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A luxurious tropical haven 
Time ceases to exist at Adaaran Prestige Vadoo, where the gentle breeze 
carry songs of welcome and the iridescent rays map out your days in the 
sun. With luxurious water villas and water bungalows promising a treasure 
chest of memories and exotic reef calling out to explore the wonders of 
the seas, your holiday here is much more than a luxurious stay on the 
shores of Maldives. 

T: +96 03 323 323   F: +96 03 315 237  
E : marketing@adaaran.com.mv
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Uncover charm and 
discover adventure 
Meld in to a tapestry of cerulean wonder as you experience 
luxuriousserenity at our four-star resort in the ‘island of white gold’. 
Explore the waters or lounge in our villas, your indulgences at 
Adaaran Huduran Fushi will be unforgettable, no matter what.

T: +96 03 323 323   F: +96 03 315 237  
E : marketing@adaaran.com.mv
www.adaaran.com/selecthudhuranfushi
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Film tourism’s impacts 
Box office hits can bring big tourism 
business to filming locations, but also 
the ugly effects of  overtourism. Marissa 
Carruthers takes a look  

Fresh eyes on Asia
Angie Stephen, Royal Caribbean 
Cruises’ new MD for APAC, 
shares insights on the Asian 
cruise market with Karen Yue

Brand Singapore scores big
The real Singapore benefited from its 
reel depiction in Crazy Rich Asians, as 
the movie puts the city’s rich offerings 
in the spotlight, finds Pamela Chow
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As the LGBTQ 
movement gains 

momentum in 
Asia, the tourism 

sector is realising 
the financial and 

social sense in 
standing up for this 
increasingly visible 
segment. By Xinyi 

Liang-Pholsena 
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 Boracay’s closure has diverted 

visitors to Cebu, but the the city’s 
transport woes threatens to un-
ravel the tourism progress made
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Pride, not prejudice 
Why the travel sector should be an LGBTQ ally

The travel 
industry 

should 
stand up 

for equality 
and promote 

LGBTQ 
rights and 

acceptance, 
championing 
for openness, 

inclusivity 
and diversity 

– the very 
values travel 
is supposed 

to embody

F
or a region known for its 
diversity, the same could be 
said of Asia’s LGBTQ (lesbi-
an, gay, bisexual, transgender 

and queer) rights and acceptance. 
Taiwan, on one hand, has ruled that 
same-sex marriage is a constitutional 
right, paving the way for the terri-
tory to be the first in Asia to enshrine  
marriage equality into law. But on 
the other end of the spectrum lies 
Muslim-majority countries like Ma-
laysia and Brunei, where homosexu-
ality is punishable by the law.  

But positive changes are afoot in 
this largely-conservative region. In-
dia’s Supreme Court’s historic ruling 
to decriminalise gay sex last month 
certainly calls for rainbow-coloured 
celebrations. In the immediate wake 
of scrapping the 157-year ban on 
homosexuality, some agents have 
shared that interest and queries from 
LGBTQ travellers for India are al-
ready on the uptick. 

India’s latest ruling didn’t just free 
itself from the shackles of an anti-
quated law, it is projected to unlock 
India’s pink economy as businesses 
rush in to develop an untapped in-
dustry estimated to be 2.5 million-
people strong in the country. 

Travel marketeers targeting the 
LGBTQ community could perhaps 

take a leaf from Thailand, which has 
cemented its position as one of Asia’s 
most LGBTQ-friendly destinations. 
In its latest Open to the New Shades 
marketing campaign, the Tourism 
Authority of Thailand stepped up its 
LGBTQ charm offensive with its in-
augural LGBT+ Travel Symposium, 
held in Bangkok this year, which has 
created a positive ripple effect in the 
Philippines (see page 4).   

As more destinations and travel 
businesses warm up to the LGBTQ 
movement, Peter Jordan, head of in-
sights at Toposophy and founder of 
Gen C  Traveller,  thinks increased 
LGBTQ visibility will set in motion “a 
self-perpetuating dynamic”, enabling 
more LGBTQ people to be comforta-
ble in openly identifying themselves, 
and in turn also driving the process 
of acceptance and engagement.

Former UNWTO general-sec-
retary Taleb Rifai has taken a clear 
stance in his opening message in the 
Second UNWTO Global Report on 
LGBT Tourism, which was released 
last year: “I invite all tourism leaders 
to provide a supportive environment 
for LGBT tourists, in order to asso-
ciate our sector with open-minded 
activities that embrace differences 
between peoples and cultures.” 

The Handbook on the LGBTA 
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Travel Segment, released by the Eu-
ropean Travel Commission in July, 
reminds the industry that progress 
towards ensuring equal rights for 
LGBTQ people will open oppor-
tunities for the tourism sector, and 
destinations who treat their LGBTQ 
citizens with respect are not only 
attractive for LGBTQ travellers but 
also those who support them.

Beyond the lucrative dollars the  
segment offers, I personally feel the 
travel industry should stand up for 
equality and promote LGBTQ rights 
and acceptance, championing for 
openness, inclusivity and diversity – 
the very values travel is supposed to 
embody.

In Asia, where the pressure to con-
form to the mainstream is still strong, 
greater support from the tourism 
sector for LGBTQ people will help to 
spur societal change, especially with 
a generational shift in attitudes that 
sees millennials favouring LGBTQ 
rights more than older generations. 

Together, we can help to remove 
the barriers of discrimination so 
that everyone feels free to explore the 
beauty and diversity the world has to 
offer. Every traveller has the right to 
feel safe and welcome, and to enjoy 
worry-free travel, regardless of their 
sexual orientation. 

Xinyi Liang-Pholsena

Editor, TTG Asia 

 liang.xinyi@ttgasia.com
 twitter.com/xinyi_pholsena 
 www.linkedin.com/in/liangxinyi 



Holiday Inn Perth City Centre  |  Travelodge Bangkok  |  Travelodge Pattaya  |  Travelodge Bukit Bintang

Our Overseas Partners:

Worldwide Hotels is the largest homegrown tourist class hotel group in Singapore, 

spanning 38 properties and over 6,500 rooms. With the recent acquisition of 8 hotels in 

Asia Pacific, we are rapidly expanding our international footprint. Our vision is to be the 

leading Singapore brand hotel group worldwide.

#discoverworldwidehotels

wwhotels.com



ANALYSIS  4TTG ASIA OCTOBER 2018

TTG ASIA OCTOBER 2018

As the LGBTQ movement gains momentum in Asia, the tourism sector is realising the financial and 
social sense in standing up for this increasingly visible segment. By Xinyi Liang-Pholsena 

still a lot of work to be done (in this 
sector),” he reminded.

While still a long way to go, LG-
BTQ rights are being advanced in 
Asia, offering glints of progress. 

India, in an historic judgement on 
September 6, has just done away with 
the archaic 157-year-old British em-
pire law against homosexuality. 

In May 2017, Taiwan’s top court 
ruled that same-sex marriage is a 
constitutional right, while momen-
tum is gathering in Thailand to le-
galise civil partnerships. Vietnam 
has allowed same-sex weddings since 
January 1, 2015. 

Hong Kong now recognises same-
sex couples in visa applications, 
coming on top of its host destination 
status for the 2022 Gay Games. 

Industry players are hopeful that 
the relaxation of stance towards the 
LGBTQ community will attract trav-
eller interest and revenue.  

Hannah Wilson, business devel-
opment executive of UK-based tai-
lor-made luxury LGBTQ travel spe-
cialist Out of Office, is already seeing 
an uptick in interest in Asia from her 
clients – a majority of whom hail 
from the UK and the US. 

“Interest in India has risen in the 
last few days. Since the legalisation of 
gay sex last week, we’ve had an influx 
in enquiries and expect (India) to 
become more popular,” she told TTG 
Asia in mid-September. 

Thailand flies the flag for diversity
Among Asia’s most progressive coun-
tries regarding LGBTQ rights, Thai-
land has benefited from this growing 
tourism niche that has largely been 
ignored by its neighbours. 

However, it was only this year that 
TAT, which has already rolled out the 
LGBTQ-friendly Go Thai, Be Free 
campaign several years back, truly 

It’s the 
emerg-

ing markets 
which are 

going to offer 
the biggest 

potential 
for growth, 

where more 
and more 

(LGBT) peo-
ple are in-
creasingly 

visible.
– Peter Jordan, 

head of insights, 
Toposophy

P
ositive winds of change are 
blowing into the lesbian, 
gay, bisexual, transgender 
and queer (LGBTQ) travel 

sector, which has grown from a niche 
segment into a major part of the 
global tourism business in the last 
decade amid ongoing changes in the 
social and political climate. 

The total global value of LGBTQ 
travel is reported at US$200 billion, 
growing at an average of eight per 
cent year-on-year when mainstream 
travel grows at just 3.8 per cent, 
according to Uwern Jong, editor-
in-chief of gay-targeted OutThere 
magazine and LGBT+ luxury travel 
ambassador for Thailand Authority 
of Thailand (TAT) NYC. 

“Demographically they own 22 
per cent more than their straight 
counterparts and on average they 
spend 55 per cent more on travel, so 
it’s easy to see that the LGBTQ sec-
tor makes a dynamic and influential 
contribution to the global economy,” 
shared Jong during the LGBT+ Trav-
el Symposium: Thailand in Bangkok 
in June this year. 

Notably, the tourism sector is cur-
rently undergoing a paradigm shift, 
evidenced in the growing body of 
industry research on LGBTQ travel, 
said Peter Jordan, head of insights at 
Toposophy and consultant of Gen C 
Traveller, another speaker at the sym-
posium. 

The second edition of the UNWTO 
Global Report on LGBT Tourism, de-
veloped in cooperation with the In-
ternational Gay & Lesbian Travel As-
sociation (IGLTA), was released last 
year. This was followed by European 
Travel Commission’s (ETC) launch 
of the Handbook on the LGBTQ Travel 
Segment in July this year.

The launch of these LGBTQ travel 
reports marks “a real milestone as it 

really demonstrates recognition of 
the LGBTQ market at the highest 
level for tourism policymaking”, stat-
ed Jordan, who researched and wrote 
both reports. 

Greater inclusivity, more visibility 
The travel industry is now entering 
a new era of inclusiveness, as more 
tourism businesses as well as indus-
try leaders pledge their support for 
the LGBTQ community. 

Said Jordan: “In the latest edition 
(of the UNWTO report), we took a 
big step forward with the inclusion of 
an important quote from recent sec-
retary-general Taleb Rifai, who made 
a clear invitation to all tourism lead-
ers, no matter which country they are 
in, to provide a supportive environ-
ment for LGBTQ travellers.” 

The LGBTQ sector is also of inter-
est to PATA, which had entered into 
an organisational partnership with 
IGLTA since 2015, shared the organi-
sation’s chief executive Mario Hardy.

Increased LGBTQ visibility across 
the globe will certainly drive the pro-
cess of acceptance and engagement.

Jordan added: “It’s the emerging 
markets which are going to offer the 
biggest potential for growth, where 
more and more (LGBTQ) people are 
increasingly visible. 

“We must remember that many 
of these emerging markets are often 
quite socially conservative countries 
themselves so travel offers the op-
portunity for them to be open, to 
be (themselves) and perhaps to have 
the freedom that (they) can’t have at 
home,” he remarked.

But despite a significant shift in 
societal attitudes towards greater ac-
ceptance of LGBTQ people in the last 
decade, Hardy recognises that this re-
mains “a sensitive topic” and is even 
taboo in some parts of Asia. “There is 

‘came out of the closet’ to go all out 
to target this segment. 

“This segment was and still a 
strong priority of TAT; we have since 
been watching the segment with 
great interest over the last decade,” 
said Srisuda Wanapinyosak, TAT’s 
deputy governor for international 
marketing Europe, Africa, Middle 
East and Americas. 

