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A Vitamix Aha: fast and fabulous every time.
Vitamix created The Quiet One® for high-volume restaurants to deliver amazing

consistency without disrupting the guest experience. With intuitive controls
and pre-programmed settings, it’s designed to eliminate user error and

improve speed of service. Vitamix. Engineered to change your life.
Let us help your business at vitamix.com/commercial.
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Problems of plenty stare Singapore in the face - the number of hotel rooms far 
outstrip the demand. Yet conversely, visitor arrivals are up, traveller spending 
on accommodation all rose in 2016. So why has the revenue per available room 
dropped by nearly five per cent? What has led to this contradiction in terms?  
What will it take for the hotel market to show a stronger growth? We take a 

considered view of the situation in our Singapore Market report on page 24. 
 Oversupply of rooms, is not the only problem facing Singapore, like other markets in the 
Asia-Pacific region it too is feeling the manpower crunch. The hospitality industry, both in the 
established tourism markets and emerging destinations, is finding it very hard to attract and 
retain talent: the millennials are hard to please. We speak to experts in the industry, on page 
20, about their biggest concerns and challenges, and how they plan to handle the situation.
 Issues of technology have us taking a long, hard look at the electronic key card - how 
secure are they? How prepared are the hotels for digital threats? We also take a look at the 
“integration of smart locks to other features and functionalities of hotel operations”; page 30.
 With improved technology come new innovations, AHCT takes a look at what’s the latest 
in: in-room safes (page 58), outdoor furniture (page 62) and bakery equipment (page 66). 
On the table our focus is on cheese and jams. Australian wine too comes in for attention, it is 
tempting Asian palates like never before. All this, and lots more, to read and consider. 

Managing Editor
Neetinder Dhillon
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On the cOver:
Designed by Silvio Nitzsche, 
this new age classic 
decanter ‘Eddy’ from Zieher 
redefines the world of 
extreme wine instruments. 
More on page 74. 
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streets AHeAd
 Asian Hotel Design Awards (AHEAD) celebrate design in all its forms and the guest experience it creates in hospitality projects 
worldwide. A panel of judges, comprising industry experts – hoteliers, architects, and interior designers – assessed entries on their 
aesthetic excellence, guest experience and commercial viability. This year’s winner, declared recently in Singapore, was Tokyo’s 
luxury hotel Hoshinaya. The property won three awards in the ‘Lobby & Public Spaces’ category as well as ‘Best Urban Hotel’, 
making the property AHEAD Asia’s ‘Hotel of the Year’. AHEAD director, Matt Turner says, “The judges had a tough job on their hands 
choosing winners of the inaugural AHEAD Asia awards as the standard was exceptionally high across the board.” 

 Shilla Stay the premium business hotel brand of Hotel Shilla 
is setting base in South Korea’s second largest city, Busan, along 
the coast of the Korean Peninsula with Shilla Stay Haeundae. 
The modern, contemporary hotel is looking towards a May 2017 
launch. Close to the Haeundae  subway station, it is just steps 
away from the famous Haeundae Beach. The hotel offers 407 

contemporary rooms and suites, of which six are traditional 
Korean-style ondol rooms that feature a floor heating system, 
fluffy futon beds, and quilts for guests who wish to experience 
old-school Korean-style living. The roof-top swimming pool 
and full-service bar boast panoramic views of the beach and 
cityscape. Busan, compared to Seoul is a bit more laid-back 

Preferred Life in Busan

www.asianhotelandcateringtimes.com



FCs Computer 
systems moves  
to singapore
 Hospitality technology operations, solutions and services 
provider, FCS Computer Systems (FCS),  has relocated 
its global headquarters to Singapore in response to rapid 
business growth worldwide. Situated at New Tech Park in 
Serangoon, the new FCS headquarters is expected to create 
new global business opportunities for the company.
 “Known for its vibrant technology industry, the move to 
Singapore was a strategic one to support our goal of bringing 
the most innovative hospitality technology solutions to the 
market,” says Yoon Mun Chiew, group CEO. FCS also hopes 
to leverage the resources of Singapore’s burgeoning digital 
ecosystem to support its upcoming launch of CosmoPMS, a 
newly developed cloud-based property management system 
designed for small hotels from the ground up. 
(www.fcscs.com)

with a ‘down home’  feel that the hotel hopes to build on with 
soothing ocean views from every guest room, its proximity to 
Haeundae Beach, strolls through the Jagalchi Fish Market and 
in autumn, the Busan International Film Festival.   
  Busan is also famous for eomuk or fish cakes and the 
hotel concierge is ready to guide guests to the most popular 
eomuk store in Busan. (www.preferredhotels.com)

www.asianhotelandcateringtimes.com
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 Architect Soo Khian Chan has relaunched his beach-front 
resort, Soori Bali. Set between a volcanic sand beach and rice 
fields in Bali’s Tabanan Regency, the  wellbeing destination has 48 
private pool villas and  has just joined Leading Hotels of the World. 
 It’s the first in “a series of major developments” to be rolled out 
under the Soori brand: Soori High Line, a residence opening in New 
York City’s West Chelsea, and Soori Niseko, a ski resort in Japan. 
Soori Bali’s award-winning architecture drew inspiration from 
nearby villages and natural landscape. A dormant volcano, Mount 
Batukaru, towers in the near distance. As volcanic stone abounds 
in the region light grey stone from nearby sources was quarried as 
the foundation for the resort’s buildings. A product of Soo Chan’s 
pioneering architectural style, Soori Bali “blurs the line between 
indoor and outdoor spaces... myriad pools and courtyards open 
up spaces and promote natural light and cross-ventilation.” 
Situated near Tanah Lot Temple, a UNESCO world heritage site 
and one of Bali’s most sacred places, the environmentally and 
culturally sustainable resort “melds soothing natural surrounds 
with contemporary Balinese design elements, polished teak, and 
intricate terracotta tiles created by local artisans.” 
 An Indonesian cuisine restaurant, set in a traditional wooden 
Balinese house in the resort’s rice fields will open soon, spa 
offerings will be “significantly expanded”, with special retreats to 
be hosted throughout the year by visiting international wellness 
experts.
 The EarthCheck-certified resort “minimises its carbon footprint 
through its design as well as a host of measures including reduced 
energy consumption, water conservation, waste management and 
use of organic products.” (www.sooribali.com) 

 The ‘back garden’ of Australia and 
New Zealand, Vanuatu with its 83 islands 
and natural white sandy beaches, has 
been repeatedly rated as the world’s 
happiest country with tremendous natural 

and cultural tourism resources. A Strategic 
Cooperation Agreement, recently signed 
between HNA Tourism Group and the 
Republic of Vanuatu, should put this 
island nation on the global tourism map. 

Prime Minister of the Republic of Vanuatu, 
Charlot Salwai, and the director of Hainan 
Airlines Group Board of Directors, Hainan 
Airlines Travel Industry chairman and CEO 
Xin D, signed the agreement, announcing 
their cooperation on tourism and  
aviation resources. 
 Prime Minister Salwai says, “In recent 
years, the number of Chinese tourists 
to Vanuatu has risen year after year; the 
annual growth rate has maintained at four 
per cent. Through cooperation we hope 
to further develop the tourism resources 
of Vanuatu and improve the infrastructure. 
The year 2017 marks the 35th anniversary 
of the establishment of diplomatic relations 
between Vanuatu and China and we  
also hope that we can, through this 
initiative, further deepen the  
Vanuatu - China friendship.”

Vanuatu tourism agreement

soori Bali 
relaunched

www.asianhotelandcateringtimes.com
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Manitowoc 
rebrands
 Manitowoc Foodservice, a leading global supplier 
of commercial foodservice equipment, has announced 
its rebranding to Welbilt. The ticker symbol will change 
to ‘NYSE:WBT’. The change is part of the company’s 
strategic repositioning after it spun off from its former 
parent company, The Manitowoc Company, in March 
2016. “We are excited to announce the changing of 
our name to Welbilt, Inc., which further strengthens 
our corporate identity as a stand-alone company,” 
says Hubertus Muehlhaeuser, president and CEO of 
Manitowoc Foodservice. “Welbilt reflects our promise 
and commitment to bringing innovation to the table.”  
 Rooted in the Hirsch brothers’ innovative stove in 
1929, Welbilt became the first company in the industry 
with a complete systems approach. Muehlhaeuser 
adds, “The name Welbilt uniquely connects our past 
with our vision of the future. Our primary objective 
is to continue offering a complete solution for the 
entire kitchen with high-quality products supported 
by excellent service that help our customers’ kitchens 
reach their full potential. As we continue to innovate 
and grow, we will always remain grounded in our 
long history.” 

 The National Restaurant Conference (NRC) is set to inspire 
hospitality professionals in Melbourne this May. “This event is aimed 
directly at restaurateurs, managers and professional chefs,” explains 
exhibition director Tim Collett. “If you are looking for new ideas to boost 
your business bottom line then this is an amazing opportunity – you get 
to network with industry leaders and hear it straight from the experts.” 
The NRC will be held at Foodservice Australia at Melbourne’s historic 
Royal Exhibition Building on 29 May and will feature a line-up of high 
profile restaurateurs and caterers including Chris Lucas from The Lucas 
Group, Daniel Vaughan from The Pantry, Bruce Keebaugh from The 
Big Group and Hatem Saleh from Atlantic Group. Gail Donovan from 
Donovan’s and James Gibson from The Baths at Sorrento will discuss 
the challenges and opportunities as they rebuilt their restaurants 
following devastating fires; while Carlo Grossi, Michael Lau and Nathalie 
and Edouard Reymond will share their insights as second-generation 
hospitality business owners.
 Also featuring is “a range of industry insiders including Melbourne 
Food & Wine CEO Natalie O’Brien, Profitable Hospitality’s Ken Burgin and 
Stevan Premutico, founder and CEO of Dimmi”. 
 Topics include: reaching food and wine consumers; finance tips 
and tricks to increase profit; the value of restaurant brands; making 
technology work for you; diversifying, expanding and change; and new 
hospitality concepts, innovation and trends.
 The conference will run from 9am-4pm on the show floor of 
Foodservice Australia, so delegates can see all the new products on 
display. The conference is part of Foodservice Australia 2017.  
(www.restaurantconference.com.au)

national restaurant 
Conference 2017

www.asianhotelandcateringtimes.com
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 In an increasingly digital world where 
consumers rely heavily on their smartphones, 
TravelClick, a global provider of cloud-
based and data-driven solutions for hotels 
to maximise revenue, has launched a Guest 
Messenger feature, integrated into TravelClick’s 
Guest Management Solutions (GMS). With 
this hoteliers can have text conversations with 
guests before, during and after their stay to 

not only further engage guests and 
personalise the guest experience but 
also build loyalty.
  Guest Messenger allows hoteliers 
to send marketing messages via text 
to all opted-in guests who are on 
the property, converse with guests 
individually, set up email notifications 
to alert staff to respond to messages 
and store conversation histories on 
the GMS guest profile to personalise 
future communications based on 
preferences. Hoteliers can also chat 
with guests via Facebook Messenger 
and WeChat. 
 “TravelClick’s GMS is focused 
on creating the best possible guest 
experience, which includes keeping 
guests engaged through their 
preferred communication channels, 
like texts,” says Greg Sheppard, 
senior vice president, business 
intelligence products, TravelClick. 
“This not only strengthens on-
property communication, but it also 

gives guests another way to interact with a 
hotelier on a more personal level.”
(www.travelclick.com)

 Catering to dog lovers, Nook in the new 
Aloft Taipei Beitou, becomes the city’s first 
international hotel restaurant to welcome 
man’s best friend with Aloft’s Animals R 
Fun (ARF)  programme that first rolls out 
at Nook.“We are delighted to be the first 
international hotel in Taiwan to welcome dogs 
to their restaurant,” says Calvin Lou, general 
manager of the hotel. “The outdoor terrace 
at Nook is the ideal place to relax and enjoy a 
meal with your best four-legged friend.” The 
hotel’s signature all-day restaurant, serves 
buffet-style breakfast and à la carte for lunch 
and dinner.  Guests with dogs can enjoy al 
fresco seating on the outdoor terrace. The 
dogs (small to medium-size dogs up to 15 
kgs) get VIP treatment too: a doggie menu with a choice of three meals, toys, 
doggie snacks and a complementary diaper. The programme will soon be 
extended to the guest rooms. (www.alofthotels.com.)

Personalise 
the Guest 
experience

Animals
Are Fun

support  for Hotel GMs
 The International Association of Hotel General Managers (IAHGM), 
has launched Advisory Services offering independent support to hotel general 
managers, hotel executives, hotel companies and owners through a selected 
network of partners. These “hospitality experts” will provide assistance 
and support in: hotel openings and conversions, asset management, profit 
optimisation, strategy development, HR management, executive coaching  
and development, management systems, service quality improvement, 
operational performance, and development of standard operating procedures. 
John Cameron, CEO of IAHGM says, “It is very important to us that the 
Association is seen as a trusted source of hospitality expertise. We have 
been focused on developing partnerships with highly capable, well regarded 
industry figures as well as some of the very best industry consultants covering 
all the key international markets, making it quicker and easier for hoteliers to 
find the expertise in one place.” (www.hotelgms.com)

www.asianhotelandcateringtimes.com



On-site deployment and management of a PMS solution can increase your 

overall costs. Introducing LMS™ Hosted and Visual One™ Hosted. That’s right, 

along with traditional on-site deployment, LMS and Visual One are now 

available as hosted offerings, As more enterprises move to the cloud, Agilysys 

remains dedicated to delivering solutions that meet our customers’ ROI needs.

Re-imagine your PMS with a hosted solution to lower your costs 
while maximizing the guest experience.

TRANSFORMING HOSPITALITY BY BUILDING

LASTING CONNECTIONS

877-369-6208
sales@agilysys.com

www.agilysys.com

LEARN MORE ABOUT HOSTED PMS SOLUTIONS FROM AGILYSYS
VISIT US AT WWW.AGILYSYS.COM/PMS

Copyright ©2016 Agilysys NV, LLC.

