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We are very excited at AHCT about how well our new Facebook and 
Instagram pages are doing (Facebook: @asianhct; and Instagram: 
asianhct). It’s a new field for us and it’s so much fun sharing 
information on this industry of ours in these new formats. We’re 
so excited, in fact, that we’re running a competition through 

our Facebook page. All the details can be found in this print issue - hunt them down. 
Meanwhile, we are working hard to update our website (www.asianhotelandcateringtimes.
com) in order to bring all the latest news, views and developments on a daily basis in a way 
that is interesting, entertaining and visually pleasing. We’d love to hear your thoughts and 
suggestions (E: zara@mediatransasia.com). Notwithstanding all that of course, the print 
version remains our most beloved baby! And this month it is packed. Everyone is winding 
up for one of the busiest periods in the hospitality calendar. Condiments, caviar and coffee 
will play a big part and we have the latest on those growing sectors. What is happening to 
whisky in Asia: has enough been done to rectify the downturn (page 30)? Taiwan has learnt 
that differentiation is vital to the future of the tourism industry there and we have a special 
report on page 14. Property Management Systems are an integral part of any operation now. 
Is there anything left to say about them? You bet! (page 18). And talking of evolution… 
we visit the timeshare arena to discover just how much that has changed and how Asia is 
responding to those changes and offerings (page 20).

Enjoy! 
Cheers,
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I n d u s t r y  n e w s

Betting on social
 Social media data analytics tool, Lamplight 
Analytics has released their ranking of Macau’s 
most popular casino resorts as shown by social 
media conversations. Studio City generated the 
most buzz followed by Wynn Palace and Galaxy 
Macau. The Venetian Macao and the recently 
opened Parisian Macau rounded off the top 
five. Lamplight analyses conversations both on 
a brand’s own social media pages and among 
ordinary social media users and channels. 
Some of the metrics measured include general 
conversations, comments, shares and likes. 
A deeper look at the rankings reveals a few 
interesting insights. Casinos ranking closer to 
the top include integrated entertainment resorts 
such as Studio City while more traditional 
casino hotels such as Grand Lisboa fared less 
well despite its iconic status. Patrons of Studio 
City are quick to comment and post about the 
casino’s high profile music and entertainment 
acts, the Batman 4D ride, as well as the casino 
resort’s design. Lamplight Analytics CEO, 
Fergus Clarke says: “the operating environment 
for Macau’s leisure, hospitality, entertainment 
and gaming industries is changing rapidly. 
With new attractions such as the Parisian 
coming on stream, continuing weakness in 
traditional markets and the macro trend towards 
integrated online-offline experiences social 
media is a critical pillar for brands to understand 
and engage with their target audiences in real-
time. Casino resorts will need to ensure they 
know what resonates with the segments they 
are targeting to offset the decline in spend from 
their historical customer base and return  
to growth.”

A “lively, playful and fun-
packed tropical island 
paradise” will soon be opening 
in the Maldives. Right on 
the beach of a 3km island, 
Kandima Maldives will open 
next month with 10 F&B 
outlets, and 274 studios and 
villas in 11 different design 
styles. Direct flights, free visas 
on arrival and reputation have 
resulted in China accounting 
for 30 per cent of tourism to 
the Maldives. The archipelago 
is also the top choice among 
Chinese travellers for overseas 
weddings and honeymoons. Armin van Buuren, audience-voted world’s 

“number one” DJ five times in a row, will be at 
The Venetian Macao this month as part of his 
world tour. It’s his first-time in the region.

Get appy
 Global travel industry technology provider, Sabre recently hosted over 500 
members of the APAC travel industry at its first Asia Pacific Travel Technology 
Exchange conference. New technologies and trends making waves in the industry 
were under review. Sean Menke, president of Sabre Travel Network, shared the 
three priorities underpinning Sabre’s new product development to meet agency 
and supplier needs: using business intelligence to optimise customer performance; 
driving more personalisation for travellers and merchandising options for suppliers; 
and, for agents, automation and efficiency solutions to reduce costs. Roshan 
Mendis, senior VP’s address noted: “The travel industry is on the cusp of a major 
technological boom. From driverless cars to virtual reality, smart watches, social 
media and messaging apps, the impact technology will have on travel in the 
next decade is going to be huge. To be truly relevant we have to understand the 
changing drivers influencing travel - historically, now and in the future.” Messaging 
apps should be a particular focus for the industry it was noted: to automate 
components of the travel chain - from shopping and booking, and merchandising, 
to service and support. “The key to a successful adoption will be creating the 
right mix of automation and human interaction.” Alex Tang, Asia Pacific MD 
of commercial space travel company XCOR, added another dimension to the 
proceedings talking about the science behind space travel, observing the evolution 
this growing industry has seen in the last few years as it becomes more accessible, 
and affordable. 

The first Asia Hotel & Tourism Investment 
Conference (AHTIC) will be held at the Hilton 
Colombo in Sri Lanka at the end of this month. 
In partnership with the Sri Lanka Tourism 
Club (SLTC) AHTIC is expected to attract an 
international audience of “senior figures and 
decision-makers involved in all aspects of hotel 
and tourism investment in emerging Asia.” The 
conference will focus on hotel development and 
infrastructure plans in these key markets.
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Lingua franca
 Qantas has “put Australia on display for the biggest tourism 
market in the world” with the first Chinese edition of the national 
carrier’s inflight magazine. Written in simplified Chinese, the new 
magazine will be offered on Qantas international and domestic 
flights, select duty free stores, five-star and boutique hotels, and 
Qantas lounges. Stories will focus on topics that resonate with 
Chinese travellers, including beauty and nature; food, wine, local 
cuisine and produce; retail, shopping and luxury and beaches and 
adventure. Content will also be seeded through Weibo, WeChat 
and YouKu. There were 1.1 million Chinese visitors to Australia 
in 2015/16, up 23 per cent, while spending by Chinese visitors 
increased by 27 per cent to hit US$6 billion. China is expected to 
overtake New Zealand as Australia’s biggest tourism market by 
2018, and Qantas is increasing its presence in the world’s second 
largest economy through a new joint venture with China Eastern, 
as well as alliances with China Southern and oneworld partner 
Cathay Pacific. The magazine will be available bi-annually, in 
October and January, to coincide with the peak travelling months 
of Chinese tourists, and based on research will cover water-based 
experiences like snorkelling, diving and whale watching and the 
increasingly popular independent travel, “with luxury travel a new 
niche trend with big potential for growth.”

Eastin Residences Vadodara 
has opened. The four-star 
“premium apartment hotel is 
the first of it’s genre there,” says 
Sameer Dharkar, MD India and 
Middle East, Absolute Hotel 
Services India. Headquarted 
in Bangkok, AHS is “one of 
the fastest growing hospitality 
management/branding 
companies in Asia with an 
expanding geographic portfolio of 
properties. Dharkar says, “We are 
looking to take maximum share 
of international and domestic long 
stay corporate guests.”

AccorHotels has  launched India’s first ibis Styles. The 197-room 
Ibis Styles Goa Calangute is “a non-standardised economy 
and design brand.” Jean-Michel Cassé, senior VP operations, 
AccorHotels India, says, “The opening of this hotel marks a 
strategic growth milestone. We now have 43 hotels operating 
across a portfolio of 10 brands in the country.”

The editors of CNN have 
chosen The Mulia Resort 
& Villas, Nusa Dua, Bali as 
“the world’s most beautiful 
beachfront hotel.”

New Silkroad Culturaltainment 
has announced its shareholder 
Macrolink Culturaltainment 
Development has entered 
into a series of cooperation 
agreements with UTour Group, 
a travel services operator in 
China. As part of the strategic 

cooperation in developing the “overseas cultural tourism value 
chain,” UTour will provide support to projects co-invested by 
New Silkroad and/or Macrolink. It’s expected “The strategic 
cooperation will offer access to a pool of potential customers 
from China, laying a foundation to future development of gaming 
and cultural tourism projects in Korea and complete the value-
chain of the cultural tourism business.”

The US$1.5 million dollar 
makeover of the Naniwa 
Ballroom at Swissotel Nankai 
Osaka is complete with a rich 
colour palette of purple, blue 
and grey, to create “opulent 
ambience”. In addition, guest 
rooms have been updated and 
executive club floors have had 
a complete makeover. Double 
rooms have been converted to 
twin and triple rooms to cater 
to the growing number of  
MICE travellers. 

Novotel Phuket Phokeethra 
is AccorHotels’ “homage to 
the historic heart of this resort 
island.” The 180-room and 
suite hotel is now open.  

Macau’s Joe Yang  has won 
second place in the 2016 
Wines of South Africa 
International Sommelier 
Cup. According to WOSA CEO 
Siobhan Thompson, the level 
of competition has become 
increasingly demanding over 
the years. “The growth of the 
industry and the flowering of 
new styles and new regions 
has meant the field has 
become more varied and 
complex, but also  
more interesting.”
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Zuma Hong Kong, in 
partnership with Ron Zacapa 
rum, has launched “the 
first ever evolving cocktail 
system.” A custom-designed 
cocktail installation, featuring 
inter-connected US oak 
barrels, the Zuma Zacapa 
Live Solera, will be installed 
in Hong Kong and eight 
other Zuma restaurants 

across the world - delivering “an original cocktail in each restaurant, 
designed to appeal to local palates and to perfectly complement Zuma’s 
contemporary Japanese cuisine.” Zuma Hong Kong’s flavours will be 
Szechuan and pink peppercorns, fennel seeds and duck fat.

I n d u s t r y  n e w s

Meeting needs
 Accessible travel is perhaps the travel 
industry’s greatest untapped opportunity. 
There are millions of people worldwide 
looking for accessible travel options. And 
according to travel research compnay, 
MyTravelResearch.com the demand 
will continue to grow due to demographic 
ageing. ‘Accessible travel’, also known as 
inclusive travel, disability travel, barrier-free 
travel, and access travel is the suject of 
the company’s latest report. The market is 
big, it says. Around one in five people have 
a disability. Around 88 per cent of people 
with a disability take a holiday each year. 
In the US the Open Doors Organization 
estimates that US$17.3 billion is spent by 
adults with disabilities on travel each year. 
In Australia, around US$8 billion dollars 
and around 12 per cent of the European 
market is dedicated to people with 
disabilities. The report says perceptions 
of accessible travel may be outdated. 
“People traveling with a disability are 
more likely to take longer trips; accessible 
tourists will be extremely loyal.” Around 
one in five tourists have a disability and 
cruises are becoming a popular holdiay 
choice. In the past five years, 10 per cent 
of adults with disabilities in the US have 
taken a cruise, amounting to almost four 
million travellers taking seven million trips, 
generating US$11 billion in spending on 
fares and US$1.5 billion on excursions. A 
list of important considerations has been 
compiled: information and marketing 
is paramount; customer service and 
specialist training required; making 
reasonable adjustments to properties  
and facilities.

Cantonese fine-dining 
restaurant T’ang Court at 
The Langham, Shanghai, 
Xintiandi has been 
awarded three Michelin 
stars in the inaugural 
Shanghai guide. It is the 
only restaurant in mainland 
China to achieve this.

Environmentally  
sound business
 Alila Manggis has become the second of Alila 
Hotel and Resorts Bali-based properties to achieve the 
EarthCheck gold standard. This has been awarded 
after five years of “continuous and independently audited 
environmental and CSR performance.” EarthCheck CEO 
and founder Stewart Moore says, “EarthCheck Certified 
is the tourism industry’s most scientifically rigorous and 
transparent benchmarking programme.” Since it began 
measuring its environmental and CSR performance, 
Alila Manggis has saved more than US$220,000 in 
operational costs due to reduced energy and potable 
water consumption, along with a reduction in waste 
sent to landfill. “Proving what is good for the planet is 
also good for business,” Stewart says. Since partnering 
with EarthCheck, Alila Manggis has minimised its energy 
consumption by 25.4 per cent and reduced potable 
water usage by 52.7 per cent. More than 81,000 litres 
of waste has been saved from being sent to landfill. As 
a result the group has introduced a zero waste policy to 
be implemented at all five Alila branded resorts across 
Bali. Foreign tourist arrivals to Bali are averaging close to 
four million of the more than 11 million foreign visitors to 
Indonesia each year. The Indonesian government has set 
a goal of 20 million foreign visitor arrivals by 2019, with 
Bali expected to absorb roughly 30-40 per cent of arrivals. 
The environmental and social impact of tourism on Bali 
has gained international attention with the island’s local 
and international observers noting stresses on the island’s 
water, energy and food supplies, including decreasing 
land availability to maintain the island’s intricately 
connected rice paddy system.