“Thailand has been regarded by 
the LGBTQ community as a safe, 
respectful and welcoming destina-
tion. We see an opportunity to pre-
sent Thailand as a forward-thinking 
destination. Our kingdom is open to 
every possible shade of the rainbow,” 
said Srisuda, a reference to the TAT’s 
latest Open to the New Shades mar-
keting campaign, which encourages 
travellers to discover the diversity of 
experiences Thailand offers.

The Thai NTO was the present-
ing LGBT partner at ITB Berlin 
2018, and also spearheaded the first 
LGBT+ Travel Symposium: Thailand 
in Bangkok, which brought more 
than 30 global LGBTQ buyers and 
media into the capital for the event. 

In fact, Thailand’s efforts in the 
LGBTQ sphere is catalysing efforts 
elsewhere in the region. 

Inspired by the TAT’s LGBT+ 
Travel Symposium in Bangkok in 
June this year, Lax Junnel Mendoza, 
concurrent president of the Associa-
tion of Travel and Tour Agencies in 
the Philippines’ Calabarzon region, is 
launching a similar event in Malvar, 
Batangas this month. 

The event is expected to attract 
300 participants from the local travel 
trade, government units and the 
academe, and Mendoza is eyeing an 
“exchange” programme with TAT for 
travellers between Thailand and the 
Philippines.

In the pipeline are plans to cre-
ate a training programme to make 
local properties and their services 
gay-friendly and tackle issues like 
the proper address for these travel-
lers, providing gender-equal toi-
lets, health and safety, and wellness, 
shared Mendoza.

Seeing the significant potential of 
the Philippines as a pink economy 
source market, TAT will also kick its 
LGBTQ-targeted efforts in the coun-
try beginning this October by being 
the exclusive destination partner for 
the LGBT+ symposium in Batangas, 
said Singapore and the Philippines 
director Kajorndet Apichartrakul. 

He said: “The Philippines is the 
most ready market in Asia for out-
bound LGBTQ travel, coming on top 
of rising outbound travel and spend-
ing from this market.”

The strategy in the Philippines, 
Kajorndet told TTG Asia, is not 
solely focused on this segment but 
to also leverage LGBTQ travellers as 
“influencers” in their social groups, 
and along with it stimulate demand 
from the luxury end of the market to 
travel to Thailand. 

Srisuda commented: “Our goal 
is to see exponential growth in the 
popularity of Thailand as a destina-
tion for the LGBTQ traveller. We 
remain committed, with the help 
of our private sector partners to de-
velop what we hope will be a model 
of success for this segment.” – addi-
tional reporting from Rosa Ocampo 
and Marissa Carruthers 

From Asia, with pride  
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Take two on film 
tourism’s impact

History has shown that box office hits can bring big tourism 
business to filming locations, but also the ugly effects of 

overtourism. Marissa Carruthers reports

Ray regularly visits Ta Prohm on loca-
tion scouts or accompanying high-end 
tour groups. At the “Tomb Raider tree”, 
he always hears guides talking about its 
appearance in the film. Said Ray: “This 
shows the power of film and film loca-
tions.”

In spite of the potential films have to at-
tract tourists to a destination, movie tour-
ism comes coupled with issues. 

“Overtourism and crowding can be an 
issue, especially in fragile or remote areas,” 
said Sue Beeton, a senior lecturer in tour-
ism at La Trobe University in Australia, 
who has been studying film tourism for 
more than 25 years. 

A prime example is 2000 Hollywood 
hit The Beach, starring Leonardo DiCap-
rio. 20th Century Fox Pictures was sued by 
environmental activists for moving palm 
trees and damaging the pristine island’s 
natural beauty during shooting. And the 
hoards who flocked to the destination for 
a slice of the hidden tropical paradise por-
trayed in the film have caused devastating 
environmental damage. 

In June, drastic measures were taken to 
prevent Maya Beach, on Phi Phi Leh, from 
being environmentally devastated. Up 
until its four-month closure, it welcomed 
about 3,800 visitors daily, bringing dam-
age. 

Beeton added: “Other negative effects 
are when the film attracts a different mar-
ket to that of the existing tourists, which 
can create friction.”

Chinese film Lost in Thailand, released 
in December 2012, triggered an influx of 
Chinese tourists visiting the campus of 
Chiang Mai University, which featured 
in the film. The university reported up 
to 500 tourists a day causing chaos at the 
university by wandering into classrooms, 
taking photos of teachers and even renting 
school uniforms and sneaking into class-
rooms. To curb the behaviour, the univer-
sity started charging for short tours. 

“There’s the sort of the Hollywood kiss 
of death,” remarked Ray, adding it is vital 
lessons be learnt from Thailand and Bo-
racay, which was closed for six months in 
April as part of environmental rehabilita-
tion efforts. He suggests measures be put 
in place, such as controlling numbers or 
charging entry fees.  

“The issue of mass tourism in general is 
a massive one and films may help trigger 
it,” he said. “Tour operators can help by in-
forming the government and coming up 
with their own suggestions and plans, but 
it takes political will to trade-off between 
quality versus quantity. Do we want one 
million tourists or one thousand tourists 
spending the same amount?”

Beeton adds it is important that proper 
planning and research are carried out by 
tourism stakeholders to understand what 
the potential in filming may be.

The Cambodian government is also 
pinning hopes on the film industry to help 
the country hit its target of attracting two 
million Chinese visitors to Cambodia by 
2020, up from 1.2 million in 2017. 

In September, shooting started on Love 
in Cambodia, a collaboration between the 
ministries of Tourism, and Culture and 
Fine Arts, that aims to showcase the coun-
try to tourists, particularly Chinese. It will 
feature Phnom Penh, Angkor Archaeolog-
ical Park, Koh Rong and Bokor Mountain 
in Kampot.

“There’s Hollywood, Bollywood, China 
and a lot of other film industries that are 
big,” said Ray. “If you get one or two pro-
duction companies to peel off and they 
can see what’s on offer, suddenly you’ll 
have a wave of people coming over.” 

O
ne of the latest blockbuster 
hits to make waves on the in-
ternational big screen, Crazy 
Rich Asians, sparked a rush 

in the travel industry. While Singapore’s 
tourism players cash in on the predicted 
surge in visitors inspired by the set (see 
page 17), in Asia’s broader tourism sector 
in Asia, some are shifting the spotlight to 
the detrimental effects of film tourism.

Tour operators put together Crazy Rich 
Asians tours of the city, while Singapore 
Tourism Board teamed up with Warner 
Brothers to launch a series of market-
ing campaigns across the US, Australia, 
South-east Asia and Japan. 

Local guide Phil Choo, who has been 
running Crazy Rich Asians-themed tours 
since 2014 after reading the book the film 
is based on, has noted a rise in interest in 
his tours since the film premiered. He pre-
dicts this will continue, with more people 
wanting to follow in the footsteps of the 
movie’s stars. 

Choo said: “The film is like a love letter 
to Singapore and showcases some of the 
best of our country. It can only be positive, 
generating greater interest in the country 
and attracting more visitors. It is free ad-
vertisement for Singapore.”

Film tourism can bring with it huge 
benefits, with countries enjoying a boom 
in visitors of between 25 and 300 per cent 
after featuring in a film, according to data 
from Champion Traveler. 

Its research showed visitors to Wallace 
Monument in Scotland increased by 300 

per cent after the release of Braveheart. 
The Beach led to a 22 per cent increase to 
Thailand, Mission Impossible II saw 200 
per cent more people visit Sydney Nation-
al Park, and all filming locations featured 
in the Harry Potter series welcomed 50 per 
cent more tourists.

“(Film tourism) brings huge public re-
lations value and marketing for a country 
if a movie is featuring a certain destina-
tion,” said Edwin Briels, managing direc-
tor of Khiri Travel Myanmar. In October 
2017, Briels attended LocationEXPO, 
a Hollywood tradeshow for producers 
scouting for locations. His aim was to 
plant Myanmar on the map as a potential 
destination for film-makers.

“I am sure tourism in Myanmar could 
benefit from having a feature movie or 
any reality show or documentary shot in 
Myanmar,” he added. 

Cambodia is a country that has been 
able to cash in on the film industry, with 
Ta Prohm – one of the three main temples 
at Angkor Archaeological Park – provid-
ing the famous tree-riddled temple back-
drop to the 2001 film starring Angelina 
Jolie, Lara Croft: Tomb Raider. 

Nick Ray, location manager, producer 
and director of Hanuman Films and advi-
sor of Hanuman Travel, said: “(The film) 
has had a powerful imprint on Angkor 
and has become part of Angkor’s story. 
Ta Prohm is now nicknamed as much the 
Tomb Raider temple as the jungle temple.”

Ray, who worked as location manager 
on the film, adds that Tomb Raider’s effect 
on attracting tourists to the site has taken 
time to trickle down due to Cambodia 
building peace after decades of war.

“You have to remember when it came 
out in summer 2001, Cambodia was only 
just emerging from a long civil war,” said 
Ray. “It wasn’t long since the fall of Anlong 
Veng so it was all still quite raw. When you 
look at what’s happened since, and how 
important Tomb Raider has become in 
tour guides’ talks, you realise its impact 
and power.”
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■ Who’s in your family? Husband and three boys, ages 
four, six and eight.

■ What do you do for fun? Date night is a chef’s menu 
at a great restaurant. Family time is some sort of outdoor 
adventure like biking, hiking or exploring Singapore.

■ Your ideal vacation? A good mix of family time, adult 
time, a great kids club, great food options and an interesting 
destination – the perfect Royal Caribbean cruise!

■ How do you book your own leisure trips? I always 
use a travel agent (when it’s not a Royal Caribbean cruise). I 
don’t have time to research and need an expert to curate the 
perfect trip.

■ What are you reading right now? My emails!

■ How do you stay healthy? I’m trying to make that a 
priority this year. I joined a gym, I just need to start going. 
Everything in balance. Be healthy 80 per cent of the time and 
cheat 20 per cent.

■ Favourite food? Anything tapas, sharing style.

■ A bad habit you cannot kick? Dessert.

■ Your pet peeve, something that never fails to annoy 
you? Lack of organisation and preparation.

■ Most people don’t know that you… I can make a 
great Spanish paella!

You have been with Royal Carib-
bean Cruises for almost two dec-
ades, holding sales, marketing 
and business development roles. 
Is the sales and marketing of cruis-
es across the various geographical 
regions different?
It is interesting to compare and con-
trast having come from the North 
America market which is fairly es-
tablished, and then going into China 
for a year and a half, and now into 
Singapore. 

The one consistency across these 
markets, despite their different lev-
els of maturity, is the fragmentation 
and segmentation of the customer. 
How do you talk to them? That’s a 
challenge for any brand. It’s not just 
TV and newspapers anymore. Yet, it 
is now easier to target specific seg-
ments with your messages because 
digital allows you to do that.

 Also similar, people want things at 
their fingertips. They want to be able 
to book quickly online and have an 
app for them to pay online. Having 
a presence in the online space is be-
coming so important for our brands 
and our travel partners in the distri-
bution channel.

 
You came from China where We-
Chat is used for all activities, to 
this part of Asia where not all  
source markets are that proficient 
in app usage. How are you shifting 
your mindset?
I’m still learning about the differ-
ent nuances in digital and app usage 
here, who pays more (attention) on-
line, who still likes a phone call.

Look at our office here in Singa-
pore. We still get a lot of walk-ins, 
which is great. We are still doing a lot 
of travel shows at the malls. The peo-
ple in Singapore still want a human 
connection even though they do a lot 
of their travel research online. They 
still want to talk to a human to get 
their point of view.

We make 
manpower 

investment 
here, but we 

also know that 
the western 

way is not 
the only way. 

We adapt to 
local market 
nuances and 

keep learning.

10 NEED TO KNOW’S ABOUT 
ANGIE STEPHEN

In cruises, I think it is nice to of-
fer a human connection (in the sales 
process) because there are so many 
choices within each brand – such as 
different staterooms, variety of pre-
cruise activities, etc. It helps the cus-
tomer to have someone – an expert 
– to talk to.