  Accelerate your ROI

  Improve the guest experience

  Reduce your risk

  Increase speed and scalability

  Stay up to date and compliant
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Virtuoso 
performance
 The Strand Yangon, Myanmar’s 
luxury heritage hotel, is now a member 
of Virtuoso’s exclusive Hotels & Resorts 
programme. Only the second hotel 
in Myanmar to be invited to join the 
luxury experiential travel network, the 
elegant heritage property has a lot 
going for it. Says Olivier Trinquand, vice 
president, The Strand Hotel & Cruise, 
“Being invited to join Virtuoso’s Hotels 
& Resorts programme, is another 
positive step in our strategy to reaffirm 
The Strand Yangon’s place as a leader 
in luxury hospitality in Southeast Asia. 
We look forward to a long and fruitful 
partnership with Virtuoso.” 
(www.hotelthestrand.com)

Avani in dubai
 Minor Hotels, with a portfolio of 156 hotels and resorts 
in 24 countries across Asia Pacific, the Middle East, 
Europe, South America, Africa and the Indian Ocean, 
has signed a management agreement with UAE master 
developer Nakheel for a new-build Avani hotel in Dubai. 
The 372-key Avani Ibn Battuta Dubai Hotel will be located 
adjacent to the recently-opened Ibn Battuta Metro Link, 
connected to Ibn Battuta Mall. The 18-storey hotel will 
feature a pool, a spa, a gym, an all-day dining restaurant 
and a coffee shop. Minor Hotels currently operates 14 
properties in the Middle East across four of its brands – 
Anantara, Avani, Oaks and Per Aquum. 
(www.minorhotels.com)

 The Bar Awards Asia is in Bangkok this month starting with 
international guest bartenders shaking it up at the best cocktail bars 
in the Thai capital and closing with The Bar Awards Party on 23 April, 
where Bangkok’s bar establishments and personalities will compete in 
12 award categories.
 Launched in Singapore in 2014, The Bar Awards starts its four city 
schedule with the Bangkok edition, making stops in Singapore and 
Hong Kong before wrapping it up in Kuala Lumpur.
 Tron Young, one of the editors of The Bar Awards, comments, 
“We’re excited to be starting in Bangkok. As a proud Thai, I’m over 
the moon to be able to bring The Bar Awards to the city I grew up in 
and love. Seeing my hometown become one of Asia’s best drinking 
cities is pretty awesome!” The awards are based on public nomination 
process, followed by nominations and voting by a 30-member panel. 
(www.thebarawards.com)

tHe BAr AwArds 
BAnGKOK 2017

Octave Bar at Bangkok Marriott Hotel Sukhumvit

www.asianhotelandcateringtimes.com
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Celebrations that matter
 The Okura Prestige Bangkok has been celebrating its 5th 
Anniversary with a series of charitable activities, each designed 
to share the hotel’s success with the community: ‘Five Years of 
Success, Five Months of Sharing’. This month, the hotel marks 
the Thai New Year and ‘The Month of the Elderly’ with a visit 
to a care home under the patronage of HRH Princess Maha 
Chakri Sirindhorn. Next month will feature the highlight of the 
celebrations: selecting five hopefuls for a three-week intensive 
culinary training programme in the hotel’s award-winning 
Yamazato restaurant under master chef Shigeru Hagiwara, 
plus an educational trip to Hotel Okura Amsterdam. This will 
also include a training course with two-star Michelin chef Onno 
Kokmeijer. (www.okurabangkok.com)

Power Play
 Dictador, the award-winning Colombian spirits 
producer, has entered into  an exclusive partnership 
with Leung Yick giving it the exclusive right to import 
and sell Dictador’s portfolio of premium spirits within 
the Hong Kong market.
 Dictador, currently distributed in over 80 markets 
around the globe, has been producing rum in 
Cartagena, Colombia since 1913, using traditional 
distilling methods to create spirits that are full-
bodied and rich in flavour. Marcin Lukasiewicz, vice 
president of sales, Dictador Europe, says, “Hong 
Kong is the gateway market to China, therefore, we 
needed to ensure our products would be distributed 
by the right partner who shared our commitment to 
building long-term brand equity.”
 Jenny So, general manager of Leung Yick, adds 
“There are some great synergies between us and 
Dictador. They have all the elements we look for 
when selecting brands for our portfolio, including a 
heritage and passion for their craft demonstrated by 
their high-quality rums.”  
(www.dictador.com; www. leungyick.com)

www.asianhotelandcateringtimes.com



A1000
A NEW LEVEL OF INDULGENCE.

Everyone has their own idea about 
what makes the perfect coffee. To 
meet these incredibly varied  de      mands, 
we at Franke have de v e loped the 
new, pioneering A1000. It is unique 
in five different ways:

 •  Enjoy even more coffee varieties 
with six flavors

  •  New intelligent refrigeration 
unit: up to two milk varieties with 
two parallel refrigeration circuits

 •  CleanMaster: fully automatic 
cleaning system fitted as standard

 •  Multimedia touchscreen: 
video with sound, nutritional, 
and allergen information

 •  IoT: access every A1000 via 
the Internet

The A1000 is your 
ticket to a coffee that’s 
more personalized 
than ever before. 
a1000.franke.com
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Life enhancement retreats
 Kamalaya Wellness Sanctuary & Holistic Spa is a 
multi-award-winning wellness sanctuary on the southern 
coast of Koh Samui, Thailand. Founded by John and Karina 
Stewart in 2005, the resort’s holistic wellness experiences 
“integrate healing therapies from East and West, a beautiful 
natural environment, inspired healthy cuisine and various 
result-oriented wellness programmes”. 
 Built around a centuries old cave, once used by Buddhist 
monks as place of meditative retreat, “which gives the place 
a special healing energy”, Kamalaya has recently introduced 
small group retreats. Guided by well-known experts, 
Kamalaya’s Life Enhancement Retreats provide a setting 
for “guests to explore specific areas of interest in greater 
depth and benefit from the dynamic group energy and 
support network of like-minded individuals”. Each retreat has 
been developed with the retreat leaders who hold a “deep 
appreciation” for Kamalaya’s philosophy of holistic wellness, 
“combining life enriching insights with carefully selected 
wellness treatments”. (www.kamalaya.com)

Get an Alfresco High
 The Dome at lebua has teamed up with Pernod 
Ricard (Thailand) to unveil Alfresco 64 – A Chivas Bar, 
perched 800 feet in the air on the 64th floor of the Tower 
Club at lebua. The highest outdoor whisky bar in the 
world, it offers connoisseurs the ultimate whisky drinking 
experience along with stunning views of  Bangkok. 
 To commemorate the fifth anniversary of their 
partnership, and to celebrate the opening of Alfresco 
64, Chivas Regal and lebua Hotels & Resorts have 
collaborated to create an exclusive blend of whisky:  
Chivas Exclusive lebua Blend. This is the first time that 
Chivas has blended a whisky exclusively for a specific 
partner. Only 96 bottles of the Chivas Exclusive lebua 
Blend are available, each bottle individually numbered. 
This special blend is only available at Alfresco 64. A 
creation of master blender, Colin Scott, the blend is 
composed of the finest whisky distilled in 1985 or earlier 
and laid down in a selection of casks including American 
oak. The resulting blend was then left to rest in a first-fill 
Sherry butt. The result: a whisky of superlative quality, 
with rich fruity notes intermingled with a fantastic sherry 
character from a single cask. 
 “For whisky aficionados, Alfresco 64 – A Chivas Bar 
marries two iconic luxury brands perfectly,” says Deepak 
Ohri, CEO of lebua Hotels & Resorts, adding, “we will take 
drinking whisky to a new level of luxury experiences.”
 Divided into three parts, the bar finds inspiration in 
a luxury yacht. The indoor area reminiscent of a cabin 
features lacquered rosewood flooring and a bar counter 
that’s all wood, curves and metal lines. The front part 
of this section takes its design cues from a yacht’s 
bridge. The outdoor area resembling the prow of a luxury 
yacht juts out over the side of the building and features 
comfortable couches and chairs, and a teak flooring. A 
glass railing all along the edge allows for majestic views 
of the Chao Phraya River. The third section, the Heritage 
Room, is created for special events ranging from private 
parties to whisky tastings. All in all, a contemporary space 
to enjoy that perfect dram. (www.lebua.com)

www.asianhotelandcateringtimes.com



WHATEVER THE CLEANING TASK, 
WE HAVE THE SOLUTION.

SG 4/4 Steam Cleaner
SGV 8/5 Steam 
Vacuum Cleaner

High hygiene and cleanliness standards make the difference, create trust 
and play a decisive role in customer satisfaction. It is therefore caterers 
worldwide rely on Kärcher’s efficient and effective cleaning solutions. Our 
tailored machines for indoor, outdoor, kitchen and sanitary facilities satisfy 
every cleaning need. Feel free to contact us:

karcher.hk  info@karcher.com.hk  (852) 2357 5863

Powerful cleaning machines that are especially cre-
ated for food, catering and hotel industry. Find us at 
HOFEX 2017, booth # 1C 436 to find out our latest 
innovations. 
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Grooming talent is the biggest challenge facing the hospitality industry (Photo: The British Butler School)

The hospitality industry has 
always been in competition with 
other industries when attracting 
talent, but in recent years 

innovation in attracting and retaining talent 
has grown to new heights.

With the world brought closer by 
technology, candidates now have more 
new opportunities available to them, both 
at home and abroad, says John Terry, 
managing director of hospitality jobs 
recruitment specialist TMS Asia Pacific. 

The TalenT 
contest

There is now more competition than ever for talented hospitality 
professionals with the talent market not growing, despite a boom in 

the industry in Asia. Emerging destinations are not the only ones with 
problems, established tourism hubs are feeling the crunch too. But what 

are the biggest concerns and challenges? Donald Gasper finds out
“Finding the best talent for any 

company is like looking for a needle in a 
haystack,” he adds. 

And the biggest challenge is hiring and 
retaining top staff, especially those who fall 
into the Millennial demographic. 

Millennials aren’t content with doing 
the same job. They want faster progression 
along with a clear career path and need 
to see additional skills they can develop, 
whether this is done through training or by 
giving them additional responsibilities. 

With more job opportunities available 
to Millennials, hoteliers need to offer a 
competitive package and benefits, observes 
Terry. Their employee offering needs to 
“entice” this generation. 

“Interestingly it is not about money 
anymore. It is about brand, career 
progression opportunities, growth and 
flexibility. Recent reports have shown that 
what these employees desire the most is 
work-life balance with flexible  
working hours,” Terry says. 

www.HotelsHR.com

HotelsHR 2017.indd   1 3/6/60 BE   8:03 AM
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From left: Darryl Agon, managing director, Agon Hotels and Resorts and Agon 
Hospitality Recruitment; Vincci Chung, senior consultant, HotelsHR;  John Terry, 
managing director, TMS Asia Pacific

Work-life balance
Darryl Agon, managing director of both 

Agon Hotels and Resorts and its subsidiary 
Agon Hospitality Recruitment, agrees: 
“The ideals of work-life balance, and non-
traditional work hours have become more 
common place. The lure of working in a 
posh hotel environment with marble floors 
and mood lighting has lost some panache 
as compared to the idea of going to work in 
casual attire to a workplace more akin to a 
techie’s playground.” 

To be more appealing, at least in 
attracting this new-age manpower, a social 
media footprint is essential. 

There are also new catchphrases that 
have come more into vogue, such as ‘MT’ 
(management trainee) and ‘externships’ 
(versus internships), with promises of 
career development and greater exposure to 
experience respectively. 

“But, all that said, the industry will 
always have allure for those who find 
hospitality in their DNA and have the will 
to smile and serve.”

“Talent in the field of hospitality is not 
easy to find these days, due to the industry 
boom,” says Vincci Chung, a senior 
consultant at hospitality executive search 
firm HotelsHR. 

Other than using their own websites, 
hoteliers are using various electronic 
platforms to reach out to potential hires 
who might be interested to explore better 

opportunities to expand their career path. 
In addition, they continue to approach 

suitable recruits by attending hospitality 
events and by using referrals and  
executive search firms - especially for  
confidential assignments. 

“In order to find suitable candidates, 
we need to sharpen our people skills 
and communications skills on a regular 

www.HotelsHR.com

HotelsHR 2017.indd   1 3/6/60 BE   8:03 AM
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The industry will 
always have allure 
for those who find 
hospitality in their 

DNA and have  
the will to smile  

and serve
Darryl Agon, MD Agon 

Hotels and Resorts & Agon 
Hospitality Recruitment

basis’” Chung notes. “Understanding the 
markets, the existing teams, the vision 
of the organisation and the candidates’ 
expectations are equally important.” 

The biggest challenge that Chung finds 
is loyalty to the company or organisation, 
“simply because of the imbalance of supply 
and demand… although we have graduates 
on a regular basis from the various 
hospitality programmes, these newcomers 
may change career after they have 
experienced the real taste of our industry. 
Moreover, some of them may prefer to work 
as long-term part-timers simply because of 
flexibility, despite the benefits and career 
path the company provides.”

What the butler saW
Skilled butlers are an example of a 

resource in scarce supply in the  
hospitality industry.

“From our 20-year butler training 
experience, we have learned that hotels 
often forget the necessity of having a 
continual training plan,” says Wayne 
Fitzharris, managing director of The  
British Butler School. 

Few hotels put together assessments 

to identify and assess the skills and 
competencies required, he laments. 

More experienced butlers are 
headhunted and leave whilst new ones 
receive inferior training from fellow butlers. 
They in turn become the future trainers 
and dilute the original butler values and 
standards acquired from the original  
onset training, he adds. 

“It is our view that the world is full of 
poorly trained butlers who are never tested 
and assessed. We have found senior butlers 
to be often lacking in a full understanding 
of true luxury butler services and standards.

“Don’t get me wrong,” says Fitzharris. 
“We love travelling the world and delivering 
world-class butler training but our training 
is pretty much wasted when hotels don’t 
allow their training department to put 
together continuation programmes to 
follow up and roll out in-house training 
programmes which are not equal to our 
own international training. 

“The truth is hotels cannot replicate 
specialist world-class training because 
they lack in-house trainers who have the 
experience or the passion to deliver  
world-class butlers.” 

Wayne Fitzharris, managing director of  The British Butler School, puts trainees through their paces

www.asianhotelandcateringtimes.com
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Despite rising visitor arrivals, Singapore is having to deal with an over-supply  of  rooms impacting overall revenue  
Photo: Singapore Tourism Board

Singapore 
sling

Does the Lion City face an over-supply of rooms? Michael Taylor asks
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Visitor arrivals, tourism receipts, 
and traveller spending on 
accommodation in Singapore  
all rose in 2016, but revenue  

per available room (RevPAR) dropped by 
nearly 5 per cent to US$142. How was  
this possible?

As David Spooner, executive vice-
president Asia-Pacific, for Preferred Hotels 
& Resorts (PHR), points out, RevPAR 
dropped 4.6 per cent because of a  
7.1 per cent increase in the number of 
available rooms.

There were other problems, as well.
An uncertain global economic outlook 

and major changes in two key industries - 

oil and gas as well as banking and finance 
– had a further impact on Singapore’s travel 
industry during the second half of the year.

“Had it not been for this, we might 
have expected the hotel market to have 
shown stronger growth for the full year,” 
Spooner says. 

“As such, a more cautious approach was 
taken by many hotels to show flexibility 
on rates to maintain occupancy. With the 
current climate continuing, this prudent 
approach would appear to be the wiser 
option in order to maintain Singapore’s 
preeminent position amongst the key 
capital cities in APAC.”

According to Dr. Richard Helfer, 

chairman of One Farrer Hotel & Spa, a 
member of PHR, while visitor arrivals 
were up for 2016, hotel occupancies were 
static or lower throughout most of the year 
because of “an overhang of hotel inventory” 
as well as visitors having more “alternative 
choices” to hotels.

