
A tale of two worlds
New Clark City and the province 
of  Bohol are making strides in 
establishing the Philippines as 
a preferred tourist destination, 
while pushing for sustainable and 
responsible tourism development 

Brewing a barrel of fun
International travel may have slowed 
down, but certainly not destination 
developments. Fun attractions are 
bubbling up across major tourism 
destinations in Asia, ready for the 
return of  travellers
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As Asian destinations 
rise from the ashes post-

pandemic, they nurse a 
fiery desire to rebuild more 
responsibly and sustainably 

so that tourism will uplift 
local communities while 

entertaining visitors

Building 
back better
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Sleepless in Asia
Destination developments keep chugging on

P
roducing this special co-branded 
TTG Asia and TTG Asia Luxury 
issue sparked much joy for me 
because every piece of content on 

our pages focuses on what’s moving posi-
tively in the travel and tourism industry. 

We know what the tough headlines are, 
and we know that our challenges will take 
a while to resolve. So, for now, let’s focus 
on the developments that are still hap-
pening throughout the travel and tourism 
landscape. 

Across Asia, fresh attractions and ac-
tivities have been rolled out – with more 
to come throughout 2021 and 2022, much 
to the delight of local residents who are in 
desperate need for uplifting entertain-
ment to satiate their wanderlust.

Developing a destination product to 
excite locals is no easy task. How do you 
appeal to people who believe that they 
have seen all there is to be seen in their 
backyard? And if these are well-travelled 
people, the bar is raised even higher – can 
your product be more alluring than what 
they had experienced overseas? 

It is interesting to observe the range of 
new draws that have emerged. Hong Kong 
is set on a culture and heritage route, pro-
viding a nice contrast to its urban land-
scape. Japan is playing up its scenic, natu-
ral environment and wide open spaces, 
presenting even more points of appeal for 
outdoorsy folks. 

City-state Singapore appears to be 
transforming into one big playground 
for the young and young at heart. In fact, 
Singapore Tourism Board is working to 
enthrall young families and children, to 
build their desire to visit when it is pos-
sible. It recently launched a seven-part 
animated mini series for children in India, 

where popular comic character Chhota 
Bheem takes his birthday party to Singa-
pore and shows off some of the destina-
tion’s most iconic locations and experi-
ences.

Over in Vietnam, secondary destina-
tions have come into the limelight while 
in Macau efforts to reposition herself for 
families continue.

Some of these developments will help 
to push traveller traffic away from the 
usual popular haunts – so important in 
a safe-distanced, post-pandemic world – 
and into areas that can stand to benefit 
from some tourist income.

Amid the creation of all things bright 
and shiny, it is heartening to see that tour-
ism authorities have not forgotten their 
commitment to build back tourism better 
and in a more responsible way that bene-
fits the environment and local communi-
ties for generations to come. Cambodia, 
the Philippines, Indonesia and Thailand 
are setting with good examples.

Another positive development for the 
travel and tourism industry is the grow-
ing population of high net worth indi-
viduals across Asia-Pacific. Their travel 
desires have only intensified throughout 
the travel freeze. The luxury travel market 
is clearly still buzzing, with many buyers 
moving now to restart travel program-
ming for their VIP clients. The strong 
interest to participate in July’s ILTM Asia-
Pacific is proof.

As initial travel resumption would 
be pricey and time consuming to pre-
pare for, the industry will need to count 
on luxury travellers – those with the re-
sources to navigate the complex web of 
post-pandemic travel regulations – to 
lead recovery.

Some of these developments 
will help to push traveller 

traffic away from the usual 
popular haunts – so important 

in a safe-distanced, post-
pandemic world – and into 

areas that can stand to benefit 
from some tourist income.
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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 Limited (2002) 
• Singapore Changi Airport (2002)
• Hertz Asia Pacific (2005) 
• Royal Cliff Hotels Group - The State of Exclusivity  
 & Fascination (2006)
• Star Cruises (2008) 
• Sabre Asia Pacific Pte Ltd (2009)
• SilkAir (Singapore) Private Limited (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) 
• Best Western Hotels & Resorts (2019)
• Travelport (2019)

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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Dream Islands of the 
Philippines Beckon

ADVERTORIAL

Chocolate Hills

White Beach, Boracay

boraCaY
The world-famous island in the 
Philippines is best known for its long 
stretch of white sand beach, thrilling 
water activities and best island nightlife. 

But being a top tourist draw can take 
its toll. 

After being closed for six months 
three years ago, Boracay is back 
greener and better, having fixed its 
infrastructure and carrying capacity and 
more important, the community’s buy-
in of the island’s newly forged identity 
as a model for sustainable tourism 
development.

The greening of Boracay has resulted 
in cleaner beaches, and it is hard to 
miss improvements like the removal of 
obstructions, a wider main road, new 
sidewalks, better drainage and more 
e-tricycles.

Some may say they miss the old 
Boracay. But all that matters is being 
able to dig 10 toes into the sand on 
White Beach, watch parasails, seabirds, 
frisbees and double outrigger sail 
boats, savour the Philippines’ most 
famous sunset while palm trees, some 
newly planted, whisper in the breeze. 

There is no doubt that Boracay is still 
casting its magic spell.

Wake up in paradise and 
be filled with wonder and 
unforgettable experiences 
on land or below the 
water every day 

with one of the world’s 
longest coastlines and home to 
thousands of islands, visitors are spoilt for 
choice finding white sand beaches, clear 
blue waters in myriad shades, pristine 
hideaways, nature and natural icons. 

When borders open, international 
tourists looking to rest, relax and 
enjoy some sun, sea and sand, or seek 
excitement in sea sports adventure and 
stunning vistas will receive a resounding 
Mabuhay welcome! 

Start planning now to capture the best 
Instagram holiday moments, and discover 
why It’s More Fun in the Philippines.

boHol
The famous Chocolate Hills is one of the 
most visited attractions in Bohol, which 
is made up of one major island and 73 
smaller ones. The island province features 
breathtaking spots for history buffs, nature 
enthusiasts, beach lovers and adrenaline 
junkies. 

The Philippine Tarsier Sanctuary in 
Corella is where the smallest primate in the 
world lives. These adorable, furry creatures 
are the size of an adult thumb and are said 
to have an active nightlife.

Those interested in a marine adventure 
can play with the dolphins residing near 
Pamilacan Island or explore the coral 
gardens of Panglao, Balicasag and Cabilao 
Islands. 

Beach lovers can take a refreshing dip 
and relax at the beaches of Panglao and 
Anda, while an adrenaline rush awaits at 
Danao’s Adventure Park.

History buffs have more than 10 national 
and important cultural treasures to 
discover, including old-houses, centuries-
old stone churches and watchtowers. The 
most accessible of these are located in the 
capital Tagbilaran.

M
ar

c 
Go

Er
w

in
 L

im



For more information, visit  
www.philippines.travel and www.tpb.gov.ph
email: info@tpb.gov.ph
Tel: (+63) 84042641 / (+63) 85259318Sardine run

Surfing in Cloud 9

Kayangan Lake

Palawan
Rich and diverse flora and fauna, coral-
fringed dreamscapes, karst limestone forma-
tions, wind-swept shorelines and pristine 
sandbars make this multi-award-winning 
destination an ecotourist’s dream come true.

Renowned for having the best beaches 
not only in the Philippines, but in all of 
South-east Asia, only a fraction of them have 
been discovered and sustainable practices 
ensure its pristine ecology and natural 
beauty are preserved.

Not to be missed in the capital Puerto 
Princesa is the Subterranean River Na-
tional Park, one of the world’s longest 
underground rivers and  a UNESCO World 
Heritage site; or the abundance of seafood 
restaurants catering to every taste.

Many visitors make Puerto Princesa the 
jump-off point to other popular destinations 
like El Nido with its fish-filled waters, excit-
ing dive sites and lively village atmosphere 
with music and dining on the beach to suit 
every budget.

Coron, quieter and more laidback, is 
equally appealing and has been gaining at-
tention for its World War II wreck dive spots, 
beautiful rock formations, crystal clear water 
and breathtaking tourist spots like Kayangan 
Lake surrounded by tall limestone forma-
tions.

Cebu
Mactan-Cebu International Airport is 
a prime example of the Philippines’ 
sustainable tourism movement, and is the 
country’s first solar-powered airport which 
bans the use of single-use plastics among 
its concessionaires.

For those in the know, Cebu is not only 
an urban destination but where eco-
adventures abound. 

Beyond Cebu’s historic sites like 
Magellan’s Cross and Magellan Shrine, 
luxury resorts and vibrant nightlife, 
the forests of its interior are filled with 
waterfalls and rare birds, while coral 
reefs encircle the entire perimeter of this 
200-kilometre long island.

Visitors can experience sea adventures 
with schools of sardines in Moalboal, trek 
and go canyoneering for an adrenaline 
rush in Badian and enjoy the breathtaking 
views of Kawasan Falls and Osmeña Peak.

Ecotourists can also pick from award-
winning mangrove river experiences or visit 
ancestral homes with local guides. 

Foodies can indulge in Cebu’s famous 
lechon, or roast suckling pig, its wide 
range of seafood and local delicacies like 
dried mango and otap, an oval-shaped 
puff pastry cookie, which originated on the 
island and is made of simple ingredients 
like flour, shortening, coconut and sugar.

SIarGao
The secret is out. This tiny haven, blessed 
with world-class waves, white sand islets, 
turquoise tide pools and hidden lagoons, 
is a surfer’s dream and has been voted the 
world’s most beautiful island.

Siargao Island can be circumnavigated in 
less than a day and its attractions are easily 
accessible and within the vicinity of newly-
opened resorts and restaurants offering 
local and global cuisine.

Made famous by a surf photographer 
in the 1980s, Siargao also attracts 
international travellers for its many 
beautiful beaches and pristine coves like 
Sohoton Cove surrounded by towering 
limestone hills and tropical plants framing a 
shoreline of white sand.