AccorHotels has opened Pullman Miri Waterfront. 
The 328-room hotel is tallest building in Miri.

Hong Kong’s Ebb & Flow, 
in the rejuvenated The 
Park Lane Hong Kong, a 
Pullman Hotel, is debuting 
an ‘Artist Playground’ as 
part of Pullman’s ‘global art 
initiative’. This exhibition will 
feature Hong Kong-based 
US photographer Michael 
Kistler’s ‘Melt with You’ 
series of unconventional 
perspectives of Hong 
Kong’s “cityscape  
and urbanites.”
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Earlier this month, 
the citizenM flagship 
London property was 
unveiled at the Tower 
of London site - the 
brand’s eighth hotel to 
open, joining London 
Bankside, Glasgow, 
New York, Paris, 
Rotterdam and the 
two original sites in 

Amsterdam. And now the self-proclaimed “disruptive brand” has 
Asia in it’s sights. Shanghai’s Hongqiao MixC development and 
Taipei’s North Gate are under development and scheduled to 
debut in early 2017. CEO Rattan Chadha, says, “Both [cities] are 
vital gateways for us to establish regional presence and bring the 
citizenM experience to the dynamic Asian market.”

I n d u s t r y  n e w s
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Help with T&E
 A new global study 
conducted by Forrester 
Consulting on behalf of  
SAP company, Concur 
shows how mobile and 
digital channels have 
disrupted travel and 
expense management, 
creating new challenges. 
The study tested the 

hypothesis that strategic T&E solutions that help drive growth 
and innovation in the business need to be embraced. Travel and 
expense tools and capabilities must evolve to match technology 
and tools that employees already use in their personal lives, the 
study concludes. Mobile and digital technology have expanded 
how users make and track purchases in their personal lives 
and they now expect their employers to support those same 
capabilities when they are travelling for work. Companies rate 
mobile apps as the most effective way to get employees to 
comply with travel and expense policies. By giving users mobile 
travel and expense support, finance managers gain real-time 
insights into expense trends and evolving travel plans. Capabilities 
such as integrated travel booking and expense systems and 
receipt capture which auto-create expense reports are critical.

AccorHotels has introduced 
its new brand. Jo&Joe 
“blends private-rental, 
hostel and hotel formats.” 
A total of 50 venues are 
set to open by 2020 “in 
destinations popular with 
millennials.” Jo&Joe rounds 
out the group’s economy-
brand portfolio. The hotels 
will be housed in city-centre 
locations, “close to public transport and less than 15 minutes 
away from major points of interest.” The project is an example 
of ‘excubation’ led by AccorHotels’ Marketing Innovation Lab, 
apparently - which “identifies, tests and shares customer-centric 
and disruptive solutions that can generate additional revenue for 
the group.” The Jo&Joe brand is the result of a “co-construction 
process with future guests, external experts, students, and 
AccorHotels teams, with the overarching aim of challenging 
conventions and imagining the future of hospitality, catering and 
social interaction.”

AccorHotels and Wanda Group have jointly announced the 
opening of three new hotels under Pullman, Novotel and Mercure 
branding in Hefei, Anhui Province. This latest project is a key 
development under the Hefei Wanda Cultural Tourism City. 
This is the province’s largest hospitality investment with a total 
construction land area covering over 900,000sqm.
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The Cook Islands 
government has launched 
a new brand to promote 
South Pacific tourism 
globally. The South Pacific 
Tourism Organisation 
will promote the new 
brand which “draws 
heavily on Pacific Islands’ 
cultural elements, in 
particular weaving.” A 
new consumer-facing 
slogan ‘Ours is yours’ 
accompanies the  
new brand.

Yagao Meihua Hotel Management 
has announced the formal opening of 
the rebranded, 283-room Mercure 
Shanghai Zhangjiang. Formerly Pudong 
International Talent City Hotel Shanghai. 
In the nine months since Huazhu 
Hotels Group and Accor Hotels Group 
announced a long-term strategic alliance 
agreement, three Mercure hotels have 
opened in Shanghai. 

I n d u s t r y  n e w s

Designer Karl Lagerfeld 
is expanding into the 
hospitality sector with 
the launch of Karl 
Lagerfeld Hotels & 
Resorts. A long-term 
license agreement 
has been signed with 
Brandmark Collective 
B.V to develop “bespoke 
projects including hotels, 
residential properties, 
restaurants and private 
clubs.” Pier Paolo Righi, 
CEO and president of 
Karl Lagerfeld says, 
“Developing the six-star 
hotel in Macau, which is scheduled to open in 2017, has been an exciting 
process, and we look forward to further expanding in this field.”

The Ritz-Carlton Hotel Company has signed an agreement with 
Sichuan Jiuzhai Luneng Eco-Tourism Investment Development to open 
its first all-villa property in one of China’s earliest UNESCO world heritage 
sites, Jiuzhaigou Valley. The property will feature 87 villas.

Marriott International 
hosted its fourth annual 
charity gala in support of 
Yao Foundation and raised 
US$30,000 to further 
support education projects 
for underprivileged children 
in rural China. Established 
by the former basketball 
player Yao Ming, the Yao 
Foundation is dedicated to 

the development of Chinese youth through education, sport, health and 
self-esteem and Marriott has supported it since 2013.

Australia’s largest hotel management company Argyle 
Hotel Group has announced the signing of its 90th hotel 
in China. The 400-room Argyle Grand Guizhou is the 
12th hotel under the AHG collection in the province  
of Guizhou. 

Belgium will be the focus of an inaugural week-long 
festival in Hong Kong to celebrate the ‘Best of Belgium’ 
this month. Featuring a variety of events to showcase 
the country’s gastronomy, art and design, music, culture, 
business, and other elements, the festival aims to raise 
awareness about Belgium in a week when the country 
celebrates their King’s birthday, which falls on November 
15th. A Belgium business seminar will discuss potential 
business opportunities in Hong Kong SAR and China, 
hosted by the official hotels of Belgium week, the 
Renaissance Harbour View Hotel and The Park Lane. 
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UNESCO-awarded Tai O Heritage 
Hotel Hong Kong has been voted 
Asia’s Leading Heritage Hotel 2016 
in World Travel Awards. The Grade II 
historic building was revitalised from 
the 1902 Old Tai O Police Station 
and is now home to nine colonial-
style rooms, a Heritage Interpretation 
Centre and a glass-roofed open view 
restaurant Tai O Lookout. It opened 
in 2012.

InterContinental Hotels Group (IHG) has 
outlined plans to strengthen its position in its 
Asia, Middle East  and Africa (AMEA) region. 
Capitalising on the industry’s growing segment, 
IHG will introduce its Even Hotels brand to 
Australia and New Zealand (the first time 
the brand has moved out of the US), while 
expanding its existing Hotel Indigo boutique 
brand portfolio, and introducing Kimpton Hotels 
& Restaurants to the market “over time.” 

Hong Kong has been recognised as Asia’s Leading Destination at the World Travel 
Awards Asia & Australasia Gala Ceremony 2016 in Vietnam.

The T Hotel, the training hotel of the Hotel 
and Tourism Institute (HTI) has been awarded 
the 2016 Certificate of Excellence and 2016 
Travellers’ Choice Award by TripAdvisor. 

Carlson Rezidor Hotel Group 
has announced the signing 
for Radisson Red Kuala 
Lumpur. The 166-room new 
build hotel will introduce the 
brand to the Malaysian market. 

Novotel has debuted the Novotel Suites 
brand in the region choosing Hanoi to do so. 
A choice of 87 studios and 64 one-, two- and 
three-bedroom apartments are on offer.

Marriott International has closed a 
US$13 billion acquisition of Starwood 
Hotels & Resorts Worldwide. Marriott, 
Courtyard and Ritz-Carlton brands now 
join with Starwood’s Sheraton, Westin, 
W and St. Regis properties. Marriott 
CEO Arne Sorenson noted some of the 
30 brands have performed better than 
others but said all of them will “probably 
survive the merger.” Marriott has been 
‘asset light’ while Starwood has been 

selling off properties and signing long-term management agreements for those 
same hotels. As of June 30, it still owned 23 properties. Both groups own very 
few individual hotels, they manage or franchise their brands. The purchase gives 
Marriott leverage with corporate travel departments in the battle to get travellers to 
book directly instead of with travel agencies. The group now has more than 5,700 
hotels and 1.1 million rooms in over 110 countries across the globe.

Photo courtesy: Ebb & Flow
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Personal 
and Private

Latest research into customer 
loyalty shows it’s a nuanced 
and differentiated field. Hotels, 
restaurants and incentives 

consultancies are responding to this new 
and more refined understanding of loyalty 
by developing strategies to retain guests 
- and in the fiercely competitive world of 
hospitality, repeat business is not just a 
boon it’s a necessity.

“Given the amount of competition that 
exists at the top-end of the hotel industry, 
customers are absolutely spoiled for 
choice,” says Matthew Arnold, managing 
director, TouchPoint Hotel Loyalty in 
Hong Kong. 

A well-designed loyalty platform - to 
help a hotel put their best customers on 
radar, to analyse their spending patterns 

Loyalty programmes have been around for decades and customers and 
guests have come to expect them. But as the market continues to grow 
and become ever more sophisticated, loyalty programmes are becoming 

increasingly complex and adaptable. Victoria Burrows reports
and to build creative engagement strategies 
on that data - is absolutely essential for 
building lasting relationships and shutting 
out the competition.

Arnold says TouchPoint’s loyalty 
initiatives in Hong Kong generate up to 
400 additional room nights and up to 
10,000 additional restaurant covers per 
month for each of their hotel partners. 
“Annualised, that adds up quickly,” he says.

While attracting repeat business can 
have a huge impact on earnings, there is no 
simple formula for building loyalty. 

Increasingly, the old ideas of ‘make  
it cheaper and they will come’ are  
proving outdated. 

Especially in Asia, research shows that 
discounts are far less effective in today’s 
hospitality climate than once assumed. 

A recent study by research consultancy 
Nielsen showed that quality and service are 
crucial to developing loyalty. 

The study aimed to identify the one 
attribute that would encourage customers 
to switch brands or service providers. 

In Asia-Pacific, the attribute was better 
quality (29 per cent). A close second was 
better price (28 per cent), followed by 
better service (19 per cent). Better selection 
earned 13 per cent and better features 11 
per cent of votes. 

This is in contrast to the global average 
of better price at 41 per cent, better quality 
at 26 per cent, better service at 15 per cent, 
better selection at 10 per cent and better 
features at 8 per cent. 

Asia-Pacific showed the lowest interest 
in price out of all the regions covered, 

Guests want to feel their business is genuinely appreciated
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Discounting as a way 
to win business and 
loyalty is a race  
to the bottom
Matthew Arnold,  
MD, TouchPoint Hotel 
Loyalty HK

ensure customers feel their hotel group of 
choice has a special one-on-one relationship 
with them,” Arnold points out.

KeeP it Personal 
Companies like TouchPoint build 

smaller ‘high standard’ customer databases; 
and to ensure communications and 
engagement strategies are strong, appealing 
and relevant develop algorithms that 
identify and frame specific customer 
segments based on spending patterns 
and preferences, which then trigger more 
personalised communications. 

Personalised communication and 
incentives are a growing field within  
loyalty programmes. 

US-based Virtual Incentives, who 
manage the virtual accounts for Visa and 
Mastercard, released results of their latest 
study in September. The Incentive Research 
Paper looked at US consumer perceptions 
and preferences surrounding incentives, 
taking into account gender, age, income 
levels and political affiliation. 

It found that only two out of every five 
respondents had ever received a personalised 
incentive and, of those, just over half said it 
increased their consideration of the brand. 
Most respondents felt that a personalised 
incentive made them feel respected as a 
customer, while the vast majority indicated 
that use of personalisation made a brand 
seem smart, unique and caring.