Volatile outlook
“In what was in many ways a 

challenging year for Singapore hotels and 
the overall economy, we saw double digit 
growth in our business segments over 
2015,” Dr. Helfer points out. 

“Visitor arrival choices also include 
serviced residences, students, people with 
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Increasing numbers 
of  Asian visitors, 
are opting to stay 
with their relatives 
instead of  finding 
accommodation 

in hotels
Patrick Fiat, general manager 
and chief  experience officer, 

Royal Plaza on Scotts

Dr Richard, Helfer,  
chairman, One Farrer Hotel & Spa

The lobby, One Farrer Hotel & Spa

were one,” says Ken Leow, director of sales 
and marketing at ibis Styles Singapore on 
MacPherson, a three-star hotel that opened 
in April last year. “It was a super  
challenging time.”

And the situation isn’t going to get 
better any time soon.

“This year, 11 new hotels are opening,” 
Leow notes. “For the local market in 
Singapore, sharing the same type of 
business, the strategy this year will be to 
look at the capture of advanced bookings.”

Who’s Working
Another challenge is the labour 

shortage, which only seems to be getting 
worse as the number of hotel rooms in 
Singapore continues to outstrip growth in 
the workforce. (For more see Management 
report page 20). 

To address this issue, the Industry 
Transformation Map was launched last 
year to help hotels adopt “manpower lean 
business models”.

“Labour shortages are always a challenge 
in Singapore,” Leow says. “The government 
has to protect the interests of local citizens 
before they engage foreign talent. There is 
usually a three-to-one or even a four- or 

Royal Club Premiere, Royal Plaza on Scotts

homes in Singapore, as well as the entry of 
Airbnb into the marketplace. These factors 
will continue to make for a volatile outlook 
for the next year or so, one in which 
occupancy is king and rates will continue  
to be soft.”

One of the challenges hoteliers are 
facing is the continuing increase in the 
number of hotels. 

According to CRE, about 3,400 new 
hotel rooms in the mid-range to high-end 
will come on line this year. 

“There was an over-supply in the 
Singaporean market with the opening of 
about 13 new hotels in 2016, of which we 
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To see what’s possible with potatoes and to request a sample, call us at +65 6299 5827 or visit 
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five-to-one ratio.” Like many other hotels 
in Singapore, the ibis Styles on MacPherson 
is already adopting measures to address the 
issue. Initiatives include a grab taxi kiosk at 
the front door, an over-the-counter express 
check-out service, and currency exchange 
kiosks that will accept between five and 10 
foreign currencies.

While these innovations can help 
relieve staff shortages, they can also offer 
an enhanced experience for the hotel guest, 
who will no longer need to wait in line, for 
example, to check-out.

But other factors are at play, as well.
According to Patrick Fiat, general 

manager of Royal Plaza on Scotts, the 
slowing economy has been encouraging 
both business and leisure travellers to turn 
from five-star hotels to three- and  
four-star properties.

“There is also an increase in the number 

ibis Styles on MacPherson, Singapore

Ken Leow, director sales and 
marketing, ibis Styles on 
MacPherson, Singapore

of Asian visitors, who are opting to stay 
with their relatives instead of finding 
accommodation in hotels,” Fiat says.

To stay competitive, five-star hotels need 
to focus on enhancing service standards.

“One example is Singapore’s first 
100 per cent smoke-free hotel to offer 
complementary refreshments from the 
minibar, in-room gourmet coffee, and 
high speed Wi-Fi accessibility for multiple 
devices,” Fiat says. 

“The hotel prides itself in creating 
emotional connections with both staff and 
hotel guests as the hotel strongly believes in 
the old adage that ‘happy staff makes  
happy guests’.

 As the workplace happiness index 
increases, the guest satisfaction increases in 
tandem and as a result, the percentage of 
repeat guests is growing steadily over  
the years.” 

A more cautious 
approach was taken 
by many hotels to 

show flexibility  
on rates to  

maintain occupancy
David Spooner,  

executive vice-president  
Asia-Pacific,  

Preferred Hotels & Resorts
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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

©2017 Lamb Weston Holdings, Inc. All Rights Reserved.



www.asianhotelandcateringtimes.com 30 AHCT April 2017

 Technology

Safe and 
Sound

The electronic key card is here to stay, it is not only the guest’s passport 
to all services, but convenient as security can audit rooms remotely and 
in an emergency, all room doors can be opened at the push of a button. 

Understandably hotels are increasingly going digital with smart locks, but 
how secure are they? How prepared are hotels for digital threats? 

Donald Gasper talks to lock suppliers and hoteliers

www.miwa-lock.biz

Intelligent and stylish RFID card locks from Miwa Japan.

Enhance the guest experience with mobile key access.
Miwa Lock o�ers the next generation of guest hospitality.
Smart phone based access control, blue-tooth low energy (BLE).
Business travelers convinience.  Issue and manage guest keys on mobile phones.
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SALTO’s JustIN mobile technology makes it easy and secure to 
incorporate smartphones as a part of  access control solutions 

The proliferation of smart 
locks in hotels is increasing at  
tremendous speed.  
Andre de Jong, vice-president 

of operations for Southeast Asia and the 
Pacific at Carlson Rezidor Hotel Group, 
says, “In employing these technologies, it 
is important that hotels bolster themselves 
with the necessary safeguards and security 
functions. 

“These include increasing the level of 
security encryption as part of their security 
features. Consistent updates to the level of 
encryption, up-dates of firmware and anti-
virus software must also be well-managed.” 

The integration of smart locks to 
other features and functionalities of hotel 
operations provide for greater efficiencies 
with such network solutions. 

Hotels would need to focus on ensuring 
that the wireless solution is on a proprietary 
and secured network where access is limited 
only to the IT security personnel. 

www.miwa-lock.biz

Intelligent and stylish RFID card locks from Miwa Japan.
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The baseline 
remains for hotel 
staff  to be vigilant 

and constantly 
trained on the 
proper use of  

systems, safety and 
security measures

Andre de Jong, vice-president 
of  operations, Southeast Asia 
and Pacific, Carlson Rezidor 

Hotel Group

Held to ranSom
In one of several such instances, a hotel 

in Austria was recently the target of hackers. 
The attack prevented guests from accessing 
their rooms and prevented the issuance of 
new key cards, highlighting the potential 
problems in such systems. The hackers 
demanded – and got – a ransom. 

“With no knowledge other than it 
was not a Salto locking solution installed, 
I cannot comment specifically on the 
Austrian hotel story,” notes David Rees, 
senior vice-president for Asia and the Pacific 
at Salto Systems, a provider of security 
systems to the hospitality industry. 

“What I can say is that ‘locking out’ 
guests and staff from accessing doors is not 
possible with our systems.” Salto’s wire-
free offline solution uses Data on Card, 

a patented ‘read and write’, “distributed 
intelligence” system to determine – at the 
door – whether the access being requested is 
permitted, explains Rees. 

Whether a traditional card, a key fob or 
a mobile device is being used, no amount 
of interference at the server level can or will 
stop access being granted or denied, based 
on the user’s defined access rights. The same 
is true of the Salto wireless and wired online 
access points (locks and readers). 

‘Shutting down’ the IP (LAN) network 
will not have any effect on whether access 
to a door will be granted or denied to a key 
holder, as that decision is still made  
at the door.

Contemporary hotel guest locking 
solutions, especially those with high-level 
integrations and promoted as part of a 
‘whole property solution’, would have 
to provide the hotel operators a level of 
security and reliability that ensures the 
safety and security of guests and staff at all 
times, while having a positive impact on the 
overall guest experience.

Seeking to improve the guest experience 
is driving hotel operators to look for 
innovative and creative ways for their staff 
to better and more effectively interact with 
guests and taking advantage of technology is 
an integral part of this equation. 

However, being certain the system 
chosen can deliver tangible benefits and has 
built-in safeguards to protect against the 
sort of thing that happened in Austria is 
equally important in the selection process.

Mobile technology means the end of  lost key hassles

David Rees, senior vice-president for Asia and the 
Pacific at Salto Systems

More than meets the eye

When it comes to smart security, less is more. With the new VingCard Essence, you get more 
advanced technology in a clean, minimalistic design that blends with any hotel decor. And now 
the industry’s most uniquely beautiful and functional locking system is even smarter. Available with 
wireless online capabilities, VingCard Essence is now also available with ASSA ABLOY Hospitality 
Mobile Access, powered by secure Seos technology. This revolutionary solution allows guests to 
bypass the front desk, using their smartphone or watch as a secure digital key.

Learn more today www.assaabloyhospitality.com/essence
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RFID reader with improved  
reading distance

New stylish reader design

Online capability (wireless)

Mobile Access compatible
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Some tipS
“While many hotels around the world 

are implementing more new technologies, 
hacks and security breaches are still 
happening, especially to those that  
maintain older or outdated products and 
systems,” says Tommy Leung, managing 
director of Assa Abloy Hospitality. 

He says that to be prepared for digital 
threats that exist in today’s cybersecurity 
world, his firm suggests the following to its 
partners and customers:

Maximise security IT – properties 
should use latest versions of their operating 
and network systems, as well as maintain 

adequate firewall protections and up-to-date 
antivirus software.

Isolate your systems – system 
connections should be limited to whatever 
is required for operation. Hoteliers using a 
dedicated server for all security systems are 
at a greater advantage and better prepared 
for threats.

Update locking systems – many 
hacking incidents have happened at hotels 
with older systems and technologies. Hotels 
with the most updated software can better 
maximise operations and leverage the most 
current security features.

Upgrade to advanced locking and 
access technology – hoteliers should 

consider replacing outdated locks (such 
as magstripe) and using contactless 
RFID locks as these are not subject to 
demagnetisation or common cloning/
hacking techniques.

Adds de Jong, “The baseline remains 
for hotel staff to be vigilant and constantly 
trained on the proper use of systems, safety 
and security measures.” 

“Timely and consistent reviews of such 
systems should be made and firmware also 
well-managed as part of the overall security 
initiative, Policies and procedures detailing 
data security, cybersecurity, emergency 
planning and response should be reinforced 
and reviewed regularly as well.” 

Upgrading to advanced locking and access technology is key 
Photos: Salto

While many 
hotels around 
the world are 

implementing more 
new technologies, 
hacks and security 

breaches are 
still happening, 

especially to those 
that maintain  

older or  
outdated products  

and systems 
Tommy Leung, managing 

director, Assa Abloy 
Hospitality
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3 Ways Hotels Use Market  
IntellIgence to DrIve DIrect BookIngs 
By Rachel GRieR, ManaGinG DiRectoR 
asia Pacific, iDeas Revenue solutions 

anonymous. This is one of the main reasons 
why the availability and implementation of 
travel intent data has become an essential 
component to developing a progressive 
revenue strategy. 

Travel intent data provides hotels 
with guest-focused insights, which helps 
hoteliers market to guests strategically 
through ad placements, experience packages 
and personalized offers that garner more 
direct bookings. The advanced revenue 
technologies that offer hoteliers these 
insights provide them with competitive 
advantages for pricing, personalized 
marketing campaigns and the alignment  
of guest experiences across all  
booking channels. 

With new and evolving technology 
taking over the revenue management 
industry, hotels can anticipate a steady 
influx of innovative strategies that not only 
increase their direct bookings, but their 
overall revenue opportunities altogether. 

One of the key areas of focus in 
revenue management is the different 
ways hotels can consistently and 
strategically increase their direct 
bookings. While the great debate on 
the very best methods to achieve this 
continues, there remains no shortage 
of personalization strategies that 
hotels can use effectively to attract 
their ideal guests. 

Travel intent data, which is 
specialized data that uses search 
and booking data from third-party 
booking sites and OTAs to quantify 
the future demand of a hotel, has 
been recognized as one of the most 
powerful data sets that hotels can use 
to take their direct booking strategies 
to the next level. The opportunities 
that travel intent data, and its 
implementation through technology 
and revenue strategy proffers hotels, 
the possibilities for increasing guest 
personalization and driving channel 
change seem endless. 

Below are three distinct ways 
that hotels can use their market 
intelligence data and technology 
to drive higher volumes of direct 
bookings for their property.

Fresh, Unprecedented 
Forecasting

Hotel forecasts traditionally focus on 
the more numerical based big data, and 
anticipate market demand by incorporating 
elements such as historical results and 
economic factors. While these traditional 
data sources and metrics are used heavily in 
evaluating the composition of a profitable 
business strategy, there is an enormous 
opportunity for hotels to start examining 

the behavior-based facets of their data. 
Hotels can use market intelligence to 
build further upon traditional forecasting 
practices to thoroughly understand how 
and why specific results happened. This 
helps hotels understand the factors driving 
potential guests to book direct, as well as  
to determine the ideal price to make them 
the optimal revenue outcome AND at  
the lowest cost point for delivery of  
the reservation. 

BlUrred lines Between 
revenUe ManageMent & 
Marketing

The integration of market intelligence 
in advanced revenue technology begins 
to “blur the lines” between the hotel’s 
revenue management and marketing 
departments. With insights that are 
relevant to both departments, hotels can 
anticipate seeing any disconnects between 
the two departments dissolve. Through 
close collaboration and shared data, both 
functions can better understand their hotel’s 
ideal guests and intelligently target them 
with tailored marketing campaigns. These 
types of insights help align the goals of both 
departments to maximize direct bookings 
and accelerates profitability.

knowing online shoppers By 
“naMe”

Hotels generally have access to 
technology that tracks basic shopper 
activity on their brand website. When it 
comes to forecasting demand, however, this 
technology has been fairly limited to high-
level booking data and lost business data 
– leaving online shoppers predominantly 
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Our concept of serendipity, 
happy chance occurances, 
apparently stems from the 
ancient Persian name for Sri 

Lanka, Serendip. 
For its size, Sri Lanka packs a lot 

of surprises. An intricate history where 
old Ceylon’s fortresses, temples and tea 
plantations stud the landscape, the country 
is a treasure trove of nature and culture with 
modern twists on local traditions now a 
feature of the tourism route. 

Taking advantage of this is the newly 
opened 141-key Anantara Kalutara resort 
by Anantara Hotels, Resorts & Spas, part of 
Minor Hotel Group.

Located along the island’s southwest 
coast,  minutes from the historic town of 
Kalutara and an hour south of the capital 
Colombo, the unique setting between the 

ResoRting to 
serendipity
Sri Lanka’s rapidly evolving hospitality industry has added Anantara 

Kalutara Resort to its list of offerings. The resort’s strong character and 
identity is underpinned by its location. Zara Horner reports

Indian Ocean and Kalu River boasts coastal, 
river and lagoon frontage.

