Bold ambitions

The pandemic is fueling AsiaPacific travellers’ appetite
for wellness tourism, making
the region shine for European
destinations keen to tap the
thriving sector

From airline expansion to major
infrastructure developments, Saudi
Arabia is going all out to power its
Olympic-sized tourism ambitions

PPS 1885/02/2017(025627)

In pursuit of wellness

No. 1785/September-October 2021

Hale and hearty
It is not all doom and gloom on the hotel scene, as some hotel companies are
using the tourism downtime to catalyse their business evolution and bring
about new opportunities for growth while supporting the community
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Asia is one region but every
nation is different in many
ways, which makes a mutually
agreed upon travel restart
strategy challenging to
achieve.

he month of September has
brought Asia’s travel and tourism industry some improved
developments – mostly stemming from governments deciding to take
a positive step towards reopening their
borders for tourism.
Singapore’s all-purpose Vaccinated
Travel Lanes (VTL) with Germany and
Brunei kicked off on September 8. The
first day of applications on September 1
attracted 735 applications from Germany
and 20 from Brunei – a mix of short- and
long-term pass holders. More encouragingly, the VTL announcement spurred
a lively revival of outbound travel plans,
with leisure travel and incentive programme specialists welcoming a spike in
enquiries for travel as early as 4Q2021.
Malaysia finally gets the green light for
domestic tourism resumption, with Langkawi leading the way. Some 2,500 fully
vaccinated tourists from Kuala Lumpur
arrived on the island when it reopened on
September 16.
Thailand already has Phuket and Khao
Lak reopened to fully vaccinated international travellers, with Bangkok, Chiang
Mai and Pattaya lined up and ready to do
the same.
Indonesia and Cambodia have plans to
reopen some regions to fully vaccinated
international travellers before the year is
over – Bali and Bintan are on the cards
for Indonesia while Cambodia has yet to
unveil official plans. Still, hopes are up
because Cambodia will host the ASEAN
Tourism Forum in January 2022, with an
in-person show component, which means
tourism reopening will have to begin
somehow and soon.
Vietnam will pilot a vaccine passport
programme for international visitors to
Phu Quoc island towards the end of 2021.

As Asia inches towards tourism resumption, destination promotions are
picking up. The Philippine Tourism Promotions Board, Tourism Authority of
Thailand and the Japan National Tourism
Organization are among the most active
in the region, driving renewed communications aimed at the travelling public as
well as trade buyers.
However, it is clear that the region is
reopening far slower compared to other
major tourism regions such as Europe
and the US. This is despite Asia being the
first region in the world to take Covid-19
seriously and to respond with practical
and strict containment measures.
Many obstacles remain: differing pace
of national vaccination, which impacts
the extent of activity resumption; differing list of recognised vaccines; differing
travel restrictions that continue to change
with every new wave of infection and add
to travellers’ confusion; and differing political stance on pandemic management,
which has ruined potential travel green
lanes.
Asia is one region but every nation is
different in many ways, which makes a
mutually agreed upon travel restart strategy challenging to achieve. In November
2020, South-east Asian leaders said they
would establish an ASEAN travel corridor to facilitate essential travel within the
region. Months on, that bubble is still in
discussion.
While intra-Asia travel was once a critical economic driver, Asia’s slow reopening
may force tourism recovery to lean towards intra-region travel instead, changing how destinations determine their
post-lockdown source markets and impacting the success of many trade events
here that rely heavily on the presence of
Asian buyers.
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From airline expansion to major infrastructure developments,
Saudi Arabia is going all out to
power its Olympic-sized tourism
ambitions. By S Puvaneswary
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Travel Hall of Fame

Since 2002, TTG Asia Media has honoured luminaries that have won
the prestigious TTG Travel Award for at least 10 consecutive times
for the same award title in the
Travel Hall of Fame.
At present, these exceptional organisations
and their years of induction are:
• Singapore Airlines Limited (2002)
• Singapore Changi Airport (2002)
• Hertz Asia Pacific (2005)
• Royal Cliff Hotels Group - The State of Exclusivity
& Fascination (2006)
• Star Cruises (2008)
• Sabre Asia Pacific Pte Ltd (2009)
• SilkAir (Singapore) Private Limited (2010)
• Lotte Tour (2011)
• Hong Kong International Airport (2013)
• Raffles Hotel Singapore (2013)
• Regal Airport Hotel (2015)
• Banyan Tree Spa (2015)
• Qatar Airways (2016)
• Thai Airways International Public Company Limited (2016)
• Thailand Convention & Exhibition Bureau (2016)
• Royal Plaza on Scotts (2018)
• Royal Caribbean International (2018)
• Best Western Hotels & Resorts (2019)
• Travelport (2019)
TTG Asia Media is pleased to announce that it has
set up a virtual TTG Travel Hall of Fame (www.ttgtravelhof.
com), which will enable us to showcase the accolades, artefacts and
memorabilia of the region’s most exceptional travel organisations in
a far more effective way and to a global audience.
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Hale and hearty
It is not all doom and gloom on the hotel scene, as some hotel companies are using the tourism downtime to catalyse
their business evolution and bring about new opportunities for growth while supporting the community. TTG Asia reporters
profile some players that have done things differently and successfully the past year