On the other hand, the study also 
gave insight into how willing consumers 
are in having personal information used 
in conjunction with incentive delivery. 
A meaningful minority of 16 per cent 
found a brand offering them a personalised 
incentive “creepy”, while one in four felt it 
“a violation of their privacy.” 

As personal data-driven marketing 
continues to develop, marketers will 
need to be aware of both the impressive 
loyalty-building power of personalised 
communication and the need for real or 
perceived privacy. 

which included Europe, the Middle East/
Africa, Latin America and North America. 
It was second only to the Middle East/
Africa in highlighting better quality, and 
was a clear leader of all the regions in 
valuing better service.

do discounts worK?
“We still see many hotel loyalty 

programmes, specifically F&B loyalty 
programmes, focus on excessive 
discounting,” Arnold says. 

“Discounting as a way to win business 
and loyalty is a race to the bottom because 
there’s always a competitor prepared to 

go lower, and the relationship with the 
customer is highly conditional.” 

Generous points awards and freedom of 
redemption aside, the critical success factor 
in any successful hotel loyalty programme 
mirrors the same critical success factor in 
the service industry - sincere recognition, 
Arnold points out. 

“Customers want to feel recognised, 
remembered, welcomed back, to feel their 
business is genuinely appreciated. That 
should be the central objective.”

The bigger the hotel or restaurant 
group, the more challenging it can be to 
ensure individual guests are identified and 
recognised across multiple properties and 
thousands of frontline staff. 

The better a hotel or restaurant is with 
these service aspects, the stronger the  
bonds they will have with their key 
customer groups.

“It’s amazing how often I receive 
blanket, template communications from 
some of the bigger players with a message 
essentially saying ‘… congratulations, you 
have zero points …’,” Arnold says. 

Data analysis on customer travel 
patterns and spend patterns is critical to 
ensure communications are timely, relevant 
and customised. 

“Fortunately technology makes it easy 
now to develop engagement strategies to 

What should F&B loyalty programmes focus on? 
(Photo courtesy: Novotel Phuket Phokeethra)

Loyalty programmes in places like Hong Kong need to focus on personalised communication  
(Photo courtesy: Mandarin Oriental HK)

Matthew Arnold, MD, 
TouchPoint Hotel Loyalty

When loyalty programmes are devised the need 
for real or perceived privacy has to be taken into 
account (Photo courtesy: IDeas)
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Too much 
room aT  
The inn

Drop-in Chinese arrivals prompts Taiwanese hoteliers to diversify 
markets, Michael Taylor writes

Taiwan hotels like W Taipei are devising specific marketing strategies to build a changing market



M a r k e t  r e p o r t

Travellers from China have 
accounted for a major share of 
Taiwan’s tourism arrivals ever 
since a deal was struck to allow 

mainland tourists to visit the island as 
members of tourist groups in 2008. 

According to Taiwan’s Mainland Affairs 
Council, arrivals from China reached a peak 
of 3.4 million travellers in 2015.

Since the election of Tsai Ing-wen as 
president of Taiwan in January of 2016, 
however, cross-straits relations have  
become strained. 

As a result, the number of mainland 
tourists travelling to Taiwan in tour groups 
has taken a nose dive, falling by 30 per cent 
between April and July. 

While the number of independent 
mainland travellers rose by 13 per cent, they 
still accounted for only a small fraction of 
mainland travellers.

Fortunately, the number of arrivals from 
other source markets has offset the drop in 
Chinese tourists. 

According to the Tourism Bureau, 
Republic of China (Taiwan), there was 9 
per cent growth in international arrivals 

G E R M A N Y

W W W. Z I E H E R . C O M

NOVELTIES 09/16

“Cuspis““Lacuna“ “Slope“

”You have never

      seen wine like this!”
Silvio Nitzsche WEIN | KULTUR | BAR, Dresden

THE VIDEO
NOSTALGIC INTENSE BALANCED STRAIGHT RICH  FRESH

• lead-free crystal

• each single glass a unique piece

• top-quality craftsmanship

• handblown with artistry and 

  dedication

Our focus remains on developing 
the Southeast Asian market as well 
as investing carefully in the right 

marketing channels
Gary Lee, 

assistant marcom director, W Taipei

Tourism operators are targeting the MICE sector with vigorous marketing activities  
(Photo: Regent Taipei ballroom)
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Tourism acTion plan

As more and more local and 
international brands enter the Taiwanese 
market or expand their holdings on the 
island, an oversupply of rooms seems 
imminent. In response, the Taiwanese 
Government has begun implementation 
of the Taiwan’s 2015-2018 Tourism 
Action Plan.

Measures will include vigorous 
marketing activities that will target 
international cruise lines and the MICE 
sector “while seeking to further develop 
such key tourist markets as China, the 
Muslim countries, Europe, the US and 
Southeast Asia.”

Included will be an easing of visa 
restrictions for citizens of the eight 
Association of Southeast Asian Nations 
(ASEAN) that do not currently have visa 
free access.

“Citizens of Thailand and Brunei 
now enjoy visa-free access to Taiwan,” 
says Valerie Cheung, regional director for 
North Asia, Preferred Hotels & Resorts. 
“Nationals from Cambodia, Indonesia, 
the Philippines, Vietnam, Myanmar, and 
Laos who have received visas to Australia, 
Canada, the Schengen area in Europe, 
Japan, New Zealand, South Korea, the 
UK, or the US over the past 10 years will 
also be allowed to enter Taiwan visa-free 
after registering online.”

It is estimated that the easing of 
visa restrictions for these eight ASEAN 
countries will lead to an increase in 
Southeast Asian visitor arrivals for 2016 
of at least 20 per cent.

in the first six months of 2016, compared 
to the same period last year. As a result, 
overall arrivals increased by 1 per cent, 
thanks to an increasing number of travellers 
visiting Taiwan from Hong Kong, Macau, 
Japan, South Korea and other countries. 
An increase in the number of domestic 
travellers was another factor.

over-supply of rooms
One of the biggest challenges faced  

by Taiwanese hoteliers is an over-supply  
of rooms.

“We respond by focusing more on 
cultivating relationships with returning 
guests and strengthening our VIP 
programmes,” Yang says. 

“Also, the airport express has not been 
completed yet - so it may be troublesome 
to travel from the airport to the Taipei city 
centre. At Regent Taipei, we offer exclusive 
transportation and ensure our guests are 
aware of all the transportation options.”

Preferred Hotels & Resorts entered the 
Taiwanese market in 2000 with the opening 
of its first member hotel, the Palais de 
Chine, a five-star property with 286 rooms. 

Hotels such as Regent Taipei are cultivating relationships to ensure repeat business

Ivy Liu, GM Palais de Chine

Shangri-La’s Far Eastern Plaza, Taipei

Valerie Cheung, regional director North Asia, 
Preferred Hotels & Resorts



The Grand Victoria Hotel joined the group  
in 2015.

“Although the number of visitors from 
China has been declining, the 286-room 
Palais de Chine has not been seriously affected 
because only a small percentage of its guests 
are from the mainland,” says Ivy Liu,  
general manager. 

“With a good location right in the  
heart of the city’s transportation hubs the  
hotel is popular with both leisure and  
business visitors.”

Despite the challenges facing Taiwan’s 
hospitality industry, there are opportunities for 
those that think outside the box.

“We will offer different packages for 
different markets,” Liu says. “We will have 
specific offers for female travellers, multi-
generational family travel, etc., to create a 
different experience from competitors’ hotels.” 

Adds Yang: “Digital and social media 
channels are great ways for us to interact 
directly with our guests and to extend our 
brand image. Also, our hotel group owns and 
operates properties across almost all major 
Taiwanese cities and tourist locations - we 
see an opportunity to create a holistic travel 
itinerary for guests who would like to travel 
throughout the country with us.” 

Melvin Yang,  
hotel manager, Regent Taipei
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Robert Schecterle,  
director of  marketing, Agilysys

There’s been an undoubted shift 
to guest-centric technologies 
to enhance experience and 
retention, but how refined are 

these systems now - and how efficient  
are they? 

Hospitality technology is still 
fragmented between traditional IT 
specialists, global technology providers, and 
in-house developments. 

Lee Horgan, CEO at Amadeus 
Hospitality, argues that the hospitality 
industry has not kept pace with other 
industries, primarily due to the high total 
cost of ownership associated with the 
current systems, point-to-point interfaces 
and siloed legacy systems built on  
closed architecture.

“If you think of these currently 
fragmented systems - like a PMS or a 
CRS  (Central Reservation System),” he 
says, “there’s a fairly large percentage of 
the functionality that’s the same: the guest 
profile, rates, inventory, and availability.

“That’s why we are working on 
moving away from fragmented systems in 

Managing 
properly
There aren’t many certainties in life, but one thing is for sure - property 
management systems (PMS) are forever having to evolve, and become 
more efficient. Donald Gasper talks with some of the leading  
PMS suppliers

order to reduce the complexity for hotel 
organisations operations - whether that be 
for a brand, chain, or hotel property.” 

Amadeus Hospitality wants to bring 
all of these technologies together in a 
“modular, component-based platform 
so hoteliers won’t need to worry about 
interfaces and integrations of various 
systems and will be able to focus on 
creating an unforgettable brand and guest 
experience,” says Horgan.

guest-centric
Property management systems are 

definitely becoming more guest-centric and 
efficient, says Robert Schecterle, director of 
marketing at Agilysys. 

It begins with open architecture. 
Property management systems built 

on open industry standards allow hotels 
to integrate all the hospitality solutions 
they need into a common platform with a 
consistent look and feel. 

Open architecture also offers an 
‘unsurpassed level of flexibility’ by allowing 
hotels to integrate applications from various 

The world of  PMS is an ever-changing one 
(Photo courtesy: Ebb & Flow)

Michael Schubach, director strategic 
deployments, Infor Hospitality
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The whole customer 
experience has to be 

taken in a holistic 
view… the PMS of  the 
future will not be what 

is out there today
Harbens Singh,  

managing director, UbiQ 
Global Solutions

of UbiQ Global Solutions which has its 
headquarters in Malaysia, says hotel guests 
are changing and in line with that, their 
needs and expectations are changing, too. 

“We must remember that, firstly, the 
majority of the customers travelling today 
are Millennials and their expectations in 
terms of service are different compared to 
the Baby Boomers.”

Today, hotels have to factor in that 
buying decisions are not just based on 
the quality of the hotel but also on the 
touchpoints which connect to the  
customer, Singh says. 

Apart from the basic requirements 
which a traveller looks for today, some basic 
necessities are becoming apparent such as 
good wifi, security, ease of check-in and 
check-out, and a ‘unique experience’. 

“It has been shown that travellers 
today are willing to pay more for a unique 
experience in the hotel rather than just 
having a normal five-star treatment,”  
Singh says.

He continues: another point to note is 
that in every other industry, customers are 
being allowed to manage their transactions. 
Airlines, where the passenger literally does 

everything from booking to check-in, are an 
example. Customers want to be in control 
of their data and their travel itineraries. So 
hotels need to adapt to give customers the 
flexibility of being able to manage their stay 
and their own data. This will, in the process, 
facilitate the customers’ stay and experience. 

“Hotel PMS need to evolve from 
transaction-based to ‘guest experience 
management’ systems,” according to Singh. 
“We cannot continue working in isolation 
on different systems in the hotels and then 
try to link these to multiple other systems.”

“The whole customer experience has to 
be taken in a holistic view and, as such, it 
is my belief that the PMS of the future will 
not be like what is out there today.”

“PMS solutions are forever evolving 
but that isn’t evidence that the genre lacks 
refinement, efficiency and sophistication, or 
that the applications came to market half-
baked,” says Michael Schubach, director of 
strategic deployments for Infor Hospitality.  

This isn’t by a series of false starts, 
he says. “PMS solutions leverage new 
technologies as they become reliable 
and affordable. The fact that PMS 
manufacturers relentlessly revise their 
offerings is a very positive process. Property 
management systems have been ‘state-
of-the-art’ for 50 years because they have 
evolved as the world has.  If they hadn’t, 
you’d be reading about them in  
history books rather than industry  
trade journals.” 

providers in order to gather and analyse 
data, create customised guest offers and 
generate additional revenue. 

Moreover, property management 
solutions are moving to the cloud, which 
enables hotels to optimise IT environments 
and focus more resources on guest service. 

