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editor’s note

W

elcome to the first edition of TTG
Asia Luxury.
The launch of this publication
is due to three reasons: the rise of Asia as a
source of luxury travellers, increased interest
among Asian travel companies to be experts
in catering to the well-heeled, and the addition of a luxury travel component to travel
trade shows organised by TTG Asia Media.
Okay, there’s a fourth reason – we love
luxury travel. Who doesn’t? Just looking at
beautiful pictures of luxury travel products
make us dream; sometimes they even make
us save, to go on a memorable trip.
But beyond the shine of this paper and the
sleek layouts of our two creative designers,
Redmond Sia and Tan Kok Yong, the publication will give you a good read. You’ll find
consensus on which luxurious hotel brands
have done well in wooing Asian travel
planners. Or a recurrent theme that luxury
does not equate free-spending and that the
rich also price real value. There are guides
which you can keep for reference, insights
into Asian luxury leisure and MICE markets, updates on how Asian destinations are
changing as luxury playgrounds, and many
other sections.
Enjoy TTG Asia Luxury.

Raini Hamdi, Senior Editor
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DISCOVER THE PREMIER LIFE
The luxury BEST WESTERN PREMIER is redefining the standards
of international accommodation in Asia.
Offering an exquisite selection of refined amenities, BEST
WESTERN PREMIER hotels take guest expectations to new
heights. On entering the luxurious and expansive rooms, guests
can expect superior levels of comfort while enjoying its complimentary
high-speed internet connectivity.
Hotels also feature a broad range of outstanding high-end facilities,
including fine-dining restaurants, cafes, bars, modern fitness
centers and comprehensive conference and banqueting facilities.
In addition, Bhuvana Spa Luxe, Best Western's exclusive spa
brand, is particularly designed for BEST WESTERN PREMIER
hotels, offering a range of professional therapies, massages and
treatments for which the Asian region is so rightly famous.
And of course, all BEST WESTERN PREMIER hotels come with
the levels of service excellence customers have come to expect
from Best Western hotels around the world. Our commitment to
impeccable service is one of the factors that has made us
among the world’s most recognized and respected hotel
companies, and at BEST WESTERN PREMIER this will be
pushed to even greater heights. With bespoke arrangements for
meeting and event planners, local area insights and professional

business services, the staff at BEST WESTERN PREMIER
hotels ensure that you are taken care of, whatever the reason
for your stay.
Currently, BEST WESTERN PREMIER hotels are available in a
selection of key Asian cities, including strategic gateways in
Bangkok, Phuket, Beijing, Manila, Seoul and Kuala Lumpur.
These will soon be joined by major Middle Eastern gateways
such as Riyadh, Makkah, Muscat and Erbil by 2015.
In total, Best Western currently operates 26 BEST WESTERN
PREMIER hotels across Asia and the Middle East. But with a
further 21 expected to join in the next few years, the brand is
on the fast track to becoming one of the region’s foremost
luxury accommodation providers.
For guests seeking an exquisite luxury hotel experience,
BEST WESTERN PREMIER is the perfect choice for travelers
to Asia.

Visit bestwesternasia.com or call toll free +800 0013 1779.
facebook.com/BestWesternAsia

BEST WESTERN PREMIER locations in Asia:
BEST WESTERN PREMIER Royal Phoenix Beijing, Beijing, China
BEST WESTERN PREMIER Fortune Hotel Fuzhou, Fuzhou, China
BEST WESTERN PREMIER Richful Green Hotel, Hangzhou, China
BEST WESTERN PREMIER Hotel Hefei, Hefei, China
BEST WESTERN PREMIER Red Forest Hotel, Nanning, China
BEST WESTERN PREMIER Qingdao Kilin Crown Hotel, Qingdao, China
BEST WESTERN PREMIER Junyu Grand Hotel, Qinhuangdao, China
BEST WESTERN PREMIER Venice Park Hotel, Suqian, China
BEST WESTERN PREMIER Wuhan Mayflowers Hotel, Wuhan, China
BEST WESTERN PREMIER Ocean Hotel, Yiwu, China
BEST WESTERN PREMIER La Marvella, Bengaluru, India
BEST WESTERN PREMIER Vedic Village Spa Resort, Kolkata, India
BEST WESTERN PREMIER Solo, Solo, Indonesia
BEST WESTERN PREMIER Hotel Nagasaki, Nagasaki, Japan
BEST WESTERN PREMIER Dua Sentral, Kuala Lumpur, Malaysia
BEST WESTERN PREMIER F1 Hotel, Bonifacio Global City Taguig, Philippines
BEST WESTERN PREMIER Incheon Airport, Incheon, South Korea
BEST WESTERN PREMIER Songdo Park Hotel, Incheon, South Korea
BEST WESTERN PREMIER Gangnam, Seoul, South Korea
BEST WESTERN PREMIER Hotel Kukdo, Seoul, South Korea
BEST WESTERN PREMIER Seoul Garden Hotel, Seoul, South Korea
BEST WESTERN PREMIER Guro Hotel, Seoul, South Korea
BEST WESTERN PREMIER Amaranth Suvarnabhumi Airport, Bangkok, Thailand
BEST WESTERN PREMIER Sukhumvit, Bangkok, Thailand
BEST WESTERN PREMIER Bangtao Beach Resort & Spa, Phuket, Thailand
BEST WESTERN PREMIER Indochine Palace, Hue City, Vietnam

Le Royal Monceau Raffles Paris

the
a-list
GUIDE
TOP 40

TTG Asia Luxury presents the 40 luxury hotel brands that have made a mark
on Asian travel buyers. Compiled by Raini Hamdi and written by Rosa Ocampo
The list was compiled based on a survey via TTG Asia online conducted in 2012. A total of 67 names were mentioned when buyers were
asked which three hotel brands they considered most luxurious. The most-recalled brands were listed. Only valid responses, and only those
by Asian travel managers, were counted. The survey does not include standalone, independent properties. The guide was written with inputs
from hotel companies and the description of each brand represents their brand promise. All information, including the number of hotels in
operation and to open by 2015, is correct at press time (August 14, 2012)
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Alila Villas Soori, Bali

1. ALILA HOTELS AND RESORTS
the hotel and the destination.

In operation 6
Openings by 2015 China (2), Oman
(1), Indonesia (2), Malaysia (1)

Alila Villas
Brand promise A new generation

Alila, Jakarta

Alila
Brand promise Surprisingly different,
Alila is a collection of lifestyle properties
with refreshing character and relaxing
surroundings continuously redefined by
the latest developments in design and
living. It is centred on building unique
emotional moments between the guest,
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of ultra-luxurious yet sustainable
developments in some of the most
spectacular locations. Offers an
unprecedented level of private space,
design and architecture, personalised
hospitality and destination experiences.
An Alila Villas project is the only brand
that is designed, built and operated
to EarthCheck standards, integrating
the natural, physical and cultural
environment.

In operation 2
Openings by 2015 Indonesia (1),
China (1), Portugal (1)

Amangani, Wyoming

Anantara Kihavah Villas, Maldives

2. AMANRESORTS
Brand promise A lifestyle where every
resort is unique in its location, design,
mood and guest experience. The ultimate
in exclusivity, luxury and privacy, each
resort is characterised by a small number
of rooms (typically fewer than 55) and
minimalist architecture complementing
the natural and cultural setting. Also
characteristic is a high staff count
(typically four staff to one guest) and
the absence of a reception desk, lobby
or bellboys. Individual private villas,
bungalows or tents often feature private
pools and outdoor lounging and dining
areas to create the impression that
guests are staying in a private residence.

In operation 25
Openings by 2015 N/A at press time

3. ANANTARA HOTELS,
RESORTS & SPAS
Brand promise A true “destination
experience” is the core of Anantara’s
philosophy. The brand has evolved to
offer laid-back luxury and a sense of
discovery in breathtaking destinations.
Every property is designed to capture the
soul of its locale – rich culture, history
and natural beauty.

In operation 20
Openings by 2015 China (5), United
Arab Emirates (2), Laos (1), Mauritius (1),
Oman (2), Sri Lanka (1), Thailand (1)

TTG Asia luxury 9
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Banyan Tree, Macau

Bvlgari Resort, Bali

4. BANYAN TREE
HOTELS & RESORTS

5. BVLGARI
HOTELS & RESORTS

Brand promise Offers an intimate retreat

Brand promise Iconic luxury,

with its signature blend of romance,
rejuvenation and exotic sensuality. Its
philosophy is based on providing a
place for the rejuvenation of body, mind
and soul – a sanctuary for the senses.
Each property is designed to fit into its
natural surroundings, using indigenous
materials and reflecting the landscape
and architecture of the destination. With
attentive, yet discreet staff, Banyan
Tree is naturally luxurious, ecologicallysensitive and culturally-aware.

timeless glamour, premium
individuality is the rule. The brand
comprises a few, selected properties
in major cosmopolitan cities and
luxury resort destinations. Each
makes a strong reference to the local
culture, yet is designed with an Italian
contemporary luxury feel, enriched by
rare and lavish materials.

In operation 18
Openings by 2015 China (12), India (2),
Morocco (1), Montenegro (1), Portugal (1),
Vietnam (1)

10 TTG Asia luxury

In operation 3
Openings by 2015 N/A at press time

Conrad Macao

6. CAPELLA
HOTELS & RESORTS

7. CONRAD
HOTELS & RESORTS

Brand promise A stellar collection of

Brand promise Smart luxury is at

ultra-luxe resorts and hotels in some
of the world’s most exclusive and
stunning destinations. Quaint, quiet and
homely hideaways are cobbled with
individualised yet unobtrusive service.
Superb architecture, distinctive interiors
that incorporate local design elements,
spacious accommodations, luxurious
amenities and a variety of activities make
for relaxing and pampering retreats.

the core of the brand and it begins
with the individual. A Conrad hotel or
resort promises guests one-of-a-kind
experiences with sophisticated, locally
inspired surroundings and a service that
is intuitive. The brand bills itself as the
destination for the new generation of
global travellers for whom life, business
and pleasure interweave seamlessly.

In operation 5
Openings by 2015 Mexico (2), the US (2),
Russia (2), Thailand (1), Qatar (1), Japan

In operation 20
Openings by 2015 China (4), India (2),
Dubai (1), South Korea (1), Portugal (1),
Saudi Arabia (1)

TTG Asia luxury 11
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Nira Alpina, Switzerland, a Design Hotels member

8. DESIGN HOTELS
Brand promise Claus Sendlinger,
founder and CEO of Design Hotels,
predicted 20 years ago that “design
will become an integral part of
hotels” and “design-driven hotels will
become a lifestyle choice for future
travellers”. True enough, Design Hotels,
a handpicked collection of innovative,
outstanding and progressive hotel
concepts, has blossomed into a global
lifestyle brand. Every hotel is original.
Holistic concepts, architecture, design,
local integration, service, gastronomy
and other special qualities such as the
perfect location come together like
interlocking pieces of a puzzle.
In portfolio 227

12 TTG Asia luxury

9. DORCHESTER
COLLECTION
Brand promise The name Dorchester
Collection remains an assurance of a
special sense of belonging in hotels
remarkable for their heritage, prestige,
individuality and outstanding attention
to detail. Every hotel offers a rich
provenance embodying the distinctive
culture of the world’s finest cities.
While celebrating the individuality of
each hotel, the brand essence is defined
by the qualities that are shared across
the portfolio: an authentic experience
befitting its location; a memorable stay
tailored to the needs of the individual;
and genuinely warm yet discreet service.
In operation 9
Openings by 2015 N/A at press time

Limousine Service

Sands SkyPark

Louis Vuitton Island Maison

Every Moment Rewarded
Travel in style and enjoy the ultimate luxury experience at Marina Bay Sands®, Singapore.
Located in the heart of the city, the iconic destination boasts exquisite rooms, with spectacular
views and a host of amenities for you to indulge in, including a dedicated butler service for
selected suites.
Take a dip in the infinity pool on Sands SkyPark®, shop to your heart’s content at over
300 stores at The Shoppes at Marina Bay Sands®, or take a moment to rejuvenate in the sanctuary
of Banyan Tree Spa.
Whether you seek restoration, relaxation or entertainment 24/7, you’ll find yourself rewarded at
Marina Bay Sands, Asia’s most exciting destination for business, leisure and entertainment.

to book your marina bay sands experience

10 Bayfront Avenue, Singapore 018956 | +65 6688 3000 | SEAsales@MarinaBaySands.com | MarinaBaySands.com

Banyan Tree Spa
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10. DUSIT
INTERNATIONAL
Dusit Thani
Brand promise Embodies traditional
Thai grandeur, artistry and creativity.
Offers a sense of harmony and uplifting
tranquility with a calm, fragrant and
colourful environment. Every detail,
be it a bedroom space or meeting space,
is crafted to lift the spirit and engage the
senses. Thai hospitality at its best with
top-notch service.