 
Is that why Royal Caribbean con-
tinues to invest in consumer travel 
shows and trade shows?
Of course. And I was very excited to 
participate in the MATTA Fair (Kua-
la Lumpur, September 7-9) and the 
NATAS Travel Fair (August 17-19) – 
my first travel shows since arriving at 
the Singapore office. I got to see what 
they were all about, and the hustle 
and bustle.

 
How do you compare Asia-Pacific’s 
growth with that of the western 
markets where cruises first took 
off? Is this region progressing fast 
enough in cruise adoption?
You know, I feel that Asia-Pacific is 
growing at a faster pace than it has 
in America. Just look at what Sean 
Treacy has accomplished in the three 
years that he was here. We started 
off as a seasonal market. Now we are 
practically a year-round market. We 
are bringing new capacity and bigger 
ships into Asia-Pacific, and we are 
getting a lot of demand from around 
the region.

 
Did you also see this region mov-
ing through the stages of adoption 
faster than the West? For instance, 
Asians going from awareness 
straight to adoption, skipping 
evaluation and trial?
I think because in this day and age 
people rely heavily on reviews and 
referrals, especially with the help of 
social media, that the word of mouth 
makes it easier for consumers to try 
something new. Everyone has lim-
ited vacation time and budget, but 

Fresh eyes 
on Asia

Angie Stephen, Royal Caribbean Cruises’ new managing director for Asia-Pacific, compares  
and contrasts the western cruise market with this region, and finds that digital media  

proliferation here is shortening the cruise adoption process. Asians are taking quickly to cruising  
and there’s still plenty for her to learn, she tells Karen Yue

reviews and referrals, especially from 
trusted sources, have made it easier 
for consumers to try something new 
with confidence, and so the product 
adoption process gets shortened.

Think about your own buying 
behaviour. I’ve never heard of this 
product or brand, but hey, this influ-
encer or close friend whom I trust is 
using it, so it must really be great.

 
Is the company engaging social 
media influencers? 
Royal Caribbean International has 
an ongoing campaign called Brain-
waves. It targets the younger audi-
ence, focusing on the innovation 
that the cruise line is known for, to 
get their inspiration on what innova-
tions they would like to see on a va-
cation product. We partnered with a 
local architect on this. He isn’t your 
typical influencer or celebrity, but he 
is very well respected and regarded 
within his realm. This is a different 
angle to get Royal Caribbean into the 
fabric of people’s life.

We will also explore more options 
to film TV dramas on our ships.

That’s the best way to get the Chi-
nese market which often draws 
travel inspiration from hit shows.
(Laughs) That’s right! Look at how 
the Singapore Tourism Board is pro-
moting Crazy Rich Asians. I’ve asked 
the team how we could ride on the 
coattails of that, and get more people 
to come to Singapore and then go on 
a cruise vacation with us.

 
Royal Caribbean is helping to re-
develop Penang’s Swettenham 
Pier (a joint venture agreement 
was signed on September 6). What 
else can the company do to raise 
the region’s readiness for cruising?
Education. It is important for the 
region to understand the value of 
cruise tourism and how the experi-
ence you give the guest when they 

arrive into your city can make them 
want to come back and stay for a 
longer time. 

A lot of ports say to us, ‘Oh, we 
have a cargo terminal, is that OK?’ 
No, it’s not OK. It gives a different ex-
perience. We have to keep educating 
them. We are making progress.

We have a team in Miami that trav-
els the world and works with organi-
sations to develop ports, improve in-
frastructure and expand piers.

We have Captain Nick (Nikolaos 
Antalis, associate vice president, ma-
rine & safety, China/North-east Asia) 
who travels the region to make our 
needs known to governments that 
are considering port expansion and 
development. We have new ships 
coming out every year for the next 
decade, and they have to go some-
where. Destinations and port au-
thorities have to build for the future 
in order to give cruise companies a 
reason to want to deploy their newest 
and best ships to their region.

 
What resources are being chan-
nelled into growing bookings out 
of Asia-Pacific?
With the growing middle-class, all 
eyes are on this region. The people 
here are gaining more disposable 
income and we want to give them a 
reason to spend it with us. 

We are deploying newer, bigger 
ships to Asia-Pacific. Quantum Ultra 
Class Spectrum of the Seas was really 
crafted for the Asia-Pacific market. It 
will make its stop in Asia, in Singa-
pore in May 2019. Bringing Quan-
tum of the Seas back into Singapore 
in the fall after it undergoes dry dock 
is another example.

As well, we are bringing expe-
rienced people from our global 
headquarters into key markets like 
Australia and China. We make man-
power investment here, but we also 
know that the western way is not the 
only way. We adapt to local market 
nuances and keep learning.
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Coastal 
delights

PHUKET: NOT PURELY BEACHES 
Phuket has largely built its stature as 
a beach holiday island, but it is in-
creasingly transforming into an ur-
banised holiday destination, shaped 
by the forces of growing airlift, surg-
ing visitor numbers and changing 
source markets. 

“A definite shift in geographic 
markets over the past 10 years”, with 
China, Russia and Australia making 
up bigger market shares than before, 
has led to “rising demand for non-
beach centric activities”, according to 
a recent report by C9 Hotelworks.

Michael Ayling, general manager 
of Blue Tree Phuket – a US$40 mil-
lion water park and lagoon destina-
tion opening in early 2019 – thinks 
the attractions sector is still under-
served in Phuket, as the island has 
comparatively fewer water parks than 
Pattaya and Hua Hin. 

Besides Blue Tree Phuket, other 
upcoming themed tourism attrac-
tions include Vana Nava Water Park, 
Entertainment Park, and Aquaria at 
the new Central Festival mall exten-
sion.

The arrival of more theme parks 
will enable Phuket to have a stronger 
year-round appeal, said Ayling, as the 
focus of tourist activities can turn 
inland during the monsoon months 
from May to October.

At the same time, the arrival 
of Middle Eastern airlines bring-
ing more direct air connections to 
Phuket is already turning the island 
into a year-round destination, at-
tracting not just the regional market 
but European visitors too. 

Matthew Hindmarch, director of 
hotels and resorts, Aksara Collection, 
noted: “The Scandinavians are com-
ing year-round now thanks to grow-

ing air connectivity. A traditional 
high season market like Denmark is 
starting to travel year-round.” 

Following the recent expansion of 
the Phuket International Airport, the 
Airports of Thailand has announced 
a US$1.8 billion second airport in 
Phang Nga, just over the Sarasin 
Bridge. C9 expects Phuket’s improv-
ing infrastructure to create a broader 
Greater Phuket Tourism Triangle 
that includes Phang Nga to add di-
versity and refresh Phuket’s maturing 
global appeal. 

However, industry players warn of 
room oversupply in Phuket, which is 
already showing strains of overdevel-
opment, especially in Patong Beach.

“It’s getting difficult to sell 
Phuket,” said Richard Brouwer, CEO 
of Khiri Travel, as the deluge of hotel 
development and visitors have made 
Phuket into “a prime beach destina-
tion for the volume market”. 

David Kevan, partner and product 
person of UK-based Chic Locations, 
agreed: “Phuket doesn’t need any 
more hotels – it has enough.”

According to C9, Phuket has a to-
tal of 1,774 tourist accommodation 
establishments with 84,427 keys as 
of 1Q2018, including registered and 
unregistered properties. 

Meanwhile, the popular holiday 
island sees no sign of abatement in its 
still-expanding hotel supply, includ-
ing a Mandarin Oriental coming in 
2022. – Xinyi Liang-Pholsena

CEBU: OVERTOURISM RISK WITH 
GROWING POPULARITY
More hotels and resorts will dot Ce-
bu’s Mactan Island over the next sev-
eral years, with investors and visitors 
lured by the destination’s growing 
popularity and better accessibility.

Already boasting the biggest clus-
ter of upmarket hotels and resorts 
including a Shangri-La, Movenpick, 
Plantation Bay and Maribago, Cebu 
will soon welcome the 271-key Dusit 
Thani Mactan Cebu in 4Q2018, the 
250-key Sheraton Mactan Resort in 
2019, plus upmarket local hospital-
ity brands like Aruga, Grafix, Ayala 
Land’s Seagrove in the pipeline. 

Mactan, already known as a luxu-
ry beach destination, will undoubt-
edly draw more tourists with the 
July opening of Mactan-Cebu Inter-
national Airport’s (MCIA) resort-
themed Terminal 2.

With better airport infrastructure 
and an array of properties that other 
destinations lack, Cebu is now the 
top alternative destination in lieu of 
Boracay, which was closed for a six-
month rehabilitation since April 26. 

Indeed, Margie Munsayac, vice 
president – sales and marketing, 
Bluewater Resorts, confirmed that 
rooms in Mactan are difficult to se-
cure at the moment in Mactan as it 
benefits from Boracay’s closure.

Mactan attracts mainly Asians, 
specifically North Asians, for stays of 
three to four nights.

Jid Velasco, director of sales and 
marketing, Plantation Bay Resort 
and Spa in Mactan, shared that the 
there’s almost no distinction be-
tween the high and low seasons for 
the property due to the steady stream 
of guests year-round. 

But with hotel and resort devel-
opments centred in Mactan’s Pu-
erto Engano area, the destination’s 
“carrying capacity is becoming a 
real concern for the industry”, said 
Jojo Clemente, president of Tourism 
Congress of the Philippines (TCP), 
who also urged a study to address the 
possibility of overcapacity and over-
development in Mactan. 

Clemente, who became an ad-
vocate for establishing the carrying 
capacity of tourist destinations in 
the Philippines following Boracay’s 
closure, opined that Mactan can still 
accommodate “a few more resorts” 
to maintain its current arrivals but 
certainly “not too much” to avoid 
strains on the island’s resources. – 
Rosa Ocampo

LANGKAWI: UNSECO STATUS  
A NATURAL ASSET
For Langkawi, the UNESCO Global 
Geopark status is a valuable market-
ing asset the destination heavily relies 
on, attracting visitors drawn by its 
offerings of pristine beaches, man-
grove swamps and billion-year-old 
limestone formations.

Iskandar Zulkarnain, director of 
sales and marketing at The Anda-
man, A Luxury Collection Resort, 
Langkawi, shared that the UNESCO 
Global Geopark status is what differ-
entiates Langkawi from Bali’s culture 
and Phuket’s nightlife.

He said: “The tagline, Naturally 
Langkawi, complements the UN-
ESCO Global Geopark status and 
attracts nature lovers and holiday-
makers looking for ecotourism at-
tractions.”

But connectivity remains a key 
challenge for this Malaysian beach 
destination, with international links 
limited to Singapore, and Guang-
zhou, Kunming and Guiyang in 
China.

Langkawi Development Author-
ity (LADA) CEO, Azizan Noordin, is 
currently looking into improving the 
destination’s air accessibility by lob-
bying for more international airlines 
– namely Qatar Airways, Emirates, 
Finnair, Thai Airways and Hainan 
Airlines – to launch direct flights to 
Langkawi. 

LADA is also in talks with Ger-
many’s Condor Air, which will com-
mence services between Frankfurt 
and Kuala Lumpur from November.

To encourage airlines to test new 
routes to Langkawi, LADA is provid-
ing chartered flights with incentives. 

Welcoming such initiatives on the 
authorities’ part, Anthony Wong, 
president of Langkawi Business As-
sociation as well as group managing 
director, Asian Overland Services 
Tourism & Hospitality Group, said: 
“For a destination with limited di-
rect flights from foreign destinations, 
getting charters is a good start. It 
allows the airline to gauge whether 
there is a market for the destination 
and whether it will be viable to com-
mence scheduled flights later.”