Moving forward, Club Med will continue to expand its portfolio. It launched
Club Med Seychelles this March, and
will add two new resorts in China later
this year. Come 2024, Club Med Borneo
Kota Kinabalu in Sabah, Malaysia will
open with 400 rooms as well as AsiaPacific’s first Club Med tennis academy.
– S Puvaneswary

Dusit International
...travel will come back
stronger than ever when the
Covid-19 situation improves.
Suphajee Suthumpun
Group CEO, Dusit International

Above: Crimson Resort and Spa Mactan offers a Travel Concierge that
helps guests cope with travel paperwork

Chroma Hospitality

Chroma Hospitality has undertaken several initiatives for three of its existing
hotels and resorts, with two more brands
– Grafik and Quest Residences – to grace
the city of Baguio.
With Philippine destinations subject
to frequent lockdown changes, the Travel
Concierge at Crimson Resort and Spa in
Boracay and Mactan, Cebu lessens guests’
confusion by keeping them updated with
the latest travel regulations and helping
them complete required documents.
The two resorts have also partnered
with AirTaxi.ph to fly guests directly to the
resorts and back, avoiding airport queues
and crowds. “Demand is picking up as
private point-to-point travel is becoming
the new norm,” said country head James
M Montenegro, adding that guests were
also choosing to keep together in bubbles
while in the hotels.
Over at Quest Plus Hotel and Conference Center Clark, the next goal is to partner with other countries to create event
bubbles after successfully hosting a sports
bubble in Clark New City for the Philippine Basketball Association, International
Basketball Federation, and the Israeli
swimming team. A volleyball bubble is
now in the works.
Montenegro explained that such event
bubbles are a growing market, and the
company is now “fast-tracking vaccination of all our colleagues” to ensure that
properties can continue to support and
welcome future event bubbles. As of press
time, Chroma’s Mimosa Plus Estate and
Quest Clark team are 90 per cent vaccinated.
“We also want to create a bubble to
attract South Korean golfers as our caddies are all vaccinated. This will hopefully
jumpstart international tourism for the
Philippines,” he enthused.
In terms of portfolio expansion, Chroma recently signed a partnership with
the Bases Conversion and Development
Authority, the developer of New Clark

City, to build a Grafik Hotel and Quest
Residences in a 5,700m2 site in Camp John
Hay in Baguio.
Geared towards millennials and youngat-heart travellers, Grafik Hotel will offer
some 180 rooms, two restaurants, a graband-go deli, a ballroom and a wellness
centre. The first Quest Residences will sit
in an independent tower but connected
to Grafik Hotel via a sky bridge, allowing
residents to enjoy hotel facilities. – Rosa
Ocampo

Club Med

Although Club Med has no resorts in
Singapore, it has been able to maintain
engagement with target customers in the
city-state during the pandemic through its
Body & Soul programme.
The Body & Soul programme has its
roots at Club Med Bintan, Indonesia,
where it has for the past decade welcomed
guests from all around the world in need
of a holistic wellness escape.
This year, the programme arrived in
Singapore, via a partnership with Pan
Pacific Hotels Group, providing travelstarved residents with a unique wellness
retreat right in the heart of the city.
Rachael Harding, CEO, East and South
Asia & Pacific with Club Med, said the

programme was a hit, drawing mostly individuals and couples who were interested
in fitness and wellness programmes, and
“wanting to have a different staycation experience in Singapore”.
The programme marries the best of
Club Med’s extensive schedule of fitness classes and wellness workshops
with Parkroyal Collection Marina Bay’s
lifestyle offerings such as farm-to-table
experiences, garden-in-a-hotel surroundings, and more. From yoga and barre, to
urban farm tours and mixology sessions,
the programme elevated the typical hotel
staycation programme.
The company is continuing to innovate
its product offering, with the creation of
Worktainment, a new approach to corporate teambuilding, as well as Work Hub,
which invites guest to work from some of
the most beautiful vacation spots in wellequipped spaces.
For the rest of the year, Club Med is
preparing for the tourism rebound. It has
maintained guest engagement through
curated content. For example, Thrive
Again by Club Med comprises digital content that highlights never-before-seen local destination insights for keen learners,
exclusive travel tips as well as special features of go-getters within the organisation
and inspiring personalities.
Harding shared: “We aim to instil a new
spirit of optimism in our guests, partners
and local communities, helping to renew
and ignite their journeys to getting back
to their best selves.”