In operation 9
Openings by 2015 China (1), Saudi
Arabia (1), United Arab Emirates (1)

11. FAIRMONT
HOTELS & RESORTS
Brand promise Many of its iconic
properties have been integral in the
development of cities, had an impact on
the course of history or even altered the
social fabric. Building upon a century of
experience as hoteliers that hosted the
rich and famous, monarchs, presidents,
prime ministers and celebrities has
endowed Fairmont with a rich tradition
of hospitality, knowing that even the
best locations and offerings would be
meaningless without outstanding guest
service.

In operation 64
Openings by 2015 China (3), Jordan (2)
United Arab Emirates (2), Azerbaijan (1),
India (1), Indonesia (1), the Philippines
(1), Saudi Arabia (1), the US (1)
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Dusit Thani Laguna Phuket

Fairmont Singapore
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12. FOUR SEASONS
HOTELS AND RESORTS

14. HYATT
HOTELS CORP

Brand promise The venerable brand

Park Hyatt

has redefined luxury for the modern
traveller by combining friendliness and
efficiency with the finest traditions
of international hotelkeeping. Its
distinguishing feature is quality service:
deeply instilled ethics of personal
service, an innovative spirit and a
connection with guests acquired
through trust and proven reliability.
It focuses on one aim: being the
best in each location with hotels
of exceptional quality. Hence, its
dedication to perfecting the travel
experience never changes.

In operation 88
Openings by 2015 China (5), the US
(3), India (2), Russia (2), United Arab
Emirates (2), Azerbaijan (1), Bahrain
(1), Canada (1), France (1), Japan (1),
Kuwait (1), Mexico (1), Morocco (1),
Qatar (1), Tanzania (1), Turkey (1),
the UK (1)

13. GENERAL HOTEL
MANAGEMENT (GHM)
Brand promise Though a hotel
management company, GHM
has become a brand in itself,
encapsulating a collection of luxury
hotels and resorts with ‘A Style to
Remember’. The signature GHM style
is best defined as contemporary
interpretations of Asian designs
combined with distinctive local
touches to create inspired,
memorable places. As multicultural
as its destinations, GHM combines
the industry’s finest skills and talents
with insightful perspectives and
valuable insights from East and West.

Brand promise The epitome of
contemporary luxury and understated
sophistication. Located only in premier
destinations, every Park Hyatt is made
for the individual traveller seeking
the privacy, personalised service and
elegance of a small European hotel.

In operation 30
Openings by 2015 China (5),
Austria (1), Cambodia (1), India (1),
Morocco (1), Portugal (1), Qatar (1),
Saudi Arabia (1), South Korea (1),
Thailand (1), the US (1)

Four Seasons Hotel Singapore

Grand Hyatt

The Chedi Muscat, a GHM Hotel

Brand promise Distinctive hotels
that are grand in every way. Reflecting
grand scale and refinement, signature
elements include dramatic architecture,
innovative dining options, state-ofthe-art technology, comprehensive
business and meeting facilities, and
sophisticated spa and fitness centres
for the discriminating business and
leisure travellers.

In operation 38
Openings by 2016 China (4), India (2),
Brazil (1), Malaysia (1), Saudi Arabia (1)

15. INTERCONTINENTAL
HOTELS & RESORTS
Brand promise The first truly global
brand, InterContinental hotels blend
consistent global standards with the
distinctive cultures of their locations.
It’s a brand that puts the knowledge
and understanding of each destination
at the core of its business.

In operation 7
Openings by 2015 China (2), India (1),

In operation 169
Openings by 2015 Asia (25), Europe

Malaysia (1), Morocco (1), Switzerland
(1), United Arab Emirates (1)

(3), Middle East and Africa (8), North
America (1), South America (3)

16 TTG Asia luxury

Grand Hyatt, Tokyo

InterContinental Hong Kong

TTG Asia luxury 17
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16. JUMEIRAH
HOTELS & RESORTS
Brand promise Raises the bar for ultraluxury with some of the finest and most
awesome properties including its flagship,
Burj Al Arab, primed as the world’s most
luxurious hotel and a recognised symbol
of Dubai. Offers the ultimate in luxury
service and hospitality while retaining the
unmistakable individuality of the portfolio,
in line with its core essence to ‘Stay
Different’.

In operation 19
Openings by 2015 China (5), Kuwait (1),
Azerbaijan (1), Caribbean (1), Egypt (1),
Indonesia (1), Jordan (1), Morocco (1),
Qatar (1), Thailand (1)

17. JW MARRIOTT
HOTELS & RESORTS
Brand promise Relaxed elegance
and effortless luxury. Services that
help travellers achieve their personal
goals without distraction or disruption,
resulting in a rare harmony of beautifully
delivered experiences where the primary
purpose is the guests’ overall well-being.
Where luxury is experienced through the
richness of authenticity, discovered in the
beauty of craftsmanship and delivered
with an intuitive response to personal
guest expectations.

In operation 55
Openings by 2015 Asia-Pacific (12),
Europe (1), Latin America/Caribbean (4),
Middle East/Africa (3), North America (2)
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Burj Al Arab, Dubai

JW Marriott, Bangkok

18. KEMPINSKI HOTELS
Brand promise Renowned as Europe’s
oldest luxury hotel group dating back
to 1897, Kempinski promises superb
hospitality with European flair. Offers
a rich heritage of impeccable personal
service complemented by the exclusivity
and individuality of its properties. Every
hotel scattered around the world reflects
the strength and success of the brand
without losing sight of its heritage. Each
hotel imbues the quality guests have come
to expect from the brand while embracing
the cultural traditions of its location.

In operation 73
Openings by 2015 China (5), Saudi
Arabia (2), Austria (1), Egypt (1), Georgia
(1), Ghana (1), India (1), Indonesia (1),
Kenya (1), Lebanon (1), Lithuania (1),
Nigeria (1), Russia (1), Qatar (1)
The Langham Hotel, Hong Kong

19. THE LANGHAM
HOTELS & RESORTS
The Langham
Brand promise Impeccable pedigree and
lineage that embody classic European
luxury. Exudes timeless elegance that
blends its rich heritage with modern
innovation. Its signature, The Langham
Service, patterned after the rules and
etiquette accorded to kings and queens, is
always attentive and discreet, designed to
pamper discerning guests who appreciate
the finer things in life. Majestic amenities
that display the glory and grace of
European aristocracy. The genuine royal
service bestowed on guests makes for
an enchanting experience of living like
pampered royalty even if only for a day
or two.

In operation 9
Openings by 2015 China (2), the US (1)

TTG Asia luxury 19
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Marina Bay Sands, Singapore

20. LAS VEGAS SANDS
Brand promise A global developer of
destination properties (or integrated
resorts) that feature premium
accommodations, world-class gaming
and entertainment, large-scale
convention and exhibition facilities,
celebrity chef restaurants, luxurious
shopping, world-renowned spas and
many other deluxe amenities. A big plus
is its commitment to global sustainability
through the SANDS Eco 360 programme
and its active partnership with various
charitable organisations.

In operation 9
Openings by 2015 0

21. THE LEADING
HOTELS OF THE
WORLD
Brand promise An exclusive portfolio
of independent properties that prizes
the individuality and authenticity of
each member. Every member adheres
to exacting quality standards reworked
to a higher international level and
masters the art of extraordinary
hospitality. The meticulous criteria by
which the members are judged and
accepted are periodically reviewed
and revised to adapt to the changing

20 TTG Asia luxury

landscape. By evaluating noted luxury
brands in its portfolio, The Leading
Hotels of the World has amassed the
most comprehensive set of global
benchmarking data in the luxury
hospitality industry.

personality yet inherently linked to its
exotic oriental roots. Provides 21st century
luxury with oriental charm. Guest-centred
with a service that’s highly personalised.
Absolutely luxurious. Always exceptional
service. In sought-after destinations.

In portfolio More than 430

In operation 28
Openings by 2015 China (4),

22. THE LUXURY
COLLECTION

Turkey (1), Italy (1)

Brand promise A gateway to the world’s
most extraordinary hotels and resorts
offering exceptional service to an elite
clientele. From legendary palaces and
remote retreats to timeless modern
classics, these remarkable properties
enable the traveller to collect a world
of unique, authentic and enriching
experiences indigenous to each
destination.

In operation 81
Openings by 2015 China (6), India
(1), Indonesia (1), Peru (1), the US (1),
Thailand (1), Dubai (1)

23. MANDARIN
ORIENTAL
HOTEL GROUP
Brand promise A family of hotels
and resorts, each with its own distinct

24. LE MERIDIEN
HOTELS & RESORTS
Brand promise A luxury ensemble
mixing contemporary culture with its
European heritage. The hotels come
alive with creative spirit and cultural
refinements. Some have a curated library
of books; others have transformed the
traditional hotel lobby into Le Méridien
Hub, a gathering place for interaction
and exchange of ideas. High-impact
installations such as artworks, projections
and unique soundscapes attract many
to the Hub.
Guests are given access to
contemporary cultural centres around the
world through the Unlock Art pass found
in their rooms.

In operation 99
Openings by 2015 China (5), Bangladesh
(1), Egypt (1), India (2), Indonesia (1),
Vietnam (1)

Al Maha Desert Resort and Spa, Dubai, a Luxury Collection property

Mandarin Oriental, Bangkok

Grand Resort Bad Ragaz, Switzerland, a Leading Hotels of the World property
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25. OBEROI
HOTELS & RESORTS
Brand promise Redefines the paradigm
of luxury and excellence in service.
Stunning properties in stunning
destinations. A distinctive feature is
the highly motivated and well-trained
staff providing exceptionally attentive,
personalised and warm service. The
brand is also strong on corporate social
responsibility with its commitment
to employing the best environmental
and ecological practices as well as
supporting various philanthropic
activities.

In operation 17
Openings by 2015 Dubai (1)

26. ONE&ONLY
RESORTS
Brand promise More than a place
to stay, One&Only is the ultimate
indulgence: Lavish and secluded
getaways with spectacular sea or
ocean view. Exclusively private and
sumptuously appointed. Wellness
facilities that pamper and relax the mind
and the body. The architecture, interiors
and detailing of each resort tell its own
individual story and personality born of
the local culture. All these are matched
by discreet and professional service:
the utmost in hospitality.

In operation 7
Openings by 2015 China (1)

27. ORIENT-EXPRESS
Brand promise Evoking the romance of
the vintage train journey that lends its
name to this super-luxe portfolio, OrientExpress isn’t just a hotel company; it’s
luxury experiential travel. It’s not just
selling a room; it’s selling an experience.
The brand value is underpinned by the
care it gives to guests and the style
in which it is done. It puts a premium
on high personality, distinct identity
and individuality of each hotel while
reflecting the character of its location.
Many properties in the iconic collection,
including Hotel Cipriani in Venice and
Copacabana Palace in Rio de Janeiro,
are destinations in their own right.

In operation 34
Openings by 2015 the US (1)
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The Oberoi, Mauritius
One&Only The Palm, Dubai

The Peninsula Hong Kong

28. THE PENINSULA
HOTELS

29. RAFFLES
HOTELS & RESORTS

Brand promise The brand’s legendary

Brand promise From restoring the

hospitality stretches back as far as 1928
with the opening of The Peninsula Hong
Kong, the “grande dame” which is the
only surviving historic hotel in the former
British colony. Today, The Peninsula
is a living legend, a deluxe plus brand
synonymous with luxurious comfort and
impeccable service and, in many cases,
serving the third generation of loyal
clients.
Each hotel provides comfort,
sophistication and attention to details
that redefine indulgence. It provides
unforgettable experience in elegantlydesigned rooms equipped with state of
the art in-room Peninsula technology,
first-class facilities and that fabled
personalised service.

historic Raffles Hotel, Singapore to
international acclaim, the eponymous
brand has evolved to become an icon
of culture and style where every hotel
has its own individual personality, with
its own story to tell and its own sense
of place.
Each hotel and resort is proud
to draw on the timeless essence of
Raffles – to deliver thoughtful, personal
and discreet service – the spirit of
hospitality and sanctuary celebrated
every day.

In operation 8
Openings by 2015 China (1),
Indonesia (1), the Philippines (1),
Turkey (1)

In operation 9
Openings by 2015 France (1)
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30. REGENT
HOTELS & RESORTS
Brand promise Aesthetic icon of
timeless standards yet modern in
outlook. Discerning design standards
calibrated to the needs of 21st
century nomads and combining the
best elements of East and West.
Straightforward priorities: simplicity,
elegance and supreme comfort
set against a backdrop of exquisite
craftsmanship. Unique and magnificent
locations reflecting indigenous cultures
and customs. Customised, intimate
experiences with local flavour and
a focus on impeccable service and
practical innovations.

In operation 6
Openings by 2015 Abu Dhabi (1),
Indonesia (1), Malaysia (1), Porto
Montenegro (1), Thailand (1), Qatar (1)

31. THE RITZ-CARLTON
Brand promise True to its founding
credo, the brand is synonymous with
luxury and good taste, where genuine
care and comfort of guests are the
highest missions. Aside from being
immortalised in the opus of great writers
and novelists, some of its hotels were
also venues for playwrights and novelists
in crafting their literary masterpieces.
The standards of service, dining and
facilities, and the meticulous care to
maintain the privacy of guests in those
days, are still strictly adhered to in all its
hotels today.

