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The Year of the Rooster has begun and we can expect a powerful 12 months, 
by all (astrological) accounts! There’s no middle road in moving forward in a 
year when impressions count and loyalty, commitment, hard work and top-
notch appearance are the name of the game - all of which are lynchpins in 
our industry. So, in this February issue of AHCT, Asia’s best-loved and most 

informative hospitality B2B magazine, we look at how Indonesia is hoping a relaxation of 
regulations will boost tourism across the nation, with brands, organisations and government 
bodies focused on building new destinations. Connectivity and self-adjusting technology 
will play their part in that of course, and we have an in-depth report on how much further 
hotels can go for their guests. In this month of LOVE our feature on the food of love - 
chocolate - indicates how quickly consumption is rising in APAC, but that in fact it could 
have more to do with packaging and ‘face’ than a sweet tooth.  To wash it all down, there’s 
a deluge of boutique and artisinal gins in the region now and the sector doesn’t appear to 
be slowing any time soon. Not even high prices are putting people off the tipple, so how 
did it happen and who’s winning the marketing war in Asia? After all that, a good night’s 
rest is in order … beds and bedding are now statement pieces and a branding asset, we take 
a look at some of the latest trends and features. Plus a look at why it’s never been a better 
time to combi; how important bathrooms are now to the guest experience; and all the latest 
product, culinary and industry news, views and data. As this is my last issue as Managing 
Editor, I would like to take this opportunity to thank the AHCT team, small yet perfectly 
formed as it is, for all their support and hard work over the last two years. AHCT is a 
wonderful, incomparable publication and it has been an honour and privelege.

Onwards and upwards, oh and of course…

Cheers!
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Results just in 
 OC&C Strategy Consultants has released its latest Global 
Hotels Index. Based on analysis of the financial performance 
of 25 of the world’s leading hotel groups last year, the analysis 
examines revenue per available room, average room rate and 
occupancy. Results are:
* Overall, focused luxury players are performing strongest, while 
mid-market hotel groups struggle to drive growth
* In the past four years, the hotel market in Europe and the 
Americas has bounced back from the financial crisis, with 
revenue per available room (RevPAR) growing by 5.6 per cent 
and 6.3 per cent respectively
* Top hotel groups have been performing strongly as a result with 
RevPAR growing by 4.3 per cent annually
* The Asia-Pacific region has slowed down, with average 
RevPAR decreasing by 2.3 per cent year-on-year 
 Top 10 players (market adjusted revPAR growth) Percentage 
RevPAR growth outperformance vs market 2012 – 2015:
1.     The Hong Kong & Shanghai Hotels (4.3 per cent)
2.     Jin Jiang Hotels (3.7per cent)
3.     PPHE Hotel Group (3.3 per cent)
4.     Motel One (2.9 per cent)
5.     Melia Hotels International (2.7 per cent)
6.     Las Vegas Sands (2.4 per cent)
7.     Tsogo Sun (1.9 per cent)
8.     MGM Resorts International (1.5 per cent)
9.     Extended Stay Hotels Group (1.5 per cent)
10.   InterContinental Hotels Group (1.0 per cent)

New Silkroad Culturaltainment has announced its casino at 
Jeju Kal Hotel, South Korea, has been renamed MegaLuck, 
with Chinese name  美高樂. The renaming signifies the new 
management’s bid to consolidate the existing casino business 
and to “grasp the opportunities brought about by the rapid 
development of gaming and tourism in Jeju, and taking a 
step forward in developing one of the largest integrated resort 
complexes in South Korea.”

Better loving info
 A study released by Sabre Corporation in collaboration 
with TrendWatching, explores “a series of quirky behavioural” 
trends emerging amongst Asia-Pacific consumers which will 
present new opportunities for hotels in 2017. These three trends 
are: ‘betterment’; ‘local love’; and ‘infolust’. Sarah Kennedy Ellis, 
vice-president of marketing and strategic development for Sabre 
Hospitality Solutions says, “Competition amongst hotels is high in 
many Asia-Pacific markets, despite a positive outlook into 2017 
and beyond. Rapid disruption in the range of accommodation 
options available and an evolution in consumer preferences is 
putting hotels under pressure to keep innovating. One key way 
to maintain an edge in a fiercely competitive industry is to identify 
emerging consumer behaviours that present new opportunities 
to differentiate the travel ‘experience’.” According to global data 
benchmarking and insights firm STR, the Asia-Pacific region 
reported a 1.9 per cent year-on-year increase in occupancy in  
Q3 2016. However average daily rates were down 1.9 per cent  
to US$97.34.
BETTERMENT: the desire for self-improvement extends across 
the region. However, healthier, smarter, more responsible choices 
are also perceived as costing more. What if hotels could combine 
the two - self-improvement choices packaged into a good deal? 
Discounted rates for guests that support a hotel’s chosen local 
community programme during their stay? Dining vouchers at a 
local health food restaurant for guests who use the spa? 
LOCAL LOVE: global brand successes are being driven 
from Asia not into Asia, such as Alibaba and Samsung. With 
this evolution, consumer mind-sets towards ‘local’ are also 
changing and more people are taking pride in locality. “A 
longstanding challenge for travellers has been finding truly local, 
authentic, experiences - not globalised ‘versions of’. Through 
local partnerships hotels can extend and enhance the guest 
experience, increasing customer loyalty or room rates, while 
driving new revenue streams back into the development of 
‘localness’ - further fuelling regional economic growth,” Kennedy 
Ellis recommends. 
INFOLUST: today’s consumers are accustomed to the availability 
of vast amounts of information and are increasingly open to 
sharing information in exchange for more relevant, personalised 
services and recommendations. The industry needs to keep 
abreast of the fact that the channels available for this exchange 
are also evolving. Messaging apps such as WeChat and Line will 
continue to gain users and expand their ecosystem to become 
a one-stop-platform for lifestyle solutions. “Hotels have an 
opportunity to engage consumers at every stage of the journey in 
a virtual channel they’re already in,”says Kennedy Ellis.
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The debut of Fairmont Chengdu marks the 200th property 
for AccorHotels in Greater China. The property has 336 guest 
rooms and suites.

Pan Pacific Hotels Group has announced the resignation 
of CEO Bernold O. Schroeder, he had been with the group 
for three years and “will be pursuing other interests.” The 
appointment of a new CEO will be announced before the end 
of this month and in the interim, Gwee Lian Kheng, group chief 
executive of UOL Group (Pan Pacific Hotels Group’s owning 
company) will oversee the management of the company.

Worldhotels has welcomed The Kunlun Beijing back into 
their collection of independent hotels. The Kunlun Beijing is the 
flagship property of Shanghai’s Jin Jiang International Hotel 
Management. “We are delighted that The Kunlun Beijing has 
decided to join Worldhotels again after a three-year hiatus,” 
says Roland Jegge, executive vice-president Worldhotels Asia-
Pacific.  “The addition of Hotel Kunlun will be instrumental in 
further propelling Worldhotels’ current popularity and standing 
amongst the China market,” he predicts.
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Amenities provider Groupe GM has signed an  
agreement with the dermo-cosmetic brand Uriage  
which will see Groupe GM lead the distribution of a 
completely new amenity line to luxury hotels all over  
the world from this month.

The 344-room Songbei Shangri-La has opened today in 
“city of ice” Harbin, marking Shangri-La’s second debut in 
this north eastern city 18 years after the group opened the 
Shangri-La Hotel, Harbin in 1999. 

JW Marriott Phu Quoc Emerald Bay Resort and Spa in Vietnam has opened.  
The 243-room property is the first international luxury hotel brand on Phu Quoc island. 

Following a rebranding in January 2015, a US$38-million-dollar makeover 
at the 832-room The Park Lane Hong Kong is complete. A Pullman 
Hotel, the property is housed in a 28 floor building, and the new Skye 
Roofbar and Restaurant is expected to be a particular draw.

ibis Kochi City Centre is the first AccorHotels’ property to open 
in the Indian state of Kerala. The hotel has 115 guestrooms.
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TL Hotels has announced two Autograph Collection Hotels in 
Kuala Lumpur, an ensemble of independent hotels by Marriott 
International. This marks the brand’s entry into Malaysia, with 
The Majestic Hotel Kuala Lumpur as the first Autograph Collection 
Hotel and the second will be Hotel Stripes Kuala Lumpur, 
scheduled to open this month.

