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Although there is currently no 
direct air connection between 
France and the Philippines, the 
Gulf airlines have opened up 
“many possibilities” of travel 
from Europe into South-east 
Asia through their Middle East-
ern hubs, and along with it inter-
est in the Philippines as a travel 
destination, Roussel added. 

Another emerging contender 
is Sri Lanka, said Roland Galka of 
Private Travelling. The Germa-
ny-based luxury tour agent has 
observed a spike in interest and 
enquiries in Sri Lanka among 
his clients, driven by the destina-
tion’s improving infrastructure, 
growing crop of hotels, and di-
verse offerings ranging from na-
ture and culture to food.

World demand rising for Asia
By Xinyi Liang-Pholsena and 
Mimi Hudoyo
In Asia, emerging destinations 
like Sri Lanka and the Philip-
pines are shining brighter on the 
global tourism stage as a growing 
demand for experiential travel 
and improved air links are en-
couraging travellers to venture 
farther for holidays.

Philippe Roussel, tour opera-
tor at Asie Voyages in France, is 
looking for “off-the-beaten-
track” destinations in South-east 
Asia that offer local immersion 
and CBT programmes, as the 
French are increasingly showing 
a preference for experiential, eco-
conscious travel.

The Philippines, in particular, 
is gaining popularity. 

Sri Lanka, Philippines, Indonesia are benefitting from stronger CBT demand, better air links
“The numbers (to Sri Lanka) 

have gone through the roof the 
last couple of years,” he said.

Meanwhile, Galka noted that 
Indonesia is another 
up-and-coming des-
tination in Asia for 
Europeans, pointing 
to the many undis-
covered locations like 
Rajat Ampat.

“I’d like to push 
Indonesia again (as a 
holiday destination); 
it did very well 20 
years ago until the Bali bomb-
ings,” Galka said.

The wheel of fortune is clearly 
turning in favour towards In-
donesia, as more international 
airlines mount direct flights to 

Sentosa poised for new hotel cluster, redevelopment
Sentosa and its surrounding waterfront 
areas will undergo total rejuvenation and 
development, following announcements 
by key players and agencies at ITB Asia 
2018.

Three new hotels were announced yes-
terday by Far East Hospitality’s CEO, Ar-
thur Kiong, to bring the island destination 
“a wonderful mid-tier range of products”.

These are Village Hotel at Sentosa, of-
fering 606 rooms including family rooms, 
as well as the 193-key adults-only The 
Outpost Hotel – both slated to welcome 
guests in April 2019. Come 3Q2019, The 
Barracks Hotel will open with 40 rooms in 
a conserved colonial building.

Roussel: CBT 
demand is up

From left: Far East Hospitality Management’s 
Christine Choo, Gill Ishwinder and Arthur Kiong

The three properties will raise Sentosa’s 
total room count to 4,200 and their rooms 
will be “egalitarian” and “priced effective-
ly”, said Kiong.

He explained: “Sentosa is a driver of 
business (for Singapore’s tourism) and is 
very popular, but it’s interesting that 90 
per cent of its room inventory are in the 
luxury class. 

“(Our new cluster) caters to families, 
groups, business events and niche seg-
ments. Visitors may be encouraged to ex-
tend their stay in Singapore and Sentosa 
from one to two days.”

This comes on the back of an an-
nouncement by Singapore’s senior min-

Indonesia, opening up opportu-
nities to connect longhaul mar-
kets to the country.

Ethiopian Airlines, which be-
gan thrice-weekly Addis 
Ababa-Jakarta flights via 
Bangkok on July 20, has 
anchored Ethiopia as a 
new source market for 
Indonesia, particularly 
the family market.

Panorama Destina-
tion, Ethiopian Holidays’ 
groundhandler for Indo-
nesia, has seen families 

travelling to Bali during the last 
school holiday season.

Ricky Setiawanto, director of 
business development Africa, 
Europe, and Baltic States for 
Panorama Destination, com-

ister of state for trade and industry, Chee 
Hong Tat, of plans to reshape the entire 
Sentosa island, as well as to develop the 
adjacent Pulau Brani, and the 1,000ha wa-
terfront area along Tanjong Pagar.

This area, which Chee said is “as large as 
Sentosa itself”, will be branded the South-
ern Gateway of Asia. He revealed: “One 
area which I am personally very keen to 
explore and push ahead is how we can en-
courage more activities at night on Sen-
tosa.”

Kiong expressed: “This is the harbin-
ger of very, very exciting developments 
for Sentosa as well as the rest of the pre-
cinct.” – Pamela Chow

mented: “As they are new to In-
donesia, they took the two-day 
Jakarta/five-day Bali package, 
which is common among first-
timers.”

Ricky said what the market 
needs going forward is greater 
awareness of Indonesia and eas-
ier visa application. Ethiopia is 
not on the visa-free or VoA list.

Coming up are direct flights 
from Moscow to Bali, which will 
be jointly operated by Aeroflot 
and Rossiya Airlines (under Aer-
oflot’s SU code) starting October 
29. The thrice-weekly service is 
expected to boost Russian arriv-
als to Indonesia.

The new connection is aligned 
with Pacto’s plans to expand the 
Russian market. Ade Rachmadi, 
world product manager of Pacto, 
said: “Last year, we appointed a 
(sales) representative there. And 
recently, we went on a sales mis-
sion to Russia to introduce our-
selves to the local players and 
learn about the market profile.”

October 19, 2018
Singapore
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Ironman muscles deeper into APAC

WorldHotels on the prowl for new blood 

The renowned Ironman triathlon will be 
venturing into fresh territories in India 
and Thailand next year, as well as bringing 
the event to other cities in Malaysia and 
the Philippines.

 Geoff Meyer, managing di-
rector of Ironman Asia, told the 
Daily that demand for triathlons 
in Asia is “growing dramatically”. 
To illustrate the overwhelming 
demand, Meyer cited the recent 
triathlon in Japan where there 
were 320,000 applications for 
35,000 available spots.

Wildly acclaimed as one of 
the toughest single-day sporting events – 
where triathletes have to swim 3.8km, cy-
cle 180km and run 42km in a single race 
– Meyer said these events often translate 

New mindset to court Muslims

By Mimi Hudoyo
Travel suppliers looking to cater to Mus-
lim travellers need to look beyond the 
basic requirements of halal food and en-
vironment, said speakers at the Muslim 
travel session on Wednesday. Instead, ser-
vice providers need to take a more holistic 
approach to the market.

Ali Akbar Sahiwala, creative director 

Suppliers keen on Muslim travellers need to think beyond halal food, amenities 

and founder of Rehla Design, said “people 
often think squarely about Muslim trav-
ellers”. Instead, they need to take note of 
“Place, Pixel, and Personality”. 

“In Place, figure out what is unique 
about your destination and how conveni-
ent it is for people to stay. For Pixel, make 
sure that communication is clear, and that 
customers can easily obtain information,” 
Ali shared. Meanwhile, for Personality, he 
said the Muslim brand was lacking unique 
travel products and offerings.

“It is not just about halal food, but 
making sure that you are connecting 
Muslim travellers with the local culture, 
and understand what they want,” stressed 
Sahiwala.  

Davesh Kuwadekar, vice president and 
head of market development of Master-
card, said: “We also need to talk to airport 
authorities and duty-free shops. I don’t 
see many products catering to the Muslim 
market.”

Citing an example, Davesh said that 
during the months of February or March 
there would be a Chinese New Year podi-
um at airports, but Muslim festivals were 
usually overlooked. 

Meanwhile, Shaji Abu Salih, head of 
sales and marketing at Shaza Hotels, said 
catering to the fundamental needs of 
Muslim travellers alone was not enough.

He said: “There is no one solution (that 
fits all), as the the halal meaning is com-
plex. For our hotel, we have products that 
cater to different markets.” 

Shaji explained: “Within our two new 
hotels that are currently being built in 
Mandalika, Lombok, our facilities will be 
different from our (other hotels) which 
target Saudi travellers, for example.” 

The new Mandalika hotels will cater 
to Indian and Pakistani Muslims who 
want destination weddings, while existing 
properties for Saudi Muslims are family-
friendly. 

to plenty of tourism dollars for the host 
destination.

He said: “The economic impact is huge 
as many local and foreign athletes will 
join the event. It raises the profile of the 

city, and government bodies 
and tourism organisations can 
expect exceptional economic re-
turn on their investment.”

Although the event is com-
pleted within a day, athletes of-
ten stay on to explore the desti-
nation, and more often than not 
travel in family groups or with 
friends who support then.

Meyer said: “These triathletes are not 
there for just one weekend. Some would 
even travel there beforehand to see the 
course and train.” -Paige Lee Pei Qi

Meyer: good money 
from sport events
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WorldHotels is hard at work recruiting 
dedicated sales team members in order 
to better capture Asia-Pacific’s business 
events segment. 

The business events sales team will be 
located in its Asia offices of Shanghai and 
Singapore, and possibly Australia.

Roland Jegge, president Asia Pacific of 
WorldHotels, stressed that there was a dire 

need for sales personnel in Asia as “intra-
Asia MICE is a big market”.

“With Associated Luxury Hotels Inter-
national (ALHI) acquiring WorldHotels 
in 2017, we need to step up our efforts 
in increasing the business events market. 
The reason ALHI bought WorldHotels 
was they were only in America, and not 
present in Europe and Asia. By purchasing 

WorldHotels they now have global pres-
ence,” Jegge remarked.

In addition to hiring more personnel, 
WorldHotels also introduced a new clas-
sification system split into Distinctive, 
Elite, and Luxury. On October 31, World-
Hotels will launch a new loyalty platform 
which will give members instant benefits. 
– Mimi Hudoyo

Lukasz Radzikowski, 
product manager
Student Travel, Poland
 tell me about your business.
We are a Polish tour operator that organis-
es holidays for student groups in the 18-30 
age group. In our 12 years, we have been 
mostly focused on European itineraries. We 
are now looking for farther destinations in 
South-east Asia or Africa.
 
Why the new interest in asia?
We want to offer new and different prod-
ucts to Polish students, beyond what they 
see in catalogues. Last year, we became 
the first tour operator for the student mar-
ket in Poland that organises trips outside 
Europe. A few years ago, Polish students 
typically travelled only in Europe. Now they 
want to go farther and have more money, 
so we are giving them the chance.

Last year, we brought our first group to 
Asia. The group of 30 visited Thailand – 
Bangkok, Chiang Mai, Koh Pha Ngan and 
Krabi. The same group then returned and 
booked a trip to the Philippines. Once our 
clients see a part of Asia, they tend to want 
to discover more.

 BuyeR’S Take

From left: Shinjan Sarangi, Shaji Abu Salih, Ali 
Akbar Sahiwala and Devesh Kuwadekar

 
You are a 18-30 tour operator. thomas 
Cook recently shuttered its 18-30 
brand saying today’s young travellers 
are no longer into the same booze-
filled holidays once popular in Europe. 
do you see thomas Cook’s exit as an 
opportunity or is it a sign that there is 
no longer a market for such holidays?
Thomas Cook is not popular in our country. 
Although it is big in Europe, they don’t 
have physical agencies in Poland. Having 
said that, we are also trying to rebrand and 
change perceptions of what we offer. 

Years ago our company was recognised 
as a party travel agency. We don’t want 
that now. Partying will be a part of the 
itinerary but not all of it. This is in line with 
what young travellers in Poland today are 
seeking, but it also helps differentiate us 
from competitors. 
 
Would you say the recent addition of 
asian itineraries is part of your strat-
egy to rebrand and dissociate from 
the full-party brand?
Yes, definitely. For example, the group 
that went to Thailand spent a few nights 
in Bangkok, where they visited Khao San 
and experienced the nightlife. Our clients 
are young so they still want to have a good 
time. But they also went to Chiangmai for 
cultural attractions. We arranged for them 
to do a cooking class there.

They then had two free days in Bangkok 
to experience the nightlife. It’s fun when 
they have a group of 20 to 30 that visit 
pubs and enjoy the night entertainment 
together. But it’s not the most important 
thing on these trips. - Ng Yixin
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Who’s reading  
the hottest news?
Photos by Caleb Richard Lai

Unleash your arcade skills at the claw 
machine and win prizes if you are 
lucky with your catch! 

There are over 130 prizes to be 
won daily including three-day world-
wide car rental, mobile accessories 
and even Buddy plushies – Budget’s 
well-loved mascot dog.

While at the booth, glam up best 
smile with live photography service 
from Avis and Budget (or spot the rov-
ing photographers across the hall) and 
we will have your picture keepsake 
ready to download within the hour.

You can also charge up your tech 
and check out the latest show scoops 
on our video feed. See you there!

CLAW YOUR WAY TO 
AVIS AND BUDGET 
PRIZES, AND MORE, 
AT TTG BOOTH R50
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Hail the crazy rich Indians
Once known for throwing the most elab-
orate destination weddings that run for 
days at beach resorts in South-east Asia, 
wealthy Indians are now kicking their lux-
ury living up a notch by celebrating other 
life’s milestones overseas too.

Ashish K Arora, general manager at 
New Delhi-based Vision Travels & Tours, 
told the Daily that his rich Indian clients 
were increasingly celebrating anniversa-
ries and birthdays outside of India, with 
Bali, Indonesia being a popular choice.

He said this trend first emerged in late-
2017.

Villas in Bali’s hip Seminyak area 
are favoured, and it is common 
for a single person to bear the 
entire expense of the retreat for 
extended family members, rela-
tives and close friends.

Such revelry, according to Ash-
ish, could go on for five or six 
nights.

“Cost is not a con-
sideration,” he noted, 
adding that imported 
cooks, DJs and en-
tertainers from In-

Heritance brand readies for launch
A medical spa, unlimited drinks and 
local culture will be key offerings at 
Heritance Aarah when the premier all-
inclusive resort opens on Aarah Island 
in Raa Atoll come February 2019. 

dia are common arrangements among the 
super rich.

Deep-pocketed Indian travellers are 
also getting more adventurous when it 
comes to food, said Ashish.

Traditionally, Indian travellers were 
rarely adventurous with their meals, pre-
ferring familiar Indian food even while on 
holiday overseas. But the rich are leading a 
culinary evolution, seeking out Michelin-
star restaurants wherever their trip takes 
them.