In operation 79
Openings by 2015 China (7), Europe
(1), India (2), Indonesia (2), Japan (2),
Middle East (5), the US, Mexico and the
Caribbean (5), Vietnam (1)
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The Ritz-Carlton, Millenia Singapore

CordeValle, California, a Rosewood Resort

Shangri-La Hotel, Bangkok

32. ROSEWOOD
HOTELS & RESORTS

33. SHANGRI-LA
HOTELS AND RESORTS

Brand promise The consummate
operator of ultra-luxury properties
has a portfolio of residential-style
hotels and resorts with unparalleled
attention to details and exceptional
personalised service. Every property
offers an authentic experience inspired,
crafted and delivered under ‘A Sense of
Place’ philosophy, reflecting the history,
architecture, scale and sensibilities of
the destination. For all of their distinctive
qualities, the properties share the belief
that elegant travel, whether for business
or pleasure, should be its own reward.

Brand promise To treat a stranger
as ‘one of our own’ characterises the
hospitality one can expect from ShangriLa; that special kind of hospitality that
comes from the heart. The exquisite
brand encapsulates the serenity and
service for which it is renowned. Worldclass service amid tranquil surroundings,
coupled with elegant architecture and
design.
In operation 57
Openings by 2015 N/A at press time

In operation 17
Openings by 2015 United Arab Emirates
(2), Bahamas (1), China (1)
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34. SOFITEL LUXURY
HOTELS AND RESORTS
Sofitel
Brand promise A global collection that
combines savoir faire with the best of
each country’s culture. The classic luxury
brand is home to contemporary hotels
and resorts adapted to today’s demanding
travellers who expect and appreciate
luxury, beauty, quality and excellence.
The interiors subtly blend French touches
with local styles and a genuine experience
of the art de vivre.
In operation Over 120
Openings by 2015 China (6), Germany
(1), India (1), Morocco (1), Russia (1),
Ukraine (1), United Arab Emirates (2)
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Sofitel Legend

Sofitel So

Brand promise Sofitel Legend is a

Brand promise Designer boutique

collection of timeless establishments
under the Sofitel brand housed in iconic
buildings with hundreds of years of
history or in sites with a heritage that
are landmark attractions in their city or
country.
Each Sofitel Legend is steeped in
history and luxury, preserving the
heritage of its destination while reflecting
the luxurious personalised hospitality that
is the signature of Sofitel. Destinations
in themselves, each iconic property is
among the finest hotels in the world with
décor that reflects its glorious past while
keeping with Sofitel’s world-class service.

hotels. Trendy hotels in contemporary
locations. Blends design and style
for business and leisure travellers
seeking the ultimate in luxury, culture
and comfort while expressing the
essence of the destination. Strong flair
for design which combines Sofitel’s
luxury style of living with the signature
design of an international designer
from the fashion, art or design fields.
Cutting-edge technology is also a
hallmark.

In operation 3
Openings by 2015 Colombia (1)

In operation 2
Openings by 2015 India (1),
Singapore (1)

35. ST. REGIS HOTELS
AND RESORTS
Brand promise For connoisseurs who

The St. Regis Singapore

The Taj Mahal Palace, Mumbai

desire the finest expressions of luxury.
They provide flawless and bespoke
service to high-end leisure and business
travellers. St. Regis hotels are located in
the ultimate locations within the world’s
most desired destinations, important
emerging markets and yet-to-be
discovered paradises, and they typically
have individual design characteristics
to capture the distinctive personality of
each location.

In operation 29
Openings by 2015 China (4), Argentina
(1), Jordan (1), Malaysia (1), Mauritius
(1), Mexico (1), Qatar (1), United Arab
Emirates (1)

36. TAJ HOTELS,
RESORTS & PALACES
Taj
Brand promise The majesty of India’s
history meets contemporary luxury in a
great collection ranging from authentic,
heritage palaces and iconic luxury
city hotels to idyllic beach resorts and
rustic safari lodges. Defines the luxury
of experiential travel with a balance of
iconic properties rooted in history and
tradition and modern amenities and
cutting-edge technology.

In operation 27
Openings by 2015 Morocco (1)
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37. W HOTELS
Brand promise A contemporary, designled lifestyle brand in the most vibrant
cities and exotic destinations around
the world. Inspiring, iconic, innovative
and influential, W Hotels offer a holistic
lifestyle experience that is integrated
into the brand’s sensibility through
contemporary restaurant concepts,
glamorous entertainment experiences,
stylish retail concepts, signature spas
and inspiring residences.

In operation 42
Openings by 2015 China (3), India (2),
Mexico (2), Colombia (1), Israel (1), Italy
(1), Oman (1), Singapore (1), Switzerland
(1), Thailand (1), United Arab Emirates (1)

Brand promise A lifestyle brand with
a host of initiatives designed with the
guest’s well-being in mind. Most recently,
for example, Westin announced a
complete refresh of the WestinWORKOUT
programme to match the evolving fitness
trends among guests and further enhance
the brand’s goal of promoting well-being
in travel. Signature sensory experiences
include lighting, music and white tea scent.

In operation 189
Openings by 2015 the US (12), China
(9), India (3), Germany (1), Indonesia
(1), Jordan (1), Panama (1), Portugal (1),
Singapore (1)

38. WALDORF ASTORIA
HOTELS & RESORTS

40. WYNN RESORTS

Brand promise What began with the

room Wynn Las Vegas resort offers
award-winning accommodations, signature
restaurants, exciting leisure activities and
nightly entertainment. Encore at Wynn
Las Vegas has 2,034 suites yet pampers
guests in an intimate atmosphere with a
comfortable residential feel and describes
itself as a refuge of sophisticated chic.
Wynn Macau is Asia’s first Vegas-style
resort featuring two towers – Wynn
and Encore. It boasts more than 1,000
exquisitely furnished rooms and suites,
elegant restaurants, chic bars, two lavish
spas and the most fashionable names in
luxury retail.

world’s most iconic hotel is now the
world’s most iconic portfolio of hotels.
In exceptional destinations around the
globe, Hotels reflect the culture and
history of their extraordinary locations,
as well as the rich legacy of Waldorf
Astoria. Simply stated, Waldorf Astoria
embodies timeless elegance.

In operation 22
Openings by 2015 China (3), Caledonia
(1), Canada (1), Dubai (1), Germany (1),
Greece (1), Israel (1), Netherlands (1),
Panama (1), United Arab Emirates (1),
Thailand (1)
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39. WESTIN
HOTELS & RESORTS

Brand promise The 50-storey, 2,716-

In operation 3
Openings by 2015 N/A at press time

Waldorf Astoria Shanghai on the Bund

Wynn Macau
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PURPOSEDRIVEN
TRAVEL
Your guide to 10 ideas that can satisfy back-tonature affluent leisure and incentive clients – a
breed that has grown bigger and stronger since
the debt crisis. Patricia Wee compiles

1

Camp Jabulani, South Africa
This five-star resort is in the Big 5 Private Game Reserve in Hoedspruit, Limpopo Province (near Greater Kruger National Park). It was conceptualised to sustain 12 orphaned and abandoned elephants. Within the camp
are an open-air spa, six suites, a business centre and a five-star dining centre. Each suite has a plunge pool and
deck area. The Zindoga Villa is ideal for small groups or families and has its own dedicated team including a
ranger and private vehicle, chef and butler. Guests enjoy day and night time elephant back safaris, hot air ballooning, game drives in open safari vehicles and a visit to the Hoedspruit Endangered Species Centre to interact
with endangered species. Guests are able to adopt a cheetah for a year. Tel: +27 12 460 5605 • Email: reservations@campjabulani.com • Website: www.campjabulani.com
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2

Fregate Island,
the Seychelles
This secluded private island
with 16 exclusive villas offers new
standards in aligning luxury tourism with a natural retreat where
no day visitors are allowed. The
Fregate Island Ecological Programme, which started 10 years
ago, has sought to repair the damage to the island’s natural habitat
since man’s arrival in the 17th
century. Indigenous trees have
been propagated in the Seychelles’
largest nursery and native animal
populations such as the Seychelles
Magpie Robin, Whiteye and
Aldabra Giant Tortoises have been
restored with the help of a team of
resident zoologists and ecologists.
Each villa has its own private
infinity pool, a large terrace with
day bed and jacuzzi. The island’s
own plantation and hydroponics house provides guests with
fresh fruit and vegetables, while
its wine cellar hosts regular wine
tastings with a selection of over
300 wines from around the globe.
Guests can also enjoy bespoke
dining in The Tree House, 16m
above ground, or barbeques on
any of the island’s seven beaches
or at the Yacht Club. The island is
ideal for snorkelling and diving as
it is surrounded by coral reefs.
Tel: +27 21 556 9984
Email: reservations@fregate.com
Website: www.fregate.com
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3

Gayana Eco Resort, Sabah

4

Poseidon Arctic Voyages
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Nestled on Gaya Island, just 15 minutes from Kota Kinabalu, Sabah, lies this 52-villa, eco-friendly resort. The
resort features an on-site Marine Ecology Research Centre, propagating endangered Giant Clams and restoring
natural coral reefs. The centre recently re-attached fully grown coral fragments onto the reefs after a five-year
coral reef restoration programme. The resort welcomes environment education visits. Outdoor activities include
jungle trekking on Gaya Island’s trails, discovering hardwood trees, herbs, animal habitats and flora, and kayaking. The resort’s PADI certified dive centre attracts diving enthusiasts. Bayu and Palm Villas offer private balconies with direct access to the sea and breakfast delivered by boat. Tel: +60 88 380 390 • Email: reservations@
gayana-eco-resort.com • Website: www.gayana-eco-resort.com

Embark on a voyage with naturalists and scientists
who investigate and research the Arctic land mass.
From Helsinki, a two-hour flight brings the group to
Murmansk where they will board 50 Years of History, a
powerful icebreaker ship. The trip includes breathtaking views from the ship as it battles its way through
the great ice fields to reach the top of the globe.
Throw in a Polar barbeque, five-star dining, exploration of the Franz Josef Land Archipelago consisting
of 190 islands and home to polar bears, walruses and
arctic birds, and for the more daring, a plunge into
the Arctic Ocean.
The ship has a gym, a bar and lounge, library, two
saunas, a swimming pool with heated salt water. Out-

door play includes volleyball and table tennis.
Expedition dates for 2013 are June 19-July 2, June
30-July 13, July 13-July 26, and July 24-August 6.
Rates range from US$23,995 for a standard twin sharing, to US$34,995 for the Arktika Suite. They include
pre- and post-expedition hotel stay in Helsinki with
breakfast, group transfer, shipboard accommodation and meals, helicopter transfers and sightseeing
flights, excursions, educational presentations by the
expedition team, photographic journal on DVD documenting the voyage, pre-departure package including
Arctic Reader and map, service taxes and port charges. Tel: +44 870 068 9142 • Email: info@northpolevoyages.com • Website: www.northpolevoyages.com

5

Wolgan Valley Resort & Spa
Just three hours’ drive from Sydney, this private conservationled resort by Emirates is located between Wollemi and the
Gardens of Stone National Parks, bordering the Greater Blue
Mountains World Heritage Area.
With room rates starting at A$975 (US$1,005) per person per
night, the resort creates itineraries that focus on different areas
of sustainability. Its executive chef can take a small group out
to visit the local farms and growers that provide the resort’s
restaurant produce.
Over the past few years the resort has planted nearly 200,000
native trees on the property as part of an extensive land rehabilitation programme. Guests are able to get involved by volunteering their time during their stay to assist with further tree
planting. Guests usually stay three nights.
The venue offers 40 suites. Guests have their own private verandah and indoor/outdoor pool/deck. Activities include horse
riding through the breathtaking valley, guided four-wheel drive
tours, wildlife safaris, nature walks, indigenous heritage tours,
mountain bike tours, star gazing, photography and painting.
The understated and private location is ideal for those wanting to get away and experience the outback in luxury while
learning about the regeneration and protection of the region’s
endangered flora and fauna.
Tel: +61 2 9290 9733 • Email: reservations@wolganvalley.
com • Website: www.wolganvalley.com

6

Anantara Hotels,
Resorts and Spas

From rescuing street elephants in Thailand and protecting marine turtles in Phuket, to supporting local farmers
in Indonesia and coral rejuvenation in the Maldives, Anantara has placed its mark in benefiting the environment and
local communities. Anantara Dhigu Resort & Spa in the
Maldives is spread over a pristine island in the South Male
Atoll and offers 110 villas and over-water suites, including 70 beachfront villas on white sand. Until January 2013,
guests can enjoy a guided chef tour of Anantara’s herb
garden and learn about the culinary uses of each ingredient, or learn the art of creating authentic Maldivian dishes
in a gourmet cooking class, then feast on their very own
masterpieces for lunch. Rates start from US$3,838 for four
nights’ accommodation, including daily buffet breakfast
for two. Tel: +66 0 2365 7500 • Email: sales@anantara.com
• Website: www.anantara.com
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7

Abu Camp, Botswana
Abu Camp allows guests to interact with a herd of elephants and enjoy uniquely designed accommodation that
combines airy spaciousness with high-end furnishings. It is
part of Wilderness Collection, Africa’s premier conservation
organisation and ecotourism company.
Set in a riverine forest of Botswana’s Okavango Delta,
Abu Camp has high ceilings, wide and airy spaces, blending in flawlessly with the natural surroundings. Each of the
six suites has its own distinctive furnishings and fittings.