Dusit International has adopted a technological transformation strategy throughout the pandemic, with the aim of identifying new business opportunities to meet
the shifting needs of the market and pursue sustainable post pandemic growth.
The Thai hotel chain has completed the
first stage of this project, which includes
investments in the latest cloud-based ERP
(Enterprise Resource Planning), CRM
(Customer Relationship Management),
and data management software. The move
enables group-wide efficiency across five
business units – Hotels and Resorts, Hospitality Education, Food, Property Development, and Hospitality-Related Services.
The investment also seeks to leverage
big data to create exceptional consumer
experiences and identify new business
opportunities in line with Dusit’s threepronged strategy for balance, expansion,
and diversification.
While the technological transformation was set in motion in 2019, it is now
being expedited to increase business resilience in response to the pandemic. The
project is far-reaching, involving Dusit International’s 24 different entities across 17
countries.
Group CEO Suphajee Suthumpun said
these investments in such uncertain times
might go against the grain, but the key to
post-pandemic tourism recovery would
require the company to precisely read customer needs – something data and intelligence could enable.
At the same time, Dusit International
has continued to grow its footprint. It
entered Oman with the dusitD2 Naseem
Resort, Jabal Akhdar, and opened the
third property in Thailand’s Hua Hin with
dusitD2 Hua Hin.
“The pandemic will be felt for some
time. However, we believe that travel will

From left: Club Med takes its wellness programmes to Singapore in partnership with Parkroyal Collection Marina Bay;
Dusit International opens dusitD2 Naseem Resort, Jabal Akhdar in Oman

Report: Hotels & Resorts

come back stronger than ever when the
Covid-19 situation improves,” remarked
Suphajee, adding that the moves taken
now will allow the company to drive
short- and long-term business, extend
market reach, and cement its competitive
advantage globally. – Suchat Sritama

Far East Hospitality

One mission stood out for the leadership
at Far East Hospitality (FEH) when the
pandemic set in – the tourism downtime
finally presented an opportunity for the
Singapore-headquartered hotel company
to slow down and focus on a long desired
transformation.
Arthur Kiong, CEO of FEH, told TTG
Asia: “Transformation has been brewing
in my mind for a long time...but we could
not (do it) because we were so busy running at marvellous occupancies and delivering very high GOPs. We were trapped in
a problem of success.”
As governments around the world established travel restrictions and closed
their borders, Kiong set to work a transformation task force with the mission to
reinvent the local mid-tier hotel operator into a world-class manager of lifestyle
brands.
He believes that as successful as FEH
has been, it cannot grow any further as a
local mid-tier hotel operator. “We have to
reinvent ourselves to do something else
and grow,” he said.
The transformation entailed six major
tasks: experience creation, where different guest experiences were programmed
for each brand; geographical expansion,
which saw the launch of new hotels in
Japan (Far East Village Hotel Ariake, July
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2020; Far East Village Hotel Yokohama,
June 2021) and Australia (Quincy Hotel
Melbourne, May 2021); new business creation, where FEH entered the luxury hotel
segment with The Barracks Hotel Sentosa
and The Clan Hotel Singapore as well as
launched its own spa business with Oasia
Resort Sentosa; product refurbishments;
job redesign to allow the company to create jobs that will attract Singaporeans; and
lastly, sustainability and productivity realignment to approach processes in a more
holistic way.
Kiong is particularly proud of FEH’s
success so far in experience creation
through hotel stays. In a post-lockdown
world, he believes that unique destination
experiences are needed to compel consumers to overcome cumbersome travel
procedures, and that hotels with holistic
offerings can contribute to the destination’s quality tourism promise – one that
will attract high yielding travellers that locals will be proud to serve.
Citing The Clan Hotel Singapore as an
example, Kiong said the luxury hotel in
the heart of Singapore’s business district
has been programmed to tell “the quintessential Singapore success story that is not
borrowed from our colonial past”.
The hotel weaves stories of Singapore’s
resilient migrant forefathers into its architecture and design, service, dining experiences and curated precinct tours. It also
highlights homegrown businesses and artisans across various guests touchpoints.
By offering a unique guest experience
that is matched by exquisite service and
theatre, Kiong believes that his hotels are
in a stronger position to command better
rates and avoid a volume strategy. He was
able to test the concept with Singapore’s
domestic staycation market – recognised
as a very demanding segment – throughout the travel lockdown. The outcome:
The Barracks Hotel Sentosa has been
ranked the top hotel on Sentosa Island on
TripAdvisor while The Clan Hotel Singapore is the top hotel in Singapore City. –
Karen Yue

