari 
in one of the many national parks, will be 
interesting for children as well. 

These trips will also allow for a digital 

detox, giving the family time to bond.
Almost every tourist destination in 

India has child-friendly activities, such 
as a Segway tour in Delhi, a hot air bal-
loon ride in Jaipur, or mountain biking 
in Shimla. Beach holidays in Goa remain 
popular as well, but wildlife holidays and 
village walks are rising in popularity.  

 Japan
Tsunehisa Kumagai, sales manager,  
Tonichi Travel Service
This year, we have seen an increase in the 
number of foreign tourists coming to Ja-
pan in family groups, and this is due, in 
part, to the terrorist attacks in Europe.

We deal primarily with inbound trav-
ellers from North America and families, 
who in previous years would go to Paris, 
Barcelona or London. It’s safe here and 
they know it. And that is very important 
to them when they are with their children.

Families want to experience authen-
tic Japanese culture – the cuisine, his-
tory, temples and so on, but youngsters 
are also keen to see Japanese anime 
and manga culture. The US has its own 
theme parks, so that is not a big draw for 
visitors from North America, but theme 
parks are more popular with families 
from other parts of Asia and Australia. 

Malaysia
Saini Vermeulen, executive director,  
Within Earth Holidays  
Middle Eastern families on holiday look 
for hotels and villas with private pools 
as they value privacy, especially for the 
women, and Malaysia has a growing 
number of such resorts to choose from.

The country also gets many repeat 
visitors from the Middle East region, and 
such visitors tend to book their trans-

fers and tours online, and make their 
own travel arrangements. They may use 
the services of a tour operator for arrival 
transfers only. 

However, first time visitors from the 
Middle East travelling with children con-
tinue to require the services of a travel 
agent as they are unfamiliar with the des-
tination. 

For the Middle East market, travelling 
with extended families, including grand-
parents, and doing things together, has al-
ways been the norm, especially during the 
summer season, where stays can extend to 
two to three weeks.

In Malaysia, Kuala Lumpur remains 
popular for shopping, while Penang and 
Langkawi are popular beach destinations.

Philippines
Gigi Jamora, operations manager,  
Blue Horizons Travel and Tours
It’s always Boracay. Bohol and Cebu are 
also options, and the markets that we deal 
with always prefer top-end resorts. Fami-
lies come from India, the Middle East, 
Europe and China although the latter are 
mainly couples.

The market segments that we deal with, 
luckily for us, are aware how far hot spots 
like Mindanao are from Manila.

Depending upon the kids’ age brackets, 
families with toddlers prefer attractions 
that are safe come with child-minding 
services and playgrounds such as the En-
chanted Kingdom in Laguna and the J 
Waterpark in Cebu. Those with teens pre-
fer island hopping, especially with water 
activities, as well as kayaking and trekking.

 Singapore 
Joseph Sze, project director, Siam Express
Families are preferring more semi-FIT 
packages, where they go online and re-
search for places to visit, and hunt down 
these locales after they break away from 
the group.

Hawker centres in the heartlands such 
as Toa Payoh, Ang Mo Kio and Tiong 
Bahru are becoming popular with families 
during the free-and-easy portion of their 
visit, as well as handicraft shops in Haji 
Lane and Little India, where tourists can 
get products they cannot find in their own 
countries.

Thailand
Chotechuang Soorangura, associate 
managing director, NS Travel & Tours

Foreign tourists see Thailand as a cheap 
destination with great food. Families 
who travel to the kingdom usually 
choose destinations outside Bangkok 
for activities. Usually, a family group 
would consist of many generations; this is 
common in Indian families.

We’ve also seen Chinese families com-
bine family holidays with business, where 

they come to Thailand to spend time with 
their loved ones, while taking some time 
to explore potential business opportuni-
ties.

The top three destinations in the coun-
try are Koh Samui, Phuket, Chiang Mai. 
The beaches of Thailand are famous 
among foreign visitors, so they prefer to 
spend more time in the southern part of 
the country as compared to the north. 

OUTBOUND

 Australia
Sue Henderson, product and crisis 
communications manager,  
Flight Centre Travel Group
Australian families nowadays tend to 
combine relaxation/resort travel with 
soft adventure. The ‘flop and drop’ beach 
holiday is still popular, but many families 
are opting to combine this with more ad-
venturous and cultural activities. Vietnam 
is particularly popular for this at the mo-
ment, as it is a reasonably priced destina-
tion and there are numerous direct flight 
options out of Australia.

We also see extended families or a num-
ber of families travelling together. Larger 
family groups (or multiple families) are 
travelling together more often. 

The popularity of villa and apartment 
style accommodation in places like Bali has 
increased as these customers like the idea 
of a home away from home. The accom-
modation is self contained which enables 
everyone to stay together and they have 
pools. Adults don’t have to leave the pool-
side to put down the kids down for nap.

As well, we are seeing more requests 
from families for escorted adventure tours 
to countries like Cambodia, Laos, Vietnam 
and India. Parents also see these as great 
educational opportunities for their kids 
and appreciate the value of expert guides 
who help to showcase the best attractions. 
An escorted tour also removes the chal-
lenge of arranging their own transport 
when travelling with children.

 Hong Kong
Alex Lee, general manager,  
Miramar Travel Service
Overall, the frequency of family travel has 
increased, from one to twice per year. Top 
destinations include countries in South-
east Asia and South Korea, due to Korean 
TV shows and affordable cosmetic shop-
ping. 

Meanwhile, families with higher spend-
ing power opt for Dubai – which is trend-
ing for 2018 – because of the availability of 
a ski venue, water sports, as well as 4WD 
desert tours.

Though cruise holidays have been ag-
gressively promoted, it still can’t win over 
family travellers who prefer to travel by air, 
as cruises are not as frequent as air flights.

Another trend is that family groups 
are also requesting more free time – to 
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go where they want to go and 
do what they want to do – on 
tour programmes. It’s a must 
and there must be at least one to 
two such days or they won’t con-
sider joining the package tour. 

 India
Nishant Pitti, CEO & co-founder, 
EaseMyTrip.com
Indian families are taking more 
multigenerational trips, especial-
ly tours with grandchildren, to 
explore new destinations. 

We are also seeing a boost in 
the number of adventure trips. 
These are very popular among 
Indian families, where millenni-
als usually affect the travel deci-
sions the most. These families 
usually avoid going to a destina-
tion which has political unrest or 
tension.

Rejuvenation has also become 
an important aspect for Indian 
families when deciding on a des-
tination, hence resorts that offer 
detox or wellness are rising in 
popularity. 

Popular destinations for In-
dian families include Morocco, 
Oman, Jordan, Cambodia, Phil-
ippines, Vietnam and Seychelles. 

Japan
Yusuke Asami, manager, outbound 
travel marketing and strategy 
department, JTB Corp
Japanese families are pretty pre-
dictable and we saw strong de-
mand for Hawaii again this sum-
mer. To be honest, it has been like 
this for a long time and I do not 
expect this to ever change.

Typically they go for four or 
five days and do things together 
as a family, whether it be sight-
seeing, shopping, relaxing on the 
beach or eating out. For Japanese 
families, the most important 
thing is to make happy memories 
together.

A new trend we see emerging 
this year is that some travellers 
want to do things they have never 
done before, but they don’t want 
to be too adventurous or to spend 
too much money. That has coin-
cided with a sharp increase in the 
number of cruises that are avail-
able around Japan, so families are 
taking cruises to other parts of Ja-
pan, as well as to South Korea and 
Taiwan. We see this as the start of 
a new wave, especially if prices re-
main reasonable.

Meanwhile, longhaul holi-
days are not really an option 
for Japanese families, primar-
ily because of the cost, and the 
amount of holiday time that 
most Japanese working people 
do not have.

In the past, Guam and Saipan 
used to be very popular – they 
have good hotels and beaches, 
and it is only a couple of hours 
flight from Japan – but prices 
have risen steeply in the last cou-
ple of years. People who might 
have gone to Micronesia in the 
past, are now going to Okinawa 
instead.

Malaysia
Adam Kamal, CEO,  
Olympik Holidays 
There is a growing trend of 
Malaysians booking their seats 
online to save costs. In the past, 
the older generation of travel-
lers used to come to us for flight 
bookings. But we have seen their 
numbers reduce over the last 
three years, and now they only 
buy ground packages (hotels and 
tours) from us.

There is also a growing trend 
where clients come to us with 
their own itinerary. This is espe-
cially common among millennial 
parents with children. They have 
done their research online and 
know which places they want to 
visit while on holiday, and just 
require us to arrange transfers 
and a guide. However, the older 
generation of travellers remain 
content to follow our group series 
departures with fixed itineraries.

There is also a growing trend 
where young families with chil-
dren tend to go on holidays with 
close friends who also have chil-
dren. This is so that costs on pri-
vate tours can be shared.