Guests at Abu Camp are invited to be with the elephant
herd at close range during their stay: watching the evening
feeding, sharing the simple joy of an active youngster and
accompanying the herd on foot as they move through the
bush. There are morning and afternoon game drives, night
drives and nature walks to view fauna and flora in the area.
During the seasonal floods of the Okavango Delta, guests
can take to the waters in mokoros, the traditional poled
craft used in the Okavango Delta.

Segera Retreat, Kenya
Also part of Wilderness Collection, Segera will open its doors in November. Guests will have the opportunity
to appreciate this rare sanctuary in luxury. Run on solar energy, its accommodation consists of six two-storey
villas of wood and thatch with views of Laikipia Plateau towards Mount Kenya.
A large bedroom and en-suite bathroom fill the upstairs space under timber trusses. A sun deck in the garden
offers ample sun-tanning opportunities, and a swing bed to while the hours away. The Segera Paddock House
and Arrivals Paddock form the main areas, complete with bar and library. Other facilities include a spa, gym
and central pool offering outdoor dining with a deck, sun loungers and gazebos. Its cuisine comprises Segera’s
own free-range beef and organic vegetables. There are activities to engage with local cultures, spend time with
resident staff of the Zeitz Foundation to learn about the complexities of conservation and community life, and
experience the diversity and wildlife of Laikipia through game drives, walks and sleep-outs. Tel: +27 21 702
7526 • Email: petera@wilderness-safaris.com • Website: www.wilderness-safaris.com
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9

Inkaterra Machu Picchu Pueblo Hotel
Peru Inkaterra is a Peruvian organisation with over 35 years of experience in sustainable tourism initiatives. It
believes that tourism can finance research and conservation to improve the lives of the local population. It has
17,000 hectares of rainforest. One of its properties, Inkaterra Machu Picchu Pueblo Hotel, lies in the Machu Picchu Historical Reserve, and has five hectares of tropical private gardens. The 85 casitas and two villas provide
comfort after guests enjoy activities such as in-house ecological excursions, a tour of the world’s largest native
orchid species collection, a tour of the Bear Rescue Centre and a visit to Machu Picchu, one of the Seven Wonders of the World. Organic food is served at the resort. Tel: +51 1 610 0404 • Email: sales@inkaterra.com
• Website: www.inkaterra.com

10

A tour of Serengeti, Ngorongoro and Mahale, Africa
Led by luxury experiential travel company &Beyond,
which runs 33 safari lodges and camps in Africa, this tour
is the ultimate, lasting 11 days and costing US$10,599 per
person (sharing). The journey starts in the Serengeti, where
guests can choose among three places for three nights:
&Beyond Klein’s Camp on a private concession offering
night drives and nature walks; Grumeti Serengeti Tented
Camp, nestled in a riverbank grove; and the tented elegance of Serengeti Under Canvas camps. Two nights are
spent at &Beyond Ngorongoro Crater Lodge to discover
the wildlife haven perched on the rim of the world’s only
intact caldera. A night at Arusha Coffee Lodge, a working
coffee plantation, offers plantation tours and visits to the
Museum of Natural History, a Maasai market filled with

traditional goods, or a tanzanite mine where the world’s
rarest precious stones are excavated. Four nights are then
spent at Greystoke Mahale, where guests enjoy a hike in the
forested slopes in search of chimpanzees. The lodge also offers snorkelling, kayaking and fishing in Lake Tanganyika.
&Beyond sustains hundreds of rural communities
and millions of acres of endangered wildlife land. It has
helped reintroduced free-range cheetah into private land in
KwaZulu-Natal (Phinda Private Game Reserve). It was the
first multinational ecotourism operator to voluntarily introduce ecotourism audits at all its operations and the first
African operator to produce specific educational eco-guides
for each lodge. Tel: +27 11 809 4300 • Email: simplysafari@
andBeyond.com • Website: www.andBeyond.com
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Above The Seven Seas Pacific Aviation Lounge, a luxury MICE venue at The Peninsula Tokyo

Asian luxury meetings
are on the rise. Culture,
demographics and the
economy are among
factors that shape their
purchase behaviours.
Here’s an insight into six
Asian luxury MICE markets
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luxury mice markets
Aidas Zubkonis

China
China’s luxury MICE market
comprises different segments –
privately-run businesses, foreign
MNCs, high-level officials from
state-owned enterprises on invitation from Chinese-owned businesses and government officials
on overseas trips. And the market
is fast-changing.
Today’s luxury MICE clients
from China differ from the previous generation. They have a better
appreciation of the experience.
They want unique, compelling experiences as opposed to one that
is based purely on well-known
brands.
“For example, a luxury Chinese MICE traveller going to Abu
Dhabi would choose to stay in
a hotel in the desert instead of
a high-end international hotel,”
HRG China director of sales and
account management, Yates Fei.
A decade ago, luxury Chinese
MICE travellers would visit famous landmarks such as the Eiffel
Tower in Paris, and would cover
many destinations in a single trip.
Now, Fei said, they want “unique
experiences to boast about when
they return, such as off-the-beaten-track locations outside Paris,
visits to unique vineyards and a
drive through the countryside in a
Ferrari”.
VariArts Travel Group Management founder and CEO, Lin Xu,
noted that MICE groups comprising local Chinese who had
worked and lived overseas were
driving a new trend in luxury
outbound MICE.
She explained that these travellers were more careful with their
spending, unlike the older generation who had made their fortune
when competition was less stiff.
Fixed itineraries were a turn-off
for this segment, Lin said, adding
that these travellers would want
to interact with locals and join local festivals and events.
38 TTG Asia luxury

Above Prague, a popular destination for high-end Chinese MICE groups

Lin added: “Budgets can range
from RMB50,000 (US$7,930) to
RMB200,000 per pax for Chinese
businessmen entertaining government officials on a one-week trip,
where they will book a private jet
or charter a boat. The aim is to impress and cultivate a relationship.
“If the aim is to reward staff
with an incentive trip, budgets
will be smaller, from RMB10,000
to RMB50,000 per person for the
same period.
“For private businesses
from second-tier cities, budgets
are lower, from RMB20,000 to
RMB50,000 per person for meetings. (Their) incentives rarely go
beyond RMB30,000 per client, but
it depends on the purpose of the
trip. Budgets can be higher for a
very important client.”
Shanghai CTS MICE Center
general manager, Tom Liu, said
his company usually dealt with
international and well-known
state-owned companies. Such clients, comprising groups of fewer
than 10 people, require luxury
hotels such as the Ritz-Carlton.
Quality Chinese food and firstand business-class travel are common features, and destinations
will include places where business
is conducted. Paris, Rome and

Popular
longhaul
destinations
are the US
and Europe
due to high
levels of
promotion
from the
media and
greater
availability
of packages
and local
operators.
Shorthaul
destinations
include
Japan,
Taiwan
and Bali.
Lin Xu,
founder and
CEO, VariArts
Travel Group
Management

Prague are popular.
Fei said exclusive, exotic and
unique destinations are a must
these days.
He said: “(Clients) tend to look
for customised experiences where
they can enjoy local culture, wine
and gastronomy. Limousine transfers are common with this group
of travellers. For accommodation,
while many opt for international
hotel brands, there is a growing
preference for high-end luxury accommodation.” – Patricia Wee

luxury mice markets
Vladimir Fofanov

Hong Kong
Hong Kong’s luxury meetings
market has surged in the last two
years, driven mostly by the retail
sector, which is paying more
attention to staff rewards in a
competitive environment.
Edmund Tsang, general
manager, destination & event
management, Swire Travel, said:
“(Mainland Chinese) arrivals have
benefited local retail businesses.
An acute shortage of staff (in
this sector) has prompted fierce
(manpower) competition, with
companies trying to retain and
reward top salespeople or achievers through luxury incentives.”
Group sizes are estimated to be
between 30 and 80 people, with
the average age of participants
around 35 and CEOs under 40
years old. Choice destinations are
beyond Asia, and participants are
given star treatment, from being
flown in first class to being accommodated in top hotels.
“In the past, the host would
decide on everything but not
anymore,” said Tsang, explaining that participants now have a
say in where to go and what to
do. “They avoid big restaurants,
preferring smaller ones with semiprivate dining areas, as they can
prolong the meal time and enjoy
drinking till midnight.”
Miramar Travel general manager, Alex Lee, also observed that
the rise in luxury MICE traffic
from Hong Kong was generated
by the retail sector, especially
jewellery, luxury watches and
cosmetics.
“On average, we receive one
departure a year, but now we
facilitate (incentives) for jewellery
retailers on a monthly basis. The
itinerary has also changed from a
pure business meeting to one that
features a day or two of incentive
activities. It is common for the
CEO or employer to entertain his
staff at gala dinners.”
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Hong Kong’s Farrington American Express Travel Services meetings and events manager, Karen
Cheng, said Europe, particularly
“signature destinations such as
Paris and Bordeaux”, usually defined a luxury MICE programme.
“We had one of the biggest
departures last year for 70 people. There are more requests for
St. Petersburg and Moscow this
year,” Cheng said, adding that
clients would splurge on transfers
using vintage cars or Rolls Royce,
dedicated photographers, exclusive souvenirs and customised
costumes for participants. – Prudence Lui

Above Paris,
a ‘signature
destination’
for luxury
incentives led
by Hong Kong
companies

Indonesia
Indonesia’s robust economy is
pushing companies to improve
their rewards programme for
business partners, which fuels
the growth of its luxury MICE
market. Sources identify the automotive, electronics and IT industries as key sectors for high-end
incentives.
Outbound business events are
also seeing more frills as moneyed
Indonesians head farther for their
own holidays.
WITA Tour director of sales and
marketing, Rudiana, said: “With
the outbound leisure market
maturing, travellers have been
around the world. We have had
families going to Iceland and
Greenland, spending US$5,000
to US$10,000 per person on such
holidays. Therefore, an incentive to Paris or Rome is no longer
good enough.”
Genta Tours Jakarta tour division vice president, Dharmawan
Rahardja, noted the same shift.
He said: “In the past, sending
dealers to a longhaul destination
on a business-class seat and (putting them on) available tours was
a ‘wow’ incentive. It is not the
case anymore.”
Genta Tours handled a top
management team from a renowned cigarette producer on
a five-day/four-night chartered
cruise at the end of last year. It
went to Singapore and Phuket on
a budget of US$2.2 million.
“This is something we have not
seen with the earlier generation of
incentive travel out of Indonesia,”
he said.
Golden Rama general manager,
Johan Kurniawan, noted that although familiar destinations were
used in luxury incentives, unique
programmes would be featured
to retain a sense of novelty. For
instance, accommodation in a chateau and dinner in a celebrity chef
restaurant that required months of

advance reservations.
Some organisers, especially
those hosting premium events,
would place no limits on participants’ F&B consumption.
Rudiana observed that high-end
Indonesian incentives usually lasted four to seven days, or 10 days
at most. Per person spend could
range from US$3,000 to US$8,000,
with some hitting as high as
US$10,000. – Mimi Hudoyo

Thailand

Singapore
Companies have become more
prudent of late, hence, modest,
rather than lavish incentives and
events, have become the order of
the day.
“Attitudes began to shift in
2008, when the impact of the
global financial crisis first began
to filter through. Luxury MICE clients now desire what I call refined
moderation, as they don’t want to
appear overtly extravagant in this
new age of austerity,” said Manuel
Ferrer, Pacific World’s regional
director for South-east Asia.
Budgets have shrunk as a
result. Even MNCs, which often
have substantial MICE budgets
relative to SMEs, have not been
Ali Taylor

With the value of the Thai baht
rising significantly against the
greenback and the euro, spending
power has increased among Thai
travellers. The increased currency
value has contributed to overall demand in the luxury MICE
market, which is on a long-term
upward trajectory.
Preferences have not changed
much over the past decade.
“Generally, luxury MICE travellers
demand at least four-star accommodation, depending on the city,
and prefer to stay at international
hotel brands. They like American
or European chains and (dislike)
independent hotels,” said Suthipong Pheunphiphop, managing
director of Glory Travel Thailand
and president of the Association of
Thai Travel Agents.
Executives will fly first- or
business-class and require limousine services at their destination.
Mid-level management will fly
economy, and on arrival require
VIP coach or limousine services,
depending on the group size.
Between meetings, seminars
and conferences, luxury MICE
travellers are interested in sightseeing, enjoying many traditional
tourist activities with a twist.
Suthipong said: “These clients
want to see the major sights at
each destination, but they like
private tours. Also, when they
visit special sites, such as palaces

or museums, they often request a
private area to take refreshments.”
No international trip is complete without a full day’s shopping. In fact, some operators
report many participants skipping
planned excursions altogether in
favour of retail therapy.
Food is integral to Thai culture. Top-level management,
such as government officials
and CEOs, will demand bookings at Michelin-star restaurants
and expect to eat like this every
other evening. Mid-level personnel, meanwhile, require nothing
less than a deluxe menu. Dining
options at the hotel are thus a
primary consideration for MICE
organisers, with room standards
close behind. – Timothy France

