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editor’s note

We’re proud to be 
partnering Reed 
Exhibitions for 

this co-branded edition, which 
includes an ILTM Asia-Pacific 
focus from pages 20 to 52. 

Asia-Pacific is exciting right now 
for buyers and sellers of high-end 
travel. More destinations in the re-
gion, realising there’s a new backyard Raini Hamdi, Senior Editor 

growth is expected in the next five 
years: Japan is tipped to see a 51 per 
cent rise in the number of ultra-rich 
individuals, India 71 per cent, Indonesia 
66 per cent, Malaysia 65 per cent, and 
so on.

Such prospects see Western 
companies itching to enter Asia, 
including London-based Scott Dunn 
which bought Singapore luxury travel 
agency, Country Holidays, in January, 
and Virtuoso, which has just dedicated 
a regional director Asia based in 
Singapore (see page 62). Established 
local outbound companies meanwhile 
are launching luxury labels, such as 
Chan Brothers Singapore with its 
Prestige. 

So much is happening. Where best to 
understand the energy and dynamism 
of Asia-Pacific’s luxury market than at 
the inaugural ILTM show in Singapore? 
Luxury players agree: some 600 sellers 
and 600 buyers are going. 

So am I. See you there.

TTG Asia Luxury is a product by TTG 
Travel Trade Publishing, a business 
group of TTG Asia Media. It is mailed 
free on written request to readers who 
meet predetermined criteria. Paid 
subscriptions are available to those who 

do not meet the criteria. MCI(P)033/08/2017. PPS1884/02/2017 (025625). 
Printed by Times Printer Pte Ltd, 16 Tuas Avenue 5, Singapore 639340.

TTG Travel Trade Publishing is a 
business group of TTG Asia Media

of sophisticated travellers, are put-
ting a greater emphasis on high-yield 
tourism, not necessarily just the idea 
of more dollars from fewer bigger-
spending visitors, but giving a bigger 
nod to sustainability, knowing well 
that discerning travellers won’t take 
kindly to haphazard development 
or overtourism. The private sector, 
recognising luxury travellers want 
authenticity and experiences, are 
sussing out new places in the region 
to plant their flag – take Rosewood 

Hotels & Resorts, which has 
just opened in Luang Pra-
bang, Laos (see page 53), 
or Capella Hotel Group, 
which is hoping to make 
a difference in a more 
established Asian 

destination, Bali, with 
an ultra-luxurious 

tented camp con-
cept. 

As a source 
market, Asia has beaten 

Europe as having more ultra-rich 
people – those earning US$50 million 
or more in net assets – after a 15 per 
cent rise last year, according to a 
Knight Frank report. Turbo-charged 
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comes amid great change in how, where, and why we travel. Thank you for taking this journey with us.
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luxury market report australia

Get set for 
Australia’s 

jet set
The fastest-growing 

segment of Australia’s  

travel market is also one  

that is rapidly changing, 

reports Adelaine Ng

Above Helicopter arrival at Emirates One & Only Wolgan Valley in the Blue Mountains

Australians’ appetite for 
luxury travel is growing rapidly, 
but not enough suppliers are in 
place to satisfy their wants, say 
industry leaders who have also 
observed changes in the way 
Australian travellers define luxury.

The number of Aussies 
travelling for short stays overseas 
hit 10.5 million in the year ending 
November 2017, a 6.9 per cent 
growth over the year before, 
according to the Australian Bureau 
of Statistics. And while there are 
problems defining the size of the 
luxury market, indications are that 
its growth warrants more attention 
from the sector.

“The luxury segment is the 
fastest growing segment within 
the travel industry,” said Michael 
Londregan, managing director of 
luxury travel network Virtuoso 
Asia-Pacific. 

“In dollar terms, Virtuoso has 

had the strongest growth in the 
Australian market for the last five 
years than any other player within 
the Australian market, faster than 
the mass market sellers.”

The company experienced a 24 
per cent increase in its businesses 
across Australia last year, and a 
16 per cent rise in the number of 
consultants wanting to specialise in 
the area. “And they’re selling more, 
so the upward momentum for our 
side of the business is very strong,” 
he continued.

Statistics from Tourism Research 
Australia also appear to support 
the upward trend. In Australian 
households earning a combined 
income of more than A$200,000 
(US$153,526) annually, the number 
of trips for leisure rose seven per 
cent in FY2016/17 compared to the 
year before, or a 24 per cent rise 
over the previous four years. Asia 
was the most popular destination, 

Luxury Lod
ges of A

ustralia
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luxury market report australia

The 
Australian
upmarket 
traveller… 

 comprises mainly older people 
but also millennials; the latter 
uses services of travel advisers

 is more adventurous than the 
American luxe traveller

 shuns glitz for immersive trips

representing 43 per cent of leisure 
travellers.

Michelle Papas, event director 
at Luxperience, Australia’s annual 
luxury trade event, said the sector’s 
growth has not gone unnoticed. 
While Australian luxury travellers 
are not huge in numbers compared 
to China or America, they are very 
high-yielding, she said. 

“Australians have a lot more 
discretionary time for travel with 
four weeks annual leave and also a 
strong economy,” she added.

Claudia Rossi Hudson, who 
owns Mary Rossi Travel, said 
clients that fall within that market 
are avid travellers. “They are 
mainly older people who have the 
resources and more importantly 
the time to travel, so they can go on 
three, four or five trips a year,” she 
said. “Australians are also a little 
bit more adventurous, than say 
the Americans, when they travel 
and are not quite as obsessed with 
personal safety,” she observed.

Hudson notes that within this 
older generation of travellers, she 
sees two main trends. 

“There’s a big increase in multi-
generational travel where grandma 
and grandpa take all their children 
and their spouses and their 
grandchildren on a large, expensive 
trip and they want luxury. By that 
I don’t mean glitz and marble and 
chrome everywhere but they want 
comfort, space, good quality food 
and guides,” Hudson said.

“There’s also definitely a trend 
towards small group travel, where 
at the luxury end of the market, 
people would prefer to be with 
a few other couples with whom 
they are likely to have common 
interests, and go to exotic places 
like new locations opening up in 
Asia or the Antarctica, the Arctic 
Circle or Africa.”

Papas concurs that for 
Australians, luxury means 
experiential, more immersive trips 
that move away from glitz.

“Sometimes it’s about going 

 Meantime the future of 
Australia’s luxury travel sector 
looks set to keep growing. 
Credit Suisse research shows the 
number of Ultra High Net Worth 
individuals in Australia with a net 
worth of A$65.5 million jumped 
30 per cent to almost 3,000 in 
the 12 months to mid-2017, and 
is projected to rise 70 per cent 
between now and 2026, thanks to 
a healthy economy and attractive 
lifestyle.

 Still, Londregan believes there 
is a market gap with not enough 
suppliers being aware of the 
appetite Australia has for luxury 
experiences. 

“We tend to sell the same thing 
to the Australian market and we 
haven’t actually tried to stay ahead 
of the curve,” he said. “That’s 
probably because we’re a long 
way from many suppliers and we 
have a pretty small market so it’s 
quite expensive to come down 
and communicate (the product to 
Australian luxe travellers) but that 
doesn’t mean there isn’t a huge 
opportunity here,” he observed.

There’s a 
big increase 
in multi-
generational 
travel... also 
definitely a 
trend towards 
small group 
travel...

Claudia Rossi 
Hudson, owner,
Mary Rossi Travel 
(right)

to a place that is so remote it 
has very limited services but 
it’s the braggability that they’ve 
been there or that they were 
the only ones on the beach, for 
instance,” she said. “It gives a lot 
more meaning to the life of the 
traveller.”

Although baby-boomers are 
the driving force behind luxury 
travel, Virtuoso’s Londregan said 
he is also seeing an increasing 
number of millennials using 
travel advisers.

“It’s counter-intuitive 
because this is the group known 
for growing up with digital 
technology and DIY,” he offered. 
“But they are also the generation 
that has a couple of generations in 
their family that have travelled a 
lot and for them, luxury is being 
able to find an adviser that can do 
all this stuff for you. 

“So we’ve had very strong 
growth from millennials booking 
into our network and they’ve 
probably been exposed to luxury 
products at a younger age than 
any other generation in history.”
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luxury market report vietnam

Circle of elite 
grows larger 

in Vietnam
Vietnam’s luxury outbound market is 

booming as the country’s appetite for travel 

grows and the circle of elite swells at a 

staggering rate, reports Marissa Carruthers
Above A toast to Vietnam’s rising luxury travel market

Vietnam’s high-end outbound 
market looks set to soar as the 
number of millennial travellers 
grows and the economy continues 
to strengthen.

According to a Future Outbound 
Travel in Asia-Pacific 2016 to 
2021 report by MasterCard, an 
estimated 7.5 million Vietnamese 
will travel abroad by 2021, 
compared with 4.8 million in 2016.

A study by Euromonitor adds 
that the country’s outbound 
market has been growing at a 
healthy annual rate of 10 to 15 per 
cent since 2012.

Eric Schneider, senior vice 
president for Asia-Pacific at 
MasterCard Advisors, said a 
“burgeoning middle-class” is 
driving the growth, along with 
other trends, including the 
emergence of the Asian millennial 
traveller and senior travellers, 
as well as new technology and 
infrastructure developments.

The report added that in 
emerging markets, outbound travel 

A burgeoning 
middle-class 
in Vietnam is 
driving the 
growth, (as 
well as) the 
emergence 
of the Asian 
millennial 
traveller... 

Eric Schneider, 
senior vice president 
for Asia-Pacific, 
MasterCard Advisors

is expected to grow faster than real 
GDP, with Vietnam looking at 9.5 
per cent versus 6.2 per cent. 

Latest figures from the Vietnam 
National Administration of Tourism 
show that Vietnamese tourists are 
becoming bigger spenders. In 2016, 
more than US$8 billion was spent 
by travellers from the country – 
more than double the US$3.5 billion 
spent in 2012.

Throw into the mix the fact that 
Vietnam has 200 super-rich people, 
with collective fortunes of more 
than US$30 million, according to 
the Wealth Report 2017 compiled 
by real estate consultancy Knight 
Frank, and the country’s luxury 
outbound market looks set to soar 

into the future. 
The report revealed the 

number of Ultra High Net 
Worth Individuals (UHNWI) – 
those who have investible assets 
of more than US$30 million – 
rose by 32 people to 200 people 
in 2017, compared with 170 in 
2016 and only 50 in 2006. 
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The 
Vietnamese
upmarket 
traveller… 

 is without doubt a 
growing population

 is travelling farther afield 
and spending more

 places travel ahead of 
eating out and buying 
designer items

Above A toast to Vietnam’s rising luxury travel market

population. He said: “We expect 
Vietnam’s millionaire numbers to 
be boosted by strong growth in the 
local healthcare, manufacturing and 
financial services sectors.”

Vietnam is currently home to 
only one US dollar billionaire. 
However, the report predicts this 
will increase by three in the next 
decade.

Operators said 2018’s Tet 
holidays – or Vietnamese New 
Year – highlight the growing 
market, with many at press time 
predicting a 12 to 20 per cent YOY 
growth in business. And they 
have seen demand moving away 
from domestic and shorthaul 
destinations, towards longhaul 
spots. 

In this, an increase in flight 
connectivity is also a driver. Travel 
planners noted that South Korea, 
Australia, the US, Europe and 
Dubai are proving to be the most 
popular destinations with affluent 
Vietnamese travellers.

Nguyen Tiet Dat, TransViet 

It also showed the group of 
super-wealthy has increased by 
320 per cent from 2006 to 2016, 
the fastest growth in the world. In 
comparison, India grew by 290 per 
cent and China by 281 per cent.

Vietnam’s UHNWI is predicted 
to leap 170 per cent by 2026, 
pushing the total number of 
Vietnamese with US$30 million 
or more to 540. The number of 
millionaires is expected to jump 
from 14,300 to 38,600 during the 
same time.

The World Bank described 
the transformation of Vietnam’s 
economy as “remarkable”, 
adding that despite the country’s 
vulnerability to economic and 
environmental issues, prospects 
for its economy remain strong. It 
predicted an annual GDP growth 
of about six per cent by 2020.

Andrew Amoils, head of 
research at New World Wealth, 
flagged Vietnam as a country with 
a “stellar growth rate”, contributing  
to the increase in the super-rich 

deputy director, said longhaul clients 
make up 20 to 30 per cent of the total 
of Tet tours. 

Meanwhile, Ben Thanh Tourist’s 
tour options to South Korea, Dubai 
and Australia were fully booked ahead 
of the holidays, with overseas trips 
increasing by 20 to 25 per cent.

Nguyen Cong Hoan, vice general 
director of Hanoi Redtour, said the 
factor driving the rising demand for 
overseas travel is the country’s steady 
economy and an expanding middle- 
and affluent-class. “The more affluent 
younger generation now want to see 
the world,” he said, adding they are 
also more prepared to splash their 
cash on exploring new destinations 
farther afield.

This is backed up by market 
research group Nielsen, which 
found that travel features in affluent 
Vietnamese people’s top three hobbies. 
It placed ahead of eating out and 
purchasing new clothes and designer 
items.  

With the future looking bright for 
Vietnam’s economy and growing 
young affluent population, coupled 
with the addition of more direct flights 
to new international destinations 
being introduced throughout 2018 and 
beyond, the industry is confident that 
the country’s outbound luxury market 
will continue to shine into the future. 

S
hutterstock.com
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luxury market report singapore

Above Riding a horse at Gorkhi-Terelj National Park in Ulaanbaatar, Mongolia

It’s a non-materialistic world for 
Singaporean travellers, who are 
eschewing pampering and sight-
seeing in favour of adventure and 
adrenaline-coursing activities.

These run the gamut from 
chugging down the Trans-
Siberian Railway, to tracking the 
endangered black rhino on a safari 
in Namibia, to experiencing the 
nomadic lifestyle in Mongolia with 
local herders, travel experts shared.

“As well as hoping to push 
their personal boundaries and 
seek new adventures, many 
of our Singaporean guests are 
opting for ‘transformative travel’, 
where travellers see a holiday as 
a time for self-reflection or self-
development,” observed Nico 
Heath, co-founder and director of 
Lightfoot Travel.

He noted that popular 
experiences for Singaporean 

travellers – who are “getting 
more adventurous” and going 
farther afield for longer periods 
of time – include sailing a yacht 
around the Croatian islands, dune 
driving in Oman’s Wahiba Sands 
and searching for endangered 
gorillas in Rwanda.

Jacada Travel reported similar 
trends. Last year, 40 per cent of 
bookings were for trips stretching 
longer than two weeks, and for 
trips booked for 2018, 50 per cent 
are more than two weeks long. 

Alex Malcolm, founder and 
managing director of Jacada 
Travel, observed that more 
Singaporeans are extending their 
trips to surrounding destinations 
– such as from South Africa to 
Zambia or Zimbabwe – and 
engaging in different activities 
“they would never have  
thought of”.

Singapore 
rich shun  

materialism
Singapore’s big spenders 

are craving for intangible 

pleasures over material 

delights, luxury players 

tell Pamela Chow
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The 
Singaporean
upmarket 
traveller… 

 is taking longer trips

 is extending trips 
to surrounding 
destinations

 is out to fulfil his/
her travel bucket list 

He explained: “People are 
focused on ticking off items on 
their bucket list, which may include 
(novelties like) an African safari. 
We see this a lot more in family 
travel, with South Africa being our 
most popular destination.”

These activities give travellers 
a “sense of achievement and 
satisfaction”, explained Malcolm. 
From 2016 to 2017, Jacada Travel 
saw its bookings grow by 35 per 
cent, he said.

As experiential touring is on the 
rise, new entrant Chan Brothers 
Prestige – which launched in 
January – is boosting the focus on 
service and relationship-building 
with clients.

“The luxury segment in 
Singapore places great value on 
personalised relationships and 
dedicated attention.

“Privileges extended with 
our services range from curated 
shore excursions to having 
a personal host on specific 
cruise programmes,” shared 
spokesperson Jane Chang.

Noting these burgeoning trends, 
operators are pumping up the 
volume for Singapore in 2018 with 
campaigns and content geared 
specifically towards this market 
segment.

Theng Hwee, CEO, Scott Dunn 
Asia, said: “The potential is huge. 
The baby boomers in Singapore 
(in the 60s) are now entering their 
golden age flushed with cash. 
The old tycoons in Indonesia, 
Philippines and Thailand are 
passing their wealth to the second 
or even third generations who have 
seen the world, thus knowing how 
to enjoy the finest things in life… 
As a start, we will use Singapore as 
a base to service the vast South-east 
Asia market.”

Jacada’s Malcolm added: “2018 
will be a special year for us in Asia, 
particularly for Singapore, as we 
will be reaching out actively to 
travellers there.”

Plans for Jacada Travel include 

People are 
focused on 
ticking off 
items on 
their bucket 
list, which 
may include 
(novelties 
like) an 
African safari. 

Alex Malcolm, 
founder and 
managing director, 
Jacada Travel

new itineraries designed for the 
region, new destinations and 
experiences that include trips 
to Madagascar, a tour based 
on Prince Harry and Meghan 
Markle’s royal wedding, as well 
as integrating more elements 
of responsible and sustainable 
tourism into its engagements with 
the Singapore market.

Malcolm described: “Our ethos 
in responsible travelling, effort 
and investment in donating to 
charities and community projects 
to carbon offset, benefiting the 
local economy and more, are 
something we wish more people 
to be aware of and do the same.”

Meanwhile, Amala Destinations 
has developed new journeys that 
“reintroduce the places, cultures 
and peoples of Asia, to the world 
and to Asia itself”, said Anand 
Pereira, its managing director.

These include living with an 
eagle hunter in Mongolia, meeting 
artists in Kanazawa, exploring the 
holy city of Varanasi and getting 
immersed into the untouched 
nature of Sri Lanka.

“I believe that it is really 
important for the travel industry, 
especially the luxury travel 
industry, to become more aware 
of itself – that is, to be more 
conscious of how much of an 
impact it has on local spaces and 
peoples,” opined Pereira.

He continued: “We cannot let 
something like ‘what is trendy’ 
to be a huge defining factor for 
the business of travel… More 
businesses like ours should dare to 
tell their clients: ‘Forget what you 
read on review sites, forget what 
you saw on the Internet. Trust me, 
you will like this journey that not 
many have had the chance to  
go on.’ 

“We find that this is what 
delivers more authentic 
experiences, not ones with the 
anxious, and often unfulfilled, 
preoccupation of ‘does this really 
match that photo I saw?’”
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luxury market report philippines

Rich Filipinos 
know how to 

have fun 
The world may be full of issues, 

but that is not stopping rich 

Filipinos from travelling the 

world, reports Rosa Ocampo

growth posted in 2016, but placing 
it ahead of other South-east Asian 
nations, and second only to China 
among major Asian economies. 
The government is targeting a GDP 
growth of between seven and eight 
per cent this year.

Robin Yap, president Asia 
of Singapore-based The Travel 
Corporation (TTC), has witnessed 
the growth of Philippine luxury 
outbound market for decades.

 Yap added that the Philippines 

Luxury  
Filipino 
travellers  
also like 
something 
new and 
different.

Dolly Santos,  
owner, Golden Sky  
Travel and Tours

Filipinos are known for their 
ability to recover quickly from 
disasters, natural catastrophes and 
political upheavals – so it is no 
surprise that this resiliency extends 
to their travel mindset.

The Philippine jetset’s appetite 
for luxury trips remains unsated, 
never mind the pesos’ depreciation, 
political uncertainties, peace and 
security issues within the country 
and beyond, and other factors 
that normally influence ordinary 
travellers.

“I’m surprised that global 
terrorist threats, which I thought 
was going to be an issue, isn’t,” 
observed Mike Hain, groups 
manager, Corporate International 
Travel and Tours.