Eileen Khew has been appointed 
director of sales and marketing for 
Marina Mandarin Singapore. 
With 25 years’ experience, Khew 
joins following four years as area 
director of sales and marketing 
for Far East Hospitality, in charge 
of Orchard Parade Hotel, The 
Elizabeth Singapore, and The 
Quincy Hotel.

Mövenpick Resort & Spa Jimbaran Bali has officially opened. The 297-room property is the group’s first in Indonesia and signifies a 
“strategic expansion plan in Southeast Asia which will bring [the] portfolio to over 30 operating hotels by 2020.”
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How we’re doing
 Of current hotel development projects across the 
global hospitality industry, 42 per cent are taking place 
in Asia, Australia, and the Middle East, according to 
information from Tophotelprojects’ database. This 
region stands to see an addition of 2,381 projects in the 
coming years, adding 624,765 new rooms. Of those 
numbers, a total of 624 developing projects are slated 
for the Middle East, bringing 183,081 rooms, while 1,757 
projects are headed for the Asia-Pacific, which includes 
Australia. The APAC projects stand to bring that area 
441,684 rooms. Of those projects, roughly 50 per cent 
will be considered luxury hotels (1,199 projects and 
349,341 rooms). Another 46 per cent of the group (1,093 
projects with 254,999 rooms) will be classified as upper 
upscale/upscale, while 4 per cent will be upper midscale/
midscale. That 4 per cent is slated to contain 89 projects 
with 2,750 new rooms. The year 2017 will feature more 
of these projects coming to fruition than any subsequent 
years, with 38 per cent of the developments finishing 
up, bringing the Middle East and Asia-Pacific regions a 
total of 897 projects with 231,144 rooms within the next 
12 months. China will be home to the majority of this 
development, with 768 projects currently slated to bring 
208,694 rooms. The next closest country on the list is the 
United Arab Emirates, which will bring in 209 projects for 
67,893 rooms. Neither of those rankings will come as a 
surprise to watchers of the global hospitality industry in 
2016, who saw both those countries boom when it came 
to hotel developments. Others ranked on the list in this 
order: India, Saudi Arabia, Indonesia, Australia, Russia, 
Malaysia, Thailand, and Vietnam. The city that was 
welcoming the most new hotel construction, however, 
was not on Chinese soil. Dubai outpaced all other cities 
in those regions, hosting 152 new projects with 51,584 
new rooms. Other cities from highest to lowest: Shanghai, 
Riyadh, Doha, Jeddah, Chengdu, Jakarta, Sanya, and 
Suzhou. Finally, Hilton Hotels and Resorts made the 
biggest strides of all the brands in these regions, bringing 
in 97 projects with 31,296 rooms.

MGallery by Sofitel are AccorHotels’ collection of boutique hotels “for 
those who relish off-the-beaten-track experiences,” says Patrick Basset, 
chief operating officer of AccorHotels, Upper Southeast and Northeast 
Asia. Latest addition, the 150-room Avista Hideaway Phuket Patong  
is now open. 

AccorHotels has announced a plan to restructure a portfolio of 31 hotels 
in Australia. After successfully reaching an agreement with one of Abu 
Dhabi Investment Authority’s wholly-owned subsidiaries, the portfolio 
includes 4,097 rooms and was first purchased by the subsidiary in 
2013. AccorHotels is slated to convert 15 triple-net leases into 50-year 
management agreements and extend the management term of another 
of the portfolio properties to 50 years. This means that 16 hotels in 
Australia will remain managed by AccorHotels for the better part of the 
century. Second, AccorHotels will acquire the real estate of the remaining 
portfolio properties, with the estimated cost being US$149 million. This 
deal is in line with the group’s strategy “to optimise cash flow generation, 
reduce earnings volatility and restructure lease contracts into owned and 
managed hotels. The acquisition of the economy hotels in key locations is 
a signal of our continued focus on supporting the group’s growth strategy 
by holding a selective portfolio of profitable hotel property assets,” a 
company release states. Accor expects that these deals and acquisitions 
will help to bolster its position “as a market leader in Australia by adding 
so many key assets.”
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Belmond has appointed Kenneth 
Hatton as senior vice-president global 
development. Irish-born Hatton has over 
18 years of experience in mergers and 
acquisitions and global hotel-related 
transactions and joins Belmond from 
Hyatt International where he was senior 
VP corporate transactions group, covering 
Europe, Africa, Middle East and Asia 
Pacific since 2011. 

Travelodge has entered into an agreement 
with Tai Hung Fai Group to open the 
Travelodge Kowloon hotel in Hong Kong. 
The 126-room hotel currently known as 
Hotel Rainbow will undergo refurbishment 
and be rebranded as Travelodge 
Kowloon from this month.

Australia developer Star Entertainment 
Group has picked architects FJMT to 
design a six-star Ritz-Carlton hotel and 
a residential tower. Cost is expected to be 
up to US$450 million. When completed, 
the structure will feature 220 rooms, 
as well as roughly 150 apartments. It is 
expected to open by the middle of the 
year 2021.

The Crown Group, developer of residential 
and commercial properties across 
Australia, is “putting the finishing touches 
on its new hotel brand,” the 72-suite, 
Skye Hotel Suites in Parramatta. Set to 
open “in early 2017,” it’s within the new V 
by Crown Group, a 28-storey residential 
and commercial development known as 
Vertical Village. Designed by Allen Jack 
+ Cottier and Koichi Takada Architects 
Skye Hotel Suites will open more than 
300 rooms in Sydney locations by 2019 
including Sydney’s CBD in early 2018 and 
Green Square in 2019.

The Ritz-Carlton Hotel Company has teed off 2017 with the opening of its first  
golf resort in China, on Hainan Island. The 175-room, 16-suite Ritz-Carlton,  
Haikou is situated on the golf resort of Mission Hills which boasts 10 18-hole  
championship courses. 
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Management contracts are 
complex, complicated 
agreements that can play a 
huge role in the success of 

any hotel venture. 
The segment has undergone some rapid 

changes in the past couple of years as the 
world economic status changes and risk 
and benefit analysis shifts. 

Experts say that management contracts 
are now more variable than ever, and 
predict they will only get more flexible  
and localised.

“No hotel is like another,” says Daniel 
J Voellm, managing partner at hospitality 
consultants HVS Asia Pacific.

“Think of structuring a management 
contract in terms of educating a child: not 

ContraCting 
management

The devil is in the detail for many parts of the hospitality industry, 
not least management contracts. What works for some may not work 
for others and there are many different ways to structure management 

contracts now. Victoria Burrows takes a look at this lucrative and 
competitive segment and asks: are the ‘three plus 10’ deals of old obsolete 

now and how do the experts predict things will change further?
all children will respond the same to being 
taught in the same way. There is a basic 
underlying philosophy, but you need to be 
aware of the individuality of the asset.

“Some operators are looking for a 
strategic entry to open up a particular 
market whereas others already have a 
presence in certain markets - there are 
many factors from the operator’s side that 
will help define what they are looking for 
from their contract.”

The position the owner is coming from 
plays a big role in how they would aim to 
have their relationship with an operator 
defined, as well.

“A family-owned conglomerate will 
have different requirements from a financial 
institution, for example” Voellm says. 

“Different objectives drive different terms.”

a Complex evolution 
When it comes to fees, operators over 

the years have navigated a very  
competitive environment. 

There is a much more comprehensive 
series of initiatives today than in decades 
past; 20 years ago, there were few loyalty 
programmes, for example, and these 
systems have changed in structure and 
nature over the years. Licensing fees have 
also changed substantially. 

“If you compare the 1990s to today, 
there are many more types of fees or 
programmes that have been put in 
place,” says Voellm. “Contracts have had 
to be modified, and different operators 

Management contract negotiation can be a time of  celebration, mostly (Photo courtesy: Marriott International)
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have come up with different structures 
for different fees, and this has seen the 
evolution of management agreements.”

understanding the 
basiCs

While management contracts have 
become far more complex and localised, 
there are still some key aspects that will 
underpin any agreement between an owner 
and an operator. 