Ashish said: “We never saw demand for 
Japan in the past (because of limited fa-

miliar food options), but now we are 
getting bookings especially for the 
cherry blossom season.”

Another interesting and grow-
ing trend observed by Ashish is 
island holidays taken by elderly 
Indian men with young female 

companions to “ relive their 
youth”.

Thailand’s Koh 
Samui and Krabi 
are favoured for 
these vacations.  
– S Puvaneswary

geries. A team of in-house doctors and 
consultants will be at hand to provide 
tailor-made recommendations. 

Rounding out onsite amenities are 
an overwater swimming pool, eight 
F&B outlets, a kids’ club, a dive and wa-
ter sports centre, among others. 

Meanwhile, local culture will be 
given a bigger play at the property. Said 
Suresh: “Everyone offers European lux-
ury (in the Maldives), but nobody does 
local experiences.”

Local artisans at Heritance Aarah 
will showcase “the dying art of Mal-
dives”, whether it is lacquer painting or 
weaving, whereas guests can partake in 
immersive experiences with locals in 
villages, fishing trips and and barbe-
cues. – Xinyi Liang-Pholsena 

The first Heritance brand in the Mal-
dives by Sri Lankan-based Aitken Spence 
Hotels, the premier inclusive resort will 
feature 26 luxury duplex ocean suites, 56 
sunset ocean villas, and 68 land villas.

Already, Heritance Aarah’s “unlimited 
drinks” offering – said to be a first in the 
Maldives – has received significant inter-
est and queries from guests, shared Suresh 
Dissanayake, assistant vice president sales 
& marketing at Heritance Aarah and 
Adaaran Resorts. In addition, the prop-
erty will provide “a hangover treatment”. 

Another key amenity is the Medi Spa 
– also a first in the Maldives – which of-
fers beauty and wellness therapies ranging 
from health check-ups to cosmetic sur-

Siri wants some 
fun in Finland
Saowarin Suwisut-
thicharoen, opera-
tions manager, Siri 
Tour Center Thai-
land, is looking to 
build new contacts 

in Finland and learn about activities to 
do in the destination. She is particu-
larly keen on igloo hotels, snow mobile 
rides, Lapland dog sledding and husky 
tours. 

Contact oom@siritourcenter.com.

Making Moscow  
its First Choice
Lyndon de Dios, 
reservation manager, 
First Choice Travel 
Hub Philippines, is 
exploring Russia as a 
new destination for 

his high-end clientele who are seeking 
new destinations. He is interested in 
exotic hotels and cultural attractions that 
will appeal to the well-travelled.

Contact firstchoicetravel2008 
@gmail.com.

 Hot leads

Lapp up the adventure spirit
By S Puvaneswary
In a bid to get more South-east Asians to 
consider Finland as a year-round destina-
tion, as opposed to it solely being a win-
ter wonderland, this year’s Visit Finland 
delegation is the largest to date with 80 
people from 53 companies – since it first 
exhibited at ITB Asia six years ago. 

Heli Mende, director, head of Global 
Sales Promotion Visit Finland, shared: 
“The general misconception among 
Asians is that Finland is only good to visit 
during Winter. Another misconception 
we wish to dispel is that the Northern 
Lights is diminishing or that it can only be 
seen when it snows. The Aurora Borealis 
is a natural phenomenon, and is not only 
seen during the winter season. This year, it 
could be seen from early September.”

That is why Mende reiterated that the 
delegation is here to “promote Finland as 
a year-round destination”, as all four sea-
sons are unique, and there are many ac-
tivities that can be conducted throughout 
the year, such as river rafting, sailing or 
midnight sun golfing.

Finland returns to ITB with a larger contingent; casts its net wider in SE-Asia 

Aside from year-round travel, Visit Fin-
land is also keen to promote adventure 
travel during the four seasons to agents, 
especially those that cater to the growing 
FIT segment, experiential travel, as well 
as incentive groups. Adventure activities 
Mende listed include snowmobile safaris, 
husky safaris, and spending an overnight 
in a snow castle.

Finland is also a business events des-
tination, Mende stated. She said: “We 
have excellent infrastructure, experienced 

DMCs, and we are a peaceful nation. We 
also have conference venues that are of 
international standard. Earlier in July, Hel-
sinki hosted the Trump-Putin meeting 
with a lead time of just two weeks.”

 Hence, to better show the country off, 
Visit Finland co-hosted a late night func-
tion – with Visit Rovaniemi, One Farrer 
Hotel and TTG Travel Trade Publishing 
– themed Arctic Adventures Night yester-
day, where a winner walked away with a 
holiday to Finland. 

To further grow its brand in South-east 
Asia, as well as educate consumers about 
its services, online tour booking platform 
Klook plans to have more offline interac-
tions with consumers in 2019. 

This will come in the form of travel 
workshops which allows customers to 
interact and share experiences with their 
peers, as well as travel fairs. 

For instance, earlier this month, Klook 
organised a Travel Fest in Manila. Held 
over two days, it attracted more than 
43,000 visitors. This was the first OTA-led 
B2C travel fair in Asia, said Chuan Sheng 
Soong, Klook’s general manager South-
east Asia. Exhibitors 
at the travel show in-
cluded Klook’s attrac-
tion, airline, and bank 
partners.

Chuan said the 
Klook Travel Fest is set 
to become an annual 
event, and similar fairs 
are being planned for 
other destinations in South-east Asia. 
He added that the travel fest helped to 
attract new customers, who got to famil-
iarise themselves with Klook’s online of-
ferings, as well as provide branding and 
exposure for its partners. 

Currently for Klook, South-east Asia 
is the company’s second largest market 
after North Asia, in terms of customer 
base and number of supplier offerings.

The company’s is focused on growing 
its online activity base by getting more 
partners onboard, and convincing new 
and existing partners to constantly inno-
vate and keep up with trends. 

Citing an example, Chuan revealed 
that Klook recently partnered with an 
agent in Singapore to sell themed tours 
showcasing the locations featured in the 
popular Crazy Rich Asians movie. Mean-
while, for existing theme park partners, 
he said they constantly needed to rein-
vent themselves to appeal to repeat visi-
tors. – S Puvanswary

Chuan: getting 
Klook’s name out

Heli Mende, director, head of Global 
Sales Promotion Visit Finland, who has 
been heading the Finland delegation 
at ITB Asia for the past four years, will 
move on to Business Finland office in 
New York as head of Visit Finland North 
America from January 1, 2019.

Mende told the Daily: “I would like 
to thank partners in Asia-Pacific for 
their cooperation. It is my hope that 
this region will continue growing. The 
outbound markets from Asia to Finland 
have seen year-on-year increases, and 
my hope is that the North America mar-
ket will grow in a similar way.” 

Mende confirms  
Big Apple move

Klook takes offline 
route to grow base
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Let’s face it, most meetings & conferences can be boring. Putting together a great function can be extremely 
difficult, as it takes just the right mixture of venue, agenda, entertainment, and coffee breaks. You don’t want to 
end up spending money or time on unnecessary project plans or meeting agendas. You want a successful event.  
With a mind boggling number of venues indoors and outdoors supported by a professional team of planners, you 
would be crazy not to come to us! We have the resources for it as the largest integrated resort on Bintan.  With 
our own ferry terminal, a dedicated conference centre, flexibility to host up to 1000 pax in theatre seating and 
two renowned golf courses, it’s a no brainer to be at Bintan Lagoon Resort. We have feted Bollywood celebrities, 
corporate honchos, diplomatic corps and top government echelons. Whether it’s a Director’s meeting, a seminar, a 

convention or even a training program - we can show you how to add the sizzle within your required budget.

(Includes stay, ferry, function room with meeting supplies, coffee break, ice-breaker, buffet lunch and more!)

Pick your own meeting ingredients for a fruitful corporate getaway in Bintan  
with our Corporate Rojak Package from IDR 1,550,000 nett per person 

Let’s Corporate Rojak  
for a fruitful meeting in Bintan!

www.bintanlagoon.com
For booking enquiries please email us at reservations@bintanlagoon.com or call +65 6223 3223

PT Bintan Lagoon Resort Jalan Indera Segara Site A12, Lagoi, Teluk Sebong, Bintan, Kepri - Indonesia 29155
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O’Flaherty: AI is  
not the enemy

An industry veteran 
stages comeback
He retired from the travel in-
dustry when Gullivers Travel 
Associates (GTA) was sold to 
Cendant for US$1.1 billion 
in 2005, but the former Asia-
Pacific CEO of GTA, Bernard 
Bialylew, is returning to the 
industry with the creation of a 
new travel company.

“I was missing the buzz (of the 
travel industry),” said Bialylew, 
who established New Concept 
Travel last month as a regional 
wholesaler to capitalise on the 
influx of Asian travellers to Eu-
rope, with Taiwan, Hong Kong, 
China, Thailand and Indonesia 
earmarked as focus markets. 

Although the travel and 
tourism business has changed 
tremendously since his self-
imposed retirement, with newer 
entrants like OTAs joining the 
fray and becoming key players, 
the “market has also grown 10 
times since”, Bialylew noted.

Said Bialylew: “There are still 
many people in Asia who want 
to travel in groups and do tradi-
tional itineraries. There are some 
who are not confident of travel-
ling on their own, and some who 
want to cover as many destina-
tions as possible.” 

And as Asia’s middle-class 
expands, Bialylew projects de-
mand for niche experiences and 
returnees seeking in-depth tours 
in Europe to continue growing. 

In Europe, New Content 
Travel has established a partner-
ship with AC Group for travel 
into the UK, Ireland, France and 
Benelux, to target the leisure and 
corporate markets. 

Altered Cambodia itinerary for the West    
By Marissa Carruthers
The influx of Chinese tourists 
and boom in Chinese-led tour-
ism infrastructure construc-
tion in Cambodian destinations 
are impacting Western tourists’  
experience.

According to the Ministry of 
Tourism, Cambodia welcomed 
more than three million inter-
national visitors in 1H2018, with 
China leading the pack. Chinese 
arrivals represented 31 per cent 
of the total, with 931,762 visitors 
– a 75.8 per cent YOY increase.

With the majority flocking 
to Angkor Wat and the coastal 
town of Sihanoukville, tour op-
erators specialising in the West-
ern markets have been forced to 
tweak their programmes.

Coralie Romano, branch 
manager at Diethelm Travel, said 
they have stopped selling Sihan-
oukville to clients, pushing the 
nearby islands instead. 

She added that large-scale 

Chinese construction has now 
hit the previously quaint stretch 
of beach at Otres 2. 

“We are warning clients that 
this is going on and recommend-
ing they relocate to the islands or 
somewhere else,” said Romano.

Steve Lidgey, general 
manager of Travel Asia 
a la carte, added he re-
cently stopped selling 
Otres 2 to their mainly 
Western clients.

He said: “While it is 
still OK in some parts 
today, the preparation 
work for longer pro-
jects has started and 
inevitably there will be a period 
of major construction works to 
come.”

Mick Spencer, owner of Ana 
Travel and Tours in Sihanouk-
ville, said the coastal resort has 
been transformed into a mini 
China, driving away Western 
tourists and leading to many 

Bialylew is also leveraging the 
extensive network he has built 
up in Asia since the 1970s. 

“The owners of these agen-
cies are from my generation. I 
saw them grow from infancy to 
where they’re today,” he said. 
“Asia is all about guanxi, even 
among the young ones.” 

Even before its official launch 
in September, New Concept 
Travel already has US$1.5 mil-
lion of business in the books, 
Bialylew told the Daily. 

The company has an office in 
Jakarta, and representatives in 
Thailand and South Korea. India 
and Japan are next on his radar, 
as well as “small but interest-
ing markets” like Myanmar and 
Cambodia. 

He is hopeful of reaching 
US$300-400 million in turno-
ver – figures achieved during his 
days as GTA’s regional chief – 
within the next 10 years. “Then 
I’ll retire a second time,” Bialylew 
quipped. – Xinyi 
Liang-Pholsena

Lidgey: tweaking 
programmes to 
avoid congestion  

smaller hostels and restaurants 
being bull-dozed to make way 
for mass development. 

Said Spencer: “Sihanoukville 
seems to be wholly owned by the 
Chinese. The future is looking to 
be an exclusively Chinese gam-

bling resort town.”
Romano added the 

majority use Chinese-
owned hotels, res-
taurants, tour guides, 
transport and other 
businesses when visit-
ing Cambodia.

Itineraries to Ang-
kor Wat have also had 
to be adapted to avoid 

the crowds of Chinese visitors 
that descend on the temples at 
peak times. Romano said they 
have altered their route to pro-
vide clients with a more pleasant 
experience.

Added Lidgey: “We’ve had to 
think a little smarter to avoid the 
crowds.”

Want a bite  
of this?
Looks like it isn’t all serious 
business talk on the show-
floor of ITB Asia 2018.

We’ve caught Resorts 
World Sentosa Singapore’s 
Gary Tan Thian Lye ham-
ming it up with his spooky 
friends from Universal Stu-
dios Singapore. The latter’s 
annual Halloween Horror 
Nights, now into its eighth 
year, is a major tourist lure. 

Travel and tourism 
industry gets smarter  
By Paige Lee Pei Qi
Artificial intelligence (AI) is be-
ing hailed as “the engine of our 
future” and the driver of the next 
wave of technological innova-
tions in the travel and tourism 
industry, claimed Shane 
O’Flaherty, global di-
rector of travel and 
transportation industry, 
Microsoft, who present-
ed the ITB Asia 2018 
Keynote on Wednesday.

O’Flaherty urged 
travel businesses to em-
brace AI and defended 
it against accusations of the tech-
nology being lacking in human 
interaction.

He argued that cognitive ser-
vices can provide solutions with 
a human side, and said: “You can 

augment customer engagement 
with multi-language digital as-
sistants, and enhance the cus-
tomer journey with personalised 
and real-time offers.”

As such, AI is no longer a 
novelty, and its use 
in travel is becom-
ing more mainstream. 
Conversational apps, 
for instance, are now 
commonplace for the 
time-strapped traveller 
who is in need of im-
mediate access to per-
sonalised information.

Echoing support for AI ap-
plication in travel and tourism, 
Hermione Joye, head of industry, 
travel APAC, Google, said “voice 
is the next battleground” as the 
company seeks to utilise data to 

create “conversational experienc-
es” to help users get things done.