As part of its strategy to encour-

TTG Asia takes a look at six beach resort 
destinations in South-east Asia making waves in 

the region’s tourism development scene 

Above: Aerial 
view of Patong 
beach in Phuket. 
Below: JW Mar-
riott Phu Quoc





Half Page (Horizonal)
5column (236mm) x 180mm

REPORT: BEACH RESORTS  12TTG ASIA OCTOBER 2018

age foreign tourists to spend longer 
than the average duration of four 
days/three nights, Azizan said LADA 
is looking for investors to develop a 
premium outlet, a water theme park, 
and a private medical centre in Lang-
kawi. – S Puvaneswary 

BINTAN: LUXURY SHEEN GROWING
Bintan has long been a weekend 
getaway for city slickers from Singa-
pore, but few would associate the In-
donesian island as a real luxury des-
tination because of a perceived lack 
of infrastructure to cater to the up-
per upscale market, and little by the 
way of a concerted and coordinated 
effort among its players to market it 
as one. 

This is steadily changing as more 
high-end accommodation and fa-
cilities open on the island, their own 
marketing and promotions helping 
to lift the island’s high-end image to 
a global audience and, perhaps even-
tually, creating a critical mass needed 
to trumpet Bintan jointly and con-
sistently as a glamorous getaway.

The presence of fresh company 
could be good news for Banyan Tree 
Holdings, the swashbuckler which 
led the way in the luxury market by 
opening Banyan Tree Bintan in 1994 
in Lagoi, an area that boasts pristine 
coastline, tropical jungles and un-
spoiled natural landscapes. 

Then came The Sanchaya, which 

We believe 
there will be 
many forth-
coming ini-
tiatives that 
will further 

put Bintan on 
the map...

- Andy Xie,
executive 

director, The 
Residence Bintan

entered Bintan in December 2014 
and paved the way for a new era of 
uber luxury on the island as an ex-
clusive beachfront estate featuring 
29 villas and suites. Its four-bedroom 
Vanda Villa is said to be Bintan’s only 
US$10,000-a-night villa.

The question is, beyond more lux-
ury accommodations, what is actu-
ally luxurious about Bintan?

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

Said Olovson: “New York has its 
Hamptons, Sydney the Blue Moun-
tains and Rome its Naples (for week-
end escapes)... In Singapore, Bintan 
has emerged as such a retreat, prov-
ing to be a major drawing card for the 
well heeled. Bintan is also an ideal go-
to retreat for those wishing to tempo-
rarily escape bustling Jakarta. 

Bintan Resorts International 
spokesperson Iris Kok also pointed 
out that the island has more than 
just luxury accommodation to ca-
ter to luxe travellers. Citing Treasure 
Bay Bintan as an example, she said: 
“Treasure Bay Bintan has gotten so 
much social media attention and is 
insta-famous for the appealing shade 
of blue of its 6.3ha Crystal Lagoon, 
South-east Asia’s first and largest rec-

reational sea-water lagoon.” 
The newest luxury kid on the 

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

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

Andy Xie, executive director of 
The Residence Bintan, commented: 
“Bintan has grown a lot in terms 
of visibility with (government) ini-
tiatives such as the Batam-Bintan 
Crossborder (an event to develop the 
Singapore and Malaysian markets for 
Batam and Bintan) last year.

“We believe there will be many 
forthcoming initiatives that will fur-
ther put Bintan on the map, which is 
why we have also chosen to open a 
property there.” – Mimi Hudoyo

PHU QUOC: A NEW STAR ARISES
Vietnam’s emerging island of Phu 
Quoc is welcoming a crop of luxury 
properties, attracting a new tier of 
traveller to its shores.

Phu Quoc has planted itself on 
the global tourist radar and is gear-
ing up to be a major player in the 

country’s tourism stakes, welcoming 
an increasing number of visitors and 
development.

According to the latest figures 
from Vietnam National Administra-
tion of Tourism, in 2017 the island 
received nearly two million visitors, 
a 35 percent year-on-year increase. 
This figure is expected to rise, with 
Phu Quoc International Airport un-
dergoing an upgrade to handle five 
million visitors annually by 2020 and 
seven million by 2030.

The latest wave in Phu Quoc’s rise 
has seen a swathe of luxury resorts 
land on the island, transforming it 
from a relatively unknown spot on 
the South-east Asia backpacker trail 
to a sought-after destination. 

The opening of the 459-room Phu 
Quoc Long Beach Resort in June is 
among the latest of international 
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From left: 
The Sanchaya 
Bintan; Desaru 
Coast 

brands launching on Phu Quoc. 
JW Marriott Phu Quoc Emer-

ald Bay opened in 4Q2017, while 
Novotel Phu Quoc opened in 2016 
as part of five-star Sonasea Villas & 
Resorts tourism complex, Vinpearl 
Phu Quoc complex, comprising a 
five-star hotel and villas, amusement 
park, golf course and a wildlife safari.

In the luxury pipeline is BIM 
Group’s Regent Residences Phu 
Quoc, which will be the island’s first 
six-star resort when it opens in 2020.

While the raft of luxury properties 
plug the current shortage of avail-
ability during peak months, Linh 
Le, group managing director of Asia 
DMC, expresses fears of Phu Quoc 
losing its natural charm. 

“Once built, the developments 
will establish Phu Quoc as an inter-
national destination,” he said. “How-

ever, natural beach landscapes will 
be replaced with manicured beach 
landscapes belonging privately to re-
sorts and dedicated to resort guests.”

Atilla Mesut Erda, chief operating 
officer at Fusion Resort Phu Quoc, 
which opened in mid-2017, added it 
is vital the island’s natural appeal is 
preserved by developers. 

She said: “The local community 
and stakeholders need to ensure Phu 
Quoc does not lose its traditional 
charm, clean environment, pristine 
beaches, and the friendly spirit of the 
locals.” – Marissa Carruthers 

DESARU: SUNNY DAYS AHEAD FOR 
AN INTEGRATED DESTINATION
Desaru Coast is fast shaping up as a 
tourism hotspot in Malaysia, as the 
integrated destination in South-east-
ern Johor welcomes a host of devel-

opments and attractions.
Developed by Desaru Develop-

ment Holdings One, Desaru Coast is 
home to four hotels and resorts, two 
world-class golf courses, a themed 
water park, a retail village as well as a 
conference centre.

By the end of 2018, the destination 
will see the launch of the 365-room 
Hard Rock Desaru Coast, the 275-
key The Westin Desaru Coast Resort, 
and One&Only Desaru Coast, which 
will offer 42 suites, two luxury suites 
and an exclusive four-bedroom villa. 
This will be followed by Anantara 
Desaru Coast Resort & Villas in 2019.

The Desaru Coast Conference 
Centre, due to open by end 3Q2018 
and managed by The Westin Desaru 
Coast Resort, is a fully-equipped 
multipurpose venue with a banquet 
area and exhibition space that can 
host up to 1,000 participants. 

Desaru Coast Adventure Water-
park, which opened in July, is also an 
anchor attraction, offering unique 
rides such as the first-ever water 
coaster in the region and one of the 
largest wave pools in the world.

Golfing is a key recreational at-

traction in the destination. The Els 
Club Desaru Coast comprises two 
manicured golf courses that feature 
45 holes in total; Ocean Course, a 27-
hole golf course designed by four-
time major winner Ernie Els; and 
Valley Course, an 18-hole golf course 
designed by Els in collaboration with 
major champion, Vijay Singh. 

Roslina Arbak, CEO, Desaru De-
velopment Holdings One, said key 
foreign markets targeted are Singa-
poreans as well as tourists travelling 
to Malaysia via Singapore, Indonesia, 
China, Hong Kong and India. 

She added: “While our primary 
focus is to attract holidaymakers, 
we are also mindful that Malaysia is 
growing to be one of the most pre-
ferred business events destinations 
for foreign delegates. 

“Further, we believe Desaru Coast, 
with its integrated destination of-
ferings, situated along a pristine 
17km beachfront, is well placed to 
capture the growing “bleisure” mar-
ket, benefiting from its unique mix 
of corporate and leisure facilities 
and strategic location,” said Arbak.  
– S Puvaneswary

TTG Travel Trade Publishing is proud to be  
the travel trade media partner of  the ASEAN Tourism 
Competitive Committee, working together to support the 
ASEAN Tourism Marketing Strategy and promote ASEAN 
destinations for tourism and business events
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In for a wild ride

SINGAPORE
No longer content with just thrill-
ing hardware, parkgoers are being 
wooed by value-added events in Sin-
gapore’s theme parks, with Hallow-
een being the most notable season in 
the calendar.

Capitalising on this, Universal 
Studios Singapore (USS) is pulling in 
crowds with this year’s eighth edition 
of the marquee Halloween Horror 
Nights, which features its first intel-
lectual property haunted house in 
collaboration with Netflix’s Stranger 
Things.

Having such international content 
helps the event attract more global 
and regional visitors, explained 
Markham Gannon, assistant direc-
tor, creative, Resorts World Sentosa 
(RWS), operator of USS. He also 
described the collaboration as a way 
of reaching out to “a new breed” of 
younger audiences who now visit the 
event without their parents.

For this event, RWS has extended 
its marketing efforts in the region to 
include social media engagements, 
collaborations with travel partners 
and digital marketing channels to 
target digitally engaged young adults. 
Key markets other than Singapore 
include China, Indonesia, Malaysia, 
Thailand and the Philippines.

Beyond Halloween, USS has also 
rolled out other themed events based 
on popular movies, such as TrollsTo-
pia and Jurassic World: Explore & 
Roar. 

Wild Wild Wet (WWW), the wa-
ter theme park in NTUC Downtown 
East, also held Cosfest WaterWorld 
in July this year. A first for Singapore, 
the cosplaying event in a water park 
featured a parade of international ce-
lebrity cosplayers floating along the 
river in costume. 

Also in the spirit of Halloween, 
WWW last year hosted Singapore 
Halloween Festival’s Panic In The 
Park, a five-kilometre fun run that 
featured zombies hunting partici-

pants down.
While events work to draw in new 

and repeat visitors, WWW has also 
upgraded its hardware to continu-
ously appeal to multiple generations. 
The water park recently doubled its 
size and introduced seven new at-
tractions, including Asia’s first hybrid 
ride, Singapore’s first near-vertical 
high-speed body slide, and Singa-
pore’s first high-speed 360-degree 
extreme loops ride.

Ronnie Tan, general manager, 
Downtown East, observed: “New 
high-thrill rides like Free Fall and 
Kraken Racers have quickly become 
a favourite of the younger crowd, 
while families with kids enjoy a min-
iature version of the thrill rides at 
Kidz Zone.

“We are also expanding our capa-
bility to host night events, ranging 
from launch events to movie screen-
ing on floats at the tsunami pool.”  
– Pamela Chow

HONG KONG
Hong Kong theme parks are switch-
ing things up, using technology to 
add new dimensions to rides and 
transforming park grounds into a 
venue for lifestyle events.

Ocean Park Hong Kong last year 
launched the first virtual reality (VR) 
rollercoaster in town. The Mine 
Train leveraged gamification and 
VR technologies, transporting rid-
ers into a 3D virtual rainforest world 
that combines thrill with conserva-
tion messages.  

While it has long been firmly as-
sociated with family-friendly day-
time fun, Ocean Park now organises 
weekend evening events that fit eas-
ily into the social calendars of mil-
lennials and Gen Z, and hosted the 
Drink’N Music Fest in March 2018.

Marketing director, Rose Yeung 
said: “By directly tapping into the 
interests of young people – music 
and food – and giving them interest-
ing content, we redefined what they 

(would typically) expect from the 
Park. Drink’N Music Fest is the first 
local music event that provides such 
a wide variety of quality beers and 
gourmet food for the audience.

“Young people are a key segment 
for the park, with social a big part 
of our engagement strategy. Content 
wise, collaboration with key opinion 
leaders and influencers has proven 
to be highly effective in taking the 
Ocean Park experience to young peo-
ple in all our strategic markets.” 