Ian Evasco, retail team leader 
for travel products of luxury travel 
provider Adventure International 
Tours, at press time expected her 

company’s outbound luxury travel 
business to have crested by a hefty 
25 to 35 per cent in 2017 from the 
year before. “Suppliers believe 
the Philippine market is growing 
mainly,” she said.

This jives with a Visa Inc study 
showing that Filipinos have the 
means for international travel, 
trailing behind Singapore and 
Malaysia in South-east Asia. It 
expects Filipinos’ outbound travel 
spend to peak by 79 per cent, from 
US$9.9 billion in 2015 to US$17.7 
billion by 2025.

While still a small segment, 
luxury travel is rising rapidly on 
the back of a healthy economy and 
a growing middle-class which has 
an enviable disposable income and 
has embraced travel as a lifestyle. 

The Philippine gross domestic 
product grew 6.7 per cent in 2017, 
slightly below the 6.9 per cent 
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The 
Filipino
upmarket 
traveller… 

 asks ‘will I have a good time?’, 
not ‘what is the price?’

 is becoming more fearless, 
preferring exotic destinations

 tends to travel in extended 
groups

Above A Filipino girl in full summer mode at a yacht club 

African safari nowadays would 
also include a side trip to Zambia 
or Kenya. Morocco is ‘in’, as is 
Turkey.

Influenced by a glut of travel 
websites and blogs on even the 
remotest corners of the world, 
their clamour for something 
different is also apparent in their 
choice of cruise destinations. 
From Asia, Alaska and the 
Mediterranean in the past, their 
cruise preferences now include 
the Antarctica, the Northern 
Passage, Galapagos and the latest 
top draw, Havana, Cuba. There is 
also a growing demand for river 
cruises in Europe, which are more 
expensive than ocean cruising.

Longhaul destinations are 
more sought after than shorthaul. 
Except for Japan which remains 
a best seller, Asia is out. Filipino 
jetsetters are already familiar 
with Hong Kong, Bangkok and 
Singapore, and with airlines 
and hotels reducing rates, they 
are able to go longhaul for the 
price of travelling to Asia. The 
embassies of South Korea Japan 
and a few other Asian countries 
are also said to be more lax in 
granting a longer duration of stay 
to Filipinos.

Shopping is still the main lure 
for Filipino travellers, said Evon 
Ler, president Asia of Insight 
Vacations, who concurred that 
Filipinos are the most resilient 
travellers who will not spoil their 
holiday plans when something 
unexpected happens in Europe. 
Last year, Ler said that Insight 
Vacations had “lots of bookings” 
and “no cancellations”. 

is about enjoyment, celebration, 
travelling in style,”  
he pointed out.

A big stimulus to luxury travel 
is technology, including social 
media, which brings travel within 
easy reach of both millennials and 
senior citizens, said Yap.

Social media has been 
awash with the sharings of 
desirable wedding destinations, 
honeymoons and reunions of the 
rich and famous in Italy, France, 
Morocco and New Zealand, and 
this helps to expand the size of 
this market further, according to 
Adventure International’s Evasco.

And as Filipinos are ‘clannish’ 
and are scattered around the 
world, family and extended family 
trips, reunions of clans, barkadas 
or friends, school classmates and 
office colleagues are becoming 
more popular. “They splurge on 
anniversary celebrations and other 
special treats to make the trip 
more memorable,” she said.

Likewise, Filipino luxe 
travellers are also becoming 
fearless and more adventurous, 
going beyond the conventional 
tours in favour of exotic 
destinations. “They don’t mind 
paying for the experience and 
for the adventure,” Corporate 
International’s Hain said. 

Luxury Filipino travellers also 
like something new and different, 
according to Dolly Santos, owner 
of Golden Sky Travel and Tours.

Thus they are seen not only in 
the Baltics but in some of its inner 
regions, untamed destinations in 
northern Europe like the seasonal 
Lapland and Iceland. A South 

S
hutterstock.com

is a “very lucrative market” and is the 
most attractive source market after 
Singapore for TTC’s Insight Vacations 
and its luxury spinoff, Luxury Gold. 

So what are the facets of Philippine 
luxury outbound? 

“Typhoons and volcanic eruptions 
don’t stop the Filipinos from travelling. 
They are very resilient,” he said.

Comparing it with the Lion City’s 
affluent travel market, Yap said 
Singaporeans have the advantage of 
not having to apply for visas anywhere, 
unlike Filipinos. Singaporeans travel 
four times a year due to the small size 
of the citystate; in contrast, Filipinos 
travel twice a year but as a family with 
five to six members minimum.

Singaporeans also ask for the price 
first while Filipinos ask whether they 
will have a good time. “The Philippine 
market understands what luxury is 
about. (The) lifestyle here (Yap was 
interviewed when he was in Manila) 
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luxury market report india

Wealthy Indian travellers are 

discovering the joys of diverse 

and deeper experiences, 

reports Rohit Kaul

Above An Indian family experiencing the northern lights

India’s luxury travellers 
are exploring a range of new 
destinations and activities while on 
holidays.

From expeditions in the 
Antarctica, to staying in luxury 
chalets in Chamonix in the French 
Alps, their holiday options are vast 
and experiential in nature. 

“It is all about luxury 
experiences,” said Karan Anand, 
head, relationships, Cox & Kings. 
“This can range from booking a 
balcony cabin suite on a cruise 
ship, to staying in a luxury chalet at 
Glacier 3000 or in Chamonix in the 
French Alps, where you go skiing or 
take basic lessons. 

“Some Indian luxury travellers 
just prefer soaking in the local 
culture.”

According to luxury travel 
planners, the outbound luxury 
market from India is expanding 
at a rate of 10 per cent per annum 
presently. 

Said Praveen Chugh, chairman, 

Business Travel: “The Indian 
economy has remained buoyant 
in spite of recent challenges 
such as demonetisation and the 
introduction of a Goods & Sales 
Tax. The ultra high income group in 
India is looking to spend on unique 
activities and products while on 
holidays.” 

High-end cruise holidays are in 
demand. Ultra-luxury cruise lines, 
such as Regent Seven Seas which 
offers exclusive suites with private 
terraces and choice of multi-cuisine 
meals, are getting popular among 
Indian luxury tourists.

Said Aditya Tyagi, founder, Luxe 
Escape: “We recorded extremely 
good business last year. The 
popularity of the Nordic countries 
for holiday experiences like the 
fjords, countryside and northern 
lights was high. 

“There was good demand for 
luxury cruises like Silversea and 
Regent Seven Seas. The seven-night 
Hudson River Fall Foliage cruise 

Have 
rupees 

will travel 
experience  
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The 
Indian
upmarket 
traveller… 

 goes for a diverse range of 
experiences

 picks epicurean dining over 
Indian food

 is widely expected to grow  
in numbers again this year

Tournon and Lyon to experience 
France’s beauty intimately, or gliding 
along Russia’s river waters to explore 
Uglich, Yaroslavl, Kuzino and Kizhi, 
river cruising has piqued the interest 
of travellers, the report says.

Destinations are heeding the 
changes. 

Said Sutheash Balasubramaniam, 
managing director, Sri Lanka Tourism 
Promotion Bureau: “This year, the 
Indian luxury travel segment is one 
of our key focuses. Sri Lanka has 
many local and international hotel 
brands that can cater to high-end 
tourists. 

“We are introducing a US$700,000 
digital advertising campaign for the 
Indian market this year. It will also 
highlight our unique products and 
experiences on offer for the Indian 
high-end tourists.” 

Even hospitality players overseas 
are mapping out strategies to tap 
the Indian luxury travel market. 
One such is the Palladium Hotel 
Group that in the past has hosted 
Bollywood celebrities like Kareena 
Kapoor and Katrina Kaif. It is looking 
at joint promotions with Indian 
travel consultants to reach out to this 
segment.

Sandra Polo Canudas, Asia-Pacific 
sales manager, Palladium Hotel 
Group, said: “The Indian market is 
picking up for us. This year we are 
looking to strengthen our presence in 
India by appointing a communication 
agency and establishing a 
representation. 

“We are also looking at joint 
promotions with travel agents like 
Thomas Cook to target Indian high- 
end travellers.”

that costs US$14,200 for two guests 
was a sought-after product. 

“Moreover, small luxury boat 
cruising in Europe was also popular 
in 2017.” 

New unexplored destinations 
such as Croatia, Poland and Ukraine 
were also high on the popularity 
charts in 2017. Indian high-end 
tourists also headed to South 
America for their holidays last year. 

Observed Anand: “Europe is 
the top favourite, with the US 
coming in second. Wildlife in Africa, 
namely destinations such as Zambia 
and Botswana, are very popular 
with the Indian luxury travellers. 
Destinations like Oman, Turkey, 
Greece and Dubai also continue to 
be among the favourites.” 

In the past, Indian food was 
preferred by Indian luxury 
travellers. However today these 
luxury travellers are indulging in 
epicurean dining. 

Said Chugh: “Epicurean dining 
has become very popular among 
Indian luxury travellers. They are 
visiting destinations like Spain and 
taking cooking lessons from the local 
chefs. 

“It is a way that make these 
travellers feel close to the culture of 
the destinations they are visiting.” 

Demand for culinary trips from 
high-end Indian tourists is expected 
to grow further.  According to Cox 
& Kings Travel Style 2018 study, 
while culinary trips as part of larger 
holidays are already in place, what 
will emerge in 2018 are food tours 
that not only focus on dining or 
food tasting but delve deeper into 
cooking styles, history of cuisines, 
local flavours and traditions. 

Operators expect to witness 
further growth in the Indian 
outbound luxury travel market this 
year. Cox & King’s Anand is looking 
at a 10-13 per cent increase over 
2017.

“This year is looking up,” agreed 
Tyagi. “We are even doing bookings 
for next year already, as some of 
these high-end tourists plan a year 

We are 
even doing 
bookings for 
next year 
already, as 
some of 
these high-
end tourists 
plan a year in 
advance... 

Aditya Tyagi, 
founder, 
Luxe Escape

in advance to enjoy the best early 
bird offers, especially the ones who 
are keen to cruise. 

“There is good demand for 
shorter three- to four-night retreats 
as well. We even have a client who 
wishes to visit South America, 
including Ushuaia down south, 
the southernmost city of the world. 
We have a request from a group of 
about 20 doctors who wish to do an 
Antarctica expedition.”

Cox & Kings Travel Style 2018 
study also shows that the Indian 
traveller has now moved on to 
more intimate experiences such as 
river and canal cruises in Europe. 
Experiencing unparalleled comfort 
while exploring the heart of 
magnificent hinterlands in river 
cruises will be the flavour of 2018, 
it says. Exploring magnificent cities 
in France as you sail in its inland 
waters like Arles, Avignon, Viviers, 
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Welcome to the  
first ILTM Asia-Pacific
This week (May 21-24), you will be 
part of what is the region’s first truly 
international, by invitation-only luxury 
travel event.  It’s been over a year in the 
planning and we couldn’t have done 
it without our partners, so thank you 
Singapore Tourism Board for making 
us all so welcome in your city.  We are 
also grateful to our luxury hotel partners 
– Marina Bay Sands, Ritz-Carlton, 
Conrad Centennial, InterContinental 
and Mandarin Oriental – for their 
hard work and fabulous hospitality.  
I am sure many of us will also be in 
your restaurants and bars – sipping a 
Singapore Sling!

Back to business and we welcome 
some 600 suppliers from all around the 
world at the show, and a similar number 
of the region’s most productive buyers, 
so the hottest ticket in town will be the 
business appointments. This is closely 
followed by the networking and parties 
where those one-to-one conversations, 
catch-ups and new introductions ensure 

focus 

the ILTM portfolio of events defines 
your business and social diaries for  
the year. 

We also welcome our international 
hosted media, editors and influencers 
from many of the world’s leading 
luxury travel titles, who are here to 
find out about you and your brands for 
the benefit of their readers.

The ILTM Portfolio is full of 
business opportunities in some of the 
most dynamic markets in the world. 
Including the next event ILTM North 
America, Mexico (September 24-27) 
followed by ILTM China, Shanghai 
(October 31 – November 2) and to close 
the year, ILTM Cannes (December 3-6).  

For more information about ILTM 
Asia-Pacific, please download the 
show app. To find out more about 
what to do in Singapore, please see 
our show catalogue or https://view.
iltm.com/. From all of the ILTM team, 
we wish you a successful and fun 
Singapore experience.  

Alison Gilmore
Portfolio director 

ILTM
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As Singapore welcomes a spate of new luxury 
hotel brands, the evergreens are not resting 
on their laurels. It’s a case of the old learning 
from the young and vice versa, not at all a 
collision. Pamela Chow takes a look

Old and new 
worlds kiss

host country singapore A wave of new luxury hotels opening in Singapore 
is an indicator that the city is a gold mine for the 
business. 

From January to June 2017, RevPAR of luxury 
properties here grew 2.4 per cent to S$373 (US$285), 
and ARR rose 2.4 per cent to S$444 – the only hotel 
segment to post an increase in ARR.

Last year alone, eight new properties joined 
the ranks of what is now 420 hotels in Singapore. 
The country is expecting 3,372 more rooms in 2018 
and beyond, including new brand entries such 
as Six Senses Singapore and Dusit Thani Laguna 
Singapore.

Though more compact, these boutiques marry 
creative design with personalised and playful 
indulgence, in contrast to the sweeping spaces and 
grand opulence of traditional luxury hotels.

As this new brand of luxury sweeps in, where do 
the old-world titans stand within the golden circle?

One Farrer Hotel & Spa adds more colour to the Little India neighbourhood
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Industry players assert that classic 
luxury players remain bastions in 
hospitality and, when compared to 
younger contenders, their position 
shines even brighter. Notably, 
HotelsCombined registered tripling 
demand for traditional luxury hotels in 
Singapore in 2017.

Nico Heath, co-founder and director 
of Lightfoot Travel, remarked that the 
old-school, grand dame hotels of the city 
still hold a place in the hearts of even 
modern travellers, and that “there is 
certainly still place for the older brand 
of luxury (as) luxury means something 
different to everyone”.

One reason for this is that they 
have perfected the art of “anticipating 
and exceeding guest expectations in a 
consistent manner”, opined Mark Wong, 
vice president Asia-Pacific, Small Luxury 
Hotels of the World. They are also 
investing more into their hardware and 
software, including having top-of-the-
line products and fittings, new in-room 
amenities and F&B offerings, observed 
Wong.

The veterans are not resting on their 
laurels, but are following their younger 
competitors closely. 

The Fullerton Hotel, which sits 
in a historic Palladian building, for 
example, has equipped its guestrooms 
with Samsung tablets housing the 
Tapendium Digital Concierge Solution, 
on which guests can browse and 
request the hotel’s in-house services, 
order room service, book hotel 
restaurant tables and spa treatments, 
and research Singapore’s tourist 
attractions and events.

While some hotels are keeping up 
with gadgets and gizmos, others have 
undertaken complete refurbishments. 
Conrad Centennial Singapore has 
completed renovation works on 487 
guestrooms and 24 Centennial Suites, 
which now marry contemporary design 
with Asian touches, topped with smart 
functions including a motion sensor 
for in-room lighting and one-touch 
automatic drapes.

The hotel has also beefed up its Hilton 
Honors app to feature Digital Key guest 
services, and enhanced its back-end 
processes using robotics.

But the pièce de résistance of the 
‘new’ Conrad that reflects a desire to 
innovate is its new junior ballroom, The 
Pavillion, which is glass-enclosed to 
enable guests enjoy pool views amidst 
the city. Spanning 234m2, it is equipped 
with the best-in-class AV systems, 
including a videowall, and seats 140 
guests banquet-style, ideal for small 
elegant weddings, receptions or intimate 
events.

“We are committed to providing 
our guests with the finest service and 
facilities, and to do that we needed to 
evolve…It was befitting to undergo 
a major redesign to stay relevant and 
competitive,” said Heinrich Grafe, 
general manager, Conrad Centennial 
Singapore. 

Meanwhile, the iconic Raffles Hotel 
Singapore is undergoing a highly 

Six Senses Hotels Resorts Spas enters Singapore

Raffles Hotel Singapore all set to re-open soon after renovations
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anticipated restoration, and is set to 
reopen in the second half of the year.

It will re-imagine the facilities, spaces 
and experiences within the hotel while 
respecting the history and heritage of 
the hotel, shared hotel manager Ronald 
Dooremalen.

“The restoration is designed to 
ensure that Raffles Hotel Singapore 
stays relevant and distinctive by 
moving with the times and with its 
guests,” he added. “(The hotel) has 
always changed and evolved to keep in 
step with the needs and expectations of 
our guests.”

On the other side of the fence, the 
newer names in the luxury business are 
taking a leaf from their classic peers, 
reflecting the enduring and, some say, 
endearing respect for the established 
players.

The relatively young One Farrer 
Hotel & Spa, for example, has a full 
collection of art, meeting rooms, high-
ceiling ballrooms and presidential 
suites, as well as a ‘hotels within a 
hotel’ concept offering rooms of varying 
polished designs customised to the 
profiles of different guests.

Said Gilbert Madhavan, general 
manager, One Farrer Hotel & Spa, 
whose career roots were in Raffles 

Hotels & Resorts: “When you compare 
the old world and the new, the old 
world will always be there and will be 
around for a long time. They have set 
good standards that we try to emulate. 
We have good facilities and old-style 
antiques and décor – but also the latest 
technology. Guests who are used to 
staying in the Shangri-La’s and older 
luxury hotels will find that the crossover 
(to modern luxury) may not be so 
difficult, and the price points (of newer 
luxury brands such as One Farrer) are 

more affordable.”
He added: “Guests come here 

and want to see a bit of the old and 
authentic Singapore, but within the 
comforts of a modern luxury hotel in 
the city. We have established ourselves 
apart within the market by doing things 
a bit differently. Some of our concepts 
like ‘hotels within a hotel’ are quite 
unique.” 

The old world has set a lasting 
standard for newer hotels to level with. 
Singapore’s hotel sector is richer by it.

“When you compare the old 
world and the new, the old world 
will always be there and will be 
around for a long time.”

Gilbert Madhavan
General manager, 
One Farrer Hotel & Spa

Heliconia Villa Living Room at One Farrer Hotel & Spa
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A look at how the luxury hotel industry 
in Singapore is busy reinventing itself 

New, or as good as new

One Farrer Hotel & Spa
One Farrer Hotel & Spa brings the fine 
experience to the ethnic enclave of Farrer 
Park on the fringes of Little India close 
to the city centre. It is part of The Farrer 
Park Company’s integrated lifestyle 
development offering the highest quality 
of hospitality, healthcare, wellness and 
conference facilities.

Perfect for today’s luxury travellers 
who are curious about raw and authentic 
heartlands, guests can join a tour to a 
much-loved local market, or explore 
Little India, while the hotel itself 
brims with bright ideas to keep them 
entertained in-house. This includes a 
tour of The Farrer Park Art Collection, 
Singapore’s largest single curated 
art collection of its kind consisting of 
more than 700 original artworks, or 
a tour of The Farm at One Farrer, a 
fully operational agricultural facility 
created for the incubation and growing 
of vegetables, herbs, fruits and other 
plants, which is an important link to the 
hotel’s Farm to Table and Market to Table 
concepts. 

In addition, the hotel boasts 14 
gardens over 20 levels, offering lush 
greenery and flowing waters, and 
reflective spaces to nourish the body and 
soul.