Horgan agrees that the number of hotels 
moving to cloud-based PMS systems is 
growing rapidly. However, “although there 
is a lot of buzz about cloud technology, 
open systems, and the integration of big 
data and social media, the fact remains that 
data fragmentation and guest-centric views 
are not yet answered for,” he says.

Today’s systems also feature mobility, 
says Schecterle, specifically the ability to 
access the PMS from anywhere on the 
property and from virtually any device. 

Busy managers increasingly look to 
mobile solutions that provide dashboard 
views of key property metrics to stay 
informed while on the go. As a result, they 
can take the necessary steps to streamline 
operations and maximise profitability. 

evolving to change
Harbens Singh, managing director 

Harbens Singh,  
managing director, UbiQ Global Solutions

Hotel groups such as Novotel have to move with the times

PMS is all about guest-centric formulas now 
(Photo courtesy: Jamie’s Italian)
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The ‘something for everyone’ philosophy is taken very seriously at 
Anantara Vacation Club Phuket Mai Khao, as Zara Horner discovers

A new wAy
to go 

clubbing

The resort seamlessly merges old 
cultural aesthetics with the modern 

requirements of  a successful stay
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Shortly after the Second World War 
some European families would  
club together to rent a home  
for holidays.

This home sharing evolved quickly and 
in the 60s the term ‘timeshare’ was coined 
to describe the expanding vacation system 
where people owned a property for a certain 
period of time each year.

The method of holidaying has gone 
in and out of vogue since then, but with 
properties such as the Anantara Vacation 
Club now on the scene it looks set to enjoy 
a successful future.

“We are very much family-oriented,” 
explains Lyndon Ellis, general manager of 
Anantara Vacation Club Phuket Mai Khao. 
“Our focus is multi-generational guest 
expectations and recreation.”

The resort is an impressive amalgam 
of ‘luxury’ and ‘child-centric’. Deceptively 
simple, the design caters to and 
encompasses a variety of needs  
and expectations. 

“The design theme throughout is 
unmistakably Thai,” Ellis continues. 
“Indigenous features are our touchpoint 
and I know they are well-received because, 
unlike other properties, here my role is very 
much hands-on, front of house. And that’s 
just the way I like it.”

Despite the average stay being just four 
and a half days, up to 10 on major holidays 
such as Christmas and New Years, there is 
an air of permanence to the place as guests 
obviously embrace the home-away-from-

home atmosphere - albeit super-luxe!

where it All begAn
Part of Minor Hotel Group the brand 

was launched in 2010 as “an exclusive 
collection of luxurious vacation ownership 
resorts and suites, offering each generation 
the opportunity to explore the world’s most 
exciting destinations.” 

Club Points owners purchase the 
number of points which suit their lifestyle 
and holiday needs, and due to the flexibility 
of the system, they can use them for stays 
which can vary in length, are not restricted 
to a specific time of year, and offer a choice 
of size and type of accommodation.

Over the next five years, there are plans 
to add up to 10 additional resorts, including 
one in Chiang Mai later this year. So  
owners will have access to over 3,000  
resorts worldwide. 

one step beyond
The property at Mai Khao is the first 

purpose-built Signature Club Resort. 
Offering 70 suites and 30 pool villas - all 
one, two or three bedroom - along with a 
swim-up lagoon pool, kids club, a room 
exclusively for teenagers with Xbox, fusbol, 
karaoke rooms and plans to install F1 
simulators, state-of-the-art fitness centre, 
climbing wall, and a range of restaurants 
and bars, Ellis says exciting plans are afoot 
to extend the resort even further.

The property is turning the old concept 
of ‘timeshare’ on its head. “We want our 

We are  
very much  

family-oriented
Lyndon Ellis, GM, 
Anantara Vacation 
Club Phuket Mai 

Khao

Lyndon Ellis, GM,  
Anantara Vacation Club Phuket Mai Khao

 A range of  F&B options ensures no two meals are the same An attentive yet discreet staff  
are always on-hand
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http://eurocavepro.hk

909, Chai Wan Industrial City, Phase 2, 70 Wing Tai Road, Chai Wan, Hong Kong
Tel: +852 2889 2123      Email: alpha@eurocave.com.hk

Alpha International Food Services

The
6000 Series

Model: 6170D
2 temperaturesguests to feel like they are at home, but with none of the 

drudgery,” Ellis points out. 
“It’s all about flexibility and customisation. The villas 

are fully-equipped with all the latest gadgets and full-size 
appliances, some guests use them some of the time,  
some never.” 

The  pool villas are enclosed for total privacy and are 
more than generously proportioned. Extras include stone 
bath tubs, outdoor tropical rain showers, and a safe wading 
area in the pool. Amenities are contemporary and high-end. 

The resort design perfectly balances functional layout 
with the aesthetic. Guests are afforded a sense of place - vital 
in any successful design - while simultaneously having their 
needs met. 

A short drive from the airport, and minutes from 
nearby beaches and shopping areas, the resort is a tropically 
lush haven; a compound of carefully manicured simple 
gardens and award-winning architecture with interior 
styling which seamlessly merges traditional Thai motifs with 
contemporary design. 

“We have created a traditional Thai space with all the 
modern conveniences to ensure comfort,” says Ellis. “And 
what’s best is that people can actually own their part of it.”

Public spaces are heavily design oriented with functional 
aspects carefully integrated to enhance but not dominate 
the space.  While the pool villas and suites have been 
carefully designed to appeal to couples, families, and groups 
of friends holidaying together. No mean feat!

“This is a standard hotel operation with a difference,” 
Ellis says. “We are identifying and satisfying needs to ensure 
that each time our guests return they have the holiday they 
want and need at the time.”

Complementary bicycles allow guests to circumnavigate 
the resort with ease. Perhaps heading straight for the 
Anantara spa where heavily accented treatment rooms, 
signature product ranges, and an extensive menu can help 
ease away any aches and pains.

“A vacation here covers all bases, and is easily planned,” 
says Ellis. “We have a fuller range of F&B options, for 
example, and activities and special events are always  
on offer.” 

The resort works hard to offer something for everyone – whatever their age

A two-bedroom pool villa

Families, friends and couples are drawn to the signature club offerings
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Every chef knows that the slightest 
miscalculation can make or break 
a dish: too little salt and it’s 
tasteless, too much chilli and the 

subtlety is lost. 
Condiments can change a dish, inspire a 

meal, and even be responsible for  
repeat business. 

“Condiments are the first things you 
have to consider,” says Giovanni Parrella, 
executive chef, The Reverie Saigon hotel in 
Ho Chi Minh, Vietnam. 

“Everywhere I have worked in the 
world, condiments have played differing 
roles based on cuisine culture, and 
understanding this has always been 
fundamental to ensuring success in 
producing satisfying dining experiences. 

“Chefs have to learn to choose what 
condiments to use based on customers’ 
preferences. Of course, the common 
condiments considered essential in most 
parts of the world are salt and pepper - that 
hasn’t changed and is unlikely to. In Asia, 
chilli and fragrant spices play a more  
major role.”

Condiment 
winners
In the competitive world of hospitality, standing out from the crowd 
means paying attention to every detail. Victoria Burrows has the latest  
on the increasingly important condiments sector

While chilli, herbs and spices are 
traditionally used liberally in Asian cooking, 
Kan Cheung, regional director of TPS 
Hong Kong-based distributors of Tabasco, 
points out that the growing taste for bold 
flavours is a worldwide phenomenon.

“Condiments are growing in 
importance for every meal,” says Cheung. 
“Global research is showing a big trend 
for spicy food in restaurants around the 

world. The number of spicy food products 
available has doubled in the past five years. 
Consumers are just not satisfied with bland 
food any more and are looking for more 
excitement when it comes to mealtime.”

Cheung says that McIlhenny launched 
their Tabascco Buffalo Style Sauce to cater 
to the growing market for sauces with 
bolder flavours. The sauce was created as a 
menu-oriented condiment, which, through 

Condiments are used 
to introduce diners to 

regional cuisines

There’s a growing taste for bolder, fuller flavours

 F o o d

www.asianhotelandcateringtimes.com 24 AHCT November 2016

 F o o d



Slug Created: 1/31/12

CMYK
File Name

LAMB30844_Mashed_International_AsianHotel&Catering_Asia.ai

Initial Keyline Date: 10.6.16

Cr. Director
Art Director
Copy Writer

Account
Production

Tra�c
Retoucher

Keyliner

S. Martineau
M. Sullivan
E. Ho�man
L. Diaz
A. Wood
C. Mouton
M. D'Ouville
R. Ortiz

ProdProd ADAD Proofer/WriterProofer/Writer AEAE CD StudioRoute# Date:

S
IZ

E

A
LT

S N
O

T
E

S

C
O

LO
R

 U
S

E

Printed @ 100% Unless Indicated

216mm x 303mm

210mm x 297mm

190mm x 277mm

Bleed

Trim

Live

T
E

A
M

Publication:
Asian Hotel & Catering

(International China/SE Asia )
Product:

Sweets & Mashed

Billing # LAMB30844 Tracking # SAME

C = 4
M = 2
Y = 4
K = 9

C = 100
M = 45
Y = 0
K = 60

C = 0
M = 76
Y = 100
K = 0

C = 0
M = 30
Y = 100
K = 0

©2016 ConAgra Foods, Inc. All Rights Reserved.

Creamy mashed potatoes from Lamb Weston® are made from real potatoes harvested for 
peak flavor – never dehydrated. From classic sides to creative applications like burgers, 
pizzas, soups and more, they make it easy to bring more potato possibilities to your menu.
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Our potatoes make it possible.

Lamb’s Supreme®    
Red Skin Mashed



Condiments are 
growing in importance 

for every meal
Kan Cheung, regional 

director, TPS 

its association with the dish of buffalo 
wings, would “guide and inspire” on how 
to use it.

An ever-increasing number of tourists 
are exploring unfamiliar countries and 
cities, and food is a big part of most 
travellers’ experience of a destination. 

Hotels and restaurants are catering 

(liquid) and doenjang (paste), both made 
from fermenting beans. We often also we 
make different kinds of pickles with it.”

Other cuisines have their distinctive 
condiments. At R&J, The Reverie 
Saigon’s Italian outpost, lemon and 
extra virgin olive oil are “a given”, says 
Parrella, “as we serve up home-style dishes 
representative of various regions of Italy, 
and both these ingredients are foundational 
condiments that represent the freshness of 
Mediterranean cuisine.” 

At The Royal Pavilion, the fine-dining 
Chinese restaurant at the hotel, soy sauce 
is the most essential condiment as it is, 
“synonymous with Chinese cuisine,”  
while it’s sauces made from intensely 
flavoured San Marzano tomatoes that are 
the key ingredients in dishes at The Long @ 
Times Square, the hotel’s casual, trattoria-
style eatery. 

Condiments are not only being used 
in savoury main courses, but creatively in 
appetisers, cocktails, and even desserts. 

Salted caramel and chilli chocolate are 
just two unusual pairings that have over the 
past few years become commonplace on 
menus around the world. 

Cheung points out that Tabasco Pepper 
Sauce has been used in everything from 
appetisers and soups to cakes, desserts, 
chocolate, ice cream and cocktails. Kang is 
also experimenting with using unexpected 
pairings, including desserts with doenjang 
and a paste of caramelised black garlic. 

Parrella says that chefs do, however, 
have to be aware of personal dietary 
requirements when using condiments - 
regardless of whether they are used in main 
courses or desserts - just like with any  
other ingredients.

“We have more and more customers 
who request gluten-free or nut-free 
options,” he points out. “Although lifestyle-
based dietary restrictions, such as veganism, 
are more common in the West, we are 
coming across more Asian guests with very 
specific dietary requests these days. It’s 
important to take these considerations  
into account.” 

to the demand of both leisure and 
business travellers wanting to sample 
local cuisine by offering dishes that 
embrace local condiments. But they are 
also being sensitive to palates that may be 
unaccustomed to certain flavours.

“For many travellers, traditional sauces 
and condiments present an excellent 
opportunity to introduce themselves to 
regional cuisines,” says Parrella. 