Meanwhile on Lantau Island, Hong 
Kong Disneyland Resort (HKDL) 
continues to ride on The Walt Dis-
ney Company’s popular franchises to 
woo a new generation of parkgoers. 

Travel trade sales, director, James 
Tung, said: “More Marvel attractions 
have been lined up in HKDL’s ongo-
ing park expansion. An attraction 
themed after Ant-Man and The Wasp 
is slated for 2019, with the Marvel 
themed area expanded... Other than 
Marvel, we will also leverage the sto-
ries and characters of Disney∙Pixar, 
which is another popular franchise 
among the millennials.” 

HKDL also constantly refreshes 
its seasonal and festive programmes. 
This Halloween, it will recreate scenes 
of The Nightmare Before Christmas 

in a walk-through Halloween Town, 
while Jack Skellington and Disney 
villains will invite guests to join them 
in their wicked antics.

Tung added: “The resort kicked 
off a multi-year expansion and de-
velopment plan last October with at 
least one new attraction or entertain-
ment offering to be launched almost 
every year from 2018 to 2023. This 
is expected to continue to enhance 
the appeal of the resort to its diverse 
markets in Asia.” – Prudence Lui

MALAYSIA 
Sunway Theme Parks, one of Ma-
laysia’s most established theme park 
operators, wants to breed loyalty in 
a fresh generation of parkgoers by 
reaching out to them in new ways, 
while keeping alive the timeless spirit 
of purveying family-friendly fun.

Senior general manager, Calvin 
Ho, said: “We stay in touch with the 
millennials and post-millennials and 
engage them through contests and 
promotions on our Facebook page 
and Instagram posts.”

For students, Sunway Theme 
Parks organises educational pro-
grammes, such as those focused on 
wildlife at both its parks, and some 
that delve into the Perak’s tin mining 
history at the Lost World of Tambun.

“It is our hope that student seg-
ment of today will remain loyal to 
us as they progress in life and bring 
their children and grandchildren to 
be entertained in the future. We have 
built such loyalty at Sunway Lagoon, 
with guests who have been visiting 
us when they were in their teens and 
in their 20s, and now visit with their 
children or grandchildren,” said Ho.

Some fun events at the park in-
clude Aqua Run 2, an annual fun run 
held in Sunway Lagoon that com-
menced in 2017. Through the 3.5 km 
run, participants will go through ob-
stacles that involve climbing, sliding, 
crawling and running.

“Our year-end parties at both 
theme parks are memorable events 
with great fireworks displays and 
DJs,” he added.

Meanwhile, Desaru Coast Adven-
ture Waterpark (DCAWP) opened 
on July 19, and features more than 20 
rides and slides in five zones. 

One highlight is the Shipwreck 
Reef, with an adventurous water 
coaster and flume ride that reaches 
up to 30m high with a series of loops, 
dips and spins, Philip Whittaker, 
chief commercial officer and CEO, 
Integrated Theme Parks & Attrac-
tions, shared.

Apart from the usual waterpark 

In an era of ubiquitous entertainment at our finger tips, how are theme parks around Asia  
attracting millennials and post-millenials? TTG Asia reporters find out

Below, from left: Drink’ N Music Fest at Ocean Park Hong Kong; 
new entertainment offering based on Moana at Hong Kong Dis-
neyland; Univeral Studios Singapore’s annual Halloween Horror 
Nights event feature Netflix show Stranger Things

By directly 
tapping into 
the interests 

of young peo-
ple – music 
and food – 
and giving 

them interest-
ing content, 

we redefined 
what they 

(would typi-
cally) expect 

from the park.
- Rose Yeung, 

marketing 
director, Ocean 

Park Hong Kong

Above: Warner Bros Movie World’s DC Rivals HyperCoaster, billed as the tallest and fastest of its kind in the Southern Hemisphere 
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From left: Desaru Coast Adventure Waterpark’s Penawar River; Curious George attraction at Universal Studios Japan in Osaka

hits like slides and the lazy river, there are  
also added features such as a swim-up bar, 
cabanas and F&B facilities, Whittaker said.

“We are also planning a series of school 
holiday activities, surfing demonstrations, 
events and entertainment to give visitors 
fresh reasons to continue to experience 
the park,” he added. – S Puvaneswary

JAPAN
With the millennial generation having no 
lack of entertainment and amusement lit-
erally at their fingertips, Japanese theme 
park operators say they need to deliver a 
steady supply of new events and attrac-
tions, as well as fresh engagement strate-
gies, to keep this segment satiated.

Universal Studios Japan (USJ), the sec-
ond-largest theme park in Japan with 14.9 
million visitors in 2017, rolled out three 
new attractions at this summer to attract 
repeat visitors and first-time guests, said 
Taku Maruyama, vice president of the 
company’s sales and alliance marketing 
department. 

The Universal Spectacle night parade 
was launched on May 17, followed by the 
Freeze Ray Slider and Playing With Cu-
rious George, both of which opened on 
June 30. 

“Our main targets for visitors are mil-
lennial-age females and young families 
with children,” Maruyama told TTG Asia. 

To reach those segments, USJ has iden-
tified a new trend in consumer behaviour 
that it has named “toki-shohi” – which 
literally translates to “moment consump-
tion”. 

“A lot of people nowadays spend mon-
ey on having a ‘special moment’ that they 
can enjoy with others, so we are turning 
out park into a place where guest can cre-
ate that ‘moment’ and share it with their 
friends,” said Maruyama. 

Meanwhile, millennials account for 
about 15 per cent of all visitors to Huis 
Ten Bosch, the Dutch-themed park out-
side Nagasaki in Kyushu and the third 
most visited park in Japan. This segment 
peaks between September and February, 
when it is popular among students on 
graduation trips, said Kotaro Takada, cor-
porate officer for the park.

“We have found that millennials really 
want to take advantage of the photogenic 
spots that are throughout the park, such as 
flower events and the umbrellas street,” he 
said, adding that information on these lo-
cations is passed on via millennial-friend-
ly SMS and social media. 

Tying in with that, the park has high 
hopes for its Water Magic illuminated 
fountain show, which will start in late 
October and mesh with the Kingdom of 
Lights attraction – the largest illumination 
attraction in the world. 

“We take social media and social net-
working sites very seriously in promot-

ing the park and encourage our guests to 
share their images by offering them gifts,” 
he said. “That in turn spreads the news 
about our attractions to more potential 
customers.”

Meanwhile, Megumi Ueda, general 
manager of Ayabex, observed: “We get 
regular requests from customers to visit 
Tokyo Disneyland or USJ, but we have re-
cently noticed an increase in requests for 
tickets to the Studio Ghibli museum in 
Tokyo. 

“These places are famous among (visi-
tors) to Japan and, in most cases, they do 
not have the same sort of theme parks in 
their home countries. That is what makes 
them popular.” – Julian Ryall 

AUSTRALIA
Australia’s major theme parks are updat-
ing their attractions with innovative tech-
nology and working to strike the right 
balance to provide a holistic experience 
for park visitors.

While new technologies are not as 
quickly or widely installed as its Ameri-
can counterparts, parks like Dreamworld 
and Warner Bros Movie World are intro-
ducing VR and projection mapping into 
their rides, with Dreamworld launching  
the i-Ride flying simulator for the first 
time in the Southern Hemisphere by end-
2018.

Partnering with leading simulation 
company, Brogent Technologies, Dream-
world’s flying theatre will suspend up to 
40 riders in 10-seat gondolas over a hemi-
spherical screen while they heave, sway, 
surge and roll through an immersive jour-
ney of the Australian landscape, and ex-
perience special effects such as wind, mist 
and scents as they soar mid-air.

“Not unlike most current retail op-
erators, we continue to challenge, bal-
ance and juggle both physical and  
digital environments for our guests,” says 
Paul Callander, Dreamworld’s COO.

“Technology can be seen as a disruptor 
to the traditional theme park model, but  
the way we see it, new state-of-the-art 

technology can complement traditional 
and immersive experiences.

“Theme parks need to embrace and 
evolve with new technology, without tak-
ing away from traditional experiences 
such as our rides, shows and attractions, 
which provide an emotive connection for 
our guests,” he continued.

Movie World has launched the South-
ern Hemisphere’s first VR coaster expe-
rience on its Arkham Asylum Coaster, 
which transforms the ride into a 360-de-
gree experience with the technology sync-
ing the physical movements of the popu-
lar coaster with the visual to take guests on 
a multidimensional journey at speeds of 
up to 85kmh and pulling 4.2Gs.

Movie World is also upgrading its 
Scooby Doo attraction, adding special ef-

fects such as projection mapping, mist 
and sound effects for a more immersive 
experience.

Parent company Village Roadshow 
Theme Parks’ executive general manager, 
Greg Yong, stressed that while technol-
ogy can play a role in improving a theme 
park’s attractiveness, its implementation 
needs to be carefully planned. 

“I believe the theme park experience is 
evolving and we now need to provide our 
guests with a holistic in-park experience.” 

“We need to look outside of the trends 
and innovations within the industry and 
identify what guests are experiencing  
outside of the theme parks. This is some-
thing we have executed with our restau-
rant offerings at Movie World,” said Yong 
– Adelaine Ng
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Above: 
Supertree 
Grove lit up at 
Gardens by the 
Bay; the Singa-
pore attraction 
was one of the 
filming loca-
tions for Crazy 
Rich Asians 
(inset)

The Bike and Bites Food Tour

T
he movie Crazy Rich Asians 
has been lauded as a win 
for Asian and Asian-Amer-
ican representation in Hol-

lywood, 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 
Singapore’s wealthy classes, the movie 
features an all-Asian cast and portrays 
scenes in Singapore’s luxurious spac-
es as well as local neighbourhoods.

Add to this the international lime-
light 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 bonanza for Singa-
pore.  

It’s no wonder that the Singapore 
Tourism 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 conversa-
tion going about the real Singapore 
and pique interest 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 
Singapore’s actual richness in terms 
of our diversity, as well as the depth 
and breadth of experiences for both 
locals and visitors,” Pang added.

This promotional blitz for Singa-
pore has encouraged tourism players 
to capitalise on the mounting aware-
ness of the city-state. 

Several tour operators have craft-
ed 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). 

“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 
Access, remarked that Singapore’s 
exposure on the big screen will spark 
“a surge in travellers” curious about 
the city’s offerings, which can open 
up opportunities for other attrac-
tions such as urban architecture and 
dining.  

Mathieu Musnier, general man-
ager 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 ap-
peal during the movie’s box office 
run, STB worked with Warner Bros 

and other partners to 
roll out marketing initia-
tives in the US, Australia, Japan 
and South-east Asia.

These included private movie 
screenings and contests, as well as a 
Crazy Rich Singapore Week in the 
US. Pang shared that STB has part-
nered with travel company Travel-
zoo to further promote Singapore 
through targeted web content and 
Indus Travel’s tour package.

STB’s investment in the longhaul 
market is complemented by a grow-
ing 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 Fran-
cisco 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 ‘turnkey’ capabilities 
in hosting high-stature events at very 
short notice”, said Lynette Ang, chief 
marketing officer, Sentosa Develop-
ment Corporation.

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

Brand Singapore scores big
The real Singapore scores big time from its reel depiction in the movie Crazy Rich Asians,  
spurring travel players to exalt the richness of the city’s experiences through new tours  

and promotion efforts. By Pamela Chow
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Crazy rich 
experiences
City and beach fun
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 cui-
sine 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 lo-
cal dishes and spots mentioned 
in the movie, such as carrot 
cake and roti prata at venues like 
Newton Hawker Centre, as well 
as more upscale restaurants like 
Michelin Bib Gourmand-listed 
New Ubin Seafood at CHIJMES, 
and LeVeL33 Craft-Brewery Res-
taurant & Lounge.