The resort is located to make the most 
of nature and guests are encouraged to 
experience trips to vast ancient caves, lush 
virgin rainforest, the world’s tallest sitting 
Buddha statue, the world’s only hollow 
Buddhist shrine, tea plantations, the 
UNESCO World Heritage site of Galle, 
as well as to get up close with wildlife on a 
national park safari and dolphin and whale 
watching boat trips. 

the details
Originally designed by Sri Lanka’s 

most notable architect, the late Geoffrey 
Bawa, Anantara Kalutara is “inspired by 
his vision of simplistic elegance and great 
craftsmanship, blending effortlessly with the 
island’s tropical beauty and rich culture.” 

Giles Selves area GM Anantara 
Kalutara Resort, Anantara Peace Haven 
Tangalle Resort and Avani Kalutara Resort, 
continues, “The opening of Anantara 
Kalutara Resort in September 2016 was the 
culmination of a very special project, one 
that goes back over 20 years. (see side bar)

“The brief was to capitalise on the ocean 
and river views. The hotel conforms to 
Bawa ideals of non air-conditioned spaces 
that open onto beautiful waterscapes, with 
only essential spaces enclosed and tucked 
away out of necessity.

“Strikingly simple, the main building 
has a Dutch colonial style with an 
impressive gable roof of terracotta half-
round clay tiles. An iconic design feature of 
the hotel, the high ceiling and free-flowing 
space allows a breeze to circulate in the 
vast reception, which overlooks the lagoon 

Anantara Kalutara concierge desk

www.asianhotelandcateringtimes.com



of the Kalu Ganga Estuary, creating an 
expansive sense of freedom on arrival.

“The creative nod to Sri Lankan 
design, by MICD interior designer Roshan 
Rajapaksha, is depicted in the striking 
Batik wall hangings behind the reception 
area and in the resort’s upper deck lounge 

area and set the tone for the colours of the 
space. Polished cement floors and terracotta 
coloured walls with colonial inspired Sri 
Lankan furniture complete the picture.” 

Deemed to have “a very special 
atmosphere”, the resort’s “strong character 
and identity” is underpinned by its 

location. The island’s tropical beauty is 
the foundation for the design of the resort 
“fusing natural luxury with colonial and Sri 
Lankan artistry.” 

What’s on offer
Guest rooms, suites and pool villas 

The brief  was to capitalise on water views
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The new facilities will help put 
Sri Lanka on the map

Giles Selves, area GM Anantara Kalutara Resort, Anantara 
Peace Haven Tangalle Resort and Avani Kalutara Resort

promise “stunning views, with private 
balconies and terraces overlooking lush 
gardens, the ocean or lagoon,” says Selves. 

A range of leisure facilities includes a 
soon-to-open watersports centre, a river 
view gym, and two swimming pools - the 
lagoon-side pool with Jacuzzi and children’s 
section ideal for families while the ocean 
view pool is a tranquil escape for others. 

Dedicated to Geoffrey Bawa, the library 
is “a quiet retreat showcasing drawings from 
his archive and some of his favourite designs 
in Batik.”

The resort spa is a “double storey 
sanctuary, surrounded by a lotus pond with 
six individual and four couples treatment 
rooms, a full spa menu includes Ayurvedic 
therapies, holistic Asian traditions and 
western spa wisdom, with an additional 
pavilion for yoga and meditation sessions.”

Cuisines on offer in the various 
restaurants include Thai, Indian, Italian and 
Chinese, with international all-day dining 
classics and spicy Sri Lanka specialties  
also available. 

on the inside
“The unique piece of land is owned 

by Minor Hotels and their partners in Sri 
Lanka, Serendib Leisure,” Selves explains. 
“The plan was always to continue the 
development of Bawa’s original hotel and  
Minor Hotels’ luxury experiential Anantara 
brand was an obvious fit.

“The 141 guest rooms and suites across 
two wings – lagoon and ocean – in addition 
to pool villas have been designed by DDN 
Design architect, Dipika Dharmadasa. 

“The hues, textures and soft 
furnishings honour Anantara’s essence of 

“Simple elegance and great craftsmanship” is the aim of  the resort design

Anantara Kalutara staff  love to pass on the 
history of  the property to guests

High ceilings and free flowing spaces allow 
breezes to circulate throughout

www.asianhotelandcateringtimes.com
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natural, comfortable luxury and cultural 
authenticity in all of the details.

“In some rooms ornately separating 
the bathroom and bedroom a sliding panel 
has been crafted from Sri Lankan teak with 
the lotus design taken from ancient temple 
motifs. The bathrooms pay tribute to the 
island’s lotus blooms in a variety of timber 
carving artworks. 

“In the suites intricate black and white 
line drawings, hand-drawn by a local artist,  
depict the lotus seed and the ‘queen of 
fruit’ the mangosteen. Bed throws are Batik 
fabrics with a distinctive crackle design.” 

Guest reaction has been overwhelmingly 
positive, Selves says. “Generally outside of 
Sri Lanka and the world of architecture 
Geoffrey Bawa isn’t well known but the 
team take great pride in telling the story 
behind the hotel and this generates a lot of 
interest. We also encourage guests to visit 
Bawa’s country estate a short drive from 
the resort, and those who go really enjoy 
the experience and have a much better 
understanding of our resort.”

Latest addition, the ocean wing adds 
two room categories to the inventory 
including three one-bedroom ocean  
view suites. 

“Our new banqueting hall will open 
in June and will be able to accommodate 
dinners for 400. The new main meeting 
space is on the second level overlooking the 
ocean, with the pre-event space on the lower 
level looking out onto gardens. 
 “The new facilities will be second to 
none on the island and with the proximity 
to the capital will really help put Kalutara 
– and Sri Lanka – on the map as a meeting 
and events destination.” 

ChaotiC beginnings

In early 1995 Geoffrey Bawa, Sri 
Lanka’s most famed architect, was 
commissioned by a former pioneer in 
Sri Lanka Tourism to design a hotel 
in Kalutara. Work was well underway 
but later that year the escalation of the 
war in the north of the island brought 
the project to an abrupt end. It lay 
dormant for several years, Bawa was 
then struck down by illness in 1998 
and passed away in 2003. The Boxing 
Day tsunami of 2004 then demolished 
much of the construction, particularly 
on the seaside and the lagoon side. 
However, the central public spaces 
were saved, preserving the core ideas 
that Geoffrey Bawa had thought up 
for the site. The site sat forlorn for 15 
years until its ownership changed and 
the project was resuscitated in 2010, 
at which time Channa Daswatte from 
MICD Associates, who previously 
worked for Bawa, was appointed to 
take over the project as lead architect.

Design elements throughout fuse natural luxury 
with Sri Lankan artistry

Strikingly simple and elegant interiors

The Geoffrey Bawa library

www.asianhotelandcateringtimes.com
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Jam
SeSSionS

It’s important to make a good impression at breakfast

“This is not news to us,” 
says Martin Darbo, 
chairman of A.Darbo, 
the Austrian company, 

still family-owned since 1879, which 
produces “high quality, all-natural jams with 
high fruit content in traditional strawberry, 
apricot, raspberry, blueberry and orange.” 

Preferences may vary in different export 
markets, but they all demand best quality 
and natural ingredients. 

“Our long experience in this field is one 
of the most important secrets of our success 
and makes Darbo synonymous with careful 
and expert fruit processing.  

In this increasingly health-conscious era, diners are becoming more 
demanding about jams, jellies and preserves. Jane Ram discovers there’s a 
new clamour for all-natural, organic products, free from preservatives and 

artificial colours
 “Breakfast is often the only meal that 
guests eat at an establishment, which 
means that it is important to create both a 
professional and competent impression early 
in the morning,” Darbo points out. 

The company’s jams are available in 28g 
mini jars or 640g jars, designed specifically 
for the food service industry. Display stands 
are also available.

Breakfast is when hotels make most 
profit, points out Magdalena Wong, senior 
instructor (food preparation - Western, 
bakery and pastry) at Hong Kong’s 
International Culinary Institute. 

“Only a few hotels can afford high 

quality organic jams. As ingredient costs 
continue to rise, jams will increasingly 
become a self-indulgent luxury, appropriate 
for gift giving. It remains to be seen whether 
such items will be popular in the [sector], 
but I doubt it,” she says.

In the best of all possible worlds, chefs 
would make jams in-house using seasonal 
local produce. But shortage of labour, space 
and time often make this prohibitive, hence 
the flourishing niche market for commercial 
jam made with all-natural products. 

Creative chefs use jams in ways far 
removed from breakfast buffets – with 
yoghurt and in cocktails, for example. 
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Magdalena Wong, senior instructor at Hong Kong’s International 
Culinary Institute, demonstrates the right techniques

They also add an intriguing note to savoury sauces and salsas. 
According to Darbo Austrians like to combine various meat 
dishes with lingonberry jam. 

Commercial jam makers introduce new flavours from time 
to time to give the list a contemporary feeling. 

But consumers tend to be conservative when it comes 
to selection. Favourite flavours vary according to location 
although strawberry remains the most popular in most parts of 
the world. In Austria, however, apricot tops the list, while in 
Asia apricot is less familiar than orange, so marmalade is way 
up there in star ranking. 

Bonne Maman is the jam of choice at newly-opened 
Hurawalhi Island Resort, Maldives. Shannon Batten, executive 
chef, says “I chose to go with Bonne Mamam because it has 50 
per cent main fruit, is preservative free and non-GMO, which 

As ingredient costs continue 
to rise, [organic] jams will 

increasingly become  
a self-indulgent luxury

Magdalena Wong, senior instructor,  
Hong Kong International  

Culinary Institute

Shannon Batten, executive chef,  
Hurawalhi Island Resort 

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.
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Cut the sweet

As the Publisher of Global Gourmet 
Magazine, China’s monthly bilingual 
F&B publication and organiser of 
the annual Global Gourmet Chef par 
Excellence Culinary Competition 
& Global Gourmet Wine & Service 
Excellence Competition in China, Ricky 
Xu is uniquely placed as an observer of 
changing food trends in China. 

“For millennia, Chinese have been 
preserving foods of all kinds including 
fruits. But, sweets do not generally 
appeal to traditional Chinese palates 
and the practice of preserving fruits with 
sweeteners is regarded as alien. Most 
Chinese preserved fruits are whole like 
hawthorn, lychee, mandarins, plums, 
apricots, pears, and peaches and a lot of 
them are salted or dried. If it has to be 
sweet, the syrup is usually light.

“In China, bakers are the main users 
of jams and jellies in the pastries and 
cakes that have gained in popularity over 
the past seven years or so. Any western 
brand thinking of entering the Chinese 
market must be willing to innovate 
and re-think their products to suit the 
Chinese palate, eating habits, mentality, 
and health concerns. If they can cut 
the sweetness to half, their products 
might sell. Would-be exporters to the 
world’s largest single market need to ask 
themselves how local consumers might 
use jams and jellies, considering that 
bread is not a staple nor even an item 
for breakfast or snacks. This means that 
manufacturers should set their sights on 
selling jams for pâtisserie. But the recipes 
would still need to be reformulated. 

“Chinese consumers are very much 
aware of what they eat and healthy 
eating is a major concern. Few  
people have anything approaching  
a sweet tooth.” 

 Food

is starting to become a regular guest request. 
I went for a high-end product because we 
only want to offer premium products in  
our restaurants.” 

“To understand our jam quality, one 
must first understand the quality of our 
fruits,” says Pierre-Emmanuel Bardon, 
marketing director Andros Asia. 

“The selection of the best varieties and 
origins is based on knowledge acquired 
over time by our team of agronomists. Even 
when rigorously selected, a good fruit is 
only good when ripe, the selection at the 
right moment is key.” 

Guests are looking for a greater 
focus on health, wellness and 
environmental responsibility than in the 
past, Nolan Ledarney, founder of Hong 
Kong restaurant Crafted852, believes. 

“Artisanal brands such as (Canadian) 
East Van Jam feature more gourmet flavour 
pairings, suitable for both savoury and 
sweet preparations, with a mere fraction 
of the sugar content compared to other 
jams. Brands like this are locally made, 
non-traditional, a little cheeky and produce 
guilt-free spreads that appeal to the  
modern audience.” 

Jam jars designed specifically for the hospitality industry by Darbo

 Ricky Xu

At Hurawalhi Island Resort it’s about the fruit

www.asianhotelandcateringtimes.com
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F ive  de l i c i ous  ways  t o  s ay  “Good  Morn ing”.

Each of the five Darbo A ll Natural jams offers your g uests a perfect start to 
the day – based on an old family recipe and made from choice fruits. Because 
we all know: when it comes to great taste, it‘s the small things that matter! 

Sales and distribution: A. Darbo AG, Dornau 18, 6135 Stans/Austria, phone: +43-5242-6951-0, e-mail: export@darbo.at, www.darbo.com
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Cheese is no longer a trend but an expected part of  the dining experience in Asia

Recent years have seen tastes in 
cheese in the region shift from 
the industrial grade cheese in 
fast-food outlets, to an array of 

gourmet cheeses on buffet tables and bar 
menus, in cheese rooms and ever larger 
cheese counters in high-end supermarkets. 

For example, Thais are known to 
have become more in-tune with ‘exotic’ 
cheeses, which are standard in Europe, even 

A tAste for 
cheese

More Asian consumers are saying ‘cheese’ than ever before, as
expanding global tastes and an exploding wine culture have created

 a demand for it. Jane Ram reports

discovering new artisans in Thailand who 
are producing their own cheeses.

Nicolas Vivin, founder and managing 
director of Maison Vivin, a Bangkok-based 
importer and distributor of fine foods 
believes the explanations for this trend are 
similar in most parts of Asia. 

The rising interest in cheese follows an 
exploding wine culture. In addition, the 
younger generation have travelled or lived 

overseas, and are exposed to information 
on the internet about international food 
trends. “Their expanding global tastes create 
a demand for cheeses,” Vivin says. 

With its French DNA, Sofitel – which 
operates 22 hotels in China – treats French 
culture in general and cheese in particular as 
an important part of the brand’s identity. 

“In the Chinese market it is important 
to give a variety of cheeses of different ages, 

G E R M A N Y
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“Mercato“W W W . Z I E H E R . C O M
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Andreas Muller and students at Hong Kong’s International Culinary Institute

textures and milks,” says Hernaus Sacha, 
executive chef of Sofitel Shanghai Hyland. 

“We offer French and international 
cheeses on our buffet where guests can try 
all kinds to find their favourite and we 
celebrate our cheese ritual in the bar along 
with wine recommendations. 

“Unfortunately the suppliers do not 
yet react at the same pace as the market 
demands, but the range of available cheeses 
continues to grow. Chinese guests are 
increasingly interested in cheese and we 
hold an annual cheese promotion which 
includes Chinese cheeses from Yunnan and 

other parts of China. 
“Our diverse buffet selection includes 

what we regard as  ‘çore’ cheeses like Comte, 
Brie or Roquefort. Over the next few years 
for sure the market will evolve similar to the 
European market and enjoying cheese will 
be en vogue.”    