Minor Hotels

We have to reinvent outselves to
do something else and grow.
Arthur Kiong
CEO, Far East Hospitality

Travel challenges notwithstanding, Thailand’s Minor Hotels has chosen to grow its
brands and presence in markets around
the world with an asset light model.
Dillip Rajakarier, the company’s CEO,
told TTG Asia that there was no better
time than now for hotel developers and
investors to expand their portfolio.
In January 2021, Minor Hotels signed
an MoU with China’s Funyard Hotels &

Resorts to form a hotel management joint
venture that will lead the entry of more
Minor brands into China. This came into
force in June.
“We are already reviewing a number of
potential opportunities as a result of the
joint venture, and we are confident that
this agreement will greatly expand our
presence in China over the coming years,”
Dillip added.
Minor Hotel’s sights are not on China
alone. It has earned a number of new hotel signings across its brands for the Middle East. It will launch Anantara World
Islands Dubai Resort in 4Q2021. These
openings will join additions in Europe,
the Maldives and other parts of Asia.
– Suchat Sritama

Ovolo Hotels

Hotel isolation is no bed of roses, and
when it comes to helping guests beat cabin fever in quarantine, Ovolo Hotels goes
above and beyond the call of duty.
The Quarantine Concierge package
was launched to inject an element of fun
into compulsory isolation for visitors and
residents returning to Hong Kong, while
supporting both their physical as well as
mental well-being.
Available at Ovolo Southside and Ovolo Central, Quarantine Concierge was
rolled out in August 2020 just as quarantine rules were enforced in Hong Kong.
“Immediately, we noticed there was
a huge stigma against hotels accepting
quarantine guests; it was labelled as ‘taboo’. Ovolo, being a Hong Kong company,
wanted to do our fellow returning Hong
Kongers right by giving them a way to
quarantine with dignity and also receive
the usual great service they deserve,” said
acting COO – Hong Kong & Indonesia,
Marc Hediger.
The service considered what people would want if they were stuck in a
room for a long period of time. With
that thought, Ovolo packed complimentary meals, unlimited premium Wi-Fi,
free local calls, fitness gear, a mindfulness kit, and more into the Quarantine
Concierge package. Guests get to unwind
with complimentary in-room tipples and
treats throughout their stay during Happy
Hour. Ovolo also tied up with Foodpanda
to pick up essentials or grocery items for
guests, with exclusive discounts on restaurants, groceries and shops.
A year on, more than 3,500 guests have
benefited from the Quarantine Concierge service, with over 20,000 room
nights completed, according to Hediger.

Ovolo Hotel’s Quarantine Concierge
made compulsory isolation more
comfortable and dignified

Of these, 15 guests were from ethnic minorities who had stayed at either of the
group’s two Hong Kong properties for
HK$1 (US$0.13) per night under Ovolo’s
Homecoming Project.
Customer feedback has provided valuable insights to improve the quarantine
experience. Earlier this year, Ovolo begun
hosted a weekly Zoom call dubbed Social
Sessions wherein guests can interact with
their neighbours.
“It’s hosted during their Happy Hour as
a way for our guests to connect and share a
drink virtually with each other – and us –
and kill some time,” said Hediger.
On their final day of quarantine, guests
are treated to a Last Supper, comprising an
indulgent menu item paired with a drink
of their choice.
In partnership with Mindful Studios,
complimentary weekly Zoom yoga sessions are conducted, while Oxford University Press provides a variety of children’s
books for young ones in quarantine.
As Hong Kong authorities extended the
quarantine period from seven to 14, and
then 21 days in December 2020, making
it the world’s longest hotel quarantine,
Ovolo swiftly moved to upgrade to Wi-Fi
6, becoming the first hotel in Hong Kong
to do so.
As well, Ovolo upgraded all meal options, providing guests with more choices
that support a range of diets.
“In particular, a major feedback from
guests was that they were craving local
food, so we worked with a neighbouring
local restaurant to give our guests an extra
option,” shared Hediger.
Another major upgrade to the package
is introducing partnerships to Social Sessions, where the hotel group invites various partners to co-host the Zoom calls,
while their food or drink is given to all
guests for that day’s Happy Hour. F&B enterprises Ovolo has worked with include
popular pizza and donut joint Dough
Bros and wellness brand Goodleaf which
offers water-soluble CBD powder sachets.
– Cheryl Ong