Island hopping is also a popular activity 
in Siargao and there is a triple island tour 
to Guyam Island, Daku Island, and Naked 
Island, so named because there is only 
white sand and no vegetation or structures 
on it. Glamping under the stars is definitely 
the way to cap off the day.
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Right: 
SkyHelix, 
Singapore

From left: 
Ocean Park, 
Hong Kong’s  
Water World; 
Studio City 
Water Park, 
Macau

Brewing a barrel of fun
International travel may have slowed down, but certainly not destination developments. Fun attractions are bubbling up 

across major tourism destinations in Asia, ready for the return of travellers, discover TTG Asia reporters

HOnG KOnG

Sharper culture 
and heritage draws
Hong Kong’s tourism appeal contin-
ues to evolve, with a slew of new and 
iconic cultural attractions set to rise 
in the next six to eight months.

The long-awaited M+ in West 
Kowloon Cultural District is expect-
ed to steal the limelight. Scheduled 
to open in late-2021, this 60,000m2 
world-class large-scale contempo-
rary art museum will be the largest 
of all recent museum openings in the 
region. 

In unison with the museum’s 
opening, the Hong Kong Tourism 
Board will extend its Hong Kong 
Neighbouhoods promotional cam-
paigns to the West Kowloon Cultural 
District, which includes Yaumatei, 
Jordan and Tsimshatsui, to provide 
an all-encompassing art, cultural 
and historic experience. 

On the other side of the harbour, 
the 82-year-old Bauhaus-style Cen-
tral Market has been given a new 
lease on life as a new-age market-
place, set to open in 3Q2021. The 
134-year Pokfulam Farm (Old Dairy 
Farm Senior Staff Quarters) is ex-
pected to reopen in July as a heritage 
hub bringing together the 60-plus 
historical spots around the Pokfulam 
neighbourhood.

That’s not all for culture vultures 
and history buffs – Tai Hang Fire 
Dragon Heritage Centre will launch 
in 4Q2021, tantalising visitors with 
exhibits that harness augmented and 
virtual reality technologies. It will 
also host workshops, seminars and 
talks. 

Fun-seekers can also look out 
for the new Water World attraction 
within the Ocean Park water theme 
park this summer. 

Discova’s country manager, Sandy 
Ho, said Hong Kong’s new attrac-
tions would inspire greater interest 
from longhaul markets and even en-
courage longer stays.

Gunther Homerlein, Destination 
China’s general manager/owner, is 
particularly excited about the M+ 
museum and the developments 
within the West Kowloon Cultural 
District. He said: “It will always be 

beneficial (for Hong Kong) to have 
a museum of international stand-
ard. Hopefully, it will have some sig-
nature pieces that can put it on the 
map.”

He added that the West Kowloon 
Cultural District has strong potential 
for events. – Prudence Lui

JAPAn

All-rounded 
additions
Post-pandemic travellers to Japan 
can look forward to more adventur-
ous attractions and regional offer-
ings than ever before as tourism de-
velopment continues through 2021 
and 2022.

A series of new launches will allow 
visitors to enjoy the outdoors, local 
experiences and unique accommo-
dation, powering up Japan’s existing 
wellness and cultural appeal.

In Hokkaido, the National Ainu 
Museum and Park Upopoy, which 
are dedicated to Japan’s indigenous 
people, the Ainu, opened in July 
2020. 

Over in Kyushu, there is a spike 
in activities, resorts and glamping 
options. Simon Metcalfe, representa-
tive of Kyushu Tourism Promotion 
Organization, attributed these devel-
opments to Kyushu’s “steady prepa-
rations” for tourists pre-pandemic as 
well as its “lush nature, surrounding 
oceans and many islands.” He also 
noted the region’s “connection to 
and co-existence of nature and the 
locals”.

Many new cycling tours have been 
launched in Kyushu, including Has-
senba in Hitoyoshi and Kumagawa. 
The three-hour, 4.5 km route takes 
in key sightseeing spots such as Hi-
toyshi Castle ruins.

Cycling tours are also poised for 
growth in other regions once in-
bound visitors return, thanks to an 
uptick in interest among domestic 
travellers during the pandemic.

Japan’s unique accommodation 
inventory is set for expansion, with 
several interesting openings to come.

Sea Cruise Glamping Kumamoto 
Amakusa, which offers ocean views 
from all rooms and dolphin-spot-

ting, will open in July 2021.
 Hoshino Resorts KAI Poroto will 

open its doors in January 2022. Lo-
cated near Hokkaido’s Upopoy, the 
resort is designed to provide a place 
for guests to experience Ainu culture 
and “understand what co-living with 
different ethnic groups is,” according 
to the hotel company.

Treeful Treehouse, a sustainable 
resort powered by solar energy in 
the north of mainland Okinawa, is 
slated to open in the 12 months. The 
luxury riverside treehouses will boast 
panoramic views, beautiful interiors 
as well as modern comforts includ-
ing air-conditioning.

Major theme parks are also join-
ing Japan’s tourism portfolio. They  
include the newly opened Super 

Nintendo World in Osaka and Stu-
dio Ghibli Theme Park in Nagoya, 
which is expected to welcome visi-
tors in 2022.

Popular local theme park Fuji-Q 
Highland has added another fun el-
ement – the 55m Fujiyama Tower, 
comprising a Sky Deck with sky 
walks and a Slider tube-type ride to 
the bottom. There is also an observa-
tory offering views of Mount Fuji. – 
Kathryn Wortley

MACAU

Bright lights, 
family delights
The glittery city of Macau is expand-
ing its family fun repertoire, with 
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unique museums, theme parks and 
adventure games to charm travellers 
of all ages.

Studio City Water Park debuted in 
May this year, showing off a variety 
of spectacular aquatic rides and ad-
ventures. The attraction is the result 
of a major revamp that Studio City 
Macau integrated resort undertook.

The rejuvenated Macao Grand 
Prix Museum followed next, with an 
opening on June 1. Now occupying a 
larger space, the museum  showcases 
the history and thrill of the Macau 
Grand Prix in an innovative way, 
with several interactive games and 
entertainment for everyone. 

Coming up next, Lisboeta Macau 
will launch ZipCity, a zipline expe-
rience, and GoAirborne, an indoor 
skydiving facility.

Destination specialists are certain 
that Macau’s latest attractions will 
appeal to travellers from a younger 
age bracket as well as mainland Chi-
nese travellers, who tend to gravitate 
towards novel offerings. – Prudence 
Lui

SInGAPORe

next play hub for 
young and young-
at-heart
Singapore’s garden city reputation 
may have to make space on the ped-
estal for a new label, judging by the 
attractions that have opened this year 
as well as those coming up in 2022.

Fresh fun picks that have emerged 
this year, such as the COMO Adven-
ture Grove nature playground at the 
Singapore Botanic Gardens, Coastal 
PlayGrove at East Coast Park and 
ForestPlay SG adventure park on 
Sentosa, are boosting Singapore’s 
family travel appeal. Their outdoor 
play approach also speaks to the 
growing preference for activities in 
open spaces that allow for good ven-
tilation and safe distancing.

Adding to Singapore’s growing 
play hub status is US-based expe-
riential attraction Museum of Ice 
Cream (MOIC), which will open its 
first international outpost in Singa-
pore this August.

Located in Dempsey, MOIC will 
feature 14 never-before-seen instal-
lations dedicated to the celebra-
tion and experience of enjoying ice 
cream. These include a fully func-

From top:  
Centara 
Mirage 
Resort, Mui 
ne, Vietnam; 
COMO 
Adventure 
Grove, 
Singapore; 
national Ainu 
Museum and 
Park Upopoy, 
Hokkaido, 
Japan

tional, Singapore-inspired Dragon 
Playground; a pink and yellow jungle 
with 10,000 bananas; and the largest 
MOIC sprinkle pool ever created. 

Later this year, Slingshot thrill ride 
will debut at Clarke Quay. It is said to 
be the tallest ride of its kind in Asia, 
with the ability to catapult riders al-
most 70m into the air at high speed.

Singapore’s attraction inventory 
will continue to grow in 2022, with 
Sentosa launching SkyHelix, the city-
state’s first open-air panoramic at-
traction to offer scenic views of the 
resort island and Southern Water-
front. Guests can enjoy a drink as the 
rotating gondola gently ascends 35m 
above ground.

In revealing some of the new 
tourism developments back in April 
2021, Singapore Tourism Board’s 
(STB) chief executive Keith Tan em-
phasised that Singapore was not in 
“hibernation mode” despite the pan-
demic, and the new products would 
“help us get ready for recovery” and 
the eventual return of international 
tourists.

In addition to new draws, work 
is also underway to update existing 
attractions and tourism precincts. A 
new event space is set to emerge on 
the Orchard Road shopping belt in 
2022, while a vacant site in the same 
prime district has been earmarked 
for a new attraction concept.

To further strengthen the lifestyle 
appeal of the Orchard Road district, 
STB is working with the Orchard 
Road Business Association to scale 
up the programming of the annual 
Christmas on a Great Street and Or-
chard Road Black Friday events later 
this year.

Tan described these projects as “a 
welcome breath of fresh air among 
the Covid-19 negativity in the past 
year”. – Karen Yue

VIeTnAM

Fresh destinations 
to explore
The pandemic has failed to halt tour-
ism development across Vietnam, as 
new destinations have sprung to life. 

Secondary destinations such as Pu 
Luong, Mai Chau, Phu Yen and Yen 
Bai have become shining stars during 
the pandemic, as domestic travellers 
seek new spots to explore. 

Pham Ha, CEO of Lux Travel 

DMC, said: “New destinations and 
resorts have become trendy with lo-
cal travellers looking for authentic 
and unique experiences. This will 
provide new experiences for interna-
tional visitors once they can travel.” 

Exclusive Avana Retreat Mai Chau 
opened its doors in April, and is al-
ready proving popular. 

In Mui Ne, the new Centara Mi-
rage Resort, owned by Novaland, will 
appeal to families with its multiple 
pools, child-friendly zones, and gam-
ing and technology-based entertain-
ment for teenagers and young adults.

Linh Le, founding partner of Lux-
peria DMC, said ‘tween-agers’ are 
particularly drawn to indoor enter-
tainment, and Vietnam’s destination 
operators will do well to offer such 
activities.

Sungroup has also rolled out mul-
tiple projects on Phu Quoc island. 

Most notable is Sun Premier Vil-
lage Primavera, a destination built 
to resemble the Italian Amalfi coast 
– complete with shophouses, res-
taurants, residential properties and 
hotels. 