G E R M A N Y
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“Mercato“W W W . Z I E H E R . C O M
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  NRA, Chicago            20.-23.05-2017    booth 7049 
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At Hurawalhi Island Resort in the 
Maldives Shannon Batten, executive chef 
has noted that Asian guests generally eat 
buffet cheeses as part of their evening meal 
whereas Westerners generally treat cheese as 
an after-dinner option. 

“The key is to educate the public 
about different types of cheese, not simply 
promoting gooey or non-gooey cheese,”  
says Vivin. 

“Piling on massive amounts of runny 
cheese on foods and putting them on 
instagram is rife, regardless of taste or even 
mentioning the type of cheese. We would 
like to see more descriptive labelling on 
or next to the cheese, which educates the 
customer on origin, type, flavour and 
wine pairing suggestions. Customers are 
interested in knowing more about cheese, 
but cheese suppliers should create a proper 
understanding and cheese knowledge.”

Like China, Thailand has a growing 
number of skilled cheese makers. Vivin 
currently carries un-pasteurised cheese, 
FDA certified from Chiang Mai which uses 
only milk from local goats. 

Thai cow cheese Molene, which 
is similar to Camembert but with its 
own unique flavour is a latest addition. 
“These cheeses are made and managed 
by French and Thai hands, creating a 
strong relationship between Thailand and 

European foods,” Vivin points out. 
Andreas Muller, programme director 

(international cuisine) of Hong Kong’s 
International Culinary Institute, says 
despite widespread lactose intolerance 
among Asians, trends are changing, partly 
thanks to the growing interest in wines. 

“Cheese and wine are ideal partners,” 
says Muller, “and the cheese market has 

Expanding 
global tastes 

create a demand 
for cheeses

Nicolas Vivin, founder 
and managing director, 

Maison Vivin

At Hurawalhi Island Resort cheese is now part of  the evening meal for Asian guests
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benefited from the lifting of import tax on 
wines. Cheese rooms and artisan cheese bars 
have become more popular over the past 
five years.” 

“Tastes are certainly becoming bolder. 
It’s refreshing to see the local audience 
pursue more exotic cheeses as well as flavour 
combinations,” says Alex Malouf, owner of 
Hong Kong restaurants Catch and  
Mama Malouf. 

“One of our most popular dishes is 
a bubbling haloumi fondue made with 
haloumi, fontina and a blend of herbs. We 
pair this with a house-made fig jam, moving 
away from the usual berry preserves. This 
fruit has just the right amount of acid to 
cut through the richness of the cheese and 
a sophisticated, earthy sweetness to balance 
the saltiness of the fondue.” 

“Cheeses are no longer a ‘trend’ but 
an expected part of a meal,” says Jeremy 
Evrard, Master Fromagier, On Dining and 
Upper Modern Bistro in Hong Kong. A 
decade ago, when he worked at the Four 
Seasons, diners at Caprice could enrol in 
cheese classes, he recalls. “But today there 
is less need – guests’ palates and knowledge 
are well-developed. Today, I see people 
exploring less typical cheeses; for example, 
the demand for goat and sheep’s milk cheese 
is increasing. You can really feel the farm 
in these cheeses. I like to serve them with 
passion fruit and mango jam – a small 
reflection of our Asian location. Again, it’s 
a move away from what was considered the 
norm a decade ago.” 

Jeremy Evrard Master Fromagier On Dining and Upper Modern Bistro 
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AustrAliAn wine 
tempting AsiAn 

pAlAtes

In terms of value exports the Australian 
wine trade grew by seven per cent to 
US$1.67 billion last year in APAC. 

According to the December 2016 
Wine Australia Export Report that was driven 
primarily by higher priced bottles. 

The average value of bottled exports hit 
a calendar year record, up by five per cent to 
US$4.16 per litre FOB.

“Last year, Australia’s most premium 
wines took centre stage. Our highest priced 
wines achieved record value in 2016, up an 
impressive 19 per cent to US$436 million,” 
says Andreas Clark, head or the trade 
promotion body Wine Australia.

The figures are in for 2016, which was certainly a vintage year for the 
Australian wine trade in the region. Robin Lynam has more

A vineyard in the Barossa Valley (Photo: Andrew M)

Penfolds’Grange, Australia’s most iconic wine
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Wines maturing in a Barossa Valley cellar

“In another promising sign that we’re 
starting to see commercial benefits from 
an improved perception and increasing 
demand for our finest wines, the majority of 
Australian wine exporters [70 per cent] saw 
value growth in 2016. We are maintaining 
the momentum early in the year [2017].

educAtion
Much of that growth has been driven 

by exports to Asia and a highly successful 
programme of wine education. 

Although shipments to Hong Kong, 
still in its own right Australia’s fifth biggest 
export market, dropped by 12 per cent in 
2016, it is assumed this is mostly because 
of an increase in direct shipments to China, 
which, for the first time, assumed the 
number one position ahead of the US. 

Exports to China rose by a massive 47 
per cent and as Clark says the Aussies are 
keeping the pressure on, with a particular 
emphasis on premium wines.

February 2017 saw masterclasses 
on wines with ageing potential staged 
in Beijing, Shanghai and Guangzhou, 
attracting more than 400 participants from 

China’s increasingly lively wine media, 
educators, sommeliers, and other areas of 
the trade.

“Through the master classes in Beijing 
and Guangzhou, we introduced some of 
Barossa’s rare and distinguished wines, as 
well as some of the perhaps lesser-known 
but still world-class wineries,” says James 

March, chief operating officer of the Barossa 
Grape & Wine Association.

“I hope there will be an even wider 
choice of high quality and diverse Barossa 
wines for the wine trade and consumers to 
discover and purchase in the future.”  

Although the China–Australia Free 
Trade Agreement which came into force 
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in December 2015 clearly has something 
to do with this exponential growth, it 
probably has just as much to do with an 
increasingly well informed interest in wine 
among Chinese middle class consumers, 
and a curiosity that now extends beyond the 
borders of France. 

There are still plenty of bottles of 
Australian wine priced at less than US$10 
available in Asia, but increasingly the focus 
of interest is on quality rather than price.   

That’s not just in China, although the 
figures in other markets are less dramatic.

Who’s buying
Exports to Asia as a whole in 2016 

increased by 19 per cent in value and 25 per 
cent in volume. 

While the Chinese Mainland is the 
most valuable market by some distance 
–  accounting for 59 per cent of Australian 
exports to the region – four other markets 
have export values in excess of US$30.4 
million – Hong Kong, Singapore, Malaysia 
and Japan. 

Great wine begins 
in the vineyard and 
should taste of  the 
region where the 
grapes that made

it are grown 
Victor De Bortoli,  

De Bortoli wine company

Wine events such as Vinexpo have helped promote Australian wine in Asia

Asian wine lovers are increasingly discerning 
about Australian wine

www.asianhotelandcateringtimes.com
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South Korea, Taiwan and Thailand 
are also significant markets, while India, 
Indonesia, the Philippines and Vietnam 
import more modest quantities.

The interest in better quality wines 
reflects assiduous cultivation of the 
sommeliers, educators and other industry 
figures in the front line of promoting wine. 

Wine Australia’s China Awards 
programme is now in its third year, and 
recognises individuals and businesses in the 
on-premise and off-premise trade across 
China.  Treasury Wine Estates, which owns 
the Wolf Blass wines portfolio, was among 
the 2016 sponsors.

“This awards event has been a great 
platform to engage with the key influencers 
and industry insiders in the wine market, 
and we look forward to continue growing 
the profile of our brand here in China,” 
says Peter Dixon, Treasury Estates’ general 
manager North Asia, noting “the increasing 
appreciation for Australian wines in the 
China market.”

The Barossa’s Penfolds winery, which in 
October 2016 released the 62nd consecutive 
vintage release of its iconic Grange from 
the 2012 South Australian vintage, has 

Australian wines are made to reflect terroir

Australian wines are the core of  Treasury Wine 
Estate’s brands

even taken to promoting its wines to 
the burgeoning Asian cruise business. A 
Penfolds’ wine vault has been installed 
aboard Dream Cruises’ Genting Dream.

Another of the big names of Australian 
wine recently won in the Asian Success 
category at the Australian Financial Review 
and  & PwC’s Private Clients  
Aspire Awards.

“Our philosophy is that great wine 
begins in the vineyard and should taste of 
the region where the grapes that made it 

are grown,” says Victor De Bortoli of the 
family-owned De Bortoli company, which is 
Australia’s seventh largest wine exporter. 

“This is especially prevalent given the 
increasing global demand for more elegant 
style wines, such as those from the cool 
climate Yarra Valley where we have an 
estate. We have seen this growth first hand 
with exports of our Yarra Valley wines 
growing by 94 per cent in the last year.”

For exporters of Australian wine the 
message is clear. Quality pays. 

www.asianhotelandcateringtimes.com
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It may have been US President 
Abraham Lincoln who noted that: 
“you can please some of the people 
all of the time, you can please all of 

the people some of the time, but you can’t 
please all of the people all of the time”, but 
frankly it could have been the collective 
hospitality industry.

There are numerous examples of this, 
but social media perhaps provides some of 

Safety 
in numbers

Hotel guests want the assurance of total security for their valuables when 
not in their room, but prefer unobtrusive aesthetics when they are. How 

do hotels reconcile these potentially conflicting issues and what else is 
new in the world of room safes, asks James Stephen

the most updated and stark ones: no matter 
how swanky the establishment, for every 99 
five-star reviews there’s the 100th for whom 
nothing was good enough. One excellent 
example of this is guest room safes. 

While most of us want this facility, 
especially if we’re paying top dollar for a 
good room, we don’t want to see the kind of 
Acme Corporation monstrosities that Road 
Runner used to drop on Wile E. Coyote.  

 Guests today need to know that their 
possessions will be safe at all times, but they 
also want their personal bank vault to be as 
unobtrusive as possible. 

With the plethora of gadgets now on 
the market – tablets, laptops and various 
other devices of all shapes and sizes –
providing this has become complex.

“More than ever, in-room safes are an 
expected amenity enabling guests to store 

Kata Rocks in Thailand uses the Elsafe Safe, Sentinel II, 
available with PIN-code or RFID contactless operation

www.asianhotelandcateringtimes.com



their many devices, travel documents and 
other personal items,” notes Philip Toh, VP 
sales Asia Pacific, Safemark.  “From a design 
perspective, front-loading safes make up 
approximately 80 per cent of our sales due 
to their versatility and finish options.”

As a global supplier with over 1.5 
million installations in 80 countries, 
Safemark safes are used by designers, 
security personnel, purchasing agents and 
operations. The company has developed an 
extensive line of safes to accommodate the 
ever-evolving guest room, with its popular 
front-loading safes easily integrating in 
closets and with colour-matched pedestals 
or shelves. 

Safemark’s in-wall and surface mounted 
safes provide an alternative for properties 

with limited space while drawer safes are 
typically installed within furniture for quick 
and easy access. 

As Safemark is one of the few suppliers 
to manufacture in-room safes, retaining 
control over product integrity, design, 
quality, and logistics, it is not forced to 
choose between security and aesthetics,  
adds Toh.

“We can engineer both from the initial 
model concept. We also work closely with 
industry security and design professionals 
throughout the development process to 
ensure upcoming trends are infused. This 
dedication to security enables us to offer 
a five-year manufacturer’s warranty and 
exclusive US$10,000 limited warranty 
against theft by forced entry.”

Form and Function
Michele Crociani, business development 

manager, hospitality division, Indel B agrees 
that aesthetics are key and that ‘design’ safes 
are now often preferred to standard ones.

“Even though safes are a technologic 
product the trend is for more elegant 
design, and this is definitely an aspect  
the market is now considering  
during purchase.”

Responding to this, Indel B has 
produced a new range that combines 

Front-loading safes make up 
approximately 80 per cent of  our sales 

due to their versatility and finish options
Philip Toh, VP sales Asia Pacific, Safemark

Safemark is introducing the industry’s 
first re-codable cylinder for in-room 
safes. The patented cam lock from MIWA 
prevents unauthorised key duplications 
and security breaches
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design elegance with functionality. The Top 
Open and Drawer models are the first safes 
equipped with its innovative Touch System.

“The Top Open safe allows for easy 
access to content and can be installed in 
either a pre-existing drawer or mounted 
flush into a countertop. Meanwhile the 
practical Drawer version instead displays 
an elegant black glass door and curved 
body and allows for easy access to content, 
integrating perfectly with the furniture and 
room design.”

look for in safes are “effectiveness, user 
friendliness and size.” Advanced features 
that could improve security measures are 
also considered.

In addition, as guests now tend to have 
a much wider range of electronic devices, 
bigger safes that can accommodate laptops 
and with a built-in laptop charger would be 
the next consideration. And as safes are used 
not only for gadgets and jewellery but also 
confidential documents, an interior light 
would be an asset. 

“We want it to be easy to operate. We 
also consider the design and size of the 
safe. We have gone to additional lengths to 
provide guests with jewellery compartments 
to properly store and organise their high 
value items. 

“But we have also noted that more 
advanced hotel safe technology is now 
available, such as an emergency reset code. 
CISA now has an audit trail, which traces 
the previous 300 events and stores to an SD 
Card. This is a good security feature that we 
will consider implementing.” 

size matters
On the end-user side, Odette Huang, 

corporate director of sales and marketing for 
the Discovery Group in the Philippines, a 
member of Preferred Hotels & Resorts, says 
that three of their properties – Discovery 
Primea (Makati), Discovery Shores Boracay, 
and Discovery Suites Manila – use the CISA 
brand of safes, but would consider changing 
brands if more innovative models in terms 
of safety and security were available.

She adds that the three basics they 

The Discovery Group, Philippines looks for 
functionality, user friendliness, and size

 For Indel B functionality is key, but the trend is growing for greater aesthetics

www.asianhotelandcateringtimes.com
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Outdoor hospitality areas 
can be huge income drivers 
for hotels, resorts and 
restaurants, especially in the 

warmer climates of Asia. To keep these 
zones looking appealing and functioning 
smoothly, properties need furniture that 
offers personality as well as practicality. 

Outdoor furniture must balance 
attractive and contemporary design with 
durability in the face of tough weather 
conditions, such as strong sun and  

Morphing 
SpaceS

Monetising outdoor spaces in the hospitality sector is all about effective 
use of furniture that is versatile, durable and stylish.  

Victoria Burrows reports
seaside breezes. An increasingly important 
aspect in furniture choices is versatility. 

“Durability is important for high traffic 
hospitality areas, which has always been part 
of our client education. It’s also important 
to note that clients are recognising that 
reliable after-sales service is a vital part of 
the entire process,” says Witchuda Rasri, 
sales manger at Hong Kong-based Suniture. 

“But I think, more than versatility, 
it’s the ease of movement and storage that 
clients look for. In a hospitality setting, the 

goal is to have each sellable area sold, so 
each area will have its own set of furniture 
and furnishings ready for full capacity. 