Above Rome
is a common
favourite of highend Indonesian
MICE groups
Left Food is a
priority with
high-end Thai
incentive winners
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spared. Hajar Ali, founder of
Urbane Nomads, said that despite
the burgeoning clamour for oneof-a-kind experiences, clients were
watching pennies.
Even though there is an overriding sense that the luxury
MICE business is still profitable,
some players have revised their
forecasts downward. “Company
decision-makers do not wish to
splurge given the shaky economic conditions, and as such,
the preference for luxury MICE is
anticipated to diminish in some
quarters,” said Alicia Seah, senior
vice president, marketing & PR,
CTC Travel.
Singapore’s luxury MICE market is split into two: large groups
comprising senior management
and smaller groups comprising
high-level executives, the latter
having emerged on the scene in
recent years.
The former tends to select
five-star properties run by big
global names, and generally goes
for tailormade but less exclusive itineraries. The latter often
picks ultra-luxurious independent accommodation and is more
inclined to demand experiential
programmes that integrate unique
elements such as exclusive access
to venues, restaurants and attractions, bespoke menus, back-door
tours and special services such as
chartered jets, butlers and travel
concierges.
One of the biggest myths about
pandering to luxury MICE clients
is that they can be extremely
demanding. Hajar has found that
this is not always the case. “Often
they (luxury MICE clients) are
very clear about what they want,
and this makes it easier for us to
plan,” she said.
Another pervasive myth is that
luxury MICE programmes do not
bring any real benefits, financial or
otherwise, to an organisation.
“Firms are run by human beings, and company heads need
42 TTG Asia luxury

to acknowledge that at the most
basic level, people want to communicate with each other and
they want to be recognised for
their efforts. Luxury MICE events
address both these needs, and this
makes them a potent motivator,”
said Ferrer. – Linda Haden

India

Barcelona,
followed by
Paris, are
current ‘hot
spots’ as they
are highly
attractive
in terms of
heritage,
food and
entertainment.
Moreover,
there are direct
flights from
Singapore
and, above all,
the exchange
rate between
the Singapore
dollar and the
euro is better
than ever.
Manuel Ferrer,
regional director
for Southeast Asia,
Pacific
World

The severe global economic
downturn has altered the way
some Indian organisations plan
their overseas events.
According to industry sources,
participation numbers at events
other than association meetings
are now 25 per cent less than three
years ago. Budgets for large luxurious events have been slashed,
as clients become more wary of
opulent expenditure in time of
crisis. High-end incentives may
also be kept within India.
Joerg Drechsel, director of
Kochi-based Malabar Escapes,
noted that incentive trips for middle management executives were
now held in domestic destinations
such as Kerala, Lakhshwadeep
Islands and Rajasthan, or overseas

with reduced frills. Corporate clients were also making advanced
bookings to secure the best rates,
he said.
The use of high-end luxury
hotels is also restricted to events
or meetings that involve a small
number of CEOs, COOs or top
achievers.
Padmini Narayanan, managing
director of Chennai-based Akshaya India, said: “Nearby destinations are preferred due to cheaper
airfares and competitive prices
offered in Thailand and Malaysia.
Exotic (longhaul) destinations are
still attractive, but the length of
stay may be reduced as the quality
of luxury events cannot suffer due
to lesser funds. Two-night events
are often planned now, instead of
the usual three-night dos in the
past. Cruises are getting popular as the logistics (and cost) of
moving people from one city to
another is eliminated.”
On the other hand, some events
specialists in India have noticed
that budgets for smaller upscale
overseas events appear to be insulated from economic woes.
Dilshaad Buhariwala, director
of Travel Optionz, said the luxury
MICE segment’s preference for
unique destinations not “done
before by anybody” meant that
locations such as Turkey’s Çesme,
Australia’s Whitsundays, the
Dominican Republic and Morocco
would continue to appeal to the
high-end corporate client. “I see
budgets increasing for 2013,” he
added.
MICE experts such as Manoj
Saraf, managing director of
Kolkata’s Gainwell Travel & Leisure, observed that the younger
generation of business travellers
was maintaining the demand for
luxury outbound events.
“They are more demanding.
They wish to go to places that
offer a unique experience, so they
can combine work and pleasure,”
he said. – Shekhar Niyogi

luxury mice news
Left Conrad
Macao targets
to grow the
luxury meetings
market in
Macau

Non-gaming Conrad
gamed to change Macau
Conrad Macao, which opened on
April 11, aims to grow the international luxury meetings market in
the SAR, continuing the destination’s journey to change its product image as being predominantly
gaming.
“We target to grow the luxury
meetings market in Macau, with

50 per cent of all our meetings
coming from outside of Asia,”
said Brendon Elliott, Conrad Macao’s vice president of sales and
resort marketing.
“We intend to be regarded as
the most luxurious hotel in Macau
for individual guests and the preferred luxury meetings (venue) in

Greater China,” he added.
As the first Hilton property in
Macau, the hotel gets high levels of
direct bookings, with 30 per cent of
these coming from longhaul markets,
according to Elliott.
Meeting planners benefit from
earning Hilton HHonors Event Bonus
points. Several international events
for global clients have already been
staged at Conrad Macao.
“With such diverse meetings
facilities we are fortunate to be able to
create unique venue set-ups that are
impactful whilst functional. Do Mar
is the ideal venue for group dinners
up to 100 pax with a private bar and
The Cotai Strip as your backdrop,”
said Elliott.
“Since opening we have embarked
on providing superior service prior
to arrival and have developed the
Conrad Meetings Concierge programme where, on arrival in Macau,
the event planner is personally met
at the airport or ferry terminal by the
event manager and whisked directly
to the hotel via private car. On arrival the planner is provided with his
own personalised ‘guest duty phone’
ensuring that at any time no matter
what is required immediate service is
available,” he added.
A non-gaming hotel, Conrad Macao
has the benefit of being connected to
the Sands Cotai Central integrated
resort and all its facilities. It offers 206
suites. – Raini Hamdi

Bali gets ready for APEC 2013 and more MICE groups
Preparations for APEC 2013 have started in Bali.
“The Indonesian government, along with the Bali Hotels
Association (BHA), is taking this event very seriously. We
are working with the Association of the Indonesian Tours &
Travel Agencies as well as the Association of Hotels & Restaurant to guarantee that delegates will take away the most
memorable impressions of the island,” said BHA chairman
Jean-Charles Le Coz.
Hotels would have professional liaison officers on hand
to ensure that visitors get the best information about tours in
Bali and beyond, as well as eco- and nature tourism, commu-

nity-based tourism, cruises and more, said Le Coz.
A toll road and underpass, as well as a new airport, are
among key projects which are slated for completion by middle next year in Bali.
A Bali Clean and Green programme for sustainable tourism has also been launched.
“As such, the island is more than ready to welcome a predicted and welcome increase in MICE tourism over the next
few years,” said Indonesian Minister for Tourism and Creative Economy, Mari Elka Pangestu, at an August 25 meeting
with the BHA.
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luxury markets china/india

China’s wealthy
turn to travel
Not even 40 years of age and already millionaires. China
has lots of them. The good news is luxury travel is now
their most popular sport. Patricia Wee brings you the
latest insights into the market
China has the largest

number of self-made billionaires
and millionaires in the world, and
they are fairly young. The average
age of millionaires is 39 years old
and billionaires, 52 years old. And
this market is exerting increasing
influence on travel trends.
A Chinese Luxury Traveller 2012
white paper published by Hurun
Report shows luxury travel is the
most popular form of entertainment (61 per cent) and the biggest
area of consumption for Chinese
millionaires. Other preferred leisure
activities are reading (36 per cent),
tea tasting (34 per cent), driving (33

Younger
Chinese
travellers use
online social
media platforms intensively.
Clement Koh, vice
president, sales &
marketing, General
Hotel Management
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per cent) and family activities (31
per cent).
Over 150 face-to-face interviews
and questionnaires were conducted
with Chinese millionaires from
April to May.
Among China’s super rich,
defined as having US$15.8 million, eight in 10 are males and their
average age is 41. They are enthusiastic about self-improvement
and participating in training and
educational programmes, with 90
per cent intending to send their
children abroad to study.
Findings also show these people
make an average of 3.2 overseas
trips per year.
France is the number one destination this year for these outbound
travellers, followed by the US, the
Maldives, Italy, UK, Switzerland,
Japan and Dubai. Their average
length of annual vacation is 20.2
days, an increase from 15.9 days in
2010.
Chinese travellers also take
top spot in tax-free shopping.
Consumption among them has
increased by 59 per cent since last
year.
France accounts for the largest spent on tax-free shopping for
Chinese travellers across the globe.
Singapore, Germany, England and

Tourism Australia

Italy each accounts for about 10 per
cent.
Jennifer Zhao, manager, Eastern
China partner marketing, Global Blue,
said there were some frugal millionaires who would not stay at luxury
hotels as they wanted to spend more
on shopping. “They want to get a real
product rather than to spend on intangibles like food in hotels. Nobody in
China will see where they stay when
they are overseas. What can represent
the value of their trip is what they
bought overseas...to show off, so hoteliers have to be careful about room
rates.”
She also said that Chinese people
always prepared their shopping lists
before they went overseas. So marketing for luxury goods has to be done in
China.

Where to look for the
millionaires

Said Hurun Report chairman and
chief researcher, Rupert Hoogewerf:
“Word of mouth is most important.
A good or bad experience will be
transmitted very quickly. Key places
to target such groups will be the local
Chinese diaspora (outside of China),
loyalty programmes from private
banks, interest groups such as red
wine associations, golf associations
and real estate associations. Finding
them through their interest clicks is
the way to do it.”
Another place to look for such
millionaires is through education
agencies, banks and schools, said
Hoogewerf.
“Education is a key driver for people to go overseas. They go with their
children from mid-July to mid-August
to summer courses, or for exploratory
education trips through education
agencies.”
When choosing hotels, 59 per
cent will choose a hotel based on its
reputation and 56 per cent will choose
based on the hotel’s geographical
location. Their favourite brands are
Shangri-La, Hilton and Ritz-Carlton.
Left Chinese travellers living it up in Australia
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Many of their trips occur during national
holidays such as Golden Week Holiday
in the first week of October, summer
time and Chinese New Year.
Gayana Eco Resort in Sabah has
hosted a few groups from Shanghai,
Shenzhen and Beijing. It is also starting
to see small groups from second-tier cities. With room rates starting at US$400,
Gayana’s over-water villas are very
popular among the Chinese. Activities
they enjoy include snorkelling and diving. Usually, groups take between 10 and
20 rooms.
Beijing DMC Albatros Travel Service
specialises in photography tours and has
brought Chinese clients to Botswana and
Tanzania. Clients have gone on a safari
in Kenya.
“The main demand for us is coming
from Beijing and Xian. The high-end
clients that follow their hobbies can live
in camps and hotels. They often eat local
food although many of them would like
a Chinese breakfast. Shopping is not
something they focus on,” said general
manager Anders Ellemann Kristensen.
Clement Koh vice president, sales &
marketing, General Hotel Management,
said younger Chinese travellers between
30-45 years old use online social media
platforms intensively. “This makes such
a platform indispensable in our arsenal
of marketing tools to target this market.”

The
affluent
Chinese
traveller is
more likely male than female
is just over 40 years of age
makes about three overseas trips
a year
loves tax-free shopping (France is
the top destination this year)
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India remains
a rich source
The rupee continues to slide, but your
confidence in India’s luxury outbound travel
market should not. Rohit Kaul tells you why
A slowdown in India’s

economy and the depreciating
rupee have failed to derail the
growth of its outbound luxury
travel market, according to travel
experts.
In 2011, the number of millionaire households in India with
financial wealth of US$1 million
rose by 28,000 to a total of 134,000,
figures from the Boston Consulting Group show.
“These statistics indicate that
the number of rich in India is
growing and for this segment,
luxury travel is more of a necessity. So, I don’t think that the slowdown has affected this market,”
said Karan Anand, head-relationships and supplier management,
Cox & Kings.
Agreeing, Urvashi Sahay,
founder & CEO, Excluzen.com,
said: “The rupee value might have
depreciated against the dollar but
this hasn’t dampened the growth
in this market. Special discounts,
loyalty programmes and a variety
of new booking technologies like
mobile are helping the Indian
consumers find those affordable
deals and travel to their desired
locations.”
Travel consultants note that
Indian luxury travellers these
days are not looking for specific
destinations but exclusive ad-

dresses with minimum intrusion. “The destination may be
Singapore, Melbourne or just
somewhere in Switzerland. The
Indian luxury market has moved
from destinations to experiences.
Earlier, it used to be staying in a
five star property and hiring the
most expensive services. It has
moved to the chartering of flights
and renting chalets and castles in
exotic locations,” added Anand.
Destination marketers see a
similar shift. Ryna Sequeira, marketing manager-India, Tourism
Queensland, said: “Indian travellers have evolved over the years
and are getting increasingly experimental, researching their holidays
online and seeking advice from
luxury travel experts as well. They
want their value for money and
are open to explore destinations
unconventionally.”
According to Sahay, uniqueness
is one of the guiding principles
of luxury, so upmarket travellers
expect a higher degree of privacy
and custom-tailored products and
services. “Experiences like New
Zealand Wine Tours are preferred
by customers these days,” she
added.
Indian luxury travellers are also
looking for boutique hotels with
personalised services and those
travelling with friends and fami-

Royal Caribbean Cruises

Above Ocean cruising, small ship cruising, yacht experiences are all seeing ‘exceptional’ growth

lies opt for villas with four to eight
bedrooms.
“There are those opting for
skiing in St.Moritz in Switzerland
and castle stays in Ireland though
the numbers are still small. The
one area where growth is obvious
is cruising – ocean cruising, small
ship cruising, yacht experiences are
all reporting exceptional growth,”
said Gauri Jayaram, regional director, South Asia & Middle East,
Globus Family of Brands.
According to Sahay, one of
the biggest myths regarding this
market is that people often think
that this segment only caters to the
super rich and celebrities. “On the
contrary, luxury also caters to aspir-

The rich
Indian
traveller
now goes
for

ing needs and desires. There is a
whole new demographic change
and these aspiring customers are
also spending on luxury travel.
“The second myth is that if
you indulge in luxury, it will hit
your pocket hard. But now since
many flexible modes of payments
are being offered to customers,
luxury has become affordable
and does not hurt your pocket at
once,” she added.
Anand believes the biggest
myth about this segment is that
it is not price-conscious. “Being
ultra-wealthy does not mean that
one will splurge or indulge in
services that are unnecessary,” he
noted.