“There’s a trend to introduce the 
flavours of ‘foreign’ sauces and condiments 
into dishes that visitors are already familiar 
with. This is what many refer to as ‘fusion’ 
cuisine. I believe this speaks to both the 
crossover influence of international cuisine 
as well as curious consumers’ desire to 
expand their tastes, literally, to a more 
global level.”

That condiments are so critical to 
creating flavours of a particular region is 
clearly illustrated with Korean food. 

Mingoo Kang, chef owner of Restaurant 
Mingles in Seoul, which is rated 15 on the 
Asia’s 50 Best Restaurants 2016 list, points 
out that it’s one sauce that provides that 
identifiable Korean flavour - jang. 

“Jang is essential to almost every Korean 
dish. It’s the Korean mother sauce,” says 
Kang. “Jang comes in two varieties, ganjang 

Tourists in Asia often expect a culinary adventure (Photo courtesy: The Reverie Saigon)

Condiments have always been an essential ingredient in savoury main courses, but now they’re used in 
appetisers, cocktails, and even desserts at places like The Reverie Saigon

Giovanni Parrella,  
executive chef, The Reverie Saigon
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Your patrons love potatoes, so give them more to love. Lamb Weston® Sweet Things® 
fries are deliciously crispy and deliver real sweet potato flavor any time of day. With a 
variety of unique, versatile cuts, they’re perfect for applications across your menu, like 
breakfast entrées and shareable appetizers.

To see what’s possible with potatoes and to request a sample, call us at +65 6299 5827 or visit 
LambWeston.com/SweetsAP

Sweet potatoes.
More possibilities.

        Sweet Things®

CrissCut® Fries



Caviar 
Counts

Demand for caviar in Asia, say 
producers, is still high, even 
growing in some markets. 

“The demand for our 
Russian caviar has increased twice compared 
to last year. The main reason is the product 
quality and another reason is competitive 
price, which is an important factor,” says 
general manager, Russian Caviar House, 
Aleksei Badia.

Sergei Reviakin, director of Mottra 
agrees, “The demand has increased, which is 
partly due to more affluent customers - such 
as in China.” 

Jason Wong, founder of W3 and JA 

For about a decade caviar has been a must-have on many menus 
in Asia, particularly fine-dining. Is that still the case and what has 
happened with two potentially controversial aspects: sourcing and 
price? Vicki Williams finds out

Caviar, is another caviar producer to note 
increasing sales across Asia. “Hong Kong 
and Thailand are stable markets with 
continued growth, Singapore is growing 
slowly, but in China, we recorded a  
50 per cent increase in Shanghai alone. 
Eating caviar has become trendy in 
mainland China.”

All three caviar companies have leading 
hotels and restaurants in Asia as customers, 
and all three farm in different places, 
Russian Caviar in Russia, Mottra in Latvia, 
and representing the biggest caviar market is 
Wong with farms in China.

Chefs - either proactively or in response 

More producers and improved product has stabilised price

Russian Caviar House produce comes from full 
life-cycle fish who have lived in clean river water 
in Russia

Amber’s Richard Ekkebus is a big 
caviar fan and creates dishes around 

the delicacy
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to trends and customer satisfaction - drive 
demand, and, if two-Michelin starred 
Amber, in Hong Kong, is representative, 
caviar is here to stay. 

“I love caviar, and always have done,” 
says Richard Ekkebus, director of culinary 
operations and food and beverage, The 
Landmark Mandarin Oriental, Hong Kong. 

“We have, therefore, always had a caviar 
menu. We encourage all our guests to start 
dinner in Amber with caviar and we have 
up to eight different species of caviar  
on the menu. 

“We always have dishes and even 
a menu at certain times of the year, 
celebrating caviar, and we even serve it 
in dessert!” 

The hotel uses up to 15 kilos a month, 
sourcing its caviar from France.

Ekkebus adds, “I think you have two 
types of caviar eaters, those who love it for 
what it is as a product and those who love it 
because of its high price. I aim to focus on 

those who love it for what it is.”
At top-end resorts, such as Alila Villas 

Uluwatu, Bali, caviar is also in use. 
Marc Lores Panades, executive chef  

says, “We have caviar on tasting menus,  
à la carte, and as part of in-villa  
romantic packages. 

“We use it to finish plates, to give a 
salty and explosive finish with a sea flavour. 
We think of it as an amazing touch for the 
organic produce that is our signature.” 

He thinks ‘foodies’ are seeking new 
ways to experience caviar, which is why 
in addition to more traditional pairings, 
he often uses caviar with less expected 
ingredients such as cauliflower, marinated 
tofu and savoury cakes. 

“For me the main use of caviar is to 
enhance the taste as a partner, not be the 
main player.”   

Wong agrees, “I always encourage chefs 
to create different caviar recipes to promote 
caviar culture. In the past it was usually 

The demand for caviar has increased  
twice compared to last year 

Aleksei Badia, general manager, Russian Caviar House

Restaurants such as Alila Villas Uluwatu’s 
Cire use caviar to enhance the flavour and 
presentation of  dishes

Distributors such as W3 believe eating caviar has become trendy

The demand for Mottra caviar has increased in part 
because of  an increased affluence in the region, they say

French and Italian fine-dining restaurants as 
caviar customers, but now many Japanese 
and Chinese restaurants start to work new 
caviar dishes. 

“Also many wine bars and clubs start to 
create caviar and Champagne packages for 
their customers.”

In terms of source Ekkebus says, 
“Caviar has never been better than it is now, 
it is made more often per year thanks to 
farming, which means it is seasoned way 
less - all the way down to 3 per cent salt - 
leaving a much nicer and cleaner product  
and if you speak about, for example, a Huso 
Huso Bulgarian beluga it would be hard to 
find a wild beluga that was as good as that, 
it is amazing and a true feast to eat.” 

Reviakin agrees, “One way in which 
our product has improved, and improved 
products are driving demand, is by using 
less salt, now the only preservative.” 

The key for sourcing is to find a 
reputable producer, one that provides 
packaging with traceability and other vital 
information, with certifications, and like 
the three here, supportive of responsible 
farming and sustainability - for example, 
using the entire fish. 

Badia says, “Our system means that 
our fish grow in clean river water in 
an environment that is close to natural 
conditions and that allows fish to pass the 
full life-cycle. One of the most important 
factors to guarantee the high quality of 
caviar is fish feed.”

A similar story is true for Wong. “All 
my farms are located in unpolluted areas 
with a free flow of spring water.”

In terms of price, all spoken to agree 
that the price is remaining stable, perhaps 
thanks in part to the growing number  
of producers. 
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For reasons ranging from economic downturns to outright bans on 
alcohol sales, the history of the whisky business is one of frequent booms 

and busts. Robin Lynam reports

Roll out
the baRRels

Until recently international 
sales of whisky were booming, 
but while the current crack 
down on spending on luxury 

goods on the Chinese mainland isn’t quite 
prohibition as experienced in the US in 
the 1920s and early 1930s, it has certainly 
given the industry in general - and the 
Scotch whisky business in particular - pause 
for thought.  

Asia is a region targeted for growth, and 
beginning to look a bit wobbly. 

Of the top 20 Scotch whisky markets 
by value, five are in Asia. Singapore ranks 
third, Taiwan fourth, India ninth, South 
Korea 10th, and Japan 13th. 

William Grant’s Balvenie pioneered different wood finishes

Asia may be targeted for growth but whisky sales look wobbly (Photo courtesy: Diageo)
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The Macallan traditionally enjoys a high status among single malts in Asian markets  
(Photo courtesy: Edrington)

Hong Kong-based brand manager for 
Diageo’s Reserve portfolio of high-end 
spirit brands, which includes Johnnie 
Walker, Bell’s, Old Parr, Lagavulin, The 
Singleton and Bulleit Bourbon. 

“I think what has happened is that 
people now enjoy the variety of whisky 
in the same way they enjoy the variety of 
wine. They’ll drink different whiskies from 
different regions to match particular moods 
and occasions.” 

In Asia the major players continue to 

Comparing the Scotch Whisky 
Association’s figures for exports to those 
markets for the first six months of this year 
[2016] with the same period in 2015, the 
picture looks decidedly mixed. 

Sales are up by 8 per cent in Singapore 
from US$114 million to US$121 million; 
in India by 28 per cent from US$40 
million to US$44 million; and by a modest 
3 per cent in Japan from US$42 million to 
US$44 million.  

In Taiwan, however, they are down by a 
worrying 11 per cent from US$101 million 
to US$90million, and in South Korea by a 
massive 17 per cent from US$61million to 
just US$51 million. 

The Singapore figure includes  
re-exports to China and other markets,  
so that growth is disappointingly modest.  

IntRoductIons  
stIll made

New blends and single malts from 
established and new producers, however, 
are still being introduced at a bewildering 
rate. Is the market now saturated and are 
consumers confused? 
 “I don’t think so,” says Martin Newell, 

dominate. In blends the luxury sector is 
particularly strong regionally with Diageo’s 
Johnnie Walker and Pernod Ricard’s Chivas 
Regal still the major players. Bacardi’s 
Dewar’s and Edrington’s The Famous 
Grouse also enjoy high profiles. 

Such growth as there is has been driven 
mostly by the single malt category, and the 
dominant names are still Edrington’s The 
Macallan, Pernod Ricard’s The Glenlivet, 
William Grant  & Sons’ and  
LVMH’s Glenmorangie.  

SAG_Anzeige_Coffee_Soul_GB_210x146_RZ_Pfade.indd   1 13.10.16   11:04
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soft maRket
According to Edrington’s Hong Kong-

based marketing director Peter Woo, in the 
currently relatively soft Hong Kong market 
the Macallan has maintained double digit 
growth, and Edrington continues to release 
new expressions. 

“We introduced The Macallan In 
Lalique The Peerless Spirit 65Yr Decanter 
this year, with a recommended retail 
price of US$30,000. We introduced The 
Macallan Double Cask 12Yr old with a 
favourable reception in the market, and we 
introduced The Macallan Edition No.2,  
another limited edition, and the response 
was surprisingly good,” says Woo. 

Spirits like The Macallan In Lalique 
appeal to wealthy collectors, and the 
publicity surrounding them helps to 
support the brand as a whole. 

“Special bottlings such as the soon-to-
be-officially launched Glenfarclas Trilogy 
get good attention with a lot of pre-launch 
sales [of Trilogy] already in hand,” says John 
Rhodes, founder of a new whisky shop 
in Hong Kong’s Kowloon Side K11 mall, 
Caskells, which aims to introduce whisky 
lovers to lesser known spirits as well as the 
marquee names. 

 “Collectibles from dead distilleries are 
as usual still of interest, as well as the older 

Bowmore Mizunara Scotch single malt matured in Japanese oak

The single malt category such as Glenfiddich still dominates

People now enjoy the 
variety of  whisky in the 

same way they enjoy 
the variety of  wine
Martin Newell, brand 

manager, Diageo’s Reserve
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Macallans,” he says. 
Growth for malts is not confined to the 

iconic brands however, as Jonathan Scott, 
area director Far East and Australasia for 
Ian Macleod Distillers points out.

“We have experienced a wide uplift in 
our portfolio of single malts across Asia, 
particularly of interest sherry cask matured 
releases from our Glengoyne distillery 

which in recent years have embraced 
Japanese whiskies - and Taiwan’s Kavalan - 
with an enthusiasm formerly reserved  
for scotch. 

At the end of 2015 Morrison Bowmore 
introduced a 2000 bottle limited edition 
of its Bowmore Islay single malt whisky, 
finished in Japanese Mizunara oak casks.

In Hong Kong the distillers allocated a 
precious few of these bottles to the Island 
Shangri-La hotel’s Lobster Bar, which made 
it a special draw for Asia’s many Islay fans. 
Special bottlings of the island’s Ardbeg 
and Laphroaig single malts also come out 
regularly, and are eagerly awaited by fans. 

A growing number of specialist whisky 
bars and the popularity of whisky festivals 
now being held all over the region suggest 
that the single malt category will continue 
to grow. 

There is also growth in the market 
for ‘world whiskies’ from regions other 
than the British Isles, North America and 
Japan. The longer-term growth prospects 
for blends are harder to assess, but with 
production still growing we can expect to 
see plenty more marketing activity  
in 2017. 

located near to Glasgow and Tamdhu 
Distillery on Speyside,” says Scott.