Visiting South-east Asian 
countries are most popular 
among the middle income group 
of travellers, where holidays are 
usually short stays with a mini-
mum of three nights. Popular 
destinations are Ho Chi Minh, 
Bangkok and Bandung for shop-
ping, Batam for resort stays, and 
Lombok and Phuket for the 
beach. 

Philippines
Lyn Galon, consultant,  
Scorpio Travel
Outbound family travel this year 
is a bit weak compared with the 
surge in 2014 and 2015.

Japan remains a strong desti-
nation – though expensive, it is 
perceived to be safe. There have 
been many enquiries about Aus-
tralia, New Zealand and the Holy 
Land as well.

Families usually look for des-
tinations with theme parks, not 
so much for beaches as we have 
many in the Philippines.

Multigenerational travel is 
common, usually with a complete 
family (parents and kid/infants), 
and an uncle or aunt thrown in. 
Average group sizes are usually 
about seven to nine pax.

 Singapore 
William Loh, operation manager, 
Farmosa Holiday Tour
Cruises and FlyCruise packages 
are on the rise with families, es-
pecially multigenerational ones.

For example, bookings for 
sailings in February 2018 started 
pouring in from February 2017. 
It’s a very hot market now. Sin-
gaporeans like new experiences, 
and cruises are fresh. Younger 
couples stick to shorter sailings 
around the region, while older 
generations are open to longer 
cruises.

A self-drive holiday in Aus-
tralia is also popular, especially 
among young families who prefer 
to travel at their own pace. Flights 
to Australia are getting more af-
fordable as well, contributing to 
its popularity. Interest is spread 
evenly across Tasmania, Mel-
bourne, Sydney and the Sunshine 
and Gold Coasts.

For year-end winter destina-
tions, South Korea is a shining 
destination as it’s one of the most 
affordable winter countries with 
ski resorts, especially for families 
who have never seen snow or 
skied before.

Thailand
Mongkol Thitawannoned, 
manager, Miracle Time Travel
This year, Thai family travel usu-
ally comprises a few generations, 
and they like cheap tours (up to 
20,000 baht [US$602] per per-
son), and usually choose Asian 
countries. This trend will prob-
ably continue into 2018. 

Hot destinations for such 
families include Japan, South Ko-
rea, and Taiwan. Japan is the top 
destination for Thai travellers as 
they perceive the country to have 
everything – good weather, good 
food, interesting tourist attrac-
tions, and it is also a perfect place 
for shopping.

Report Family travel

Lucy 
Jackson 
keeps 
the 
world 
moving

#keeptheworldmoving

www.iltm.com

“The demand in luxury 
travel out of the 
APAC region is driving 
our tailormade 
business at a fast 
pace. In order to fine 
tune our product 
portfolio, Lightfoot 
Travel’s presence 
at ILTM Asia Pacific 
is the cornerstone 
to our product 
proposition for the 
year,  
particularly being 
based in Asia.”

LucyJacksonTTGAsia.indd   1 25/10/2017   14:11:57



November/December 2017  TTG Asia  19

Year-end Special

Our Year-end Special starts here with CEOs from 
all sectors of the industry describing their year 
to Raini Hamdi in just three words. Plus, want a 
great book to read this year-end? Pick a leaf from 
their excellent suggestions. Enjoy This Read.

2017 IN  
THREE  
WORDS Darrell Wade, co-founder and 

executive chair, Intrepid Group
 

Pick three words to describe 2017
Best. Year. Ever. I’m cheating, but 
for me the three words just have 
to go together! We’ve had fantastic 
growth, entered a few new projects 
and I’ve personally stepped away 
from being CEO. Wins all round!

 
An unexpected joy this past year?
I was a little nervous about mov-
ing from CEO to chairman after 
so long as CEO. Would Intrepid 
maintain its momentum? Would 
the new CEO be up to the task? 
Would I still be able to have influ-
ence where I felt it was needed? 
Would I get bored and want my old 
job back? Would I suffer an exis-
tential midlife crisis? The answers 
to all these questions plus more 
brought real joy to me. 
 
What was the single biggest time-
waster in your life this past year?
I’m pretty efficient and don’t really 
waste much time. At least I don’t 
think I do! Some may say I read 
too much – are four newspapers 
a day too much? Some may say I 
spend too much time on email; I 
like to answer all emails I get – if 
people can be bothered writing to 
me, I should answer. Some may say 
I have too many holidays! Hey, isn’t 
that one of the reasons we work in 
the travel industry – because we 
love and believe in holidays?

The best books you read this year?
Hillbilly Elegy by J D Vance. This 
book goes a considerable way 
to understanding some of the 
dysfunctional aspects of Amer-
ica’s society, as well as the rise of 
Trump that came with it – without 
even mentioning his name. China 
in Ten Words by Yu Hua. This is 
a fantastic memoir of a person 
growing up in China’s Cultural 
Revolution. It’s so illuminating on 
modern China, even though the 
country has come such an incred-
ibly long way from those difficult 
years. Maybe I enjoy reading about 
dysfunctional societies?

Lionel Yeo, chief executive, 
Singapore Tourism Board

 
Pick three words to describe 2017
Passion Made Possible, of course! 
This is the tagline of the unified 
brand launched by the Singapore 
Tourism Board (STB) and the Sin-

gapore Economic Development 
Board earlier this year.

Passion Made Possible describes 
the Singapore story, what Singa-
pore stands for, and the incredible 
journeys of many individuals and 
companies in Singapore who pur-
sue their passions and overcome 
challenges.

An unexpected joy this past year?
This brand review journey was it-
self a passion project, and we were 
so excited to finally unveil it in Au-
gust. In less than two months, our 
brand film had garnered over 36.5 
million views globally. 

We will continue to tell more 
stories under this brand position-
ing to inspire the rest of the world 
to find out more about the spirit of 
Singapore – a place shaped by its 
people, our passions and our deter-
mination to make things work.

 
What was the single biggest time-
waster in your life this past year?
At the risk of sounding like a com-
plaining millennial, it is the time 
taken for webpages to load after I 
click on them, or waiting for pop-
ads that can’t be closed to go away, 
so I can continue reading an article.

Like many people these days, I 
consume some news content online 
via my social media feeds over mo-
bile platforms. I applaud news sites 
offering a quick and seamless user 
experience (and they earn my alle-
giance as a result). But several oth-
ers have not managed to get it right. 
With speed as the name of the digi-
tal game, at the rate some websites 
load – or not – next morning’s pa-
pers might be a better alternative. 

This is an area digital media 
professionals, news platforms and 
advertisers must rethink in a land-
scape where consumers hanker af-
ter speed and usability.

 
The best books you read this year?
I would count Born To Run by 
Christopher McDougall as one of 
my most memorable leisure reads 
this year. 

After a slow start, it dives into an 
absorbing account of how humans 
have evolved over time to be out-
standing distance runners. If you 
do not run, this book may inspire 
you to start.  If you are a runner, it 
may tempt you to try running bare-
foot to experience how our ances-
tors did it! 

I’ve noticed that running is 
growing as a leisure trend in Asia, 
and even as a purpose of visit, in 

Above: Darrell Wade
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line with other passion drivers 
for travel. For example, the Sin-
gapore editions of the Sundown 
and Standard Chartered Singapore 
marathons attract healthy numbers 
of foreign participants. In this past 
year, I have met Japanese, Chinese 
and Indonesian industry stakehold-
ers who have reported a growing 
interest in combining travel with 
health and fitness activities.

Another thoughtful title I made 
time to read this year was The 
Attention Merchants – The Epic 
Scramble To Get Inside Our Heads 
by Tim Wu. It’s an insightful and 
somewhat startling overview of 
the history of advertising and 
marketing. It shows that some-
times the more things change, the 
more they stay the same. You can’t 
help feeling smarter, and perhaps 
troubled, after reading this book, 
whether as consumer or marketer.

 
Thatcher Brown, president & 
CEO, Dream Cruises

 
Pick three words to describe 2017
Anything is possible!

An unexpected joy this past year?
The launch of a new brand and a 
new ship is always a very special oc-
casion. There is a great satisfaction 
in developing a new brand with a 
talented and motivated team, over-
coming numerous challenges along 
the way and successfully launching 
it in a new market in less than 16 
months’ time. To know that Gent-
ing Dream has been a driving and 
innovative force in growing the 
cruise industry in Asia and, more 
specifically China, is gratifying. 

Since Genting Dream’s arrival 
in the Pearl River Delta a year ago, 
she has brought over 200,000 pas-
senger trips to the region. Jobs have 
been created, the next generation 
of cruise industry talent hired, and 
tourism receipts in hotel, airlines 

new ship in a new market in China, 
I told myself that I would com-
mit to learning about history and 
culture of China. This book was a 
logical choice in understanding the 
personal and political story of the 
president of the People’s Republic 
of China.