Also on Phu Quoc, VinGroup of-
ficially launched its US$2.8 billion 
Phu Quoc United Center in April. It 
takes in VinWonders Phu Quoc, said 
to be Vietnam’s largest theme park; 
an animal conservation park; an 
18-hole golf course; a shopping and  
entertainment precinct; business 
events facilities; multimedia shows; 
24-hour street markets; and even a 
hospital. 

With cruising gaining fans among 
the local crowd, Ha noted that Lan 
Ha Bay and Cat Ba archipelago now 
offer even more cruising options that 
will also benefit international visi-
tors. – Marissa Carruthers

WWW.VISITSOUTHEASTASIA.TRAVEL

EXPERIENCE THE WONDERS OF SOUTHEAST ASIA
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From left: 
Explore 
Siem Reap’s 
temples in an 
environmentally-
friendly way; 
Herbs grown 
at Bilebante 
Lombok Tourism 
Village are sold 
to earn villagers 
an income

Building back better
As Asian destinations rise from the ashes post-pandemic, they nurse a fiery desire to rebuild more responsibly and 

sustainably so that tourism will uplift local communities while entertaining visitors. By TTG Asia reporters 

CAmbodIA

Country-wide 
greening
By Marissa Carruthers 

Huge efforts are being ploughed 
into developing Cambodia’s eco-of-
ferings to lure visitors once borders 
open.

The World Bank has launched its 
biggest tourism investment in the 
country – the US$54 million Cam-
bodia Sustainable Landscape and 
Eco-tourism project. This will span 
eight provinces across the protected 
area of the Cardamom Mountains 
up to the Tonle Sap Lake’s flooded 
forests and Phnom Kulen in Siem 
Reap.

As well as encouraging traditional 
community-based eco-tourism and 
eco-tourism projects, it aims to en-
gage the private sector in protect-
ing the area and sustainable work. 
Eco-lodges, adventure activities and 
camp sites are some of the develop-
ments being mooted, with each pro-
ject given a maximum of 10 hectares 
in the protected areas.

The ultimate aim of the project is 
to build back a stronger tourism sec-
tor and supplement the income of 
remote communities to avoid illegal 
activities, such as wildlife trafficking 
and logging. 

Nick Ray, Hanuman Travel’s prod-
uct director, is involved with the pro-
ject. He said: “In terms of recovery, 
eco-tourism is a very important ele-
ment and has been growing well do-
mestically here during Covid. When 
foreign tourists can come back, we 
expect to see a lot of demand for slow 
travel and Cambodia has a lot of op-

portunities for remote activities.”  
Ray added the domestic drive has 

also opened up new opportunities 
and discovered new spots. For ex-
ample, camping has proved popu-
lar with locals. As part of the World 
Bank project, a “golden standard” 
camp site will be created and the 
model then rolled out to other areas. 

He noted: “Domestic travellers 
have unearthed exciting places, such 
as fringe areas of the Cardamoms 
home to grasslands perfect for camp-
ing, beautiful waterfalls and trekking. 
We need to develop these sustainably 
and ethically for the international 
market.”

Virginie Kury, Asian Trails gen-
eral manager, said responsible travel 
is key to product development for 
post-pandemic visitors, and there is 

a wealth to be discovered in Cambo-
dia. She added: “Responsible adven-
ture at Shinta Mani Wild, Koh Dach 
by local transportation, or cycling on 
the hidden path of remote temples 
are just a few examples of what we 
can offer.”

In Siem Reap, a beautification 
project is underway. This includes 38 
roads in the centre being renovated 
to make the destination more cyclist- 
and pedestrian-friendly. 

Steve Lidgey, general manager of 
Travel Asia a la carte, said a cycling 
path has been created at Angkor Wat 
Archaeological Park in response to 
a huge hike in locals cycling there. 
When borders open, it is hoped this 
will encourage visitors to explore in a 
greener way than the traditional tour 
buses, tuk tuks and cars. 

“It’s a positive development for 
tourists to visit the temples in an en-
vironmentally-friendly way,” he said.

Additionally, areas in Siem Reap 
province are using this down time 
to clean up their act. For example, 
Preah Dak in Banteay Srei district is 
becoming a model village, with waste 
disposal and management schemes 
and solar powered lighting for each 
household being developed.

IndoneSIA

Keeping 
sustainable 
tourism promises
By Mimi Hudoyo 

Indonesia’s Ministry of Tourism and 
Creative Economy (MoTCE) has 
made the development of quality 
and sustainable tourism its priority 
pre-pandemic, but the value of this 
quest has only become more appar-
ent as new post-pandemic travel be-
haviours surface.

Travellers today expect travel to 
be more personalised, customised, 
localised and conducted in smaller 
groups. They also have a greater 
awareness of environmental conser-
vation. 

Sandiaga Uno, Indonesia minister 
of tourism and creative economy, 
said environmental social govern-
ance would be implemented across 
the country.

One of MoTCE’s goal is to have 
Bali tap into only new and renew-
able energy, deploy environmentally 
friendly waste management, and uti-
lise electric car and solar panels by 
2030.

Along with MoTCE’s responsible 
tourism development, the Indone-
sian government is running national 
campaigns – Bangga Buatan Indone-
sia to raise awareness of local-made 
products, and Beli Kreatif Lokal to 
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Eight provinces across 
Cambodia’s protected 
Cardamom Mountains 
(pictured) will get tourism 
development help from the 
World Bank
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encourage the purchase of local creative 
products.

Sandiaga said the campaigns also serve 
to encourage small- and medium-scale 
businesses to go digital, and to develop 
more innovative and competitive prod-
ucts by leveraging local wisdom.

To help small businesses along, espe-
cially those in F&B, fashion and craft, the 
minister provides guidance in drafting 
digital promotion strategy, developing 
sales network, building synergy with digi-
tal marketplaces, and creating legal entity 
and obtaining intellectual property rights.

In addition, MoTCE is also campaign-
ing to develop and empower tourism 
villages – a product that meets the post-
pandemic interest in personalised, cus-
tomised, localised and small-sized tours.

Sandiaga revealed that the development 
strategy will include adoption of new 
health and hygiene protocol, digital inno-
vation, and content creation with various 
parties.

To ensure that village tourism truly 
benefits the local community, Sugeng 
Handoko, activist at the Nglanggeran 
Tourism Village, Yogyakarta, said owner-
ship and management must remain in the 
hands of the villagers. Relating his story, 
Sugeng said: “Nglanggeran is owned and 
managed by 154 locals and (tourism tak-
ings) benefit more than 700 community 
members.”

Pahrul Azim, director of Bilebante 
Lombok Tourism Village, agrees. He said: 
“When the community here realises that 
their daily activities attract visitors, they 
will appreciate what they are doing for a 
living.”

For example, Bilebante residents have 
seen how their traditional herbs – often 
consumed as medicine and health supple-
ments – have been used to develop beauty 
and wellness treatments, with the help of 
renowned Indonesian  cosmetic and tra-
ditional herbs producer, Martha Tilaar. 
Since 2019, the village has offered visitors 
treatments by certified therapists and the 
sale of herbal products.

Over in South Sumatera, visitors can 
visit Musi Banyuasin to see how plant-
based food packaging and plates are pro-
duced. The initiative, a collaboration be-
tween the Community Driven Innovation 
of Conservation Areas and the Regency 
Government of Musi Banyuasin, uses lo-
cally grown areca nut leaves, known as 
plepah among the villagers, to manufac-
ture compostable alternatives to plastic 
and Styrofoam food containers. 

The production benefits Musi Banyu-
asin residents, as each plantation plot can 
take in 15 labourers and provides women 
folk with an additional source of income, 

noted Thia Yufada, head of Musi Banyu-
asin Family Empowerment and Welfare.

The PhILIPPIneS

Playing up slow 
tourism and  
natural draws
By Rosa Ocampo 

Tourism rejuvenation across the Philip-
pines comprises mainly of delectable sites 

Respecting the ocean 
and its inhabitants 
must be the top priority 
of every tourist who 
wants to connect 
with marine 
wildlife.
BeRnadette 
Romulo-Puyat
Tourism secretary
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and activities best served in their 
natural, raw state with extra dollops 
of care and concern for long-term 
sustainability and responsibility.

This approach gives in to what 
travellers want. Based on a Depart-
ment of Tourism (DoT) survey, trav-
ellers’ preferences are evolving, with 
most choosing more personalised 
packages, outdoor activities in well-
ventilated areas like beaches, hiking, 
and biking, and travel with family 
members for safety.

These preferences have presented 
opportunities for new products and 
services with these operative words: 
sustainable, responsible, CSR, com-
munity, interactive, slow tourism, 
back-to-basics, nature and natural.

Rajah Tours president Jojo Cle-
mente said enquiries are on the rise 
for interactive or immersive activi-
ties, such as farm visits to indigenous 
communities and culinary tours.

“These are things that we can read-
ily offer as destinations continued to 
develop these products despite the 
pandemic,” added Clemente.

He expected Eastern Visayas, 
Southern Luzon and some parts of 
Mindanao to be growth areas and to 
support the spread of income from 
sustainable tourism.

Better yet, responsibility and sus-
tainability have been woven into 
tourism rules and regulations, such 
as the full implementation of the 
Sustainable Tourism Development 
Project (STDP) this year.

STDP is transforming tourism 
communities into resilient, inclusive 
and sustainable ones with projects 
that improve drainage, solid waste 
management and ecosystem-based 
tourism site management, as well as 
develop enterprise and skills, accord-
ing to tourism secretary Bernadette 
Romulo-Puyat.

As more tourists are drawn to 
coastal areas, the DoT will conduct 
awareness seminars for stakeholders 
on sustainable and responsible ma-
rine tourism guidelines in 2H2021, 
while advocating to educate tourists 
on sustainable tourism.

“Respecting the ocean and its in-
habitants must be the top priority of 
every tourist who wants to connect 
with marine wildlife. Learning how 
to properly engage with these species 
is a small but crucial step in protect-
ing and sustaining our marine biodi-
versity,” Romulo-Puyat added.