For instance, Google Flights 
can predict when flights will be 
delayed – even those that have 
yet to be flagged by airlines 
themselves – based on historical 
flight status data. It can also tell 
users what amenities are exclud-
ed from basic economy airfares. 

Joye said: “Travellers now ex-
pect the industry to be able to 
dream, plan, book and experi-
ence with them. It is important 
for us to be comprehensive and 
relevant, give them suggestions 
based on their personal needs, 
and offer personalisation.”

O’Flaherty added that it is also 
imperative for businesses to be 
aware of how digital transforma-
tion could flip sales models.

SG’s new hilltop draw
Singapore’s One Faber Group 
has launched a new dining con-
cept set amid a lush rainforest 
100 metres above sea level. 

Arbora at at Faber Peak Sin-
gapore serves an all-day din-
ing Western menu as well as 
an extensive beverage selection 
including botanical-inspired 
cocktails. It presents a venue that 
welcomes families, friends and 
corporate groups. It seats 160 
guests indoors and out.

Langham opens an IR
The former Grand West Sands  
at Mai Khao Phuket in Thailand 
is now a Langham Hospitality 
Group property, following a re-
branding and renovation exer-
cise. Splash Beach Resort offers 
615 keys, a 1,000m2 conference 
centre, Splash Jungle Waterpark, 
a spa, eight F&B outlets, a cook-
ing school, and water sports cen-
tre. There’s also a three-storey 
Kids Zone with features such as a 
movie theatre, giant slides, and a 
rock climbing wall which will be 
completed end-2018.

 IN BRIEF

Tech experts point out how AI can be the catalyst for improved travel, tourism experiences
Pointing out how the current 

consumer booking experience is 
fragmented with different book-
ing platforms, he advised: “There 
should potentially be some type 
of data sharing between these 
platforms for an integrated and 
seamless experience. And we 
know technology will be able to 
drive that change.”

O’Flaherty acknowledges that 
businesses can be apprehensive 
and fearful of change, particular-
ly when it is technology related, 
but emphasised that change is 
needed for survival.

He quipped: “In the past, it 
was about how the big (compa-
nies) will eat the small ones. But 
today, it is how the fast (adap-
tive companies) will eat the big 
ones.”
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Feature Teambuilding

TTG Show Daily susses out a list of teambuilding ideas across Asia that also fulfil CSR objectives

A meeting of hearts and minds

The Kamu Connection – Rural, Natural 
and Sustainable, Laos
Conducted by EXO Travel Laos, the pro-
gramme begins with a 2.5-hour scenic 
cruise up the Mekong River from Luang 
Prabang. Kamu Lodge, located next to 
Kamu Village, is a safari-style tented lodge 
which comprises 20 units. Observe villag-
ers or join them planting or harvesting 
rice, net fishing, gold panning and cross-
bow shooting. Teambuilding activities can 
also be included. 

Kamu Lodge provides seamless inte-
gration into the local environment by 
tapping local knowledge and materials. 
It employs villagers, who share and teach 
others to deliver the Kamu experience in 
an authentic and sustainable manner.

Guests support social enterprise in an 
authentic setting. While appreciating the 
ancient community, participants also 
learn more about themselves. Besides giv-
ing employment, Kamu Lodge collabo-
rates with the local health authorities to 
provide medical care to the villagers and 
helps them through micro-credit financ-
ing supported by the Laos Village Devel-
opment Fund.
Duration: Two days/one night or three 
days/two nights; open year-round but 
the best time to visit is between Novem-
ber and March
Group size: Up to 40 people, twin-shar-
ing
Contact: laos@exotravel.com

Flat Out Formula One, Singapore
Led by Catalyst Teambuilding, the activity 
sees teams selecting a charity to race for. 
Using detailed plans and a material kit, 
participants race against time to construct 
an almost-life-sized Formula 1 racing ‘car’. 
They then decorate and brand it in corpo-
rate, team and charity motifs, and formu-
late a race strategy. 

In the final Grand Prix race, the teams 

line up their cars – a driver in the car and 
two pushers behind – and race for prize 
money for their chosen charities. The 
team whose car to go over the finishing 
line first wins, although all teams can do-
nate to their charity no matter their plac-
ing. Awards can also be given for the best-
decorated car.

From branding their vehicles with their 
beneficiaries’ logos to competing for prize 
money to be donated, participants are able 
to take charity into their own hands and 
attain a sense of accomplishment for their 
contributions. They can also involve ben-
eficiaries in the building and decorating 
of the race car, as well as include a young 
beneficiary in the driver’s seat to give them 
a memorable experience of the race.
Duration: 1.5 to two hours
Group size: From 20 pax
Contact: info@catalystteambuilding.sg

Hole in One, across Asia
Delegates work in teams to design and 
build a challenging mini golf course 
which they will play in a tournament. 
The unique aspect of this activity is that 
the golf course must be built with canned 
goods and non-perishable food items, 
and these items are then donated to a local 
food shelter or charity after the event.

In Hong Kong, Team Building Asia 
works with Feeding Hong Kong, a local 
food bank that bridges the gap between 
hunger and food wastage. Beneficiaries 
vary across Asia.

Hole in One gives participants a change 
to donate to a good cause. Prior to the 
event, participants are asked to contribute 
five to 10 items based on a wish list pro-
vided by the assigned charity, to use in the 
building of the golf course. 
Duration: 1.5 to two hours
Group size: At least 18 people
Contact: paula.ng@teambuildingasia.
com

Art and Culture Journey, China
Designed by Jingbo Culture (Hengqin) 
and implemented by Life Power (CHN) 
Team Building Training, this full-day pro-
gramme in Guangzhou marries art, herit-
age and culture with CSR opportunities. 
Participants get to explore Huangpu Old 
Village where they will interview local art-
ists, traditional craftsmen and indigenous 
inhabitants. 

Fun elements are offered through a 
bespoke treasure hunt involving craft ses-
sions to make traditional book frames, 
wooden New Year folk paintings, mova-
ble-type printing and lacquer art.

The activity offers an opportunity for 
participants to learn about the historical, 
cultural and social significance of intan-
gible cultural heritage. It also supports 
conservation efforts and art development. 
By showcasing the work of local artists 
and traditional craftsmen, they are given 
a chance to make a living.
Duration: Full-day
Group size: 20 to 100 people
Contact: jbc.artnculture@gmail.com; 
brian.yau@lifepower.com.hk 

Farm Day Hosted by the Karen Tribe, 
Thailand
Offered by Asia DMC – Thailand, the first 
stop in this activity is the Karen village in 
Baan Thung Luang (Mae Wang district) 
in Chiang Mai. Visit the local market be-
fore meeting the home host to learn about 
the culture and history of the villagers. 

Next stop is an organic farm to join 
workers in picking vegetables and ingre-
dients for lunch. Enjoy cooking and eat-
ing with bamboo sticks in the traditional 
style. After relaxing, work at the farm 
again with the villagers. Round off the day 
with a bamboo raft ride along the Mae 
Wang River.

The Karen people believe that living a 
simple life is the way to eternal happiness, 
and they carry out their beliefs by living 
with few frills. In interacting with this tra-
ditional, ethnic-minority community, city 
folks will not only contribute to the local 
economy but also realise how comfortable 
their own lives are.
Duration: Full day
Group size: Up to 15 people; larger 
groups will be split into smaller numbers
Contact: product.th@asiadmc.com

Survival Skills in Taman Negara National 
Park, Malaysia
Leave your team in the good hands of 
Happy Trails! Asia, as they leave the urban 
environment to have a lifetime adventure 
at Taman Negara National Park in Malay-
sia. This 130 million-year-old rainforest is 
the oldest rainforest in the world and one 
of Malaysia’s main tourist draws.  

Participants will battle each other on a 
bamboo rafting race along a tropical river, 
and master survival skills by building shel-
ter and fire and cooking a basic meal with 
“natural utensils” and wild edible plants. 
In the afternoon, they get busy with trap-
ping and hunting. As night falls, activity 
winds down with a relaxing movie in the 
jungle cinema.

The programme provides work op-
portunities and an income for indigenous 
people who lead in the activities.

Duration: Three days/two nights
Group size: 20 to 150 people
Contact: sales.malaysia@happytrailsasia.
com

Helping Hands, across Asia
Team Building Asia’s Helping Hands is 
a unique and powerful CSR programme 
that gives corporate groups the chance 
to lend assistance to land mine victims 
around the world. 

Teams work together to build a pros-
thetic hand from 30 pieces of plastic and 
metal. They also face the extra challenge 
of being able to use only one hand to 
complete this task – they must cover their 
dominant hand throughout the activity. 
As well as building team performance and 
communication, participants get to create 
something that changes the life of a per-
son in need.

The prosthetic hands are donated to 
amputee land mine victims in Vietnam, 
Laos or Cambodia, along with a note 
from the team that built it, allowing the 
participants to connect with the person 
they are helping. The event finishes with 
each participant knowing they have made 
an impact to someone’s life.
Duration: 1.5 to two hours 
Group size: At least five
Contact: paula.ng@teambuildingasia.
com

Vietnam Toy Makers
Conducted by smallWORLD Experience 
(Vietnam), this activity splits participants 
up into teams where mates work together 
to solve a series of problems and win chal-
lenges in an indoor setting. Each triumph 
scores the team a range of materials, which 
leads onto the second part of the exercise 
– building toys. 

Ranging from racing cars and tracks, 

Panning for gold at Kamu Village

Flat Out Formula One teambuilding activity
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to trains, dolls and teddy bears, toys are 
crafted with love and passed on to local 
under-privileged children. The last stage 
sees participants wrapping their gifts and 
writing an accompanying card. 

Beneficiaries are organisations that 
work directly with underprivileged chil-
dren in Vietnam. This programme ena-
bles teams to use their creativity, and lead-
ership and communication skills to put a 
smile on the face of children. 
Duration: Two to three hours
Group size: 10 to 120 people
Contact: info-vn@smallworldexperience.
com

Art & Culture Journey, Macau
Delivered by Coforte Organisation De-
velopment, this programme takes par-
ticipants around Macau to discover the 
work of local artists and a former ship-
builder through visits to museums, exhi-
bitions, galleries, historical buildings and 
a shipyard. They will also attend a craft 
workshop where they will learn to make 
a wooden paddle and keychain with wood 
that was once used to build ships. As well, 
there will be a treasure hunt.

The programme supports conservation 
of traditional industries in Macau, and 
promote art development. 
Duration: Full-day
Group size: 20 to 100 people
Contact: coforte.hk@gmail.com / brian.
yau@lifepower.com.hk

Meet the Sacred Dancers of Angkor, 
Cambodia
The Sacred Dancers of Angkor is a pres-
tigious school in Siem Reap that teaches 
apsara – Cambodia’s traditional dance. 

Here, students learn the discipline it takes 
to perform the ancient art form, which 
dates back to the Khmer Empire. Each 
dance is a prayer for blessings on the land, 
environment and people. 

Corporate groups get to experience 
this, where they learn and practise the 
subtle yet intricate gestures and moves 
that form part of the enchanting dance. 
There is also an opportunity for partici-
pants to meditate with students. 

The school is a side-project of the 
Nginn Karet Foundation for Cambodia, 
which supports 14 villages in Banteay Srei, 
the Siem Reap district, where the school 
is based. The charity offers aid to poverty-
stricken villagers through programmes 
that provide clean water, hygiene, health 
care, nutrition, education and literacy. 
Profits from the school are ploughed back 
into these projects.
Duration: Half- or full-day
Group size: Up to 20
Contact: marketing@easia-travel.com

Forest and Wildlife Conservation at Sap 
Langka Wildlife Sanctuary, Thailand
Offered by Diethelm Travel Thailand, this 
activity in Lopburi gets participants to 
build weirs – barriers across rivers to help 
manage the flow of water. Weirs provide 
easier access to a sustained water supply 
and also help to reduce water-flow dur-
ing the rainy season, thereby lessening the 
chance of flooding. 

For a more competitive angle, partici-
pants are spit into groups, and each will 
fight to fill empty spaces between bamboo 
sticks with rocks. Jungle survival training 
is also conducted, with tips on dealing 
with snakes, finding water from plants, 

making fires and cooking using only natu-
ral resources.

Teams work together with a shared goal 
for the common good – the sanctuary’s 
protected animals, particularly 44 wild el-
ephants who may be at risk during flash 
floods. Besides physical exertion lifting 
and passing heavy stones, being deep in 
the forest gives an appreciation of the pre-
cious natural environment. 
Duration: 2 days/one night
Group size: 50 to 120 people
Contact: press@diethelmtravel.com

Rags To Riches, across Asia
Prior to the activity, Team Building Asia 
collects clothing and other recyclable 
items on behalf of teambuilding partici-
pants. 

On the day of the session, teams are 
formed to partake in a dynamic network-
ing and communication challenge to cre-
ate a giant version of their logo (or be-
spoke image) using all the donated items. 
A unique matrix guides teams as they 
work together to position their donations 
in pre-determined, marked out areas. 
There is an ideal photo opportunity at the 
end as everyone celebrates their collective 
creativity. The donated items are then de-
livered to the chosen charities.

Rags To Riches encourages participants 
to think more about recycling unwanted 
items that would have otherwise been dis-
carded. 
Duration: One to three hours
Group size: At least 20 people
Contact: paula.ng@teambuildingasia.
com

Coral Teambuilding, Malaysia
In line with reef conservation efforts by 
The Andaman, a Luxury Collection Re-
sort, Langkawi, a unique teambuilding 
activity has been developed around the 
resort’s Coral Conservation Project.

This unique activity involves trans-
planting corals under the expert guidance 
of the resort’s coral curators before relo-
cating them to the ocean using rafts built 
by teambuilding participants. The latter 
emerge from the activity feeling a sense of 
accomplishment, having made a real and 
tangible difference to the environment.

Globally, coral reefs are under threat of 
extinction due to negative habits of hu-
man. With the project, participants are 
given the opportunity to halt the destruc-
tion and save the marine ecosystem for 
future generations. Reef regeneration also 
creates a sustainable fishing resource that 
will help the local community for years to 
come.