A Supposedly Fun Thing I’ll 
Never Do Again – Essays and Argu-
ments by David Foster Wallace – I 
love David Foster Wallace’s writing 
style and humour – I can relate to 
his human stories and enjoy the 
shock-value of his story-telling.

Craig Smith, president & 
managing director, Asia-
Pacific, Marriott International  

 
Pick three words to describe 2017
Growth, Breakthrough and Digi-
talisation.

It has been a year since the Marri-
ott-Starwood merger, and this deal 
has allowed our family to grow in 
all aspects – seen in our growth of 
guests, associates, owners, commu-
nities and economies. This becomes 
a key part of our business and it is 
what has driven us to achieve nearly 
180,000 open rooms and a pipeline 
of over 19,000 more.

We now operate 600 properties 
across 23 brands in 24 countries in 
Asia-Pacific. By expanding our core 
brands and accelerating the growth 
of all ranges of services, we are able 
to reach out to a larger and more di-
verse customer pool, while deliver-
ing unprecedented choice for guests 
by offering a variety of brands 
across different locations.

We will open nearly 80 new hotels 
and debut two new brands in the re-
gion by the end of 2017. Our com-
bined loyalty programme has over 
100 million members who can now 
enjoy access to over 6,000 proper-
ties across more than 122 countries 
around the world, as well as the 
world’s largest collection of luxury 
properties. Our associates will have 

“ ANYTHING IS POSSIBLE! ”
more opportunities to grow and 
develop as part of the Marriott fam-
ily – we will employ 140,000 people 
across Asia-Pacific by the end of 
this year, so there are a lot of oppor-
tunities to learn from each other, 
such as cross-training and working 
under different brands.

We see and are responding to 
the trend of digitalisation. This is 
already impacting the hotel indus-
try and we are working hard to 
stay one step ahead. We’ve made 
great strides with technology that 
advances our guests’ experiences, 
be it online, offline, on-property 
and off-property. Our recent joint 
venture with Alibaba provides the 
Chinese market with customised 
content, programmes and promo-
tions. It will elevate and redefine 
the travel experience for Chinese 
consumers to be more seamless 
and personalised. We are evolving 
and continuing to inspire travel in 
a tech-savvy approach – to develop 
an even deeper and more loyal rela-
tionship with our customers.

 
An unexpected joy this past year?
The biggest joy was definitely hav-
ing the Starwood associates join our 
family. Our Marriott family contin-
ues to grow, and I am very happy 
to see that our associates continue 
to feel happy and cared for in the 
workplace. We’ve always been a 
people company, and I think it is 
important that everyone feels wel-
come as a real family at Marriott.

What was the single biggest time-
waster in your life this past year?
Long meetings. Sometimes it can-
not be helped, but I always like 
short and concise meetings – eve-
ryone is more focused and becomes 
more engaged in the discussion, 
making the entire process more ef-
ficient and effective.

Waiting in a long line when I’m 
on business or leisure trips is one of 
the biggest pain points for all trav-
ellers. When we speak often about 

“ GROWTH,
 BREAKTHROUGH,  
 DIGITALISATION  ”

and destination management in-
dustries have incrementally grown. 
It is a good story.

On a more personal note, as a 
leader, I always get a lot of joy out 
of helping talented people believe 
in themselves, and leaving each 
individual on my team in a better 
place than when I found them. 

What was the single biggest time-
waster in your life this past year?
I enjoy studying languages. So, this 
past year I enrolled in Mandarin 
classes. Unfortunately, I have not 
been a diligent student. I rarely do 
my homework and prepare for my 
lessons. When I go to class, I always 
feel like I am starting from the same 
place over and over again! I feel like 
I am wasting my time. My hope is 
that there is some form of sub-con-
scious learning going on, and one 
day, I will reap the benefits!

The best books you read this year?
I enjoy reading and have read sev-
eral books over the past year, from 
biographies to philosophy to col-
lections of essays. I am a curious 
person by nature which leads me 
to spontaneous exploration when 
it comes to literature. Here are four 
books that I enjoyed reading over 
the past year for different reasons:

A Small Treatise on the Great 
Virtues by Andre Comte-Sponville 
– this was a great read as it address-
es the uses of philosophy in every-
day life. There is a great chapter on 
“temperance”.

Spanning Silos – The New CMO 
Imperative by David Aaker – I have 
had the privilege of meeting David 
Aaker a couple of times. His writ-
ing on branding and organisational 
effectiveness has always resonated. I 
finally got to reading this informa-
tive book last year.

China’s Future, A Biography of 
Xi Jinping by Wu Ming – when I 
moved to Hong Kong two years 
ago to build a brand and launch a 
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the nearly two billion international 
trips we’re expecting by 2030, I re-
ally hope to see the collective effort 
from the industry to modernise the 
antiquated system in use today with 
regards to visas, long queues and re-
liance on paper documents, etc.

Marriott International is work-
ing closely with key partners like 
Accenture to make the vision of 
seamless international travel a reali-
ty. We’re working to build a tangible 
prototype showing all stakeholders 
the art of the possible in seamless 
and secure travel. However, what 
Marriott can’t do is facilitate the 
visa and border experience for our 
customers; we can only encourage 
governments to adopt new policies 
that enable greater information and 
data-sharing across national bor-
ders. We understand that building 
these digital bridges will better in-
tegrate security agencies and better 
protect borders and citizens.

That’s not too far down the road 
and I am confident that travel will 
become smarter and eventually, it 
will bring positive impacts to global 
travellers.

 
The best books you read this year?
For 2017, it was a year of “re-reads”. 
I do this often – pull out classics and 
re-read them to get a better under-
standing.

The two notable books are Re-
imagine by Tom Peters and The 
Effective Executive by Peter Druck-
er. The new read for me this year is 
Shoe Dog: A memoir by the creator 
of Nike by Phil Knight.

 

Albert Pozo, president, Ama-
deus Asia Pacific

 
Pick three words to describe 2017
Digitalisation, Personalisation and 
Peer-to-Peer (P2P) economy.

For me, these had the biggest 
influence on travel over the year. If 
you ask me what I think I’ll answer 
this time next year, I think we will 
still be talking about these, along 
with messaging apps, smart cities 
and virtual reality.

 
An unexpected joy this past year?
Asia-Pacific continuing to lead 
global growth in travel. Although 
this was not wholly unexpected, it 
gives me pride, positivity and re-
assurance in the decisions we’ve 
made and the direction we are go-
ing as a company. 

A topic which was unexpected 
and unwelcome was extremism, 
and I was relieved when people in 
the EU rejected it.

What was the single biggest time-
waster in your life this past year?
Queues at airports. All I can think 
about when I’m shifting my feet 
slowly across these endless secu-
rity and customs checks, is the 100 
other things I could be doing, not 
least getting home to my family. We 
need to cut red tape and improve 
efficiencies on border control and 
security. This will alleviate the bur-
den on regional and global travel/
travellers.

The best books you read this year?
On business side: The fourth indus-

trial revolution by K. Schwab. This 
gives great insights into the degree 
of transformation we are experi-
encing (and will continue to) and 
how it is an opportunity, for those 
who are ready to embrace change.

On private side, Todo esto te dare, 
by Dolores Redondo. Why I loved 
it? It takes you on a fascinating jour-
ney of how things are not always as 
they appear to be at first glance. It 
also looks at how the splendour of 
life reflects best through those we 
love and care about.

 

Jennifer Cronin, president, 
Wharf Hotels Management

 
Pick three words to describe 2017
Life is short or Just do it.

 
An unexpected joy this past year?
Safari with a great group of friends, 
enjoying all the Big Five in the wild 
– magic!

What was the single biggest time-
waster in your life this past year?
Emails.

 
The best books you read this year?
Shackleton’s Way, Leadership Les-
sons from the Great Antarctic Ex-
plorer, by M Morrell & S Capparell 
(a pre-read for our 2017 General 
Managers Conference and now a 
must-read for our group).

The Professor and the Madman, 
by Simon Winchester, about the ob-
session of two men who created the 
Oxford Dictionary in the last half of 
the 18th Century.

 

Suphajee Suthumpun, group 
CEO, Dusit International

 
Pick three words to describe 2017
From a business sense: Expansion, 
Diversification and Partnerships. 
These three words summarise 
Dusit’s approach towards the objec-
tive of having sustainable and prof-
itable growth, which will see our 
company more than double its tally 
of hotels worldwide within the next 
five years.

Taking a wider perspective, 
my three words to describe 2017 
would be Startups, Uberisation 
(as in modifying a market, sharing 
economy model), and Millennials 
– and I don’t just mean youngsters, 
but people with a millennial mind-
set who are shaping, and travelling 
around, the world.