From top: Korat Geopark entices nature- and adventure-lovers; Songkhla Lake region in 
southern Thailand will be redeveloped sustainably for tourism

The Philippines 
has many 
natural 
destinations to 
explore, such as 
Asik-Asik Falls, 
Mindanao

Overland, the DOT has revised 
accreditation standards for hotels 
and resorts. Environmental indica-
tors and sustainable practices are 
now included in the rating system, 
to encourage owners to be more 
environment-friendly in their daily 
operations.

“Our tourists are more likely 
to support tourism operators that 
care for the environment,” Romulo-
Puyat said, emphasising the need to 
provide excellent services without 
compromising the country’s natural 
resources and the community.

Slow tourism is expected to gain 
ground, while community-based 
tourism programmes are being im-
proved across the Philippines. These 
are factored in various tourism cir-
cuits that are being developed all 
over the country, including immer-
sion in local and indigenous com-
munities. Offerings include wellness 
and healing packages that feature 
various types of local massage, called 
hilot, and the use of indigenous 
herbs and virgin coconut oil; various 
types of cloth weaving or habi; en-
dangered artistic practices; slippers 
or tsinelas crafting; and cooking lo-
cal delicacies.

During the last Virtual Luzon Re-
gional Consultative Meeting, Fani-
beth Domingo, chief tourism opera-
tions officer of Cagayan Valley and 
Northern Philippine Islands Region, 
unveiled the New Normal Tour-
ism Circuits that include adventure 
sports, culture and heritage, flora 
and food, and water sports.

Carolina Uy, Central Luzon tour-
ism regional director, said that given 
Filipinos’ penchant for eating with 
family and friends, they are improv-
ing their tourism products with slow 
food and slow travel caravan to Pam-
panga and Bulacan, both known for 
their heirloom cuisine, combined 
with farm visits. 

ThAILAnd

building 
destinations that 
support locals
By Suchat Sritama 

Thailand’s travel and tourism indus-
try is determined to build back bet-
ter post-Covid-19 through responsi-
ble tourism products and a stronger 

focus on distinctive sites that appeal 
to special interest groups.

Established in 2003 to fulfil the 
latter goal, the Designed Areas for 
Sustainable Tourism Administration 
(DASTA) will develop three desti-
nations based on responsible tour-
ism and community support over 
the next few years. The regions ear-
marked for this are: Songkhla Lake 
in the south, which straddles three 
provinces Songkhla, Phatthalung 
and Nakhon Si Thammarat; Chiang 
Rai province in the north; and Bang 
Kachao in Samut Prakan province, 
near Bangkok.

DASTA director-general Athikun 
Kongmee also revealed that the agen-
cy has plans to promote local culture 
and natural geology in the Nakhon 
Ratchasima, Buriram, Sisaket, Surin 

and Ubon Ratchathani province.
DASTA has achieved success in 

what it set out to do. In May this 
year, it launched the Korat Geopark 
project in Nakhon Ratchasima prov-
ince, in hopes of bringing the site 
into UNESCO’s International Geo-
sphere-Biosphere Programme. 

Should the effort pay off, Nakhon 
Ratchasima will join Sakaerat Bio-
sphere Reserve and World Natural 
Heritage Site of Dong Phayayen in 
donning UNESCO crowns.

Athikun believes that the Korat 
Geopark project will entice nature- 
and adventure-lovers from within 
and beyond Thailand, while the new 
elephant fossil park within will al-
low the destination to compete on a 
global scale. 

Beyond destination development, 
DASTA shoulders another critical 
responsibility – to drive increased 
income into local communities, 
preserve the local environment, and 
nurture local entrepreneurs.

In 2020, tourism revenue flow-
ing into communities developed by 
DASTA rose by 10 per cent despite 
the pandemic. 

As Thailand shapes its tourism 
future on home ground, efforts are 
also invested in destination promo-
tions overseas. Yuthasak Supasorn, 
governor of the Tourism Authority 
of Thailand (TAT), said offices over-
seeing Europe, Africa and the Middle 
East are shining the spotlight on sev-
eral regenerative responsible tour-
ism routes that combine major and 
secondary cities. Each route caters to 
a niche interest – cultural route Kan-
chanaburi to Samut Songkhram; ve-
gan route Chiang Mai to Mae Hong 
Son; gem and jewel route Chantaburi 
to Trat; and coffee route Chumphon 
to Ranong.Ed

w
in

 V
er

in
sh

ut
te

rs
to

ck
/s

hu
tte

rs
to

ck

“When the 
community 
here realises 
that their 
daily activities 
attract visi-
tors, they will 
appreciate 
what they are 
doing for a 
living.” 
PahRul azim 
Founder,  
Bilebante Lombok 
Tourism Village
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Destination

A tale of two worlds
New Clark City and the province of Bohol are making strides in establishing the Philippines as a preferred tourist 

destination, while pushing for sustainable and responsible tourism development. By Rosa Ocampo

From top: Popu-
lar tourist attrac-
tion Chocolate 
Hills of Bohol; 
an aerial shot of 
New Clark City

O 
One is a high-tech smart 
city in the making, the 
other teeming with rus-
tic, laidback charm. One 

is the next international commercial 
hub with an emerging tourism zone, 
the other, primarily a leisure destina-
tion that is also primed to host busi-
ness events. Despite their differences, 
the New Clark City and the province 
of Bohol share the same goals for a 
sustainable and responsible tourism 
development.                      

New Clark City
Just a few hours’ drive from metro 
Manila, the New Clark City (NCC) 
in Tarlac raises the bar for a carefully 
master planned development that 
strikes the right balance between 
innovation and sustainability. 

Twice the size of Manhattan, only 
40 per cent of the land area of the 
futuristic mega-project is being de-
veloped, leaving 60 per cent for green 
and open spaces including forest re-
serves. Ecosystem-based adaptation 
means it is designed to withstand 
natural calamities like typhoons, 
floods and earthquakes. Air pollu-
tion and traffic congestion are mini-
mised by banning vehicles in many 
areas and by offering walkways and 
bicycle lanes instead.

Sharing the area is the former US 
military base in Pampanga that is 
now Clark Freeport Zone Complex, 

and leisure activities.
“With Clark’s strategic location at 

the crossroad of major expressways, 
as well as the soon-to-complete Ma-
nila-Clark Railway Project which will 
have a train station stopping in front 
of the airport terminal, the airport 
will be easily accessible and well-po-
sitioned to serve travellers and metro 
Manila residents.” 

Dizon said Clark is being posi-
tioned as a destination for business 
events and sports tourism, and was 
well on its way to becoming one of 
the country’s top business events 
destinations before the pandemic. 

The world-class sports complex 
in NCC, composed of the Athletics 
Stadium, Aquatics Centre and Ath-
letes’ Village, have put the new me-

tropolis on the map for major sport-
ing events such as the 30th Southeast 
Asian Games in 2019 and the recent 
Fiba Asia Cup Qualifiers.

Clark and Subic have also been 
added to tourism circuits that once 
included only Pampanga and Bula-
can for food mapping, farm tourism 
and adventure thrills.

Tourism players have welcomed 
the new infrastructure taking shape 
at Clark as “this equates to more op-
tions that we can offer our clients,” 
said Ritchie Tuano, general manager 
of Asiareps Travel Services and im-
mediate past president of the Philip-
pine Travel Agencies Association.

He added that these developments 
are also “catalysts in regaining the 
travel business back to 2019 (levels)”.

the primary district Clark Global 
City, and Clark International Air-
port. 

Clark is “envisioned to be the 
country’s next smart and sustainable 
metropolis. It aims to become an in-
ternational hub for companies and 
industries, and a major growth cen-
tre outside metro Manila,” said Vince 
Dizon, president and COO of the 
Bases Conversion and Development 
Authority (BCDA), which has the 
mandate to develop Clark in tandem 
with the private sector.

NCC houses the National Gov-
ernment Administrative Center, an 
integrated national government hub 
that will function as a recovery and 
backup operations centre in times of 
disasters and emergencies, according 
to Dizon.

Driving investments and growth 
in Clark are the airport’s major ex-
pansion and other key infrastruc-
ture projects such as the Subic-Clark 
Railway and the Malolos-Clark Rail-
way that will drastically reduce travel 
time between Subic and Manila, Di-
zon added. 

Bi Yong Chungunco, CEO of the 
Luzon International Premier Air-
port Development Corp., operator 
of Clark International Airport, said: 
“We have a growing catchment area 
in Central and Northern Luzon, due 
to the rapid rise of Clark as a pre-
ferred hub for business, economic sh
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 What’s hot

Escapades to suit every palate
A luxury hotel package complete with a private jet service and resort imbued with 
a retro aesthetic numbers among the Philippines’ new offerings. By Rosa Ocampo

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

1 A taste of adventure 
 Chroma Hospitality’s newly-opened Timberland 

Highlands Resort in San Mateo, Rizal teases 
with adventure and leisure facilities for both lei-
sure and business travellers. A few hours’ drive 
from Manila, the resort offers 47 rooms, gym, 
two outdoor pools, a restaurant, and a soon-
to-open spa. Active guests can benefit from 
facilities like a rock wall, multi-purpose court, 
and adventure trails, in addition to a slew of  
health-oriented activities including yoga by the 
mountain, a farm tour, and guided treks.

2 Slice of serenity 
 The island province of  Marinduque, still 

unknown to tourists, will soon join the Depart-
ment of  Tourism’s farm, food and faith tourism 
projects in Luzon. Best known for its annual 
Moriones Festival held during the Holy Week, 
Marinduque also boasts unexplored beaches 
and dive sites, rich culture and heritage, un-
spoiled nature, organic farms, and a clean and 
peaceful lifestyle untouched by pollution.

3 Luxurious escape 
 Crimson Resort and Spa Boracay is partnering 

with charter operator AirTaxi.Ph to fly tour-
ists from Manila and Cebu direct to Caticlan 
Airport. The Station Zero Bubble package 
takes only four pax per flight; rates start from 
204,000 pesos (US$10,320) for two pax 
on board Cessna Turbo 206H. Available till 
December 25, the package includes a three- or 
four-night stay at the resort’s beachfront villa 
and other perks.