WHAT’S HOT

Tours & Activities

Cycle 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, 
Kampong 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 cul-
tural precinct through activities 
like learning to tie a turban, and 
feasting on traditional Mughlai 
dishes in a North Indian restau-
rant.

Singapore 
looks so at-
tractive and 
sexy in the 
movie. We 
wanted to 

give the au-
dience the 
experience 
of being a 

crazy-rich 
Asian for one 

evening.
- Karni Tomer, 

founder and CEO, 
Wok ‘n’ Stroll

TTG Travel Trade Publishing is 
proud to be the travel trade media 
partner of  the ASEAN Tourism 
Competitive Committee, working 
together to support the ASEAN 
Tourism Marketing Strategy and 
promote ASEAN destinations for 
tourism and business events.



Half Page (Horizonal)
5column (236mm) x 180mm

DESTINATION: SINGAPORE 18TTG ASIA OCTOBER 2018

Old is gold
A crop of new hotels are setting up  

camp in heritage buildings, breathing 
fresh life into conserved sites,  

reports Pamela Chow

Hotels

Above: Six Senses plants its first flag in Singapore 
within restored heritage shophouses

complete soon – which will integrate 
it into an upcoming mixed-use life-
style precinct, City Hall Square. It 
will be the first hotel in Singapore 
to launch mobile check-in facial 
recognition technology, reducing 
check-in time from five minutes to 
a minute. 

“The new Grand Park City Hall 
appeals to travellers looking for 
unique experiences that are infused 
with Singapore’s stories, and have 
an appreciation for arts and history. 
These guests also embrace seamless 
experiences empowered by technol-
ogy today,” said John Kockan, gen-
eral manager, Grand Park City Hall. 

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

Cavaliere Giovanni Viterale, the 
hotel’s general manager, said: “I be-
lieve there is an air of romance and 
mystique that surrounds Singapore’s 
heritage buildings, especially one 
like the Fullerton Building. Beyond 
the aesthetic appeal of heritage 
building, each stay is enhanced by 
authentic stories and experiences 
that are hard to replicate.”

digital-savvy global explorers in the 
18-35 age group,” Tay said.

Conserved heritage sites are hard-
ly a novel setting for Singapore ho-
tels. The Fullerton Hotel Singapore 
occupies a National Monument: the 
Fullerton Building, commissioned 
in 1919 as a part of the British col-
ony’s centennial celebrations; Grand 
Park City Hall sits on a century-old 
conservation site; Link Hotel was 
converted from art-deco residential 
blocks from the 1950s and 1960s; 
and the iconic Raffles Hotel Singa-
pore 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 rejuve-
nation 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 Singa-
pore-born chef who was a judge on 
Masterchef China. This heritage icon 
is slated to reopen in 1Q2019.

Grand Park City Hall is also un-
dergoing the final phase of its trans-
formative masterplan – scheduled to 

W
hile swanky hospital-
ity brands like Andaz 
are calling towering 
skyscrapers homes in 

Singapore, a crop of new hotels are 
finding love in the city’s older build-
ings, 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 restored shophouses along 
the Kampong Glam Heritage Trail – 
opened in July under Singapore real-
estate firm RB Hospitality.

Sonia Anya Tay, COO and co-
founder of CUBE Boutique Capsule 
Hotel, said: “Our capsules are built 
in restored conservation 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 experience 
of staying in a heritage building.

“(Our guests) are identified as 
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T
he latest DMC to enter the 
playing field, Xperience 
Singapore Events & Travel 
is keen to bring a host of 

in-depth and immersive activities for 
leisure and business travellers.

Owned by Xperience DMC – a 
partner of Destination China – Xpe-
rience is headed by director Jane 
Goh, a veteran in hotel conference 
services and tourism with more than 
a decade of guiding experience.

She opined: “There are many 
other things we can do to sell the 
country as a destination, but they’re 
not being done yet. There’s a lot of 
focus on man-made attractions, but 
the soft (experience) is not there yet. 
I wanted to show another side of 
Singapore that many travellers and 
incentive visitors have not seen.”

Activities offered include learn-
ing and performing the Chinese lion 
dance, tracking and photographing 

Experiences redefined
A new DMC player finds fresh touring ideas in Singapore’s 

culture and heritage, writes Pamela Chow

Fresh Eyes

I wanted to 
show another 
side of  Singapore 
that many travel-
lers... have not 
seen.

Jane Goh
Events & 
travel director, 
Xperience DMC

Airlines

SIA to fly non-stop to LA 
Singapore Airlines (SIA) will 
soon begin direct flights between 
Singapore and Los Angeles using 
the new Airbus A350-900ULR 
aircraft. Thrice-weekly flights will 
commence on November 2, and 
daily operations will start from 
November 9. From December 7, 
a further three services per week 
will be added, increasing total 
non-stop flights between the two 
cities to 10 times per week. SIA’s 
existing service to Los Angeles via 
Seoul will cease after November 
30, 2018.

Norwegian to ditch London-
Singapore route
Budget airline Norwegian will axe 
its Gatwick-Singapore service 
after less than 18 months. Flights 
will cease to operate from Janu-
ary 12, 2019, and a Norwegian 
spokesperson said that they will 
be using “this capacity elsewhere 
on our network”. The European 
LCC started flying this route on 
September 28, 2017.

WHAT’S NEW

otters in the city, and rowing across 
Marina Reservoir on dragonboat.

Goh shared: “We only started in 
April, and there was an avalanche of 
ideas in just three months.”

The spark came in the form 
of a Teochew opera troupe 

performing at the Singapore Herit-
age Festival, where she witnessed 
their behind-the-scenes prepara-
tions.

“When I saw that, I knew that 
tourists would love seeing something 
like this,” Goh recalled, and revealed 
that the performers were initially “a 
bit worried” and shy to open up their 
practice to tour groups.

However, not only was she able to 
negotiate with and convince the op-
era troupe, Goh was also introduced 
to their friends from other cultural 
groups such as lion dances and Wing 
Chun (a martial arts style).

Many of these groups are willing 
to welcome tourists, but do not have 
the means or knowledge of how to 
market themselves to visitors, she 
explained. 

She also revealed that the dragon-
boat racing group had approached a 
travel agent for a partnership in the 
past, but was turned away. 

“Our guides have become bored 
with city tours, so they’re excited to 
start these activities,” shared Goh. 

Xperience’s smaller size can be 
an advantage, Goh insisted. “We 

are very involved in direct con-
tact with our clients,” she said. 
“We give our clients the link 
to the management and the 
assurance that we are always 
here if there’s anything they 
need.”
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(Double Page Spread Series Ad: TTG Show Daily: ATF 2018)
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Constant new 
additions like 
Omnia Dayclub 
Bali (pictured 
above) help to 
keep the desti-
nation’s appeal 
fresh 

Above: Pramba-
nan temple

T
his month, Bali is hosting 
the Annual Meetings of 
the International Monetary 
Fund and the World Bank 

Group, the biggest-ever business 
event the island has ever hosted.

The meeting, which takes place 
from October 8-14, is expected to 
welcome 15,000 delegates from 168 
countries.

There will be 1,200 meetings held 
in 89 venues across two convention 
centres and hotels. 

In the Nusa Dua area alone, 4,600 
hotel rooms have been booked to 
accommodate the delegates. Other 
guests are staying in Sanur, Kuta and 
Denpasar.

An event of this scale is not only 
expected to put Bali on the inter-
national conference map and bring 
economic benefits, it provides the 
push for resources to be allocated to 
improving infrastructure and facili-
ties on the island.

For Badung, the event serves as a 
springboard for the regency’s smart 
city project. By this month, visitors to 
Badung area will be able to enjoy free 
Wi-Fi. The regency government has 
also invested in 385 CCTV cameras 
in 986 locations.

I Made Badra, Badung Regency’s 
head of tourism, said: “The CCTV 
cameras are placed at tourist attrac-
tions and other strategic locations to 
provide safety and security for travel-
lers and the community alike.”

The project currently covers 
Badung Regency, the fastest-growing 
and most visited tourist region in 
Bali, but is expected to expand to the 
rest of the island down the line.

Badung Regency stretches from 
southern Nusa Dua, Uluwatu and 
Jimbaran to Seminyak and Canggu 
on the west coast up to Mengwi and 
Plaga in the northern part of the ter-
ritory.

In terms of area, Badung Regency 

covers only 7.6 per cent of Bali, but 
contributes 65 per cent of the local 
economy and 40 per cent of passen-
ger arrivals to Indonesia.

Further infrastructure develop-
ments are also taking place on the 
island.

Angkasa Pura I, the airport au-
thority, has expanded the apron at 
Ngurah Rai International airport to 
make available 11 additional parking 
stands to 63 aircraft. 

Initially, plans were for a second 
runway to be built to provide a dedi-
cated runway for take-off and land-
ing. However, the central govern-
ment has now decided to invest in 
developing a second airport in North 
Bali instead.

Road upgrades are also under-
way. A new Underpass Ngurah Rai 
project, for example, is now ready to 
welcome conference delegates.

The 712m-long underpass is ex-
pected to reduce the traffic conges-

Bali puts its best 
face forward

A high-profile international meeting is headed for Bali, catalysing further visitor-friendly 
developments such as a smart city initiative in Badung, reports Mimi Hudoyo
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Jakarta from up high
This private helicopter tour pack-
age offered at the Fairmont Hotel 
Jakarta includes accommodation, 
a fine-dining experience, a 15-min-
ute helicopter ride, two glasses of  
champagne upon arrival, and buf-
fet breakfast for two at Spectrum 
restaurant. 

There are two helicopter types 
that guests can choose from: 
the Bell 505 for up to four pas-
sengers, or the Bell 429 for up to 
six passengers. Guests who book 
any of  the helicopter packages will 
receive a VVIP treatment including 

WHAT’S HOT

Tours & Activities

tion around the Ngurah Rai Statue 
cross roads by 50 per cent.

Other plans include the develop-
ment of the nine-kilometre road 
connecting Nusa Dua and Jimbaran.

Mella Purwanaika, vice president 
marketing at Jambuluwuk Hotels 
and Resorts, said: “While we do not 
get direct business from the confer-
ence itself, as our hotel’s location in 
Seminyak is quite far from the venue 
in Nusa Dua, the infrastructure and 
facility development are great news 
for the industry. 

“For us, this means that our hotel, 
Jambuluwuk Oceano Seminyak and 
its restaurant, Frestro & Bar, will be 
more visible to travellers.”

More new attractions, tour prod-
ucts and hotels are also coming up.

Bali now boasts a new landmark 
with the completion of the Garuda 
Wisnu Kencana Statue at the GWK 
Cultural Park. Standing at 121m tall 
(271m above sea level), it is the third 
tallest statue in the world.

The new addition to GWK Cul-
tural Park, long known as a venue 
for dinner under the stars, has taken 
28 years to reach completion. Indo-
nesian artist Nyoman Nuarta had 
started building the statue in 1989, 
but construction came to a halt dur-
ing the 1997 economic crisis.

In the Uluwatu area, Omnia Day-
club Bali, which opened in February, 
has become the talk of the island 
as an all-day party destination. In 
Canggu, the recently opened Mason 
restaurant serves creations made 
from locally sourced and organic in-
gredients, while in Nusa Dua, Revivo 
Wellness Resort offers accommoda-
tion, wellness facilities and retreat 
programmes.

Meanwhile, existing establish-
ments are reinventing their products 
to keep up with the competition.

The Sarong Group, for example, 
has come up with Canggu Cook-
ing Retreat, which offer homestays,  
cooking classes, street food tours and 
more.

Chef Will Meyrick, who owns the 
restaurants under the Sarong Group, 
said: “With the increasing competi-
tion on the island and in keeping 
with the trend where travellers today 
look for experiences, we have come 
up with street food tour and adven-
ture offerings.”

red carpet upon arrival, special 
refreshments and exclusive 
amenities.