“Consistently highlighted with age 
statements, sales have been particularly 
buoyant in established Far East markets 
along with exciting new growth in the 
Philippines and Vietnam,” he says. 

Some new products seem to be 
specifically geared to the Asian markets, 

The packaging of the Glenfarclas Pagoda range of rare whiskies has a natural appeal to Asian whisky lovers

LaSanMarco_ADV_DUALE_210x148mm_ITA_EN_ESE_versione2.indd   2 07/10/16   14:30
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According to the latest 
Coffee Market Report from 
the International Coffee 
Organization, Asia currently 

accounts for approximately 19 per cent of 
the world’s total coffee consumption - and 
the market is growing fast. 

Newcomers to the brew generally 
regard it as much more than a drink: for a 
price they buy into what is perceived as a 
sophisticated, international lifestyle. 

The Thai experience is typical of the 
coffee story in most parts of Asia. Every 
street corner, shopping mall, gas station, 
residential and office complex has at least 
one international coffee outlet, plus sundry 
local brands, says Chakrit Jatupornpisate, 

Craving 
Coffee

Asia’s tea culture has thousands of years of history nevertheless coffee has 
made major inroads in recent decades. Jane Ram reports

group director of F&B for 137 Pillars 
Hotels & Resorts.

Traditional local coffee shops were 
basic and the beverage bore little relation to 
today’s norm. 

“Thais are drowning in coffee culture 
trends,” says Jatupornpisate. “The big 
revolution started some two decades ago 
with the arrival of US coffee houses offering 
a congenial setting as well as a variety of 
intriguing sounding coffees. Coffee culture 
became part of Thai people’s lifestyle.” 

Jatupornpisate continues: “Now we have 
a new trend: small roasters blending their 
own coffee beans with varieties of brewing. 
Hot, iced or pour over / drip coffee have all 
become popular in Thailand.”  

The modern Thai coffee experience 
epitomises what has been happening 
throughout Asia-Pacific. 

MaChinery 
MaChinations

As demand for variety of coffee 
beverages continues to increase, smarter 
machines are the answer, says Inga Schaeper, 
head of marketing and coffee competence 
centre for Swiss brand Schaerer. 

The company’s new hybrid espresso 
machine, Schaerer Barista “lifts traditional 
coffee culture with the craftsmanship of a 
barista to a new level,” she says.

“It unites the fundamental preparation 
and brewing process of a portafilter machine 

Asia has long been a coffee growing region and now we’re drinking it, too (Photo courtesy: 137 Pillars Hotels & Resorts)
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Even untrained staff  
can successfully use the 

machines to prepare 
perfect coffee every time, 
it hisses and knocks just 

like a barista!
Inga Schaeper, head of  
marketing and coffee 

competence centre, Schaerer with the easy operation of process reliability 
of a fully automatic coffee machine. 

“The result is the perfect Italian espresso 
which is consistent from cup-to-cup. Even 
untrained staff can successfully use the 
machine to prepare perfect coffee every 
time, it hisses and knocks just like  
a barista!” 

The company’s newest machine, 
Schaerer Coffee Soul, will be available in 
spring 2017. Capable of making 180 cups 
per day, more than 200 different coffee/milk 
specialities can be stored in the operating 
mode and it can even be adapted for self-
service use. 

“It makes the hearts of restaurateurs 
beat faster,” says Schaeper. “The first coffee 
machine of the new generation unites an 
athletic yet elegant design with a number of 
refined technical features.”

Innovation is also in the air at WMF. 
Launched this year, ‘Future in a Box’ 
illustrates “the real added value that 
professional coffee machine users can expect 
from using modern 4.0 technologies,” says 
the company. 

These machines include a newly 
developed business app for conveniently 
generating drink recipes with a smartphone, 
as well as the seamless integration of online 

Schaerer hybrid espresso machine 
‘lifts’ traditional coffee craftsmanship  
(Photo courtesy: Schaerer)

Inga Schaeper, head of  marketing and coffee 
competence centre, Schaerer  
(Photo courtesy: Schaerer)

Coffee varietals such as strawberry macchiatos 
are gaining popularity and need the right 
machines to make them  
(Photo courtesy: Schaerer)

COFFEE 
PERFECTION 

IN EVERY
CUP

Melitta® Cafi na® XT6

Melitta Professional Coffee Solutions
www.melitta-professional.de
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payment systems such as PayPal. 
“The WMF espresso portafilter machine 

has enjoyed success since its launch in 
spring 2015. The opportunity to conjure up 
an espresso or café crema to barista quality 
in just a few simple steps has won over 
customers from hotel owners and renowned 
restaurants, to bakeries, event coffees, cruise 
lines and caterers,” a company spokesman 
points out. It’s: “hand-made espresso at the 
push of a button.” 

All manual steps that produce sizzling, 
steaming, and tapping take place in 
traditional barista style. However, the 
actual coffee making takes place fully 
automatically in the background through 
the portafilter system.

Meanwhile, the new WMF 5000 S 
delivers up to 250 cups per hour, with three 
combinable, lockable product containers 
for coffee beans, toppings and chocolate 
with capacities ranging from 550 to 1,200 

grams. An eight-inch touchscreen provides 
intuitive operation, flexible recipe creation, 
“as well as the definition of timed usage 
profiles such as, for example, the automatic 
changing of fresh milk for a topping or 
variation of the drinks on offer. 

“The new ‘dynamic milk’ pump 
system caters four different consistencies 
for hot creations (liquid, creamy, firm and 
airy) and three options for milk-based 
speciality coffees (liquid, creamy, firm) 
with cold froth. Depending on the desired 
temperature, firmness and porosity, the 
beverage is made up of between 60 to 90 
per cent froth. The new ‘clean in place’ 
method guarantees time-saving, HACCP-
compliant cleaning.”

DeDiCateD profiles
La San Marco’s latest model the 105 

Multiboiler ACT (Advanced Concepts in 
Technology) means “every single dose [has] 
a dedicated profile and temperature.”

Touchscreen icons, group head 
temperature control, and electronic pressure 
measurement on the model make for “the 
perfect brew every time.” 

For energy-saving purposes, the 
machine can be placed in standby mode and 
reactivated at the touch of the fast  
warm-up function. 

“There is also special attention to 
ergonomics thanks to the option to choose 
three different heights and the possibility to 
change the workspace lighting with multi-
coloured led lights,” the company explains.

The New Multiboiler 105 ACT will be 
available from November 1st and the fact 
the machine has two extraction methods 
- a manual lever and button-controlled 
extraction through a volumetric pump - is 

Chakrit Jatupornpisate, group director F&B, 
137 Pillars Hotels & Resorts

Modern technologies from WMF

The WMF 5000 machine 
part of  the future

The new Egro BYO from Rancilio

expected to be especially popular.
“The dual brewing system personalises 

each extraction allowing the barista to 
set up the machine in consideration of 
the coffee beans, which helps with the 
increasingly popular ‘micro roastings’ with 
specific organoleptic characteristics and 
sophisticated palates.”

The machine will be available in 
chrome, matte black and glossy white.  

Coffee bean grinding is also “a very 
sensitive point for La San Marco” who 
decided to launch an “intelligent coffee 
grinder named Smart Instant allowing 
stability of dose and fine  
grinding regulation.”

“Extreme care and attention for quality 
in the cup are the main characteristics of 
the technological poles at Rancilio and 
Egro LABs,” explains Simona Sordelli, head 
of marketing and communication. The 
company has recently developed the Egro 
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Traditional coffee making styles still popular throughout Asia  
(Photo courtesy: 137 Pillars Hotels & Resorts)

Touchscreen recipes making life easier for the coffee maker

The perfect espresso. Handmade automatically.

 Hire who you want

We know many great people out there but only a few 
well-trained baristas. With the new WMF espresso you can hire 
anyone to be your Barista. It’s revolutionary technology that 
grinds and tampers automatically into the portafilter, controls 
the brewing ratio and temperature. 
That allows everyone to make consistently a perfect espresso. 
Handmade automatically. WMF Professional Coffee Machines. 

www.wmf-espresso.com

Introducing the new WMF espresso.

Extreme care and attention from Rancilio

BYO range. “Thanks to Egro BYO, customers are able to use 
tablets directly as a fixed screen on the machine or as an  
external device to interact remotely with the Egro machine 
through bluetooth technology. This way, screen dimensions  
and characteristics can be customised to meet  
customer-specific requirements.” 



www.asianhotelandcateringtimes.com 38 AHCT November 2016

 E q u i p m E n t

The Tide 
of Tea

It goes without saying (almost) that tea is big business in Asia, but which 
teas are trending and what, if anything, is new? Vicki Williams finds out

Tea… never out of  fashion, it’s more en vogue than ever (Photo courtesy: Tea Concepts)
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According to Tony Dick, director 
of Tea Concepts, much is going 
on in the Chinese tea world. 

“Chinese tea companies 
continue to innovate both in tea types and 
packaging, such as white teas. Known for 
being high in anti-oxidants, but its light 
flavour has meant that it is not always a 
popular choice, but now aged white teas 
are becoming fashionable to drink in China 
and this is also spreading into Asia.” 

Aged white teas, which Tea Concepts 
can provide, have a rounder, fuller flavour 
and can be paired with food. “It is 
generating a lot of interest,” Dick says. 

Tea Concepts supplies a number of 
premium tea brands - including organic - 

and counts high-end and Michelin-starred 
restaurants as customers. 

“Our strength is providing the right tea, 
that is, providing tea that allows the design 
of the tea service to match the style of the 
individual restaurant.”

Vivian Mak, founder and director of 
bespoke high-end Chinese tea company, 
MingCha says that jasmine tea is still a top 
seller throughout Asia. 

“Our Jasmine Blossoms remains the 
best seller. Opening like a flower when 
brewed, it is visually stunning, and scented 
six times with jasmine flowers, making it 
stand out from others.” 

Another noticeable trend is the rise of 
tea infused drinks, both alcoholic and non. 

“There are more bars and lounges using 
tea in cocktails,” Mak points out. “The 
varied tea aromas and flavours contribute 
nice details to cocktails. We have been 
working with hotel mixologists to create 
MingCha tea cocktails, for example at the 
Shangri-La at the Fort, Manila.”

The Peninsula Hong Kong is already in 
on the act. “Tea is definitely en vogue these 
days, particularly herbal tea blends,” says 
Florian Trento, group executive chef, The 
Peninsula Hotels. 

“We are working on iced tea mixes, but 
the trend is always fluctuating. People are 
more adventurous and are willing to try 
different flavours now.”

The hotel serves three distinct tea ranges 
- Peninsula teas (a bespoke tea selection 
from India, including organic), Chinese teas 
from China, and organic herbal teas from 
Switzerland - with almost 50 choices across 
the three ranges.

Trento says, “When serving an own  
tea blend, you can really specify what you 
want and do your own mix. Especially  
our own afternoon tea, we can control  
the quality and flavour in a  
pre-set environment.” 

Reflecting the tea-in-fashion sentiment 
is the rebranding of hotel favourite Tea 
Forté, available from Tea Concepts. 

“Tea Forté spent 2016 rebranding, with 
a new logo and enhanced design. These teas 
are particularly popular among hotels and 
restaurants due to their distinctive design 
and beautiful accessories. 

“In the age of Instagram where the 
camera eats/drinks first, these are the perfect 
teas to pile up the likes on social media,” 
says Dick.

He adds that seasonal teas are in 
growing demand, too. 

“As we approach winter in the northern 
hemisphere, our hospitality clients are 
looking to match seasonal menus with 
complementary seasonal flavours, such as 
baked apple Rooibos and winter chai.” 