 
An unexpected joy this past year?
The unexpected joy was the im-
mediate positive response to the 
launch of Dusit’s new Vision, Mis-
sion and Values (VMVs).

Vision: Proud of our Thai herit-
age, uniquely delivering gracious 
hospitality to the world. 

Mission: We empower our people 
to exceed expectations, ALWAYS. 

“ DIGITALISATION,  PERSONALISATION,
 PEER-TO-PEER (P2P) ECONOMY  ”

“ STARTUPS,   
 UBERISATION,  
 MILLENNIALS ”
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Values: Care. Commit. Can do!
Corporate HR invited Dusit 

Hotels and Resorts Worldwide to 
create short videos showcasing the 
new VMVs and the submissions 
were excellent. For example, the 
video created by the team at Dusit 
Abu Dhabi was particularly im-
pressive, showcasing Dusit employ-
ees of many nationalities explain-
ing their own definitions of Care, 
Commit, Can do! 

The video really hit home how 
we are one global family uniquely 
delivering gracious hospitality to 
the world. And it was wonderful to 
see.

What was the single biggest time-
waster in your life this past year?
If you mean time-waster in terms 
of something I enjoyed doing, 
then that would definitely be run-
ning. I love getting out early in the 
morning or late in the evening for 
a run. Not only does it keep me 
fit and healthy, but it really helps 
to clear my mind. In fact, some 
of my best ideas come when I’m 
mid-way through a run – which 
is probably why I spend so much 
time doing it.

If you mean time-waster in 
terms of something I don’t like 
doing, then that’s definitely sitting 
out the  heavy traffic (Editor’s Note: 
she’s based in Bangkok). Fortunate-
ly, at the very corner of my office at 
Dusit Thani Bangkok, we have the 
Sala Daeng BTS and Silom MRT 
stations right outside, so there’s al-
ways a quick and easy way to travel 
if I need it.

The best books you read this year?
Too Many Bosses, Too Few Leaders: 
The Three Essential Principles You 
Need to Become An Extraordinary 
Leader by Rajeev Peshawaria. This 
book is rich with case studies and 
examples of successful leadership, 
and I’ve actually read it a few times 
now. He’ll probably send me a bill 
for using so much of his advice!

 

Gavin Tollman, CEO, Trafalgar
 

Pick three words to describe 2017
Successful, Inspirational and En-
riching. 

We have had one of our most 
buoyant years ever. We are thrilled 
to be enjoying such loyalty and 
support and appreciate every as-
pect of such a privilege, especially 
as we acknowledge our 70th birth-
day as the flagship brand of our 
family business.

Despite the volatile periods and 
some negative forces this year, I am 
hugely inspired by the resilience of 
people – from those impacted by 
world events to our valued guests 
to my amazing team. The abun-
dant positive energy all around 
inspires and motivates me enor-
mously.

I’m so passionate about this in-
dustry and feel grateful for what 
my family and I do every day. I have 
found 2017 to be particularly en-
riching: I feel strongly about mean-
ingful travels and for me, taking the 
time to experience our JoinTrafal-
gar programme this year was an 
undoubted highlight.

An unexpected joy this past year?
In all honesty, all of the above. We 
have seen some precarious times in 
the world and in our industry and 
despite such challenging circum-
stances on occasion, it’s been won-
derful to see the humanity of some 
and also humility of others. 

A particular joy was revisiting 
Paris last April and feeling the joie 
de vivre of a truly special city. De-
spite the adversity that France has 
experienced in recent times, the 
resilience of the Parisians shines 
throughout the City of Lights. A 
simple stroll along the Seine, or 
indeed anywhere else in the city, is 
a joyful reminder of the abundant 
positive energy and inner beauty 
of this city and its people. It truly 
touches my heart every time.

 
The best books you read this year?
I’ve actually revisited a couple of 
books from someone whom I find 
immensely inspiring, Seth Godin. 
Purple Cow is one of my all-time 
favourites and a great reminder 
about how we should all be think-
ing differently – nobody should be 
vanilla, we need to stand-out and be 
remarkable. 

Tribes also was a timely remind-
er of how we all crave connectiv-
ity and we thrive when pulling to-
gether for the same common goal 
or purpose. My team and I have 
found this a powerful mantra to 
abide by. 

I’m looking forward to reading 
Seth’s latest book, What to do when 
it’s your turn, on my next longhaul 
flight. It’s a subject I feel strongly 
about, we should all step up to the 
mark and make a difference.

 

Martin Rinck, president Asia-
Pacific, Hilton Worldwide

 
Pick three words to describe 2017
Purpose, Mindful Leadership, Pas-
sion.

 
An unexpected joy this past year?
Hilton named as the top-ranking 
hospitality company in Great Place 
to Work’s Best Multinational Work-
places award for 2017. Our amazing 
team members and a strong value-
based company culture are at the 
very core of everything we do, so 
to gain this recognition was a real 
highlight. 

 
What was the single biggest time-
waster in your life this past year?
In the spirit of Thrive@Hilton, and 
in trying to find a perfect work-life 
integration, I would say attempting 
to multi-task was the biggest time-
waster! 

Multiple studies on this topic 
have shown (much to my relief!) 
that we are more productive when 
we focus our minds on one single 
task at a time and avoid distrac-
tions. With multi-tasking, we are 
just tiring the brain and are low-
ering our cognitive ability. Always 
remember: Being busy doesn’t al-
ways translate into being produc-
tive.

 
The best books you read this year?
Search Inside Yourself by Chade-
Meng Tan.

Ellen Bettridge, global CEO, 
Uniworld Boutique River Cruise 
Collection

 
Pick three words to describe 2017
Motivating, Energising, Fun.

Motivating: Our crew never 
stops working and always delivers 
the best service with our tiny no-
ticeable touches.

Energising: From our repeat cus-
tomers and Uniworld staff at both 
our corporate offices and on our 
ships who are always so enthusias-
tic.

Fun: The experiences and the joy 
of launching our newest supership 
Joie de Vivre and our new millen-
nial brand U by Uniworld.

An unexpected joy this past year?
It was the amazing response to the 
launch of our Joie de Vivre which 
sails along the Seine River from 
Paris, and really how we have raised 
the bar in the river cruising industry.

The best books you read this year?
Lean Sales by Tapio Nissila has been 
useful for me to understand how we 
segment our travel agents to best 
service them.

Whack on the side of the head by 
Roger van Oech on how to get crea-
tive and think differently. 

The Last Tudor Princess  by Ali-
son Wier. I am a huge fan of histori-
cal fiction.

From top: Ellen Bettridge,  
Martin Rinck and Gavin Tollman
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What kept you glued to us? Here are a few of 
our most viewed, most read stories on www.
ttgasia.com and TTG Asia social media this year

Highest  
eyeballs

Hotelbeds buys way to bedbank dominance

More than just honeymooners for Maldives 

IHG shocks with Asia HQ shift to Europe
InterContinental Hotels Group (IHG) an-
nounces the creation of a new mega op-

Keith Barr, IHG’s new group CEO

Myanmar safe for travel: local trade
Travellers are urged not to give up on My-
anmar amid ongoing violent clashes in 
northern Rakhine State, even as travel ad-
visories are being issued and some cancel-
lations are already being recorded.

While areas such as Rakhine, Kachin 
and Northern Shan are off-limits, Myan-
mar Tourism Marketing circulated a map 
showing tourist hubs of Yangon, Manda-
lay, Bagan and Inle Lake within safe pa-
rameters. JTB swoops in on Kuoni Travel Services

Hot on the heels of Thomas Cook India’s 
purchase of Kuoni Global Travel Services’ 
DMC network in Asia, Australia, the Mid-
dle East, Africa and the Americas, JTB 
Corporation has acquired all shares of 
Kuoni Global Travel Services for an un-
disclosed price.

The move is part of JTB Corpora-
tion’s ambitions to become a top global 
DMC, as the partnership is expected to 
strengthen the inbound business services 
and increase its market share in Europe. 
It will also support the expansion and 
strengthening of the global MICE services 

in Europe and the US markets, which is 
complementary to existing JTB MICE 
business.

Thomas Cook’s acquisition does not 
include Kuoni Destination Management 
Europe and Kuoni Destination Manage-
ment US, which remain in the portfolio of 
Kuoni Global Travel Services.

Kuoni Global Travel Services said in a 
statement it will continue efforts to be a 
neutral land operator to work with many 
companies other than JTB, paying full at-
tention to the protection of any sensitive 
information. 

Edwin Briels, managing director of Kh-
iri 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 opera-
tor, said: “If the situation continues, we 
will see visitors for this high season drop. 
Also, travellers might not commit to a 
Myanmar trip next year in this booking 
peak.”

these are particularly sourced from fast-
growing markets in Asia, the Middle East 
and Africa.