Being ultrawealthy does
not mean
that one will
splurge or
indulge in
services that
are unnecessary.
Karan Anand, head
– relationships
and supplier
management,
Cox and Kings

experiences, not specific destinations, e.g. renting castles in exotic
locations or enjoying wine tours
cruising – ocean cruising, small ship cruising, yacht experiences
value for money

TTG Asia luxury 47

forum design hotels

HOW TO BE
RELEVANT
Design, hip, boutique, art, trendy hotels – whatever you call
them, they have become a part of the industry. The question is,
how do they remain stylish and relevant when consumer needs
change rapidly? Leading hospitality design companies tell
Raini Hamdi, plus a look at how two design hotels do it

ON THE PANEL
(from left)

Lyndon Neri

Founding partner, Neri & Hu Design
and Research Office (HDRO)

Christopher Chua

Associate director-architecture,
Blink Design Group

Warren Foster-Brown
Managing director/owner,
FBEYE International

Federico Masin
Associate, Hirsch Bedner Associates
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Q. What breakthroughs in design
hotels would you like to see?
Masin The rapid expansion of
the middle class in the emerging
economies is generating large and
somewhat ‘generic’ hotels. The effort of making luxury available to
large numbers of people is eroding the idea of luxury itself, into
what I call ‘generic luxury’. True
luxury requires unique experiences, so I welcome anything that
is not generic. It could be how the
hotel incorporates local traditions,
or the way the service is delivered
– many things.
Neri I’d like to see a strong cultural agenda. You see it in the
Mercer hotel in New York,
Camper hotels in Berlin or
Barcelona, Amanpuri in
Phuket, Eet Heim in Stockholm, Tawaraya Inn in
Kyoto and Montalembert in
Paris, to cite a few examples.
Foster-Brown We would like
to see more flexibility
in incorporating the
local culture and

sense of place in every project,
as this will make it unique on its
own accord.
As well, the use of technology
to check in from airport, or before
departure, and to access the room
using mobile phone, credit card or
identity card which is embedded
with magnetic strips and chips.
The ability to weigh your luggage
and check in to airport from hotel
could be another breakthrough –
we did work on this for a project,
but it never came to fruition.
More control over the room ambience with mood lights and connectivity options that are easily
understood. It is rather annoying
to spend half the night figuring
out how to turn the lights off.
I would like to see new concepts in bathrooms, knowing how
important the shower experience
is. In short, the design identity
of the hotel should bring about
unique experiences, new comforts
and new indulgences.
Chua Most design hotels that I’ve
observed in my work and leisure
travel suffer from what I would
call a ‘disjuncture’ in experience –
over-designed spaces, over-trendy
materials, an almost ‘trying too
hard’ feel that can come across as
a little kitschy. The small details
that should work – lights, switches, showers – but don’t, due to design taking precedence, can be an
overall letdown. To me, the small
stuff are the grand gestures.
A good breakthrough is to transcend design from being purely
aesthetic into a realm where space,
form, intimacy, grandeur, senses
and technology are a holistic, living reprieve. Adrian Zecha and
his team have managed to epitomise this.
What I find missing is a good

reading and profiling of a guest, i.e.
identifying whether he wants to be
serviced and greeted or left completely undisturbed, whether he’d
rather check in en route from the
airport than the 20 minutes standing
at the reception, etc. Can we design
a hotel that allows ‘pure’ luxury
in terms of individual service and
attention to needs and likes? Have a
supple design that allows for slight
room adjustments for repeat guests
that prefer their work desk a certain
way, or public spaces that allow a
guest who always travels alone to
have his own private corner.
Q. Speaking of customer reading
and profiling, what are the big
changes that design hotels must
adapt to?
Masin Perhaps the most interesting
is the emerging middle class in Asia,
which is a heterogeneous demographic group, where anything
that is well-done and well-thoughtthrough will work (but the endresult is ‘generic’ luxury).
Neri Clients are becoming more
global. They have two desires on a
short trip: cultural immersion and a
sense of tranquility. They want the
hotel to have a strong sense of domesticity (home) to give them peace
and rest but, at the same time, these
new customers want a hotel culture
that is contextual and rooted to the
place that they are visiting.   
Foster-Brown We live in a world
when trips are measured in hours,
not days or months, hence the
choice of where one stays has become top priority.
The market is in their mid 20s to
mid 50s, middle to upper income,
well-travelled, technologically-savvy and socially-conscious. Extensive

information on hotels in magazines, newspapers and online
media exposes them to different
hotel designs from around the
world and they have the ability
to choose a hotel that best suits
their lifestyle and personality. The
design, therefore, should not only
offer individualised attention and
personal satisfaction but incorporate a sense of place that most
hotels lack these days.
The increased use and dependence on technology to engage
and retain guests is a key matter
to look into. As tablets, electronic
concierges, in-room connectivity
and entertainment system would
continue to enhance the ambience,
convenience and comfort, design
hotels, unlike traditional hotels,
should compete by providing a
particular lifestyle experience that
would exceed the guest’s physical,
emotional and well-being needs.
Who wants to be at home when
one can be in a home one dreams
of? That’s the dream stay.
Chua The leisure traveller and the
business traveller have merged
into a single domain. Business hotels and vacation resorts now are
almost indistinct in profiling. You
have design hotels for the business traveller, such as East Hong
Kong, with a strong business front
and, conversely, leisure hotels
with excellent work connectivity.
Regrettably, most leisure travellers work on their holidays and
require facilities that they are used
to on their work trips. Business
hotels are no longer the dull,
almost beige format – they front
their public spaces with cool bars,
top-notch restaurants and excellent spa and gym facilities. Design
hotels must be flexible and cater to
this amalgamation.
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Nira Alpina, Switzerland
achieving the ‘fun before formality’, ‘pleasure before protocol’ and
‘snow before show’ concept of
Nira.

A member of Design Hotels, Nira
Alpina reflects the ideas of visionary hotelier, MPS Puri (see Luxury
People). It’s a study in being original in the mountains, with design
as just one of the ways, not the
overriding factor. Raini Hamdi
discovers what makes it original
LOCATION Totally original. It’s
the only one in the Engadin Valley
that is linked by a private, covered
walkway to the Corvatsch cable
car building. For
skiers in winter and
Name Nira Alpina
hikers in summer,
No. of rooms and suites 70
it does not get any
Address Via dal Corvatsch
76, 7513 Silvaplana, Switzerbetter than this,
land
a seamless access
Contact details
to the highest ski
Tel: (41-81) 838-6969
Email: reservations@
domain (3,300m) in
niraalpina.com • Website:
the Upper Engadin
www.niraalpina.com
region and to one of
Switzerland’s most
spectacular hiking areas. That’s
not all: perched on the highest point of Surlej village, Nira
has commanding views of Lake
Silvaplana. So think breathtaking
views of lakes and mountains,
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ideal too for clients who just want
a relaxing, do-nothing or a spa
retreat. For those who need shopping therapy, St Moritz is just 5km
away.
DESIGN At first impression from
the outside, the glass-and-timber
building does not appear particularly original. Inside is what’s
highly original. I’ve been to many
mountain resorts in Switzerland but I’ve never encountered
one that has a real sense of fun,
exuberance and sex appeal. It’s
bold of Puri, for instance, to adorn
the hotel’s walls throughout with
provocative pictures of famous
women by Italian photographer,
Amedeo Turello.
Quality natural fabrics and
furnishings are used and earthy
tones such as chocolate suede, rich
mahogany damasks and natural
Italian stone tiles – not your usual
mountain resort colours – are
employed, resulting in a luxurious, intimate and homely feel to
Nira. Staff’s attitude (youthful and
helpful) also goes a long way in

ROOM Hugely original in boasting floor-to-ceiling windows and a
large sun terrace (all 70 rooms and
suites have these features), which
are a sheer luxury for a mountain
resort. They beam in the gorgeous
views and colours of nature – who
needs to go out? Especially too
when so much care has been taken
to ensure every essential amenity
and service a guest needs today
is all there and works without a
hitch, down to an iPod dock, wireless Internet, espresso machine
and the superb range of reading
material.
F&B Puri’s F&B expertise gives
Engadin new dining choices that
are destinations in their own right.
Stars, on the top floor of the hotel,
is particularly trendy with its
open concept and international
cuisine offering. The tandoori king
prawns, deep-fried lobster with
wasabi mayonnaise and Black Angus entrecôte with Charon sauce
are just out of this world. Judging
from the happy laughter and the
lovely buzz in the restaurant, it is
clear Puri’s gamble to offer a different alternative in Engadin has
paid off.
VERDICT Opened November 30,
2011, Nira Alpina is still a bestkept secret among those in the
know. But I bet that won’t be for
long. Its originality in several important aspects makes Nira Alpina
a great design hotel.
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Le Royal Monceau Raffles Paris
It is impossible not to fall in love
with this Philippe Starck-designed
hotel, which makes you feel
you’ve found home. It’s a study
in looking effortlessly chic. Raini
Hamdi is charmed, beguiled and
bewitched
LOCATION Minutes away from
the famous Arc de Triomphe and
Champs-Elysées.
DESIGN The building dates
back to 1928. It closed in 2008 and
re-opened in October 2010 after
a complete interior transforma-

the bathroom and that awesome
tion. The hotel or project must
bed decked out in plush, crisp,
have inspired French designer
white linen. All this emanates puPhilippe Starck deeply, for only an
rity and cleanliness, what makes
inspired person could produce so
the room feel so inviting.
charming a hotel which captures
Be prepared to be surprised
the Parisian chic completely and
again: my bedside table is actually
encapsulates the Raffles brand
a chair (every piece of furniture
identity as a luxurious residence
has been designed by Starck).
rather than hotel.
The suite has two flat-screen TVs
This property breaks all the
which are hidden
rules in hotel
behind mirrors
design to effect
Name Le Royal Monceau
and are invisible
a homely, comeRaffles
Paris
until switched on.
ly atmosphere.
No. of rooms and suites 85
Genius!
The reception
rooms and 64 suites
is nicely hidAddress 37 Avenue Hoche,
75008 Paris
ART Complementden away, for
Contact details
ing the art and
example; when
Tel: (33-1) 4299-8800
culture slant of the
you check in,
Email: paris@raffles.com
Website: www.leroyalmon
hotel are its own
they make you
ceau.com
art gallery and
feel it’s wonan Art Concierge
derful to have
service which alerts
you back, as if
guests to important art exhibiyou’ve lived there all your life. I’m
tions and happenings. There’s also
certain Starck obsessed over the
a bookstore with a collection of
design details – at every corner, on
700 books on contemporary art,
ceilings, walls, floors, there is an
design and architecture.
interesting artistic detail to look
at – a Siberian knick-knack here,
F&B All the restaurants are dean Italian vase there – yet the final
signer F&B outlets worth looking
product appears so effortless and
at even if you’re not dining in
not at all contrived.
them. The Italian Il Carpaccio has
walls constellated with sculptured
ROOM I booked a Gallery Suite
seashells, for example, while the
of about 65m2 in size, but mirror
French restaurant, La Cuisine,
effects and traces of a personal
recreates the atmosphere of a large
collection – party photos on a
family dining room.
wall, a signed acoustic guitar,
framed handwritten letters, lampVERDICT I’ve never described a
shades with scribbled notes on
hotel as being magical. This one is
them, a scarf here, a pearl necklace
pure magic with its detailed and
there – make this room huge in
perfect execution of the design
personality and residential feel. I
concept. Topped by the fine
was struck by the whiteness of the
service Raffles is known for, be
room and its shine, which comes
prepared to fall in love in Paris.
from the steel and glass world of
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destination singapore

Good, better,

Above Marina Bay Sands

Singapore now has the
goods for luxury tourism but
it needs the human hand in
creating lifetime experiences,
reports Linda Haden
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O

nce a lowly
colonial outpost,
Singapore has
progressively
reinvented itself
into a personification of opulence
and unadulterated excess. The
citystate’s modern skyscrapers,
two integrated resorts, world-class
restaurants and luxury boutiques
belie its humble beginnings, drawing numerous high-spending
tourists to its shores.
Singapore, as outlined by
Horwath HTL’s June 2011 report
on behalf of the International
Luxury Travel Market, remains
an emerging must-see destination
for luxury travellers, and analysts
expect to see further growth in the
number of affluent arrivals.