The ever-changing world of  tea (Photo courtesy: MingCha Tea House)

Aged white tea pearls  
(Photo courtesy: MingCha Tea House)

Florian Trento, group executive chef,  
The Peninsula Hotels
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Green coffee
 Established in 1969, Italian company Astoria develops, designs and 
manufactures professional coffee machines. The company headquarters 
in Northern Italy, at 20,000 square meters, is the biggest single coffee 
machine manufacturing plant in the world and was developed on the 
principles of “lean manufacturing”. Boasting “technologically advanced 
and innovative professional coffee machines” the company also promotes 
biodiversity in the coffee world, and respecting the environment through 
energy saving, smart recycling, smart water management and the use 
of the latest technology in production waste management. The latest 
example is the Plus 4 You TS, the flagship of the company’s green line 
range, which offers a guaranteed energy saving of between 30 per cent 
and 47.6 per cent compared to traditional coffee machines.
 For more information: www.astoria.com

Tableware blossoms
 The Hotel & Restaurant Division of Villeroy & Boch has expanded its 
fine-dining assortment with Blossom Hotel - an “organic dish form made 
of premium bone porcelain.” The unusual design of  the new range is 
inspired by nature with a “delicate geometry and consciously irregular 
contours.” Blossom Hotel consists of a selection of flat plates and deep 
dishes in various sizes. The flat plates are available in 32 cm, 27 cm, 21 
cm and 17 cm. The 23 cm deep plate gives pasta, soup and salad “an 
extravagant natural touch, and the 0.4 L bowl is ideal for soup, sides or 
dessert.” All the series feature a thin, light and transparent ceramic and a 
brilliant white with a softly shimmering gloss. High impact resistant. 
 For more information: www.villeroy-boch.com

Given the 
brush-off
 Specialist commercial electrical equipment com-
pany Santos has introduced its new improved Blender 
Brushless #62. Thanks to its patented two-way blade 
rotation, Santos offer the only blender in the world, 
which can turn both ways and crush any kind of 
ingredients in a few seconds. The Brushless Blender 
#62 “ticks all the boxes in terms of performance and 
sustainable development.” It makes any kind of cock-
tail, smoothie, fruit juice, milkshake, granita, and iced 
coffee frappe thanks to 30  
pre-programmed recipes. Santos also provides  
software and a built-in USB port for individual cre-
ations. As well as the unique brushless motor,  the 
machine boasts: low maintenance; long lifetime; 
silence; and excellent energy efficiency.
 For more information: www.santos.fr



Charlotte aux Framboises

“完美甜點締造於真正的

    熱忱和純正的奶油”

Ludovic Audaux
Chef Pâtissier, Hôtel St Regis, Dubai

專業的甜點師一致認為，他們只會選用純正的奶油。

其獨特的打發韌性、天然濃醇的乳香，是制作完美甜點的必備條件。

制作完美甜點，請選用純正好奶油。
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Wearing luxe
 Resort wear has become a big part of upsale in most 
properties and finding a range which reflects brand is  
all-important. Canadian-born, Marie France Van Damme is a 
Hong Kong-based designer known for her luxury resort- and 
swimwear. The latest range, Dolce Vita essentials returns to  
glamorous roots with a muted palette of silver and nude  
highlighted with a hint of platinum and gold metallic sparkle. 
Complemented by simple and sharp shapes, the collection is  
enriched with intricate embroideries and black and white  
essentials. Simplicity, comfort, durability and femininity are  
signature. Made in Hong Kong and South China.
 For more information: www.mariefrancevandamme.com

Perfecting potatoes
 People love potatoes, so give them more to love, says Lamb 
Weston who offer options that “make it easy to bring more to 
the menu.” The Lamb’s Supreme creamy mashed potatoes are 
made from real potatoes “harvested for peak flavour - never 
dehydrated.” These are said to be “perfect for classic sides and 
creative ideas like burgers, pizzas, soups and more.”  
Meanwhile, the crispy Lamb Weston Sweet Things fries “bring 
real sweet potato flavour to a variety of applications,  
like breakfast entrées and shareable appetisers.”
 For more information: www.LambWeston.com

Updating 
dim sum
 French culinary porcelain  

manufacturer and distributor, Revol 
has re-imagined traditional bamboo 

baskets, offering a new way of cooking 
and serving dim sum. The ceramic pre-

sentation is deemed “more sophisticated and 
brings it to another level” enhancing the guest experi-

ence. The challenge for a porcelain basket is to control conden-
sation in order to get the same results as cooking in a bamboo 
basket. The Revol range can stack up to five layers of baskets 
and cook with a consistent temperature through them all, 
guaranteeing food is kept warm and safe to service. The steam 
is retained thanks to the non-porous quality of the porcelain. 
Available in a range of colours and sizes.
 For more information: www.revol-pro.com
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DON’T MISS OUT!
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Culinary directions
 PTT Family, the Indonesia-based hospitality and lifestyle 
company behind the Potato Head brand, has announced a new 
partnership with Room4Dessert creator Will Goldfarb, who has 
been appointed as the group’s director of culinary. In addition to 
this the partnership has announced the opening of Attarine, a 
brand-new concept that takes its inspiration from the spice route, 
in South Jakarta.
 For more information: www.pttfamily.com

NY in HK
 Brooklyn Bar & Grill is a warmly lit space of half smokestack 
speak-easy, half glammed-up gastropub with industrial fit-outs 
and exposed brick. New York’s quintessential brownstones 
design is reflected in the décor, complete with a leafy-green 
tree standing sentinel outside. The eponymous Brooklyn Lager 
“is not to be missed,” owner/ director/ mixologist Eddy Bundro 
assures. Chef Ayin champions “delectable grass-roots grub that 
is deliciously authentic, with mama mia sized portions.”
 For more information: www.brooklyn-bar-grill.com

Cruisin’ culinary
 According to the company, one word best sums up the 
culinary offerings that will be available to guests on board the new 
cruise ship Norwegian Joy: everything! From Chinese hot pot, 
to French haute cuisine, the freshest Japanese sushi to highest 
quality US steaks and burgers, Norwegian Joy promises no less 
than 28 different F&B outlets on board - “the widest array of 
dining experiences yet on any new ship that has been purpose-
built for China.” Unlike other cruise lines, Norwegian - now with 
14 ships - offers the flexibility of ‘freestyle dining’, which means 
no fixed dining times or pre-assigned seating. 
 For more information: www.ncl.com/norwegian-joy

Funky epicure
 Fujiyama Mama is the new dining haunt for foodies “who 
are looking for some real good fun!” The restaurant, situated at 
tourist hotspot The Peak Tower, where diners can overlook the 
360º views of Victoria Harbour offers “a Japanese menu fusing 
Western funky culture,” using fresh ingredients imported daily 
from Japan. The 4000 ft² 100-seat restaurant was named after 
Wanda Jackson’s hit song Fujiyama Mama in which Fuji Mountain 
and sake were both mentioned. It is the Epicurean Group’s  
latest offering.
 For more information: www.epicurean.com.hk
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One year on
 Marking its first anniversary dining and entertainment destination Ce La Vi’s 
fast-rising cuisinier executive chef Kun Young Pak has added a fiery Korean flare 
to their signature modern Asian menu. The new dinner tasting menu includes 
high-quality hanwoo – a deeply marbled Korean beef said to have a more intense, 
beefier taste than wagyu - and Japanese-style Alaskan black cod. The desserts 
feature fragrant Yuzu cheesecake and mochi morsels and there’s a list of “lively” 
cocktails, too.
 For more information: www.hkcelavi.com

All change
 It’s time for seasonal menus to change and 
at Hotel Icon’s award-winning Chinese dining 
outlet Above & Beyond executive chef Paul Tsui 
has created new Chinese dishes to bring to 
mind “all the richness and warmth of autumn.” 
The new menu draws on seasonal ingredients 
“to please diners searching for the best the 
region has to offer,” with a mixture of “classic 
and unconventional ingredients.” Wine pairings 
are available and guests will also enjoy chef 
Tsui’s “careful attention to textures and flavours.”
 For more information:  
 www.hotel-icon.com

A timely return
 If there’s one culinary thing that can be guaranteed throughout 
the region at this time of year, it’s those hirsute little critters. 
They’re a must-have menu option and  Mandarin Oriental Hong 
Kong’s Man Wah will welcome back the team from Cheng Long 
Hang Crab Palace Restaurant in Shanghai to present their famed 
Shanghai hairy crab this month. Due to the popularity from 
previous years’ visits, two colleagues from Cheng Long Hang will 
be on hand to showcase the skill of de-shelling whole crabs in 
less than three minutes.
 For more information: www.mandarinoriental.com

Perfectly purple
 Park café at Park Hotel Hong Kong has gone purple this 
month with its Purple and Quinoa Seductions Afternoon Tea 
buffet. More than 10 different Japanese purple potato and quinoa 
have been used to create specialties ranging 
from appetisers, snacks and desserts. Two 
“not-to-be-missed delights” are baked 
purple potato soufflé with quinoa and 
purple potato egg waffle.
 For more information: 
www.facebook.com/
ParkHotelHongKong
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Date event Details  ORGaniseR

HIFI is India’s most important hotel investment conference. 
It is the annual meeting place for the leaders in the Indian 
hotel and tourism industry to discuss important trends, 
network, identify new opportunities, and do deals through 
a combination of plenary sessions, breakout panels, and 
interactive workshops. 
The 2016 conference will take place at the JW Marriott 
Mumbai Sahar on 17-18 November 2016. Program and 
registration information is available at www.HIFI-India.com. 
HIFI is hosted by BHN and Horwath HTL.

Boasting a wider than ever variety of products and 
services from hundreds of exhibitors around the world, 
Food&HotelVietnam2017 is the international trade event 
serving the Indochina region, particularly Vietnam. Come 
25 – 27 April 2017, more than 10,000 trade visitors will once 
again be attracted to not just Food&HotelVietnam’s business-
activity-filled show floor, but also to two exciting world-class 
competitions - Vietnam Culinary Challenge and Vietnam 
Barista Competition. Other highlights of the show include the 
second Basic Barista Course, Franchising Seminar and a host of 
invaluable learning and networking opportunities. 

The 14th International Trade Exhibition for Food & Beverages, 
Food Technology and Retail & Franchise in Asia will showcase 
15 segments, covering 93,500 sqm. More than 45,000 trade 
visitors are expected to visit one of Asia’s largest annual events.

The 4th International Trade Exhibition for the Coffee and Tea 
Industry in Asia returns with a brand new experience! The new 
and bigger location at Challenger 1 will see industry players 
with new coffee and tea tools, together with new techniques. 
The event is expected to showcase a continual growth trend in 
both exhibiting companies as well as trade visitors.

The 5th annual World of Food Safety Conference is a regional 
conference that gathers experienced and senior industry experts 
involved in food safety and quality assurance in Asia and 
around the world to discuss current best practices.

HOTELEX Shanghai is a world-wide professional trade show 
for the hospitality and catering industry across 25 editions. 
There were 2,207 exhibitors from around the world, more than 
116,680 professional visitors and 4,758 overseas buyers from 
115 countries and regions last year. HOTELEX Shanghai aims 
to provide more advanced and comprehensive platform for the 
entire hospitality and catering industry as well as the business 
opportunities. 

HOTELEX Chengdu is the sub-exhibition of HDD 
(HOTELEX + Design & Deco Exhibition) in Southwest 
China with the accumulation of 25 years' experience. It 
gathered more than 10,140 professional buyers and 300 top 
suppliers of hotels catering, hotel products and hotel cleaning 
and covered an area of 20,000 spm and 11 fantastic activities 
last year.

The 5th International Trade Exhibition for the Seafood 
Industry is back! The annual event has seen double-digit 
growth over the years, and it is expected to continue the 
growth trend. World of Seafood will be held at a new location 
in Challenger 2 in 2017, and held alongside World of Coffee 
& Tea, World of FoodService and THAIFEX-World of  
Food Asia.

Serve The Best in Asia – The annual trade exhibition for the 
FoodService, Catering and Hospitality Industry is returning to 
Bangkok, Thailand! Providing exhibitors and trade visitors with 
a platform to bridge the industry needs, World of FoodService 
is expected to welcome more than 45,000 trade visitors to  
the show.

Spanning over 36,000 sqm of exhibition space, Food Week 
Korea is the largest international trade show in Seoul. 
Exhibitors showcase a vast selection of products including 
general food products, alcohol, packaging, kitchen utensils, 
hotel & restaurant equipment, and more. Additionally, both 
participants and visitors have access to a range of informative 
conferences and a Biz-matching program.