The challenge is how to make the 
capacity meet the demand with furniture 
and umbrellas that can be easily stored.”

Suniture makes stackable furniture and 
moveable umbrella bases, which have been 
designed to allow F&B staff to adapt a space 
to the booking. 

The company, which has worked with 
big international hotel brands including 

The floor rocker, Fedro, from Dedon – lightweight and stackable – 
moves easily from the poolside to the beach or the lawn
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It’s the ease of  movement 
and storage that clients 
look for. The challenge 

is how to make the 
capacity meet the demand 

with furniture that can 
be easily stored

Witchuda Rasri, sales manger, Suniture

Ritz-Carlton, Hyatt, Four Seasons, Marriott, Shangri-La, and  
Six Senses, also makes rain protection covers which extend the  
life of furniture and allows it to be used immediately after a  
heavy shower. 

HigH tecH SolutionS
As wet weather and other adverse conditions mean that 

outdoor furniture has to be extremely durable, furniture-makers 
are turning to technology for the latest solutions in sturdy and 
long-lasting materials. 

Germany-headquartered Dedon has a range of highly 
durable outdoor furniture solutions, but describes its Dedon 
fibre as “revolutionary”. 

Researched, developed, manufactured and quality-tested 
at their state-of-the-art production facilities in Northern 
Germany, the fibre is strong enough to withstand harsh 
conditions, yet supple enough to be woven into artful patterns. 
The fibre is maintenance-free and easy to clean, and it has been 
manufactured with sustainability principles – another major 
trend that continues to define outdoor furniture – in mind: it is 
non-toxic, non-polluting and fully recyclable.

Dedon’s latest ranges using this fibre include the Tigmi 
deep sofa, which also comes with a removable roof, the Seashell 
collection of chairs and side tables, and the Ahnda collection of 
one- and two-seater armchairs and table.

Other technologically advanced materials used in outdoor 
furniture in recent years include Urecel QuickDry foam, a 
hydro-blasted reticulated foam that allows water to drain rapidly 
and fresh air to circulate. The foam also has built in Uregard 
protection, an anti-microbial technology which prevents the 
growth of common moulds and fungus. 

The floor rocker, Fedro, from Dedon – lightweight and stackable – 
moves easily from the poolside to the beach or the lawn

#santosaddict

R
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Gore Tenara thread, arguably the 
strongest outdoor thread in the world, 
is used by furniture-makers including 
Suniture to ensure seams remain durable. 

old-Style Still in
But it’s not all cutting-edge; traditional 

materials, such as wicker, and, particularly, 
teak – sustainably sourced, of course –
continue to be popular this year. 

Spanish brand Kettal has several ranges 
that use teak, including the Riva collection, 
which is based on the long tradition of 
plank construction of seat and back in 
outdoor seating. The collection includes a 
full complement of dining armchairs, club 
armchair, dining tables, two-seater sofa, 
three-seater sofa, small tables and deckchair, 
all made of teak.

Kettal’s Cala is a high-backed 
armchair inspired by the iconic and 
provocative classic film, Emmanuelle. The 
chair is weaved largely from rope that is 
customisable in terms of colour and coating, 
as well as similarly customisable cushioning, 
but comes with two options, of either teak 
legs or an aluminium pedestal base. 

The Kettal Mesh collection by Patricia 
Urquiola now  also includes a teak deck 
chair with adjustable backrest. The cushion 
fabrics are from the Terrain outdoor 
fabrics collection by Doshi Levien, and the 
decorative cushions from the Geometrics 
range, a vivid collection of jacquard fabrics 
in dots, diagonal lattice, a tri-colour check, 

dashes and intersecting stripes. Each pattern 
is created from mixing three yarn colours.

colouring in
Bold patterns and colours are a major 

trend in outdoor furniture style this year.
“Pillows and cushions are still a 

favourite way for clients to bring personality 
to, as well as refresh, their outdoor spaces,” 
says Rasri. “We see more patterns, stripes 
and small details getting more interest than 
the usual solid colours.”

Suniture’s Sunbuns (outdoor beanbags) 
in bold patterns including the Union Jack, 
and colours, such as fuschia and yellow, are 
gaining popularity in outdoor dining areas, 
according to Rasri.

At Dedon, too, colour is proving popular.
“Green, greener, greenery – the tangy 

mix of yellow and green has energising 
qualities and is this year’s number one trend 
colour,” says Florence Jonker, head  
of marketing for the Asia-Pacific region  
at Dedon. 

The Dala range by designer Stephen 
Burks at Dedon comprises a powder-
coated frame of aluminium mesh through 
which colourful strands of fibre are woven, 
including in green and yellow. The very 
handy and vibrant Fedro chair has no legs, 
instead balancing on two skids, which allow 
the chair to rock back and forth. The chair 
has been designed for the beach or poolside, 
and is lightweight, stackable, and has a 
handle at the back for easy carrying. Colour 
combinations include navy, turquoise and 
red, as well as lime green, black, olive, tan, 
brown and grey. 

Clockwise from above: 
Suniture’s custom-print and custom-fit cushions 
for the W Samui
Dedon’s Dala range designed by Stephen Burks 
for the beach or poolside is lightweight and 
stackable 
The Kettal Mesh collection by Patricia Urquiola
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As long as the mixer comes with the latest technology and improved 
reliability does it actually make any difference to the end product? 

Vicki Williams speaks to some experts in the field about which mixer is 
dominating the baking market at the moment: spiral or planetary?

 EquipmEnt

The Hobart HL200 is very popular in Asia because 
of  its versatility and different applications

“For a baker, the mixer is a 
very important tool. It can 
be seen as an extension 
of the baker’s arm, or we 

could say that if the flour was the paint, the 
mixer would be the brush,” says Gregoire 
Michaud, the founder of Bread Elements, 
an artisan bread and fine pastries company 
based in Hong Kong. 

Michaud says the selection of the mixer 
depends on the method of work. 

“For example, if you want to have slow 
and gentle kneading you will select a twin 
arm mixer, on the other hand if you want 
more efficiency in the kneading you will 
choose spiral, and if you are an industrial, 
you will have massive blade mixers.”

Richard Millar, executive chef at 
The Datai Langkawi, which produces an 
extensive range of pastries, cakes and breads 
in-house, agrees. 

“When choosing a mixer first it is 
important to know what products you are 
producing as this will determine which 
mixer and size is needed.”

The righT mix 
Purchasing decisions take several factors 

into consideration. 
Explains Michaud, “First, the 

robustness of the build. When you’re 
mixing 200kg of dough per batch and the 
mixer endures this 10 times in a row, the 
engine and mechanical parts are being put 
to a massive power test.”

Secondly, he says the different 
fixtures have to be purposeful.

“In a spiral mixer I look at the 
bending angles of the mixing arm 
and at how the arm is fixed to the 
entertaining system to make sure 
it’s solid. Then I look at the vertical 
bar inside the mixer to make sure 
the dough will be kneaded properly. 
Also the angle of the mixing bowl is 
important as it defines the friction. 
Finally, I look at the actual round per 
minute of the different speeds. Every 
one of these factors are affecting the 
rheology of the dough by influencing 
the friction of the grains of starch  
in the flour.”

Mixers, an often overlooked kitchen tool, are essential in 
places such as The Datai Langkawi which produces an 

extensive range of  baked goods in-house
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Bakers are not questioning 
the mixers they buy… 
there is a lot more to a 

mixer than meets the eye… 
It’s part of  a complex 

physics equation
Gregoire Michaud, 

founder, Bread Elements

Tools of The Trade
For these two baking experts then it is 

not a matter of spiral versus planetary, more 
a matter of the right tool for the job. 

Millar says, “Spiral mixers come in 
many different sizes but typically, they’re 
much larger than planetary mixers. 

“Most planetary mixers are measured by 
bowl size and spiral mixers are used mostly 
for dough. A planetary mixer generally 
works better for pastry than a spiral mixer.”

A planetary mixer also has the benefit 
of multiple attachments, making it good 
for mixing sauces, grinding cheeses and 
shredding vegetables, Millar says.  

“We make all our pastry and bakery 
products from scratch so I use both mixers 
in my kitchen and the size is determined 
by the quantity I am producing at any one 
time. In bakery we generally use spiral and 
planetary is mainly used for pastry.”

Michaud says, “Single arm, twin arm, 
planetary, spiral, fork, double cone… there 

are many different 
types of mixers, 
what is important is the 
method of work. My personal 
favourite is the twin arm such as the 
Artofex. It kneads the dough gently  
and beautifully.”

Millar is a fan of two brands. “I prefer 
and am more familiar with Hobart and 
Salva, the mixers are well made and if 
looked after will last a very long time.”

Thanos Svoronos, regional key account 
manager Southeast Asia for Hobart, 
says that traditionally the Asian region’s 
best-selling mixer has been the planetary 
20-quart. 

“This is our HL200 model. The main 
reason for its popularity is the planetary 
type’s higher versatility and the different 
applications, while the 20 quart would 
be the most common size or capacity 
requirement used primarily by the 
hospitality industry.”

A planetary mixer works better for pastry, than the spiral mixer, 
say experts (Photos: Bread Elements) 

So, does a 
mixer really make 

a difference? Michaud 
is emphatic: “Yes. If the 

mentioned purchasing criteria are not met 
it may result in poorly kneaded dough, or it 
will take too long to knead and the dough 
will end up over heated by the excessive 
friction, which of course will result in a 
poor end product.”

For Michaud, bakers should question 
more before buying a mixer. 

“Bakers are not questioning the mixers 
they buy as they see it as industry standard. 
But actually there is a lot more to a mixer 
than meets the eye. When planning a 
bakery operation, the baker should select 
the right mixer to fit the method and the 
volume of bread being produced daily. 
It’s part of a complex physics equation on 
rheology, friction, and with each new batch 
of flour comes a different dynamic  
of mixing.” 
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the real 
deal
 XTC Gelato is all about 
authentic Italian gelato made 
with natural ingredients. Made to 
order, in a matter of days, with 
real nuts, fruits and Australian 
milk, it does not use any powder 
mixes, colours or artificial additives. 
Over 450 recipes to choose from. 
The XTC Gelato Collection also 
includes mooncakes, chocolate-
coated gelato sticks, gelato cookie 
sandwiches and more.
(www.XTC.com.hk)

Perfect  
G&t
 Trends come and 
go but the understated  
G&T is a constant. A 
good gin requires good 
tonic water, hence 
Folkington’s Indian Tonic 
Water made in small 
batches from a blend 
of natural quinine (from 
Indian cinchona bark) 
with citrus and floral 
botanical extracts. A 
light, low-calorie version 
also available.

on your Marks
 Life Fitness, a leader in commercial fitness equipment, has introduced 
the Discover SE3 tablet console, built on insights provided by facilities 
and exercisers on what makes a consistently perfect exercise experience. 
The console with its appealing layout allows intuitive interaction. It also 

features integrated streaming video/audio services 
(Netflix, Hulu and Pandora Radio) to create engagement 
for the exerciser. The contemporary dashboard makes 

it easy to discover everything from entertainment apps 
and courses, to tracking and progress. The console 
also offers Lifescape courses and RunSocial, which 
allow exercisers to run with friends or other exercisers 
anywhere in the world in real time. Home screens can 
be customised to promote facility programmes and 
services. (www.lifefitness.com)

(www.folkingtons.com)
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cutting
edge
 Forged from a single piece of steel with 
sleek and ergonomically curved rosewood 
handles, the Grand Maître Rosewood kitchen 
knives and carving fork are the latest edition 
to the Victorinox premium line. The six-
piece collection offers perfect balance with a 
seamless  transition from blade to handle. The 
thickened bolster, where the handle and blade 
meet, ensures extra safety, safeguarding 
against accidental slips of the hand onto 
the blade. The blades are made from high-
quality chromium-molybdenum steel, while 
the rosewood  handles are ergonomically 
shaped. The Victorinox development team 
joined forces with German and Italian knife 
specialists to create this collection comprising 
steak knife, santoku knife, carving knife, chefs 
knife, bread knife and carving fork. 
(www.victorinox.com)

Contact: exportsales@groupeleduff.com
www.bridordefrance.com

Follow us on:

mini-treats

Mini-Treats, a new mix of four pure butter mini 
viennoiseries with original shapes and generous toppings 

made using mouth-watering recipes.

when viennoiseries 
meet confectionery!
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Mini Chocolate 

Twist

Mini Praline 
Finger

Mini Raspberry 
Roll

Mini Triangle 
with Vanilla
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shades of art
 ‘Design-in-motion’ best describes 
Tucci’s shade  sculpture innovation. In a 
class of its own, the new stingray shade is 
a blend of elements from the natural world 
and state-of-the-art marine-grade materials, 
that is both distinctive and durable. Rotating 
360 degrees around its vertical axis, the 
sculpture can position itself for shade at any 
time of the day. From its intricately laced, 
tensile shade skin to the polished, wrought 
aluminium armour-wall mast, the stingray 
is built to last. Available in several colours. 
(www.tuuci.com)

scale it up
 The Cindy scale from Bentley Europe is battery-free, works at 
the tap of the button to generate power, is tough and looks good. 
In either black or white the scale is equipped with high precision 
sensors for accurate measurement and has minimum stepping 
height. Made of tempered glass, it cleans easily, is built to last 
and its 3-inch LCD display makes reading easy. 
(www.bentlyeurope.com)

Full steam Ahead 
Using hot steam to clean kitchens is an effective way to remove stubborn dirt 
and grease without chemical additives. Bringing this technology into the kitchen 

is the Kärcher SGV 8/5 Steam Vacuum Cleaner that combines the functions 
and features of wet and dry vacuum cleaners and steam cleaners. Ensuring 
the highest hygiene standards, the SGV 8/5 kills 99.999 per cent of the 
bacteria. In many cases it gets the results even without detergents; hard 
floors, stainless steel surfaces, fittings, kitchen appliances, industrial 
systems and glass surfaces all benefit from steam cleaning. The innovative 
steam cleaner’s  self-cleaning feature “removes deposits inside the 
machine, prolonging the life of the machine”. Its compact design, a wide 

variety of possible applications, high quality, robustness and stability, makes 
this machine extremely versatile. The product has a TÜV SÜD certification. 