Duration: 60 to 120 minutes, depending 
on group size
Group size: 10 to 100 people        
Contact: sales.theandaman@luxurycol-
lection.com

Elephant Valley Project, Cambodia
Caring for captive elephants is at the 
heart of this non-profit organisation 
that offers respite to the over-worked el-
ephants that dot Mondulkiri’s jungle in 
Cambodia. Offering a spacious sanctuary 
for the animals to return to the wild, Ele-
phant Valley Project invites teambuilding 
groups to visit the gentle giants in their 
natural habitat, watching them wallow 
in mud pools and tear out saplings with 
their trunks. There is also the chance 
to help Elephant Valley Project with its 
onsite projects, working together to build 
water towers, improve the banana and 
bamboo farms, and carry out deforesta-
tion programmes.

Elephant Valley Project not only car-
ries out vital work to keep the dwindling 
elephant population alive while offering 
a new lease of life to captive elephants, 
it also carries out essential educational 
programmes and offers support to help 
protect the wild elephant population in 
Mondulkiri. Funds collected by Elephant 
Valley Project are put into these conserva-
tion efforts.
Duration: From half-day programmes to 
five-day/five-night arrangements
Group size: Up to 15 people
Contact: elieoperations@gmail.com

Toy Factory, Singapore
Asia Ability puts participants into teams 
and provides them with wooden parts, 
which they must assemble into a range of 
high quality children’s toys. Teams com-
plete mini-tasks, like trivia, to access tools 
and paints. Once the toys are completed, 
they can be decorated with brand colours 
and incorporated into educational games 
designed by the teams. The session ends 
with a fun and informal finale where each 
team shows off their game and creations 
on stage, and presents their gifts to mem-
bers of the selected beneficiary.

Participants have a hand in assembling 
quality toys for children in need from a 
local charity, school or home of the com-
pany’s choice. They are also able to present 
the gifts in a meaningful and celebratory 
ceremony. Usable game materials from 
the session are also donated to the benefi-
ciaries.
Duration: 1.5 to three hours
Group size: From 12 pax
Contact: ask@asiaability.com

Feature Teambuilding

From above: Participants build bamboo rafts as part of the Taman Negara National survival skills  
activity; groups assemble and decorate children’s toys as part of a charity effort in Singapore

Meet the Sacred Dancers of Angkor trope performing traditional Camodian dance 
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Feature Midscale hotels

Midscale hotels are rising in popularity as budget-
conscious travellers seek to unlock greater value 
from their hotel stays. TTG Show Daily gets travel 
agents to shed light on the latest affordable hotel 
trends, and looks at new offerings in this segment

Filling the void

M Social Singapore’s Loft Premier room

Ansa Hotels & Resorts’ thelivingroom Hotel concept 

Donna Kessler, managing director,
Tourism Portfolio, Australia

How do you select affordable hotels? 
I select affordable hotels based on posi-
tive past experiences, market reputa-
tion, location, facilities and my clients’ 
specific needs. Some prefer big chains 
like Marriott, Hilton or Accor which are 
increasingly diversifying into mid- and 
lower-range offerings while others are 
inclined to independent hotels.

Customers now seek quality and value 
for money, not luxury, moving away from 
the large impersonal rooms of the tra-
ditional luxury properties, and towards 
trendy and technology-friendly hotels re-
gardless of their star category rating. 

Issues in affordable hotels segment
Mid-market hotels need to emerge as 
trendy, designer properties with facilities 
such as clean rooms, great and free Wi-Fi, 
and accessibility via various technology 
platforms, but often hotel owners do not 
invest in these requirements.
 
Are there enough affordable hotel 
brands in Australia?
There are plenty of new two- to four-star 
brands by the big chains, e.g. Aloft, Dou-
bletree, Tru and ibis. Chains like Best 
Western and Choice Hotels have com-
bined over 350 properties, and there are 
multiple Australian hotel brands includ-
ing Quest, Rydges, Clarion, Breakfree and 
Medina. Hotel groups such as TFE are us-
ing Airbnb as a an alternative distribution 
channel with 141,000 listings in Australia.

Tina Tabram, accommodation 
manager, Arinex, Australia

How do you select affordable hotels? 
As clients become savvier, wherever pos-
sible we will offer two tiers of affordable 
hotels. One tier sits at around 3.5 stars 
and has the modern comforts expected 
of a hotel these days, while the second op-
tion sits at around the three-star mark for 
guests who care less about aesthetics and 
just want a private space with a bed.
 
Issues in affordable hotels segment
There aren’t enough modern, affordable 
hotels in the CBD locations. Generally 
they tend to be a little older, and some-
times they sacrifice regular upgrades to 
keep costs down. In Sydney where there is 
a shortage of rooms, even the affordable 
hotels are often priced at five-star levels, 
which can make it hard to attract interna-
tional visitors due to the cost of travel. 

Are there solid affordable hotel brands 
in Australia?
Overall, no. Some brands are emerging 
brands to combat the affordability issue 
in the CBD areas with innovative prod-
uct and service offerings, such as Holiday 
Inn Express, ibis Styles and smaller brands 
like Metro Hotels and Pensione hotels. 
Regionally, there are a lot more affordable 
options available, generally in motel-style 
properties. Choice Hotels and Best West-
ern have a good selection of properties 
across regional locations.

Miles Garrett, general manager,
Khiri Travel Cambodia

How do you select affordable hotels? 
We select hotels that have a good mix of 
pleasant environment, sustainability prac-
tices, location and price. We are very lucky 
in Cambodia with so many beautiful and 
affordable locally-owned boutique hotel 
options and rarely, if ever, need to work 
with international brands. 

Issues in affordable hotels segment
Sometimes it is a race to the bottom and 
the affordable hotel market segment for-
gets that price is not the only factor, par-
ticularly in regard to taking green initia-
tives, food quality and service. 

Are there enough affordable hotel 
brands in Cambodia?
Yes, more than enough.

Savath Mao, general manager, 
Peak DMC, Cambodia

How do you select affordable hotels?
We try to find small, boutique, family-
style hotels that offer between 50 and 100 
rooms. They are usually not established 
worldwide brands but are well-known in 
the country. Cambodia has a very good 
variety of three- to four-star hotels. 

Are there enough affordable hotel 
brands in Cambodia?
A lot of affordable hotels have grown in 
Siem Reap and Phnom Penh in the last few 
years. More remote areas like Mondulkiri, 
Ratanakiri and Koh Kong have limited op-
tions, but it will take time to grow. 

Gunther Homerlein, general manager,
Destination China, Hong Kong

How do you select affordable hotels?
We select affordable hotels when clients’ 
budgets preclude them from five-star ho-
tels or above. If their budget is all used up 
on hotels in an expensive destination like 
Hong Kong, it prevents us from being able 
to offer good programmes and restau-
rants. Eaton Smart, Jen Hotel, Holiday Inn 
Express and the Island Pacific Hotel come 
to mind as good options.  

Issues in affordable hotels segment
A paucity of affordable hotel brands in 
central locations. If clients want an afford-
able hotel near the city centre, the rooms 
are tiny. In Hong Kong, the star category of 
hotels doesn’t matter, the size does – that 
200ft2 is HK$2,000, 300ft2 is HK$3,000 
and 400ft2 is HK$4,000. This makes it  
very challenging to accommodate twin-
sharing requests from the Western mar-
kets. 

Are there enough affordable hotel 
brands in Hong Kong?
Definitely not, but neither is there the 
space to add. Hong Kong’s energy is a 
draw for visitors, but it is also crowded 
and expensive as space is a premium.
These elements clash quite a bit in the af-
fordable hotels marketplace. 

Monas Tjahjono, managing director,
Monas Tours & Travel, Indonesia

How do you select affordable hotels? 
Tour operator partners look for affordable 
hotels with new or refreshed rooms. They 
do not like hotels with too many frills, as 
their clients just need a place to sleep and 
spend most of their time outside the hotel. 

Issues in affordable hotels segment
Sometimes, even international brands 
are no guarantee of the service standards 
across different locations.

Are there enough affordable hotel 
brands in Indonesia? 
Mid-scale hotels are aplenty, be it in pri-
mary or secondary cities. Both inter-
national and Indonesian homegrown 
brands have been opening in secondary 
cities, and many of them have four-star fa-
cilities at three-star pricing too. Some cli-
ents even think that three-star properties 
in Indonesia are good enough, so they can 
reduce room expenses and spend more on 
tours.

Adjie Wahjono, operations manager,
Aneka Kartika Tours & Travel Services, 
Indonesia

How do you select affordable hotels? 
For our European clients, it really depends 
on location. When they do an overland 
trip in Java or Sulawesi, for example, they 
look for minimum comfort – clean and 
comfortable bedding, shower, TV set, air-
conditioning and free Wi-Fi. In these ar-
eas, they usually spend most of their time 
travelling and need the hotel just to rest.

On the other hand, travellers do not 
mind paying more for midmarket hotels 
in a resort destination. As they want to re-
lax in the hotel, facilities like restaurants, 
bars, pools and/or beach are required.

To some travellers, it is easier to relate 
to international brands like Ibis and No-
votel. Having said that, many recognise 
established homegrown brands such as 
Santika and Aston.

Issues in affordable hotels segment
There are too many hotel brands in the 
market, both international and home-
grown hotel chains. Introduction is some-
times needed for clients for the brands un-
familiar to them but which actually meet 
the criteria of their needs.

Philippe Wauquaire, sales coordinator
The J Team DMC, Japan

How do you select affordable hotels?
We select hotels according to the client’s 
budget, requirements and facilities need-
ed, and their preferred location. We use 
hotels such as MyStays, Hearton, Mitsui 
Garden, Monterey and Hankyu. Custom-
ers now expect more for less, and seem to 
be booking at shorter notice than a few 
years ago.
 
Issues in affordable hotels segment
Increased competition. Airbnb is certainly 
slowly changing the game, too. There are 
still not enough rooms for large groups at 
some properties and a lack of affordable 
hotels in some cities. Looking towards the 
Rugby World Cup 2019 and the Tokyo 
2020 Olympic Games, we are experienc-
ing larger price increases in the affordable 
hotels segment that are making the re-
quest for “affordable” somewhat of a chal-
lenge to deliver.
 
Are there enough affordable hotel 
brands in Japan?
Although the three-star market segment 
probably has the biggest supply, it is still 
difficult to book these hotels at certain 
times of the year, particularly in Kyoto.

Ally Bhoonee, executive director,
World Avenues, Malaysia

How do you select affordable hotels? 
We determine what is affordable for our 
clients based on their budgets and pur-



In Finland you can truly satisfy the 
explorer within you. Would you like 
to step ashore on your own island? 
Thousands of waterways will give you 
plenty of options for activities. Rafting in 
rivers, canoeing in lakes, sailing by the 

IN FINLAND YOU CAN 
TRULY SATISFY THE  

EXPLORER WITHIN YOU.
sea are only few of the options. Speeding 
on board of a RIB will fulfil the dreams 
of petrol heads. Learning to sail with the 
fleet of old schooners is unforgettable 
experience.

Welcome to visit our stand M05
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Feature Midscale hotels

New affordable kids on the block
Ansa Hotels & Resorts, Malaysia
Ansa Hotels & Resorts will roll out theliv-
ingroom Hotel, a three-star, limited-ser-
vice hospitality concept, by end 2019 with 
the first property in Kuala Lumpur. 

Optimising efficiency of space and re-
sources will be a key theme at theliving-
room hotels, with services such as flexible 
check-in service and a 24-hour breakfast. 

Rooms come in one configuration 
only at a standard 25m2 size, and in-room 
space is innovatively used – a full-sized 
queen bed, which, when not in use, can be 
reclined back to the wall to transform into 
a study desk, and a three-seater sofa that 
opens up into a double bed.

Asai Hotels, Thailand
Dusit International has unveiled Asai Ho-
tels, a new affordable lifestyle brand tar-
geted at the millennial-minded.

Asai properties will feature compact 
rooms of about 15m2 each, a mixed-use 
space offering work and leisure areas, and 
a restaurant. Each Asai hotel will also lev-
erage technology, availing self check-in ki-
osks and online guides to local attractions. 

The debuting property, Asai Chatuchak, 
will open in Bangkok’s Chatuchak week-
end market in 1Q2019. Five more Asai ho-
tels are expected to launch in 2019 – three 
in Cebu (in Lapu-Lapu, Oslob and the 
city centre); one in Yangon; and a second 
hotel in Bangkok in the Sathorn district.

Veriu Hotels, Australia 
A “bespoke collection of neighbourhood 
hotels” is how Veriu describes itself in 
Australia’s hotel scene. Locally owned and 
launched in 2016, four Veriu hotels and a 
fifth unbranded accommodation current-
ly dot the Sydney landscape, with three 
more to launch next year.

Veriu says its four-star brand attracts 

guests thanks to its quirkiness, locations 
and unique inclusions like free Netflix, 
barista coffee and pastry, speedy Internet, 
complimentary sparkling and filtered wa-
ter, and free Veriu bikes plus access to oth-
er Veriu hotels for co-working purposes.

M Social, Singapore
Seated in Robertson Quay along the Sin-
gapore River, M Social Singapore is Mil-
lennium Hotels and Resorts’ answer to 
the millennial traveller segment, with 
its youthful and tech-savvy identity un-
derlined with a contemporary design by 
Philippe Starck. 

The hotel employs Aura, an autono-
mous service delivery robot that delivers 
amenities to the guestrooms. In-house 
restaurant Beast & Butterflies features 
Ausca, an autonomous service chef robot 
that prepares eggs for guests.

M Social Singapore is the first M Social 
property, and New Zealand is now home 
to M Social Auckland. M Social Suzhou is 
planned for a 2019 opening.

Cozi Hotel, Hong Kong
Launched in 2017 by Tangs Living Group, 
Hotel Cozi features an eclectic collection 
of midscale hotels designed in contempo-
rary styles and homey atmosphere. 

Each Cozi property has its own per-
sonality and unique features create with 
guests’ comfort in mind. Hotel Cozi Wet-
land (debuted in September 2017) in Tin 
Shui Wai is a blend of nature and city, 
while Hotel Cozi Harbour View overlooks 
the Victoria Harbour.