Hosted by BHN and Horwath HTL
JW Marriott Mumbai Sahar
Mumbai, India
www.HIFI-India.com
Contact no. +1 714 540 9300
Contact person marketing@burba.com

Singapore Exhibition Services  - Vietnam Rep Office 
Unit 701, 7th Floor, Itaxa Building,  
126 Nguyen Thi Minh Khai, Ward 6, District 3, HCMC, 
Vietnam 
Tel: +84 8 3930 7618 
Fax: +84 8 3930 7616 
Email: fhv@vietallworld.com 
Website: www.foodnhotelvietnam.com

Coex Co., Ltd. 
513, Yeongdong-daero, Gangnam-gu,  
Seoul, 06164, South Korea
Tel: +82-2-6000-8160 Fax: +82-2-6944-8302
Email: foodweek.info@coex.co.kr
www.koreafoodweek.com

nov 16-17  
2016

apr 25-27 
2017

May 31-
June 4 2017

May 31-
June 4 2017

 June 1-2 
2017

March 28 - 
31, 2017

august11 - 
13, 2017

May 31-
June 4 2017

May 31-
June 4 2017

nov 2-5  
2016

Hotel investment Forum india 
(HiFi)

Food&Hotel vietnam 2017
saigon exhibition and Convention 
Center, District 7, HCMC, vietnam

tHaiFeX-World of Food asia

World of Coffee & tea

World of Food safety Conference

"HOteleX shanghai 2017
shanghai new international expo 
Centre
shanghai, China"

HOteleX Chengdu 2017
Chengdu Century City international 
Convention & exhibition Centre
Chengdu, China

World of seafood

World of Foodservice

Food Week KORea 2016
COeX exhibition & Convention 
Center (Halls a – D), seoul, Korea

China International Exhibitions Ltd
Unit 1203, 12/F, Harcourt House, 39 Gloucester Road, 
Wanchai, Hong Kong SAR
Tel: +852 2876 5119
Fax: +852 2520 0750 
Email: gladys@chinaallworld.com

Hong Kong Trade Development Council
www.hktdc.com/ex/hkwinefair/09
hkwinefair.visitor@hktdc.org
Tel: (852) 1830 668

nov 7-9  
2016

 FHC Held at the Shanghai New International Expo Centre for 
the 20th year, China’s largest imported food and drink expo, 
FHC features specialist zones including tea and coffee China, 
meat China, dairy China, beer China, chocolate China, fresh 
produce and hotel and restaurant.

nov 10-12 
2016

HKtDC Hong Kong international 
Wine & spirits Fair
Hong Kong Convention & 
exhibition Centre, 
1 expo Drive, Wan Chai,  
Hong Kong

Asia’s premier wine event organised by the Hong Kong Trade 
Development Council (HKTDC) and held at the HKCEC, 
the Hong Kong International Wine & Spirits Fair offers a wide 
range of high quality wine and spirits, beer and other alcoholic 
beverages, as well as wine production, wine education, logistics 
and services to buyers from all over the world.

IMPACT Hall 1 – 6
Challenger 1 – 3
IMPACT Exhibition and Convention Center
Bangkok, Thailand
www.worldoffoodasia.com
Email: l.how@koelnmesse.com.sg
Tel: +65 6500 6712

Challenger 2
IMPACT Exhibition and Convention Center
Bangkok, Thailand
www.worldofseafood.com
Email: l.how@koelnmesse.com.sg
Tel: +65 6500 6712

Challenger 1
IMPACT Exhibition and Convention Center
Bangkok, Thailand
www.world-of-coffeeandtea.com
Email: j.chiah@koelnmesse.com.sg
Tel: +65 6500 6738

Challenger 1
IMPACT Exhibition and Convention Center
Bangkok, Thailand
www.world-of-food-service.com
Email: j.chiah@koelnmesse.com.sg
Tel: +65 6500 6738

Jupiter Room
IMPACT Exhibition and Convention Center
Bangkok, Thailand
http://www.worldoffoodasia.com/world-food-safety-
conference
Email: i.iskandar@koelnmesse.com.sg
Tel: +65 6500 6743

"Shanghai UBM Sinoexpo International Co., Ltd.
8/F, Xian Dai Mansion, 218 Xiang Yang Road(S),
Shanghai, 200031, P.R.China
Tel: +86 21 3339 2242 Fax: +86 21 6437 0982
Alex.ni@ubmsinoexpo.com
www.hotelex.cn"

Shanghai UBM Sinoexpo International Co., Ltd.
8/F, Xian Dai Mansion, 218 Xiang Yang Road(S),
Shanghai, 200031, P.R.China
Tel: +86 21 3339 2242 Fax: +86 21 6437 0982
Alex.ni@ubmsinoexpo.com
www.hotelex.cn
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COMING UP
HOFEX 
Hong Kong Convention and 
Exhibition Centre
8 - 11 May 2017 
www.hofex.com

Food and hospitality tradeshow - HOFEX, is getting ready to 
stage its 17th edition and celebrate 30 years.

Regarded as one of the “most professional and must-
attend F&B tradeshows in the region,” HOFEX 2017 has an 

estimated 2,500 international exhibitors and 40,000 trade buyers from 
74 visiting countries participating lined up. 

Recognising the rising demand, HOFEX 2017 is collaborating 
with ProWine Asia, modelled after the iconic ProWein from Germany, 
to bring the world of wines to Hong Kong. 

In 2015, Hong Kong imported 63.4 million litres of wine, an 
increase of 20.9 per cent from the previous year. 

About 43 per cent of the imported wines were re-exported to other 
countries in the same year, and the rest - about 57 per cent of wine 
imports were retained in Hong Kong or brought away by individuals 
for storage or immediate consumption. 

Wine makers and suppliers from France, Italy, Spain, Australia, 
Canada, and South Africa will participate at ProWine Asia @ HOFEX. 

Now regional buyers and exhibitors and those from further 
afield “have a convenient way to build network to find new business 
opportunities at the most comprehensive Wine & Spirits tradeshow in 
Asia,” say show organisers. 

Building on the success of its inception in 2015, Meat @ HOFEX 
will again showcase the world’s premium meat products with a unique 
presentation aimed at educating the growing regional demand for 
prime cuts. 

As part of this, The Butchery Skills Challenge will return in 
the Hong Kong International Culinary Classic (HKICC), where 
contestants will be tested with their knowledge, precision and technical 
skills on handling meat products. 

HKICC is a globally renowned culinary competition endorsed by 
World Association of Chef ’s Societies.

Three decades 
of excellence
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COMING UP 
HOtEl SHOw Dubai
Dubai World Trade Centre
18 - 20 September 2017
www.thehotelshow.com

To support accelerated industry growth in the run up to 
Expo 2020, the Dubai International Hospitality Week - 
organised by Dubai World Trade Centre (DWTC) and 
dmg events - will be launched next year.

The eventwill bring together dmg’s The Hotel Show with the 
launch of DWTC’s GulfHost.

The Dubai Tourism endorsed event is anticipated to attract more 
than 50,000 visitors when it opens at the DWTC in September 2017.

The announcement was made on the final day of the 17th annual 
The Hotel Show Dubai an event which showcases the latest hospitality 
products and services “from hotel build to technology, and everything 
in-between.”

Ray Tinston, portfolio director of the dmg events comments, 
“With more than 10,000 new hotel rooms forecast to open in Dubai 
each year in the lead up to 2020, the hospitality industry here is one of 
the fastest growing in the world. 

“Dubai International Hospitality Week will provide the ultimate 
platform for hospitality industry professionals from across the world 
to do business and network here for hospitality innovation - sourcing 
everything needed to build, develop or maintain a hospitality or 
foodservice establishment - whilst learning about the latest trends and 
what’s to come.”

GulfHost is a hospitality equipment and foodservice expo, with a 
dedicated showcase of back- and front-of-house hospitality and catering 
equipment and tableware. 

“In short, we are showcasing anything purchased by a restaurant, 
bar or café that isn’t edible,” ecxplains Andrew Pert, portfolio 
exhibitions director, DWTC. 

“The region’s hospitality, foodservice and catering industry is 
continually innovating and investing in all aspects of the preparation 
and serving of food. The UAE currently has over 6,000 F&B outlets, 
with another 19,000 expected to open by 2019.”

The Hotel Show and GulfHost will run over three days, whilst an 
extended week of live events will take place around the key hospitality 
and foodservice exhibitions, including conferences, networking 
opportunities, and more. 

Hospitality in 
Dubai 2017
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Pullman Kuala Lumpur City Centre has 
welcomed Zayne Boon as its new general 
manager. With a career spanning over 20 years, 
Australian-born Boon worked throughout  
his native country before joining Accor 
Hotels group.

Belmond has announced the appointment of 
Arnaud Champenois as senior vice-president. 
French national Champenois has over 20-years’ 
experience in marketing and communication 
in the luxury goods and services sector. He 
joins Belmond from Starwood Hotels and 
Resorts where he has been VP brand director 
APAC since 2011.

Jumeirah Group, has appointed Marc 
Dardenne as group chief operating officer. 
Dardenne has a long and established career as 
a hotelier having worked internationally for 
more than 30 years. He joins the group from 
Patina Hotels and Resorts in Singapore where 
he was CEO. 

Jeremy Nordkamp is the new resort manager 
at Kandima Maldives. He brings more than 15 
years’ experience in Australia, having previously 
worked with Mantra Group in Melbourne, 
Brisbane and Port Douglas, and Hilton Hotels 
and Voyages Hotels & Resorts at Sails in the 
Desert – Ayers Rock and Dunk Island. He 
also managed operations at Accor’s Mercure 
Kingfisher Bay Resort on the world’s largest 
sand island, Fraser Island, in Queensland.

Pan Pacific Hotels Group has appointed 
Andrew Tan as general manager of Pan 
Pacific Hotel and Serviced Suites in Ningbo, 
China, after a 17-year career with Millennium 
Hotels and Resorts, most recently as GM of 
Copthorne Tara Hotel London Kensington. 
Singaporean Tan has worked in his home 
country as well as in Australia and the UK.

Shinta Mani Siem Reap has appointed Indra 
Budiman as GM. Prior to joining Shinta 
Mani, Budiman held the dual role of CEO/
GM for six years at Thai Hospitality group 
Hansar Hotels. He first joined the hospitality 
industry in 1991, initially at Sheraton Towers 
Bandung, and has worked at Shangri-La Hotels 
& Resorts, The Four Seasons, The Empire 
Hotel & Country Club and Hotel de la Paix.

Pan Pacific Hotels Group has announced 
the appointment of Marc Emmanuel as 
general manager of Pan Pacific Hanoi, the 
group’s first Pan Pacific property in Vietnam. 
Emmanuel has worked in France, Morocco 
and Switzerland over his 15-year career, which 
started with Hyatt Hotels.

Tommy Lai has been named vice-president of 
Onyx North Asia. Based in Hong Kong, Lai has 
close to 20 years of experience in the financial, 
real estate and hospitality industries. He joined 
the goup in 2012 as VP development. Before 
that he managed the investment and business 
division of a multi-billion, cross-border joint-
venture project, between the governments of 
Singapore and China.

Chef Adee Affende BinSudin joins The Datai 
Langkawi as senior chef at award-winning The 
Gulai House. With over 20 years of experience, 
Malaysian-born BinSudin first joined The 
Datai Langkawi in 2007 as assistant chef.

Hill City Resort, Chiang Mai has appointed 
James Hang general manager. With 28 years’ 
experience, Hang has worked throughout 
Thailand for various groups. Most recently he 
was director sales and marketing for DusitD2 
and Dusit Princess, Chiang Mai.

Pulse Hotels & Resorts has apponted Grant 
Jefferies as general manager of Kandima 
Maldives. Jefferies is a seasoned international 
hotelier whose career in hospitality began at the 
tender age of six, cleaning glasses at his parent’s 
hotel in Southeast Queensland, Australia. Since 
then he has worked across the Pacific, US, 
Europe and Southeast Asia in hotels, resorts, 
cruise liners and casinos. 

Stanley Chang is the new sommelier at The 
Sanchaya, Bintan. International award-winning 
Chang is a South Korean national who began 
his hospitality career in the US and has since 
worked all over the world.
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EGO BYO. FREE TO CHOOSE.

Thanks to Egro BYO (Bring Your Own), you are able to use a mobile device as a fixed screen on the machine 
or as an external tool to interact remotely with the Egro fully-automatic machine through Bluetooth technology.

In this way, screen dimensions and characteristics can be customised to meet customer specific requirements.
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