Guided tours for both Art and Farm 
can be pre-arranged for a minimum of 
six people and the hotel invites ILTM 
Asia-Pacific buyers who are interested. 
Contact Jessie Khoo-Gan, EAM 
sales & marketing and rooms, email: 
jessiekhoogan@onefarrer.com

Conrad Centennial Singapore
Following its recent rooms rejuvenation 
project, Conrad Centennial Singapore 
now boasts 511 smart and redesigned 
guestrooms and suites, as well as the 
glass-enclosed junior ballroom, The 

Pavilion. The refreshed rooms feature 
luxurious and natural furnishings, such 
as natural jute fibre window coverings 
and custom-made Peranakan-inspired 
carpets. Guests can also toggle their 
drapes with just a touch of a button or  
a tug, and lighting is activated by  
motion sensor.

Dusit Thani Laguna Singapore
Slated for a year-end opening, Dusit 
Thani Laguna Singapore is touted to 
put golf tourism on the map for the 
country. The 198-room resort – plus 
eight corporate villas – will open within 
the Laguna National Golf and Country 
Club, 10 minutes from Changi Airport. 
Facilities include a multi-ethnic cuisine 
restaurant and The Nest golf club 
restaurant, the Club Lounge, a pool bar 
and grill for al fresco dining, three tennis 
courts, a putting green, Dusit’s signature 
Devarana Spa and more.

InterContinental Robertson Quay
The younger sibling of InterContinental 
Singapore is fresh, relaxed and ready for 
fun. Cosied on the riverbanks alongside 
bars and destination restaurants, the 
225-room property, which opened last 
October, features a breezy Italian al 
fresco restaurant, Publico Ristorante, and 
a balconied Club Lounge overlooking 
tranquil residences, among others.

Link Hotel
The heritage boutique Link Hotel has 
reopened after a major renovation and 
is now a contemporary design-driven 
hotel, boasting 274 well-appointed rooms 
and suites. Situated in Singapore’s oldest 
housing estate of Tiong Bahru, Link 
Hotel is the first to be converted from 
public housing and is now part of the 
Tiong Bahru Heritage Trail launched 
by National Heritage Board. Guests can 
enjoy drinks at the rooftop bar, dine at 

Conrad Centennial’s rejuvenated King Room with marina views
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Japanese restaurant Teru Sushi and enjoy 
Chinese cuisine at Lao Si Chuan.

Raffles Hotel Singapore
An icon of luxury in the citystate 
since 1887, Raffles Hotel Singapore 
is undergoing the final phase of its 
restoration, designed to retain the 
building’s charm and heritage while 
unveiling “a transformed elegance” for 
the brand. It will retain its 19th century 
opulence and classic colonial design, 
housing more than 100 expansive 
suites clustered around lush tropical 
gardens. Its grand reopening is  
planned for mid 2018.

Shangri-La Hotel, Singapore
The revamped Tower Wing has 
transformed into an indoor urban 
garden, eschewing its darkened interiors 
and heavy chandeliers for fresh shades 
of white, cream and black, while the 
guestrooms are now a soothing picture of 
wood furnishings and modern elegance. 
Other new offerings include the Japanese 
Nami Restaurant and Bar, replacing fine-
dining restaurant Blu, and ShopHouse, a 
to-go concept.

Six Senses Duxton
The first of two heritage buildings 
that will create Six Senses Singapore, 
Six Senses Duxton, opened on April 
15 at Duxton Road within the heart of 
Chinatown. Sustainably restored by the 
acclaimed British designer Anouska 
Hempel, Six Senses Duxton features 
a diverse mix of Chinese, Malay and 
European elements. Anouska has given 
each of the 49 guestrooms and suites a 
unique individuality across eight themed 
categories so that no two are exactly the 
same. 

The second location, Six Senses 
Maxwell, is set to open later this year. 

Sofitel Singapore City Centre 
Set amidst the historic shophouses 
and skyscrapers of Tanjong Pagar, 
Singapore’s latest Sofitel property which 
opened last October blends old-world 
French charm with chic influences from 
the Lion City. Its 223 rooms are dressed 
in plush furnishings and soft colours, 

and guests can delight in the hotel’s 
varied F&B offerings – from barrel-aged 
cocktails to hand-crafted tapas – helmed 
by culinary connoisseurs.

Swissôtel The Stamford
One of Singapore’s earliest hotel 
players is undergoing an extensive 
guestroom revamp, slated to be 
completed in December. Already 
launched are the refreshed Premier 
Rooms and Premier Harbour View  
Rooms, with the remaining refurbish-

ments ongoing until the end of the year.  
Designed by award-winning Wilson 
Associates, the 
new rooms 
draw inspiration 
from practical 
and elegant 
Swiss design 
with modern 
technological 
enhancements 
for modern 
travellers.

Shangri-La Hotel, Singapore’s Tower Wing

Room revamp at Swissôtel The Stamford 

See our video 
presentation of  

this article:





focus 

28  TTG Asia luxury | May 2018

Who better to talk about luxury in Singapore than the city’s media? 
Raini Hamdi asks her peers for their insights and favourite haunts

Reimagining luxury 
in the Lion City

host country singapore

 

Brian Yim
Group publisher & 
managing editor 
MillionaireAsia 

MillionaireAsia was launched in 2005 as a 
communication platform to reach high net 
worth individuals. Since then, MillionaireAsia 
is in nine countries and has adopted a franchise 
model to expand its brand and business model. 
There are now 140,000 mostly accredited 
investors and millionaires in its network spread 
across 15 countries. The MillionaireAsia 
trademark is a global brand registered in 24 
countries. www.millionaireasia.com

What is your idea of luxury?
Luxury does not necessarily mean 
exclusive or the most expensive. To me, 
luxury is merely having the privilege of 
enjoying quality time to do the things 
that make you happy and to be at peace 
with yourself. 

A chairman of a family office in 
Singapore shared that he joined a long 
queue of patrons at a chicken rice stall at 

Maxwell Food Centre. He was surprised 
that the person in front of him was an 
Indonesian billionaire dressed in shorts 
waiting in line without any fuss for his 
favourite food at a hawker centre. To the 
billionaire, being almost unrecognised 
while waiting to buy what he liked was 
sheer luxury to him.

Describe a local meal that for you is 
utter luxury, and should not be missed 
by anyone new to Singapore.
I love local food fare and Peranakan 

cuisine as it reminds me of my late 
grandmother who was a wonderful 
chef. I am a frequent diner at Violet 
Oon’s National Kitchen at National 
Gallery Singapore. They serve authentic 
Peranakan as well as many of my local 
favourite local dishes. A convenient and 
comfortable one-stop place to sample a 
wide variety of spicy Singaporean dishes 
like otak-otak (fish cake grilled or steamed 
in banana leaf), laksa (spicy noodle soup 
in coconut milk) and the most succulent 
satay (grilled skewers of beef or chicken) 
in town without breaking your bank 
account!

You must get invited all the time. Which 
exquisite lunch, and dinner, can you 
recall – where and why was it exquisite?
Velaa Private Island in the Maldives, 
owned by Czech billionaire Jiri Smejc, 
hosted an outstanding and amazing six-
course dinner in Singapore recently. They 
flew in their chef and head sommelier 
to work with the F&B team at Andaz 
Singapore to prepare the most exquisite 
dishes of spanner crab and Sturja caviar, 
slow cooked lobster tail with Perigord 
black truffle puree, miso marinated black 
cod, cream ravioli with duck ragu and 
sage oil, Toriyama A4 wagyu beef with 
braised cheek and grilled tenderloin and 
finishing with panna cotta and hazelnut 
ice-cream. Each dish was paired with the 
finest champagne and Gran Cru wine. It 
was a great introduction to what guests 
can expect when they stay at the Velaa 
Private Island where a night’s stay can 
range from US$3,000 to US$30,000.

A hidden experience for luxury  
travellers in Singapore? 
Going green and ecotourism are the new 
luxury experiences. 

Try visiting a sprawling organic farm 
in Singapore’s countryside, called Bol-
lywood Veggies in Kranji, run by the 
irrepressible but highly entertaining Ivy 
Singh. There you can walk amidst lush 
fruit trees bearing bananas, pineapples, 
starfruits and learn about local culinary 
history at the food museum, dine at 
farm-to-table Poison Ivy Bistro and also 
join local cooking classes. 

The person in front of 
him was an Indonesian 
billionaire dressed in 
shorts waiting in line 
without any fuss for  
his favourite food at  
a hawker centre.  

Maxwell Food Centre: Even billionnaires queue for food here

S
hutterstock.com
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Olivia Lim
Editor, Custom Content 
Solutions, Singapore 
Press Holdings; Travel & 
Lifestyle Editor, SilverKris 

SilverKris is the inflight publication of  
Singapore Airlines

What is your idea of luxury?
Luxury to me is when all my needs 
are anticipated, and when service is 
so attentive that it feels like magic.

Describe a local meal that for you 
is utter luxury, and should not be 
missed by anyone new to Singapore.
Definitely a hawker centre feast; 
go to one of the good ones like Old 
Airport Road or Maxwell Food 
Centre and order from all the famous 
stalls. You need more people to do 
this: order one each of chicken rice, 
bak chor mee, char kway teow, wonton 
mee (all three are noodles), roti prata 
(fluffy Indian flatbread eaten with 
curry) and carrot cake (Editor’s Note: 
it is not the Western carrot cake; it’s 
radish cake stir-fried with eggs – 
very delicious!).

Finish off with ice kacang (shaved 
ice with syrup) and sugarcane juice. 
Wear your stretchy pants.

You must get invited all the time. 
Which exquisite lunch, and dinner, 
can you recall – where and why was 
it exquisite?
Hashida Sushi. Exquisitely delicate 
sushi accompanied by hilarious 
banter from charming chef Hatch.

A hidden experience for luxury 
travellers in Singapore? 
Dusk Restaurant & Bar at Mount 
Faber (see page 63). 

A laid-back and unpretentious 
place for a sundowner, with killer 
views of Sentosa and cable cars going 
to and fro. Be sure to come in time 
for sunset. Great cocktails, and food 
is good too – try the grilled octopus 
starter and prawn capellini. 

 

Kannan Chandran
Publisher
www.storm.sg

Storm.sg was created to take the less obvious 
path, into the realms of knowledge and (mis)
understandings of the world we live in. From 
beauty to passion and business to philosophy, 
the topics are as wide-ranging as our lives. The 
award-winning magazine moved to the online 
platform where it continues to deliver content 
that provokes thought and offers different 
perspectives on a dynamic world.

What is your idea of luxury?
My notion of luxury has changed over 
the years.

Back in the day when I was creating 
lifestyle magazines, it was about 
physical products. I was immersed in 

Jaded? Perhaps. 
Higher expectations? Possibly.
There will be more where they came 

from; each trying to outdo the last. It’s 
the hamster on the treadmill.

To me, luxury today is reserved for the 
less tangible aspects of life. 

It’s more about having the luxury of 
time to do things you want to do and 
not be harried into hurried decisions on 
things ephemeral and transient. That’s 
often wishful thinking in the world of 
business, so it becomes all the more 
meaningful when you are able set aside 
time and have meaningful chats with 
friends and those with notions that 
challenge the prevailing attitudes.

And not that we need to post 
everything on social media.

The luxury of privacy is sometimes 
never assured in this era of mobile 
phones and all-seeing cameras. The need 
to put on a front is an expectation, and 
the ability to be yourself becomes a form 
of luxury.

The luxury of experiences becomes 
ever more valuable over time. For me, it’s 
the chance to see and do things that add 
to my repository of knowledge to call up 
and cherish at will. Beholding the natural 
beauty of the Antarctic glaciers and the 
sanctifying silence of the Andes alps, to 
setting foot on the man-made enormity 
that is the USS Theodore Roosevelt 
aircraft carrier and watching this marvel 
at sea function with such precision. 

It’s about the luxury of meeting 
people with invaluable insights and 
influence, like Virgin boss Richard 
Branson, Rolling Stone’s Mick Jagger, the 
late sitar virtuoso Ravi Shankar, artist 
Tan Swie Hian, among many others.

It’s about the luxury of options. To 
have a meal with Paul Joseph at his 
award-winning The Song Of India 
restaurant where the food is always tasty 
or with KF Seetoh and a clutch of foodie 
friends in the HDB (Singapore’s public 
housing) home of Jeffrey Chia, where he 
lays on a splendid Peranakan meal.

In the end, it’s about having enjoyed 
the luxury of great conversations and 
cherished moments that will never go 
out of style or fashion.

To me, luxury 
today is reserved 
for the less tangible 
aspects of life.  

that physical environment of fast cars, 
fancy watches, fabulous houses, fantastic 
furniture and fashionable collectables. 
These were tangible items that cost 
thousands to millions of dollars. And if 
you weren’t impressed with the amount 
of money involved in their procurement, 
you would value their inherent value, be 
it in dollars thrown into their building or 
in the craftsmanship, skill and ingenuity 
entailed in their creation.

In our acquisitive phase of life, they 
were reminders of how far we’d come 
and what providence had delivered 
sometimes as a result of hard work, other 
times from being born into the right 
family.

Some three decades on after being 
exposed to the physical manifestations 
of luxury, the enthusiasm for the shiny 
bits does lose some of its edge and 
excitement. 
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By Raini Hamdi

ILTM Asia-Pacific delegates seeking to 
impress business partners with lunch 
or dinner are spoilt for choice with 
Singapore’s array of fine-dining inde-
pendent restaurants. Close by ILTM 
venue is Saint Pierre, a revered name 
in town that just keeps getting better.

AMBIENCE
In Singapore’s dog-eat-dog F&B 
scene, Saint Pierre’s owner and chef, 
Emmanuel Stroobant, has stood his 
ground for 17 years. The restaurant 
has moved location thrice; its cur-
rent spot on the second floor of One 
Fullerton is its best yet: fantastic views 
of the Marina Bay waterfront, and a 
distinguishedly chic restaurant with 
seats for only 24, make me feel privi-
leged to be dining there. You wouldn’t 
guess such a fine setting in a building 
that has zero sense of arrival. That’s 
how ‘hidden gems’ get coined.

MENU
I expect a lot. Saint Pierre has one 
Michelin star and is the only Singa-
pore member of Relais & Chateaux. 
Chef Stroobant is known for his 

Silver Spoon

Saint Pierre: love at first course
French precision and techniques, de-
votion to the freshest and high quality 
produce, and the creative ways he 
twists and turns Asian flavours in his 
French cuisine.

The restaurant offers five-, eight- 
and 12-course Classic, Discovery and 
Adventure set menus, though à la 
carte and vegetarian menus are also 
available. I picked Discovery, which 
has simple-sounding courses like 
Tomato, Parmesan; Celeriac, Apple, 
Pickled Mustard, Walnuts; Smoked 
Trout Cannelloni; Blue Lobster, Ap-
ple, Chervil, Buerre de Cider.

What comes I can only describe 
as art and science. I’ll never be able 
to look at ‘Tomato, Parmesan’ again 
without thinking of that small, 
delicate, round creation that I held 
between my thumb and index fingers, 
admiring how it could possibly be 
tomato and parmesan, then putting it 
in my mouth where it melted, flirted 
shamelessly with my tastebuds and 
stole my heart – a case of love at first 
course. And by the time dessert was 
served – Tanariva-Manjari Chocolate, 
Vanilla Parfait, Passion Sorbet – you 
could say I’d become hopelessly 
devoted to Saint Pierre.

SERVICE
The best service in the restaurant came 
from the man himself, who personally 
welcomed guests at every table and 
I could see they were as taken in as I 
was by his humility, charm and huge 
effort to give his guests due recogni-
tion for coming to dine at his restau-
rant. In contrast, I found the service of 
the French staff to be sleek and profes-
sional but lacking in warmth.

VERDICT
A must-go if you are seeking a sen-
sational dining experience while on 
leisure or business in Singapore.

Address: 1 Fullerton Road, #02-02B One 
Fullerton. Open Tuesdays to Saturdays 
for lunch from 11.30 (last seating 13.30) 
and dinner from 18.30 (last seating 21.00). 
Close on Sundays and Mondays. Tel: (65) 
6438 0887; email: info@saintpierre.com.sg; 
www.saintpierre.com.sg

Located next to Saint Pierre is sister 
Shoukouwa Sushi Restaurant, awarded 
two Michelin stars in 2016 and 2017, and 
partners chef Junya Kudo of two-Michelin-
star Sushi Ikko in Hokkaido, Japan. It seats 
only eight pax. www.shoukouwa.com.sg

Chef Emmanuel Stroobant and his blue lobster and hay-smoked buri creations
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“We cater to discerning clients and focus 
on cultivating relationships with travel 
partners who share our philosophy of 
the luxury of the client experience.  
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by creating a unique opportunity under 
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clients have benefited with a life time 
of memorable travel indulgences.” 
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Sentosa dangles  
a richer experience

host country singapore

If Singapore is a city in a garden, Sentosa 
is an island in a city. A nice twist that 
conveys some uniqueness, and the urban 
resort destination now wants more global 
luxury travellers to get the picture.

A steady build-up of infrastructure 
that appeals to high-end visitors, coupled 
with the rise of the Asian luxury market 
and strong growth from higher-spending 
European markets such as the UK to 
Singapore, sees the Sentosa Development 
Corporation courting the well-heeled 
segment for the first time.

“On their own, the luxury hotels and 
other various stakeholders on the island 
have been marketing themselves and 
Sentosa to luxury travellers. We’re starting 
to do some niche advertising. We hope 
to step up with a more concerted and 
concrete effort with our island partners,” 
said Quek Swee Kuan, CEO of Sentosa 
Development Corporation.

Sentosa has the “raw ingredients” 
to cater to the luxury market, he said, 
salivating at the prospects of active silvers 
(“people who have the time, money and 
energy”), lavish Indian weddings held 
over so many days, smaller but higher-
spending meetings and incentives, 
working millennials with cash and style, 

or families ready to pamper their brood. 
“With our golden beaches, two award-

winning golf courses, a marina, beach 
clubs, five- and six-star hotels, Michelin-
star dining options and many other 
facilities and services, we can curate 
unique experiences for MICE, weddings 
and leisure travellers,” said Quek.

The island is home to 15 hotels, many 
of them luxurious or ultra-luxurious, 
including Amara Sanctuary Resort, 
Capella, Le Meridien, ONE°15 Marina 
Club, Shangri-La’s Rasa Sentosa, Sofitel, 
W Sentosa Cove and Resorts World’s 
integrated offerings that include Beach 
Villas – a hotel that fields Ocean Suites 
that provide underwater views of 50,000 
marine animals from more than 70 species 

from the S.E.A. Aquarium, and Tree Top 
Lofts that deliver a five-star back-to-nature 
experience. 

Attractions also “refresh” themselves 
constantly, said Quek. “The Surrender 
Chambers, for instance, has been 
revamped. Luge (a skyride), which 
has been so successful on this island, 
introduced two new tracks. AJ Hackett has 
opened, so we have bungy jump on the 
island; so has the Maritime Experiential 
Museum. Madame Tussauds has a new 
Marvel 4D Experience. The Merlion is 
being revamped – the list goes on.”

The Merlion Gateway, a 12ha 
thoroughfare from Resorts World Sentosa 
past the Merlion Plaza and onto the 
beaches, is being redeveloped, with 
consultants hired “to make it more 
seamless and attractive for guests as 
they walk through the precinct, both in 
terms connectivity and an immersive 
experience”, said Quek. 

Sentosa welcomes some 19.5 million 
visitors a year. Two-thirds are tourists, 
the rest locals. Of the two-thirds, more 
than 50 per cent are tourists from the 
region, the top five regional markets being 
India, Indonesia, Malaysia, China and the 
Philippines. 

“We think there is scope to grow the 
longhaul leisure market (in particular the 
UK, Germany, France and Russia), and the 
meetings and incentives market. Hotels 
on the island are really keen to have their 
fair share of meetings, incentives and 
reasonable size conferences, especially to 
fill a lower occupancy during weekdays,” 
said Quek. 