4 Buckets of old-world charm
 The newly-minted The Henry Resort Dumaguete 

in Negros Oriental takes in heritage furniture 
and artwork curated from various parts of  the 
Philippines. Big on supporting local communi-
ties, the resort promotes Filipino products at 
the on-site The Honest Henry shop, in partner-
ship with social enterprise Subida Souvenirs 
that supports marginalised communities and 
local talents with fair trade opportunities and 
training.

Bohol
Conservation, preservation and sus-
tainability have always been integral 
to Bohol’s tourism development. 

Permanent structures are not al-
lowed on the 1,776 Chocolate Hills 
that drop over the protected area of 
six municipalities. When an earth-
quake flattened most of the prov-
ince’s historic churches back in 2013, 
experts painstakingly restored these 
fragile edifices rather than build rep-
licas.

In the gradual and systematic re-
opening of tourism, Bohol is leverag-
ing its unique attractions such as the 
Chocolate Hills, endangered species 
of tarsier, and Loboc River, while 
honing undiscovered destinations 
beyond Panglao and neighbouring 
Dauis. Further, efforts are underway 
to spice up little-known attractions 
and activities centered on commu-
nity life, arts and crafts, culture and 
heritage, and ecotourism.

Bohol governor Arthur Yap shared 
that they are working on “high value, 
low density” tourism, which marks a 
move away from mass tourism, for  
both the travellers’ safety and the 
destination’s sustainability.

Yap said in the ongoing diversifi-
cation of their tourism products, the 
missing piece is agri-tourism which 
is only possible if agriculture can be 
modernised. With agri-tourism, Bo-
hol has “a fighting chance” to move 
into culinary tourism. 

Lourdes Tuyor-Sultan, president, 
Bohol Federation of Travel and Tour 
Operators, said that by focusing on 
responsible and sustainable tourism, 
“we are trying as much as we can 
to minimise the negative impact of 
tourism. (While) tourism is one of 
the major economic drivers of Bo-
hol, we are also conscious of the con-
sequences (of its unbridled growth)”.

One of Bohol’s edge, Sultan said, is 
the close and strong interaction be-
tween the private sector and the local 
government unit currently helmed 
by Yap who is hands-on in working 
closely with the Department of Tour-
ism (DoT) and its marketing arm, 
the Tourism Promotions Board.

As such, Bohol became one of the 
first Philippine destinations to estab-
lish a travel “bubble within the bub-
ble” to spur domestic tourism and 
last year, hosted the country’s first 
international hybrid event, the Phil-
ippine Tourism Exchange.

In the gradual reopening of DoT-
accredited tourism establishments, 
they are required to secure the Ulti-
mate Bohol Experience seal, which 
proves their compliance with the 
requirements on carrying capacity, 
proper waste management, sewage 
treatment, use of renewable energy, 
and other sustainability measures.

Bohol also has a systematic meth-
od of allowing domestic tourists so 
people feel safe to travel, Yap shared.
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The world is opening up, and 
we are seeing how different 
governments are facilitating 

the passage of travellers. Europe 
reopened her borders in June to 
vaccinated travellers from non-
European Union (EU) countries with 
reduced restrictions. In July, South 
Korea and Thailand’s Phuket tossed 
out compulsory quarantine for 

Karen Yue
Group Editor 

In fact, as travel freedom returns, 
the Asia-Pacific market will be an 
important one to watch. According to 
a recent study published by specialist 
luxury travel tradeshow, ILTM Asia 
Pacific, and research firm Barton, 
Asia-Pacific’s share of HNW spend-
ing is increasing rapidly and strongly 
compared to the rest of the world. 
Wealthy travellers from this part of 
the world are putting their money 
on a wide variety of products and 
services that are not all glamourous 
and glitzy. Their wealth does not stop 
them from enjoying a meal from the 
casual hawker that locals love most 
or an alternative music concert that 
draws the city’s youngsters. 

And with appetite for regional 
trips found to be stronger in the 
initial period, Asia-Pacific’s HNW 
travellers will fuel the creation of 
quality experiences in the region, to 
the benefit of all other travellers that 
follow.

vaccinated travellers.
Travel is possible again, but not 

without careful scrutiny. Depending 
on where travellers are bound for, 
they may need to obtain numerous 
certificates, show proof of full pay-
ment for hotel accommodation, pack 
on travel insurance, and undertake 
a number of Covid-19 swabs in-
destination throughout their stay. 
At the same time, travellers may be 
returning home to strict and lengthy 
quarantines that must be paid for out 
of their own pockets.

The complex, time-consuming 
and pricey procedures for travel in a 
post-pandemic world – in addition 
to pricier airfares due to suppressed 
supply – will put overseas trips out of 
reach for average folks. Therefore, ini-
tial travel and tourism recovery needs 
to rely on the luxury market – people 
who have the financial resources 
and greater control over their time to 
navigate the web of post-pandemic 
travel regulations.

The good news is, the world’s 
population of high net worth 
(HNW) individuals has been grow-
ing throughout the pandemic and 
these people are raring to get back to 
their travel routine as soon as border 
restrictions are lifted.  
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An appetite for luxury
Against a backdrop of ongoing travel restrictions, most Asian luxury markets are choosing to travel within their home base 

while keeping overseas travel dreams alive, discover TTG Asia Luxury reporters

Australia 
Australians are satisfying their luxury travel needs with 
domestic getaways that were traditionally glossed over in 
favour of overseas experiences. 

They are also getting used to a different kind of luxury 
than they were accustomed to – one that is more rustic 
and often defined by the remoteness of the location.

“Luxury in Australia is different to staying in a mag-
nificent hotel in the centre of Paris, for example,” said 
Claudia Rossi Hudson, owner of Mary Rossi Travel. 

“This is because the experience or the definition of 
luxury that we can give in Australia includes the tyran-
ny of distance. So, you might be staying in Lizard Island 
where the lodges are very comfortable but they are not 
gilt taps and marble floors.”

“(Instead) they are luxury on a lodge that is on an is-
land, an hour and a half ’s flight in a private aircraft from 
the nearest international airport. There are no local food 
sources and it’s expensive to stay there. And when you’re 
there, you realise that the luxury element is its unique-
ness and remoteness, and the fact that you had that entire 
beach practically all to yourself and that portion of the 
Great Barrier Reef,” she explained.

Luxury travel agents are also finding that Australian 
preferences are quite different to those of the interna-
tional visitor, desiring locations with dramatic landscapes 
over local wildlife and city experiences.

“The Kimberley in Western Australia is incredibly 
popular,” said Kirsty Siekmann, CEO at The Tailor. “In-
ternational clients would come to Australia with a lot of 
boxes to tick but Australian clients are doing two weeks 
just exploring that region.”

“Demand is very strong as they have the dry and 
warmer season so along with Queensland and much of 
the Top End, their bookings are completely full this year,” 
she continued.

Also popular are five-day safari trips in the north, food 
and wine region visits, treks in the Flinders Ranges, and 
a breathtaking journey and dining experience on The 
Ghan.

However, the trend is expected to turn at the end of the 
year when the summer heat pushes domestic tourists to 
Australia’s cooler southern parts. Seikmann projects that 
travel bookings for Margaret River, Tasmania, and Vic-
toria will skyrocket, following patterns from last year. – 
Adelaine Ng

India
While India’s wealthy were able to explore the world in-
late-2020 and early part of 2021, their travel freedom was 
curtailed when a second wave of Covid-19 infections 
swept across the country this April.

Indian travel consultants dealt with numerous cancel-
lations, triggered by international destinations slapping 
entry bans on travellers from India.

Summer 2021 was supposed to be a good travel season 
but with infections still raging in India, outbound travel 
possibilities and demand continue to be suppressed.

Prior to the latest cancellations, Luxe Escape had cli-
ents who booked a month-long stay in London and pri-
vate jets to Dubai, shared founder Aditya Tyagi.

Demand for summer breaks in the Maldives hit its 
peak for Tour Passion, said founder Naveen Manchanda,  
before Covid-19 returned to wreck bookings.

“We also had good enqueries for Europe for high-end 
cruises and experiences like spa and (dining). However, 
the second pandemic wave changed the entire scenario,” 
said Manchanda.

Hopes are now pinned on 2022.
Tyagi said: “Most of our clients are now desperate to 

travel out of India. We already have a small VVIP group 
request to Saint Tropez, and demand for destinations like 
Greece, Italy, France, Spain and Nordic countries (are 
back).”

When outbound travel is once again possible, Tyagi 
said clients would be drawn to small luxury boutique ho-
tels where mingling with other people could be avoided.

Wellness tourism would also be top of mind amond 
India’s well-heeled.

“Wellness retreats in Europe and South-east Asia will 
be high in demand in 2022. Luxury travellers will opt for 
longer stays in an absolutely safe environment,” said Ajay 
Jaipuria, founder, Travel Oyster India.

Echoing the prediction, Tyagi has crafted a week-long 
yoga cruise in Croatia, led by a yoga master who will also 
conduct other wellness programme onboard.

In fact, Tyagi is so confident in the potential of post-
pandemic wellness tourism that he has launched a new 
brand, Well Escapes. – Rohit Kaul

Japan
Japan’s wealthy consumers are likely to spend on domes-
tic jaunts rather than overseas trips in the coming months 
amid a slow Covid-19 vaccine roll-out and government 
advice to avoid “unnecessary and non-urgent” travel 
abroad.
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Clockwise from top: Domestic locations with dramatic landscapes, such as Flinders Ranges National 
Park, are a hit with wealthy Australians holidaying at home; the Maldives saw intense demand from Indian 
travellers before the second Covid-19 wave hit in April 2021; Kyoto’s autumn season is selling out, thanks to 
wealthy domestic travellers who are discouraged from travelling overseas this year

Luxury travel providers are expecting an uptick in sales 
for the rest of 2021 based on consumer sentiment and 
behaviour since the outbreak.

Makarim Salman, founder and lead guide of high-end 
private tour company Maction Planet, anticipates further 
growth in domestic travel “from autumn 2021, once the 
Olympics is over and more people have been vaccinated”.
His high-end hotel partners in Kyoto are already report-
ing full bookings for autumn.

Private suites or remote locations that can accommo-
date greater social distancing are likely to be a hit.

Hoshino Resorts is also anticipating growth in micro-
tourism, which involves travel within an hour’s drive 
from home. In 2020, the luxury hotelier enjoyed 90 per 
cent occupancy at its Kai Enshu in Shizuoka Prefecture, 
where 60 per cent of guests were locals keen to experience 
the renowned tea baths and tea fields.