EXPERIENCE THE WONDER S OF SOU THE A ST A SIA

WWW.VISITSOUTHEASTASIA.TRAVEL

TTG Asia_380x260mm.pdf 1 12/8/2021 2:47:05 PM

C

M

Y

CM

MY

CY

CMY

K

Report: Wellness tourism

TTG ASIA SEPTEMBER-OCTOBER 2021 • 7

Yuttana Jaowattana/shutterstock

In pursuit of wellness
The pandemic is fueling Asia-Pacific travellers’ appetite for wellness tourism, making the region shine for European
destinations keen to tap the thriving sector, reports Marissa Carruthers

E

uropean destinations are
hoping to lure Asia-Pacific’s
elite travellers seeking wellness tourism once travel
resumes.
While the wellness movement was
taking off pre-pandemic, it is predicted to soar once borders reopen
and travel-starved tourists seek holidays to balance the body and mind
after many months of confinement.
Readying for that rebound, destinations across Europe are lining up
carefully-curated wellness agendas
targeted at Asia-Pacific markets.
Encouragingly, a recent study by
ILTM and Barton revealed Asia-Pacific travellers are not only searching
for wellness-orientated trips in the
region, but everywhere they go.
According to the research, AsiaPacific high-net worth (HNW)
travellers spend US$2.4 billion on
wellness activities on their trips,
compared to US$9.6 billion among
global HNW travellers. Asia-Pacific’s
overall spend on the same is US$5.1
billion compared with US$23.7 billion globally.
Chinese international travellers
were found to spend about US$1.7
billion annually on wellness activities – 33 per cent of Asia-Pacific’s
total spend. The nation’s HNW outbound spend is US$799 million.
Jessica Rideout, spokesperson of
VisitScotland’s China and emerging
markets department, said prior to
the pandemic, Scotland was enjoying
an annual increase in visitors from
China that positioned it as Scotland’s

Above: Wellness tourism
expected to see
healthy growth
post-Covid

In response to
the pandemic,
there have
been new
realms created in terms
of wellness
and this will
be very important going
forward.
JESSICA RIDEOUT
Spokesperson,
China and emerging markets,
VisitScotland

leading developing market.
The destination is currently getting ‘China-ready’ in anticipation
of the market reopening borders.
Rideout said: “China will be driving
our marketing and we are looking
to rebuild what we already had prepandemic with China.”
She added India, South Korea,
Japan and Australia are also strong
markets from Asia-Pacific. More
efforts will be ploughed into promoting Scotland to the emerging
markets of Indonesia, Malaysia and
Thailand, with the wellness agenda
featuring heavily in promotional
campaigns. Once possible, VisitScotland will join forces with VisitBritain
to jointly host familiarisation trips
with key Asia-Pacific source markets.
In 2019, VisitScotland launched
a general wellness campaign in response to rising global demand.
Realising its ever-growing potential
in the wake of Covid-19, in June, it
launched a water wellness campaign
to push activities that take place on
its thousands of kilometres of coastline, lochs and rivers.
Rideout remarked: “In response
to the pandemic, there have been
new realms created in terms of wellness and this will be very important
going forward. With Scotland’s open
spaces, fresh air and plentiful water,
wellness is very popular for us.”
As a playground for the rich and
famous, Monaco on the luxurious
French Riviera has pledged to continue to tap into Asia-Pacific’s swelling number of elite travellers seeking

restorative getaways.
Benoit Badufle, who represents
the Monaco Government Tourist
and Convention Authority in Asia,
said: “Monaco has positioned itself
as a global leading medical and wellness tourism destination. Demand
for this type of tourism is expected
to grow once people are again able
to travel, and we are promoting Monaco’s range of offerings.”
In July, hotels in Monaco recorded
70 per cent occupancy compared
with 39 per cent in 2020. Visitors
were mainly domestic, Belgian and
Swiss, with American and Middle
Eastern clients also flying in. Badufle
predicts that once borders in AsiaPacific reopen, the destination will
welcome arrivals from the Asia-Pacific region, especially China.
Asia-Pacific is also of importance
to Spain. Australia and New Zealand
have traditionally been strong performers, with Thailand and Indonesia showing signs of growth pre-pandemic. Future promotion will also
target Vietnam and Brunei.
The destination is pushing its
wellness agenda too, boasting 112
spa areas countrywide. The northwest region of Galicia is famed for
its upmarket spa experiences, southern Spain is renowned for its facials,
while Valencia in the south-east recently started promoting its variety
of health and wellness offerings.
Vien Cortes, regional market analyst for Turespaña, said: “We are very
strong on wellness tourism and offer
some unique experiences. The spa