Hotelbeds Group was bought over 
from the TUI Group last year by a consor-
tium led by Cinven and Canada Pension 
Plan Investment Board. 

At the time, the new owners empha-
sised they were keen to consolidate the 
highly fragmented wholesale accommo-
dation market.

He added: “The Maldives should look 
at organising international sporting events 
and entertainment events using interna-
tional celebrities to promote Maldives.”

As well, Haikal Idris, head of business 
development, Tripfez, suggested that the 
Maldives could also look at attracting 
Muslim tourists.

Meanwhile, Asian millennials are driv-
ing a boom in budget travel to the Maldives, 
with the islands located within a three-hour 
speedboat ride from Malé, the biggest ben-
eficiary of this new market force.

Hotelbeds Group swoops in on its rival, 
Kuoni GTA, for an undisclosed price, 
which together with its recent acquisi-
tion of Tourico Holidays, will make it the 
dominant global B2B bedbanks player. 

While the Tourico deal will strengthen 
its footprint in North America, the GTA 
buy will give Hotelbeds significant pres-
ence in the fast-growing Asia-Pacific and 
Middle East markets. GTA sells around 
40,000 room nights per day online, and 

The Maldives needs to market to tour-
ism segments beyond honeymooners and 
couples to give arrivals a boost, as the des-
tination faces room oversupply and falling 
rates, industry players said at the inaugu-
ral Travel Trade Maldives show in July. 

“Two years ago, a room in a five-star 
property in Maldives was sold from 
US$700 with breakfast. Now, five-star 
room rates start from US$500,” Suresh 
Dissanayake, corporate general manager - 
sales & marketing, Adaaran Resorts in the 
Maldives, said. 

erating region combining Europe, Middle 
East, Asia & Africa (EMEAA) based in the 
UK, effectively relegating the current re-
gional office in Singapore covering AMEA 
(Asia, Middle East and Africa) to a subdi-
visional office. 

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 Williams, 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 Hospi-
tality Group, is concerned that this spells 
to IHG-managed hotel owners a deprior-
itisation of Asia.

IHG’s Barr however assures that the 
EMEAA region will operate through 
strong subregional divisions based in lo-
cations including Singapore to keep busi-
ness “close to hotel owners, guests and 
colleagues”.

Mount Popa in Myanmar
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Cambodia finally gets tourism marketing body Liquor ban leaves Indian hotels high and dry

lion visitors by 2020.
Tourism minister Thong Khon said the 

council’s main aim is to promote Cambo-
dia to the international market through 
campaigns and initiatives, and also en-
courage the private sector to market and 
advertise the destination.

Khon added that the tourism industry 
is a vital economic pillar for the coun-
try, with the seven million visitor target 
translating to an estimated revenue of 
US$5 billion, and more than one million 
direct jobs.

A five-year tourism masterplan has 
also been developed, focusing on the 
creation of new tourism products and 
keeping resorts and their surroundings 
clean.

Other elements include infrastructure 
development, promoting green resorts, 
building new roads to reach resorts, and 
increasing quality and manpower within 
the sector.

S M Shervani, managing director of The 
Shervani Group, foresees many hotels will 
be forced to close down. 

A central tourism marketing and adver-
tising council has been launched to help 
Cambodia achieve its target of seven mil-

A ban on liquor sales at establishments 
within 500m of state and national high-
ways, effective April 1, has struck a serious 
blow to India’s hotel industry.

Hotel sources said about 50 per cent 
of hotels in the country come under the 
ambit of the ban. This includes the Oberoi 
Gurgaon, Westin Mumbai, Le Meridien 
Kochi and Radisson Guwahati, to name 
a few.

The Federation of Hotel & Restaurant 
Association of India estimates it would re-
sult in the closure of more than 100,000 
establishments and a loss to both states 
and the industry to the tune of 20,000 
crore rupees (US$3.2 billion).

The impact on banquet business is ex-
pected to be massive. Sudesh Poddar, di-
rector, Nataraj Group of Hotels, said half 
of a hotel’s revenue comes through F&B 
sales. “We expect that 60-70 per cent of the 
banqueting business of hotels close to the 
highways will be gone,” he said.Bayon Temple in Siem Reap

Curtains close on SeaWorld San Diego’s 
orca shows
SeaWorld San Diego in California has 
ended its long-running killer whale show 
in January, following years of outcry and 
criticism from celebrities and animal 
rights groups over such performance 
shows. The aquatic theme park has been 
featuring killer whale shows with Shamu 
in the first starring role back in the 1960s. 
SeaWorld stated they would transition to a more educational presentation, with a new 
show, Orca Encounter.

PPHG takes lead to foster inclusive hiring 
In a tight labour market like Singapore, people with special needs remain an under-
tapped manpower source but Pan Pacific Hotel Group (PPHG), together with a handful 
of corporate companies, is attempting to change that. 

Earlier this year, Pan Pacific Hotel Singapore became the first hotel in the country 
to pilot SG Enable’s School-to-Work Transition Programme. Full-time roles have been 
identified for three of the four trainees who participated in the nine-month programme. 

Designer hijab for AirAsia’s female pilots
In June, Muslim female pilots at AirAsia 
and AirAsia X were given a choice to don 
the white Naelofar Hijab, a product of 
the LCC’s collaboration with hijab brand 
Naelofar Hijab. According to AirAsia, its 
female pilots were involved throughout 
the design process to create a functional 
and comfortable headscarf suitable for 
their day-to-day operations, and proto-

types underwent multiple wear testing before being rolled out. The end result was a 
hijab made of stretchable fabric, adorned with the Naelofar Hijab symbol created in 
Swarovski crystals. 

Chiang Mai hotel aids elephant conservation
Marking a departure from the elephant trekking tours typically offered in northern 
Thailand, Akyra Manor Chiang Mai took to raising awareness of elephant conservation 
with its new Elephant Day Care Package, which involves a day trip to an elephant hospi-
tal operated by Friends of the Asian Elephant (FAE) for guests to develop a connection 
with these majestic creatures, and understand the medical and well-being treatments 
provided by FAE. This will be followed by a visit to Elephant Parade Land, where guests 
can visit an exhibition of decorated elephant statues in aid of elephant conservation.

Making travel accessible for all  
Kudos to Amadeus for taking the lead in pushing for awareness of accessible travel in 
its white paper that was launched in June. It is estimated that 15 per cent of the world 
population has some accessibility needs, and this is not restricted to those with mobility 
or disability issues, pointed out vice president industry affairs, Svend Leirvaag. It could 
simply be a condition or temporary needs, such as a two-metre-tall person who requires 
more legroom on a flight. 

The travel technology giant hopes to advocate to the industry the commercial op-
portunities and social responsibilities that companies when it comes to inclusive travel, 
while encouraging suppliers to implement measures and standardisation in catering to 
this market segment, Amadeus executives told TTG Asia during an interview on the 
sidelines of the WTTC Global Summit in Bangkok. 

Dragging incident on United 
Need we say more about the dragging incident on United Airlines that sparked global 
outrage? A doctor was violently dragged out of his seat on an overbooked flight from 
Chicago, with the entire process caught on video. But the troubles didn’t end there for 
CEO Oscar Munoz, who, already embattled with a public image crisis, at press time has 
to grapple with the death of a valuable giant rabbit named Simon after a long flight on 
the airline from London. Looks like misfortunes never come singly.

Fifth UK terror incident this year
Over 19 commuters were hospitalised after an explosion on the District line near Lon-
don’s south-west Parsons Green station, the fifth in a string of terror-related incidents 
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’.

Gulf-Qatar row weighs on air travel 
Several Arab countries, including Saudi Arabia, the UAE, Egypt and Bahrain, as well 
as Yemen, Libya’s eastern-based government, and the Maldives in June announced the 
breaking of diplomatic ties with Qatar, accusing the tiny Gulf state of supporting ex-
tremism in the region. 

The row affected air travel in the region, as Qatar Airways had suspended all flights to 
Saudi Arabia, the UAE, Bahrain and Egypt while Saudi Arabia, the UAE and Bahrain had 
closed all transport links by land, sea and air with the Qatari peninsula. Other airlines in 
the affected countries – including Emirates, Etihad Airways, Bahrain’s Gulf Air, flydubai 
and Air Arabia – also cancelled flights to and from Doha. 

Likes Dislikes

India feels pinch from cash crunch
To curb the flow of black money in the Indian economy, the Indian government on 
November 8, 2016, declared all currency in denominations of Rs500 (US$7.40) and 
Rs1,000 illegal tender, resulting in long queues outside banks and ATMs. 