According to credit card company Luxury Card, suite 
room occupancy in Japan in 2020 was more than five 
times higher than in 2019.

In anticipation of more business, hotels are being 
bullish with openings and renovations. Hotel the Mitsui 
Kyoto, adjacent to Nijo Castle, opened in late-2020 with 
a Presidential Suite costing 1.3 million yen (US$ 11,723) 
per pax per night. Shiroyama Hotel Kagoshima opened 
its 200m2 Imperial Suite, which offers stunning views of 
active volcano Mount Sakurajima and costs 1.1 million 
yen per night.

Private jet bookings are expected to soar too, as luxury 
domestic travel demand improves. In June 2021, Matsu-
zakaya Nagoya Travel Center and ANA Business Jet be-
gan offering trips from Nagoya International Airport to 
Niseko, Hokkaido, and Nagasaki, Kyushu, for two million 
yen per person for a booking for four passengers.

Takayuki Suzuki, representative of Matsuzakaya Na-
goya Travel Center, told TTG Asia that “sales are strong 
among the wealthy at the moment” while ANA Business 
Jet’s president Jun Katagiri said wealthy travellers are 
choosing private flights because of their low infection 
risk.

Due to limited travel since the outbreak of the pan-
demic, Salman also predicts splurges by middle and 
upper-middle class consumers on luxury travel prod-
ucts, giving a further boost to Japan’s high-end sector.  
– Kathryn Wortley
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Singapore
Bespoke itineraries and exclusive destinations that allow 
for privacy and space, slow travel and are family-oriented 
constitute luxury travel trends in 2021 and 2022 for the 
Singapore market, according to four specialist travel op-
erators.

Nico Heath, co-founder and director of Lightfoot 
Travel, explained: “The first is a desire for private islands 
and private island resorts. The Maldives, where each re-
sort is on its own island and you are whisked from airport 
to resort immediately after landing, has been exception-
ally popular. Once airlines start running routes more reg-
ularly, there has also been an upswing in interest in more 
far-flung destinations such as Fiji and French Polynesia.”

An uptick in private jet holidays also arose due to the 
desire to reduce risk by avoiding commercial air travel.

“There’s a shift to slower travel options and more in-
depth travel instead of hopping around to see as much as 
possible within a certain amount of time,” observed Mike 
Harlow, general manager for Scott Dunn Asia. 

Think single destination country, or keeping inter-
country travel to a minimum, according to co-founder 
and managing director of Quotient TravelPlanner, Javiny 
Lim.

Harlow noticed that East Asia remains top choice as 
it is still closer to home while offering a wide variety of 
experiences which can be done in a single location. 

Heath observed the desire for road trips as they give 
travellers greater freedom, the ability to slow the pace of 
their journey, and with a lot less risk.

Rugged landscapes and the freedom to go on long 
driving journeys in expansive destinations, such as New 
Zealand and Ireland, are of interest to luxury travellers in 
Singapore, Lim added.

“Travellers are more willing to explore deeper at a 
destination and want to be wowed by extraordinary ex-
periences on their holiday, from astounding nature to 
award-winning architecture to exclusive interactions with 
esteemed custodians.”

Locations like Antarctica and the Galapagos Islands 
with unsurpassed natural beauty and native wildlife con-
tinue to be a draw in 2021 and beyond. 

Besides, there is also robust demand for family holi-
days and private villas to house the extended family in 
destinations such as Sri Lanka, Thailand, Italy and Greece 
in 2022. African safaris are popular with families with 
older children.

It comes as no surprise that affluent travellers are pri-
oritising safety, and are willing to pay more for hygiene 

reassurances and preferring the flexibility to amend their 
travel plans with zero or minimum penalty.

Founder and director of Intriq Journey, Jess Yap, said: 
“Guests are starting to enquire and book for luxury travel 
for last quarter of this year and into 2022. For instance, 
we have a small group journey that is departing to Saudi 
Arabia in December 2021. We also have some bookings to 
Antarctica for the year-end.” – Serene Foo

Thailand
An unusual luxury travel trend is emerging in Thailand, 
where – despite having more complex post-pandemic 
travel procedures to grapple with – billionaires are choos-
ing to skip assistance from travel agencies to achieve ut-
most privacy for their holidays.

Anake Srishevachart, president of UniThai Trip, said 
an increasing number of high net worth customers are 
choosing to book their own private jet and charter re-
sorts on their own. For those who have continued to rely 
on travel agents to customise travel packages for family 
or friends, resorts that are exclusive to members are fa-
voured.

Anake said: “The pandemic has taught well-heeled 
people to change their lifestyle and leisure activities. Many  
now value even more true exclusivity and privacy during 
their trips.”

However, a complete departure from travel agencies is 
not possible when special interest trips need to be made, 
such as vaccination tours. 

Outbound travel specialists in Thailand that are still 
retaining luxury accounts say destinations close by are in 
favour, such as places within Thailand or Singapore and 
Hong Kong in South-east Asia.

Pornthip Hirankate, managing director of Destination 
Asia (Thailand), said Thailand’s own Phuket and Phi Phi 
islands are attracting many Thai residents with spending 
power.

Den Mahavansanandana, managing director of Inspir-
it Holidays, said exclusive tours to Singapore, Laos, Cam-
bodia and Bali are selling well, while there is also demand 
for parts of Europe. He believes that governments will be 
watching how Thailand conducts her Phuket Sandbox 
tourism reopening. If done well, governments will gain 
confidence to welcome Thai residents into their own 
country. – Suchat Sritama

From top: Well-heeled Singaporeans are favouring far-flung and safe destinations like Fiji; nearby destinations, 
such as Hong Kong, are preferred by Thai luxury travellers
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The Asia Pacific and the Global Travel Recovery re-
port, produced by ILTM in partnership with Barton, 
has turned up some informative insights into luxury 
travel. What are some of the outstanding findings 
that present an optimistic future for this industry? 
One of the major findings is that the High Net Worth 
(HNW) population contributes massive amounts of 
money to the global luxury travel universe. At the same 
time, Asia-Pacific’s HNW population growth can never 
be understated. It is not just China that is contributing 
HNW individuals, but other countries too.

(Japan is an) exception to that growth. Japan has a stag-
nant economy in comparison to Asia-Pacific as a whole, 
as well as a shrinking and aging population. But beyond 
the unusual situation in Japan, the rest of Asia-Pacific is 
seeing a growing economy, a growing population and a 
fast-growing HNW group.

What this means is that Asia-Pacific’s share of HNW 
spending is increasing quickly and strongly versus the rest 
of the world. These Asia-Pacific HNW travellers will trav-
el to anywhere in the world and contribute to the global 
luxury travel ecosystem.

Gold in these hills
In authoring the new Asia Pacific and the Global Travel Recovery report for ILTM Asia Pacific, Winston 

Chesterfield, founder of strategic consulting firm Barton, confirms that this region remains critical for the 
continued expansion of the global luxury travel and tourism industry. He tells Karen yue why.

In the mid- to long-term, I expect to see Asia-
Pacific region having a greater share in the 
global luxury travel ecosystem simply because 
countries will start to create their own activi-
ties (for regional travellers). Asia-Pacific’s 
HNW travellers will be looking to do activities 
in their region, not just in Europe or North 
America.

The study looks into the Outbound Luxury Travel Eco-
system, defined as the set of activities linked to travel 
that are particularly attractive to luxury travellers. 
Are these activities necessarily luxury? And why is it 
important for luxury travel stakeholders to under-
stand what makes up this ecosystem?
The activities are not always luxurious. The most impor-
tant thing about these activities assembled for the ecosys-
tem is that they are things that HNW travellers like to do 
when they travel.

For example, we don’t just have Michelin-starred res-
taurants in the ecosystem; we have other types, the more 
casual ones. Similarly, music concerts that do not have 
tickets at a luxury price point may present content that 
are culturally attractive to HNW travellers.

It is important to understand the ecosystem from the 
travellers’ perspective and not from the industry’s per-
spective. Luxury travellers don’t want to be consuming 
luxury experiences non-stop. They want to partake in ac-
tivities that aren’t necessarily aligned with luxury as well.

 
Can you give us a quick glimpse into areas/activities 
in the ecosystem that are attracting stronger spend-
ing from Asia-Pacific HNW travellers compared to 
global HNW travellers? 
In terms of total spend from Asia-Pacific, airfares and 
lodging make up a chunk. Globally, US$1.4 trillion is 
spent on airfares and lodging, while Asia-Pacific’s con-
tributes US$231.5 billion to that. China’s contribution to 
the global airfares and lodging spend is very large – 49 per 
cent of Asia-Pacific’s share (or US$114 billion). 

In terms of regional travel within Asia-Pacific, US$37.4 
billion is spent on inbound and outbound airfare and 
lodging. China’s share of that is US$16.9 billion – and 
that’s just one country on its own.
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Global spend on airfares and lodging

Brands need Chinese consumers to return to travel, as one in two luxury purchases today are made by a Chinese 

Global spend on wellness activities

Global spend on cultural activities

In terms of activities, many of those that we have iden-
tified in the report – particularly the cultural ones – are 
not available in the Asia-Pacific region. This makes the 
Asia-Pacific HNW contribution so much more impor-
tant because it shows the travellers’ propensity to travel 
internationally (to experience those activities).

For example, Asia-Pacific contributes just over one-
tenth of the global spend on cultural activities although 
many of these cultural organisations, such as the muse-
ums and galleries, are not in Asia-Pacific. That’s an im-
pressive statistic. 

Wellness activities are also drawing a chunky spend 
from Asia-Pacific’s HNW community. The Asia-Pacific 
wellness spend is now a fifth of the global total but well-
ness is still not something that the global travel commu-
nity identifies with Asia-Pacific travellers. Brands in the 
West may not realise that wellness is something Asia-Pa-
cific HNW travellers are interested in. There is almost a 
presumption that when Asia-Pacific HNW travellers visit 
Europe or North America, their top priority is culture 
and sightseeing. In fact, we have identified a big chunk of 
Asia-Pacific HNW travellers who are interested in well-
ness activities like fitness classes and health treatments.   