The first is whether the brand of 
operator is right for the hotel. A feasibility 
study is key here, as is an understanding of 
the competition and whether this will dilute 
brand effectiveness. In a new-build scenario, 
the developer must also have the required 
financing to match the brand’s standards.

Another key point is whether the 
developer is the ultimate owner or instead 
will be a partner, member or shareholder. 

Other factors include whether there 
is commercial space to be managed as 
part of the hotel or leased to an operator, 
and whether there is a parking garage 
or amenities such as a spa or resort 
facilities that are to be included in the 
scope of management. These factors can 
have different ramifications for revenue 
depending on different regions  
and countries. 

Culture versus the 
market

While the structure of management 
contracts does change from region to region 
in response to cultural differences, the 
maturity of the real estate market plays a 
bigger role than cultural specificities. 

In a market in which there is a 
prevalence of long-term ownership of 
hotels, there will be less emphasis on certain 
terms than in a market with many first-time 

owners, Voellm points out.
“We now have many first-time owners 

and developers in Asia, who are at the 
beginning of the learning curve, but they 
are getting savvy and know where to push 
for terms in the agreement that are  
more beneficial.”

Call in the experts
With management contracts presently 

so fluid, and set to become even more so in 
future, any owner or operator needs to have 
a competent and experienced legal team. 
Expect the negotiating of contracts to  
take months.

And it’s best to engage a lawyer who has 
experience with negotiating such contracts.

“We focus on commercial terms, but 
legal terms are quite specific to the industry, 
and not all lawyers have direct experience,” 

Voellm says. 
Sometimes it may be advisable to work 

with local counsel as well as international 
contract lawyer. 

“Without the necessary advisors and 
lawyers, it may be a very long, frustrating 
process, and ultimately the result may 
be less than ideal, and may come at a 
significant cost.” 

Management contracts are a potential quagmire 
(Photo courtesy: Revinate)

Management contracts are an extremely competitive environment 
to negitiate (Photo courtesy: Capri by Fraser Changi Singapore)

A property's individuality will dictate the management of  it  
(Photo courtesy: Alila Villas Uluwatu)

Daniel J Voellm, managing partner, 
HVS Asia Pacific
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Indonesian President Joko Widodo 
and Minister of Tourism Arif Yahya 
have announced plans to attract 20 
million visitors a year to Indonesia  

by 2020.
To put that figure in context, the 

government was hoping to welcome 12 
million foreign visitors in 2016, and it is 
unlikely that goal was reached, according 
to Indonesia Investments, a privately held 
investment and development company.

In early December 2016, the Ministry 
of Tourism’s National Coordinating 
Meeting was held in Jakarta, the nation’s 

capital. More than 1,000 senior delegates 
from national and regional government 
departments attended tourism-related 
presentations from the Departments 
of Planning, Finance, Transport, 
Infrastructure, and other bodies.

“The message was clear,” says Miriam 
Tulevski, Visit Indonesia Tourism Office 
country manager in Sydney, Australia. 
“Tourism development is a national priority. 
All key ministries and regional governments 
are being encouraged to work together  
to achieve tourism, trade and  
infrastructure outcomes.”

In support of the initiative, investment 
in tourism has been made easier for  
foreign investors. 

For example, hotels with three stars and 
above, restaurants, bars, cafés, sports centres 
and swimming pools are now open to 100 
per cent foreign capital ownership. One 
and two star and non-starred hotels and 
cottages, which were previously open only 
to domestic investment, are now open to 
67 per cent foreign capital ownership. The 
same applies to such businesses as catering, 
MICE, billiards, bowling, karaoke and golf.

According to the Indonesian Hotel & 

NatioNal 
priority
Indonesia relaxes regulations in bid to boost tourism industry,  

Michael Taylor writes

The Indonesian government is looking to develop tourism across the archipelago
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Restaurant Association, there were 2,197 
star-rated hotels with 217,474 rooms and 
16,156  non-starred hotels with 289,727 
rooms in Indonesia in 2015.

“Regulatory changes have eased hotel 
development in the regions,” says Fitrianus 
Aoer, executive director, Indonesian Hotel 
and Restaurant Association. “Previously 
there were challenges with permits and 
matching central government regulations 
with regional government regulations.  
New legislation has been released to ease 
hotel development.” Dusit International – sights set on development in Indonesia

Miriam Tulevski,  
Visit Indonesia Tourism Office 

country manager, Australia
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Jakarta-based family-owned PTT is committed to growing its brand in Indonesia

BaliNese model
The jewel in Indonesia’s tourism crown 

is Bali, which has long been favoured by 
both domestic and foreign investors. 

The government hopes to develop 10 
other regions across the country along the 
Balinese model.

“The Nusa Dua region in Southern 
Bali is renowned for five-star hotels and 
comprehensive event facilities to suit the 
most discerning event organiser,” Tulevski 
says. “Hotels and restaurants throughout 
the island provide the perfect tropical 
platform for themed events.”

A member of Preferred Hotels & 
Resorts, Katamama is situated in Bali’s 
stylish Seminyak district. The 58-room 
boutique hotel opened in February 2016. 
PTT Family, a Jakarta-based developer, 
is the property’s parent company. It is 
currently developing its second hotel in 
Bali under the Potato Head brand. It is 
scheduled to open in 2019.

“The Potato Head Hotel will be a 
sister establishment to Katamama and 
will become an exciting addition to our 
unique and groundbreaking compound 
in Seminyak,” says Katamama’s general 
manager, Alejandro Rueda.

Foreign investors are also entering the 
fray. Take Thai-based hospitality chain 
Dusit International, which has signed a 
management agreement with Indonesian 
property developer PT. Merpati Abadi 
Sejahtera and PT. Ayana Realty to develop 
its first hotels in Indonesia. Both of the 
hotels will be located in Bali. They are 
scheduled to open in 2018.

 “We are delighted to partner with PT. 
Merpati Abadi Sejahtera and PT. Ayana 
Realty to bring the dusitD2 brand to 
Indonesia,” says Dusit International’s chief 
operating officer, Lim Boon Kwee.

Top 10 developmenT 
desTinaTions

The government hopes to develop 10 more 
‘Balis’ across the archipelago. Investors are 
invited to consider investing in the following 
10 tourism development destinations:

1.   Toba Lake in North Sumatera Island
2.   Kelayang Peninsula, on Bangka Island,  

       off South East Sumatra Island
3.   Lesung Peninsular, in Banten region,  

       West Java Island
4.   Thousand Islands, off the coast  

       of Jakarta
5.   Borobudur Temple in Central Java
6.   Mount Bromo and Semeru in East Java
7.   Labuan Bajo, on Flores Island, East  

       Nusa Tenggara region
8.   Mandalika Beach, Lombok Island,  

       West Nusa Tenggara region
9.   Morotai Island in North Maluku
10. Wakatobi Islands in South  

  East Sulawesi

We particularly see opportunities 
in the secondary locations that 
have traditionally not attracted 

top-tier international 
hotel operators

Andrew Langdon, chief  development 
officer and senior VP Asia, Mövenpick 

Hotels & Resorts
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Hotel groups have faith in the growth of  the Indonesia tourism sector

Mövenpick Hotels & Resorts currently 
operates 83 resorts in 24 countries. 
The Swiss-based group opened its first 
Indonesian property just last month. Not 
surprisingly it, too, is located in Bali. News 
that the group plans to develop properties 
in other parts of the archipelago is surely 
music to the government’s ears.

“Currently we are looking for new 
opportunities in Indonesia as we have 
strong faith in the strength and growth 
of the Indonesian tourism sector,” says 
Andrew Langdon, chief development officer 
and senior vice president Asia, Mövenpick 
Hotels & Resorts.

The group is looking at both urban and 
resort locations in such places as Jakarta and 
other major destinations in Java, Lombok 
and Sumatra.