The newly opened Hotel Cozi Oasis 
boasts facilities such as restaurant and bar, 
gym, spa, meeting and conference space, 
and Hotel Cozi Resort (opening 4Q2018) 
will be suited for staycations with kids’ fa-
cilities and themed rooms. 

A rendering of an Asai property, which mixes work and play in common areas

Hotel Cozi Oasis

chasing power, then select hotels that offer 
good service and location within these pa-
rameters. We mostly use local independ-
ent hotels, such as Hotel Sentral Pudu, 
Flamingo Hotel By The Beach, Penang 
and Fave Hotel Penang. 

Travellers from the Middle East, our 
main inbound market, are now more 
cost-conscious. Most will choose four-star 
hotels. They also do their research online 
and tell us exactly which hotel they wish 
to stay in. 

Issues in affordable hotels segment
Some local properties, especially in the 
three-star category, are not well struc-
tured. They do not have dedicated per-
sonnel to handle specific areas. It can be 
frustrating when you are seeking answers 
on the phone and get pushed around. 

Are there enough affordable hotel 
brands in Malaysia?
There are enough four-star brands in 
key touristy destinations such as Kuala 
Lumpur, Penang and Langkawi but not 
enough quality three-star hotels providing 
good service in these destinations.

Manfred Kurz, managing director,
Diethelm Travel Malaysia

How do you select affordable hotels?
We look for hotels that provide very good 
service at reasonable rates, based on our 
site inspections and from online guest 
reviews. We use both independent and 
chain hotels such as ibis and Swiss-Inn. 

A trend among European custom-
ers is the growing appeal of small hotels 
with personalised service. They like bou-
tique hotels with 20-30 rooms as opposed 
to large properties with a few hundred 
rooms.

Issues in affordable hotels segment
The upkeep of the hotel. Owners don’t 
place much importance on renovations 
and refurbishments, and as a result the es-
tablishments often look rundown.

Are there enough affordable hotel 
brands in Malaysia?
There is not enough affordable hotels out-
side of Kuala Lumpur. Destinations such 
as Sabah, Sarawak, Langkawi and Penang 
need more affordable hotels.

JP Cabalza, inbound manager, Corpo-
rate International Travel and Tours, 
Philippines

How do you select affordable hotels? 
If clients ask for prices, we give a combina-
tion of boutique and high-end properties. 
Customers have an overview of the hotels 
from online reviews, and they visit hotel 

websites and OTA reviews. 
In El Nido, Palawan, within the LIO 

Estate are new properties that are great in 
design and location: Hotel Covo Hotel, 
Casa Kalaw and Balai Adlao. Artstream 
Hospitality Management’s boutique ho-
tels Hotel Luna is a good one in Vigan. In 
Makati, boutique Hotel Celeste has indi-
vidually designed rooms in specific Euro-
pean style. The Henry in Cebu and Pasay 
in Metro Manila appeal with their rustic 
setting and individually-decorated rooms.  

Issues in affordable hotels segment
The limited facilities like lifts available on-
site, and thin walls that cannot block out-
side noise from the rooms.

Irene Maliwanag, general manager,
Boris Travel, Philippines

How do you select affordable hotels? 
We take note of what our travellers want 
– cleanliness, Wi-Fi availability, full-board 
meals and airport transfers, etc. They 
know what they want and have knowl-
edge of the hotels from the Internet. In 
Palawan, Hotel Covo in El Nido and One 
Manalo Place in Puerto Princesa are good 
options as clients are satisfied with them. 
Also, Hennan Hotel in Bohol and Boracay.
  
Issues in affordable hotels segment
Steep price fluctuation but there are resorts 
like Hennan, for instance, which rarely in-
crease the rates for the whole year and gives 
almost the same price for next year.

Are there enough affordable hotel 
brands in the Philippines? 
Yes, there’s a growing number of afford-
able hotels to meet the growing demand.

Maureen Goh, manager, 
Asian Compass Travel, Singapore

How do you select affordable hotels?
We choose hotels based on the custom-
ers’ budgets. Some don’t mind three-star 
hotels as long as the rooms are clean and 
near what they come for. For instance, 
Eastern European groups like to stay in 
the Clarke Quay area for its nightlife of-
ferings, so we work with hotels like Grand 
Park City Hall and Park Regis.

Issues in affordable hotels segment
Hotels are not that affordable during peak 
periods, especially during the Golden 
Week. Some hotels have small room sizes, 
so we make sure to tell our guest the room 
sizes in advance to avoid disappointment.

Are there enough affordable hotel 
brands in Singapore?
Yes, definitely enough. Many new names 
have opened and there are more hotels 

now than ever before. Because of greater 
competition, hotels are also now more 
flexible with their timing and budget. 
They listen to our clients’ budgets and try 
to meet them if they can.

Judy Lum, general manager,
Diethelm Travel (Singapore)

How do you select affordable hotels?
Defining the customer’s demographic is 
important to ensure the right match. As 
agents, we take a proactive approach to 
find out about the hotel and what the so-
cial network platforms are saying about it. 
Customers look for more than just price 
but also ratings and comments on social 
media platforms on the property to help 
them make an informed decision.
 
Issues in affordable hotels segment
International chains practically blindside 
local DMCs by forging direct deals with 

overseas tour operators. If that doesn’t 
hurt enough, they offer a rate parity. 
The local independent brands and hotel 
groups tend to support the DMCs better, 
at least for now. I see many smaller, in-
dependently owned and boutique hotels 
over-extend themselves to OTAs and have 
to pay high commissions begrudgingly as 
they become dependent on them.
 
Are there enough affordable hotel 
brands in Singapore?
(There are) more than enough, but these 
hotels do not price themselves higher than 
affordable. I suppose it is a demand and 
supply situation but they should ensure 
consistency so that the DMCs can support 
them better.

Reporting by S Puvaneswary, Pamela Chow, 
Marissa Carruthers, Adelaine Ng, Mimi 
Hudoyo, Rosa Ocampo and Julian Ryall 
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Regional and shorthaul trips are appealing to Cambodia’s luxury outbound market, writes Marissa Carruthers

Interesting destinations in the vicinity
Trends Luxury Outbound

Cambodia’s elite 
consider Japan a 
new destination; 
Himeji Castle in 
the city of Himeji, 
Hyōgo Prefecture 
pictured

em
perorcosar /shutterstock

M
ore than ever before, 
Cambodians are jet-
setting abroad for a 
few days of shopping, 

sightseeing and business.
According to the latest figures 

from the country’s Ministry of Tour-
ism (MoT), more than 960,000 Cam-
bodians travelled abroad in the first 
six months of 2018. This represents 
a 14.5 per cent year-on-year increase. 

In a report, the MoT attributed 
this rise to an increase in living stand-
ards across Cambodia, coupled with 
ever-increasing access to new desti-
nations in the country’s rapidly ex-
panding aviation market. The report 
added that the majority of Cambodi-
ans who travel did so for for leisure, 
business or medical treatment.

Sinan Thourn, chairman of PATA 
Cambodia and B2B Cambodia, said 
that despite an expected dip in travel 
due to July’s elections, the number 
of high-end Cambodians travelling 
abroad has remained relatively un-
changed in 2018 when compared 
with the previous year.

But despite an increase in long-
haul flights and connections with 
China, Cambodians are opting to 
travel within the region, with Singa-
pore and Thailand proving to be de-
sired destinations, observed Chhay 
Sivlin, president of Cambodia Asso-
ciation of Travel Agents. 

Their close proximity to Cambo-
dia makes them attractive options 
with shopping, cultural activities and 
medical treatment listed as the main 
reasons to visit.

Sinan agreed, claiming Cambodi-
ans are looking for shorthaul direct 
flight connections. 

He said: “It is time-consuming to 
get to Dubai, which is putting a lot of 
people off. Whereas there are direct 
flights to Tokyo and Taipei, which 
only take a few hours.”

Sinan added that despite the 

launch of Emirates’ Dubai flight in 
mid-2017, the country’s appeal has 
diminished with Cambodia’s elite. 

Instead, more Cambodians are 
opting to spend four to five nights in 
Tokyo and Taipei, mainly for shop-
ping. South Korea is also gaining in 
popularity. 

“Japan is a new destination for the 
luxury market,” Sinan said. “We have 
seen an increase in interest there, and 
expect that this will continue into 
2019. It is the same with Taiwan.”

As well as Japan remaining popu-
lar in 2019, Sinan indicated the more 
far-flung destinations of Australia, 
New Zealand and some parts of Eu-
rope will start to shine next year. 

Meanwhile, the US is still off the 
radar for luxury Cambodian travel-
lers, thanks to growing tensions in 
diplomatic relations between the two 
countries and difficulty for Cambo-
dians, regardless of their budget, to 
secure visas.

“The visa issue is still much too 
complicated for Cambodians to get 

into the US, and this puts a lot of 
people off. This will remain an is-
sue for a long time,” remarked Sinan, 
adding that Canada’s more relaxed 
view on visas makes for an alterna-
tive longhaul destination. 

Sinan also noted that there is an 
increase in high-end travellers who 
are jet-setting abroad during the 
busy holiday seasons of Khmer New 
Year and Pchum Ben. 

This extends to the domestic mar-
ket, with an increasing number of 
young affluent Cambodians check-
ing in at the increasing supply of 
five-star properties across the coun-
try for a weekend break, such as the 
Rosewood Phnom Penh. 

Sihanoukville and Siem Reap are 
also popular domestic destinations. 
The Royal Sands – Koh Rong Island, 
a five-star resort that opened on the 
island of Koh Rong in December, 
and luxe properties in Siem Reap are 
luring in Cambodia’s younger high 
rollers.

Indra Budiman, general manager 

of Shinta Mani Hotels, predicts the 
domestic travel trend is a market that 
will continue to grow in the future as 
the country’s millennial appetite for 
travel grows, as well as their expend-
able income. 

“Studies show that millennials 
are more tech-savvy and connected 
than any previous generation and 
are changing the way travel is con-
sumed,” he pointed out. 

“Five to nine per cent of millennial 
travellers will travel in style, accom-
modating their new lifestyle, as well 
as their well-earned professional life.”

Indra also noted that the travel 
and tourism industry contributed 
28.3 per cent to global GDP in 2016, 
and this is forecasted to rise by 6.6 
per cent in 2027.

According to the International 
Monetary Fund, Cambodia tracked a 
rise in GDP by 6.9 per cent in 2017. 
The report further added that as the 
country’s economy develops, so will 
consumers’ appetites for travel and 
international retail. 

Anwita Basu, Asia analyst and 
country risk service manager at The 
Economist Intelligence Unit, noted 
that in comparison to other South-
east Asian countries, Cambodia re-
mains relatively poor. In 2017, GDP 
per head across South-east Asia aver-
aged at US$12,300 compared with 
US$3,995 in Cambodia. 

However, she said: “The economy 
is expected to grow at a much faster 
rate than the South-east Asian aver-
age, and will arguably catch up in 
terms of wealth levels.”

According to the Knight Frank 
Wealth Report, by 2024 the country’s 
ultra-high net worth individuals is 
set to rise to 84 compared with 54 
individuals with more than US$30 
million in assets in 2014. The report 
estimates a total of 25 elite Cambodi-
ans will fall into the centa-millionaire 
category by 2024.
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Travelling is not a priority but this might change once Laos catches up in wealth levels. By Marissa Carruthers

Still a distance to reach its full potential

T
he luxury travel market re-
mains relatively untapped 
in Laos, with huge potential 
ahead as more of the coun-

try’s elite start to splash their cash on 
travel.

According to the latest figures 
from the country’s Ministry of Infor-
mation, Culture and Tourism, more 
than three million people from Laos 
travelled abroad in 2017, represent-
ing a 0.3 per cent year-on-year de-
cline.

The ministry attributed the slight 
tumble to its efforts in promoting 
its Visit Laos Year 2018, which saw 
a swathe of marketing campaigns 
launched to showcase what the 
country has to offer. 

Moreover, many provinces created 
new products to lure more domes-

tic and foreign visitors. Champasak, 
Bokeo, Xayaboury, Khammouane, 
and Savannakhet provinces proved 
popular with domestic travellers.

Freelance tour guide Dao Kep – 
who specialises in organising private 
luxury tours – said business has re-
mained relatively stagnant through-
out 2018. He added that Singapore 
remains the most popular, with 
Thailand, South Korea, Malaysia and 
Japan popular with his clients. 

Relaxed visa restrictions to Taiwan 
have also led to an increase in interest 
to the destination, while increasing 
flight connections with China have 
stimulated interest and sparked a rise 
in bookings to the country.

June, July and August, as well as 
the Lao New Year of Pi Mai Lao in 
April saw an increase in luxury Lao-

tians heading abroad, with Dao pre-
dicting these periods will see another 
surge in outbound travellers in 2019.

He added that business is the main 
reason for venturing overseas, with 
regional shopping trips also ranking 
highly. 

As well as regional travel, Nin-
homlao Tour Company noted a 
small rise in Laotians venturing fur-
ther afield, with interest in the Mal-
dives and Europe.

Despite the stagnant market, Dao 
anticipates this will change in the 
coming years as travel features higher 
on Laotians’ radar. 

“More people want to explore 
countries abroad, but it is not a pri-
ority for now,” he said. “(But) I think 
this will change soon.”

While forking out the money to 

pay import duty is not an issue for 
Laos’ elite, Dao believes the govern-
ment limiting the purchase of goods 
from neighbouring countries to 
US$50 per person, with any more 
being slapped with import tax, deters 
many from splurging on shopping 
breaks abroad.

According to the World Bank, 
in 2017 Laos’ GDP per capita was 
US$7,023. This compares with 
the South-east Asian average of 
US$12,300. GDP growth has also av-
eraged at 7.8 per cent during the last 
decade, with the use of the country’s 
natural resources, mostly hydropow-
er potential, minerals and forests, 
contributing to about one third of 
this growth. 

The Asian Development Bank ex-
pects the country’s GDP to grow by 
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Rising inflation rates, unstable political climate affect Myanmar’s luxe travel market. By Marissa Carruthers

Pushing through the travel slump

O
ngoing turmoil in Myan-
mar’s Rakhine State, cou-
pled with currency fluc-
tuation and increasing 

inflation rates are deterring Myan-
mar’s elite from international travel.