Most guests marvel at the greenery and 
the tranquility of the island, an asset that 
will shape a 2030 masterplan currently 
being drawn for the island. “We want 
to approach development in a more 
considered manner,” said Quek.

“Sentosa is an island in a city, just like 
Singapore is a city in a garden. It is very 
accessible yet it still retains its island 
tranquility and charm, and we want to 
preserve that. We look at it as green, blue 
and gold – green for the abundance of 
nature, blue for the water body and gold 
for the beaches,” he added. – Raini Hamdi

“Sentosa has the 
raw ingredients to 
cater to the luxury 
market.”

Quek Swee Kuan
CEO, Sentosa Development Corporation

Beach Villas
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Restorative 
luxury on 
Bintan Island

beyond singapore The Indonesian island, Bintan, has long been 
a weekend getaway for city escapers from 
Singapore, thanks to its abundance of nature, 
beaches, golf courses and easy access from its 
neighbouring country. 

Few however, would associate Bintan as a real 
luxury destination because of a perceived lack of 
infrastructure to cater to the upper upscale market, 
and little by the way of a concerted and coordinat-
ed effort among its players to market it as one. 

This steadily changing as more high-end ac-
commodations and facilities open on the island, 
their own marketing and promotions helping to 
lift the island’s high-end image to a global audi-
ence and, perhaps eventually, creating a critical 
mass needed to trumpet Bintan jointly and consist-
ently as a glamorous getaway.

The presence of fresh company could be good 
news for Banyan Tree Holdings, the swashbuckler 

The Sanchaya

Far from the madding crowd, yet within easy 
reach. The insanely rich are going to Bintan to 
regain their sanity, reports Mimi Hudoyo

focus 
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which led the way in the luxury market 
by opening Banyan Tree Bintan in 1994 
in Lagoi, an area that boasts pristine 
coastline, tropical jungles and unspoiled 
natural landscapes. 

Then came The Sanchaya, which 
entered Bintan in December 2014 and 
paved the way for a new era of uber 
luxury on the island (see review on 
page 39). An exclusive beachfront 
estate featuring 29 villas and suites 
and a stunning private residence with 
spectacular views of the ocean, it brought 
to Bintan unrivalled luxury, tropical 
glamour and world-class service. Its 
four-bedroom Vanda Villa is said to be 
Bintan’s only US$10,000-a-night villa.

The question is, beyond more luxury 
accommodations, what is actually 
luxurious about Bintan?

Just as Banyan Tree Bintan peddled 
the idea of a world-class retreat when it 
opened – which obviously sells as the 
resort is still standing after 24 years – 
The Sanchaya’s estate manager Magnus 
Olovson too believes in “restorative” 
luxury.

Said Olovson: “New York has its 
Hamptons, Sydney the Blue Mountains 
and Rome its Naples. In fact, most major 

The Sanchaya

world cities have a go-to retreat where 
the well-to-do flock for a weekend 
escape. They’re nearby, upscale and, 
ultimately, restorative. 

“In Singapore, Bintan has emerged 
as such a retreat, proving to be a major 
drawing card for Singapore’s well 
heeled. Bintan is also an ideal go-to 
retreat for those wishing to temporarily 
escape bustling Jakarta. 

“What Singapore lacks in beaches, 
Bintan Island more than makes up for.”

Hajar Ali, founder of Urbane Nomads, 
a travel planner based in Singapore, 
believes that the infrastructure to attract 
luxury travellers has improved on the 
island.

Said Hajar: “Bintan has historically 
attracted a more upmarket clientele as 
opposed to Batam. The Banyan Tree 
was the first luxury presence. Now, we 
have The Sanchaya. This isn’t so much 
happenstance as it is the provision of 
infrastructure predisposed to the luxury 
segment like golf resorts.”

Bintan Resorts International 
spokesperson Iris Kok also pointed 
out that the island has more than just 
luxury accommodations to cater to luxe 
travellers. Citing Treasure Bay Bintan 

as an example, she said: “Treasure Bay 
Bintan has gotten so much social media 
attention and is insta-famous for the 
appealing shade of blue of its 6.3ha 
Crystal Lagoon, South-east Asia’s first and 
largest recreational sea-water lagoon.” 

She also opined that destination dining, 
offered by most resorts, where guests 
could choose from a list of locations for a 
private candlelight dinner or a customised 
event, is another big attraction.

The newest luxury kid on the block 
in Bintan is Cenizaro Hotels & Resorts, a 
Singapore-based group which owns The 
Sheraton Towers Singapore, and owns 
and operates its own upmarket hotel 
brand, The Residence, with properties 
in Tunisia, Mauritius, Zanzibar and 
Maldives.

Cenizaro shows its confidence in 
Bintan as an upmarket destination not 
only by fielding the latest Residence there, 
but in a greenfield site in the east of the 
island, far away from Lagoi which is in 
the north.

The Residence Bintan adds 127 suites, 
villas and residences to the luxury 
inventory on the island (see review on 
page 40).

Andy Xie, executive director of 
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The Residence Bintan, shared why 
the company decided to invest on 
the island: “Bintan is situated in a 
very strategic location in South-east 
Asia. The island is surrounded by 
many thriving economies, including 
Singapore, Malaysia and Indonesia, 
as well as its sister islands like Batam. 
This makes Bintan a very ideal location 
for both businesses and tourists.

“With many luxury properties on the 
island, Bintan has already established 
itself as an important destination. 
On top of that, it has grown a lot in 
terms of visibility with (government) 
initiatives such as the Batam-Bintan 
Crossborder (an event to develop the 
Singapore and Malaysian markets for 
Batam and Bintan) last year.

“We believe there will be many 
forthcoming initiatives such as these 
that will further put Bintan on the map, 
which is why we have also chosen to 
open a property there. The Residence 
Bintan can be part of these initiatives 
to boost the tourism economy in and 
around the island.”

Singapore is the main market for 
Bintan, being the closest country to 
it, but resorts are also seeing a good 
international market mix.

Alpha Eldiansyah, area general 
manager of Laguna Bintan, said: “Our 
guests (to Banyan Tree Bintan) come 
from different parts of the world. 
Singapore as the closest country to 
Bintan remains our main market, 
followed by China, Australia, the UK, 
Germany, Japan and others.

“We also saw a notable increase 
of Indonesian travellers visiting our 
resort. This is a result of both our 
ongoing exposure to Indonesia market 
and better accessibility through 
Tanjung Pinang airport.

“Our guests vary from couples to 
families who are celebrating special 
occasions such as engagements and 
wedding anniversaries, or who are 
simply seeking a romantic getaway.”

Similarly for The Sanchaya, Olovson 
said: “As we are only an hour away 
from Singapore, it definitely makes it 
our largest market. 

“With that said, we also welcome 

visitors from around the world, 
including from other parts of South-east 
Asia, Hong Kong, Australia, the Middle 
East, US and Europe. We have hosted 
celebrities, artists and Middle Eastern 
royalty.”

The Residence Bintan, which 
opened in February, is targeting 
the neighbouring region, especially 
Singapore and Indonesia, and Asia-
Pacific.

Xie said: “Demographically, we target 
guests in their 20s to 40s, couples and 
families. We also target larger groups 
for corporate meetings and weddings, 
since we have large spaces and activities 
suitable for such events.”

Many travellers from around the 
world combine Singapore with Bintan, 
however, some resorts are claiming they 
have seen travellers choosing to stay 
longer in Bintan.

Laguna Bintan’s Alpha said: “Some 
guests stay with us as part of their 
city-resort twinning vacations, whereby 
they visit Singapore for shopping and 
city entertainment, then stay in Bintan 
to relax in our resort as the cool finale 
of their leisure holiday. Guests from 
longhaul markets enjoy longer stays at 
Banyan Tree Bintan, only transiting via 
Singapore.”

Olovson said: “To Singapore locals 
and expats, we have primarily promoted 
The Sanchaya and Bintan as an idyllic 
getaway option in its own right.

“To travellers further afield, we have 
found that promoting The Sanchaya as 
an extension of Singapore makes sense, 
given our proximity to the city. If you 
live in Hong Kong or Thailand or so, 
everyone travels at least once to explore 
Singapore. Then you stay there for a few 
days, and afterwards continue out to The 
Sanchaya.”

Luxury resorts are also doubling 
up on efforts to provide the best 
programming possible for their high-
paying guests. 

Said Xie: “We have a wide range of 
facilities and activities that cater to all 
groups and ages. This includes romantic 
set-ups for couples, water and land 
sports for sports enthusiasts, and kid-
friendly activities like cooking classes 

and bird-house painting. We also have 
a variety of marine activities such as 
kayaking, sailing and wind-surfing. 

“Being near nature is also an 
advantage – we have tour guides to bring 
guests on experiences such as mountain 
trekking, mangrove tours and deep-
sea fishing. For guests who like local 
experiences, we can arrange transport for 
them to visit the local market. We also 
have our own resort artisans who are 
skilled in batik painting and tie-dye if 
guests prefer to experience local activities 
within the resort.”

At The Sanchaya, guests have a choice 
to simply relax at the cabanas or by 
the infinity pool, or have a more active 
day with a long list of activities such as 
croquet with tea or Pimm’s on the lawn 

“New York has 
its Hamptons, 
Sydney the Blue 
Mountains and 
Rome its Naples.
(Singapore has 
Bintan.)”

Magnus Olovson 
Estate manager, The Sanchaya
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by the beach, pétanque with pastis, 
archery, yoga with a private instructor, 
golfing, cycling, mountain hiking, 
scuba diving, and cruising along 
Sebung River to marvel at Bintan’s 
mangrove forests. 

Added Olovson: “Our cool new toys 
which are popular with our residents 
include our self-balancing electric 
Onewheel+ boards that give riders 
the feeling of flying, and our wind-
powered, three-wheeled karts called 
Blokarts that reach speeds of up to 
60kmh on our beach.”

The estate stages exclusive intimate 
gatherings such as Dom Ruinart 
Champagne dinners and Super Tuscan 
wine tastings, with entertainment by 
symphony orchestra musicians. 

So what does Bintan need to do next 
to attract the luxury travel market?

Urbane Nomads’ Hajar said: 
“Definitely prioritise the luxury 
developments. We’d seen this 
deliberate prioritisation of luxury 
developments in both Bhutan and 
Oman and that has worked very well 
for both countries in terms of achieving 

a moderate number but large-spending 
tourists to their country. I’ve spoken on 
this before but I very much believe in 
the high-value, low-impact model that 
luxury tourism offers. High value in 
terms of the amount of money spent  
per person, and low impact in the sense 
of being environmentally conscious 
and insisting on tourism products that 
are both socially and environmentally 
sustainable.”

Others hinted that Bintan might 
do well to develop a strong cultural 
offering, which makes destinations 
such as Bali exotic and appealing, 
especially to Western guests. 

Kate Herz, head of Asia, Jacada 
Travel believes the destination may be 
popular for Asia-based customers but 
not longhaul ones because of this.

She said: “It’s not an area that 
(our) US clients focus on – they tend 
to want a beach stay that can be 
easily combined with a more cultural 
experience. Singapore is very much 
a quick stop rather than a main 
destination. Sometimes clients want to 
combine Malaysian Borneo and Bali.”

Residence Bintan

By Raini Hamdi

LOCATION
I arrived in Bintan after a 55-minute 
ferry ride from Singapore, aghast at 
the sight of a crowded immigration 
hall, until a Sanchaya staff spotted 
me, did express immigration and 
customs clearance, whisked me 
off to a splendid Sanchaya lounge, 
where more super staff handled my 
registration and transfer to the hotel, 
which is located 10 minutes’ drive 
away in Lagoi Bay. 

I could end my review here. That 
arrival experience spoke volumes 
about the greatness of this product.

AMBIENCE
This clearly is Bintan’s own Raffles. 
The main building, a two-storey 
beachfront manor called The Great 
House, is reminiscent of the bygone 
era of colonial white plantation 
homes. It exuded genteelness – 
without airs and graces, mind 
you. There was a sense of fun 
and playfulness. I couldn’t take 
my eyes off giant fibreglass pods 
that looked like beautiful red lips 
floating together in a pond. Turned 
out they were larger-than-life saga 
seeds sculpted by artist Kumari 
Nahappan. But of course! Saga 
seeds are part-and-parcel of South-
east Asia’s heritage. That was my 
first of many encounters on how the 
resort dug deep into the region’s 
rich art and culture and adeptly 
combined it with European features. 

The result is remarkable. There 
was nothing on that land three 
years ago, but voila!, The Sanchaya 
stood like a legend with centuries of 

Check-in

The 
Sanchaya
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Name The Sanchaya
No. of rooms 30
Address Jalan Gurindam Duabelas 
Plot 5 Lagoi Bay P. Bintan
Kep. Riau 29155 Indonesia
Contact 
Tel:  62 (770) 692 200 
Email: reservations@thesanchaya.
com 
Website: www.thesanchaya.com

The 
Sanchaya

history of catering to the rich and 
famous.

ROOMS
The 9.6ha resort has 17 suites and 
13 villas in the main building and 
around the estate’s lush gardens 
and a man-made lagoon. 

 I stayed in a Junior Suite 
(pictured) in the main building, 
which had a living room, bedroom, 
open-style bathroom with walk-in 
closets and a capacious verandah 
which became the spot for me 
each early morning to enjoy the 
peace and silence and beauty of the 
estate – its immaculate lawns and 
gardens, 50m-long infinity pool, 
private white-sand beachfront.

In-suite amenities? Seemed to 
me their motto is ‘give quality and 
be generous to a fault’: Bang & 
Olufsen TV and sound systems, 
iPads with pre-loaded movies, 
Apple TV, free fast Wi-Fi, free maxi 
bar stocked with craft beers, soft 
drinks and European chocolates, 
a well-stocked wine cellar, coffee/
tea-making facilities, plush Ploh 
bed and bath linen, essential 
oils for the bath, personalised 
stationery (I didn’t realise I missed 
those) and, much to my delight, a 
great selection of books in-room. 

And each day, they sent up more 
chocolates and cookies. I never 
enjoyed staying in a room so much!

FACILITIES
Breakfast on the terrace of The 
Dining Room was a highlight. 
Truffle-scented eggs, Gorgonzola 
cheese, artisanal breads, cold-
pressed juices. It’s also where I 
dined each evening because I loved 
the setting, although I did wish the 
resort would illuminate its beautiful 
pool and gardens more at night.

The dinner menu offered mod-
ern European and South-east Asian 
fare, plus I could order from The 
Tasanee Grill which serves Thai. 
Food, without fail, was gastrorgas-
mic each time. I would return to The 
Sanchaya just to eat the lava stone-
grilled Berakit Lobster marinated 
with lemongrass and Thai spices, 
served with chef’s special sauce.

For a 30-room property, The San-
chaya is unbelievably complete in 
its F&B offerings. The Bar, recreating 
a late-1800s explorers’ club, offered 
bespoke cocktails, rare spirits and 
liquors, and a cigar menu. Another 
well-designed room, The Salon 
and Library, was full of interesting 
books; it also housed The Decanter, 
where I enjoyed gourmet cheese and 

vintage wine with an experienced 
and entertaining sommelier guiding 
me through the various choices. 

SERVICE
Not only did The Sanchaya have 
the hardware, it had the software to 
match. Under the watchful eyes of 
estate manager Magnus Olovson – he 
the torchbearer on how to charm and 
please guests – the local staff were 
competent, confident, cheerful and 
‘can-do’. Super staff all round.

I wish I could quibble on a fault, 
alas there’s none, beyond my petty 
opinions that there should be more 
spotlights illuminating the pool at 
night; or that my bathroom would be 
perfect with two lavabos, not one.

VERDICT
Legendary hotels are created over 
centuries but The Sanchaya rises as a 
legend overnight. Magic.
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By Raini Hamdi

LOCATION
I took a 55-minute ferry from 
Singapore to Bintan. As the ferry 
terminal in Bintan is located in the 
north while the resort is in the east, it 
took another 55-minute drive or so to 
get there. I didn’t mind it; Singapore-
based Cenizaro Hotels & Resorts has 
opened not only its latest Residence 
in years, but an entirely new place in 
Bintan for tourism and I was curious 
to see it.

AMBIENCE
The location is remote and will 

Name The Residence Bintan
No. of rooms 127
Address Desa Galang Batang Bintan 
Kep. Riau Bintan 29153 Indonesia
Contact 
Tel: 62 (778) 6000 888 
Email: info-bintan@theresidence.com
Website: http://cenizaro.com/
theresidence/bintan

Check-in

The Residence Bintan

appeal to high-end travellers who 
have a sense of adventure. 

The sight of a sprawling resort 
development creating new jobs for 
locals was uplifting. I could see 
locals at work, tending to plants, 
doing the last check for defects on 
one or two villas (I was there just 
after it opened in February), and 
so on. Nearly 90 per cent of staff 
are locals, most of them new to the 
industry, general manager Bagus 
Paramarta told me.

ROOMS
Land is in abundance in Bintan 
and the resort has plenty of it. 
There are various types of villas, 
suites and residences, some of 
them double-storey, some inter-
connected, which makes the prop-
erty ideal for groups of friends and 
families to be ‘together apart’. 

I stayed in a one-bedroom 
Beachfront Villa (pictured above), 
which was very spacious (the 
smallest Beachfront Villa is 125m2, 

including a sundeck and a pool). 
Designed by Hirsch Bedner 

Associates, what I like about it was 
not just the space but the neatness, 
the quality of materials used and, 
especially, the nod to traditional 
Javanese aesthetics, done in a con-
temporary way. 

FACILITIES
Given the location, it’s critical for 
F&B to be good and it was. There’s 
a Dining Room serving Asian food, 
a Pool Bar and, my favourite, Rica 
Rica, because the rendang (spicy 
stewed beef or chicken) tasted the 
way my late mom had cooked it for 
me. It also tried to be creative with 
Indonesian cuisine, fielding belacan 
(pungent shrimp paste) bread!

Because of its luxury of space, 
no facility was small, not the gym, 
spa, Kids’ Club, nor the MICE 
spaces which include three mul-
tifunction rooms, spots for sunset 
or elegant receptions and areas for 
teamwork. 

Speaking of activities, simply cy-
cling through the whole resort was 
fun. Or, swimming in its gorgeous 
pool. A spa treatment is a must.

The hotel is also bent on creating 
a lot of fun for adults with activities 
such as paintball and rock-climbing 
and, for kids, everything from 
dance lessons to treasure hunts.

SERVICE
I met experienced staff such as 
Mustika, who drove me to the 
resort in a huge downpour and im-
pressed me with his warm nature 
and professionalism. The newbies 
might not be as adept but I could 
see they had a lot of potential.

VERDICT
Indeed, the whole resort has a lot of 
potential. Courageous of Cenizaro 
to open a new location and to do 
Bintan a real service in advanc-
ing its aim to get more upmarket 
travellers.
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Nothing superficial please, and everything transformational, 
ILTM Asia-Pacific buyers tell Raini Hamdi

What luxury 
buyers want

David Song
Founder & managing director

Beyond X Boundaries
Singapore

In one paragraph, what’s unique 
about Beyond X Boundaries?
We don’t believe in superficial 
luxury. Our clients are first and foremost 
curious about Planet Earth’s many 
wonders. They enjoy experiential 
and transformational travel as we do 
our best to help change situations, by 
contributing to wildlife conservation 
or mitigating poverty problems in 
impoverished villages and towns.

What’s making you smile about 
the business this year?  
With business on the increase year on 
year of course you can’t help smiling but 
it pleases me the most when our ideas 
are now our branding: When people 
think of experiential journeys, i.e. very 
‘different’ conceptualisation of tours, 
they think Beyond X Boundaries.