“We particularly see opportunities 
in the secondary locations that have 
traditionally not attracted top-tier 
international hotel operators such as 
Mövenpick,” Langdon says. “Our growth 
plans call for Mövenpick to expand by two 
hotels per year in Indonesia going forward, 
with a goal of having as many as 10 hotels 
and resorts operating in the country.” 
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There are three main ways, 
suggests Dr. Andreas Krobath, 
managing director of Austria-
based at-Visions: providing 

really good WiFi; making it possible for 
guests to connect with hotel TV to stream 
Netflix and similar services; and offering 
more comunication channels to guests.

First, Wifi is very important for almost 
every guest and still one of the main reasons 
for bad reviews. In most cases this is easy to 
fix so there is no excuse for not providing 
good WiFi, Krobath says.

Secondly, over-the-top content like 
Netflix or Amazon Prime is becoming a 
common part of day-to-day life. “What 
we are experiencing now is that guests are 
watching this content on the tiny screens of 
their phones because it is not available on 
the nice big HD TV provided by the hotel. 

Therefore, to offer guests the option of 
streaming from their devices to the TV is a 
really attractive feature.”

Thirdly, technology provides additional 
options to communicate with the guest on 
site. This can be via messages on the TV or 
Digital Signage. 

A perfect way, of course, is also via 
apps, according to Krobath. “The splash 
page of the hotel WiFi should either be the 
homepage of a web app or provide a direct 
link for the download of a native app.”

Opening up this channel for 
communication in both directions (guest 
to hotel, hotel to guest) is a real chance to 
improve the experience of the guest’s stay.

All three points are at least as much 
about marketing as about technology. They 
influence the experience on-site which is the 
main criterion for reviews on Tripadvisor - 

One step 
further
Hotel guestrooms are literally chock-a-block with technology now.  
Self-adjusting AC units and lighting; electronic window coverings;  
state-of-the-art entertainment systems… all of which reflect what people 
often have in their own homes. Donald Gasper asks, how can hotels go 
one step further for their guests? 

Dr. Andreas Krobath, MD, at-Vision

It’s all about self-adjusting technology now (Photo courtesy: Revinate)
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one of the most important marketing  
tools nowadays.

COmplementary mObile 
phOnes

“At Mövenpick we realise the 
importance of technology, which is why 
we have invested heavily in IT functions in 
the last few years,” says Andrew Langdon, 
global chief development officer and senior 
vice president Asia at Mövenpick  
Hotels & Resorts.

“We are adding complementary mobile 
phones in our premium guestrooms, so we 
can eliminate the hassle of switching SIM 
cards and give our guests the peace of mind 
they will not be incurring roaming charges. 
These phones come with unlimited local 
and international calls as well as internet 
access and speed dials to hotel services.”

The group has also launched a global 
WiFi login system to enhance its free WiFi 
programme and make it easier to access.

“Technology wouldn’t be technology 
if we weren’t already asking the question 
‘What’s next?’” says Jai Govindani, chief 
technology officer, Red Planet Hotels.

“Red Planet is, of course, seeking a way 

to further allow technology to enhance the 
guest stay. Thing is, you can’t really turn a 
light on ‘better’. We’ve come to the point 
where technology is ubiquitous and (fairly) 
easy to use. The key differentiator now will 
be how we use it.

“Rather than having the guest adjust 
the lights - be it by voice, touch or telepathy 
- how about memorising their lighting 
preferences based on time of day, and 
making sure that when they arrive to their 
room, everything is set the way they like it? 

I don’t just mean in one property, but across 
properties of the portfolio. How about we 
memorise their favourite type of music, 
their meal preferences, their devices?”

A key component of the new Red 
Planet brand is a highly functional mobile 
app. Not only is it a simple and efficient 
booking portal, but when guests arrive at 
a Red Planet hotel it activates an ‘in-stay 
mode’ for mobile devices. The app then 
feeds information about relevant local 
events and points of interest directly to 
guests’ hand-held devices. It also facilitates 
room-to-room and front desk calling, as 
well as a chat line, along with many other 
innovative features.

smart tV
Hotel Bocage located in Hua Hin, 

Thailand, is set for a soft opening this 
month. Robert Batrick, director of project 
services at hotel management and building 
solutions company Louis T Collection, 
which has been getting the boutique hotel 
ready, says that the hotel design team has 
gone to great lengths to provide a high level 
of sophisticated technology to their guests.

Unlike most traditional television 
arrangements in hotels where guests have a 
limited selection of movie channels, Hotel 
Bocage has invested in the latest innovation 
in televisions with integrated NetFlix. This 
allows guests to access movies and television 
series on demand. Having this integrated 
into the television set allows for ease of use, 
as there is only a single remote control.

Magnus Olovson, estate manager at The 
Santaya Bintan in Indonesia, says in-room 
technology has an important role to play  
for those who like to unwind in the comfort 
of their villa or suite with some  
quality entertainment.

Guest feedback often singles out the in-
villa and in-suite entertainment systems as 
contributing to the overall exceptional guest 
experience, he notes.

“As technology continues to evolve at a 
rapid pace, so too will in-room state-of-the-
art and user-friendly entertainment  
systems at the top hotels and resorts,”  
Olovson predicts.

“Technology is great if we do not lose 
track of the whole concept of hospitality,” 
cautions Langdon. “After all, we are 
hoteliers. I still believe a hotel cannot be 
successful only by being hi-tech. It’s  
really about how we use these tools  
with our service teams to deliver  
natural enjoyment.” 

A hotel cannot be 
successful only by 

being hi-tech. It’s really 
about how we use these 
tools to deliver natural 

enjoyment
Andrew Langdon, global 

chief  development officer and 
senior VP Asia, Mövenpick 

Hotels & Resorts

Jai Govindani, 
chief  technology 
officer Red Planet

Hotels such as Red Planet know how important technology is in every part of  the guest experience now

Andrew Langdon, global chief  development 
officer and senior VP Asia, Mövenpick  
Hotels & Resorts

Magnus Olovson,  
estate manager,  
The Sanchaya Bintan 
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Bathing 
Beauties
There are many who would say the guest 
bathroom makes a longer lasting impression 
than exterior architecture, lobby design, or any 
other single interior hotel space. Zara Horner 
finds out why

In terms of design, getting the guest 
bathroom right is paramount. 
Irritating deficiencies or ommissions 
become especially obvious to the 

traveller and design details require a co-
ordinated effort.
 The evolution of this space over the past 
20 years is testament to how seriously it is 
now taken. 
 Technological advances throughout a 
property are one of the keys to competitive 
edge, and this includes the guest bathroom. 
Bathrooms stopped being perceived as 
auxiliary rooms a long time ago. It used to 
be that the bathroom space was minimised 
to maximise bedroom and living areas, 
but the modern guest bathroom with its 
waterfall showers, over-sized baths, his 
and hers sinks, giant towels, luxe beauty 

Bathroom design is now about 
hygiene, comfort, space, and 

technology (Photo courtesy: Grohe)

CoeLux bringing the outside in

amenities and - well - space is more spa-like. 
It’s an invitation to relaxation as well  
as hygiene.

so much more 
 “It is a necessity for hotel bathrooms to 
offer guests a welcoming space where they 
can relax and recharge their batteries,” says 
Donald Lo assistant marketing manager 
with German manufacturer Grohe. He adds 
that, apart from stylish design, factors such 
as comfort, longevity and sustainability play 
an important role in the success of  
a bathroom.
 “International hotels of high standing 
know about the importance of giving 
their guest bathrooms a well-balanced 
ambience: the luxury and elegance of the 
rooms and suites needs to be reflected in 

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

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

Our potatoes make it possible.