Figures from the Union of Myan-
mar Travel Association (UMTA) re-
veal about three million locals travel 
abroad annually for leisure and busi-
ness, with more than six million vis-
iting domestic destinations.

However, tour operators say the 
number of affluent people from My-
anmar seeking to venture overseas 
has slowed. 

Hla Aye, managing director of 
Shan Yoma Travel and Tours and 
UMTA chairman, attributed this to 
the political and economic issues 
that are troubling the country.

He shared: “We’ve not seen huge 
growth this year because the econ-
omy has suffered, (there are) events 
happening in Western Myanmar, 
and issues with the old government 
and new government are all making 
things very bad for business.”

Hla Aye predicts that this will con-
tinue, with a six-month mini-budget 
introduced by the government on 
October 1. This is expected to in-
crease inflation to 5.9 per cent. 

“Within two weeks, the Burmese 
kyat rose from 1,350 to more than 
1,500 against the US dollar,” Hla Aye 
added.

Hein Thant, director of Croton 
Travel and Tours, noted that despite 
a “slow” growth in the luxury market, 
those travelling abroad are looking to 
explore new destinations. 

He cited branded shopping and 
leisure as the main reasons for travel.

“Even though the number of trips 
has decreased, we have seen growth 
in new destinations and longer 
lengths of travel,” said Hein Thant.

6.8 per cent this year, and by seven 
per cent in 2019.

The World Bank added that the 
country’s economic growth slowed 
during 2017 compared with previous 
years and is expected to further slow 
throughout 2018. 

However, it predicts the economy 
will pick up in 2019 and beyond as 

the country’s wealth expands. By 
2020, GDP per capita is projected to 
reach US$3,100, with the population 
predicted to swell from 6.9 million 
people to 7.3 million.

Anwita Basu, Asia analyst and 
country risk service manager at The 
Economist Intelligence Unit (EIU), 
said: “The economy is expected to 

“More people are wanting to 
explore countries abroad, but it 
is not a priority for now. I think 
this will change soon.” 
Dao Kep
Tour guide

Meanwhile, Singapore remains 
the most popular destination, with 
the Maldives attracting an increasing 
number of luxury travellers. 

Hein Thant added: “Europe is pick-
ing up speed for the luxury market for 
branded shopping, and (it is also for 
Myanmar travellers) to experience 
Western cultures and heritages.”

Shwe Yi Min Han, CEO of bou-
tique luxury tour operator Birmane 
d’Or, also noted a decrease in book-
ings, adding that the luxury out-
bound market in Myanmar remains 
small. 

“It’s still difficult to talk about lux-
ury market in my country,” he said. 
“It’s difficult to make them under-
stand the word luxury. This year, all 
the rich people are suffering from the 
economic crisis, and I see that out-
bound travel is going down.”  

He said popular destinations with 
his clients include Europe, Canada, 
the UK, the US, Australia and Russia. 

“They love to go shopping and 
can spend many days in Paris, for 
example, just for high-end shops like 
Hermès, Chanel and Louis Vuitton,” 
he shared. 

Shwe Yi Min Han added that Afri-
ca is his “favourite luxury trip” which 

India has seen an 
increase in visitors 
from Myanmar 
since visa restric-
tions were lifted 
last year; Taj Mahal 
in Agra pictured

Taiwan is grow-
ing in popular-
ity among rich 
Laotians, Jiufen 
Old Street in Taipei 
pictured

grow at a much faster rate than the 
South-east Asian average and will 
arguably catch up in terms of wealth 
levels.”

She added that the divide between 
the rich and poor remains huge in 
Laos.

“On the ground, it is apparent 
that wealth is distributed in an un-
equal manner. Local business com-
munities, often supported by their 
links to senior politicians, have been 
allowed to rise as dominant oligopo-
lists who have benefited from the 
gradually rising income levels. Ex-
pensive imported items are almost 

solely reserved for these classes,” she 
remarked.

Basu attributed Laos economic 
growth, and future potential, to im-
proved politics and the increase in 
efforts to attract foreign investors to 
the country. 

“One of the most significant 
changes is the fact that the nation has 
managed to restore relative peace in 
the domestic political environment, 
and that has allowed for it to open up 
its market for business and invest-
ment,” she pointed out.

With the country still relatively 
unexplored by investors, Basu be-
lieves there is a huge potential for 
growth to excel in the future, pro-
vided stability is maintained in the 
long-term. 

However, she added: “The EIU 
does not expect the latent trends to 
change in the 2019. 

“Some short-term instability in 
the political environments could 
deter investors, however, their ad-
ministrations are cognisant of the 
importance of maintaining a positive 
business environment.”

includes private dinners and a raft of 
sunset surprises, but “no one dares 
to come with me as the word Africa 
makes them scared”.

For Seven Diamond Travels’ gen-
eral manager, Dimple Swe,  regional 
travel remains the most popular, with 
clients booking mainly four-night 
and five-day trips to Singapore, Vi-
etnam, Thailand and Malaysia. The 
ease of visa restrictions to South-east 
Asian countries has helped to drive 
this growth. 

Hein Than said the increasing ap-
petite to explore new destinations is 
also fuelled by a rise in the use of so-
cial media across Myanmar. 

“Social media, such as Facebook 
and Instagram, has become very 
popular and is encouraging poten-
tial travellers to visit new places,” he 
pointed out.

Hla Aye said luxury travel to Japan 
was starting to pick up pace with his 
clients, but he has seen a downturn 
in recent months. 

However, deluxe pilgrimages to 
India are becoming more popular, 
due to easier visa processes. In 2017, 
India announced visa-free entry to 
the country for people from Myan-
mar, which in turn triggered a 10 per 

cent year-on-year growth in trips 
from Myanmar to India.

In spite of the reported slow 
growth, Myanmar’s luxury sector has 
huge untapped potential. Wealth-X’s 
World Ultra Wealth Report predicted 
the number of wealthy people in 
Myanmar with assets of more than 
US$30 million will grow by a stag-
gering 307 per cent by 2022 – the 
fastest pace of growth in the world.

Knight Frank also forecasted the 
number of high net worth individu-
als holding a minimum of US$1 mil-
lion in assets will double by 2024 to 
more than 3,500. It cites Yangon as 
one of four global “Cities of the Fu-
ture”, with the largest potential of 
becoming an ultra-high net worth 
individual location in the future.

Asia Development Bank also esti-
mates the economy will grow by up 
to seven per cent each year, with the 
country potentially tripling per capi-
ta income by 2030.

Looking to the future, Hein Thant 
believes Myanmar’s luxury market 
will slowly expand. “I expect the 
luxury outbound market will still be 
stable yet slow, but visiting unknown 
and new destinations will grow much 
stronger than in the past.”
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City and beach fun
Indus Indus Travel’s 12-day Crazy Rich 
Singapore Culture & Thailand Beaches tour 
brings travellers around Singapore to take in 
the sights, and partake in local cuisine over 
four days. After that, it sets off to Thailand’s 
islands of Phuket, Phi Phi and Krabi.

Feast like the Crazy Rich
Another tour themed around the movie and 
novel, the Crazy Rich Asians – Behind the 
Scenes Food Tour by Wok ‘n’ Stroll features 
local dishes mentioned such as carrot cake 
and roti prata had at venues like Newton 
Hawker Centre, as well as more upscale 

Hot stuff

Destination Singapore

T
he movie Crazy Rich Asians has 
been lauded as a win for Asian 
and Asian-American represen-
tation in Hollywood, but it’s 

clearly a coup for Singapore, where a large 
part of the blockbuster hit was filmed.  

Adapted from the satirical novel by 
Singaporean-American author Kevin 
Kwan about the upper echelons of Singa-
pore’s wealthy classes, the movie features 
an all-Asian cast and portrays scenes in 
Singapore’s luxurious spaces as well as lo-
cal neighbourhoods.

Add to this the international limelight 
that the country was thrust into earlier 
this year when it was picked to host the 

high-profile Trump-Kim summit in June, 
2018 has been one massive publicity bo-
nanza for Singapore.  

It’s no wonder that the Singapore Tour-
ism Board (STB) has been eager to tap the 
branding opportunities arising from the 
country’s claim to fame in recent months. 

Crazy Rich Asians clearly serves as a 
talking point “to get the conversation go-
ing about the real Singapore and pique in-
terest in visiting the country”, said Lynette 
Pang, assistant chief executive, marketing 
group, Singapore Tourism Board (STB).

“(It) is not just about the opulence and 
luxury showcased in the film, but Singa-
pore’s actual richness in terms of our di-

versity, as well as the depth and breadth of 
experiences for both locals and visitors,” 
Pang added.

This promotional blitz for Singapore 
has encouraged tourism players to capi-
talise on the mounting awareness of the 
city-state. 

Several tour operators have crafted 
unique tours to bring Crazy Rich Asians 
experiences to reality. Indus Travel has 
rolled out a 12-day Crazy Rich Singapore 
Culture & Thailand Beaches itinerary, 
while Wok ‘n’ Stroll launched in late-
August a Crazy Rich Asians – Behind the 
Scenes Food Tour (see sidebar for both 
tours). 

Thanks to recent Hollywood film Crazy Rich Asians spotlighting Singapore, travel interest in the city-state is at 
an all-time high and trade players are keen to grow the demand with new offerings, reports Pamela Chow

Setting up a rich playground

Recent events have thrust Singapore into international limelight; the city’s iconic Marina Bay Sands pictured 

Supertree Grove lit up at Gardens by the Bay; the Singapore attraction was one of the filming locations for Crazy Rich Asians

Little India tours with Down to the Bare Walls
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“Singapore looks so attractive and 
sexy in the movie. We wanted to give 
the audience the experience of being a  
crazy-rich Asian for one evening,” shared 
Wok ‘n’ Stroll founder and CEO Karni 
Tomer. 

Arron Lim, founder of The Inside Ac-
cess, remarked that Singapore’s exposure 
on the big screen will spark “a surge in 
travellers” curious about the city’s offer-
ings, which can open up opportunities for 
other attractions such as urban architec-
ture and dining.  

Mathieu Musnier, general manager of 
La Maison du Whisky, added: “Singapore 
has long been a hub for cultural events 
in the region. The success of this movie 
will for sure entice a broader audience to 
come to Singapore and experience the 
best the island has to offer in terms of 
F&B and events.”

To maximise the destination’s appeal 
during the movie’s box office run, STB 
worked with Warner Bros and other part-
ners to roll out marketing initiatives in 
the US, Australia, Japan and South-east 
Asia.

These included private movie screen-
ings and contests, as well as a Crazy Rich 
Singapore Week in the US. Pang shared 
that STB has partnered with travel com-
pany Travelzoo to further promote Sin-
gapore through targeted web content and 
Indus Travel’s tour package.

STB’s investment in the longhaul mar-
ket is complemented by a growing list of 
direct US flights. These include Singapore 
Airlines’ non-stop daily Singapore-Los 
Angeles route starting in November, its 
increase in frequency of Singapore-San 
Francisco flights from November 28, and 
its relaunch of Singapore-New York this 
month. 

The Trump-Kim Summit in June also 
received massive global media attention, 
showing the world that Sentosa – where 
the event was held – has “excellent ‘turn-
key’ capabilities in hosting high-stature 
events at very short notice”, said Lynette 
Ang, chief marketing officer, Sentosa De-
velopment Corporation.

“We will continue to build on these to 
position Sentosa as a ‘must-visit’ destina-
tion (in Singapore).”

restaurants like Michelin Bib Gourmand-listed 
New Ubin Seafood at CHIJMES, and LeVeL33 
Craft-Brewery Restaurant & Lounge.

Stopover in Singapore
The Changi Stopovers in Singapore pro-
gramme allows passengers – who book 
a stopover package through the Changi 
Stopovers webpage – to enjoy complimentary 
one-way airport-hotel coach transfer and a 
mobile SIM card worth S$10 (US$7.30).

Wheel through food streets
The Bike and Bites Food Tour by Let’s Go 
Bike Singapore takes visitors on a cycling 

tour through the streets of Chinatown, Kam-
pong Glam and Little India. Visitors will get to 
savour local cuisine and listen to interesting 
facts about the Lion City, such as the stories 
behind old street names. 

Explore Little India at night
Guests on the Down to the Bare Walls – by 
A+B Edu Tours and Travel – will be taken to 
the back lanes of Little India at night, where 
they get to learn more about the rich history 
of the cultural precinct through activities 
like learning to tie a turban, and feasting on 
traditional Mughlai dishes in a North Indian 
restaurant.
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ARIYANA CONVENTION CENTRE DANANG
FACILITIES MEET ALL REQUIREMENTS
Situated in the centre of the 5 star Ariyana Danang Tourism 
Complex comprising Furama Resort, Furama Villas and Ariyana 
Beach Resort & Suites, the Ariyana Convention Centre (ACC) 
has been built to the requirements of APEC 2017 and is a 
premier base for exploring one of Asia’s most exciting new 
destinations. The ACC is just 14 minutes from Danang  
International Airport, and 10 minutes from the city centre,         
5 - 10  minutes to  international 4 and 5 star hotels, resorts, variety 
of  restaurant, entertainment, retail and recreational options.

Our culinary team is dedicated to tailor the perfect menu for your 
event from the freshest, top quality, seasonal ingredients and 
mouth-watering local, regional and international dishes and 
wines. We provide your events with an extraordinary dining 
experience, whether it’s for a few dozen guests or a few thousand. 

BUSINESS CENTRE

BUSINESS LOUNGE 

COFFEE SHOP

PARKING AREA

SHUTTLE SERVICE

HIGH SPEED INTERNET CONNECTIVITY

GENERATOR

24-HOUR SECURITY 

ON-SITE CATERING

ORGANIZERS' OFFICE

CONCIERGE

Ariyana Convention Centre
107 Vo Nguyen Giap Street, Khue My Ward, 
Ngu Hanh Son District, Danang City, Vietnam
T: (84-236) 3847 333  | F: (84-236) 3847 666
E: ssm.hcm@furamavietnam.com
www.ariyanacentre.com

M A N A  G  E  D    B  Y  

C O N V E N T I O N  C E N T R E

VISIT OUR BOOTH AT

Six Senses Duxton, the brand’s first urban resort, is set within heritage shophouses in Singapore

A series of fresh hotel 
openings are breathing 
new life into the city’s 
historic buildings, finds 
Pamela Chow

Heritage 
treasures

W
hile swanky hospitality 
brands like Andaz are call-
ing towering skyscrapers 
homes in Singapore, a crop 

of new hotels are finding love in the city’s 
older buildings, wooing travellers with a 
meld of history and modern comfort.