concept in Spain is very different to
what we see in South-east Asia and
is more focused on the therapeutic
side, which is interesting for Asia-Pac
ific visitors.”
Switzerland Tourism is also ramping up its wellness focus, and has its
sights set on the Asia-Pacific market.
Batiste Pilet, Switzerland Tourism’s
director for South-east Asia, said:
“As consumers become more and
more aware of their health, tourism
is also impacted by this change. As
a result, we have launched a health
tourism campaign spanning from
spa and wellness all the way to medical travel.”
He added that as a longhaul market, the Asia-Pacific region is one of
Switzerland’s most important source
markets for wellness and medical
tourism. China is the main focus,
where outbound wellness and medical travel will be a “booming trend”
post-Covid.
In 2020, Switzerland Tourism
launched a campaign in China, based
on feedback from medical and hospitality institutions that noted rising
demand. Pilet noted that there had
also been growing demand out of
South-east Asia for programmes that
Switzerland is strong in, such as detox and addiction rehabilitation.
Said Pilet: “We except this segment
to boom (post-lockdown) as consumers have never been that healthconscious and Switzerland’s cleanliness, reliability and natural beauty
are more attractive values than ever
before.”

SEPTEMBER 25
3 PM - 6 PM (GMT+8)

The Virtual Rural Tourism and Sustainable Development Conference 2021 brings together thought leaders and
tourism stakeholders from across the globe. Comprised of expert speaker sessions and destination experiences from
Huzhou and Wuxing District, China - The Town of World Rural Tourism, this event will address important issues within
the responsible development of rural tourism.

TAKE PART IN EXCITING SESSIONS LIKE:
Exploration and Best Practices for the Sustainable
Development of Rural Tourism

Empowering Local Communities for Sustainable
Tourism Development

Find out why Huzhou is a best practice case study for rural
tourism development and how it will help integrate rural
tourism into the implementation of China's rural
revitalisation strategy and the Belt and Road Initiative.

A panel of experts will discuss how the public and private
sector can work together to empower local communities
for sustainable tourism development and economic
prosperity across Asia Pacific.

Sustainable Development

Rural Tourism Development

Explore examples of how the triple bottom line has
guided sustainable tourism development and examine
the challenges the industry must overcome in order to
scale across the entire travel and tourism industry.

Examine how tourism has the ability to help stimulate
local economic growth, promote the dispersal of tourists,
and mitigate economic leakage while protecting natural
resources and cultural heritage.

Thanks to the generous support of our sponsors, registration is open to all PATA International Members,
Chapter Members, and Non-Members
PLATINUM SPONSOR

SUPPORTING MEDIA
PARTNER

REGISTER NOW AT

www.PATA.org
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Healing holidays
Marissa Carruthers rounds up some of Europe’s renowned and innovative wellness offerings,
ranging from thalassotherapy treatments to a forest bathing hotel suite
1 A holistic approach
Thermes Marins Monte-Carlo
is Monaco’s leading facility
dedicated to wellness, fitness
and preventive health. The
6,600m² space boasts a range
of treatments that address the
recovery of energy, stamina
and the rebalancing of energies
and general health in a holistic
manner. Programmes combine
nutrition, emotion, sleep quality,
anti-aging, and include life
guidance, private coaching, mind
management, guided relaxation
and physiological reports.
Christophe Duhem, the spa’s
in-house health coach, oversees
all spa programmes, with a
team of experts that includes
therapists, doctors, nutritionists
and health and sports trainers
on hand to craft personalised
treatments. This haven of calm
also boasts pristine vistas of the
Mediterranean, with a gourmet
restaurant on-site to serve
nutritious food.
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2 In the lap of leafy luxury
In a Scottish first, Kimpton
Blythswood Square launched
in May the La Chambre Verte,
an experimental immersive
luxury hotel room that
explores biophilic design – the
psychological and physical
benefits of being surrounded by
living things – and is filled with
swathes of greenery, such as
trailing ivies, monstera leaves
and palm fronds. The idea is to
echo the Japanese practice of
forest bathing and allow guests
to unwind in green space filled
with plants that purify the air
and boost the immune system.
Guests also get to indulge in a
retreat curated by La Rue Verte.
The packages include guided
meditation and a multi-sensory
experience that combines
biophilia, spa rituals and sound
therapy.