Lamb’s Supreme®    
Red Skin Mashed

©2017 Lamb Weston Holdings, Inc. All Rights Reserved.
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Guests are looking for 
performance for comfort,  

and innovation for surprise
Donald Lo, 

assistant marketing manager, Grohe

 At Kohler, “We believe the bathroom 
has always been a private sanctuary,” says 
director of Design Studio for Kohler Asia-
Pacific, Tan Lun Cheak. 
 “It’s an environment where guests escape 
the hustle and bustle to de-stress, relax and 
rejuvenate. Great bathroom designs are 
able to deliver these experiences through 
space management, well planned lighting 
and a perfect blend of fixtures and products 
to complement the intended interior 
design themes, while always maintaining a 
comfortable and hygienic environment.”
 Tan believes that “fundamentally, guests 
expect a bathroom environment that is 
comfortable, private, safe, clean, intuitive, 
easy to use, functional and beautiful. 
Bathroom equipment needs to meet these 
expectations and on occasion surpass them.”
 Kohler products feature in many of the 
region’s top hotels including: Macau’s Ponte 
16 Sofitel , Wynn properties, The Venetian, 
and Studio City; Hong Kong’s W Hotel, 
Four Seasons, InterContinental, Disney, 
Ritz-Carlton; and Fairmont Peace Shanghai, 
JW Marriott Shanghai, Ritz-Carlton 
Beijing, Pullman Sanya, Mandarin Oriental 
Bangkok, Rosewood Phuket, Kempinski 
Phuket, Fairmont Prambanan Bali, Bulgari 
Hotel Bali, and in Signapore: JW Marriott 
Singapore, Four Seasons Hotel Singapore.
 “The Internet-of-things (IOT) is the 
future trend,” Tan says. “Kohler’s next 
innovation is to provide smart living for 
users, with bathroomwares connected 
together to ‘communicate’ among 
themselves, and be controlled by  
intuitive APP.
 “Everything is connected. For example, 
when you sit down on the toilet, the 
bathroom ventilator automatically starts 
to clean the air; after your steam bath is 
finished, the bathroom ventilator starts the 
exhaust fan. Guests will also enjoy carefree 
living, a full-bath notice alerts it’s time to 
turn off the water. Properties can also get 
notifications about equipment failure, and 
even water consumption statistics.” 

the bathrooms. And guests are looking for 
performance for comfort, and innovation 
for surprise.
 “Technology is improving all the time 
and what sanitary fittings bring to the 
guest is not only about hygiene. It’s about 
an enjoyable experience with water. The 
enjoyment of a shower or a new experience 
in using a shower toilet, may give the guest 
a totally different journey.”
 Grohe products are installed in 
Marriott, Hyatt, Hilton, Crowne Plaza, 
Intercontinental, Conrad, Four Seasons, St. 
Regis, Kempinski, Shangri-la, Holiday Inn, 
Best Western, and Accor properties across 
the region.
 New this year is the rainshower 
smartcontrol, a “stylish statement,” which 

 Multi sensual showers from Kohler

Push button technology from Grohe

Kohler’s digital showering system

offers “3D showering with push button 
technology which controls flow volume 
and has several spray patterns, including 
a massage action.” And the sensia Arena 
shower toilet which “combines German 
design and engineering with Japanese spa 
culture [and takes the toilet] to a new 
dimension of cleanliness and well-being.”

so far so sauna
 Differentiation is the name of the game 
in many aspects of the industry today. Here, 
too, the guest bathroom can provide a 
stand-out.
 The Sauna S1 from Klafs is the first in 
the world that can retract at the push of 
a button. “Just like a camera zoom lens,” 
a spokesman for regional distributor BSC 
Colour Living points out. 
 “When retracted the Sauna S1 is just 
60cm, no deeper than an average closet. 
When extended it is 1.60m so there’s plenty 
of room to enjoy a relaxing sauna. Available 
in three sizes and five different exterior trims 
with four different front panels it really is 
visual harmony right there in the room.”
 Another client CoeLux produces 
windows designed to reproduce the true 
effect of outdoor light and space. “These 
installations faithfully mimic natural 
sunlight and a clear blue infinite sky.” 
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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.



 F o o d

www.asianhotelandcateringtimes.com 26 AHCT February 2017

G E R M A N Y

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

N O V E L T I E S  2 0 1 7 

visit us:    Ambiente, Frankfurt    10.-14.02.2017    hall 4.2, booth B23         

“Cuspis“

“Mercato“

“Connect!“

Hotelex, Shanghai,      28.-31.03.2017    booth W5A01

 F o o d

Making 
a Market

While the rest of the world remains mired in financial lethargy, it’s been 
left to the younger and hungrier markets of Asia to lead the way in 

fuelling desire for luxury F&B. One of the biggest growth areas is quality 
chocolate, writes Zara Horner

Chocolate is about luxury experiences in Asia (Photo courtesy: The Peninsula Hong Kong)
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As the middle classes of the region, 
predominantly China and 
India, but also countries such 
as Vietnam, the Philippines, 

Indonesia, Thailand and Malaysia, expand 
exponentially it’s this part of the world that 
the producers of luxury F&B products are 
hungrily looking to. 
 According to global information and 
measurement company, Nielsen, in 2012 
there were an estimated 190 million people 
in Southeast Asia who could be defined 
as middle class - those with disposable 
income of US$16-$100 a day. The company 
predicts that number will more than double 
by 2020 to 400 million.
 They are looking for lifestyle products 
and experiences that make them feel more 
globally connected - vacations, technology, 
automobiles, clothing - but also Western 
F&B items: coffee, foie gras, cheese, wine 
and, increasingly, chocolate.
 While you will see chocolate available 
widely across Asia, according to the report 
A Taste of the Future from accountancy 
and research giant KPMG, the per capita 
consumption in China, for example, is only 

Product provenance is of  increasing importance. 
Consumers in Asia want to know source  
(Photo courtesy: Wikipedia)

a tenth of that in Switzerland. There’s room 
for growth here, obviously.
 So are chocolate producers tapping 
more aggressively into this potential 
demand? And in chocolate terms, what do 
Asia consumers want?
 “While some Asian countries, Japan 
for example, are already relatively mature 
chocolate markets, consumption is rising 
quickly in emerging countries such as 
China,” suggests Swann Sauvage, business 
development manager with pastry, 
chocolate and macarons giant  
Pierre Hermé Paris.
 “Asia is becoming increasingly interested 
in Western gastronomy and refined 
products such as chocolate, truffles or wine. 
They tend to prefer dark chocolate as it is 
not too sweet compared with  
milk chocolate.”
 Sauvage suggests, somewhat 
controversially however, that many Asian 
consumers are more concerned about 
chocolate’s packaging and design than the 
product itself.
 “Because the purchase is mostly for 
gifting it has to look generous, with the 

AD Zicher
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Asian preferred colours such as red  
and gold.”
 In terms of more general current trends 
in chocolate consumption in Asia, Sauvage 
believes Asian ingredients such as matcha 
green tea and yuzu are finding popularity. 
She adds that as the market continues to 
develop in the region, emerging brands 
are promoting healthier chocolate, or 
sustainable production approaches by 
working directly with plantation operators.
 “It’s no longer only industrial companies 
such as Nestlé, Kraft, Cadbury’s or Ferrero. 
The market is now wider, with different 
levels of pricing and quality.”
 Pierre Hermé current hot products 
include its bonbons range, a traditional 
product given a chocolate filling (praline 
or ganache) and then coated with dark 
or milk chocolate. Its other lines, chocolat 

around 2 per cent faster than Europe and 
North America up to 2019. 
 TRM expects annual Asia-Pacific 
chocolates sales will reach US$18.23 billion 
by the end of 2019 from US$12.24 billion 
in 2013, growing at a compound annual 
growth rate of 5.2 per cent, due primarily  
to increasing availability of various 
chocolate brands.
 The report says North America and 
Western Europe make up the bulk of 
global chocolate confectionery revenues 
but believes Asia-Pacific will be the fastest 
growing region due to improving economic 
conditions of emerging countries, such as 
India, China, Thailand and Philippines.
 “North America and Europe markets 
are expected to grow at a CAGR of nearly 
3 per cent to 3.5 per cent and North Africa 
and GCC countries are expected to grow 
at a CAGR of 4 per cent,” the report adds. 
It further suggests that the expanding 
popularity of chocolate in Asia-Pacific is 
due to three major factors: availability, 
quality and taste. 
 “Availability and visibility of chocolates 
of various brands influence consumers to 
purchase them.”
 While major chocolate players in the 
Asia-Pacific market include Nestlé, Mars, 
Mondelez, Lotte, Hershey and Ferrero, an 
increasing number of smaller retailers and 
foreign chocolate manufactures in Asia-
Pacific are also contributing to improved 
chocolate demand.
 One major trend many manufacturers 
agree is catching on in Asia-Pacific is the 
global drive for healthier foods, including 
reduced sugar chocolate. 
 This consumer driven demand from 
health conscious chocoholics looking for 
guilt-free indulgence is believed will create 
opportunities for specialist chocolate players 
in Asia-Pacific over the next five years. 