In 2017, The Lo & Behold Group set up 
camp in the old warehouses of Robertson 
Quay, originally built in 1895 for liquor 
distilleries and opium dens. Then in April 
this year, luxury resort brand Six Senses 
opened within a row of shophouses in the 
Tanjong Pagar district.

Most recently, Cube Boutique Capsule 
Hotel at Kampong Glam – located in re-
stored shophouses along the Kampong 
Glam Heritage Trail – opened in July un-
der Singapore real-estate firm RB Hospi-
tality.

Sonia Anya Tay, COO and co-founder 
of CUBE Boutique Capsule Hotel, said: 
“Our capsules are built in restored conser-
vation shophouses or authentic pre-war 
buildings with a rich history and sited in 
popular tourist areas.”

She explained that Cube caters to a new 
generation of guests that “(doesn’t) need 
a swimming pool or spa facilities on the 
premises” and are “price-sensitive”, but 
who also appreciate the immersive experi-
ence of staying in a heritage building.

“(Our guests) are identified as digital-
savvy global explorers in the 18-35 age 
group,” Tay said.

Conserved heritage sites are hardly a 
novel setting for Singapore hotels. The 
Fullerton Hotel Singapore occupies a Na-
tional Monument: the Fullerton Building, 
commissioned in 1919 as a part of the 
British colony’s centennial celebrations; 
Grand Park City Hall sits on a century-old 
conservation site; Link Hotel was con-
verted from art-deco residential blocks 
from the 1950s and 1960s; and the iconic 
Raffles Hotel Singapore opened in 1887 
with 10 rooms in an old bungalow-style 
building. 

But this recent rush of new blood to the 
scene has reawakened the old dames, who 
have launched rejuvenation campaigns 
and technological innovations to remain 
competitive.

Link Hotel has reopened after a major 
renovation, and is now part of the Tiong 
Bahru Heritage Trail. 

As part of its restoration, Raffles Hotel 

Singapore will introduce a new line-up of 
dining experiences by celebrity chefs such 
as BBR by Alain Ducasse; La Dame de Pic 
by three-Michelin-star chef Anne-Sophie 
Pic; and yì by Jereme Leung, a Singapore-
born chef who was a judge on Masterchef 
China. This heritage icon is slated to reo-
pen in 1Q2019.

Grand Park City Hall is also undergo-
ing the final phase of its transformative 
masterplan – scheduled to complete soon 
– which will integrate it into an upcom-
ing mixed-use lifestyle precinct, City Hall 
Square. It will be the first hotel in Singa-
pore to launch mobile check-in facial rec-
ognition technology, reducing check-in 
time from five minutes to a minute. 

“The new Grand Park City Hall appeals 
to travellers looking for unique experi-
ences that are infused with Singapore’s 
stories, and have an appreciation for arts 

and history. These guests also embrace 
seamless experiences empowered by tech-
nology today,” said John Kockan, general 
manager, Grand Park City Hall. 

Meanwhile, The Fullerton Hotel has 
taken its 90th anniversary this year to in-
troduce year-round events and promo-
tions. These include the inaugural Full-
erton Concours d’Elegance showcase of 
more than 90 vintage and classic cars; and 
a series of theatrical drama tours that re-
tell the history of the national monument. 

Cavaliere Giovanni Viterale, the hotel’s 
general manager, said: “I believe there is 
an air of romance and mystique that sur-
rounds Singapore’s heritage buildings, 
especially one like the Fullerton Building. 
Beyond the aesthetic appeal of heritage 
building, each stay is enhanced by authen-
tic stories and experiences that are hard to 
replicate.”
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tours that emphasise the local environment and 
attractions, such as the annual November 3 Okawa 
Beef Festival.

Best Western Plus Hotel Fino Chitose
Positioned just 3.2km from Hokkiado’s New Chitose 
Airport is Best Western’s newest Japan outpost. 
The upper-midscale hotel with 154 keys offers a 
selection of Japanese-style family rooms for up 
to four guests. All rooms come equipped with a 
flatscreen TV, refrigerator, coffee/tea maker, and 
complimentary Wi-Fi. Facilities on-site include a 
restaurant and a 24-hour exercise facility.

Open-top bus tours of Mount 
Sakurajima
A bus company in Kagoshima, southern Japan, 

Hot stuff

Destination Japan

With the 2019 Rugby World Cup headed for Japan, host city Yokohama is sprucing up for its time in the 
spotlight with the country’s biggest hotel, along with other developments, in the pipeline. By Julian Ryall

Yokohama’s big touchdown

New Tsukiji fish market
With the must-visit Tsukiji fish market in Tokyo 
soon to close for redevelopment, the replace-
ment fish wholesale market, Toyosu, has opened 
nearby on October 11. The new market has been 
designed to appeal to visitors, for example, with 
viewing areas dedicated for watching early-morn-
ing tuna auctions. It will be expanded to include a 
sushi school, hotel and hot spring in the future.

Japan’s smallest community 
The hamlet of Okawa, in Kochi Prefecture, 
has been officially recognised as the smallest 
community on mainland Japan. To cash in on 
its new-found fame, the village – which has just 
400 residents spread out over 9,500ha – has 
begun hiking, nature and lifestyle experience Best Western Plus Hotel Fino Chitose

has started offering tours on an open-topped bus 
designed to enable visitors to experience a fairly 
constant fall of volcanic ash. The city is on the other 
side of the bay from Mount Sakurajima, one of the 
most active volcanoes in the world, and is frequently 
coated in ash from eruptions. Buses operated by 
Kyushu Miyabi Kanko take tourists on five routes 
throughout the city – all are equipped with goggles 
and breathing masks for worst-case scenarios.

The Hotel Ridge, Shimada Island
The Hotel Ridge is the latest property to be added to 
The Ryokan Collection. True to its name, the hotel 
sits on a hilltop on Shimada Island that overlooks the 
whirlpools of Naruto and the Seto Inland Sea. The re-
sort has 10 Western and Japanese suites, and offers 
wellness experience, as well as fine wines and foods.

T
hirty-seven floors above street 
level, the construction cranes are 
in constant motion as the largest 
hotel in Japan slowly takes shape.

The US$140 million Apa Hotel & Re-
sort Yokohama Bay Tower will have 2,400 
guestrooms across more than 58,000m2 of 
floor space when it opens in 2019.

This comes at a fortuitous time, coin-
ciding with Yokohama hosting matches in 
the Rugby World Cup, including the final. 
Moreover, the hotel is in proximity of To-
kyo, which will host the Olympic Games 
in the summer of 2020.

Some 70,000 people will be in the In-
ternational Stadium Yokohama for the 
final of the Rugby World Cup, according 
to Seiichi Hata, manager of the Yokohama 
Convention & Visitors Bureau’s MICE 
team. 

He further shared that Yokohama will 
host seven Rugby World Cup Games 
games, and many other events will take 
place throughout the city during the 
tournament.  “We anticipate a real bustle 
around the city,” he remarked.

“This is a great opportunity to raise 
awareness of Yokohama, particularly 
among strong rugby-playing countries, 
such as New Zealand, Australia and some 
European nations.

“We want to keep that going the follow-
ing year so we get the ripple effect from 
the 2020 Olympics and Paralympics,” he 
said. “We are confident we can do that 
because a number of the events – such as 
soccer and baseball – are being held here.”

Yokohama is already an appealing 

destination for visitors to Japan, thanks 
to historic sites that arguably have been 
better preserved than elsewhere in Japan, 
the Chinatown district, and its strong air, 
sea, road and rail links with the rest of the 
country and abroad.

Potentially enhancing its visitor appeal 
are new developments in the pipeline.

No fewer than 14 new hotels are due to 
be completed by 2020, delivering an addi-
tional 4,500 rooms. Besides the Apa prop-
erty, the pipeline includes the first Hyatt 
Regency in the city, with 315 rooms close 
to the Yamashita Park waterfront district.

Plans are also under way for a new 
passenger ferry terminal – capable of ac-
commodating the largest ships operated 
by international cruise lines – and a five-
storey complex in the Minato Mirai dis-
trict that will include a 20,000-seat music 
venue, a 21-storey hotel, exhibition spaces 
and offices.

At the InterContinental Yokohama 
Grand Hotel, Akira Honjo, general man-
ager said inbound visitors are increasing, 
with foreign guests accounting for around 
40 per cent of the total. Americans rep-
resent the largest single nationality, fol-
lowed by Chinese, Taiwanese and South 
Korean visitors, although the majority 
remain short-stay domestic visitors from 

Tokyo and other neighbouring regions.
He anticipates that the global sport-

ing events scheduled for Japan over the 
next couple of years will serve to raise the 
profile of Yokohama as a destination and 
boost the city’s tourism business.

“There are high expectations for the 
Rugby World Cup, and the Olympics, 
and we want to use these opportunities to 
demonstrate Japanese hospitality to the 
rest of the world,” Honjo said.

Hideaki Furusawa, manager of global 
sales for the Yokohama Bay Sheraton Ho-
tel & Towers, said his property has already 
been accepting reservations for the Rugby 
World Cup and the Olympics, although 
overall figures for arrivals so far this year 
have been slightly down on the same pe-
riod last year.

“The government has set a target of 40 
million foreign visitors in the year 2020, 
and we seem to be on target for that,” he 
said.

Yokohama readies for its big moment in the international spotlight when major sporting events arrive on its shores

(The Rugby World Cup) is a great opportunity to 
raise awareness of Yokohama, particularly among 
strong rugby-playing countries, such as New 
Zealand, Australia and some European nations.
Seiichi Hata
Manager, MICE, Yokohama Convention & Visitors Bureau
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gallery page within the hour. 
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CLAW YOUR WAY 
TO AVIS-BUDGET 
PRIZES 

Unleash your arcade skills at the 
claw machine and win prizes if you 
are lucky with your catch! 
There are over 130 prizes to be won 
daily including 3-day worldwide car 
rentals, mobile accessories and 
even Buddy plushies – Budget’s 
well-loved mascot dog.

Is your phone, power bank or mobile 
devices running low on juice?
Boost up at the TTG booth. We’ve got 
cables for both Apple and Android devices.
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YOUR TECH

The 3-issue TTG Show Daily is a must read! 
Get fresh new editions at the TTG booth 
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18 October, Thursday
9:30pm – 12:00am
One Farrer Hotel
1 Farrer Park Station Rd, Singapore 217562

Complimentary One Way Transportation Provided
Pick up point: Sands Expo Level 1 Driveway in front of Halls A/B/C at 
8:45pm and 9:00pm. To Reserve A Seat On The One Way Transfer,  
RSVP By 18 October, 12noon

Entry By Delegate Badge Or Invitation Card Only

ARCTIC ADVENTURES NIGHT

Cozy up with the industry in the company of Singapore’s best 
race horses, food and wine. Just for fun, place your bets and 
if lady luck is on your side, you may leave with fuller pockets.

19 October, Friday
6:30pm – 9:30pm
Singapore Turf Club
1 Turf Club Avenue, Singapore 738078

Complimentary One Way Transportation Provided
Pick up point: Sands Expo Level 1 Driveway in front of  
Halls A/B/C at 5:45pm and 6:00pm 

RSVP required, first-come-first-served basis

A NIGHT AT THE RACES

We’re bringing the magic of Finland to you! Experience partying in the Arctic 
and stand a chance to win prizes from One Farrer Hotel and an exciting 
holiday in Rovaniemi!

MAKE YOUR 3-DAY ITB ASIA 
EXPERIENCE EXTRA AWESOME 
WITH THESE TTG TREATS
17 to 19 October 2018



19.10.2018  TTG Show Daily  ITB Asia  24

Towards European comeback
Destination Malaysia

Getting onto the radar of European tourists is a key agenda for Malaysia

A
fter national flag carrier Ma-
laysia Airlines axed most of its 
routes to Europe, the Ministry 
of Tourism, Arts & Culture and 

Tourism Malaysia is eager to rebuild its 
European feeder markets by working with 
overseas partners.

European arrivals to Malaysia took a hit 
when Malaysia Airlines pulled the plug of 
its Frankfurt route in April 2015, followed 
by Amsterdam and Paris in January 2016. 
European carriers Air France and Luf-

licity opportunities globally as well as 
the potential to reach out to key decision 
makers and top industry players.”

Travel suppliers in Malaysia welcome 
the NTO’s intensified efforts in Europe, 
while also rolling out marketing activities 
of their own to attract outbound travellers 
from the continent. 

Fiona Hagan, general manager at Shan-
gri-La’s Rasa Ria Resort & Spa in Kota 
Kinabalu, said: “Exposure at ITB Berlin 
will get the country in front of many key 
decision makers in Europe and keep the 
destination top of mind. We support all 
initiatives that knock on doors of agents 
in Europe.”

Hanley Chew, CEO of Berjaya Hotels & 
Resorts, said: “We are confident that with 
promotions by Tourism Malaysia, there 
will be an increase in European arrivals to 
Malaysia. 

“In 2017, guests from Europe only 
(made up) seven per cent of room nights 
at our property, a three per cent decrease 
compared with 2016. For this year, we are 
targeting a 10 per cent increase over 2017 
for total room nights contributed by Eu-
ropean guests.”

The hotel is also participating in trade-
shows, performing sales calls and contin-
uing direct contracting with travel agents 
in Europe through its London sales office.

Jai Kishan, general manager, New 
World Petaling Jaya, suggested that fur-
ther destination awareness of Malaysia in 
Europe could be created by directly reach-
ing out to travel consumers on the ground 
through social media campaigns and by 
inviting media and film crew on fam trips 
to Malaysia. 

“Malaysia is not lacking in (business 
and leisure) offerings when compared to 
our neighbouring countries,” said Kishan. 

“What’s lacking is awareness of our of-
ferings in the European markets and with 
Tourism Malaysia’s efforts, it is just a mat-
ter of time before this changes.”