3 Loading up on vitamin sea
With water wellness slated to

be a hit in a post-pandemic
world, Talaso Atlántico, a hotel
in Spain which features a
seawater spa and specialises
in thalassotherapy treatments,
is well placed to capture
that demand. The property’s
Thalassotherapy Centre offers a
range of programmes based on
algae, silts, mud and salts with
rehydrating and remineralising
properties. These are led by a
team of expert physiotherapists,
physical exercise specialists,
thermal technicians and superior
technicians in aesthetics. The
therapies are designed to
cleanse, soothe and revitalise
the skin and improve circulation
and muscle tone. The seawater
pool can also be adjusted to
suit guests’ body temperature.
In addition, a full range of
restorative and pamper packages
are available. These include
massages, facials, hydrotherapy,
beauty treatments, physiotherapy
and facial aesthetic medicine – all
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against the dramatic backdrop of
the Atlantic Ocean.

4 Luxury retreat in the Alps
Chenot Palace in Weggis sits
at the foot of the Swiss Alps
and is flanked by picturesque
Lake Lucerne. The leading
health wellness retreat boasts
5,000m² of space dedicated to
state-of-the-art diagnostics and
cutting-edge medical screening
tests, with a medical spa sitting
at its heart. It features three
signature, seven-day programmes:
Advanced Detox, Recover and
Energise, and Prevention and
Ageing Well. The modern facility
offers an integrated approach
that is based on 50 years of
experience and scientific evidence
to create personalised treatment
protocols, known as the Chenot
Method. Chenot Palace Weggis
also features 97 suites and rooms
with private terraces that boast
sweeping vistas of the lake or
panoramic mountain scenes.
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Be part of one of the first in-person tourism events in Asia in 2022!
Come together to discuss topics surrounding the future of post-pandemic travel and accelerate
international recovery at ASEAN Tourism Forum (ATF) 2022, the leading leisure travel tradeshow.

Apply to be
a Hosted
Buyer today!

Conduct Face-to-Face
Business Meetings
with Over 100
International Sellers

Discover New
Tourism
Offerings at
TRAVEX

Maximise the value
of your visit via
pre-scheduled
appointments
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Don't miss this key platform for you to meet potential business
partners and create new business opportunities through the
qualiﬁed on-site meetings.
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Showcase Your Latest Travel Solutions
at ATF 2022

Early Bird rate
ends
30 Sep 2021!

For further information please contact David Lim or Quinie Tan
at seller@atf2022cambodia.com.

ATF 2022 moves to Sihanoukville, Cambodia
A seaside port city in the south, Sihanoukville has been designated by the
Kingdom as a special multi-purpose economic zone as part of its larger plans to
grow and diversify its economy. Well-known as the Rising Star in the Southwest by
the Most Beautiful Bays in the World Organization, pristine white sand beaches
and azure blue waters await you.

Join us to revitalise, reinvigorate and re-imagine the tourism industry.

See you in Sihanoukville, Cambodia.

Hosted and Organised By:

Managed By:

Official Show Daily:

Ministry of Tourism

Join in the Conversation

@atf2022cambodia #ATF #ASEANTourismForum #ASEAN
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Destination

Bold ambitions
From airline expansion to major infrastructure developments, Saudi Arabia is going all out to
power its Olympic-sized tourism ambitions. By S Puvaneswary

A

s part of its Vision 2030
plan which aims to diversify the economy to ready
for a post-oil future, the
Saudi government is plowing billions of dollars into tourism projects.
Spearheaded by Crown Prince Mohammed bin Salman, the plan targets
100 million annual tourist arrivals by
2030, and a 10 per cent contribution to the Kingdom’s GDP, up from
around three per cent.
In late June, the Crown Prince
who is also chairman of the Higher
Committee for Transport and Logistics announced plans to establish
a second national airline as part of
the National Transport and Logistics
Strategy to transform the Kingdom
into a global logistics centre as well

as position Saudi Arabia in fifth place
in terms of global air passenger traffic, and boost its air network to 250
destinations. While Saudia, the current national airline, mainly caters to
the domestic passenger flow, the new
airline is expected to attract international travellers entering or transiting through the country. Plans are
also underway for a new airport to be
built in the capital, Riyadh.
Saudi Arabia, home to Mecca and
Medina, Islam’s two holiest cities, has
always been strong in religious tourism. In 2019, the Kingdom hosted 9.5
million pilgrims.
However, tourism for leisure purposes is new to the Kingdom which
opened its doors to international
holidaymakers for the first time in