What opportunities are you 
watching out for this year?
Asia still has plenty of room to grow as 
a continent and destination. That’s why 
ILTM Asia-Pacific in Singapore and Further 
East (in Bali) are inaugurating in the 
region this year. The West has always been 
fascinated with the East while Asians are 
also uncovering more of our continent than 
Europe or beyond more than ever. When 
you look at the likes of Central Asia and 
the Silk Road, they scream adventure and 
heritage. When you look at Japan, there 
are more less-trodden secrets waiting to be 
revealed. These represent a better product 
focus than destinations such as mainstream 
Europe. Even Africa is growing from 
strength to strength. Information and 
know-how for a DIY trip is scarce.  

What are you looking for at ILTM  
Asia-Pacific specifically?
As usual, we want to remain most up 
to date with travel trends, and we want 
to procure experiential products. The 
European, Latin American and African 
suppliers will be looking to capitalise on 
the growth of the Asian market to impress 
Asian buyers like ourselves and our guests. 
Hence, we are exploring more ideas for 
growth with unique, defining products.

In terms of products/sellers,  
what’s in and who’s out?
I’m afraid the days of superficial luxury 
and chain luxury are over. People 
are looking for a distinct character in 
accommodations, preferring independence 
than something that has been corporatised. 
They want to have their own stamp on 
their journeys. We only work with small 
indie operators who deliver large on 
passion, desire and personal relationships. 

What’s your luxury motto this year?
Return to innocence. Simplicity in a 
nutshell. The growth of the Internet has 
made travel complex – too many options 
and I’m not a fan of OTAs or hotels 
booking websites. 

We want our clients to set their 
expectations of what they desire on  
their trip and we do the rest. 

What’s making you frown?
I’m proud to be born and bred 

Singaporean and as a 
company, I also am proud 
to be a travel outfitter that 

celebrates the peculiarities 
and diversity of Asia. Hence, when 
more and more Singaporean companies 
get acquired by bigger and more 
powerful, financially resourced 
companies from abroad, I feel upset. 
For us, our goal is to create a space for 
our team members and future Beyond 
X men and women to thrive, to use 

We don’t  
need to be 

second-raters. 

their creative energy and positive aura to 
design outstanding products that match 
up to our peers around the world. Just 
because we’re Asians does not mean we 
have to constantly live in our European 
or American counterparts’ shadows. 
Why can’t we be another Abercrombie 
& Kent or even better? Why can’t we be 
another success story like G Adventures 
from Canada? We don’t need to be 
second-raters. 

focus 
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charters, not week-long. Being able to 
have your captain take you to secluded 
and private destinations is something 
that really should be experienced, and 
chartering a yacht is the perfect solution.

What’s making you frown?
There’s so many great experiences in 
South America and the Caribbean, but 
it’s a push to get clients to take time off 
to experience them. We have some great 
partner properties in South America 
with amazing and unique things to do, 
but it’s just quite far when you have so 
many other places closer. The Caribbean 
is properly set up for superyachts 
so it’s great; just a little far when the 
Mediterranean and Thailand are  
so close.

What opportunities are you  
watching out for this year?
More new and unique experiences, and 
the new segments we are getting into. 
We are focusing on the ultra-luxury 
segment, so we have to know where 
clients want to go and how to keep them 
always surprised. The more partners we 
have from events like ILTM, the faster 

Justin Moxley
CEO

Luphoric
Malaysia

In one paragraph, what’s unique 
about Luphoric?
Luphoric is the only bespoke luxury 
travel company in Malaysia, and we try 
to show our clients things that we have 
access to; change their vacation into 
something they maybe didn’t know  
they wanted. 

What’s making you smile about 
the business this year?  
We are expanding this year into 
Indonesia with a new business partner 
and friend of mine. We are going to start 
getting into some more segments: golf, 
corporate travel, ski, luxury cruises and 
private islands. Luphoric is also strong in 
private aircraft charter and will continue 
to focus on this as well as put more 
emphasis on luxury yacht charter. We 
really want clients to experience yachting 
as the trend in our region is just day 

You never want a client saying,  
‘Why didn’t you tell me about  

this new resort or island?’

we are able to support our clients and 
create amazing experiences for them. 
We deal with a lot of last-minute high-
end travel and having suppliers that are 
able to communicate at the spend is a 
major component of what we look for in 
suppliers.

What are you looking for at ILTM 
Asia-Pacific specifically?
Concierge services, private islands and 
private luxury villas. You never want a 
client saying, ‘Why didn’t you tell me 
about this new resort or island?’

In terms of products/sellers, 
what’s in and who’s out?
For us, what’s in would be experiences 
and service companies that can better 
support us. 

What’s out for us is traditional travel. 
We want our clients to go to Antarctica 
on a private jet, book a day trip to have 
lunch on a mountain with a private chef, 
and to have a good time. 

What’s your luxury motto this year?
Complete private luxury. A private jet, 
yacht, auto, island and lifestyle. 

David Goldman
Joint managing director

Goldman Group 
Goldman Travel Corporation

Australia

In one paragraph, what’s unique 
about Goldman Group?
We live by the motto ‘Big enough to 
compete and small enough to care’. 
There is always a dotted line straight to 
the owners of our business at anytime 
for any customer. This is unique!
 
What’s making you smile about 
the business this year?  
Seeing our teams come together to 
collaborate. One of our companies, 

SmartFlyer Australia, recently curated 
the first of a series of pop-up office 
spaces to bring together its team of 
independent travel advisors. Held 
in Sydney, the pop-up served as an 
information sharing initiative where 
colleagues met face-to-face to strategise 
and share knowledge.
 
What’s making you frown?
Online deals. At Goldman, we are 
always striving to educate our clients 
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Rajan Tiwari
Director 

Duurbeen Bespoke
India 

In one paragraph, what’s unique 
about Duurbeen Bespoke?
Get out of bounds! Take a trip that leaves 
its footprints on your heart. Duurbeen 
is your eyes to the world. Duurbeen is a 
word of mouth company and has grown 
by this publicity since its inception six 
years ago.

What’s making you smile about 
the business this year?  
India is an emerging market that has 
seen a significant growth over the last 
five years in the luxury segment. As 

per the latest forecast by IMF, India’s 
economic growth rate is 7.5 per cent, 
higher than any other economy. That 
means more spending on luxury hotels 
and brands. Previously, most of the 
luxury consumers were from Tier I cities 
(Mumbai, Delhi and Bangalore) but now 
there is more demand for luxury travel 
from Tier II cities.

What’s making you frown?
As it’s an emerging market, the travellers 
are young and at times they like to 
follow the trips or experiences that have 
been done by their friends or family 
members. I wish sometimes the clients 
are more open to new destinations and 
experiences which we would like create 
for them. 

What opportunities are you 
watching out for this year?
The Indian market started on a high 
this year and I hope it remains stable, 
which would be good for the industry, 
and luxury hotels and travel partners 
worldwide.

that the cheapest airfares or hotel rates 
aren’t always the most appropriate, 
and don’t always equate to the best 
value in the long run. For instance, a 
bargain restricted airline ticket isn’t 
appropriate if there’s a chance the 
flight may need to be changed so 
it’s always best to focus on smarter 
spending and spend appropriately to 
meet your travel needs as well as  
your budget.

What opportunities are you 
watching out for this year?
In 2018 we’re continuing our quest 
for client referrals (in both the leisure 
and corporate space). There is 
simply no better source of business. 
It is imperative to add value to all 
client bookings. We measure this 
added value as a tangible, say, a 
complimentary hotel breakfast, or 
an intangible, for instance, insider 

knowledge of a particular destination. 
What is the hottest restaurant in 
town? How can I get tickets to that 
incredible sold out show? We have 
the contacts and relationships to make 
the impossible possible. Overall, the 
opportunity to keep doing what we are 
doing as a collective and doing it better 
year on year. 2018 marks 35 years of 
The Goldman Group and the next 35 
years and beyond look as exciting 
as ever.

What are you looking for at ILTM  
Asia-Pacific specifically?
Unique properties and experiences.

In terms of products/sellers, 
what’s in and who’s out?
Clients are looking at more unusual 
destinations such as Iceland, 
Greenland or Russia/Far East. This 
makes our days more exciting – 
researching cities and experiences that 
aren’t traditionally popular.

What’s your luxury motto this year?
Go off the beaten track, explore and 
experience things that take you out of 
the daily grind. We are as much a part 
of the client experience as the clients 
themselves. We put ourselves in  
their shoes. 

What are you looking for at ILTM 
Asia-Pacific specifically?
ILTM has always been an inspirational 
event for the company; it gives us the 
opportunity to learn, get inspired and 
understand the collective mind of 
travel professionals gathered through 
the meetings and networkings.

In terms of products/sellers, 
what’s in and who’s out?
I would say it is subjective. Every 
traveller has a different  holiday 
preference. The answer is how can we 
evolve ourselves to create something 
experiential that they will remember 
forever.  

There is more demand in the Indian 
market today for travel designers who 
can cater to this on a professional level 
not seen before.

What’s your luxury motto this year?
Luxury is the most overrated word. I 
would say I like to get inspired every 
day to create a magical experience for 
my clients. 

...no better source of business 
(than client referrals).
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Planners seeking innovative products 
at ILTM Asia-Pacific may be in for a 
bounty. Raini Hamdi picks a few

Sellers 
showcase

First undersea villa, all-glass 
ballroom by pool, anyone?
Hilton’s Luxury Group, comprising 
Waldorf Astoria Hotels & Resorts and 
Conrad Hotels & Resorts, has a lot to talk 
about with luxury planners as the brands 
continue to expand in Asia-Pacific. 

Travel experts can get a sneak peek of 
Waldorf Astoria Bangkok, opening this 
year. Designed by acclaimed Hong Kong 
architect and designer, Andre Fu, the 
property is the brand’s flagship in South-
east Asia.

Meanwhile, sister Conrad, which 
positions itself as the destination for 
a new generation of smart luxury 
travellers, is launching a first-of-its-
kind undersea villa at Conrad Maldives 
and the refurbished Conrad Centennial 
Singapore (see Singapore report).

The Hilton’s Luxury Group booth at 
ILTM Asia-Pacific features a virtual oasis 
offering a glimpse into Conrad Maldives’ 
unique, game-changing undersea villa 
on Rangali Island.

Hilton’s Luxury Group is also hosting 
an exclusive evening reception on May 
22 to showcase Conrad Centennial 
Singapore’s newly-minted all-glass 
Pavilion ballroom by the pool.

A Shangri-La for kids
Always loved by luxury holidaymakers 
and planners of high-profile business 
and government meetings, Shangri-La 
Hotel Singapore has a new band of fans – 
the little ones  –  thanks to the renovation 

of its Tower Wing which features an 
entire level dedicated to families with 
young children.

Level nine houses 19 Deluxe Family 
Rooms and five unique Themed Family 
Suites. Each suite features an elegant 
bedroom for the adults and a whimsical 
children’s bedroom. Pick from Safari, 
Treetop, Castle, Underwater and Space 
themes.

As no stay for children is complete 
without play, there’s a new Buds by 
Shangri-La playground on level one 
housing a Recharge Café, a Toddler Zone 
and an Explorer Zone for children aged 
four and up.

Explorer Zone has five themed play 
areas – Waterfall, a pit filled with cassia 
seeds; Space, for aspiring astronauts; 
Underwater, a submarine themed climb-
and-slide structure; Fire Mountain where 
children can shoot soft foam balls from 
air guns; and Mesh Cave, a massive two-
deck net structure that meant the second 
level was one giant, bouncy trampoline.

Regular activities are held in three 
play rooms – Stage, a music room; 
Muddy, an arts studio where children are 
encouraged to paint on walls; and Bake, 
where children can discover the joys of 
cooking.

Buds extends outdoors with a giant 
pirate ship play structure and a splash 
pad.

Parents and child-minders are not 
forgotten. A pantry on level nine comes 
with a steriliser, washing machines and 

dryers that parents and child-minders 
can use. They are also supported by a 
family concierge who ensures that check-
in is done swiftly and remains on hand 
throughout the stay period to assist with 
stay and activity requests. – Karen Yue

Revitalisation of Year
Visit Wharf Hotels Management at ILTM 
Asia-Pacific and get insights into one of 
the best conservation projects in Asia, The 
Murray, Hong Kong. 

The flagship of Niccolo Hotels, The 
Murray is a uniquely Hong Kong icon and 
was a former government building located 
in Central. It underwent a high-profile 
transformation designed by Foster + 
Partners into a hotel featuring 336 over-
sized contemporary guestrooms and suites 
with enviable views of the city skyline and 
neighbouring Hong Kong Park. The cost: 
US$1 billion.

Facilities include a stunning rooftop bar, 
a series of signature restaurants and bars, 
and creative meeting and event spaces.

The Murray, which opened in January, 
offers a distinguished sense of arrival via 
its private forecourt, fronted by Murray 
Lane. Guests enter the building through 
its majestic 11m tall arches that give the 
building its definitive look. 

100,000 steps at 
third garden in heaven
Always full of ideas, Trisara Phuket, in 
collaboration with Fitbit, has launched a 
100,000 Step Fitness Experience that takes 

Conrad Centennial Singapore’s new Pavilion ballroom by the pool
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guests from its secluded beach into lush 
tropical jungles and out to the Andaman 
Sea, equipped with the newly-released 
Fitbit Ionic Smart Watch to track their 
fitness progress.

The programme starts with a private 
consultation to gauge the guest’s 
fitness levels and goals, resulting in a 
personalised schedule for the six or seven 
days to come, with the ultimate goal of 
achieving 100,000 steps during the stay. 
Activities such as kayaking, stand-up 
paddle boarding, circuit training, ocean 
swimming and rainforest walks along 
Trisara’s picturesque secluded shoreline 
form the core of the programme.

The package, in a private Ocean View 
Pool Villa, includes daily activities and spa 
treatments and a free Fitbit Ionic Smart 
Watch. It is valid for stays until October 31, 
with rates starting from US$850 per night.

The ‘Third Garden in Heaven’, which 
is what Trisara means in Sanskrit, should 
motivate fitness buffs to work and  
play harder.

Luxury on rails in Spain
Turespana, Spain’s tourism board, 
suggests that travel experts learn more 
about the beauty of discovering the 
different parts of Spain on board Renfe´s 
luxury sightseeing trains. 

El Transcantábrico Clásico and El 
Transcantábrico Gran Lujo offer the 
medieval and Celtic beauty of León to 
Santiago de Compostela. Clients will enjoy 
natural scenery along the Cantabrian coast 

The Murray, Hong Kong: best revitalisation

Shangri-La Singapore’s new VIPs – kids

Trisara: Get fit at the third garden in heaven
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and León’s Castilian valleys. The route 
takes the travellers to the splendour and 
opulent terrain of Green Spain or España 
Verde.

“Being on board these two luxury 
train lines is like being transported 
to different era of world history. 
The transition in between Spain’s 
six autonomous regions showcases 
Iberia’s rich historical charm and regal 
landscapes,” Turespana told TTG Asia 
Luxury. Roll your way to booth E70.

Think Serravalle
Serravalle Scrivia in the Italian region of 
Piedmont is on a mission to highlight the 
commune as an appealing destination 
for wining and dining, cultural, sports, 
fashion and wellness tourism. A 
#THINKSERRAVALLE project has been 
launched in conjunction with key partner 
Serravalle Designer Outlet, which 
extended the facility in 2016.

“Through the expansion of the outlet, 
McArthurGlen has contributed to the 
socio-economic development of the 
area over the years. We’ve always tried 
to promote the area as a real tourist 
destination,” said Daniela Bricola, 
director of the Serravalle Designer 
Outlet. “That is why we are happy to 
be part of this important project that 
tells what Serravalle really is: a different 
place, because besides shopping it can 
combine multiple experiences.”

History enthusiasts, for example, can 
indulge in the archaeological area of   

Libarna, an authentic Roman city, one of 
the most important in Northern Italy. For 
clients who love art and architecture, the 
path goes through the historic centres of 
the medieval villages of the area, whose 
streets overlook Romanesque churches, 
Renaissance palaces and villas, before 
continuing towards the hills, visiting 
the noble houses that today are home to 
important wineries.

Travel experts at ILTM Asia-Pacific 
should wean their way to booth number 
is E80 and learn that there is much more 
to Serravalle than just shopping.

Shop till you drop and shop again
The Bicester Village Shopping Collection, 
comprising 11 villages which are home 
to more than 1,300 boutiques, says it will 
be offering clients more brands, more 

pop-ups boutiques and restaurants and a 
bigger calendar of celebrated events this 
year.  

Strategically located within easy ac-
cess of Europe’s most popular gateway 
cities and China’s Suzhou and Shanghai 
hubs, guests can conveniently incorpo-
rate visits to the villages in the collection 
as part of their itineraries in Europe and 
China, it said. To learn more, visit  
stand E92.

Nai Harn Phuket gastrorgasm
The Nai Harn, Phuket says it is reaching 
new epicurean heights this year. The 
resort’s gourmet journey began in 
January with visits by two of the UK’s 
most celebrated masters of fine dining 
and mixology.

Salim Khoury, former head barman 
of the iconic American Bar at The Savoy 
in London, shared his expertise with bar 
staff during a residency at the resort. He 
added two signature creations, The Nai 
Harn Dusk and The Tikimosa, to the 
bar’s cocktails list.

British celebrity chef Will Holland, 
from The Atlantic Hotel in Jersey, 
also spent a week on property. The 
Michelin-starred chef created a series of 
special dishes for the hotel’s beachfront 
restaurant, Rock Salt.

This month, the world’s top wine 
critic, James Suckling, will judge the 
Best Rosé of Thailand 2018 competition 
with blind tastings and a gala awards 
ceremony at the hotel’s spectacular 
Reflections rooftop lounge.

Bicester Village Shopping Collection

El Transcantábrico Clásico saloons
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And by the way, did you know The 
Nai Harn’s Cosmo Restaurant now 
serves caviar produced on a sustainable 
sturgeon farm in Hua Hin? Learn more: 
go to Leading Hotels of the World booth

Get to know ILTM venue quickly
OK folks, get to know the venue of ILTM 
Asia-Pacific. Here are three quick facts:

– It is Singapore’s largest hotel with 
2,561 rooms and suites, which have just 
been renovated. 

– It boasts 74,320m2 of retail mall with 
more than 170 luxury and premium 
brands to choose from. (Catch a new 
Digital Light Canvas within The 
Shoppes, a first-of-its-kind permanent 
digital installation which transports 
visitors into an imaginative world of 
digital art.)

– It has celebrity chefs dining concepts 
from 200m above ground atop the iconic 
Sands SkyPark.

Classic Langham is  
young at heart
What we love about Langham Hotels 
and Resorts is, even though it has a 
lineage going back to 150 years, the 
brand stays young at heart. Take its pet 
programmes, offered in Sydney, the only 
pet-friendly accommodation among the 
city’s luxury hotels, and in Pasadena, Los 
Angeles. Expect your client’s best friend 
to enjoy doggie dining, canine massages 
and a dedicated newsletter which 
highlights activities they both can enjoy 
at the hotel and around town.

At The Langham, Huntington, 
Pasadena, children can also learn all 
the essential skills of enjoying a proper 
afternoon tea at a special Etiquette 
Tea with certified instructor Nancy 
Hoogenboom of Daily Etiquette. Served of 
course in signature Langham Wedgwood 
tea crockery. Sooooo adult! Go to Langham 
booth to find out its other creative ideas.

Buyers visiting AccorHotels booth: 
give five-10 minutes more 
If you are visiting AccorHotels at ILTM 
Asia-Pacific, our advice is: set additional 
time please, because its luxury sales team 
will have plenty to update you on the 
chain’s growing luxe network in  
Asia-Pacific.

Did you know AccorHotels is adding 
over 20 new properties in the region this 
year alone? These include hotels in Sydney, 
Luang Prabang, Seoul and Tokyo.