The Westin Desaru Coast Resort
Opening in October, the hotel forms part of 
an integrated complex in Johor with a water 
park and two golf courses. It features 275 
sea-facing rooms and suites, four dining 
options, a conference centre with a ballroom 
for up to 1,000 pax. 

DoubleTree by Hilton Melaka
The hotel boasts 273 guestrooms, including 
27 suites and a Presidential Suite. Family-
friendly features include a kids’ club and the 
option to connect up to four guestrooms. 
The hotel has an outdoor infinity pool, a fit-
ness centre and three F&B outlets. 

Dash Resort, Langkawi
The resort opened in April, offering 108 
rooms and one villa. Features include two 
restaurants, a poolside bar, an outdoor pool, 
a fitness centre and spa, as well as the 
Dash Beach Club. The property also has a 
ballroom and two meeting rooms. 

Crockfords, Resorts World Genting
One of the highland’s swankiest offering, the 
new Crockfords offers 140 rooms and suites, 
complete with one-touch climate control 
technology, marble bathroom, in-room private 
steam bath, 24-hour room and butler service 

Hot stuff

From left: The Westin Desaru Coast Resort; Crockfords, Resorts World Genting

Malaysia inches closer to restoring its European markets, with partnerships to gain visibility with the 
continent’s travel buyers lined up and longer-term plans to rebuild connectivity, reports S Puvaneswary

thansa had also cancelled services to Kuala 
Lumpur in October 2015 and February 
2016 respectively. 

With hubs that service both Europe 
and Malaysia, Thai Airways, Singapore 
Airlines, Turkish Airlines, Emirates, Qatar 
Airways and KLM Royal Dutch Airlines 
are coming onto Tourism Malaysia’s radar 
as choice partners to grow arrivals from 
Europe in the long term, noted Tourism 
Malaysia’s director-general, Mirza Mo-
hammad Taiyab.

Mirza shared that Tourism Malaysia 
and Malaysia Airports Holdings have set 
up a joint fund to attract more European 
airlines to fly to Malaysia. 

Currently, airlines offering connec-
tions from Europe to Malaysia are KLM 
and Turkish Airlines. Condor, the leisure 
airline of Thomas Cook, will commence 
new flights between Frankfurt and Kuala 
Lumpur from November 5. 

While Tourism Malaysia works towards 
rebuilding connectivity as a long-term 
solution, in the shorter term it is focused 
on building awareness about the country’s 
offerings among European travel agents.

This year, Tourism Malaysia is targeting 
1.5 million tourists from Europe, up from 
1.1 million arrivals in 2017. 

It recently signed an MoU with the Eu-
ropean Travel Agents and Tour Operators 
Association (ECTAA) to become the as-
sociation’s preferred destination partner 
for the year.

The partnership led to ECTAA organ-
ising its semi-annual meeting in Kuala 
Lumpur, the first to be held outside of Eu-
rope, which hosted 46 delegates from 25 
tourism associations in Europe.

The European delegates, some visiting 
Malaysia for the first time, were given the 
option of attending four-day post tours 
covering Selangor, Langkawi and Sabah.

At the meeting, delegates were also giv-
en an overview on what the country has 
to offer for leisure and business visitors by 
Tourism Malaysia and Malaysia Conven-
tion & Exhibition Bureau.

Through the MoU, ECTAA would 
highlight diverse travel and tourism prod-
ucts in Malaysia to its members across Eu-
ropean countries, shared Mirza.

In another strategic partnership to step 
up promotions in Europe, Malaysia has 
been named the official partner country 
of ITB Berlin 2019. 

Mirza said: “Malaysia’s official partner 
country title at ITB 2019 will entail pub-

and executive club access, plus majestic 
views of the mountains. 

Kota Kinabalu Marriott Hotel 
The waterfront Kota Kinabalu Marriott Hotel 
is a 15-minute drive from the international 

airport. It features 332 guestrooms and 
suites; six dining outlets, including two spe-
ciality restaurants, a rooftop bar, an all-day 
dining bistro and a lobby lounge; meeting 
and conference venues; a club lounge; a 24-
hour gym; and an infinity pool.
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parachutes are released at around 1,500m 
from the ground. Glide in the air for a while 
before gradually landing on the beach. 

Sardines run in Cebu
Be thrilled by Blue Horizons Travel and Tours’ 
trip to Cebu’s south-western coastline featur-
ing the sardines run. Just 20-30m from the 
shore, right at the reef drop-off Panagsama 
Beach, one can already see the huge school 
of sardines creating different shapes and 
forms. 

Courtyard by Marriott Iloilo
The 324-room property in Iloilo City features 

Hot stuff

Destination Philippines

J
ust as Cebu’s tourism development 
is picking up pace, the island prov-
ince’s worsening traffic congestion is 
beginning to take the shine off one  

   of the most visited destinations in the 
Philippines.

Urbanisation, the lack of arterial roads 
and limited transport system combine to 
worsen Cebu’s traffic gridlock – which 
some say is even worse than Manila’s – 
over the last couple of years, forcing tour-
ists to limit their activities and stay in one 
area than fully exploring the destination’s 
rich offerings. 

Congestion was even more acutely felt 
in recent months as Cebu became the top 
alternative destination for tourists who 
would have otherwise flocked to Boracay, 
were it not for the latter’s temporary six-
month closure from late April to Octo-
ber, said Margie Munsayac, vice president 
sales and marketing, Maribago Bluewater 
Resorts.

Travel Experts’ inbound manager Girlie 
Malaran said the traffic jam is a big con-
sideration for visitors to Cebu, to the 
extent that properties on Mactan Island 
benefit from their nearer proximity to the  

Mactan Cebu International Airport 
(MCIA), whereas hotels farther from the 
airport in Cebu City are less favoured as 
transfers will be exacerbated by traffic 
jams.

Another travel agent shared that even 
for business events, they are forced to 
choose hotels near MCIA and confine 
their activities in the hotel to avoid the 
traffic rush.

Aware of the traffic problem, Col-
liers International’s research manager 
Joey Bondoc said that property develop-
ers are replicating Manila’s mixed-use 
developments in Cebu, which integrate 
offices, residential units, hospitals and 
shops, while providing transport as well  
from these developments to other desti-
nations.

Bondoc added that major infrastruc-
ture projects planned over the next two to 
four years, including the Cebu-Cordova 
Link Expressway, Metro Cebu Expressway, 
Cebu-Negros Link Bridge, Cebu-Bohol  
Link Bridge and Bus Rapid Transit Sys-
tem, should help to ease traffic in the 
province. 

Such infrastructure projects “should 

spur the demand” for more hotels and 
resorts outside the metro Cebu corridor, 
comprising Cebu City, Lapu-Lapu in 
Mactan and Mandaue, and attract more 
tourists, Bondoc said.

Despite its ongoing traffic woes, Cebu 
received 4.9 million foreign and domestic 
travellers last year, and is projected to en-
joy a 10 to 15 per cent annual growth in 
visitor numbers over the next two or three 
years. 

Its hotel occupancy rate, sustained at 78 
per cent on average last year, should hover 
between 70 and 75 per cent over the next 
three years, according to a report by Col-
liers International.

The completion of MCIA’s modern 
and efficient Terminal 2 for international 
flights paves the way for bullish tourism 
prospects for Cebu as it will triple the air-
port’s annual handling capacity from 4.5 
million to 12.5 million travellers.

It helps that GMR Megawide Cebu Air-
port Corp, operator of MCIA, is actively 
marketing and promoting Cebu.

Aines Librodo, head-airline marketing 
and tourism development, at GMR Meg-
awide Cebu Airport Corp, said they and 

Cebu Pacific are also working on how to 
connect the airport with various destina-
tions in Cebu, and neighbouring provinc-
es by land and water.

Cebu Pacific, the largest carrier operat-
ing in MCIA, will increase flights to Cebu 
by 20 per cent next year to serve the grow-
ing tourism industry, according to Mi-
chelle de Guzman, the airline’s overall in 
charge for marketing.

With these upcoming infrastructure 
developments, tourism prospects for 
Cebu are looking bright as it grows into 
a hub linking up different destinations 
within the Philippines, allowing visitors 
to bypass Manila, said Travel Experts’ 
Malaran.

The closure of Boracay has diverted visitor traffic to the up-and-coming Cebu, but the 
city’s transport woes threatens to unravel the progress made, reports Rosa Ocampo 

Unlocking the gridlock

The Chocolate Tour

a lobby offering complimentary Wi-Fi and 
a variety of seating zones. Aside from the 
Runway Kitchen, the 15-storey hotel also 
features an outdoor swimming pool, fitness 
center and guest laundry, and some 279m2 
of meeting space

Seda Ayala Center Cebu
Cebu City Marriott has been reincarnated 
as Seda Ayala Center Cebu. Offering 301 
keys, rooms are furnished with a 48-inch 
LED HDTV, and complimentary Wi-Fi. Other 
facilities on-site include a restaurant, pool 
bar, ballroom for up to 350 pax, boardrooms 
and function venues. 

From top: Unresolved traffic congestion in Cebu 
City, the second largest city in the Philippines, 
is taking a toll on its tourism sector; panoramic 
view of Cebu city

Chocolate from tree to table  
Cebu’s Casa de Cacao has concocted The 
Chocolate Tour with three ingredients: the 
educational chocolate journey about how 
cacao beans become pure chocolate tablets 
called tablea that has become an essential 
culinary component; a stop at The Chocolate 
Chamber boutique store; and high tea featur-
ing savoury chocolate buffets.

Skydiving over Bantayan
Blue Horizons Travel and Tours’ Skydiving 
over Bantayan can be done solo or tandem. 
At some 3,200m above ground, jump off the 
plane and freefall for two minutes, before the 



THE TECHNOLOGY 
EXPERIENCE
The article The Technology Experience in TTGmice June 2017 by 
Karen Yue has been awarded a PATA Gold Award 2018 in Travel 
Journalism - Business Article category.



Spotlight on Thailand’s new shades

Living it up at luscious Lavo

Gallery

The Tourism Authority of Thailand treats delegates to more than just a tipple at Long Chim. By Wilson Pang

Marina Bay Sands throws a fancy opening party at its new rooftop venue. By Wilson Pang
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Singapore Airlines’ Quek Mei Hua (middle) and colleagues Furama Hotels International Management Singapore’s Shirlena 
Tan (middle) and team

 High Commissioner of India to Singapore Jawed Ashraf (front row, fourth from left) 
at the India Tourism pavilion

Go Travel Republic of Azerbaijan’s Parvin Musta-
fayeva and Telman Mammadov

Triumph Travel Kazakhstan’s Meiramgul Balgozhina and colleagues

Avis Budget Group 
Singapore’s Ellysa Lim and 

Angeline Tang

TTC Travel Mart Indonesia’s Kidung Pascalis and 
Tedjo Iskandar

Hermes Travel Group Ukraine’s Inga Esiava, Flight 
Global Singapore’s Steve Zhu, Nine2go Indo-
nesia’s Alifatul Fajriah, and Lirik Lombok Tours 
Indonesia’s Agustin Sasongkowati

Slovakia Tourism’s 
Jozef Talostan (second 
from right) and Travel 
International Group 
US’ Jane Stark (first 
from right)

Sarawak Tourism 
Board’s Sharzede 

Salleh Askor (third 
from left) and Benedict 

Jimbau (third from 
right), and colleagues

Far East Hospitality Management’s Manas Sinha 
and Malcolm Leong

Wild Nordic Finland’s 
Sami Päivike

Scenes from ITB Asia By Caleb Richard Lai

Berjaya Hotels & Resorts Malaysia’s William Tan (first 
from right), Hanley Chew (second from right), Ireen 
Chew (fourth from right), and team

Global Rus-
sia’s Fedor 

Vergus

Worldwide 
Hotels Singa-
pore’s (from 
left) Davis 
Leong, Jasline 
Low and Ad-
dison Leong
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Caleb Richard Lai discovers how creative exhibitors are engaging buyers in fun and memorable ways

Gallery

Smart sellers bring on the fun!

TTG Asia Media dishes out 
the fun too, with Avis Budget 
Group, through a claw  
machine. Did you have a go?



A Night At �e Races A Night At �e Races 
RSVP at TTG Booth R50 By 19 October, 4pm

Cozy up with the industry in the company of Singapore’s best race horses, food 
and wine. Just for fun, place your bets and if lady luck is on your side, 

you may leave with fuller pocket.

A Business Group of TTG Asia Media

19 October, Friday • 6:30pm – 9:30pm
Singapore Turf Club, 1 Turf Club Avenue

One way transportation provided 

Pick up point
Complimentary pick-up from Sands Expo Level 1 Driveway in front of Halls A/B/C at 

5:45pm and 6:00pm 

Limited capacity. RSVP required, first-come-first-served basis



THE SAMAYA SEMINYAK - BALI
Jl. Laksmana, Seminyak, Bali 8036, Bali-Indonesia
Ph: (62-361) 731 149, E-mail: info@thesamayabali.com

THE SAMAYA UBUD - BALI
Banjar Baung, Desa Sayan, Ubud 8057, Bali-Indonesia
Ph: (62-361) 973 606, E-mail: info@thesamayabali.com

www.thesamayabali.com

THE KAYANA SEMINYAK - BALI
Jl. Raya Petitenget, Kerobokan Kelod, Kuta Utara, Bali-Indonesia
Ph: (62-361) 847 6628, E-mail: info@thekayana.com
www.thekayana.com

A  PA R A D I S E o f  YO U R  O W N


	Day3 Pg05. Bintan Lagoon
	Day3 Pg07. Resorts World Sentosa
	Day3 Pg08
	Day3 Pg09. Sentosa Leisure
	Day3 Pg10
	Day3 Pg11. Sunway Lagoon
	Day3 Pg12
	Day3 Pg13. VisitFinland
	Day3 Pg14
	Day3 Pg15. Best Western
	Day3 Pg16
	Day3 Pg17. Harbour Plaza
	Day3 Pg18
	Day3 Pg19. Incredible India
	Day3 Pg20_Revised
	Day3 Pg21_Revised
	Day3 Pg22
	Day3 Pg23. ITB Activities
	Day3 Pg24
	Day3 Pg25. ATF Travex 2019
	Day3 Pg26
	Day3 Pg27. PATA Gold Award
	Day3 Pg31. Turf Club