(info@karcher.com.hk)
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Perfect Brew
 Franke’s A1000, packed with cutting-
edge innovations, offers every guest a 
“personalised coffee experience”. From all 
kinds of flavoured coffees and chocolate 
creations to creative mixed coffee and 
chocolate drinks, it’s all possible. The 
optional flavour station can add up to six 
flavours and is ideal for fruity mixed milk 
drinks and all manner of individual creations. 
Plus, it has the FoamMaster for creamy milk 
foam, the CleanMaster included as standard, 
multimedia touchscreen, and access via 
Internet. (www.franke.com)

reimagining the Long table
 After observing buffets of all kinds in small and large hotels, and connecting with chefs from different cultures, Revol has 
proposed an alternative to the buffet set up that is “not only practical but also creative”. The company has created three themes: 
nature, an elegant black and white, and a colourful mix design. In each theme Revol plays with textures and materials for a 
harmonious look. Their new lines offers over 25 new shapes in a wide range of colours and finishes in carefully selected materials. 
All porcelain pieces are made in Revol’s 250 year-old manufactory in the Southeast of France. Visit Revol at HOFEX Hall 1E-200.  
(http://www.revol-pro.com/en/)

Make it 
Breathe
 Designer Silvio Nitzsche’s latest decanter 
‘Eddy’ completely redefines the world of 
extreme wine instruments. The functionality 
of a ‘respirator’ has seldom been 
united with an aesthetic 
language of design in such 
a spellbinding way. The 
robust, high-grade 
borosilicate glass 
has extraordinary 
transparency and 
hardness, and in an 
interplay with light 
and the contained 
wine, the decanter creates 
visually interesting 
reflections. “Once 
rotating in the textured 
stimulator, oxidation that 
would normally take hours is 
done within seconds, thanks to the swirls at the conical 
indentations”. Created to expand the surface area of the 
wine, it has a capacity of 1.5 litres. The decanter has a 
flattened bottom so it can stand upright safely. An optional 
base of matt black silicone allows inclined positioning. 
(www.zieher.com)
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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.” (www.LambWeston.com)

cold 
Play
Santos Cold Press 
Juicer #65, the first 
commercial countertop 
cold press juicer, 
with its patented cold 
press system, slowly 
presses any 
fruits, veggies, or 
herbs, preserving all 
the nutrients, minerals 
and vitamins, offering 
maximum juice extraction. 
It has an aluminium body, 
stainless steel food zone 
and is equipped with a 
heavy duty, reliable induction motor. The 
extra large chute allows whole fruits and 
vegetables to be juiced. (www.santos.fr)

Innovative  
sleep system
 If you believe your hotel guests 
deserve the best night’s rest possible, 
think FreshBed. It can make all the 
difference with its innovative sleep 
system “scientifically proven to deliver up 
to a 50 per cent improvement in sleep 
quality”. A unique and thoroughly tested 
sleep system, it uses patented climate 
technology and silent, active ventilation 
creating “a microclimate bursting 
with freshness, ideal temperature and 
unparalleled hygiene for a longer, deeper 
sleep”. Purified air, individually adjustable 
temperature under the duvet, and bed 
linen that stays delightfully crisp, offer hotel 
guests the ultimate in luxury sleeping. 
Connect with FreshBed at HOFEX Hall 
1E-200. (www.freshbed.com/)
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time for tea
 With a diverse range of tea, from the true classics 
(white, green and black) right through to the unusual 
such as the chocolate rooibos and vanilla, The English 
Tea Shop works with organic and fair trade farmers, 
blenders and producers from all over the world. The 
products are certified fairtrade  and organic.  
(www.theenglishteashop.biz)

Premium cut
 Perfect workmanship combined with an arresting design and 
unbelievable sharpness are the hallmarks of this new knife series 
from Giesser. The blades of high-quality chrome-molybdenum 
steel, tempered to a full 57 HRC, come with four handle options: 
White cedar burl wood (Tree of Life), Spicy Orange, Red diamond, 
and Rocking Chefs (every handle is unique).
 The knives on offer include:  Barbecue No. 1 that curves to 
a point, the massive blade just perfect for handling large cuts of 
meat, fish or vegetables; Chefs No. 1 is the all-purpose classic 
knife that won’t let the chef down; Filet No. 1 features a slightly 
flexible and curved blade, for easy deboning and filleting, safely  
and quickly.(www.giesser.de)

set the table 
 Villeroy & Boch has expanded the colour spectrum of 
its elegant crockery range ‘Amarah’ with two new natural 
tones: Date Flower with its sunny notes, and Reed with 
its bold green tones. “With the Amarah decor range and 
new tones, Villeroy & Boch brings even more appealing 
colour accents to modern gastronomy,” explains Jochen 
Stähler, Tableware B2B marketing director at Villeroy & 
Boch. The Amarah tableware can be easily combined 
for an interplay of shapes and colours. The range is 
dishwasher-proof and suitable for the microwave and 
salamanders. (www.villeroyboch-group.com)
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Innovative Event Highlights:

EXCITING  
NEW SHOWS2 GREAT BUSINESS 

OPPORTUNITY1

 Start-Up Village
 Fine Food Live Theatre

 Centre Stage
 Business Mentoring Area

Organised by:

18-20 July, Suntec, Singapore

London’s greatest gourmet 
event finally comes to Asia!
www.speciality-asia.com

Southeast Asia’s very 1st 
trade show for Restaurants, 

Pubs and Bars! 
www.rpb-asia.com

A must-visit for owners, chefs, F&B managers, 
sommeliers, mixologists, baristas and other  
F&B professionals across Southeast Asia!
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sun-dried Tomato sO Moelleux,  
The Tomato & Co

Guilt-free 
yoghurt
 Dannon YoCream’s selection of 
frozen yoghurt varieties includes 11 
no-sugar-added (NSA) flavours that 
are now made with no artificial colours 
or flavours. In addition, NSA options 
are fat-free and gluten-free, with fewer 
than 8g of sugar per serving. Nicolas 
De Valencia, senior director, frozen 
division of Dannon Foodservice, says, 
“We are dedicated to creating high-
quality frozen yoghurt that consumers 
feel good about enjoying and 
operators feel good about serving. 
As an industry leader, we have a 
commitment to innovation. That’s why 
we offer nearly twice as many yoghurt 
flavours as our nearest competitor 
in every category, and we introduce 
new products several times a year.” 
In addition to its NSA line, Dannon’s 
sorbet line and 12 flavours in the tart, 
nonfat and lowfat lines are made 
without artificial flavours or colours. 
(www.yocream.com).

By Laurent Lemal
Bridor bread used: 36108
the 140g sun-dried tomato 
So moelleux

Ingredients for 10 
sandwiches
pesTo BuTTer
•200g butter
•30g roasted pine nuts 
•1 bunch of basil
•2 cloves of garlic 
•200g olive oil
•2g salt

sLow roAsTeD 
ToMAToes
•1.5kg tomatoes 
•10g salt
•25 g sugar
•3g pepper 
•100ml olive oil 
•2 cloves of garlic
 •1 sprig of thyme

HoMeMADe keTCHup
•The tomato seeds 
•70g brown sugar
 •50g Banyuls vinegar 
•3 cloves of garlic
•1 sprig of thyme 
•50g flaked almonds

sTrAwBerrIes wITH 
BAsIL
•200g strawberries 
•1 bunch of basil
 •100ml olive oil

GArnIsH
•2 pieces of burrata           
cheese 
•100g Parmesan shavings 
•1 Treviso radicchio
•30 orange cherry     
tomatoes

To prepAre
•To prepare the pesto butter, begin by creaming the 
butter until soft. Finely blend the pine nuts, garlic and 
basil, add salt and the creamed butter, blend it evenly 
and chill.
•For the slow roasted tomatoes, hull the tomatoes, cut 
them into 4 and de-seed them (keep the seeds for the 
ketchup). Place the de-seeded quarters on a baking 
sheet with greaseproof paper, season with salt, sugar 
and pepper, add olive oil, garlic and thyme and roast for 
four hours at 90°C.
•To make your homemade ketchup, heat the brown 
sugar in a saucepan and once it has caramelised, 
deglaze with the vinegar, add the tomato seeds, the 
garlic, almonds and thyme and cook in the oven for 40 
mins at 140°C. Blend, sieve, adjust the seasoning and 
chill.
•For the strawberries seasoned with basil, cut them in 
half, chop up the basil, mix them all with the oil and leave 
to marinate for a minimum of three hours.
•Cut the small tomatoes in half and finely chop the 
Treviso radicchio.

To AsseMBLe
Cut the bread in half, spread it with pesto butter, add 
the seasoned cherry tomato halves and the marinated 
strawberries, then cover with the slices of slow roasted 
tomatoes and the crushed burrata cheese. Add the 
Treviso radicchio and the Parmesan shavings. 
(https://bridor.com/en/)
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Order Now! 

Call 2540 0105 or sales@xtc.com.hk 

www.XTC.com.hk    

Omakase Bangkok
 Los Angeles’ famous sushi Zo, founded by Osaka-born 
and Tokyo-trained Chef Keizo Seki, heads to Asia with its first 
Asian outpost  in Bangkok. Awarded a Michelin star in Los 
Angeles (2009) and a second Michelin star in New York (2016), 
the omakase bar, is best known for its ittai-kan style: the balance 
between the neta (the seafood) and shari (sushi rice). Sushi Zo 
does not provide the usual soy sauce at the bar but instead 
prepares each piece of sushi in its own creative seasoning, 
and the seafood is flown in from Japan daily. The restaurant is 
hidden behind a discreet door in the centrally located Athenee 
Plaza Tower on Wireless Road in central Bangkok. 
Heading the omakase experience is executive chef Toshi Onishi. 
(www.sushizobangkok.com)

Time for Brunch
Modern European restaurant and bar, Alibi – wine Dine 
Be social, at the Cordis Hong Kong has introduced a new 
Champagne seafood Sunday brunch, featuring a range of 
seafood and hot dishes, à la minute main courses and an 
unlimited supply of Laurent-Perrier champagne, house wines 
and a bloody mary station. 
(cdhkg.restaurants@cordishotels.com)

rech for it
 rech by Alain Ducasse at InterContinental Hong 
Kong is the first international outpost of the famous 
Parisian seafood restaurant, founded in 1925 by 
Adrien Rech and revived by Alain Ducasse in 2007. 
Rech offers an authentic French seafood experience, 
showcasing the finest seasonal fish and oysters. Most 
of the fish and shellfish comes from Europe – sourced 
in France (especially Brittany) from small, independent 
fishermen, “passionate about protecting the natural 
resources”. Manning the kitchen is executive chef 
Stéphane Gortina.  InterContinental Hong Kong’s 
general manager Claus Pedersen says, “We are 
delighted to continue our long-term partnership with 
Alain Ducasse Entreprise and to bring the first Rech 
restaurant outside of Paris to InterContinental Hong 
Kong.” (www.hongkong-ic.intercontinental.com)
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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. 

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 
www.foodnhotelvietnam.com

april 25-27 2017 Food&Hotel  
Vietnam 2017
Saigon exhibition and 
Convention Center, 
District 7, HCMC, 
Vietnam

april 12-14 2017 Wine & Gourmet 
Japan 2017

Wine & Gourmet Japan is the only dedicated wine, beer 
and spirits networking business platform in Japan. The 
trade exhibition offers you a myriad of opportunities 
to meet with the top decision makers of the industry, 
which include food, beverage, wines and spirits 
importers, wholesalers, distributors, hotels, restaurants, 
and catering buyers.

East Hall 3,Tokyo Big Sight
Tokyo, Japan
www.wineandgourmetjapan.com
Email: s.schaefer@koelnmesse.com.sg
Tel: +65 6500 6745

May 8-11 2017 HOFeX 2017
Hong Kong 
Convention & 
exhibition Centre
Wanchai, Hong Kong

HOFEX celebrates its 30th anniversary. Asia’s Leading 
Food and Hospitality Tradeshow has been taking the 
industry on numerous extraordinary journeys of culinary 
discoveries from all over the world since 1987. Spanning 
65,000sqm across 14 exhibition halls at the HKCEC, 
the exhibition will bring together 2,500 international 
exhibitors and 40,000 regional buyers under one roof, 
showcasing most comprehensive selection of Food & 
Drinks, Hospitality Equipment & Supplies products.

Hong Kong Exhibition Services Ltd.
Unit 1203, 12/F, Harcourt House,
39 Gloucester Road, Wanchai, Hong Kong
Tel: +852 2804 1500
Email: exhibit@hkesallworld.com
www.hofex.com

april 4-7 2017 HOReCa Established in 1993, HORECA is the region’s largest 
annual meeting place for both the Hospitality and 
Food & Beverage Service Industries. HORECA 24th 
edition includes: The International Trade Show for the 
Hospitality & Foodservice Industry, The International 
Trade Show for the Food Industry, Beirut International 
Wine & Drinks Fair. The exhibition space has 
confirmed international pavilions including Belgium, 
Italy, France and Turkey. HORECA Lebanon will also 
be hosting more than 25 renowned chefs and experts 
from countries such as Germany, France, Italy, Cyprus, 
Iran and the UAE, to judge a variety of competitions 
and attend workshops and master classes.

Hospitality services s.a.r.l.
Dekwaneh Main Road, Borghol ldg., 2nd FL
Pobox 90155 Jdeidet El Metn 
Tel: +961 1 480081
Fax: +961 1 482876
Email: info@hospitalityservices.com.lb
http:// hospitalityservices.com.lb

eVent DetailS ORGaniSeR

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.

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.

May 31-June 4 2017

May 31-June 4 2017

World of Coffee & tea

World of FoodService

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

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

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 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.

May 31-
June 4 2017

May 31-
June 4 2017

tHaiFeX-World of 
Food asia

World of Seafood

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

Restaurant & Bar Hong Kong (RBHK) is the leading 
fine dining and bar exhibition in Asia-Pacific. With 
its unique position focusing on the top-quality food 
service and the bar market, it has undoubtedly become 
the business event of the year delivering top-end buyers 
from Hong Kong, Macau and Guangdong. Entering 
its 15th year in 2017, RBHK will continue presenting 
excellent products and services to inspire and create ideas 
to develop business of the foodservice and hospitality 
industries.

 June 1-2 2017

august 11-13 2017

September 5-7 2017

World of Food Safety 
Conference

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

Restaurant & Bar 
Hong Kong 2017
Hong Kong 
Convention & 
exhibition Centre, 
Wan Chai, 
Hong Kong

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

Diversified Communications Hong Kong, LLC
Unit B, 32/F, @Convoy, 169 Electric Road, North 
Point, Hong Kong
Tel: +852 3958 0502
Fax: +852 3905 9338
Email: info@restaurantandbarhk.com 
www.restaurantandbarhk.com

July 18 -20 2017 Speciality & Fine 
Food asia 2017 and 
Speciality Chocolate 
asia 2017
Suntec Convention 
& exhibition Centre, 
Singapore

The inaugural Asian edition of London’s greatest 
gourmet trade event will take place in Singapore in July 
2017. Heralded as the market-leading trade show for 
speciality F&B industry players in UK, the Speciality & 
Fine Food Fair has been providing a dedicated platform 
for gourmet, artisan and premium food producers and 
suppliers to meet with key trade buyers from across 
Europe for the past 17 years. Speciality & Fine Food 
Asia will mirror the dynamic UK concept and host top 
attractions such as Fine Food Live (chefs’ demo theatre), 
Speciality Chocolate Asia, Start-Up Village (a dedicated 
zone showcasing the finest up-and-coming artisan food 
producers), and a Business Mentoring Area.  