Do you foresee the make up of this ecosystem chang-
ing post-pandemic? 
Short-term post-pandemic, not much. We will need to 
wait and see what happens with the vaccination pro-
gammes and containment efforts. Border policies are still 
restrictive, and there will be long hangovers about who 
will be allowed into a country and who will be allowed 
to freely travel.

It is a shame, but arising from these restrictions would 
be the creation of travel corridors between well-vaccinat-
ed countries and countries with no variant exposures – 
within regions first before globally. 

We could also see in the short-term a change in the 
types of activities to cater to travellers who have access to 
the destination.

In the mid- to long-term, I expect to see the Asia-Pacif-
ic region having a greater share in the global luxury travel 
ecosystem simply because countries will start to create 
their own activities (for regional travellers). Asia-Pacific’s 
HNW travellers will be looking to do activities in their re-
gion, not just in Europe or North America. There will also 
be a growing desire among HNW travellers from outside 
of Asia-Pacific wanting to do activities in the Asia-Pacific 
region.

Hopefully, by the end of 2022 and early-2023, we 
would see a greater return to normality in intercontinen-
tal travel for the mass market, not just for the HNW travel 
community. 

Let’s talk about the distribution of HNW travellers in 
Asia-Pacific. The study notes that 29 per cent of the 
region’s HNW travellers hail from China – a market 
that is still shut to the rest of the world due to strict 
outbound travel restrictions by the Chinese govern-
ment to prevent the import of Covid-19 cases upon 
their residents’ return. Isn’t this a major obstacle to 
the recovery of luxury travel and tourism for the rest 
of the region and beyond?
Yes, it is. You cannot underestimate the power of the Chi-
nese. China has the fastest growing HNW population 
across the world and they have a great appetite for luxury. 
Until the pandemic hit, China had a rapidly growing ap-
petite for luxury travel.

The Chinese population being restricted from travel-
ling overseas has a big impact on the world. It isn’t just the 
travel industry that is impatient to get the Chinese back.  
Not too long ago, a Chinese person outside of China 

made one in three purchases of luxury goods. Now, it is 
more than that – almost approaching the level of one in 
two purchases. Brands need the Chinese to get back to 
travelling and spending.

However, that doesn’t mean the Chinese story is the 
only story; it is not. The world needs wealthy people from 
Japan, Singapore, Australia to be travelling again, etc.

For luxury tourism stakeholders hoping to make in-
roads into the fast-emerging luxury travel source 
markets of Vietnam, India and the Philippines, what 
aspects of these travellers’ spending habits or per-
sonal passions should be noted for marketing suc-
cess?
Well, we need to remember how global these HNW peo-
ple are. In doing business internationally, many are pick-
ing up international habits, interests and preferences. 
They may maintain some level of local identity, such as 
certain things they prefer to eat, family approach or cul-
tural attitudes, but they are in general behaving much 
more like an international group than a national group.

We cannot look at these fast-rising Asia-Pacific mar-
kets parochially. The behaviours of the general Vietnam-
ese may not be reflective of the characteristics of HNW 
Vietnamese.

When we think of the interests and passions of Asia-
Pacific’s HNW people, we need to remember that they are 
very similar to many wealthy people around the world. 
For instance, sports draw huge interest from many HNW 
people around the world, even those in fast-rising, newly 
wealthy countries.

HNW individuals across Asia-Pacific are also very 
keen on things like technology, engineering, education, 
philanthropy, real estate, art, language and food – much 
like the other HNW individuals across the world.

We have found more similarities between the wealthy 
people of the world than between the wealthy people and 
the rest of the population in the same country. 

The report expects in-region travel will be at the heart 
of the recovery – an estimated 57.5 per cent of Asia-
Pacific traveller’s outbound spend is spent within the 
region. Where does that leave Western destinations 
hoping to bring back Asia-Pacific visitors?
This is tricky. Western destinations will have to depend 
on travel corridors set up with Asia-Pacific (to resume ar-
rivals). 

As long as Covid cases remain stable and don’t shoot 
up, we could expect China to establish travel corridors 
with certain parts of Europe. China is a powerhouse 
source market, so destinations will want to do what they 
can to bring the Chinese travellers back. But before that 
happens, domestic travel will continue to be most signifi-
cant in Asia-Pacific – just as it has been elsewhere in the 
world during this pandemic. 
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All ready for a 
big show

As one of the leading business platforms for the luxury travel industry, this year’s ILTM Asia Pacific continues 
to attract eager interest from both suppliers and specialist buyers to meet and shape the future of premium 

travel experiences. By Karen yue

I
LTM Asia Pacific is once again 
bringing the luxury travel com-
munity together, albeit virtually, 
this July 2021 to create excit-

ing new itineraries, do business and 
build lifelong bonds. 

According to Alison Gilmore, 
ILTM Portfolio Director, the team 
behind the high-profile tradeshow 
has created a framework consistent 
with the virtual editions delivered 
by ILTM last year – one that allows 
luxury travel brands to access the top 

luxury travel agents representing the 
highest net worth of clients across the 
Asia-Pacific region.

From July 20 to 22, luxury travel 
specialists will partake in high-qual-
ity pre-scheduled appointments, 
including include direct messaging 
features, as well as access to exclusive 
industry insights.

“ILTM is an opportunity to ex-
pand business and knowledge not 
just internationally, but also region-
ally,” remarked Gilmore.

luxury buyers of this fascinating and 
developing region,” she added.

Extensive 
representation
With the Asia-Pacific region being a 
huge and expanding source market 
for many international and regional 
luxury travel brands, this year’s ILTM 
Asia Pacific has naturally attracted 
some 200 suppliers from across the 

“ILTM is a key business driver to 
the luxury travel industry and the 
virtual event has been supported by 
the industry as a much needed busi-
ness tool. We have people return-
ing to join us after attending the  
ILTM World Tour – conducted in the 
later part of 2020 – and that is great 
to see.

“As there are limited live events 
currently taking place, ILTM Asia 
Pacific 2021 gives people the chance 
to re-engage and catch up with the 

The virtual edition of ILTM Asia Pacific 2021 will offer 
attendees the same opportunities for interaction and 
destination learnings as previous successful ILTM in-
person shows
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ILTM is a key business driver to the luxury 
travel industry and the virtual event has been 
supported by the industry as a much needed 
business tool.
ALIson GILMore

world as well as a spectrum of spe-
cialisation. 

Luxury travel buyers are spoilt for 
choice, with access to bespoke expe-
riences, luxury yachts, iconic brands, 
boutique hotels, private islands, and 
cruises. Some brands that are being 
showcased this year include Accor, 
Belmond, Conrad, Hyatt, Kerzner 
International, Mandarin Oriental, 
Seabourn, Shangri-La and Wharf 
Hotels.

There is also a kaleidoscope of 
destinations for buyers to explore 
virtually – Aspen, Catalonia, Madrid, 
and the Seychelles, among many oth-
ers.

“We have a good mix of inter-
national and regional luxury travel 
brands (that were with us) at our 
previous shows, but also many new 
ones such as Aurora Expeditions and 
the Broadwick Soho in London to 
name just two,” shared Gilmore.

Many luxury travel brands that are 
present at the virtual show bring with 
them exciting news of fresh launches 
as well as new and improved prod-
ucts, signalling a continued flow of 
novel experiences for well-heeled 
travellers.

Hilton, for example, will show-
case its very first property in Kyoto, 
Japan – ROKU KYOTO, LXR Hotels 
& Resorts, which is scheduled to wel-
come guests this autumn.  The global 
hotel company will also be sharing 
information on four new luxury 
properties that will rise in China, fol-

invitation and they had to undergo a 
rigorous qualification process to en-
sure they are a right fit for exhibitors.

Investments into careful buyer 
acquisition have paid off, with new 
buyers making up 42 per cent of the 
total buyer population at the event. 
Exhibitors will also have a chance to 
do business with some 35 premier 
Chinese buyers.

Greater 
exposure
This virtual edition of ILTM Asia Pa-
cific will also see the participation of 
Asia-Pacific’s most influential travel 
editors who speak to the High Net 
Worth (HNW) luxury consumer 
through their printed magazines, 
and digital online publications. 
Through meetings and interviews 
with exhibitors they are most keen 
on, these travel editors will carry the 
latest developments in luxury travel 
and tourism beyond the virtual show 
grounds.

lowing its landmark agreement with 
Chinese real estate company Shimao 
Group Holdings.

Kerzner International, which is 
maintaining an active pipeline of 
new properties, will give buyers a 
look at several new resorts, such as 
One&Only Desaru Coast, Malaysia, 
which opened in September 2020;   
One&Only Mandarina in Mexico, 
which opened in November 2020; 
and One&Only Portonovi, Monte-
negro, which opened on May 1 this 
year. Coming up this December, Ker-
zner will debut the Atlantis, The Roy-
al Resort and Residences in Dubai.

Luxury hotel Shangri-La Singa-
pore, also exhibiting at the trade-
show, will present its various points 
of appeal for business travellers, 
event organisers and attendees, fam-
ily vacationers as well as gourmands.

Many more fascinating exhibitors 
are captured on pages 11 and 12, A 
new dawn for luxury.  

Connecting 
business minds
ILTM Asia Pacific offers one-to-one 
online meetings as well as direct 
messaging opportunities between 
buyers or media and suppliers. 

To ensure the quality of these 
meetings, the ILTM team had, prior 
to the event, hand-picked a segment 
of luxury travel agents and advisors. 
Selected buyers were given a personal 

Furthermore, all content present-
ed during the virtual tradeshow will 
be available online post-show, acces-
sible at www.iltm.com.

Into the future
While the luxury travel community 
will have to meet online again this 
year, Gilmore told TTG Asia Luxury 
that the ILTM team is “absolutely” 
planning for the Asia-Pacific event 
to return in 2022 as a face-to-face 
edition, and Singapore will continue 
to be the home of the star-studded 
show.

ILTM Asia Pacific was initially set 
to debut in May 2020 as an in-person 
event in Singapore.

Contact us to find out more
traveltradesales@ttgasia.com

Co-Hosted
By Our
Editorial

Team

Showcase Your Live
Brand Experience With Us
o   Destination or product
      virtual tour broadcast
o   Training content
o   Virtual trip itineraries
o   Other interactive
     possibilities!