“The past few years have been an 
exciting time for AccorHotels with 
sustained growth in our Asia-Pacific 
luxury network and we will continue 
to grow in this sector,” said Michael 
Issenberg, CEO Hotel Services, Asia- 
Pacific. 

Some recent and upcoming openings 
include: The William Inglis Hotel 
MGallery by Sofitel in south-western 
Sydney (January), Sofitel Inle Lake Myat 
Min, Myanmar (March), Pullman Luang 
Prabang (April), Fairmont Wuhan China 
(3Q) and Pullman Tokyo Tamachi (Q4). 
This year will also be a significant year 
for the group as it will see the reopening 

of Raffles Hotel Singapore following a 
multimillion restoration.

Dance on the pool
Fancy having the flexibility of holding 
events over water. The Ritz-Carlton, 
Millenia Singapore can’t wait to show 
you its latest idea which allows planners 
to hold events on its pool which can 
be partially or completely covered 
with transparent Plexiglas-top cubes. 
Engineered to support weights of up to 
800kg per cube, the cubes can be custom-
built to take on various shapes, from a 
rectangle, to a square or even a T-shape 
to accommodate the entire length and or 
width of the pool, or just a portion to suit 
a variety of purposes. 

These include a car or product launch, 
a pool party, an outdoor concert with 
a dance floor, a fashion show or even a 
wedding. The outdoor atmosphere can be 
accentuated by video projection mapping, 
LED lighting in the trees and foliage,  
and underwater lighting. Go to B120 to 
learn more. 

Edition marks ‘pivotal’ moment 
Edition says 2018 marks a pivotal 
moment for the brand as it grows from 
just four to 11 hotels by the end of this 
year.

Following The Sanya Edition launch 
in December 2016, Edition’s Asian 
presence is scheduled to expand with 
two additional properties launching 
in Shanghai and Bangkok this year. In 
addition, the brand’s second and third 
European hotels are set for launch in 
Bodrum and Barcelona. Edition will 
launch its first outpost in the Middle East 
in Abu Dhabi, while Edition will increase 
its US presence with two properties 
located in New York’s Times Square and 
West Hollywood. 
The brand’s 
expansion 
is expected 
to continue, 
reaching a 
20-strong 
property 
portfolio by 
the end of the 
decade.

Luxury shopping at The Shoppes, Marina Bay Sands Singapore

Check out a video 
presentation of  

this article: 
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Look no further than to a spike in FIT and 
high-end group travel to Switzerland as a 
mirror of how Asia-Pacific has blossomed as 
a luxury travel market, Raini Hamdi writes

Mirror of 
Asia’s rising 
wealth

longhaul switzerland Think of it as a kind of natural selection. If 
Switzerland were a handbag, it would be a Chanel 
or Hermès, coveted for their quality and prestige, 
but available only to those who can afford the eye-
watering price tag. For centuries, the small yet richly 
diverse country has drawn wealthy Americans, 
Italians, Germans and other Europeans to it for 
alpine adventures, culture & history, gastronomy, 
wellness retreat and other delights. Now the magnet 
is facing east.

China aside, South-east Asian markets have 
become exciting for Swiss top-end players, including 
the House of Gübelin and Clinique La Prairie (see 
page 51) which are present at the first ILTM Asia-
Pacific in Singapore this month to raise awareness of 
their attractions to Asian luxury travel buyers. 

Their effort is not a shot in the dark. Switzerland 
Tourism reports that there is roughly 50 per cent 
more five-star hotel overnights in Switzerland 
from Asia (excluding China) in the last five to 

Switzerland ice days
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six years. Nearly a quarter (23 per cent) of 
Singapore travellers in Switzerland stay 
at five-star hotels, for example, and 14 per 
cent of Taiwanese visitors, said Ivan Breiter, 
Switzerland Tourism director of South-east 
Asia. Switzerland expects an annual growth 
rate of about five to six per cent in the 
number of high-yield FIT and group travel 
from Asia-Pacific markets.

“We see growth from all the Asia-
Pacific markets. Very strong increases from 
Singapore, Australia, Taiwan, India and 
Thailand but also Japan and particularly 
South Korea,” said Breiter.

His strategy to fuel the boom varies by 
market. In Australia, for instance, the focus is 
more on active luxury experiences for FITs. In 
South-east Asia, Switzerland Tourism focuses 
largely on incentive travel, while in Japan it 
is intensifying partnerships with additional 
luxury travel agents.

“Our tourism infrastructure and price 
range are not set up for mass tourism, rather 
for guests that are looking for individuality, 
exclusivity and a luxury experience. Thus, as 
outbound travel from Asia-Pacific increases, 
we are getting more of the higher-end 
customers.”

Gübelin’s director tourism, Beat Dreier, 
smells a whiff of “higher turnover” from 
bigger numbers of high-end FITs and small 
upscale groups from Asia. The well-known 
house of exquisite jewellery, gemstones and 
watches expects a yearly increase of six to 
eight per cent from the region.

“Hong Kong is of course central to our 
family-owned Swiss company which dates 
back to 1854. We opened a branch (in Hong 
Kong) of our well-known Gübelin Gem 
Lab in 2010, then our Private Salon and the 
Gübelin Academy in 2013. But from the 
point of view of South-east Asia, Thailand, 
Malaysia, Singapore and Indonesia are 
relevant for us. We recognise their growing 
potential with good buying power, so we 
are targeting these markets, even though we 
have noticed that so far that their average 
spending is slightly lower than China’s.

“We attend the first ILTM Asia-Pacific in 
Singapore to see new and old friends, meet 
new tour operators and MICE buyers from 
the entire Asia-Pacific who have business in 
Switzerland or intend to,” said Dreier.

Ivan Breiter
Director of South-east Asia, Switzerland Tourism

“Our tourism infrastructure 
and price range are not set  
up for mass tourism...thus as 
outbound travel from Asia-
Pacific increases, we are 
getting more of the higher-
end customers.”

Gubelin expects six to eight per cent growth from Asia
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Gübelin offers visits to its 
headquarters, particularly the Gem 
Lab, the jewellery design centre and the 
atelier where it produces its jewellery. 
Groups for the 1.5-hour private tour are 
kept to a maximum of 10-12 persons. It 
can also organise a private cocktail in 
its Lucerne boutique for a maximum of 
100 pax. Currently, it is working on a 
private presentation about gemstones 
in its Lucerne boutique, followed by a 
visit of the boutique. The three activities 
are available on request, with at least a 
month’s notice.

Kuoni Global Travel Service (GTS), 
a leading provider of group travel and 
global MICE services for the Asian 
market, said it has seen a 50 per cent 
increase from Asia this year over 2017, 
a growth rate also seen in 2016 and one 
that is expected to continue year on 
year, according to Reto Kaufmann, vice 
president sales & sales operations South-
east & South Asia.

“In South-east Asia, Thailand is clearly 
leading the pack, thanks to Kuoni’s 
pioneer product, Royal Footsteps, which 
follows the beloved King (Bhumibol)’s 
legacy in Switzerland,” Kaufmann said. 

“The programme, done with the 
support of Switzerland Tourism,  
incorporates exclusive features to provide 
the traveller with a very authentic journey 
following their beloved King’s life in 
Switzerland.”

Kuoni GTS is also introducing a new 
product for mini groups in Asia, offering 
them smaller vehicles to explore off-
the-beaten tracks, and the flexibility  to 

“In South-east Asia, 
Thailand is clearly leading 
the pack, thanks to Kuoni’s 
pioneer product, Royal 
Footsteps, which follows 
the beloved King’s legacy 
in Switzerland.”

Reto Kaufmann 
Vice president sales & sales operations 
South-east and South Asia,  
Kuoni Global Travel Service

“The Asia-Pacific market is for us an 
emerging one. We have been investing 
in the Chinese market for the past three 
years and ILTM Asia-Pacific is our first 
step towards Asia-Pacific markets,” 
said Antonella Archidiacono, sales & 
marketing manager. 

“We are a property with 133 years of 
history, privately-owned and managed, 
young at heart. Villa Castagnola has 
everything you need: art, gastronomy, 
romance, well-being and most of all 
personal service,” said Archidiacono.

While Switzerland has innate 
advantages – its small size makes it 
a compact destination with varied 
appeals while its superb infrastructure 
ensures that attractions are easily 
accessible – it does face competition for 
Asians, especially from destinations 
they now consider ‘exotic’. Breiter 
admitted as much. Lifetime trips such 
as the Antarctica, or African safaris, are 
making inroads into the Asian market, 
as well cruise lines, which have stepped 
up marketing efforts due to increased 
capacity, he noted.

That’s why Switzerland Tourism is 
making a big show at ILTM Asia-Pacific, 
said Breiter. 

“Switzerland is synonymous with 
Swiss quality, breathtaking landscapes 
and world-class hospitality. As a leader 
in high-end travel, we need always to 
stay top of mind and showcase the wide-
ranging luxury offers in our country.”

Davos, Switzerland

S
hutterastock.com

change routes on a daily basis, he said. 
The only issues that may derail the 

growth target, said Kaufmann, are hotel 
availability in key cities such as Lucerne 
and Interlaken, or the availability 
of products as Scenic Trains on a 
short notice, given the market’s short 
booking lead time. That said, Kuoni 
GTS is seeing success in encouraging 
organisers to move their groups 
into newer (to Asians) areas such as 
Graubunden, with world-famous Davos 
or St. Moritz as “a possible hub for 
incentive groups”.

ILTM Asia-Pacific also sees players 
from other Swiss areas that are 
relatively new to Asians. One such 
example is Villa Castagnola, located 
in the heart of Lugano, the Italian-
speaking part of the country.



TTG Asia luxury | May 2018  51

Clinique La 
Prairie to 
open Asian 
centre
Clinique La Prairie, the super-sleek 
clinic, spa and hotel in Montreux on 
the shores of Lake Geneva, is planning 
to open a major wellness centre in an 
Asian city, possibly in Singapore, Hong 
Kong or Shanghai.

Clinique La Prairie’s CEO, Simone 
Gibertoni, told TTG Asia Luxury that 
the Asian facility, to be located in the 
centre of the city, will include a spa with 
“strong aesthetic and medical expertise 
consultation, which follows the progress 
of clients in the region after they have 
been to our Swiss hub”.

The company said over 40 per cent 
of its clients are now Asians (including 
Chinese). Last year, it saw a 25 per cent 
growth from the region.

Seeing that Asia-Pacific markets are 
more interested in health and anti-aging 
services, Clinique La Prairie wants more 
visibility in the region, said Gibertoni. 
The company is participating at ILTM 
Asia-Pacific this month to meet the 
right partners who can understand 
well what it offers. “Not many know 
that Clinique La Prairie’s strength is 
having everything under one roof: 
medical clinique, spa, hotel, restaurant, 
dieticians, etc. When our guests leave 
Clinique La Prairie, they sometimes 
tell us that they did not expect such 
a wealth of offerings, which means 
we have not fully communicated our 
enormous value,” he said. Over 60 per 
cent return for more, he added.

The priority South-east Asian 
markets for Clinique La Prairie are 
Singapore, Malaysia and Thailand. “In 
terms of the economy, these are really 
fast-growing markets,” said Gibertoni.

“They are interested specifically in 

Clinique La Prairie Spa pool

By Raini Hamdi

has been created for people who 
would like to have a week of wellness 
and detoxify their body,” he said.

Some joke that one would feel well 
just staying in one of its 35 rooms and 
suites in three buildings located in 
tranquil surroundings that afford the 
most breathtaking views of the Swiss 
Alps. Prices, it goes without saying, 
are as high as the alps – think tens 
of thousands of Swiss francs for the 
Revitalisation plan.

But Gibertoni said: “When you 
enter the world of Clinique La Prairie, 
you will know that you have made an 
important decision. It is a question of 
dedicating time to your most precious 
asset: your health.”

“It’s a question of 
dedicating time to 
your most precious  
asset: your health.”

Simone Gibertoni
CEO, Clinique La Prairie

health and anti-aging services, which is 
the main focus of Clinique La Prairie.”

The brand has an established history 
of innovative, scientific research in 
longevity. It has a full medical facility 
with 50 doctors in various specialities. 
Its most exclusive programme is 
Revitalisation, offered since 1931, 
comprising a one-week rejuvenation 
based its “extract” to restore the body’s 
ability to regenerate and discover a 
new sense of youth and vitality. It also 
launched a Master Detox programme 
recently, providing in-depth analysis and 
genetics testing for a tailored toxin detox. 

Gibertoni said the Master Detox is an 
example of how Clinique La Prairie keep 
up with current needs while continuing 
to offer its classic service. “We notice that 
people are starting to take care of their 
health at a younger age. This programme 



keeps the world 
moving

MATTHIAS
KAESWEBER

#keeptheworldmoving

Singapore, 21st - 24th May 2018
www.iltm.com/asiapacific

Matthias Kaesweber, VP Sales & Marketing 
The Set Hotels

“The ILTM events always exceed my 
expectations! The value of the insight 
and understanding into the many 
different facets of each market gained 
cannot be overestimated at this 
pivotal moment for our young and 
rapidly expanding company. With our 
next iconic property opening soon, 
the Lutetia in Paris,  ILTM will play an 
even more important role in our work.”
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While overall 
international 
arrivals to Laos 
have taken 
a hit, Luang 

Prabang is bucking the trend, and 
the addition of luxury hotels this 
year, among them a Rosewood, 
Sofitel and Avani+, is anticipated 
to stoke up a nicely burning fire 
among upmarket visitors to visit 
the UNESCO World Heritage Site.

Laos has been on a downward 
trend since 2016, with foreign 
arrivals dropping 10 per cent to 
4.2 million in 2016 over 2015, and 
again 9.1 per cent to 2.9 million in 
the first nine months of 2017 (latest 
available figures at press time 
from the Ministry of Information, 

Above Stunning 
temples in the old town

Think alternative 

or emerging luxury 

destination in Asia and 

a lot of travel experts 

will have two words 

on their lips: Luang 

Prabang. Raini Hamdi 

finds out why

Culture & Tourism) over the same 
period in 2016. 

However, Luang Prabang saw 
a growth of 5.3 per cent in 2016 to 
469,586 foreign arrivals, inching 
up as the third most-visited 
province by international visitors 
after the capital, Vientiane, and 
Savannakhet. Between 2010 and 
2016, overseas arrivals to Luang 
Prabang rose 205 per cent. 

Australia chalked up the highest 
growth for Luang Prabang in 2016 
(10.9 per cent), followed by Canada 
(5.9 per cent), France (4.7 per cent), 
Germany (4.3 per cent) and China 
(4.1 per cent). 

A lack of destination marketing 
– especially when other ASEAN 
destinations have stepped up their 

New luxury?  
It’s Luang Prabang

destination alt-luxe
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game – is widely seen as a reason 
for the overall slowdown in foreign 
arrivals to Laos. But what of the 
steady increase to Luang Prabang in 
the past five years and, particularly, 
the rise in the number of luxury 
travellers?

“In contrast to the general trend 
(of a Laos slowdown), we have seen 
a significant increase in business 
coming through our designated 
LUXE sector with 1Q2018 
performing 37 per cent better than 
the same period last year and agents 
booking through the Virtuoso 
Luxury Travel network 30 per cent 
ahead,” said Exo Travel group 
general manager, Hamish Keith. 

“This growth is driven in part 
because Exo has been promoting 
Laos more specifically as a luxury 
and experiential destination, 
and also due to an increasingly 
demanding luxury market for a less 
mainstream and more authentic 
destination, a niche that Laos 
delivers on more levels than the 
better promoted but also more 
heavily visited neighbours.”

Diethelm Travel Laos general 
manager, Georgie Walsh, links 
Luang Prabang’s popularity to the 
current trend of wealthy travellers 
desiring “something different: 
cultural, spiritual, adventurous or 
trendy”. 

Luang Prabang has all of the 
above. Visitors to the ancient capital 
of 14th century Laos are transported 
back in time to a slower pace, well 
preserved place and unaffected 
people. The UNESCO listing is a 
blessing, for there are rules in place 
to ensure Luang Prabang’s heritage 
remains intact. The town is unique 
– rows of houses in French colonial 
architectural style, energetic in 
their new purpose as thriving cafes 
and French or Laotian restaurants. 
Splendid gilded temples co-exist 
with Indo-Chinese villas. 

Amantaka Luang Prabang, for so 
long the destination’s ‘go-to’ for a 
luxury hotel, not only has a lot more 
company now; the new players are 

and Resort. Decorated with intricate 
Indo-Chinese-inspired artwork 
and fitted with sumptuously 
comfortable furnishings from bow 
to stern, Bohème spoils with facilities 
including an expansive sun deck, 
wine cellar and spa. 

The journey from Chiang Rai/
Chiang Khong to Luang Prabang is 
two nights as it heads downstream. 
The upstream cruise takes three 
nights. Voyagers will be captivated 
by the languid river lifestyle and 
nature along the Mekong River 
valley.

The other vessels include Gypsy, 
an exclusive two-cabin cruiser 
perfect for one or more nights 
along the Mekong for up to four 
passengers; Nomad, ideal for 
sunset cruises for couples; Play, a 
floating lounge for private events or 
adventure for up to 15 passengers; 
and Monsoon, a scheduled touring 
vessel to the Pak Ou caves, known 
for having thousands of Buddha 
statues left by pilgrims over 
centuries.

Luxury players such as Exo 
and Diethelm are also motivated 
to ensure word gets around that 
Luang Prabang is the new luxe 
secret. Diethelm, for instance, 
finds the best times to visit main 
sites such as the Pak Ou caves or 
Kuang Si falls to beat the crowds, 
and offers unique offerings such a 
sandbank lunch in a private area 
on the Mekong River with Mekong 
Kingdoms, visits to hidden temples 
and specialist workshops.

In contrast to 
the general 
trend (of 
a Laos 
slowdown), 
we have seen 
a significant 
increase in 
business 
coming 
through our 
designated 
LUXE sector...

Hamish Keith, 
group general 
manager,  
Exo Travel

entering with new tricks. 
Said Walsh: “Rosewood is 

attracting the more experiential 
travellers looking for unique 
accommodation. Camping being the 
latest luxury trend, the property’s 
luxury hilltop tents decorated by 
the panache of Bill Bensley and 
surrounded by a lush jungle makes 
it one of the hottest new openings 
in South-east Asia. The fact that 
it is only a 15-minute drive from 
the town centre of Luang Prabang 
means that it is easily accessible and 
perfect in combination with Siem 
Reap, Hanoi or Northern Thailand.”

Minor Hotels also has more 
in mind for Luang Prabang than 
just an Avani+, its new sub-brand 
which, incidentally, to many people 
was launched because the Luang 
Prabang hotel did not fit as an 
Anantara or Avani. Though Avani+ 
in itself is a coup for Minor – it’s the 
former Azerai and is the only hotel 
within a stone’s throw to town, 
with a large pool and smart rooms 
that will appeal to young-at-heart 
and tech-savvy travellers – Minor’s 
game plan is to connect Laos to 
Thailand through cruises along the 
mighty Mekong between Thailand’s 
Golden Triangle and Laos. 

It has launched Mekong 
Kingdoms, fielding a fleet of five 
refitted luxurious rice barges. 
Travellers can join the flagship 
Bohème, a 42m, 13-cabin luxury 
barge, at Luang Prabang or Chiang 
Khong located near Anantara 
Golden Triangle Elephant Camp 

Above 
Minor Group’s 
Mekong Kingdoms 
creates new luxury 
possibilities for 
Luang Prabang
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A touch of modest royalty

By Raini Hamdi

LOCATION
Minutes’ walk to the 
old town, night market, 
museum (the former 
Royal Palace), Wat 
Xieng Thong Temple 
(Luang Prabang’s most 
visited monument) 
and just 50m to Wat 

Pramahatthat, where 100 monks 
receive alms from locals before 
sunrise, a sight not to be missed.