Because the [chocolate] 
purchase is mostly for 
gifting it has to look 
generous, with the 

Asian preferred colours 
such as red and gold
Swann Sauvage, business 

development manager,  
Pierre Hermé Paris

Restaurants such as Alan Wong’s in Shanghai know chocolate has to feature on the menu now

There’s increasing demand for reduced sugar 
chocolate in Asia (Photo courtesy: Swissôtel) 

Presentation such as this at Hong Kong’s Cé La Vi 
plays an important role in building demand

au macarons, mendiants, orangettes, 
galets are selling well both at home and 
internationally, says Sauvage, although  
dark chocolate is currently preferred over 
milk chocolate.

asia leading the way
 According to a Transparency Market 
Research (TMR) report, Asia-Pacific’s 
chocolate market is expected to grow 
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“Finally people are getting 
away from vodka and 
getting into flavours 
again,” says Mario 

Calderone, bar manager of Hong Kong’s 
Honi Honi cocktail lounge.
  “Everybody is making gin in Europe 
now - it’s incredible what people are 
coming up with. One of my favourites is 
a Spanish gin called Gin Mare, but they 
are coming from Germany and France and 
other places as well.”
 Martin Newell, brand manager for 
Diageo’s Reserve range of super premium 
spirits, which includes Tanqueray No. 10, 
estimates that over the last year in Hong 
Kong at least one new gin has come on to 
the market every month. The same applies 
to other Asian cities with lively cocktail 
cultures such as Bangkok, Shanghai, 
Singapore, and Tokyo.
 There is growing interest in artisanal 
or boutique spirits in general, according 

Gin is in
There’s been a positive deluge of premium, 
super premium, and boutique/artisanal gins 
into the region over the past three years with 
consumers ready to pay the (sometimes very) 
high prices. Robin Lynam asks: how did this 
happen? Which brands are winning the 
marketing war in Asia? And … can it continue?

to Howard Palmes, general manager of 
Fine Vintage (Far East), a wine and spirits 
importer which works mostly with family-
owned or boutique scale producers.
 Fine Vintage’s portfolio includes 
Belgium’s Filliers Dry Gin 28 and Gin 
28 Tangerine; Caorunn, a small batch 
Scottish gin distilled using 11 botanicals, 
five of which are foraged from the Scottish 
Highlands, and Le Gin de Christian 
Drouin, made by the calvados producer.
 “Distilled from 30 varieties of apple, 
plus eight botanicals selected to reflect 
the flavour profile of fine calvados. Each 
aromatic is separately distilled before 
blending. Large glass and a slice of green 
apple, please,” says Palmes.
 
Where’d it start?
 The brand which arguably got the 
whole artisanal gin movement going - 
William Grant and Sons’ Hendrick’s Gin 
- continues to enjoy a high level of brand 

recognition in Asian bars.
  Calderone’s Matomoto cocktail  - made 
with Hendrick’s, Cointreau, cucumber, 
sugarcane syrup, lemon juice and Italian 
basil, presented in one of Honi Honi’s 
distinctive Tiki mugs - is one of the house’s 
signature drinks.
 Another Scottish gin now well 
represented on regional cocktail bar shelves 
is The Botanist, distilled on the island 
of Islay, and imported by  the Telford 
International Company, which also handles 
Gilbey’s, Brokers, and Canada’s Ungava in 
Hong Kong and China.
 Other gins performing strongly, 
particularly in cocktail bars on which much 
of their promotional activity has been 
focused, include Berry Bros No. 3 and 
D1 London Gin from the D.J. Limbrey 
Distilling Company.
 “We established the D.J. Limbrey 
Distilling Company to create contemporary 

Cucumber and rose petal aromas make Hendrick’s gin distinctive

Botanicals including juniper give gin its character
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luxury spirits that meet demand for British 
craft, quality and innovation,” says Dominic 
Limbrey, the founder of the company, 
which launched the gin in London in 2015 
and began marketing it in Asia last year 
[2016].
 A classic London Dry Gin with what 
Limbrey calls “a kick of nettles” among the 
more conventional botanicals, D1’s bottles 
feature a skull motif designed by Chinese 
pop artist Jacky Tsai.
 Berry Bros No.3 London Dry Gin, 
represented in Asia by Edrington, takes 
its name from No.3 St James’s Street in 
London, which Berry Bros has occupied 
since 1698, and is more traditional in  
its marketing.
 “We see potential in the super premium 
gin segment, but the market is competitive,” 
says Edrington Hong Kong marketing 
manager Lilian Lau.
 
BiG Guns 
 However much of a buzz there may be 
around boutique or artisanal gins, the giants 
of the spirits industry still own all five of the 
top selling gins in the world.
  In fifth place is Pernod Ricard’s 
Seagram’s Extra Dry; in fourth is Diageo’s 
Tanqueray; in third Pernod Ricard’s 
Beefeater; in second is Bacardi’s Bombay 
Sapphire; and in first place by a wide 
margin is Diageo’s Gordon’s which in 2015 
- the last full year for which figures are 
currently available - sold 4.40 million nine 
litre cases to Bombay Sapphire’s  
3.33 million.
 All those brands achieved sales growth, 
except for Seagram’s which declined by 6.72 
per cent, with Gordon’s the outstanding 
performer with an improvement of 22.22 
per cent over 2014.  Of the other top 
brands only Bombay Sapphire at 11 per 
cent managed double digits.  
 “Gordon’s is the global leader in terms 
of gin, and it’s just had a packaging refresh, 
quite a subtle one, for the first time in just 
about forever,” says Newell. “There are 

reasons it has been popular for so long. 
In the cocktail bar scene Tanqueray is one 
of the leaders, and in the recent Drinks 
International survey it emerged as the gin 
most recommended by bartenders in the 
world’s top 50 bars.”
 Diageo recently expanded the range 
of Tanqueray available in Singapore from 
Tanqueray London Dry  and Tanqueray 10 
to include Tanqueray Rangpur which  adds 
rangpur lime, bay leaf and ginger to the list  
of botanicals.
 Although in the important British 
market gin sales passed the US$1.2 billion 
mark for the first time in 2016, in Asia 
growth is less spectacular.
 “With the  development of cocktail 
culture in Hong Kong and Macau, we think 
the gin category is on a growing trend,” says 
Lau. “Referring back to recent shipment 
data, super premium gin has shown rapid 
growth. However, due to the decline in 
the premium and value segments, the total 
category did not grow at all in terms  
of volume.”
 “Vodka is still the main thing but with 
the rise of cocktail bars gin is much more 
prevalent than it used to be - pulling level 
with vodka, almost,” says Newell. “That’s 
where the shift is really occurring.” 

Everybody is making 
gin in Europe now - it’s 
incredible what people 

are coming up with
Mario Calderone, bar 
manager, Honi HoniArtisanal gin from 

calvados producer 
Christian Drouin

The most 
recommended gin 
in the world’s 50 

Best Bars

Mario Calderone’s 
Matomato cocktail

Berry Bros No 3 
is one of  a new 
generation of  
boutique gins

Gordon’s subtly 
revised packaging

Fillers gin is made from 
Belgian hops

Caorunn is one of  a growing 
number of  gins from Scotland
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Bed 
Branding

Beds and bedding, are quite literally statement pieces in hotels now; from 
branded and signature sleep offerings that have become famous, through 
to extensive pillow menus. Providing a good night’s sleep for guests has 
become part of the loyalty branding experience, Vicki Williams discovers

Beyond the guest experience 
hotels also have to keep in mind 
practicalities when it comes to 
beds and bedding, from ease of 

making through to materials used. 
With so many factors to consider, how 

do suppliers keep up?
Staying on top of trends and responding 

with appropriate offerings is one way for 
suppliers to remain competitive. 

Efficiency is one trend that Simon 
Chiam, business development director Asia, 
hospitality bedding at Hilding Anders Asia-
Pacific, has identified. 