Reach out to

  Leisure Travel Trade

  MICE and Corporate 
  Travel End Users

Let’s start sparking travel 
together.
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A new dawn 
for luxury  

From the first luxury shopping gallery in Spain to a selection of high-end hotels, here are 
nine tourism products beckoning luxe travellers at ILTM Asia Pacific 2021 

Broadwick, Soho
Slated to open in spring 2022, Broadwick, Soho is a 
57-key independent luxury hotel and the first London 
hotel designed by designer Martin Brudnizki.

Drawing inspiration from the “gritty glamour, 
but also eclectic and diverse history of Soho” for 
the design, Brudnizki described the hotel as “your 
eccentric grandmother’s Soho townhouse”. The 
property’s 57 bedrooms include one penthouse 
and nine suites, with many rooms offering private 
balconies overlooking the bustling streets.

The hotel will be home to a Sicilian-inspired 
restaurant, helmed by Jamie Poulton and chef Ed 
Baines, founders of Randall and Aubin; and a rooftop 
cocktail bar.

For more information, contact Sabine Kern at 
sabine@broadwicksoho.com. 

Galería Caneljas
Set for a spring 2022 debut, Galería Canalejas is 
primed to become the new international icon of 
luxury shopping and haute cuisine in the heart of 
Madrid. 

Located at the confluence of the streets Alcalá, 
Sevilla, Plaza de Canalejas and Carrera de San 
Jerónimo, just a step from the emblematic Puerta 
del Sol, the three-storey luxury shopping mall span-
ning more than 15,000m² is part of a mixed-use 
project that involves the refurbishment of seven 
historic buildings. 

In addition to Galería Canalejas, the project 
also houses the first Four Seasons hotel in Spain, 
22 branded residences, and a new parking lot with 
more than 400 spaces. To preserve the enclave’s his-
torical legacy, over 16,000 pieces have been restored 
and returned to the project to retain its former 
splendour.

Galería Canalejas will house over 40 luxury 
brands including Hermès, Cartier and Rolex. Cov-
ering over 4,000m², the Food Hall will feature 14 
restaurants serving a wide range of gourmet cuisine 
which are unique to the Spanish capital.

For more information, contact tourism@galeri-
acanalejas.com or Carlota Gil at cgil@galeriacana-
lejas.com. 

rocky Mountaineer
Rocky Mountaineer offers luxury train journeys 
that showcase some of the most spectacular scenery 
North America has to offer. The Canadian rail tour 
company has four rail routes: three that connect 
Vancouver to the Canadian Rockies towns of Banff, 
Lake Louise and Jasper in Western Canada; and 
a fourth new route that travels between Denver, 
Colorado, and Moab, Utah, in the Southwest US.

The Rockies to the Red Rocks route will be 
launching in the US for a preview season in 2021. 
It is a two-day rail route that connects Moab and 
Denver, with an overnight stay in Glenwood Springs, 
Colorado. Guests will enjoy onboard storytelling, 
premium cuisine and compelling scenery in a 
custom-designed train carriage. 

The train will journey alongside the Colorado 
River and through a series of canyons with steep, 
rugged rock walls, past mountain vistas, desert cliffs 
and rock formations. 2022 will be the first full-
length season for Rockies to the Red Rocks, which 
will run from April to November.

Travellers can book a 2022 Canadian or American 
rail journey now. The All Aboard 2022 promo is 
available on the three Canadian routes and offers 
four free perks – including two hotel nights, one 
transfer, and one meal – for packages that are eight 
days or more. All Aboard 2022 is available until 
August 27, 2021. 

For more information, contact reservations@
rockymountaineer.com or apac@rockymountaineer.
com.

The Tokyo EDITION, 
Toranomon
Designed in partnership with hotel visionary Ian 
Schrager and architect Kengo Kuma, The Tokyo 
EDITION, Toranomon is housed within Tokyo 
World Gate, a 180m, 38-story mixed-use skyscraper. 

Occupying floors 31-36 of the complex, the hotel 
features 206 guestrooms, some with furnished step-
out terraces, and 22 one-bedroom suites, with views 
of the Tokyo skyline. 

On-site facilities include a signature restaurant 
with an outdoor terrace overlooking Tokyo Tower, 
an all-day restaurant, lobby lounge, two lounge 
bars, spa, gym, and 387m² of event space with four 
meeting studios.

For more information, contact Wataru Hasegawa 
at Wataru.Hasegawa@editionhotels.com.

First Passage to the West rail journey through the 
majestic Canadian Rockies
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Catalan Tourist Board
The Catalan Tourist Board (CTB) is the tourism body of the regional government of Catalonia, North-
eastern Spain. It has offices in Singapore, Tokyo and Beijing and oversees the Asia-Pacific markets, 
which prior to the pandemic, accounted for almost 1.5 million tourists in Catalonia.

With this year’s ILTM Asia-Pacific being fully virtual, CTB will organise a hybrid Catalonia Lounge 
in Singapore, with the support of the Spanish Tourism Board. ILTM hosted-buyers will be invited to 
work and have their virtual meetings from a comfortable and safe space at five-star hotel, Andaz. 

Also participating in ILTM this year are four Catalan companies: The Real Thing, Barcelona Art of 
Travel, Dorna and the Barcelona Tourism Board.

This year, the CTB launched the Grand Tour of Catalonia, a new tourist route that spans 2,200km, 
divided into six itineraries that cover most of the 42 natural regions of Catalonia. It is an outdoor expe-
rience to explore the incredibly diverse sceneries of Catalonia. Many of these areas have made concerted 
efforts towards sustainable development and thus have been awarded the Biosphere Destination ac-
colade by the Institute of Responsible Tourism, UNESCO and UNWTO. 

For more information, contact Taahira Ayoob at taahira.ayoob.ext@gencat.cat.

The Bürgenstock Selection
The Bürgenstock Selection is Switzerland’s finest luxury hotels group with more than 150 years of hospitality heritage. 
The Hotel Schweizerhof Bern opened its doors in 1859, the Bürgenstock Resort dates from 1873, and the Royal Savoy 
Hotel debuted in 1909. 

The three properties have played host to royals, head of states, movie stars and business leaders over the decades. 
The late king of Thailand Bhumibol Adulyadej, for instance, spent his youth living in the Hotel Royal Savoy Lausanne. 
In 1954, Audrey Hepburn and Mel Ferrer wed at the Bürgenstock Resort, where the actress lived for 14 years. Italian 
actress Sophia Loren also had a residence at the resort and called it her home for five years. 

One billion Swiss francs (US$1.08 billion) has been invested to completely renovate the three historic hotels, which 
offers a combined total of 678 rooms and 67 residence suites, alongside leading spas and exceptional culinary concepts. 
All three hotels of The Bürgenstock Selection combine Swiss hospitality excellence with contemporary, elegant interior 
design. 

For more information, contact Dennis Deitmers at dennis.deitmers@burgenstockselection.com.

Trisara resort
Nestled within 14ha of a protected nature preserve, Trisara is a luxury resort in Phuket that is home to 
39 pool villas and suites, 30 privately-owned residences, as well as its very own private beach. 

Perched on the terraced hillsides, Trisara’s luxury pool villas and suites are available in five categories, 
including junior suites and one- and two-bedroom Oceanview and Oceanfront villas. All accommoda-
tions boast private pools with views of the Andaman Sea. 

Private residences, from two- to seven-bedrooms, have their own dedicated staff. 
Trisara is big on sustainable dining, with its three on-site F&B venues using ingredients sourced lo-

cally or regionally. Michelin-starred restaurant PRU boasts a farm-to-table concept, offering European 
cuisine reimagined with Thai influences. Thai seafood restaurant Seafood at Trisara offers authentic 
local food, inspired by heirloom recipes passed down through generations. Hideaway by Jampa, at 
Trisara’s working farm, Pru Jampa, is a zero-waste restaurant specialising in wood-fired cooking. 

With a holistic approach to wellness, Jara Spa offers treatments inspired by traditional Thai medicine, 
healthy cuisine, and a variety of outdoor sports activities. 

For more information, contact Panjama Leamsuwan at panjama.l@montarahospitality.com. 

Madrid Destino 
Lights, colours, energetic atmosphere, and joy. These are the main 
attributes that make up Madrid, a city of unique experiences. The 
capital of Spain is abuzz with life and this is evident in its streets, 
parks, culture, architecture, and gastronomy. 

Its ever-increasing impressive offerings has positioned Madrid 
as the new European luxury destination and one of the most 
appealing cities in the world. Prestigious international firms 
have installed their flagships in Madrid, as is the case with Four 
Seasons and Mandarin Oriental Ritz, which opened its doors in 
2021 after a complete refurbishment. The premium hotel range in 
the city will increase next year with the arrival of other temples of 
sophistication, including The Madrid Edition and JW Marriot.

For more information, contact Javier Amichis at jamichis@
esmadrid.com.

The Capitol Kempinski Hotel 
Singapore 
The 155-room Capitol Kempinski Hotel Singapore stands at the 
heart of Singapore’s cultural district, a central location once known 
as European Town by Singapore’s early settlers. Those cultural 
influences are still very much evident today in the detailed colonial, 
Victorian and Venetian architecture of Capitol Singapore and its 
surrounding buildings. 

Housed in the restored Capitol Building and Stamford House, 
the property features an outdoor saltwater relaxation pool, a fitness 
centre, spa, and an event space. A trio of F&B options include the 
signature Asian bistro and grill restaurant 15 Stamford by Alvin 
Leung, helmed by the Michelin-starred celebrity chef Alvin Leung; 
and The Bar at 15 Stamford, which showcases one of Singapore’s 
biggest collection of rum. 

The hotel is easily accessible by car, taxi and Singapore’s tube 
network known as the MRT. City Hall MRT station is linked to 
the hotel by a convenient underpass, accessed from Arcade @ The 
Capitol Kempinski, which also takes you to Capitol Singapore’s 
mall and Raffles City mall nearby.

For more information, contact Helen Lee at helen.lee@
kempinski.com. 

The Pyrenees mountain range bordering France and Spain is included in the itinerary of 
the Catalan Tourism Board’s Grand Tour of Catalonia