Above: Wadi
Tayyb-Esm in
Neom

September 2019. That year, it introduced fast and easy means for travellers from 49 countries to obtain an
e-visa. It also relaxed strict rules for
women tourists, including exempting them from wearing an abaya in
public, and allowing those above the
age of 25 to travel unaccompanied.
Also in line with its plan to develop the tourism sector and open it to
foreign investment, Saudi is building
several mega projects backed by its
Public Investment Fund (PIF).
This includes the US$500 billion
futuristic mega-city Neom, which is
being billed as a vision for a future
smart city. Neom, a region in northwest Saudi Arabia on the Red Sea, is
being built from the ground up that
will include hyperconnected, cognitive towns and cities, ports and
enterprise zones, research centres,
sports and entertainment venues,
and world-class tourist destinations.
For the more active traveller,
Neom will entice with sports such as
skydiving, hiking and water skiing,
alongside wellness programmes for
the health-conscious.
There are plans to make Neom
part of its own economic zone with
its own set of policies including offering visas-on-arrival and improved
business regulations.
Another mega project backed by
PIF is The Red Sea Project. Extending over 28,000km² on Saudi Arabia’s Red Sea coast, the destination
will offer a diverse range of tourist
experiences, from island getaways
and resort holidays to mountain retreats and desert adventures.

What’s hot

According to the masterplan created by The Red Sea Development
Company, upon completion in 2030,
the Red Sea Project will offer around
8,000 hotel rooms, alongside more
than 1,000 residential properties
across 22 island resorts, mountain
retreats and desert hideaways. The
Red Sea Project is being positioned
as a high-end tourism destination
with luxury marinas and accommodation, golf courses, posh restaurants
and entertainment facilities.
Yet another mega project that has
PIF’s backing is the Qiddiya entertainment city, which will be located
on the doorstep of Riyadh and is set
to become Saudi Arabia’s capital of
entertainment, sports and the arts.
Spanning 366km², the city will
host a Formula 1 racing track, a Six
Flags theme park, a water park, and
sports facilities such as football stadiums, among others.
Ally Bhoonee, executive director
of World Avenues Travel & Tours, a
Malaysia-based outbound tour operator, shared: “Saudi Arabia has a
lot of marketing to do in terms of
changing overseas travellers’ general
mindset that the Kingdom is a very
conservative country. It has to carry
out overseas roadshows and invite
international media to experience
the Kingdom’s current tourism offerings and to be aware of the new tourism developments in the pipeline.”
Alicia Seah, director of public
relations & communications at Dynasty Travel in Singapore, concurred.
She said: “It is important to orientate travel agents and showcase to
us what the destination has to offer
and its safety and hygiene protocols
in place. (This can be done through)
familiarisation trips or even webinars
hosted by the tourism board.”
Pauline Suharno, director of Elok
Tour in Indonesia and president of
the Indonesian Travel Agents Association, shared: “With Saudi Arabia
government’s initiatives to attract leisure travellers, it gives our tour operators more opportunities to sell Umrah packages to Indonesian pilgrims.
So far, local agents are selling Umrah
packages to Turkey and Europe.”

3 Monumental attraction
Madain Saleh or Al-Hijr, a
UNESCO World Heritage site,
precedes Islam and dates back
to the Nabataean Kingdom. According to the UNESCO website,
this is the largest conserved
site of the civilisation of the
Nabataeans south of Petra in
Jordan. At this site, one will
discover large tombs, dwellings and monuments, whose
architecture and decorations are
directly cut into the sandstone
mountains.

Saudi treasures
With dreams of becoming the next big tourism hotspot, Saudi Arabia awaits discovery
with a bevy of bucket list-worthy wonders. By S Puvaneswary

Owing its name to its beautiful
red corals, the Red Sea is
known for its vast and diverse
ecosystem and is home to one
of the world’s most undiscovered
dive destinations. Here, divers
can explore ancient shipwrecks
and marvel at the schools of
clownfish, sergeant majors,
moray eels, and more. There is
good visibility year-round and the
water temperature is also warm.
The main dive sites are off the
cities of Jeddah and Yanbu.

2 Travel back in time
Al Masmak Fortress in Riyadh
has a long history dating back to

1865, the year it was built from
clay and mud by the Prince of
Riyadh at that time. In 1902,
King Abdulaziz captured the
fortress and took control of
Riyadh which was his ancestral
home, after having lived in exile
in Kuwait. From this fortress,
Abdulaziz conquered and united
the different kingdoms and provinces that today make up the
Saudi nation. The Saudi government made a series of renovations in the 1980s as part of
efforts to restore and maintain
artefacts important to Saudi history. Today, the fortress houses a
collection of historical artefacts.
Visitors are also treated to a

video detailing the history of the
fort and the founding of modern
Saudi Arabia.
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1 Red-y for adventure
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