Culinary adventure in Canggu
The 4D3N Canggu Cooking Re-
treat – led by celebrity chef  and 
owner of  the Sarong Group of  
restaurants in Bali, Will Meyrick 
– combines a cooking class, spa
treatment, cycling out to local
warungs (restaurants) and mak-
ing jamu herbal drinks.

Explore Kotagede on foot
Within Yogyakarta’s Kotagede, 

the former centre of  the Mataram 
Muslim Kingdom established in 
1515, tour participants can see 
silversmiths at work, taste local 
cakes and cookies, as well as 
learn about the architecture and 
culture from the guides. They will 
also be taken to the Great Mosque 
complex. The tour is organised by 
Kotagede Heritage Trail.

Temple hopping in a jeep
Stupa Prambanan has partnered 
Jeep Wisata Adventure to roll out a 
jeep tour, which takes participants 
to small temples surrounding Yog-

yakarta beyond the more popular 
ones such as Borobudur. On the 
itinerary are Prambanan, Plaosan, 
Sojiwan, Ijo and Banyunibo tem-
ples. 

At Batu Papal, visitors can 
take in views of  Klaten city. It is 
also becoming a popular spot 
for watching the sunrise. Another 
popular place to visit is the vol-
canic rock hill of  Tebing Breksi 
(Breksi Cliff).

To Jakarta, Bali and Yogyakarta
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Swiss-Belhotel 
Pangkalpinang
Swiss-Belhotel Pangkalpinang 
has opened in the heart of  
Pangkalpinang – the capital 
of  the Bangka Belitung 
province off  the east coast of  
Sumatra. The hotel features 
145 rooms and suites, the 
Swiss-Café Restaurant, lobby 
lounge, wine bar, fitness 
centre, spa, swimming pool, 
three meeting rooms and a 
ballroom for up to 875 pax.

The Alana Hotel & 
Conference Center – 
Sentul City
Archipelago International has 
launched The Alana Hotel & 
Conference Center – Sentul 
City, a 271-key property lo-
cated in a 3,000ha integrated 
master-planned township 
between South Jakarta and 
Bogor.

The hotel features all-day 

NEW HOTELS

Above: Swiss-Belhotel 
Pangkalpinang

Making budget 
fashionable

Indonesian hospitality companies are increasingly responding to new 
trends in the budget accommodation sector, reports Tiara Maharani

Hotels

Above: Nomad 
Kemang, the in-
augural property 
of Archipelago 
International’s 
new hostel brand

A
s millennials and transit 
visitors drive a new stand-
ard in budget accommo-
dation, more companies in 

Indonesia are foraying into the sector 
to capture the growing business op-
portunities.

The hostel market is expected to 
grow seven to eight per cent through 
2018, reaching roughly US$7 billion, 
according to a Phocuswright study.

Most hostel guests are millennials, 
with three out of four travellers un-
der the age of 35, according to a joint 
study by Phocuswright and booking 
engine Hostelworld. 

Recognising the huge business 
potential young travellers bring, Ar-
chipelago International launched its 
newest brand, Nomad Hostel. 

John Flood, president and CEO 
of Archipelago International, ex-
plained: “We know that young trav-
ellers try to save as much as they can 
(when it comes to) hotels and flights, 
but they are willing to spend more 

Young 
travellers 

love to 
(experience 
a sense of) 

community. 
You need 

to have 
communal 

spaces...
- John Flood,
president and

CEO, Archipelago 
International

on experiences, so we give what they 
want and need.”

Millennials tend to embrace the 
social and sharing aspects of travel. 
For some of these travellers, dormi-
tory-style accommodation – which 
better allow guests to exchange travel 
tips and information – are preferred 
over closed and private hotels.

Flood added: “Young travellers 
love to be in close contact with peo-
ple (and experience a sense of) com-
munity. You need to have communal 
spaces, where they can gather and do 
stuff together.”

Instead of having a traditional 
lobby, Nomad Hotel offers a com-
munal space designed for interac-
tion and engagement. There is also 
a backyard barbecue zone with ping-
pong tables, live music, a pool and 
sun loungers.

Sahid International Hotel Man-
agement & Consultant also added 
brands under the Dotnet concept 
to appeal to travellers who want less 
service and more connectivity – both 
technologically and socially.

Vivi Herlambang, Sahid’s director 
of sales, marketing and business de-
velopment, said: “High-speed Wi-Fi  
is a must for (millennials). The al-
ways-connected generation needs to 
be able to easily share their experi-
ences.”

Miranda Haryoanto, owner of 
Kini Capsule, found a captive mar-
ket in transit passengers in Jakarta 
when she decided to open the hotel.
For some travellers, Jakarta is not the 
main destination, but a gateway to 
places such as Bali and Yogyakarta. 

According to Miranda, who is also 

the general manager of Kini Capsule, 
transit visitors do not need facilities 
typically found in star hotels. For 
them, the most important criteria are 
safety and cleanliness.

Another crucial element is experi-
ences. She said: “When you’re trav-
elling, the communal experiences 
could turn out to be the most mem-
orable part of the trip. Nowadays 
it’s about real interactions. Younger 
travellers want to join a community 
where they can feel the uniqueness of 
place.” 

To cater to experience seekers, 
even affordable hotels need to be 
in the vicinity of activities such as 
movie nights, batik-making lessons,  

cooking classes and culinary tours.
Angkasa Pura II, state-owned air-

port services company, has opened 
the Digital Airport Hotel on the first 
floor of Terminal 3 of Soekarno-Hat-
ta International Airport.

Muhammad Awaluddin, presi-
dent director of Angkasa Pura II, said 
the idea for a capsule hotel was based 
on a survey finding that lodging at 
the airport did not need to be large 
and luxurious.

There remains a myriad of chal-
lenges that must be tackled by hos-
tels or capsule properties. Miranda 
said many still perceive budget hotels 
to be dirty, and with poor locations 
and service standard.

dining restaurant, 15 meet-
ing rooms, including a mini 
ballroom for up to 400 pax, 
swimming pools, gym, spa, 
kids club, and a Sky Lounge 
that will be ready this month. 

Ayana Komodo Resort, 
Waecicu Beach 
Last month, this Ayana resort 
opened its doors in Labuan 
Bajo, Flores, the gateway 
to Komodo National Park. 
The 205-key property has 
seven F&B outlets, spa, 
gym, swimming pools, kids 
club, private beach and jetty, 
ballroom and meeting spaces.
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Airlines

Direct Moscow-Bali flights
Aeroflot and Rossiya Airlines will 
fly from Moscow to Bali thrice 
a week starting October 28, 
using a Boeing 777 aircraft. The 
codeshare flight SU6295 will 
depart Moscow on Wednesdays, 
Fridays and Sundays at 15.05 to 
arrive in Bali at 08.20 the follow-
ing day, while the return flight 
SU8296 will depart at 10.05 to 
arrive in Moscow at 17.50. The 
direct service allows passengers 
to reach the destination in 12 
hours, compared to the existing 
duration of  up to 25 hours with-
out direct connections.

From Malaysia to Lake Toba
Air connectivity from Malaysia 
to Silangit Airport, the gateway 
to Lake Toba, is seeing improve-
ment. On October 28, AirAsia 
will launch flights from Kuala 
Lumpur International Airport 
2. In August, Malindo Air com-
menced four-times-weekly ser-
vices from Subang International
Airport, operated with an ATR72-
600 for 72 passengers.

WHAT’S NEW

At Innside by Melia Yogyakarta, 
the brand’s first property in Asia-
Pacific, Mimi Hudoyo checks in to 
get a taste of Work, Play, Live 

LOCATION The hotel is located less 
than 10 minutes away from the air-
port, with direct access to Ring Road 
Utara. It is close to Hartono Mall, a 
major shopping mall in the city and 
Prambanan Temple (around 20 min-
utes away) and some smaller temples 
in the area.

ROOMS The hotel offers 242 rooms 
spread over four floors. Guests can 
choose from four categories: Innside 
Studio, Innside Premium, Innside 
Loft and Innside Lifestyle Suite.

My 26m2 Innside Studio Room 
was compact but functional, and 
offered many thoughtful touches 
to make my stay comfortable. For 
example, there were power points 
around the room, and lighting 
controls were specific to different  
parts of the room. Wi-Fi was also 
speedy.

While not the most elaborate, the 
mini bar is free of charge and replen-
ished daily.

 F&B The all-day dining Syndeo Café 

Tried & Tested Innside by Melia Yogyakarta

is located on the lobby level. It is part 
of an open lobby concept that takes 
in a lobby lounge, cake shop and re-
ception desk.

The other F&B facility is the Sky 
Deck Rooftop Bar, a place to chill out 
while enjoying panoramic views of 
the city. Guests can also enjoy a pri-
vate dinner by the pool. 

It was a cool and starry July even-
ing when I went up to the rooftop 
for dinner, a four-course meal that 

included shrimp with melon and cit-
rus, broccoli cream soup, and wasabi 
Wagyu Striploin. 

FACILITIES On top of a ballroom for 
up to 300 people and three meeting 
rooms, the hotel also offers the Big 
Idea Space. The Innside by Melia 
signature meeting concept marries 
work and play. Instead of the stand-
ard meeting room furniture, the 
room has sofas. The space can also 
transform into a games room. 

The rooftop area can serve as an 
outdoor, poolside venue. Guests may 
also enjoy the 24-hour fitness centre 
on the rooftop.

There is no spa but the hotel 
works with a day spa to provide in-
room massage for guests.

SERVICE Efficient. Check-in was a 
breeze, room service was quicker 
than estimated, and the iron and 
ironing board I requested arrived 
promptly too. It is interesting that the 
hotel has a DJ playing music during 
breakfast, five days a week. 

VERDICT A trendy hotel, functional 
and compact in design. It gives lei-
sure and business travellers what 
they need, without leaving them 
spoilt for choice.

No. of rooms 242
Rates From US$37 
Contact details
Tel: (62) 274 600 8888
E-mail: info.innsideyogya@melia.com
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Rachel AJ Lee

Mactan Cebu In-
ternational Air-
port’s spanking 
new Terminal 2J

ust as Cebu’s tourism develop-
ment is picking up pace, the is-
land province’s worsening traf-
fic congestion is beginning to 

take the shine off one of the most vis-
ited 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 tourists to 
limit their activities and stay in one 

area rather than fully exploring the 
destination’s rich offerings. 

Congestion was even more acutely 
felt in recent months as Cebu be-
came the top alternative destination 
for tourists who would have other-
wise flocked to Boracay, were it not 
for the latter’s temporary six-month 
closure, said Margie Munsayac, vice 
president sales and marketing, Mari-
bago Bluewater Resorts.

Travel Experts’ inbound manager 
Girlie Malaran said the traffic jam 

is a big consideration for visitors 
to Cebu, to the extent that proper-
ties on Mactan Island benefit from 
their nearer proximity to the Mactan 
Cebu International Airport (MCIA), 
whereas hotels farther 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 ho-
tel to avoid the traffic rush.

Aware of the traffic problem, Col-
liers International’s research man-
ager Joey Bondoc said that property 
developers are replicating Manila’s 
mixed-use developments in Cebu, 
which integrate offices, residential 
units, hospitals and shops, while pro-
viding transport as well from these 
developments to other destinations.

Bondoc added that major infra-
structure projects planned over the 
next four years, including the Cebu-
Cordova Link Expressway, Metro 
Cebu Expressway, Cebu-Negros Link 
Bridge, Cebu-Bohol Link Bridge and 
Bus Rapid Transit System, 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 enjoy a 10 to 15 per 
cent annual growth in visitor num-
bers 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, ac-

Easing the congestion

No room for complacency

Boracay’s closure has diverted visitors to Cebu, but the city’s transport 
woes threatens to unravel the progress made, reports Rosa Ocampo

The Philippines hospitality sector needs to be more competitive to attract more foreign 
brands and visitors, a substantial domestic market notwithstanding. By Rosa Ocampo

Destination

Hotels

Mövenpick Re-
sort & Spa Bo-
racay is among 
the international 
brands that have 
opened in the 
Philippines

H
aving a huge domestic 
market can be a double-
edge sword, particularly 
if it takes up the lion’s 

share of the tourism pie and overseas 
markets are overlooked. 