“The main appeal of Singapore
(for luxury travellers) does not lie
just in its numerous purpose-built
attractions, but also in its fine-dining restaurants, especially those
helmed by Michelin-star chefs,
as well as its excellent shopping.
These will continue to be potent
draws,” said Yvonne Low, executive director, The Traveller DMC.
Not all luxury travellers are the
same. Industry experts observe
the market is generally split into
two camps – moderately well-off
travellers who visit Singapore
solely to shop, dine and stay in the
city’s finest boutiques, restaurants
and hotels; and the ultra-wealthy,
who not only demand the best,
but desire highly personalised
holidays, at whatever the price.

best

Singapore has
a lot of potential for experiential travel,
but too few
(DMCs) are
developing
programmes
that inspire or
excite luxury
travellers.
John Sutherland,
CEO,
Dreamscape
Journeys

A La Carte Productions

Most tourists from the former
group are from the surrounding
region, notably Indonesia, Malaysia and the Philippines.
Individuals from this cluster
tend to stay for up to five days
and are generally keen on visiting
or staying within the integrated
resorts.
The latter originates from further afield, such as Latin America,
China and Russia, and these visitors often dwell longer, enjoying a
wider array of upscale dining, independent sightseeing and leisure
activities including spas.
However, Singapore may be left
behind in the ‘experiential travel’
stakes – which the Horwath HTLILTM report noted as a clear shift
in the mindset of luxury travel-

lers – with individuals from this
segment being no longer satisfied
just lapping up the trappings of
premium products and services.
While the Singapore Tourism
Board has enhanced the nation’s
ability to offer quality tourists
exclusive and unique experiences,
some observers lament that mainstream travel consultants have yet
to catch on.
John Sutherland, CEO of
Dreamscape Journeys, a specialist
in bespoke luxury travel, said that
high net worth individuals were
now on the look out “for holidays
that offer something a little out of
the ordinary and, unfortunately,
not many inbound consultants
in Singapore are able to meet this
mushrooming inherent need”.
He added: “Singapore is a great
place and has a lot of potential
to capture the growing demand
for experiential travel, but too
few (DMCs) are developing
programmes that inspire or excite
luxury travellers.”
Diethelm Travel Singapore
managing director Eric Yap, on
the other hand, believes that

Above Grand masters of Chinese cuisine show off their skills at this year’s World Gourmet Summit
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Five new
luxe
products to
consider
The main
appeal of Singapore (for
luxury travellers) does
not lie just in
its numerous
purpose-built
attractions,
but also in
fine-dining
and excellent
shopping.
Yvonne Low,
executive director,
The Traveller DMC

Singapore’s second botanical
gardens welcomed its very first
visitors on June 29. Bay South
Gardens, the first segment of the
waterfront park to open, features
the “supertrees”, manmade treelike structures, as well as Dragonfly Lake, where visitors can stroll
along the promenade, stopping
to relax in one of four gardens
landscaped to reflect the culture of
Singapore’s main ethnic groups.
Pollen, a two-storey fine dining
restaurant helmed by worldrenowned chef Jason Atherton, is
housed at the Flower Dome, one
of two cooled glass greenhouses
constructed within the 54-hectare
oasis, providing the perfect setting
for an intimate tête-à-tête by the
water’s edge.

W Hotel Sentosa Cove

Singapore’s hotel landscape welcomed the addition of Starwood
Hotels & Resorts’ über-luxury W
Hotel Sentosa Cove on September
16.

Singapore’s geographic size limits
its ability to cater to the luxury
segment.
“There’s fairly little in terms of
infrastructure and services here
to support the development of
exceptional luxury experiential
(tourism) products, even though
Singapore is perceived as a luxury
destination.
“In addition, not all inbound
firms have the creativity or capability of pulling all the components (of an experience) together.”
Yap recommended that inbound firms concentrate on targeting niches to stay on top of the
luxury game.
“That way, they will become
experts in a certain field, and will
be able to meet the expectations of
(luxury) travellers better,” he said.

Above Gardens by the Bay
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Gardens by the Bay

The 240-key hotel features luxurious guestrooms and suites fitted
with customised furnishings,
advance in-room entertainment
systems and exclusive amenities,
including a premium minibar.
Guests are able to unwind at the
property’s outdoor pool, surrounded by verdant views, or at its
in-house spa, Away.
Discerning palates can sample
international fare at The Kitchen
Table or gorge on Latin American
steaks at Skirt before imbibing
concoctions at the Woobar or the
eclectic W Lounge.

National Art Gallery

Singapore’s National Art Gallery, poised to open in 2015, will
be housed within two vestiges of
the city state’s colonial past, the
Supreme Court and City Hall.
The 60,000sqm gallery, touted as a
premier institution for the display,
promotion and research of the
visual arts, will be one of the largest in the region. Its primary focus
will be on 19th and 20th century

South-east Asian art, including
Singaporean artists such as Georgette Chen, Chen Chong Swee,
Chen Wen Hsi, Cheong Soo Pieng
and Liu Kang. As well as being
a hub for fine art enthusiasts, the
National Art Gallery will also play
host to conferences, seminars, film
screenings, performances and private functions.

ESPA Spa at Resorts
World Sentosa

Designed with total escapism in
mind, the new ESPA at Resorts
World Sentosa is the region’s largest integrated destination spa offering a wealth of natural-based treatments and wellness programmes.
Spanning over 10,000sqm, the first
ESPA in Singapore made its debut
in July.
It is nestled in a cluster complex of small-scaled buildings
set against a lush tropical landscape within the West Zone of the
sprawling Resorts World complex.
Soothing warm colours and subtle
natural textures dominate the tran-

quil spa’s vast interior, bringing
the great outdoors in.

Dean & Deluca
Singapore

Dean & Deluca, the famous gourmet store and fine food purveyor
from New York, unveiled its latest
outpost in Singapore in June. Situated in Orchard Central right in
the heart of the citystate’s shopping district, the new store is a
hotspot for hungry gastronomes.
A mouth-watering and bewildering array of artisanal cheeses and
charcuterie greet visitors as they
first step into the store. Edible
delights from across the globe line
steel shelves, featuring the store’s
signature private labels and
premier brands. A 50-seat cafe
serving an assortment of salads,
quiches, pies and sandwiches sits
at the very end, providing weary
shoppers with a space to rest their
feet. Fresh breads, cakes, muffins
and pastries are whipped next
door in a bakery, as the sensuous
aroma of coffee permeates the air.

Above ESPA Spa at Resorts World Sentosa, the region’s largest integrated destination spa
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From finery to

From getting the hands
pampered, oiled and
massaged, to getting the
hands dirty. CSR is beginning
to have a following in
Thailand – but classic luxury
remains the mainstay, reports
Timothy France
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olunteer work,
social responsibility
and homestays are
not stable mates of
luxury travel, but
the three segments are beginning
to align with the well-heeled in
Thailand.
The fledging tendency among
luxury travellers towards a handsdirty holiday in Thailand has its
roots in the MICE industry.
“Incentive programmes are the
driving force behind CSR. It has
been a success in the MICE sector,
and now it is being incorporated
into the leisure FIT market,” said
Niels Steeman, group product
director of Destination Asia.
“Today the luxury market has a
tendency to be more active. Travellers want to do something, not
just stay at a beach resort. They
also want to give back, so we are

doing a lot of CSR in combination
with active tours.”
Destination Asia products offer a balance between CSR and
off-the-beaten track, with trekking
programmes and suitable homestays in the north of Thailand.
On an average six-day luxury
tour, one full day will usually be
spent on CSR activities that may
include painting, planting, building or cleaning, but without any
financial element.
Presently, luxury travellers
from the US generate the bulk
of demand for these types of
activities, and repeat visitors in
particular are showing an interest.
Australia is also coming up gradually, while there is less activity in
other markets.
The following is still small,
with less than five per cent of
bookers overall opting for a CSR

greenery

or homestay option.
Khiri Travel Thailand has not
seen much demand for CSR from
its luxury travellers, but general
manager Andre van der Marck
foresees that the concept and soft
adventure could take off in the future for Thailand. “Luxury clients
are becoming more proactive and
demand more flexibility in their
itineraries,” he said.
Currently, most of his US
high-end visitors are opting for
the “classical itinerary”, sticking
to the same products and familiar
destinations. A typical itinerary
would start and end at a Bangkok riverside resort such as the
Mandarin Oriental or Peninsula,
perhaps a day trip to the River
Kwai, before flying up to Chiang
Mai and Chiang Rai, where the
Four Seasons Elephant Camp is
still very popular.

Sometimes, a trip to Siem Reap
and the Angkor Wat, or increasingly Myanmar, will be taken,
before a beach extension to Phuket
or Koh Samui. Other beach destinations such as Khao Lak and
Krabi are not widely known outside of the German and Scandinavian markets.
Post-Lehman crash, ultra-luxury travellers are becoming pickier.
They want to make sure their
US$3,500 spend per trip is well
spent, said van der Marck.
Expectations are high. Travellers expect limousine service,
private tours and informed,
foreign language-speaking guides.
Recent feedback has shown up
a lack of quality guides. ”When
people pay so much money, they
want and expect everything to be
perfect. Many American travellers
complain that local guides do not

Above Combine the high life at Mandarin Oriental Bangkok
(left) with some serious brow-sweating rice-planting (top)

Luxury clients
are becoming more
proactive and
demand more
flexibility in
their itineraries.
Andre van der
Marck, general
manager, Khiri
Travel Thailand
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speak good enough English,” van
der Marck said.
In terms of activities, Khiri
reported bookings of helicopter
trips from Bangkok to the River
Kwai, and Chiang Mai, at a cost of
US$10,000 per day. Yacht charters
are also up this year, with Asia
Marine, a Phuket-based yacht
management company, reporting
an increase in bookings for large
luxury yachts, particularly from the
Russian market.
Yet, in spite of a growing number of luxury hotels in Thailand,
there is an overall shortage of
ultra-high end attractions in the
kingdom.
Van der Marck said: “There are
not many ultra-luxury travel products in Thailand, and few specialist
luxury travel companies or events
operators. Broadly-speaking, the
product range here is very much
aimed at the mass market.”
Steeman expects the MICE market to continue to drive a bigger
following for CSR among luxury
travellers to Thailand. “We are beginning to see a spin-off of luxury
products from the MICE sector into
the FIT market. I expect existing
tours will be adjusted, offering
alternative transport or dining
options to give a new flavour and
appeal.
“If it is not working now, we
are confident it will pick up in the
future. The moment is yet to come,
but we are trying to stay one step
ahead.”

Incentive
programmes
are the driving force
behind CSR.
It has been a
success in the
MICE sector,
and now it is
being incorporated into
the leisure
FIT market.
Niels Steeman,
group product
director,
Destination Asia
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Five new
luxe
products to
consider

137 Pillars House

137 Pillars House is among the
latest additions to Chiang Mai’s
growing portfolio of independent boutique hotels. The hotel
takes its name from an old teak
house which was built by the East
Borneo Company in 1889, carefully restored and set within the
grounds. The colonial architecture
provides a genetic blueprint for
30 palatial guest suites which fuse
history and culture with contemporary style and design. Guests
can enjoy a number of dining options, from lunch on their private
veranda, to tea in the Library Bar
of the original teak house and a
champagne picnic while elephant-

Royal First Class offers greater
privacy with 12 compartmentstyle seats in a separate cabin, and
“the highest degree of personal
service”. Seats have an 83˝ pitch,
26.5˝ width and 180˚ fully-flat
bed recline. The 23˝ Audio Visual
on Demand (AVOD) interactive
touch screen entertainment and
information system offers a wide
choice of channels, plus there is
full connectivity for Wi-Fi, mobile
and SMS communications devices,
and an in-seat PC power outlet.

Vana Belle Samui
Resort & Spa

Clockwise from left 137 Pillars House; Pullman to open in Phuket; The Siam

trekking in the hills. There is also
indoor and outdoor events space,
a spa, pool and fitness centre.

The Siam

Recently opened, The Siam is a
luxury riverfront hotel in Bangkok
spread over 2.8 acres. It features
28 suites and 10 pool villas, each
individually designed with original turn of the century Oriental
artwork and antiques, and each
available with personal butler
service. Guests may also choose
to stay in Connie’s Cottage, an old
teakwood house once occupied by
famed Bangkok socialite Connie
Mangskau, who famously hosted
iconic figures such as Jacqueline

Kennedy, Henry Ford and John
Rockefeller. Steeped in history,
the decadent property boasts four
bars and restaurants, a spa, swimming pool, art gallery, salon and
private pier from which to explore
Bangkok by boat.