AMBIENCE
Once the home of Laos’ four-
time prime minister, Prince 
Souvannaphoum, the two-storey  
La Residence building has a 
distinct French colonial architecture 
but its interior carries a palpable 
sense of  localness. It boasts four 
luxurious rooms. A Garden Wing 
extension offers another 20 rooms.

ROOMS
My Laos Room in La Residence 
was formerly the Queen’s 
bedroom. It is large (45m2) and, 
to my relief, is pleasantly homely 

rather than fussily regal. French 
windows overlook the pool and a 
lush tropical greenery – coconut 
and bamboo trees, tall banana leafs, 
tropical flowering plants such as 
hibiscus and bougainvilleas. I get 
a rush of nostalgia from the rustic 
scenery beyond the hotel: Laotian 
houses with their distinct long 
roofs; the absence of high rises; the 
peace and quiet, where the only 
sounds are from the pool’s waterfall 
feature, the chirping of birds and 
the occassional cock-a-doodle-doo.

Now an affiliate hotel managed 
by Banyan Tree Holdings’ Angsana 
Hotels & Resorts, my room has lots 
of local touches: parquet flooring 
and Laotian fabrics for furnishing, 
a baldachin over the bed, and 
Angsana’s signature wall with 
three recesses in which are placed 
three small Laotian lanterns. It is 
a hugely comfortable room with 
modern comforts such as cable TV, 
Wi-Fi (also throughout hotel) and a 
beautiful free-standing bathtub. 

FACILITIES
Elephant Blanc by the poolside 
serves Laotian and Indo-Chinese 

cuisine and is open for breakfast, 
lunch and dinner. I had steamed 
fish with lime sauce and spicy 
chicken salad; pretty delicious. 

There’s an Angsana Spa, 
which offers a whole range 
of treatments. My 90-minute 
Angsana massage, by a Thai 
lady named Kinara, was just 
wonderful. 

Bicycles are available for 
guests and are a wonderful way 
to explore Luang Prabang.

SERVICE
The hotel’s string of young 
local people may not be the 
fastest or the most polished, but 
they are simply unforgettable 
for their eagerness to please, 
communicate and serve. 
I love their sincerity.

VERDICT
Authentic, serene, restful. 
Luang Prabang is seeing newer 
luxury hotels but this ‘maison’ 
(house) will always remain 
unique because of its history and 
heartfelt service, led by manager 
Wattana In.

Left, La Residence building
Above, Laos Room, formerly the Queen’s bedroom

Name Maison 
Souvannaphoum Hotel
No. of rooms 24
Address Rue Chao Fa Ngum, 
Ban Thatluang, Luang 
Prabang, Laos
Contact 
Tel: (856) 71 254 609
Email: maison@angsana.com
Website: www.angsana.
com/en/laos/maison-
souvannaphoum

Check-in
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CEOs of independent hotel groups aren’t afraid of Airbnb or new 
soft brands launched by global hotel chains. In fact, they seem 

energised by the increased competition, says Raini Hamdi

Fighting fit

Top (From left) Kristie Goshow; Michelle Woodley; Lindsey Ueberroth; Caroline Michaud Bottom Filip Boyen (left) and Geoff Andrew
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R eclassifying their 
portfolios. Launching 
the right kind of loyalty 

programmes. Adding more 
resources in development and 
sales. These are busy days for 
CEOs of independent hotel 
groups who – far from being 
cowed by competition from the 
home-sharing economy or a slew 
of new soft brands launched 
by international hotel chains – 
are showing they love a good 
challenge. Have a look:

PREFERRED HOTELS  
& RESORTS
Preferred is 50 years old this year, 
but shows no signs of a mid-life 
crisis. A new female leadership 
will have none of it anyway. 

In March, the first non-Ueber-
roth president, Michelle Woodley, 
was named, along with a new 
chief marketing officer, Kristie 
Goshow, and a new EVP corporate 
communications & PR, Caroline 
Michaud. The move was designed 
to harness the skills sets in key 
functional areas of experts outside 
the family, said CEO Lindsey 
Ueberroth.

Preferred ended 2017 with 
a 22 per cent year-on-year 
increase in reservations revenue 
to US$1.35 billion, and the 
addition of 103 new properties, 
validating its rebranding in 2015, 
where each of its 650+ member 
hotels was aligned with one of 
five collections: Legend, LVX, 
Lifestyle, Connect and Preferred 
Residences. The idea of the 
exercise, said Ueberroth, was to 
provide a more intuitive way 
for consumers to search and 
book their lodging based on the 
type of luxury experience they 
are seeking, rather than by the 
‘brand/hotel type’ way that hard 
brands had taught them to do. 

It has paid off, not just in the 
increased revenue and bigger 
membership, but by only serving 

to enhance the large degree of 
repetitive, indistinguishable 
products hotel chains have in their 
network.

“The process of reclassification 
allows traditional independent 
hotel groups to organise 
themselves into meaningful 
collections that make it easier 
for a consumer to understand 
their diverse portfolio without 
compromising on individual 
hotel personalities,” Ueberroth 
told TTG Asia Luxury. “While it is 
a key advantage to offer a great 
deal of variety in accommodation 
choices, authentic experiences and 
unique global destinations, we 
must also be easy to sell and easy 
to buy, regardless of the member’s 
reason for travelling. Therefore, 
transparency in pricing and 
breadth of information on these 
hotel choices are paramount.”

To support the differentiation of 
brand collections and the audience 
they resonate with, its loyalty 
programme I Prefer was enhanced 
through the launch of a mobile 
app and exclusive member rates. 

“These new offerings fuelled an 
84 per cent increase in stays, more 
than 50,000 downloads for the I 

Prefer mobile app (available on iOS 
and Android), and more than US$8 
million in member rate reservations 
revenue for participating hotels. 
To-date, I Prefer has more than 2.5 
million members worldwide,”  
said Ueberroth.

Plans are to continue enhancing 
the benefits and offers for I Prefer 
members, and to further strengthen 
engagement with them. At press 
time, details are under wraps 
but Ueberroth emphasised two 
key phrases, “true loyalty” and 
“gratitude”. 

She said: “The consumer has 
been educated to expect instant 
gratification due to the proliferation 
of rewards programmes in every 
aspect of their daily lives, from 
supermarkets to healthcare. 
In fact, most of us will receive 
benefits before we have actually 
demonstrated any loyalty to a 
brand. 

“Consequently, loyalty 
programmes must work 
significantly harder to deliver on 
their true intent – brand loyalty – 
especially in the hotel space where 
the traditional ‘earn and burn 
points’ model isn’t as effective as it 
once was. Loyalty is fast becoming 

Above The 
Fullerton Hotel, 
a Preferred 
member

In fact, 
most of us 
will receive 
benefits 
before we 
have actually 
demonstrated 
any loyalty 
to a brand...
programmes 
must work 
significantly 
harder.

Lindsey Ueberroth
CEO, Preferred 
Hotels & Resorts
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a singular focus that necessitates a 
reward framework based around 
the needs ‘of one’ rather than ‘the 
loyal community’.” 

Preferred will also relaunch its 
website in the third quarter. This 
will include a dedicated section 
on Preferred Residences which, 
according to Ueberroth grew 
significantly in 2017 and now has 
70 members. 

WORLDHOTELS
In March, WorldHotels 
reclassified its 350 members into 
three collections, WorldHotels 
Distinctive, WorldHotels Elite and 
WorldHotels Luxury, from two 
collections previously, WorldHotels 
and WorldHotels Deluxe.

Distinctive covers upscale 
properties, Elite upper upscale and 
Luxury is, well, as the name says. 

In general, WorldHotels 
members became part of 
WorldHotels Distinctive while 
members that were WorldHotels 
Deluxe became part of WorldHotels 
Elite. The very best hotels became 
part of WorldHotels Luxury. 

“The re-classification clarifies 
the market positioning of our 
collections, so our sales team 
can sell our hotels to our clients 

with greater confidence,” Geoff 
Andrew, CEO of WorldHotels, said. 
“Therefore, travel agents as well as 
guests get a better understanding 
of the accommodations and the 
services they can expect before they 
book with WorldHotels.”

He added: “The creation of 
the new collections signals that 
we will be taking a more focused 
approach to the quality levels 
within each segment. Hotels that 
don’t meet our quality standards 
will obviously be addressed and 
given the opportunity to resolve 
these issues. If a hotel does not 
improve its quality standards, it 
is possible that it will be excluded 
from its collection and the overall 
WorldHotels’ portfolio. As the 
brand continues to grow and 
expand, new properties will 
have to continue to adhere to the 
standards for each collection to 
maintain the integrity of each.”

So is WorldHotels shifting 
towards the high-end? Said 
Andrew: “WorldHotels has 
always been involved with luxury, 
high-end properties. The overall 
WorldHotels portfolio, however, 
ranges from upscale to luxury and 
we will continue to serve all of 
them. Because of the upper upscale 
and luxury portfolio of our sister 

company ALHI (Associated Luxury 
Hotels International), we do see 
an opportunity to grow within the 
high-end market. However, this 
does not mean we will be shifting 
solely towards the high-end.”

Since ALHI parent, Associated 
Luxury Hotels, acquired 
WorldHotels in February 2017, 
work on leveraging the two brands 
has been going on in earnest. ALHI 
handles global sales, particularly 
meetings & incentives, for its 
membership comprising more 
than 250 luxury hotels and resorts, 
primarily in the US. WorldHotels’ 
portfolio, on the other hand, 
comprises 350 properties, many 
outside the US.

Andrew said WorldHotels is 
leveraging the luxury aspect of 
ALHI to elevate the overall brand 
of WorldHotels. ALHI too has been 
generating leads of clients they 
can’t place in their own portfolio 
to WorldHotels. “Between us, we 
have 150-odd sales people and 
600 hotels. One of the things that 
we’re looking at is, what services 
can we add that will benefit both 
organisations and members?” he 
said.

WorldHotels is targeting a 
massive growth from its present 
350 hotels to 500 properties within 
the next three years. Asia-Pacific is 
a clear target of growth, as seen in 
two key promotions in April, James 
Koh as regional vice president of 
hotel development Asia-Pacific, 
and Ganessan Suppiah as regional 
vice president of sales Asia-Pacific. 
Both have served WorldHotels for 
over 11 years. Outside Asia-Pacific, 
a global director of travel industry 
partnerships, Tim Burke, has been 
hired, based in Dallas, along with 
a regional director of sales based in 
Los Angeles, Fernando Carranza.

“WorldHotels is currently 
making significant investments to 
enhance its service offerings for 
independent hotels including the 
expansion of its already extensive 
global sales and e-commerce force 

Above Grand 
Ferdinand, Vienna, 
a member of 
WorldHotels Elite, 
one of three new 
classications of 
the WorldHotels’ 
portfolio

Today, 
independent 
hotels want 
loyalty 
programmes 
to help 
them drive 
more direct 
bookings and 
reduce their 
dependency 
on OTAs and 
other third 
parties. 

Geoff Andrew,  
CEO, WorldHotels
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along with new additions to its 
development team,’ said Andrew.

A new global loyalty 
programme, The List, will 
also be launched this summer, 
emphasising instant benefits for 
guests, such as an arrival ritual 
and upgrades on availability, and 
harnessing the collective marketing 
resources of participating member 
hotels.

Andrew won’t give away the 
details, only saying: “Guests 
have a new set of expectations. 
They expect loyalty programmes 
to offer greater flexibility and 
personalisation; they are looking 
for individualised value and they 
want more than just points.”

Added Andrew: “In hospitality, 
loyalty programmes will see a lot of 
changes within the next years. The 
industry needs to redefine what 
hotel loyalty is in order to adapt 
to changing consumer behaviours 
and hotel (members) expectations. 
Today, independent hotels want 
loyalty programmes to help them 
drive more direct bookings and 
reduce their dependency on OTAs 
and other third parties. That is why 
WorldHotels has been rethinking 
how loyalty is recognised and 
rewarded and will introduce a new 
loyalty programme this summer.”

SMALL LUXURY HOTELS 
OF THE WORLD (SLH)
SLH launched a new look and feel 
in 2015, and was the first among 
independent hotel chains to reboot 
their loyalty plan to suit today’s 
needs. It launched Invited, which 
replaced Club of SLH, last October. 

Invited does reflect the pivot 
indie hotel groups are trying to 
make, from the typical point-
based redemptions for free nights 
or upgrades offered by big-
name chains, to what SLH CEO 
Filip Boyen described as “being 
more responsive to distinctive 
experiences”. 

Guests want immediate 
gratification and tailored 
communication, he said. Points 
accumulation is tedious. It’s the 
“basics” that now count. “No one 
is interested in lounge access if 
they have to then pay for breakfast 
each morning at their hotel,” Boyen 
pointed out.

“Our members do not want 
points because it takes effort to 
work out meaningful value. What 
members want is simplicity and 
Invited delivers just that – the more 
a member stays, the better it gets 
with SLH,” he added.

Three new crucial Invited 
offerings are: 

• Hotel benefits such as room 
upgrades and late check-outs which 
members see as extremely valuable 
remain, but are now implemented 
consistently across SLH’s 500+ 
independently-owned hotels. 

• New and more frequently 
awarded benefits such as reward 
night vouchers, birthday gifts, 
recommend a friend, and small 
luxuries to surprise guests.

• Members are recognised not 
only for the number or value of 
bookings that they make, but for 
their overall interaction with the 
brand.  

SLH figures that the new 
loyalty programme will also give 
rich insights into 400,000-strong 
Invited members’ travel patterns 
which it wants to leverage to raise 
the booking conversion through 
“highly personalised emails” and 
more engagements with the brand. 
Ultimately this will lead to greater 
brand loyalty from members.

Like Preferred, SLH is reaping 
rewards of the initiatives taken since 
2015.

Said Boyen: “I’m asked all the 
time now about how the big hotel 
chains launching soft brands has 
affected our business – frankly, it 
hasn’t. Business for us increased 16 
per cent last year, and we added 
57 new hotels in places like Dubai, 
Havana, Panama, the US, Rome 
and Japan. This year we have some 
really exciting new hotels joining the 
brand, including our second Nobu 
Hotel in Marbella, The Sukhothai 
Shanghai and 7 Secrets Resort and 
Wellness Retreat in Lombok, just to 
name a few.”

Boyen said SLH’s new look and 
feel was not just skin deep. “We 
also made quality a real focus for 
the business and now all our hotels 
are inspected every year – and 
hotels that fail these inspections 
must leave the brand. This way our 
guests know all SLH hotels, whether 
a modern city centre hotel, or a 
historic country retreat, meet our 
strict criteria.”

I’m asked 
all the time 
now about 
how the big 
hotel chains 
launching 
soft brands 
has affected 
our business 
– frankly,  
it hasn’t.  

Filip Boyen
CEO, Small Luxury 
Hotels of the World

Below  
Dormy House 
Hotel, Broadway, 
Cotswolds, UK, a 
member of SLH
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CRYSTAL-CLEAR PATH 
FOR ASIAN LUXURY 
CRUISING

To target the experience-led 
generation of Asian luxury 
travellers, Avis is powering up 
promotions for its luxury car 
rentals in the region.

Comprising a wide range of 
brands such a BMW, Jaguar, Tesla 
and Land Rover Range Rover, the 
cars are being introduced to the 
higher-end segment of travellers 
in selected partnerships with 
premium banks, top-tier frequent 
flyer programmes and credit card 
companies.

The range is known in Europe 
and Asia as Avis Prestige, and 
the US, Canada, Australia and 
New Zealand as Avis Signature 
Series. Avis Prestige will launch in 
Singapore this year.

In Asia, Avis is promoting its 
luxury range through upmarket 
travel agencies and joint initiatives 
with the tourism authorities of 
France, Monaco and Spain to 
encourage Mediterranean self-

Avis steps up a gear for luxury
drive itineraries.

“Avis acknowledges the rising 
number of luxury travellers in 
Asia. As Asians become more 
discerning travellers, seeking 
more experiential and exclusive 
holiday experiences, they also 
tend to opt for vehicles that 
allow them to indulge in more 
authentic self-drive travel 
experiences; the kind of travel 
that focuses more on feelings 
and memorable moments 
and which leaves lasting 
impressions,” said Angeline Tang, 
Avis regional director, leisure 
travel & partnerships, Asia.

Tang shared that the 
company has also introduced 
Avis Chauffeur for “travellers 
who are unable to self-drive 
in countries where local laws 
prohibit (it) or for travellers who 
simply prefer to enjoy the drive 
from the back seat”.

Avis Chauffeur is available 

Crystal Cruises is on a voyage 
of ambitious expansion that 
encompasses its ocean, river and 
yacht cruises across the world.

By this summer, Crystal River 
Cruises will have a five-ship 
fleet with the addition of Crystal 
Debussy and Crystal Ravel. In 
2020, Crystal Yacht Expedition 
Cruises will launch the Crystal 
Endeavor, which it bills as “the 
largest and most spacious luxury 
expedition yacht in the world”. 
Crystal Endeavor will have 100 
suites with butler service.

Thatcher Brown, president of 
Dream Cruises, said: “The focus 
of the yacht will be the PC6 
classified capability to sail to any 
corner of the world, including 
through first year ice in the polar 
regions.”

TTG Asia Luxury understands 
that Brown will be heading the 
further development of sales and 
marketing for Crystal Cruises in 
Asia.

With its expansion plans, 
Crystal Cruises will keep a 
watchful eye on the Asia-Pacific 
market, which is posting “steady 
seasonal outbound longhaul 
demand” for international 
itineraries and also draws “high 

demand” as a destination, shared 
Brown.

Its highly anticipated mark for 
Asia-Pacific is the refurbishment 
of the Crystal Serenity in October. 
The three-week overhaul will 
transform the accommodations, 
debut open-seating dining 
and introduce new dining 
venues including Brazilian-style 
steakhouse Churrascaria and a 
rebranded Umi Uma by Nobu 
Matsuhisa.

Guest capacity on Crystal 
Serenity will also shrink from 922 
to 848, increasing the space-
to-guest ratio and enhancing 
personalised attention to detail and 
service on board.

Following these transformations, 
Crystal Cruises will delve into 
more combinations of famous and 
lesser-known destinations in Asia 
that will appeal to both repeat and 
new guests, said Brown.

He added: “(Our guests) are 
seeking more immersive, authentic 
experiences. This is one reason 
expedition cruising is emerging 
as a highly sought after way to 
explore. The focus continues to 
be more on what guests can do 
and experience, rather than simply 
see.” – Pamela Chow

for point-to-point transfers or for 
options by duration. The fleet 
consists of vehicles including luxury 
sedans, luxury MPVs, SUVs and 
coupés, with esteemed brands such 

as Audi, Lexus, Mercedes, Peugeot 
and Renault. 

This service is available in 
Europe, the Middle East, South 
Africa and Asia. – Pamela Chow
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Travel time from Subang Airport in Kuala 
Lumpur to pristine Redang Island in 
Terengganu will be reduced once direct 
charter air services are launched in July 
by Berjaya Air, which is also looking to 
launch services from Seletar Airport in 
Singapore to Redang Island.

Accessibility to The Taaras Beach & 
Spa Resort in Terengganu will improve, 
and travelling time to Redang Island 
reduced once charter air services are 
launched direct from Subang to Redang 
Island in July. 

Berjaya operates The Taaras Beach & 
Spa Resort in Terengganu.

Hanley Chew, CEO of Berjaya Hotels 
& Resorts, said: “The ATR42-500 charter 
operations will be operated by our sister 
company, Berjaya Air. We’re looking at 
six-day weekly operations from Subang 
to Redang. Flight tickets will be sold 
with all-inclusive resort packages, from 
RM3,500 (US$906) onwards.” 