Montgomery Asia Events Pte Ltd
Add: Suntec Singapore, 1 Raffles Boulevard,  
Suntec City, Singapore 039593
Email: team@speciality-asia.com
www.speciality-asia.com



Register now at www.prowineasia.com/hk

Supported by:As part of: Organised by:

A S I A

AS PART OF HOFEX
H O N G  K O N G

ProWine Asia 2017

Hong Kong
8 - 11 May 2017
Hong Kong Convention and Exhibition Centre (HKCEC), Halls 5D-5E
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COMING UP 
THAIFEX  -World oF Food AsIA
31 May-4 June 2017
IMPACT Exhibition and Convention Center Bangkok
www.worldoffoodasia.com

Asia-Pacific has some of the fastest growing F&B industries in 
the world, with projected year-on-year growth rates averaging 
11 per cent. Leveraging Thailand’s position as a hub for 
regional connectivity, THAIFEX – World of Food Asia serves 

as a strategic access point for businesses around the region.
The 2017 event will showcase 15 specialised product segments, with 

insights into 11 trending food topics, as well as three specialised trade 
fairs for coffee and tea, food service, and seafood. The line-up of 2,000 
exhibitors includes participations from Germany, India, Italy, Japan, 
Singapore, South Korea, Turkey, and Scotland.

 “With an additional 13,500 square metres of event space, we expect 
not just a growth in participant and exhibitor numbers. Being in the 
heart of the ASEAN region provides our exhibitors with unparalleled 
access to emerging markets in Indochina, especially Cambodia, 
Laos and Myanmar,” says Mathias Kuepper, managing director at 
Koelnmesse, organiser of THAIFEX – World of Food Asia 2017.

This trade fair also provides access to the very best of what host 
country Thailand has to offer. “THAIFEX – World of Food Asia is an 
excellent platform to effectively boost Thailand’s food industry growth 
in Asia as well as global markets,” adds  Supapat Ongsangkoon, deputy 
director-general of the Department of International Trade Promotion.

 
HIgHlIgHTs
• Celebrity Coffee Bar (CCB): Headlined by Dawn Chan, a two-time 
winner of the Hong Kong Barista Championship and owner of The 
Cupping Room.
• The 6th  Thailand Ultimate Chef Challenge (TUCC): More than 
1,300 entries of chefs from 10 countries. 
• World of Food safety Conference: Organised by Koelnmesse, it will 
delve into five key themes on ensuring and maintaining food safety in 
Asia and around the world.
• Asian Food Franchising Forum: It will explore a broader spectrum 
of topics, including trademark pitfalls and vulnerabilities relating to the 
food franchising industry. 
• IFU sgF Juice Workshop: Predicted future trends like safety, quality, 
sustainability and new analytical methods in the vegetable and fruit 
juice industry.

World of Food

www.asianhotelandcateringtimes.com



www.worldoffoodasia.com

International Trade Exhibition for
Food & Beverages, Food Technology
and Retail & Franchise in Asia

Presents

31 MAY - 04 JUNE 2017

IMPACT Exhibition
and Convention Center
Bangkok, Thailand

IMPACT Hall 1-6
Challenger 1-3

93,500sqm!
9 Halls

• Top innovations at THAIFEX-World of 
 Food Asia
• Top new products featured at the show,
 shortlisted by a panel of professional
 journalists

6th edition of Thailand Ultimate Chef 
Challenge will be held at IMPACT Hall 1
(Cold Zone) and IMPACT Hall 6 (Hot Zone)

3rd edition of Celebrity Coffee Bar will be
hosted at Challenger 1. The celebrity
baristas will showcase their specialty at
specific timing so save the dates!

NEW at THAIFEX-World of Food Asia

Supporting Programs

Koelnmesse Pte Ltd

Ms. Lynn How

Tel:  +65 6500 6712

Fax: +65 6294 8403

l.how@koelnmesse.com.sg

Endorsed by Jointly organized by

The Thai Chamber
of Commerce

Best
in Asia
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COMING UP 
HoFEX 2017
8-11 May 2017  
Hong Kong Convention & Exhibition Centre
www.HOFEX.com

hoFEx 
celebrates three 
decades of 
partnership

Next month will see the most anticipated food and 
hospitality trade show in Asia returning to the Hong Kong 
Convention and Exhibition Centre. A truly international 
event, HOFEX has long been supported by many 

countries and regions around the globe. 
 Founding members, including United States of America, 
United Kingdom and Japan, will join as partner countries to celebrate 
the show’s 30th anniversary.

Over 50,000 visitors are expected to connect with over 2,500 
international exhibitors and 44 national pavilions, showcasing 80 per 
cent of new-to-Asia products. 

Apart from the partnering countries, new national pavilions include 
Belarus, Nordic countries (Finland, Sweden and Denmark), Georgia, 
Latvia, Peru and South Africa, as well as long-term exhibitors: Australia, 
Austria, Belgium, China, Cyprus, France, Germany, Greece, Hungary, 
Indonesia, Ireland, Italy, Korea, Macau, Malaysia, New Zealand, 
Poland, Portugal, Scotland, Singapore, Spain, Sri Lanka, Taiwan, 
Thailand and Turkey. 

All will bring their local food delicacies to Hall 3B-F. 

PArTnEr CoUnTrIEs
Japan: Based on the theme ‘Stories from Japan’,  Japan will 

introduce confectioneries, condiments, seafood, meat, sake, kitchen 
knives and more. Every item has its own story of why it is special. The 
area will be divided into ‘Sweets & Snacks’, ‘Chinese Cuisine’, ‘Healthy 
Food’, and ‘Excellent Culture & Food Services’ zones. 

United states of America: This pavilion will offer a dynamic range 
of seafood, meats, cheese, confectionery, snacks and beverages such as 
wines, juices, tea, and more. 

United Kingdom:  PS8, the event delivery partner for the Food 
& Drink Exporters Association (FDEA), is organising the UK 
group with support of Department for International Trade (DIT) to 
showcase products from across the UK demonstrating the high quality, 
innovations and diversity that mark the UK food  and drink industry.

www.asianhotelandcateringtimes.com
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UnIqUE ProdUCTs 
Just above the 44 national pavilions, Hall 5F will feature  

well-established individual companies, both local and from abroad, 
showcasing unique products. Expect to see Hoengseon Han-U, Korean 
premium beef (Wilson International Frozen Food, HK); well-known 
French dairy product manufacturer Candia Professionnel shown by 
Foodgears Industrial International; high quality frozen yoghurt mixture 
from Pregel spa, the first company in the world to invent the concept 
of frozen yoghurt and more. 

In addition is a series of highly specialised feature zones, including 
the second edition of Meat @ HOFEX, Bakery & Confectionery Zone, 
Bean2Cup for specialised coffee and tea, and the very first edition of 
ProWine Asia in Hong Kong coming from the world’s number one 
wine and spirits trade show from Germany’s Messe Düsseldorf. 

Major supporting organisations of the show include Invest  
Hong Kong, Hong Kong Tourism Board, Meetings and Exhibitions 
Hong Kong, Hong Kong Hotel Association and the Hong Kong  
Chefs Association. 

www.asianhotelandcateringtimes.com
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COMING UP 
HosTMIlAno
20-24 October 2017
Fiera Milano Exhibition Centre
www.host.fieramilano.it

The hospitality industry is a complex, varied world trying 
to meet the desires of clients who are connected, curious, 
cosmopolitan... in search of multi-sensorial experiences and 
relaxation. 

 Focusing on new trends and innovation is therefore 
fundamental for staying competitive in the market. 

That is why exhibition organisers say HostMilano is “the the perfect 
place to get up-to-date. From new formats to the mise en place, and 
from baked goods to coffee, the world of hospitality will receive a five-
star welcome at HostMilano”. 

This exhibition is more than just about furnishings and tableware 
and includes a full range of offerings, from food service equipment to 
bars, and new formats and “inspirations for the future”.

Companies in the furniture and tableware macro-area include those 
representing the table: Abert, Aficom, Dag Style, Giblor’s, LSA, MASA, 
Parotex, Richard Ginori, Rivolta Carmignani, Sambonet, Schoenhuber 
Franchi, Schoenwalt, Siggi, Tognana and Vista Alegre; while those 
representing furnishings include Baero, Calligaris, Elbi, Gaber, Indel B, 
Infiniti, ISM, Scab Design and Vitrifrigo.

The food service equipment and coffee areas will offer everything 
necessary for “outfitting” a hotel. These areas include everything from 
kitchen equipment to solutions for bars and serving coffee. Plus, there 
are plenty of technological solutions for hotels. 

Playing host in 
Milano

www.asianhotelandcateringtimes.com



 

JOIN YOUR PEERS AND PARTICPATE IN THE
REGION’S LARGEST HOSPITALITY EVENT

Dubai World Trade Centre
18 - 20 September 2017
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The recently concluded Gulfood 2017 showcased the latest 
innovations that the food industry had to offer.  The 22nd 
edition of the trade show was opened by His Highness 
Sheikh Hamdan Bin Rashid Al Maktoum, Deputy Ruler 

of Dubai and UAE Minister of Finance, at Dubai World Trade Centre 
(DWTC). The 120,000 square-metre show, which ran for five days 
saw up to 90,000 food professionals from 150 countries. Over 5,000 
exhibitors showcased their products and services as they eyed a share 
of the multi-billion dollar MENA F&B market. More than 2,000 
participants made their debuts at the exhibition, which also hosted the 
world’s biggest annual halal food sourcing trade show-in-show in Halal 
World Food.

Gulfood also hosted the annual Emirates Culinary Guild 
International Salon Culinaire: the world’s largest single-entry  
chefs’ competition.

The geographic influence of Gulfood was demonstrated by 120 
national pavilions with four countries – Azerbaijan, Finland, Malta and 
Somalia – represented for the first time. China, India, Italy, Spain and 
the US had the largest international pavilions, with Egypt, Jordan, Iran, 
Lebanon and Morocco showcasing regional capabilities.

“Buyer demand for healthy and halal products, as well as trusted 
resource provenance, turned Gulfood 2017 into a window to global 
food sector reinvention. The show underlined its international 
reputation as a hotbed for unique business opportunities,” declares 
Trixie LohMirmand, senior vice president, exhibitions and events 
management, DWTC. 

From the latest in health, wellness and free-from to ‘on-the-go’, 
artisan and affordable-convenience, the show lifted the curtain on a 
vast range of new concepts and products which are changing the global 
F&B scene. The show featured eight individual food commodity trading 
markets: beverages; dairy; fats and oils; health, wellness and  free-from; 
pulses, grains and  cereals; meat and  poultry; power brands; and  
world food.

Dubai mega show
gulfood 2017 lifted the curtain 
on a vast range of new concepts 
and products

www.asianhotelandcateringtimes.com
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What challenges face the 
industry?
 Incredible changes are going on in our 
industry with respect to soft branding, 
loyalty services, and distribution that are 
having a major impact on independent 
luxury hotels. To have the opportunity to 
work with the very talented and passionate 
teams of ALHI and Worldhotels, creating a 
new approach to these challenges, will allow 
us to better serve the needs of such unique 
and independent hotels, their owners, and 
our guests.

What is your goal?
 Our goal is to build upon the decades 
of experience from both ALHI and 
Worldhotels to become the market leader in 
serving and supporting independent luxury-
level hotels and resorts worldwide. I look 
forward to leading the team and working 
with Dave (Associated Luxury Hotels’ 
chairman David Gabri) to help  
guide Associated Luxury Hotels and our 
fantastic members to even greater heights  
in the future.

Q&a
Josh lesnick,
President and ceo, associated 
luxury hotels international  
(alhi) and Worldhotels

associated luxury hotels, the parent company of associated 
luxury hotels international (alhi) and Worldhotels, has 
named Josh lesnick as its president and ceo. lesnick comes 
to associated luxury hotels from Wyndham hotel group, 
where he served as executive vice president and chief  
marketing officer, responsible for all aspects of revenue  
generation for 18 brands, encompassing more than 8,000 
hotels in 77 countries. in his new role, lesnick will oversee all 
business operations and subsidiaries of associated luxury  
hotels, which significantly expanded its global footprint,  
hospitality services and collection of member hotels and resorts 
with the recent strategic acquisition of Worldhotels.

ramzy fenianos, the newly appointed  vice 
president development – Europe, Middle 
East & Africa of  Minor Hotels, brings 
over 10 years’ experience in hospitality 
and real estate. Fenianos’ focus will be on 
business development, strategic planning 
and asset management. Prior to joining 
Minor Hotels, Fenianos was vice president 
acquisitions and development Middle East 
& Africa at Starwood Hotels & Resorts 
Worldwide. Commenting on the appoint-
ment, James Kaplan, senior vice president 
development, says, “It is a privilege to bring 
Ramzy on board to lead the expansion of 
new hotels. His expertise will lead Minor 
Hotels to exciting new milestones.”

Mathias Kuepper, the newly designated 
managing director of Koelnmesse in Sin-
gapore, has been with the company since 
2002. Kuepper will focus on Koelnmesse 
events in Southeast Asia and expansion of 
business in the local market. He succeeds 
Michael Dreyer, who developed Koeln-
messe’s business in Asia. CEO Gerald Böse 
says, “I am so pleased that Mathias, who has 
been with us for many years, is assuming 
this responsibility.”  Of Dreyer, he adds,  
“He helped form and sustain a substantial 
part of Koelnmesse’s internationalisation 
efforts right from the start.” 

Maud Bailly is the new chief digital officer 
of AccorHotels and will head the digital 
distribution, sales and information systems. 
Bailly will also be a member of the executive 
committee of the company. Says Sébastien 
Bazin, AccorHotels’ CEO, “The areas that 
Maud will oversee are essential to the suc-
cess of the group. Her great knowledge of 
digital issues, her strong managerial dimen-
sion, as well as the richness and variety of 
her background will give a new impulse to 
our teams and will be a source of innovation 
for the group and team.”

www.asianhotelandcateringtimes.com
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Today, thanks to BYO, we are giving users the chance to use mobile 
devices. This enables the size and features of the screen to be 

personalised and adapted to all customers’ specific needs.



www.alto-shaam.com
COOK . HOLD . CHILL . DISPLAY . SYSTEM SOLUTIONS

THE ORIGINAL COOK & HOLD OVEN

Cook grab and go food items to perfection and see a fast 
return on investment with these energy efficient ovens.

NEW HEATED SHELF MERCHANDISER

Improve profits with convenient, ready-to-eat meal 
options with quality customers can see.

Combine the precise Halo Heat® technology of Alto-Shaam’s Cook & Hold oven 
with the visual appeal of our countertop heated shelf merchandiser, and you 
get better moisture retention, longer holding life, improved product quality, 
and greater consumer demand. With food, labor and energy costs on the 
rise, Alto-Shaam provides versatile, consistent and efficient system solutions 
designed to increase return on investment and profitability.

Come see these products and more at HOFEX 2017.

Convenient food is 
ready food.
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