“Some of the latest trends are beds that 
can be cleaned faster and require much 

less maintenance in order to speed up the 
cleaning process and to comply with their 
KPIs. New product developments include 
the Citizen M, a unique bed system that 
cuts down the removing and tucking in  
of bed sheets.”

Hilding Anders counts many big 
names in the hotel industry as customers, 
including Starwood, Marriott, Hilton, 
Hyatt, Club Med, Pan Pacific and  
Park Royal.

Aloysius Chew, GM, regional business, 
for Simmons Southeast Asia has identified 
luxury and customisation as the two key 
trends for the region. 

“In general, there is a growing trend 

towards thicker and plusher compared to 
say 10 years ago. Pillow-top mattresses and 
toppers now include memory foams etc. 

“Hotel guests today often prefer 
a medium-soft mattress for luxurious 
comfort, and this can be found in most 
premium-starred hotels. Another trend that 
we have noted is customised bed frames, 
such as micro-fibre wooden foundation or 
upholstered foundations.”

Preferences
Chew says trends do not vary between 

countries in Asia, instead trends are driven 
by hotel category. 

“Differences don’t lie so much within 
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Hotels such as the 
InterContinental 

Sanya Resort know 
beds and bedding can 

be brand signatures

the region but between the premium-starred hotels versus the 
local hotels. Local hotels are often more price conscious as they 
serve a different set of hotel guests. Eventually, it is often price, 
comfort and quality that matters.”

Simmons clients include: Starwood Group (W Hotels, 
Westin Hotels & Resorts, St Regis, The Luxury Collection 
Hotels & Resorts, Aloft - A Vision of W Hotels & Resorts), 
Shangri-La Hotels & Resorts, Langham Hotels, IHG, and 
Accor Group. Recent client additions include: Marina Bay 
Sands, Four Seasons Langkawi, Four Seasons Bali, and Grand 
Hyatt Hotel Manila.

Chiam believes product consistency is a definer. “The main 
idea for commercial bedding is for consistency and in terms 
of design it is very neutral. Therefore, products stay consistent 
except with some aesthetic changes on the bed divan or quilting 
pattern on the panel of the bed, for example.”

Chew says that two of its most popular products are its 
Beautyrest and Maxipedic. 

“Within each series we have numerous products that cater 
to the different requirements of hoteliers. It boils down to 
budget as well as the segment of visitors the hotel is targeting.” 

Obviously meeting customer needs is another requirement, 
with many hotel groups having certain standards in place across 

Aloysius Chew, 
GM regional 
business, Simmons 
Southeast Asia

ADV_HOST_AsianHotelAndCateringTimes_102,5x297_Febbraio2017.indd   1 20/12/16   14:43
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The Siam Super King was designed exclusively for The Siam Hotel with an additional pillow top built 
in. The high thread count linen, sourced locally, needed to be customised for the bigger bases and 
mattress depth

Easy to make - of  paramount importance to housekeeping at hotels such as Hotel G, Penang

The bed as the focal point such as at The Sanchaya, Bintan

 E q u i p m E n t

Innovation of  bedding 
products has to be a balance 

between operational 
efficiency and client 

expectations
Simon Chiam,  

business development director  
Asia hospitality bedding,  

Hilding Anders Asia-Pacific

the entire group. For example, IHG. 
Jeff Guan, area director of sales 

and marketing, Hainan, says that 
standard features of the bedding at 
the InterContinental Sanya Resort 
include: cotton with maximum 20 per cent 
polyester, 300 thread count for linens, and a 
minimum 70 per cent goose down with 30 
per cent goose feather. “These are all brand 
standards of IHG,” he says.

When it comes to what defines the sleep 
experience of IHG, Guan says, “It is our 
multiple bed pads.” 

Unique features are another option 
for suppliers to stand out from the crowd. 
Chew points to the famous pocketed coils 
as an example. “Simmons manufactures 
its own pocketed coils through specialised 
machines, others procure through a third 
party.  Simmons pocketed coils boast 
optimum carbon usage and have a higher 
number of turns to ensure greater resilience 
and more spring effect. [This also allows for] 
greater durability.”

He adds, “Simmons also introduced 
Coolmax fabric to Resorts World Sentosa 
hotels, the first-of-its-kind in the industry. It 
has since gone on to become a hit in the 
retail industry.”

In terms of future trends, Chiam says, 
“I believe innovation of bedding products 
has to be a balance between operational 
efficiency and client expectations in order 
for the commercial bedding industry to 
move forward.” 
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In 2017 and the years to come 
Manitowoc predicts two trends. The first 
is increasingly highly specialised use in 
production kitchens where consistency is 
paramount and the lowest consumption of 
water and fuel are crucial. 

The Convotherm 4 is designed with this 
market in mind. 

At the same time, Friedlein says, there’s 
an increasing worldwide trend towards 
moving the kitchen 
from back-of-house 
out in front of the 
customers, because: 
“consumers demand 
healthy food options, 
fresh local products, 
freshly prepared, fast 
and in a pleasant 
atmosphere.” The 
company’s three 
different size units and 
mobile options enable 
the Convotherm 4 to 
fit into any front of the 
house application,  
says Friedlein.   

Pro Performance
Alto-Shaam’s latest line of combi 

ovens, the CT Proformance Combitherm 
ovens expand menu possibilities “through 
increased versatility making a one-stop 
alternative for a convection oven, kettle, 
steamer, fryer, smoker (hot or cold)  
and dehydrator.” 

The new Propower setting enables 
them to operate up to 20 per cent faster 
than other combi ovens and up to 80 per 
cent faster than conventional technology, 
says Sarah Millard, Alto-Shaam’s senior 
communications specialist. 

The ability to preheat up to 300 0C 
considerably shortens recovery time offering 
further increases in speed and performance. 

Additionally, the new absolute humidity 
control system enables the operator to 
select a precise 

 E q u i p m E n t

It seems there never was a better time 
to shop for a combination (combi) 
oven as manufacturers introduce ever 
more refined models that promise to 

simplify a chef ’s life. 
Just when it seems that the perfect 

multi-tasking machine has been produced, 
yet another variation is released. 

A combi oven offers three methods of 
cooking: steam, hot air, or a combination of 
both. The ovens come in various sizes, most 
are self-cleaning, are easy to operate and - 
importantly - are durable. 

The advantages, according to 
manufactures, include faster and more 
consistent cooking than regular ovens, 
saving time and labour - thus boosting 
productivity. They support almost any kind 
of cuisine and, in an era when real estate 
often outstrips labour costs, they have the 
added attraction of saving floor space. 

After almost half a century of 
innovation customers still clamour for 
greater flexibility, higher productivity with 
less consumption of resources and more 
user-friendly design, says Dirk Friedlein, VP 
marketing and product management APAC, 
Manitowoc Foodservice Asia.   

The combi 
crunch
It’s time to combi, writes Jane Ram

Chefs in Asia are growing increasingly comfortable with combi (Photo courtesy: J W Marriott, Macau)

Eco-friendly units are in demand 
such as this one from Hobart

Hobarts versatile mini range
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Alto Shaam’s veg stacking made easy
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Consumers demand healthy  
food options, fresh local products,  

freshly prepared, fast and in a  
pleasant atmosphere

Dirk Friedlein, VP marketing and product 
management APAC, Manitowoc 

Foodservice Asia

new and improved cooking chamber casket, 
with a 2.5 times longer lifetime, even in 
continuous operation at 300 0C.  

Warm snacks are driving growth in the 
on-the-go market, says Markus Segerer, 
general manager, Miwe Southeast Asia. 

“The new user interface Miwe go! makes 
controlling all the baking and combination 
stations easier, with a swiping system similar 
to that used on smartphones. Miwe gusto 
snack’s easy-to-use steamer and combined 
functions - steam and hot air - allow almost 
completely odour-free preparation and 
regeneration of meat, fish and vegetables,” 
says Segerer. “The electric convection oven 
is especially well-suited to final baking of 
partially baked products and snacks.“ 

Manitowoc Convotherm units are designed with increasingly highly specialised use in mind

Rational expects its smallest combi to dominate

humidity level from 0 - 100 per cent 
helping to maximise food quality, texture 
and yield, says Millard. 