He added: “We hope to also operate 
charter services from Seletar Airport to 
Redang Island in the near future, thus 
providing direct air accessibility for 
guests travelling from Singapore.”

Currently, guests must fly to Kuala 
Terengganu, the administrative capital, 
and take a ferry service or travel by 
private speed boat to Redang Island.

The 190-room resort underwent 
refurbishments last year. Its list of 
activities has also been expanded. One 
of the investments, for example, was the 
purchase of 10 glass-bottomed boats 
for kayaking. Another new activity is 

BERJAYA AIR MAKES IT 
FASTER TO GET TO REDANG 

Minor Hotels’ two Anantara properties in Sri Lanka 
have brought in experienced gurus – local folks with 
an exceptional skill or knowledge – to deliver unique 
experiences to well-heeled guests. 

At Anantara Peace Haven Tangalle Resort, a 
naturalist conducts walking tours around the property’s 
own rice padi fields and introduces guests to native 
butterflies and dragonflies.

At Anantara Kalutara Resort on Sri Lanka’s southern 
coast, a fishing guru takes guests out on the lagoon for 
a traditional Sri Lankan net fishing experience, as well 
as midnight crabbing on the shore with only a stick and 
flashlight.

Giles Selves, area general manager with Minor 
Hotels, who takes care of both properties, said providing 
these opportunities are crucial now as “luxury travel 
has become more experiential than ever before” and 
well-travelled guests are drawn to “sensory and unique 
experiences” especially those that give them bragging 
rights.

“Valuable experiences are all about stimulating 
senses and drawing emotions. That’s what we are trying 
to create here,” he remarked, adding that for many 
of his guests who are “big city folks”, the local, gritty 
experiences are unusual and charming.

Selves added that the Anantara brand’s signature 
Dining by Design is another way of satiating guests’ 
hunger for unique experiences.

“Dining by Design is all about customising unique 
dining experiences in amazing places. Here at Anantara 
Kalutara Resort, we have beach and lagoon options, 
while at Anantara Peace Haven Tangalle Resort we offer 
clifftop options. Guests can also dine exclusively in their 
villa while watching the sun set,” he explained.

Meanwhile, Anantara Kalutara Resort is leveraging 
its heritage building – the last project of renowned 
architect Geoffrey Bawa and one that was completed 
by his protégé Channa Daswatte – to draw architecture 
fans. It has developed a package with Diethelm Travel 
that allows travellers to do a tour of Bawa’s architectural 
work in Kalutara that ends at the resort.

Selves shared that he has plans to “bring in classes 
and conversations around Bawa’s work eventually”, to 
be held at the resort. – Karen Yue

Luxury at Anantara Sri Lanka 
gets local and gritty

swimming with turtles. 
Chew explained: “The turtles are 

wild, yet friendly, and may choose to 
swim near humans. Those who enjoy 
snorkelling will definitely catch sight of 
them. Redang is a protected marine life 
island and is home to three species of 
turtles – Olive Ridley, Hawksbill and the 
green turtle.

“The sea around the resort is really 
clear, even better than in Seychelles. 
There is so much natural beauty around 
the island. We wish to promote The 
Taaras as a world-class hotel, and we 
have spent a couple of million Ringgit on 
upgrading the physical product.”

The group also manages The Chateau 
Spa & Organic Wellness Resort which 
sits majestically on Berjaya Hills amid 
a lush tropical rainforest. It is looking 
at expanding its market segment to 
include destination weddings and C-level 
meetings. The resort will be temporarily 
closed from June 1 until September 
30 for refurbishments, and to enable 
the construction of a new glass hall to 
hold wedding ceremonies for up to 300 
people.

Chew said: “We hope to get a share 
of the Indian and Indonesian destination 
weddings segment, as well as small 
C-Level meetings of below 50 people 
from domestic and regional markets.

“Organic and wellness seekers are a 
small market, and are not commercially 
viable on its own. Hence, we need to look 
at new business opportunities.” 
– S Puvaneswary



gasp! the audacity of luxury

62  TTG Asia luxury | May 2018

Global luxury travel network Virtuoso, 
which opened a regional office in 
Sydney in 2016, is expanding further 
into Asia. 

It has promoted Evan Pierce 
as regional director Asia based in 
Singapore to lead Virtuoso’s expansion 
into China, Singapore, Taiwan, South 
Korea and Japan.

Cristina Magni is promoted to 
regional director, Australia and New 
Zealand. She will remain in Sydney 
where she will continue to drive the 
growth of the member network.

Virtuoso Asia-Pacific managing 
director, Michael Londregan, said: “Asia 

is a newer market for Virtuoso with 
unlimited potential, and Evan will lead 
our ongoing expansion with a key focus 
on the development of our existing 
members and the targeted expansion 
into the complex China market.

“Cristina will continue the 
management of our member 
programmes in Australia and New 
Zealand where we expect significant 
performance growth in what must be 
described as both a contested and 
commoditising landscape.”

Virtuoso said it saw more than 
20 per cent growth in its Asia-Pacific 
regional network last year.

Virtuoso expands further into Asia with Singapore base

(From left) Evan Pierce, Cristina Magni and Michael Londregan

Chan Brothers Travel, one of Singapore’s leading 
outbound players, has introduced a Prestige label 
following its invitation to join Virtuoso last October.

The label sits under Chan Brothers Private Tours, 
which was set up in 2009 to cater to well-travelled, 
savvy Singaporeans.

Demand for its private tours has been growing 30 
per cent year-on-year, according to a spokesperson.

 The company expects the strategic partnership and 
connection to Virtuoso to expand market segments 
and experiences, move customers up the value chain 
and elevate luxury touring through the wide portfolio of 
preferred regional and global partners.

Unique experiences it offers include Zambia’s 
wilderness lodges, aristocratic castles in Europe’s 
countryside, hard-to-access abodes and insider 
experiences.

The spokesperson said a separate team of seasoned 
professionals manages Chan Brothers Prestige and 
expects “most conversations to be conducted offline 
with the personalised attention of our seasoned  
travel concierges”. 

Chan introduces 
Prestige Tours

Thailand’s Exo Travel has soft-launched 
a luxury division to tap growing 
opportunities in high-end travel in Asia.

Hamish Keith, Exo Travel’s group 
managing director, described Luxe 
by Exo as a “natural evolution” for 
the luxury-focused DMC, “partly a 
reorganisation and formal branding 
for this part of our business” to take 
services up a higher notch.

He added: “Luxe by Exo is part of our 
strategy to segment the specialist parts 
business – such as Adventure Travel and 
Luxury Travel – into specific units with 
clear, designated leaders and specialist 
teams to provide a very specific type of 

EXO 
LAUNCHES 
LUXURY 
DIVISION

“We already have luxury 
teams in all destinations, 
comprising our top travel 
advisors (who) are able 
to offer a totally tailored, 
exclusive level of service to 
our top luxury clientele.”

service. We have successfully achieved 
this with Exo Adventure (launched in 
2015) so it makes good sense for us to 
continue with Luxe by Exo.”

Luxe by Exo is a invitation-only brand 
that will effectively function as a “boutique 
company within a company”, comprising 
a team of consultants who have been 
selected based on their specialist 
knowledge and competence to cater to the 
unique needs of the sector, Keith shared. 

“We already have luxury teams in all 
destinations, comprising our top travel 
advisors (who) are able to offer a totally 
tailored, exclusive level of service to our 
top luxury clientele,” he said. 

The Bangkok-based DMC currently has 
over 50 full-time luxury travel consultants 
spread across its 10 destinations in Asia. 

“We have been seeing the luxury 
segment growing faster than our regular 
business over the last few years, and with 
the new branding and structure expect 
to see even stronger growth,” said Keith. 
“In particular, Japan has quickly emerged 
as the hottest luxury travel destination in 
Asia.”

Luxe by Exo will be officially launched 
in August, and will be introduced later in 
the year at luxury trade shows such as 
ILTM Cannes and Virtuoso Travel Week.  
– Xinyi Liang-Pholsena
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ASIAN TRAILS TAKES AMAN JUNKIES OUT FOR STREET FOOD

In a sign of the times, Amanresorts 
is collaborating with Asian Trails to 
bring guests to the streets for local 
food.

While a reason for Aman 
junkies to pick an Aman stay has 
always been the F&B – peaceful 
settings and safe-to-eat food, 
both in hygiene and spice levels 
– the new partnership reflects the 
changing luxury traveller who is 
willing to rough it out for a taste of 
authenticity.

“There is a growing interest 
among guests for local food 
experience,” said Patrick Gauthier, 
Amanresorts’ cluster director of 

offered. Travel is and remains an 
exploration which evolves as the 
years go by. If you’re not innovative, 
you’ll start to fall behind in the travel 
offers,” said Steeman.

Steeman is confident that 
Aman guests will relish the idea. 
Amanresorts itself offers local 
food experiences in Vietnam that 
“must be tried out”, he said, adding 
the hotel group has been open to 
and enthusiastic about Exquisite 
Experiences. 

“Working with their regional and 
global offices has been an eye-
opening experience for us, seeing 
how such a respectable chain 
tackles such undertakings.”

Gauthier said Amanresorts has 
always looked for opportunities to 
collaborate with the travel trade 
since its founding 30 years ago. 

“We consider DMCs as travel 
partners, and we need to work 
closely with them to offer the same 
level of guest experience,” he said. 
“We operate 31 resorts worldwide, 
of which 12 resorts, and two cruises, 
are located where Asian Trails 
provides ground services.”  
– Raini Hamdi

sales based in Bangkok. “We would 
like to present the rich local culture 
in all our destinations and show 
that we always strive to offer the 
most authentic, insightful and 
unique experiences to our guests.”

Exquisite Experiences, as the 
programme is called, offers a few 
nights stay in an Amanresort, with 
culinary journeys as the overriding 
theme. 

Guests will get the fine dining 
in-house handled by Amanresorts 
on some nights, and street dining 
handled by Asian Trails on others. 
Programmes are available for 
Amanresorts in Cambodia, China 

(including the new Shanghai 
property, Amanyangyun), Indonesia, 
Laos, Thailand and Vietnam.

So how unadulterated is the 
street dining? Aman junkies can 
kiss ‘exquisite’ goodbye. It’s the 
real thing – “plastic chairs, wobbly 
metal tables, toilet rolls as tissue 
paper, and more of this stuff all 
the way”, according to Asian Trails’ 
group director of marketing and 
eCommerce, Niels Steeman.

“We avoid Western-oriented 
restaurants, high-end eateries, any 
Amanresort restaurant, or places 
where foreigners tend to go,” said 
Steeman. 

A four-day Amanpuri package, 
for instance, brings guests to 
Phuket Town on Day Two for lunch 
– snacks and kerbside dishes such 
as Khanom Ahpong (crispy rolled-
up crepe) – before heading for a 
museum unknown to many. It ends 
with a seafood galore “like only the 
locals know” where guests ‘blend in’ 
with locals.

“Our packages fuel the 
wanderlust by taking a different 
approach to something that is 
in demand but has not yet been 

Grand Hyatt Erawan Bangkok’s fine-
dining restaurant Tables Grill, which 
has received a Michelin Plates award 
and is listed in the first edition of the 
Michelin Bangkok guidebook, aims to 
attract more private events, corporate 
meetings and private wine tasting 
parties.

Apart from its impeccable dining 
area, Tables Grill has two stunning 
private rooms enhanced by signature 
tableside cuisine, the finest wine 
selection, bespoke cocktails and 
personalised service. The restaurant/
venue is designed by the renowned 
Toni Chi.

The main area offers seamless 
arrangements for private functions, 
parties, social functions, corporate 
events, meetings and baby showers. It 
can accommodate up to 100 guests.

Chamber is an elegant private 
room crowning the hotel’s notable 

Hosting events  
in style at  
Tables Grill

staircase, overlooking the grand hotel 
lobby. Suitable for private celebrations 
or gatherings for up to 12 VIPs and 
discerning guests.

Cellar houses extensive Old and 
New World wine collections, and 
features oversized sliding glass doors 
that open to a sprawling view of the 
hotel lobby.  It offers a contemporary 
ambience that is ideal for both formal 
and casual occasions – sparkling 
parties, an engagement, a birthday 
celebration, baby showers – and 
accommodates up to 32 guests.

Michelin describes Tables Grill as, 
“characterised by good cooking with 
fresh ingredients, capably prepared, 
and simply a good meal”.

Dusk Restaurant & Bar, 
located 100m above 
sea level at Faber 
Peak Singapore and 
surrounded by lush 
rainforest, is a vantage 
point for views of 

Harbourfront and Sentosa Island, especially at night.
The latest dining concept by One Faber Group, opened 

last December, is a 15-minute drive from the city centre. 
Guests can taste European tapas created by executive 
chef Kenny Yeo, who has over 30 years of French culinary 
experience, and sip specially curated wines and cocktails 
while enjoying one of Singapore’s best sunsets on a hilltop.

The restaurant’s alfresco-dining section seats 40 persons, 
while the sheltered section seats 80. There’s also a bar near 
the entrance.

“Dusk Restaurant and Bar caters to the PMEB 
(Professionals, Managers, Executives and Businessmen) 
segment who seeks new experiences that can be shared 
with friends and loved ones. We are confident that our 
unique location, coupled with a menu and wine list, will 
put Faber Peak on the map as a one-of-its-kind, must-visit 
dining destination in Singapore,” said Jessie Tan, director, 
business operations, One Faber Group. 

Where to go at dusk in Singapore
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SOUTH BEACH PRECINCT GETS 
HOTTER WITH MADAME FAN 

Restaurateur Alan Yau, famous for 
his Chinese restaurant in London, 
Hakkasan, has opened his first 
South-east Asian venture, Madame 
Fan, in Singapore. The opening last 
month also marked the relaunch 
of the NCO Club, a post-war 

Modernist three-storey clubhouse 
located at the South Beach 
precinct, which includes the JW 
Marriott Singapore South Beach.

The 222-seat Chinese restaurant 
re-stages Singapore’s colonial 
heritage, and debuts what it 

describes as “an etiquette-free 
lifestyle dining concept grounded 
in Old School Classics, delivering 
a dining experience unique to 
its traditions and heritage, yet 
unbound by the rigidity of current 
European dining standards”.

Said Yau of the concept: 
“Chinese food is about sharing and 
community. It should be enjoyed 
in a casual environment. It is not 
about pressed white tablecloths, 
the formalities of multiple-course 
dining or eating with a fork and 
a knife. When you have tables 
that more than 800mm, this kills 
intimacy. The way a space makes 
you feel and nurtures connection 
between you and your guest is 
how you would remember your 
experience and whether it was 
ordinary or extraordinary.” 

Formal table settings expected 
of a fine dining establishment are 
diminished into relaxed, smaller 
renditions. Elements such as diva-
led live music and lighting create a 
multi-sensory ambience.

“Madame Fan is more an 

entertainment lifestyle project than 
it is a restaurant project. Great 
food is a given, but you have to 
do more than that to justify your 
existence in the industry today. 
Much like how we are completely 
immersed in a good play or movie, 
dining must never be passive – it 
is enriching, soulful. You leave with 
an experience that is personal and 
unique, a singular encounter that 
cannot be replicated,” he said.

Speciality dishes include 
Drunken Crab Rice Noodle with 20 
Year-Old Gu Yue Long Shan Rice 
Wine, and Lobster Cantonese with 
Ginger, Spring Onion and Wonton 
Noodle.

Last month, the NCO Club also 
opened a champagne, caviar and 
oyster bar, Fish Pool, and a wine 
room, Stags’ Room, in partnership 
with Stags’ Leap and Penfolds. A 
live music venue and speakeasy 
concept, Cool Cats, is slated to 
open in early June. There is also a 
Britannia Room events venue on 
the third level which can host up  
to 50 pax.



Off Singapore’s southern coast, the island resort of Sentosa is where the rich and famous park their yachts and live in multi-
million dollar residences, where W Singapore - Sentosa Cove captivates a sophisticated crowd, where adrenaline junkies get 
their fix at AJ Hackett Sentosa, where green enthusiasts hop on a Gogreen Segway® and where those in the know grab the 
best beachfront fun at FOC Sentosa and Tanjong Beach Club. These popular venues are giving meeting planners room to 

create and personalise splashy and unique events, big or small, and for everyone to have the best fun.

W SINGAPORE - SENTOSA COVE
For the ultimate stay or for the host with the most, 
the195m2 one-bedroom Extreme WOW Suite, makes 
a statement like no other: ocean views, a large balcony 
with an outdoor plunge pool, living and entertainment 
space, a DJ booth, a full kitchen and a dining room 
for six people. Imagine hosting a private party or an 
exclusive after-event soirée in this space and be the  
talk of the town.

The hotel offers 1,500m2 of meeting space 
comprising eight function rooms and venues, including 
the 720m2 Great Room.
Location: 21 Ocean Way, Sentosa, Singapore 098374 

AJ HACKETT SENTOSA
The world-famous brand, synonymous with bungy 
jumping, offers a host of heart-stopping activities not for 
the fainthearted. For bragging rights and social media 
fame, take the plunge at Singapore’s one and only 
bungy jump facility. To top that, take the Vertical Skywalk, 
used by Navy Seals, the Army and Hollywood. The first 
such activity in Asia is also the world’s first full-time 
commercial Vertical Skywalk. Giant Swing, Sky Bridge and 
Top Swing are equally exhilarating activities for some 
outdoor action.
Location: 30 Siloso Beach Walk, Sentosa, Singapore 099011

GOGREEN SEGWAY® ECO ADVENTURE
Explore the beautiful beaches of Sentosa on the self-

balancing Segway. Embark on a nature discovery 
tour that includes an element of competition for 
teambuilding programmes. This is why the eco 
adventure programme is such a crowd pleaser.
Location: Beach Station, Sentosa, beside Gelatissimo

FOC SENTOSA
FOC (“fok”) means fire in Catalan, and the spirit 
of Barcelona and the most interactive dining 
experience is being created in Singapore by 
Michelin-starred chef Nandu Jubany, chef Jordi 
Noguera and award-winning mixologist Dario 
Nocentini.

Inspired by Barcelona’s beach culture, FOC 
Sentosa transforms from a relaxing morning 
hangout to an idyllic Mediterranean lunch spot 
and a vibrant gastronomic getaway buzzing with 
an array of events at night.

The Mediterranean flair, wide wine selection 

and cutting-edge cocktails add a special touch to any 
event or special celebration.
Location: 110 Tanjong Beach Walk, Sentosa, Singapore 098943 

TANJONG BEACH CLUB
Voted one of the world’s best beach clubs, this is a 
serene sanctuary away from the hustle and bustle of 
Singapore city life.

Designed to bring the outdoors in and the indoors 
out, the club is reminiscent of bygone seaside homes on 
a tree-lined beach.

On weekdays, the club is a peaceful hideaway mere 
minutes away from the heart of the city. But come the 
weekend, the club becomes party central delivering 
partygoers serious carefree fun all day and all night long.
Location: 120 Tanjong Beach Walk, Sentosa, Singapore 098942

Gogreen Segway®

Clockwise from left:  AJ Hackett Sentosa, 
W Singapore - Sentosa Cove, FOC Sentosa, 
Tanjong Beach Club

Indulge in unforgettable experiences at 

For more information, please visit 
sentosa.com.sg or email mice@sentosa.com.sg

Indulge in 
unforgettable experiences at 

Sentosa



keeps the world 
moving

BRETT
ARMITAGE  

Brett Armitage, Senior Vice President, Global Sales  
Kerzner International

“ILTM Asia Pacific is such an important 
event on our global calendar and the 
connections made are unmatched. 
Singapore will be the perfect 
international crossroads of East meets 
West for both Atlantis and One&Only 
brands to showcase our experiences.”

#keeptheworldmoving

Singapore, 21st - 24th May 2018
www.iltm.com/asiapacific