The Indian trade feared that business would be considerably affected if the cash 
crunch was not resolved soon, as foreign tour operators and tourists had raised con-
cerns over the availability of Indian currency at ATMs and across hotel counters. As 
well, a number of historical monuments managed by Archaeological Survey of India 
accepted cash as the only mode of payment, which presented a challenge for tour opera-
tors when they booked for groups.
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Photo flashback 2017

In July, Royal Caribbean Cruises celebrated its 10th anniversary at 
Singapore’s Clifford Pier. Some 150 trade, media, corporate and 
government partners from the region were treated to multiple 
display visuals and videos featuring the company’s milestones

A jubilant St Regis 
Macao team takes 
a selfie at the hotel 
after bringing 
home the TTG Best 
City Hotel - Macau 
award. Holding 
the award is the 
property’s general 
manager Janet 
McNab

TTG’s Michael Chow (third from left) holds up two trophies from 
Media Publishers Association Singapore. He is joined by colleagues 
and industry friends, Resorts World Sentosa’s Michelle Phua (sec-
ond from left), Gardens by the Bay’s Alloysius Teng (second from 
right), and Suntec Singapore’s CH Kong (far right)

Singapore’s prime minister Lee Hsien Loong seated with the re-
gion’s tourism leaders at the ASEAN Tourism Forum 2017 (ATF2017). 
At the forum, he underscored the need to do “the less glamorous 
behind-the-scenes hard work” and proposed three ways forward 
for the region’s industry – strengthening air links, building up 
cruise tourism, and developing tourism talent

A night to remember with TTG’s very own Michael Chow keep-
ing the fun flowing at the late night function after the TTG Travel 
Awards 2017. Safe to say, the ice was well and truly broken

I have been reading  
TTG for 35 years…
Best quote of the year goes to Peter Bellew (second from right), 
Malaysia Airlines’ outgoing CEO, at the start of his acceptance 
speech as Travel Personality of the Year at TTG Travel Awards 2017



Year-end Special

The hardest assignments 2017
Meet Team TTG Editorial, the hands and (often crazy) minds that feel compelled to bring you the latest 
industry scoops and thought-provoking analyses. Ever wonder what they’re so frantically scratching into 
their notebooks? Well, here’s a peek into Reporters Notebook 2017– you might just find yourself in there

Raini Hamdi, senior editor

Hardest assignment in 2017
The hardest assignment is creating one, conceptualising, 
say, this or the upcoming January/February issue from a 
blank piece of paper, under time and space constraints, 
then assigning the reports out. This year, we’ve had more 
than our usual share of assignments; I’m proudest the 
most of our 50th anniversary of ASEAN special edition in 
January. Increasingly, it’s harder to find original ideas and 
angles in our fast-changing industry. But we must keep 
up – find the time to read up, meet CEOs, visit compa-
nies, attend conferences, to grasp changes fully.

One industry expert you’d love to chat with in 2018
I’d like to have a good lunch/chat with Adrian Zecha. I’d 
talk about winning and losing, why it’s hard to give up 
(after Aman, he’s still at it with Azerai Hotels and Maha 
Yacht Club), the chutzpah of hotel companies today, 
their brilliance, about personalised service in a world of 
chatbots and spoilt customers, the future of the industry 
– make that a long, long lunch please!

Karen Yue, group editor

Hardest assignment in 2017
I cannot recall any. The bulk of my time goes to shaping 
editorial direction for TTGmice, TTGassociations and 

the TTG Show Dailies, and the rest of it attending critical 
business and association events-related conferences to get 
content for my publications – and I love doing them all 
and learning from industry veterans. Perhaps work isn’t 
hard when it is enjoyable!

One industry expert you’d love to chat with in 2018
I’ve just heard that Maritz Global Events, a company with 
120 years of history, has a Behavioral Sciences and Inno-
vation division that takes a scientific approach to under-
standing event delegates, using neuroscience and human 
behaviour research. This enables Maritz to craft effective 
events for its clients. I would love to sit with the lead re-
searchers and hear about the division’s findings.

Xinyi Liang-Pholsena, editor, TTG Asia

Hardest assignment in 2017
Visiting the Airbus base in Toulouse with Thai Airways  
to take delivery of its third A350-900 aircraft when I was 
four-plus months pregnant. Although I didn’t suffer from 
morning sickness, flying longhaul and jumping straight 
into work upon arrival despite the time difference was 
still quite tiring. 

However, what I got to experience, learn and see dur-
ing this trip more than made up for my lethargy. I was 
awestruck by the scale of Airbus’ assembly line for its 
various aircraft models – including the A380 and the up-

Raini Hamdi, senior editor Karen Yue, group editor Xinyi Liang Pholsena, editor, TTG Asia

coming A350-1000 – and how a strong global tourism 
sector has workers beavering away round the clock to 
meet the demand for commercial airplanes. It didn’t hurt 
that both Airbus and Thai Airways were extremely good 
hosts – there was plenty of wine, scrumptious food and 
business class seats. This trip turned me into an aviation 
buff wannabe. 

One industry expert you’d love to chat with in 2018
I’d love to sit down for a chat with Dara Khosrowshahi, 
the former chief of Expedia and now CEO of Uber. 
He has turned Expedia into one of the most power-
ful OTAs during his 12-year tenure, but the talented 
leader chose to move out of his comfort zone by 
accepting the job offer to lead Uber, one of Sili-
con Valley’s most valuable startups that has 
had its fair share of growing pains world-
wide and internal problems. And in re-
gions like South-east Asia, Uber is also 
facing stiff competition from rivals 
like Grab, so it would be interest-
ing to hear from this travel in-
dustry veteran turned tech 
mogul’s take on ride-
hailing. Will this ex-
perienced leader be 
able to head Uber 
and change its 
fortunes?
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Pamela Chow, reporter, Singapore

Hardest assignment in 2017
A month after joining the TTG Asia team, 
I was tasked to deliver an analysis on the 
call for change in the local travel agents 
association NATAS. With limited resourc-
es and contacts, as well as the tension of 
recent closures and conflicts hanging over 
the industry, I had a small window within 
which to familiarise myself with the vet-
erans, and vice-versa, and to work the 
ground for a more in-depth understand-
ing of the current state of affairs. 

With the help of TTG Asia’s editors, 
this was the hardest but also the most 
meaningful assignment for me this year, 
as it gave me a taste of the meat and bone 
of tourism and cemented my presence in 
the industry early on.

One industry expert you’d love to chat 
with in 2018
I would like to have lunch with the CEO 
and founder of TripAdvisor, Steve Kaufer, 
to pick his brain on whether he’s keeping 
a watchful eye on travel agencies and why. 
The majority of agents in Singapore are 
feeling an inertia in investing in online 
operations, and an online magnate that 
influences traveller behaviour can provide 
valuable insights on how traditional play-
ers can gain a footing in the digital age.

sector that he remains true to his vision 
and is willing to “walk his talk”, as shown 
in the allocation of budget for tourism 
marketing and development, and the sup-
port of other government departments in 
pro-tourism policies.

I would also like to learn if there was 
anything he would change for the better-
ment of tourism if he is elected for a sec-
ond term in 2019. 

live up to the expectations of my editors, 
and emerge from the show armed with 
fresh information and ideas, as well as  
write newsy and interesting articles.
 
One industry expert you’d love to chat 
with in 2018
Wee Teng Wen. Because it’s not easy to 
create your own legacy when you’re an 
heir to the UOB banking empire in Sin-
gapore, but he has managed to forge his 
own path with The Lo & Behold Group in 
the F&B scene for over a decade. 

This year, he sprang into the hotel space 
with The Warehouse Hotel. I would like to 
speak with him about his penchant for 
business, the challenges he faces, the inspi-
ration behind his first hotel and whether 
more hotels are in his future plans. 

S. Puvaneswary, editor, Malaysia

Hardest assignment in 2017
It was a report on Chiang Mai for TTG 
Asia, which was assigned to me last min-
ute – on the day I was travelling to Macau 
for PATA Travel Mart (PTM) in Septem-
ber (yes, those crazy editors!). With just 
one exhibitor from Chiang Mai at PTM, 
it was a task, but I got around the problem 
by securing more Chiang Mai exhibitors 
at IT&CM Asia in Bangkok the following 
week. But of course, that’s only the begin-
ning, and soon after came the task of jug-
gling the report amid other deadlines.

One industry expert you’d love to chat 
with in 2018
I would like to find out from Malaysia’s 
Tourism & Culture Minister, Mohamed 
Nazri Abdul Aziz, what checks and bal-
ances are in place to ensure funds collect-
ed from the tourism tax are not misused. 

I would also like to find out why no 
dialogue took place with hotel associa-
tions prior to the implementation of this 
tax. Is this the new norm, where the gov-
ernment bulldozes through things despite 
loud protests from stakeholders, such as 
the hoteliers who are made to collect the 
tourism tax for the government? 