The Philippines has an estimated 
60 million domestic tourists, a cushy 
fallback in times of fluctuations in its 
foreign feeder markets. Foreign ar-
rivals lag far behind in comparison, 
totalling 6.6 million last year, and has 
reached only 3.7 million in 1H2018. 

Even world-famous Boracay has 
more domestic than foreign tour-
ists, which stood at 1.2 million and 
800,000 respectively last year.

One downside of a strong domes-
tic travel sector is the small number 
of international hotel brands attract-
ed to open properties in the country. 

And without the competition that 

cording to a report by Colliers Inter-
national.

The completion of MCIA’s mod-
ern and efficient Terminal 2 for in-
ternational flights paves the way for 
bullish tourism prospects for Cebu 
as it will triple the airport’s annual 
handling capacity from 4.5 million 
to 12.5 million travellers. 

It also helps that GMR Megawide 
Cebu Airport Corp, operator of 
MCIA, is actively working closely 
with Cebu Pacific to connect the 
airport with various destinations in 
Cebu, and neighbouring provinces 
by land and water. 

Meanwhile, Cebu Pacific, the larg-
est carrier operating in MCIA, will 
increase flights to Cebu by 20 per 
cent next year to serve the growing 
tourism industry, according to Mi-
chelle de Guzman, the airline’s over-
all in charge for marketing.

With these upcoming infrastruc-
ture developments, tourism pros-
pects for Cebu are looking bright 
as it grows into a hub linking up 
different destinations within the  
Philippines, allowing visitors to by-
pass Manila, said Travel Experts’ Ma-
laran.

emails.
But oftentimes the lack of upgrade 

or expansion simply boils down 
to business decision, especially for 
small tourism outfits, local industry 
leaders pointed out.  

Tourism Congress of the Philip-
pines’ president Jojo Clemente ex-
plained: “By virtue of them being 
small players, that’s all that they can 
afford. If they’re full, there is really 

no cause to renovate. If they’re not 
full, how can they fund a renovation 
when their profit is so small?” 

Angel Ramos Bognot, president 
and managing director of Afro Asian 
Travel, thinks the as-yet-developed 
culture is to blame, in which opera-
tors often adopt a “that will do” at-
titude for domestic tourists while 
going the extra mile for foreign tour-
ists. The Department of Tourism, she 
opined, should be involved and “raise 
the bar for all its partners in tourism”. 

And with the steep depreciation 
of the Philippine peso against the US 
dollar, Bognot predicts an increase in 
domestic footfall as it is now costlier 
for locals to travel abroad, even as 
LCCs – which spurred the domestic 
tourism boom – continue to offer 
competitive airfares.

But as local operators and domes-
tic tourists become more exposed 
to the ever-changing global trends, 
the situation will certainly improve 
as domestic travellers become more 
discerning, with disposable income 
rising and the demand for higher 
quality and standards expected to 
follow suit. 

Amid a growing list of global 
brands in Manila and Cebu, Clem-
ente noted: “Local chains are start-
ing to become aggressive. Henann, 
Bellevue and Chroma are putting up 
really nice properties.”

the foreign brands bring to a desti-
nation, tourist establishments have 
become rather complacent when it 
comes to improving their services 
and facilities. 

According to a senior executive 
at a resort company, the arrival of a 
global hospitality brand is a key re-
flection of the readiness of the coun-
try or destination in welcoming the 
international market, as in the case of 
Boracay. With the presence of global 
established players, the local hospi-
tality sector would be more driven to 
be competitive to meet the needs of 
international visitors. 

Meanwhile, complacency among 
some hotels, dive centres and smaller 
tourism-oriented businesses was the 
gripe of a Hong Kong travel agent. 
He lamented that some of these lo-
cal suppliers ignored phone calls and 

TTG Travel Trade Publishing 
is proud to be the travel trade 
media partner of  the ASEAN 
Tourism Competitive Com-
mittee, working together to 
support the ASEAN Tourism 
Marketing Strategy and pro-
mote ASEAN destinations for 
tourism and business events
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Island-wide 
adventures
Chocolate from tree to table
Cebu’s Casa de Cacao has concocted 
The Chocolate Tour with three ingredi-
ents: the educational chocolate jour-
ney 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 
featuring savoury chocolate buffets.  

Sardines run in Cebu
Be thrilled by Blue Horizons Travel 
and Tours’ trip to Cebu’s south-west-
ern coastline featuring 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. 

Skydiving over Bantayan
Blue Horizons Travel and Tours’ Sky-
diving 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 parachutes 
are released at around 1,500m from 
the ground. Glide in the air for a while 
before gradually landing on the beach. 

WHAT’S HOT

Tours & Activities

The Chocolate Tour

Citadines Cebu City
Slated to open in 1Q2019, this 
serviced residence will have 180 
rooms. There are several cat-
egories of  rooms, from studios 
to two-bedroom apartments. 
Located close to the Cebu Busi-
ness Park and Cebu IT Park, 
amenities include a swimming 
pool, fitness centre, and resi-
dents’ lounge.

Courtyard by Marriott Iloilo
The 324-room property in Iloilo 
City features 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 compli-
mentary Wi-Fi. Other facilities
on-site include a restaurant,
pool bar, ballroom for up to 350
pax, boardrooms and function
venues.

NEW HOTELS

Spot rare dolphins in Bais
Watch spinner dolphins in Bais, 
Dumaguete perform acrobatics while 
this attraction is still unknown to 
mass tourists. Corporate International 
Travel and Tours’ customised package 
can combine a stopover to a seven-
kilometre strip of  sand known as 
Manjuyod Sandbar.

Seda Ayala Center Cebu
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Travel Hall of Fame  
Since 2002, TTG Asia Media has honoured 
luminaries that have won the prestigious TTG 
Travel Award for at least 10 consecutive times for 
the same award title in the Travel Hall of Fame.

At present, these exceptional organisations 
and their years of induction are: 
• Singapore Airlines (2002) 
• Singapore Changi Airport (2002)
• Hertz Asia Pacific (2005) 
• Royal Cliff Hotels Group (2006)
• Star Cruises (2008) 
• Sabre Travel Network Asia-Pacific (2009)
• SilkAir (2010) 
• Lotte Tour (2011) 
• Hong Kong International Airport (2013)
• Raffles Hotel Singapore (2013)
• Regal Airport Hotel (2015)
• Banyan Tree Spa (2015)
• Qatar Airways (2016)
• Thai Airways International Public Company Limited (2016)
• Thailand Convention & Exhibition Bureau (2016)
• Royal Plaza on Scotts (2018) 
• Royal Caribbean International (2018)

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

ICYMI

Former Singapore Tour-
ism Board (STB) head 
Lionel Yeo (left), who 

stepped down in June, 
has joined Grab as 

CEO advisor in addition to his 
involvement on several boards. 

The role of chief executive 
at STB will be taken up by 
Keith Tan Kean Loong 
(right) on October 29, 
currently the deputy 
secretary (policy) of the 
Ministry of Defence.

New and old  
STB chiefs

Above: Frequent 
flyer miles now 
a target for 
hackers 

TTG’s Pierre Quek (centre) collecting the PATA 
Gold Award 2018, Travel Journalism - Industry 
Business Article at the ceremony in Langkawi 

Stolen air miles for sale on 
dark web at fraction of value
Stolen frequent flyer accounts and 
rewards points are a hot commodity 
on the dark web, according to a study 
by Comparitech, which found that 
dark net prices of stolen frequent 
flyer miles are resold “at a fraction” 
of their real-world value.

Airlines points are typically worth 
between one and two cents each, 
according to the Comparitech ar-
ticle, bringing the value of 100,000 
miles to US$1,500-US$2,000. This 
is compared to US$884 for 100,000 
miles under the KrisFlyer, Emirates 
Skywards, ANA All Nippon and Asia 
Miles programmes. Stolen miles are 
used for retail redemptions, resold 
to grey market mileage brokers, or 
exchanged for rewards such as flight 
upgrades, which are then sold on to 
unsuspecting customers.

Unlike with flight purchases, 
“members are not required to enter 

a password or PIN number when 
spending points at retailers, and re-
tail staff often don’t ask for an ID”, 
the article states. It is this lack of veri-
fication that has made frequent flyer 
miles a profitable target.

Boracay to reopen soon, but 
rehabilitation not in place
As a sustainable tourism programme 
is set to be enforced countrywide, 
travel industry leaders in the Philip-
pines are stressing the need to learn 
from the haphazard rehabilitation of 
Boracay, which is set to reopen 5,000 
rooms (or 33 per cent of the total 
hotel inventory of 15,000) beginning 
October 26, with the rest following in 
April 2019 and after.

However, feedback from industry 
members revealed a picture of non-
readiness in Boracay, as roadworks 
are behind schedule, and a vast ma-
jority of hotels and resorts have yet to 
comply with revised regulations and 
accreditation standards.

While Boracay’s carrying capacity 
is estimated to stand at 55,000 daily, 
according to a government official, 
Tourism Congress of the Philippines’ 
president Jojo Clemente – an advo-
cate of establishing a carrying capac-
ity for tourist destinations – opined 
that Boracay’s carrying capacity may 
open a can of worms.

“How do you track that only 
19,000 tourists will visit Boracay, 
what are the mechanics that will be 
used, and who is going to monitor 
(the numbers)? If we see an increase 
in waste and pollution, we have to 
rethink the numbers,” he questioned.

Cambodia’s tourism sector 
eyes new markets in region
With tourist arrivals from China, 
Thailand and Vietnam coming in 
greater numbers than before, PATA 
Cambodia Chapter’s (PCC) was 
keen to develop new feeder markets 
in the region at its inaugural Biz Fair 
in Phnom Penh (September 3-5).

Among the emerging feeder mar-
kets PCC is targeting is Bangladesh. 
Sinan Thourn, PCC chairman, said: 
“If you look at the country, it has 
about three million people travelling 
abroad, and they are looking for new 
destinations. Many go to Malaysia, 
Thailand and Singapore. Cambodia 
is overlooked and is missing out.”

Other emerging markets on Cam-
bodia’s radar include Bangladesh, In-
dia, Sri Lanka and Nepal.

It was an evening of great food, enter-
tainment and conversation at the TTG 
Travel Awards 2018 ceremony and 
gala dinner. Our heartfelt congratula-
tions to all our esteemed winners!

All that glitters is gold
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Perfect 12 for Best Western at TTG Awards
Best Western Hotels & Resorts has been named as Asia’s 

“Best Mid-Range Hotel Brand” 

for an incredible 12th year in a row at the 2018 TTG Travel Awards!

The prestigious honor was chosen by the readers of TTG Asia. 

Best Western would like to say a HUGE THANK YOU
to everyone who voted!

For more information:
Start planning your next trip to discover more about Best Western® Hotels & Resorts in Asia

bestwesternasia.com

TTG_oct_TTG Award 2018



See us at ITB Asia on Oct. 17 - 19, 2018
Philippine Pavilion at D05
For more information, visit tourism.gov.ph | tpb.gov.ph            @tpbphl

Pescador, Cebu
Photo Credit: Stephen David

In the Southern municipality of Moalboal in Cebu, lies 
Pescador Island -  a protected marine sanctuary famous 
for sardine run, sea turtles, dolphins, and colorful coral 
gardens. Its abundant marine life makes it an island 
paradise for snorkeling, free diving and scuba diving. 
Dive in and explore the rich underwater haven of 

Pescador that will leave you in awe.

PESCADOR ISLAND:
A WONDER UNDERWATER
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