Royal First Class

Thai Airways International
(THAI) is deploying the first of six
A380s on key routes from Bangkok to Europe in this third quarter.
Airbus’ standard cabin layout accommodates between 525 pax and
853 pax, but THAI’s Superjumbos
are configured for just 507 passengers, allowing for additional
comfort in all three classes.

Major international hotel brands
are steadily making their presence
felt on Koh Samui, Thailand’s
second largest island, a sure sign
of progress and development on
the resort island.
Starwood Hotels & Resorts’
Luxury Collection will make its
debut on the Gulf island in the
final quarter of the year when
Vana Belle Samui Resort & Spa
opens for business. Located on
beachfront real estate in Bo Phut,
near Chaweng Beach, the property will feature 159 rooms, suites
and villas, a gourmet restaurant,
swimming pool and spa.

Pullman Phuket
Arcadia Naithon Beach

Commanding clifftop views over
the Andaman from the peninsula at the top of Naithon Beach,
Pullman Phuket Arcadia Naithon
Beach Resort is scheduled to open
at the end of the year. The property will offer 281 keys including a
selection of villas and pool villas,
three restaurants, two bars and
five function rooms. Leisure facilities include a main pool, separate
kids pool, fitness centre and spa.
As well as direct beach access,
guests can enjoy golfing, boating,
jet-skiing and cycling excursions,
while it is only a short drive to
many of Phuket’s cultural and
entertainment attractions.
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Harbour of high

Nouveau riche Chinese
are keeping Hong Kong’s
luxury travel professionals
on their toes to deliver the
high life in the harbour.
Everyone benefits,
Prudence Lui reports
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H

ong Kong has
always been a
top pick for the
well-to-do, thanks
to its well-developed infrastructure, glamorous
shopping malls and high-class
restaurants. Now, a new source
– nouveau riche Chinese – is the
added impetus for the destination to further shape up its luxury
offering.
Hong Kong’s travel professionals are busy these days learning
how to please and earn the loyalty
of VIC – Very Important Chinese
– a golden tap whose potential is
not fully turned on, yet already
provides a plentiful flow, thanks
to a less restricted visa policy for
mainland travellers.
“Just looking at the increase
in private jet arrivals from China
tells us that this is a big market,”

said Associated Tour vice president, Ken Chang.
“But how do we get these
private jet passengers from China
to do a full Hong Kong experience
than just shopping, business meeting and eating a meal? That is the
question.”
The needs of this niche market are fast-changing, forcing
experts such as Chang to be on
their toes in order to keep up.
Wing On Travel has already noted
a thirst among a new breed of
Chinese travellers for dining at
Michelin-star restaurants, shopping in private and experiencing
out-of-the-ordinary activities such
as horse-racing. A spokesman
attributed this to a high number
of repeat travellers who crave for
novel tours, word-of-mouth referrals, promotional initiatives by the
Hong Kong Tourism Board and

life
Left Landmark Atrium, home to the flagship stores of countless international brands
Above Dining options such as Zuma Hong Kong make the wealthy hungry for a bite of the high life in the SAR

informative online platforms that
open the travellers’ minds to new
ideas on how to “do” Hong Kong
in style.
“Clients these days aren’t keen
on shopping at the usual shopping spots. They want higher flexibility, for example, as much or as
little time to spend on shopping,
and they prefer a private visit at
the famous brands,” explained the
Wing On spokesman.
Wing On works with a credit
card company and several famous
branded shops in arranging for
shops to be closed for private
viewing of VICs, with special
discounts offered only to these
clients.
For even if they are well-off,
luxury travellers still want value
for money, real or perceived.
Siam Sattayaphan, sales manager of Quintessentially Travel,

sister company of private social
members’ club, Quintessentially,
observed: “Although travellers
want a luxury product, they are
looking for more value-added
features and value for money.
“For example, instead of booking business class, they book premium economy (air seats). Hotel
preferences have also shifted from
the established brands to genuine boutique properties. In Hong
Kong, you could credit this shift to
the rise of properties such as The
Upper House.”
Asked then if rising costs in
Hong Kong would deter the
growth of luxury travellers, experts said price was not the determinant. Rather, expertise is, and as
long as they are able to accurately
understand the needs and deliver
the goods, luxury travel firms are
able to continue to see strong rises
in the niche segment.
Said Lightfoot Travel co-founder and director Lucy Jackson:
“Price used to determine luxury,
but that has changed. Luxury, for
me, is experiential and is about
providing the personal service.
For instance, you need to know
the right people in order to get

into the Hong Kong Club, a prestigious private members club in
the heart of Central.
“The city has got potential
and lots to offer (luxury travellers), from private guided tours to
special experiences such as overnights in luxury junks and French
dining in the countryside.”
Lightfoot is seeing good growth
in luxury traffic from Singapore,
Malaysia and the UK.
“The China market will be fascinating as well,” said Jackson.

Price used
to determine
luxury, but
that has
changed. Luxury, for me,
is experiential
and is about
providing
the personal
service.
Lucy Jackson, cofounder/director,
Lightfoot Travel
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commenced full operation in March. It
is located in the reputable fishing
village on the tip of Lantau Island, a
spectacular spot for visitors to experience Tai O’s unique culture, heritage
conservation and natural environment. A free guided tour showcases
the site. Don’t miss the Tai O Lookout
restaurant, which features a glass roof
that enables you to dine under the
stars.

Kai Tak Cruise Terminal

From left Ammo Café; Tai O Heritage Hotel

Four new
luxe
products to
consider

Asia Society Hong Kong
Center
Four former military buildings circa
1860s and 1940s, historically used to
store and mix explosives, have been
revitalised and are now open to the
public for the first time in history. A tour
offers visitors the chance to learn about
the conservation and adaptive reuse of
the former British military structures.
After the stroll, chill out at the 50-seat
Ammo Café which offers Mediterranean fare.

Tai O Heritage Hotel

The historic Old Tai O Police Station has
been revitalised and converted into a
nine-room Tai O Heritage Hotel, which
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The Kai Tak District, which was home
to the Kai Tak International Airport,
is being redeveloped into new uses.
A new cruise terminal will open
mid next year at the former runway,
enabling more luxury cruise liners to
call on Hong Kong. A cross-boundary
heliport is also planned at Kai Tak
Point to meet an anticipated growth
in cross-boundary helicopter services.
New hotels in the area are preparing
to open in the next 12 months, including the Pentahotel Kowloon.

Auberge Discovery Bay

Set to open in late 2012, the premium
resort is located in Discovery Bay on
Lantau Island. The hotel has 325 seafacing rooms and suites, an all-day
dining restaurant boasting panoramic views of the South China Sea,
1,300sqm of events space, a spa and
the first-ever seaside chapel designed
for weddings.

luxury people MPS Puri

Puri-fying
By Raini Hamdi
What inspired you to launch Nira
Hotels & Resorts?
It was time! I had gone to the best
schools – Raffles, Fullerton, Rosewood, Ritz-Carlton, Peninsula,
GHM (General Hotel Management), to name a few. It was time
to deliver a guest experience
which was my vision, rather than
the vision of other people.
What does Nira mean?
Nira is a Sanskrit word that means
pure or purity.
How did it all come together for
Nira?
I was looking for a partner to start
Nira and serendipitously met the
venerable Choudhrie family that
believed in my dream and decided to partner me.
What did you borrow specifically
from (a) Raffles (b) Fullerton (c)
GHM?
Raffles: I spent
10 years with
He’s held top-level positions with some of
them and these
the best names in the business. So when it
were some of
my best years.
comes to his own, London-based Nira Hotels
I learnt en& Resorts’ founder and CEO, MPS Puri,
trepreneurial
skills and how
knows just what to do
to modernise
a legend and
make it relevant to the times. Had
a great mentor, Jennie Chua.
Fullerton: I learnt how to position
a historical monument as a grand
hotel. Learnt how to deal with
adversity.

GHM: Hans Jenni (who cofounded GHM with Adrian Zecha
and is president/CEO of the
company) was a great inspiration
and believed in me. The launch
of the Setai in Miami was monumental. Having a lean corporate
structure is good advice.
What would you dislike to borrow from these brands?
Corporate hierarchies – they are
ineffective and redundant.
What gap in luxury travel do you
feel is absolutely still underserved, where Nira could do
better?
Service remains the most sought
after commodity in hospitality,
coupled with value for money. Relationships are hugely important.
With employees, guests, suppliers
and all partners. We would like to
remain focused on these.
How important are Asian luxury
travellers to Nira?
Very important. Asia is the future!
What’s your expansion goal and
strategy?
Three clusters, Indian Ocean & Africa, Europe and South-east Asia.
I would like to have 10 hotels by
2015, but the right ones. Want to
grow only if it makes sense.
What is your own personal idea
of luxury?
A week at Tawaraya in Kyoto, or
in a game reserve in Africa. Perhaps on a farm in Italy.
TTG Asia luxury 63

case study responsible luxury
Its gleaming trio towers
and swanky lifestyle
infrastructure belie
Marina Bay Sands
(MBS) Singapore's
strong sustainability
slant. Even famous
American singersongwriter Jason Mraz
was sold. Raini Hamdi
studies how MBS creates
meaningful stays
When green advocates like Jason
Mraz meet green developments
such as MBS, the result can be
refreshing.
MBS did a thorough research
on Mraz, who was checking in at
the resort as part of his South-east
Asian tour this year, and discovered his lifestyle is founded on
recycling, reuse and conservation
of resources.
Already boasting green rooms –
starting with sustainable products
in the drywall, paint and even the
carpeting – MBS proceeded to ecocustomise over 20 rooms for Mraz
and his entourage.
This included paperless checkin/check-out; composting his food
waste; and using stainless steel
water bottles, reusable cloth tote
bags and chemical-free cleaning
equipment. It also unplugged all
electrical appliances from their
wall sockets to lower plug loads
and provided LED energy-saving
lights.
Mraz’s diet has a lot of fruits,
vegetables and nuts, and his team
was highly conscious of their carbon footprint. So MBS provided
compost bowls for food waste in
each of the rooms and this went
into the resort’s organic waste
decomposing compost machine,
which converts food waste into
clear water that is then channelled
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Jason Mraz on responsible travel
at Marina Bay Sands

“Upon entering my room I discover that
nothing is plugged in, which is a totally
different experience from the start. Usually
when I walk into a room, every light is on,
including the TV. But here at the Sands, they
know they are saving energy AND money
by not leaving everything on.
In fact it’s their standard operating procedure to only plug something in if the guest
plans to use it.
There’s also:
- no paper check-in or check-out
- composting bowls to separate the organic waste from the rubbish
- recycle bins
- And even a carbon footprint report to
let you know your score as a guest based
on how much water, air and electricity you
used during your stay
- AND the hotel will organise the planting
of a tree and/or water lilies for you to offset
your carbon!
Amazing. Thank you, Marina Bay Sands.”

for multiple purposes.
Luxury travel planners can
take comfort that hotels which
are CSR-principled do go out
of the way to meet eco-friendly
objectives of their clients.
“We’ve seen a small but
growing proportion of luxury
travellers who want to be aligned
with their sustainable principles,
wherever they travel around the
world,” said Kevin Teng, MBS’
director of sustainability.
“It is often illustrated in small
measures, like switching off the
electricity and air-conditioning
in the room before heading out.
It also comes out in larger decisions, like where and what to eat,
shop and play.”
Being a new development,
the resort was able to step on
the green pedal from the design
phase. A lot of natural lighting,
for instance, is used throughout
the property to minimise energy
usage. The property’s Intelligent
Building Management System
has over 60,000 control points,
allowing automated controls
over lighting, heating and water
supplies for the entire building
depending on the time of the day
and weather conditions.
Its air-conditioning system
uses chilled water that comes
from water-cooled chillers, which
are significantly more efficient
than air-cooled models. The heat
that is emitted from the chillers
is reclaimed by heat pumps. This
reclaimed heat is then used to
provide hot water to the hotel
and some restaurants, reducing
energy consumption.
By using low-flow fittings, it
saved more than 92 million gallons of water and 6.3 million kwh
in energy savings consumption
last year.
Now in its third year of operations, MBS is further ramping
up on its sustainability practices,
which are aligned with parent
Sands ECO360 programme.
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There’s nothing like di scovering
the pleasure of business

There’s nowhere quite like Australia. This is
why Sydney was the perfect incentive
destination. After being welcomed like locals,
the group were treated like guests. They had
exclusive access to the famous sights – from
a team sailing regatta on Sydney Harbour to
getting up close to the wildlife at Taronga
Zoo. The farewell dinner in the Botanic
Gardens was extraordinary, with the Sydney
Opera House providing an inspiring backdrop.
Watching the team immerse themselves in
the program, it was clear this was one
business event they would never forget.
David, Event Planner.
Visit businessevents.australia.com
for everything you need to plan your
Australian event.