Yixin Ng, sub-editor

Hardest assignment in 2017
My core responsibility is in sub-editing, so 
I must say any reporting assignment still 
presents a welcome challenge. 

A change in scenery, different moving 
parts to manage, and the looming possi-
bility of not turning out a worthy story. I 
imagine these are what keep many report-
ers on their toes, but also what make the 
job so much fun. And I can personally 
attest to that based on my experience in 
covering ILTM Asia in Shanghai in June!
 
One industry expert you’d love to chat 
with in 2018
It would have to be Ho Kwon Ping. 
Having grown up in Singapore in the 
90s/00s, when Banyan Tree was already 
a household name, I recall riding in the 
car with my mom and hearing about a 
hotel company that contributes to live-
lihoods by using soaps made by poorer 
communities. It’s a hazy anecdote but, 
suffice to say, sustainability has become 
a much bigger buzzword in the industry 
(and Banyan Tree itself has taken the 
boutique concept to new places 
both geographically and stra-

tegically). It would be great to hear about 
the new meanings that enabling practic-
es hold in the hospitality world today.

Mimi Hudoyo, editor, Indonesia

Hardest assignment in 2017
The hardest assignment for me, ironically, 
was getting a simple quote from an airline 
chief. It seems to me that some airline PRs 
(the policy is to go through PR) are only 
interested in sending out press releases but 
are not interested in entertaining queries 
from the media, even when there is no 
controversial issue.

One industry expert you’d love to chat 
with in 2018
President Joko Widodo. He has no tour-
ism background but he must be an expert 
of sorts considering his tourism vision. I 
am curious to know how he came up with 
the vision of tourism becoming an im-
portant focus during his administration. 
What makes him so confident about the 

Rachel AJ Lee, sub-editor

Hardest assignment in 2017
Visit Japan Travel Mart. This was 
the first time I was sent on an over-
seas assignment alone, and it was excit-
ing, exhilarating and stressful. I wanted to 

Paige Lee Pei Qi, assistant editor, 
special projects 

Hardest assignment in 2017
Since we started the new special project 
division this year, I took on a new role 
where I work closely with clients to cre-
ate advertorials. It is a fresh responsibil-
ity, yet challenging at the same time as 
I have to ensure the client’s demands 
in terms of content and layout are met 
accordingly. It can also get tricky with 
multiple rounds of changes required 
while trying to meet tight production 
deadlines.
 
One industry expert you’d love to chat 
with in 2018 
Robert Khoo, retired CEO of the National 
Association of Travel Agents Singapore 
(NATAS). Following his retirement in 
2013 after serving as CEO for over a dec-
ade, NATAS has courted a flurry of media 
headlines with the internal spat among its 
members which saw a separate travel fair 
being organised by a new travel associa-
tion. Thereafter, we saw the NATAS presi-
dent stepping out in June this year after 
the cessation of his travel agency. 

It would be interesting to capture the 
thoughts of Khoo on this dramatic series 
of events and find out what advice he has 
for NATAS.
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Adelaine Ng, correspondent, 
Australia

Hardest assignment in 2017
It would have to be one of my first ones 
and that was covering AIME, the annual 
Asia-Pacific travel trade event held in Mel-
bourne in February. I had just started writ-
ing about the industry and found out my 
fellow writers weren’t kidding when they 
said it would be a steep learning curve. I 
entered an exhibition centre bustling with 
4,000 suppliers and events planners under 
one roof. It was chaotic, noisy and rather 
intimidating for a newbie trying to get 
her head around it all and trying to meet 
deadlines for the day.

One industry expert you’d love to chat 
with in 2018
Over the next few months, the importance 
of the travel industry to state and national 
economies would become increasingly 
evident to me as I covered stories for TTG. 
Which is why if there was one industry 
expert I could have a lunch chat with, it 
would be Australia’s Tourism Minister 
Steven Ciobo to ask why the government 
chose to cut its tourism budget by A$14 
million (US$11 million), much to the be-
wilderment of industry leaders.

Marissa Carruthers, correspondent, 
Cambodia

Hardest assignment in 2017
Living in the rapidly modernising Cam-
bodian capital, Phnom Penh, it can at 
times be easy to forget the country’s recent 
tragic history. However, stark reminders 
hide around every corner. Carrying out 
interviews for my feature on dark tourism 
in the country was hard – not in the sense 
that is was challenging to write, more 
emotionally tough as I was interviewing 
Cambodians about a sensitive part of their 
past and their views on preserving and de-
veloping these sites. 
(Editor’s Note: This article won us an 
award from the Media Publishers Asso-
ciation Singapore.)

One industry expert you’d love to chat 
with in 2018
Willem Niemeijer, founder/CEO of Khiri 
Travel, who I consider to be a pioneer of 
authentic eco-experiences across South-
east Asia. Having evolved from a small 
room in a Bangkok shophouse in 1993 to 
operating in eight countries across Asia, 
scouring out the best off-the-beaten trips 
that have helped countless underprivi-
leged communities, I’d be excited to see 
what 2018 has in store for the forward-
thinking Niemeijer and his innovative 
embodiment of sustainable tourism. 

Caroline Boey, senior correspond-
ent, China and special projects

Hardest assignment in 2017
Emails in English go unanswered most 
of the time and until I brush up on my 
Chinese writing skills all assignments 
are “hard”. But thanks to WeChat, I usu-
ally get a fairly quick response to my Eng-
lish text and Chinese audio messages. Its 
translation function is also super helpful.

One industry expert you’d love to chat 
with in 2018
China National Tourism Administration 
chairman Li Jinzao would probably be too 
busy, so perhaps vice chairman Du Jiang, 
who is responsible for the department of 
tourism promotion and international li-
aison and tourism research. I would like 
to ask him about China’s destination mar-
keting and growth strategy. I think it will 
be a long interview.

Prudence Lui, 
correspondent, 
Hong Kong

Hardest assignment in 2017
My hardest assignment in 2017 
was a 3D2N trade fam on the 
Genting Dream. Firstly, this was 
my first ever overnight cruise 
and I was even more daunted by 
the sheer size of the ship. Then, 
it became about focusing on 
work when you are in a relaxing 
environment with a robust pro-
gramme. And there was free Wi-
Fi access onboard, which meant 
I had no excuse to unplug. But 
the hardest part was identifying 
new cruise agents from Taiwan 
and China. I had to work against 
time and track them down dur-
ing two business sessions before 
they disperse to enjoy themselves 
in different corners of the ship. 
Despite these issues, it ended up 
being a good learning experience 
for me as well as a pleasant sea ex-
cursion.

One industry expert you’d love to chat 
with in 2018
H.P Kong, founder of homegrown Lotus 
Tours which just celebrated its 60th anni-
versary in September. 

A humble businessman with a sharp 
mind and great foresight, he grew the 
company from one table and one tel-
ephone to nearly 500 staff today. A well-
respected boss and trade partner, Kong is 
over 90 years old but remains active and 
works every day. Pity he was too busy to 
chat for long at his company’s anniversary 
dinner. But he did muse to me that while 
he’s no longer involved with the busi-
ness, “old soldiers never die, they just fade 
away”. I hope to pick up where we left off 
and get more of his inspiring wisdom. 

Rohit Kaul, correspondent, India

Hardest assignment in 2017
The destination report on Rajasthan I did 
for TTG India. The format requires inter-
viewing a tourism board official. While I 
managed to set an interview up with the 
joint managing director of the tourism 
board, this only materialised very close to 
the deadline.

One industry expert you’d love to chat 
with in 2018
It would be Himmat Anand, founder, 
Tree of Life Resorts & Hotels. Beyond his 
vast experience in the tourism domain, he 
is one of the few in the industry that has 
a clear understanding of what is required 
to take forward the tourism and hospital-
ity industry in India. He is one who never 
minces his words and is rational in his 
observations. His witty sense of humour 
will add to the conversation surely. Also, 
it would be nice to find out how his bou-
tique inventory manages to command a 
premium rate at a time of discounting. 

Julian Ryall, correspondent, Japan

Hardest assignment in 2017
South Korea’s tourism industry has been 
hit catastrophically by the ban imposed 
by the Chinese government on its travel 



November/December 2017  TTG Asia  29

agents selling tours to Korea due to the 
political row over Seoul’s defensive mis-
siles. Travel companies that have relied on 
Chinese business are sinking like stones. 
It’s hard to find industry insiders willing 
to speak about the difficulties they face – 
and I am sure that hearing about compa-
nies that took years to build going to the 
wall would be equally harrowing.

One industry expert you’d love to chat 
with in 2018
Japan’s travel sector is booming at the 
moment, and is expected to continue on 
that upward trajectory for at least the next 
couple of years thanks to the upcoming 
2020 Olympic Games in Tokyo. But what 
happens when the last Olympic tourist 
goes home after the games? I would like to 
sit down with the head of Japan National 
Tourism Organization and find out what 
measures they plan to implement to make 
sure the sector continues to grow. I worry 
that there is an assumption that figures 
will simply continue to climb. I’m not sure 
that can be taken for granted.

Rosa Ocampo, correspondent,  
The Philippines

Hardest assignment in 2017
While the Department of Tourism (DoT) 
has become more accessible, it is prone 
to organising press conferences at the 
last minute – a day or two and even a few 
hours before the event. 

Also, it’s not easy to be objective when 
top DoT officials show lack of discretion, 
which seemed the case in some photos 
that recently surfaced. 

One industry expert you’d love to chat 
with in 2018
I’d ask former tourism secretary Ramon 
Jimenez Jr to look back on his tenure – 
highest points, what he could have done 

differently, regrets, if any. I’d like to know 
how he would have addressed the current 
tourism crisis, his opinion on attempts to 
ditch the It’s More Fun in the Philippines 
slogan which was adopted during his term.

Feizal Samath, correspondent,  
Sri Lanka

Hardest assignment in 2017
Without any doubt, it was covering PATA’s 
annual summit in Sri Lanka in April. The 
day started badly. Driving 35km from Co-
lombo to the coastal town of Negombo 
where the meeting was being held, I en-
countered a flat tyre on the way, resulting 
in a delayed arrival.

Flustered, sweaty and scrambling to 
play catch-up, I tried to cover all the pres-
entations in a pennywise-pound-foolish 
route and rue the day I did it. The copy 
was weak, lacked depth and variety, result-
ing in an unforgettable shelling from my 
editor. Me, a 35-year-old veteran in jour-
nalism, being unable to cope? Well we are 
all learning, even experienced hands (we 
think we know everything). 

One industry expert you’d love to chat 
with in 2018
Dileep Mudadeniya, vice president-brand 
marketing at Cinnamon Hotels and Re-
sorts. 

Having served in state-run tourism 
agencies, appointed Sri Lanka’s tourism 

representative in France at just 31 years of 
age, and now heading brand marketing at 
Sri Lanka’s largest hotel chain, Dileep has 
seen it all from both sides of the spectrum 
(public and private).

Ade Siregar, correspondent, 
Indonesia

Hardest assignment in 2017
My hardest assignment in 2017 was do-
ing the charter flights story. There were 
some charter flights coming to different 
parts of Indonesia from China and In-
dia. But I found that it was difficult to get 
the right information on whether this is 
a charter flight or a regular flight? Or did 
this use to be a charter flight that became 
a regular flight? The information was 
so hazy that I have to do a lot of cross 
checks to get it right. 

One industry expert you’d love to chat 
with in 2018
I would like to sit down with Louis 
D’Amore, founder and president of Inter-
national Institute for Peace through Tour-
ism (IIPT). He has been promoting the 
travel and tourism industry as the world’s 
first ‘Global Peace Industry’. 

With all the tragedy that has been hap-
pening in the world – including places 
where people spent their getaway this year 
– how can he and his institution help to 
bring a peaceful and sustainable world?

Redmond Sia, creative designer

I am the father of crazy in the team. 
So the more crazy people there are, the 
merrier!

WHAT HELPS KEEP YOU SANE WORKING WITH A BUNCH OF CRAZIES?

Goh Meng Yong, creative designer

I guess sometimes the craziness does help 
lighten the mood at work. To stay sane, I 
try to be just as crazy or listen to my fa-
vourite songs. But if all else fails, know-
ing that I get to return home to my family 
at the end of the day helps keep me sane 
most of the time.

Lina Tan, editorial assistant

To keep sane I have to pretend that the 
crazies do not exist. I usually plug in 
my earphones to listen to slow music so 
that I can concentrate on what I need 
to do.
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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. 



An Official ITB Asia Late Night Function

A Midnight 
Sun Party  A Midnight 
Sun Party  

Tan Yien Ni from Mystic Tour, Nigel Cumberland from The Silk Road Partnership, Sahlan 
MS, SH. from Tiara Sentosa Tours and Sylwia Lisowska from Opal Travel

Lim Mia Kwang from Millennium Hotels and Resorts, Raymond Lim from RMG 
Tours Private Limited and Cosmin Neacsu from Fresh Holidays & Events SRL

Päivi Heikkala from Visit Central Finland, Sanna Kärkkäinen from Visit Rovaniemi, Mari 
Saloniemi from Visit Tampere Ltd, Tatu Niklas-Salminen and Heini Niklas-Salminen from 
Tour Guide Fox

Prae Wattanalapa, Serene Koh and Katharina Heuser from TrustYou, Angie Teo-Emmerich 
and Emily Bong from TravelClick and Joy Ng from MakeMyTrip.com

Party Hosts: Pjey Mayandi from M Social/Studio M, Andrew Tan from Millennium Hotels and 
Resorts, Tina Sim from Orchard Hotel Singapore, Jacqueline Ho from M Hotel, Paavo Virkkunen 
from Visit Finland, Nick Naung Naung from Finnair, Lee Richards from Millennium Hotels and 
Resorts, Katja Siberg from Finavia, Heli Mende from Visit Finland, Darren Ng from TTG Asia Media 
and Gregory Bong from Copthorne King’s Hotel

Gilbert Ong from Grand Copthorne Waterfront Hotel and M 
Social Singapore, Shirley Tan from TTG Asia Media, Cheong 
Hai Poh from Grand Copthorne Waterfront Hotel, Ar-lene 
Lee from TTG Asia Media and Mauricio Allende from Maison 
Du Whisky

Ang Bee Hua from American Express International 
Inc. and JK Lim from Tourism Management Institute 
of Singapore Alloysius Teng from Gardens by the Bay, Ken Watanabe from Shaklee Japan K.K., Yagi 

Tohru from The Royal Hotel, Ltd. and Yo Araki from RIHGA Royal Hotels

Kelly Tai from Westminster Travel Ltd., Ben Wedlock and Annie 
Chow from Corporate Travel Management Marianna serenadi ng the guests

Delegates mingling and having a  good time



CO-HOSTED BY:

Over 500 ITB Asia delegates and invited guests danced away at A Midnight Sun party, making it one of the most anticipated networking 
events of ITB Asia 2017. Immersed in a magicial summer night setting, guests were treated to the coolest music by renowned DJ Orkidea 

and singer Marianna, and free flow Finnish Napue gin by Kyrö distillery, complete with hand-crafted Finnish inspired canapés. Additionally, 
seven lucky guests walked away with amazing hotel stays from Millennium Hotels and Resorts and a summer vacation to Finland by Visit 

Finland to experience the nightless night.

Set at Grand Copthorne Waterfront Hotel, this party was hosted by TTG Travel Trade Publishing, Millennium Hotels and Resorts, Visit Finland, 
Finnair and Helsinki Airport. 

TTG is proud to be the official show daily for ITB Asia 2017. Catch the highlights of the show online at www.ttgasia.com now!

Heli Mende from Visit Finland, H.E. Paula Parviainen from 
Embassy of Finland Singapore and the night’s grand lucky 
draw winner Emmanuel Ebray and Santosh Kumar from HRS 

Global Hotel Solutions

Bo Svanberg from Travelpoint, Nittan Bhalla from Wipro, Tiziana Saraceno from 
The Meeting Company, Malin Birol from JB Travel, Allroy Augustine Collaco from 
Federation of Indian Chambers of Commerce and Industry and Tony Regan from 
Parnell Partners International

Jeremie Descelles from EXO Travel, Paul Tsang from Air Charter Service, Chris Hall and Jason 
Rolan from EXO Travel, James Kang from MEPS International, Lena Ng and Roanna Tan from 
TTG Asia Media

Michael Chow from TTG Asia Media,  Michael Parsons from AccorHotels Asia Pacific, 
Angela Oh from Singapore Tourism Board, Shirley Tan from TTG Asia Media and Lionel 
Yeo from Singapore Tourism Board

Yaniv David from FBI Travel, Divinity Kefu from Spencer Travel and 
Doina Nicutescu from Egencia

A MIDNIGHT
SUN PARTY

AN OFFICIAL LATE NIGHT FUNCTION 
FOR ITB ASIA 2017 DELEGATES
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Heli Mende
Our emcee for the night,

Gilbert Ong from Grand Copthorne Waterfront Hotel and M 
Social Singapore, Shirley Tan from TTG Asia Media, Cheong 
Hai Poh from Grand Copthorne Waterfront Hotel, Ar-lene 
Lee from TTG Asia Media and Mauricio Allende from Maison 
Du Whisky

Olga Vanbergen from Tallink Silja Line and Zackery 
Li from Beijing Utour Sports International Travel 
Service Co.,Ltd.

DJ Orkidea in the house

Marianna serenadi ng the guests

Delegates mingling and having a  good time