“And the combi-smoke feature increases 
versatility by allowing operators to smoke 
any product, hot or cold. Innovative 
design features include a larger Protouch 
programmable touchscreen control, which 
makes the oven more intuitive than  
ever before.”

Spring 2017 sees the launch of a new 
and versatile range of Hobart combi-
steamers. Optional features and special 
functions include the possibility of choosing 
the VisioPad or the FastPad to provide for 
intuitive handling. The AirControl system 
offers “infinitely variable adjustment of the 
fan speed for even, perfect results,” says 
sales director, Manfred Kohler. “The fast, 
fully automatic cleaning programmes suit 
situations where every second counts.” 

eco-friendly
Eco-friendly innovations include 

relatively low power consumption thanks to 
the CoreControl programme and the low 
connected loads. Hobart’s eco-combi line of 
appliances offer intuitive handling manually 
or by means of stored programmes. Kohler 
says the smart upgrade pack enables these 
machines to be “optimally adapted to 
changing kitchen conditions.” 

Late last year saw the world debut 
of Rational’s smallest combi steamer, the 
SelfCookingCenter XS. Millie Chan, 
managing director of Rational Cooking 
Systems, a subsidiary of Rational 
International is proud of the new item as 
it offers full Rational power (including 
an integrated fresh steam generator) and 

intelligence despite its modest dimensions 
of only 55.5 cm deep, 65.5 cm wide and 
56.7 cm high. 

“It not only supplements our successful 
range of units, but will occupy a class of its 
own on the market,” predicts Chan. 

”Whether as a built-in solution, wall-
mounted or standalone unit, the new 
SelfCookingCenter XS will produce snacks, 
take-away dishes and baked goods. Even 
staff without kitchen experience can do 
this thanks to the user-friendliness of the 
SelfCookingCenter.” 

Chan promises customers can look 
forward to many other optimisations in 
the new generation of units including the 
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All 
joking 
aside

 Pont des Arts has introduced two special cuvées of very 
limited edition Grand Cru Champagne Blanc de Blancs, made 
in collaboration with Champagne grower-producer Pierre Péters 
and artist Miquel Barceló. The Pierre Péters estate, in the heart 
of Côte des Blancs, has been a family house for six generations 
and has produced Grand Cru Blanc de Blancs Champagnes 
since 1919. In 2015, the French winemaker Paul Pontallier, his 
son Thibault and Arthur de Villepin (founders of Pont des Arts), 
began working with winemaker Rodolphe Péters, to create this 
special blend of Réserve Privée Champagne Grand Cru Blanc 
de Blancs. Barceló’s Octopus was selected as label artwork 
“due to its expression of purity and its depiction of golden ef-
fervescence, reminiscent of the Champagne’s creamy and fine 
mousse. The octopus is the jester of the sea which reminds us 
that while being a serious champagne, the champagne doesn’t 
take itself too seriously.”
 For more information:  
http://www.pontdesarts-wine.com/

 P r o d u c t  N e w s

Custom bars
 Italian manufacturer Design Solution has introduced a 
customisable bar unit to the region. Standard measures are 
around 300x300 cm, but all size requirements can be met. 
Easily assembled the units are designed for indoor and outdoor 
use with wheels and multicolour lighting systems. Mixers and 
music boxes are optional extras. The Console Bar can also be 
equipped with fridges, cooking modules (including induction, 
fryers and grills), chopping boards, sinks, electrical sockets, 
drawers, ice cream wells, and even DJ decks.
 For more information: www.dscontract.com

Reformulating 
health
 
 Diary manufacturer Danon has reformulated 
its Danimals, Dannon Creamy and Dannon 
Pro yoghurts as part of a push for healthier 
offerings. In future, the products will be made 
with all natural ingredients with vitamin D, 4g of 
protein per 4 oz. serving, made with non-GMO 
ingredients with 0g trans fat, made with milk 
from cows fed non-GMO feed, be gluten free, 
gelatin free, Kosher certified, nonfat, contain 
live and active cultures, 10g of sugar per 4 oz. 
serving and made from rBST-free milk. “As a 
foodservice advocate, Dannon is dedicated to 
making a difference and to revolutionising its 
products,” says the company.
 For more information: www.dan-
nonfoodservice.com/portfolio-page/
category/k-12/

A golden brew
 It’s no secret that coffee and all the accoutrements is big business in Asia 
now. How about going the extra - golden – mile for guests? The new Royal  
Coffee Maker, from Royal Paris, is a luxurious handcrafted 24-carat gold or silver, 
crystal and semi-precious stone balancing syphon brewer – and the world’s 
first-ever bespoke coffee maker. Retailing between US$12,000 and US$ 18,000, 
only eight Royal Coffee Makers are produced by hand each month, with each 
numbered machine taking more than 50 hours of workmanship. French artist 
Jean-Luc Rieutort brings to life craftsmanship more commonly seen in fine jewel-
lery. Working alongside a team of sculptors, metallurgists and engineers, he has 
recreated the balancing syphon used by royalty in the 1800s, turning the art of 
brewing coffee into a ceremony. The resulting brew is “crystal clear with unrivalled 
aroma and flavour.” It is the only coffee maker that allows for customised coffee 
or tea with the ability to add liqueurs and spices before the brew. Also available in 
semi-precious black obsidian, azurite or malachite base, with or without engraved 
initials, company name, or family crest.
 For more information: www.royalcoffeemaker.com
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Roasted cognac
 The House of Martell is inviting 
“Asia’s aficionados of fine cognac to 
discover its most ground-breaking 
cognac to date.” Limited edition Martell 
Cordon Bleu Intense Heat Cask Finish 
is matured for six months in casks sub-
jected to intense heat, a method known 
as chauffe crocodile that has never 
been used before at Martell, and offers 
“an unprecedented taste experience.” 
The new cognac is “an exploration 
of the alchemy between the eaux-
de-vie and the wood of the casks in 
which they are matured.” The resulting 

cognac is: “accentuated roasted notes of mocha coffee and toasted almonds, 
characteristic of Martell Cordon Bleu, while sweet spicy notes - candied orange, 
cinnamon and honey - are unleashed on the palate with unexpected intensity.”
 For more information: www.martell.com

 P r o d u c t  N e w s

Bold ethnicity
 
 To meet growing demand, Butterball now offers chorizo seasoned ground 
turkey. According to the company’s research, “nearly 80 per cent of consum-
ers say they enjoy at least moderately spicy foods.” An additional benefit is that 
turkey chorizo has about half the calories, fat and sodium of beef or pork chorizo. 
“Flavour and healthier choices are key drivers of the food decisions patrons 
make when dining out, and Butterball’s turkey chorizo gives them a chance to try 
something new. For chefs, turkey chorizo is a versatile product that is ideal for 
menu applications across every daypart. Foodservice operators cite the top 10 
uses for ground turkey as chili, meatballs, meatloaf, tacos, lettuce wraps, shep-
herd’s pie, empanadas, nachos, Bolognese sauce and pizza - all of which can be 
easily spiced up with chorizo turkey.”
 For more infomration: www.ButterballFoodservice.com

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

A touch of 
special
 A “semantic approach to objects” that em-
brace functionality and aesthetic beauty is the 
main feature of dining solutions by Clan Milano, 
the Italian brand which originated from “the 
confluence of Alessandro La Spada’s flair and 
the virtuosity in wood working of Figli di Isacco 
Agostoni, founded in 1890.” The latest dining 
ware is designed to furnish the whole environ-
ment “with a glamorous touch.” Flatware is also 
available: glass plates with amber-blue-lead 
shades, minimal stainless steel cutlery and 
glasses with gold-mirrored finishes. Geometric 
tablemats with golden leaf engravings and nap-
kin rings with hammered leather strip and brass 
studs complete the look.
 For more information: www.clanmilano.
house/en/
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 A winning knock
 Seoul’s TocToc has been awarded the Miele One 
To Watch Award 2017. Selected by the organisers of 
Asia’s 50 Best Restaurants, the award is presented to 
a restaurant not on the list, but identified as the rising 
star of the region. TocToc’s owner-chef Kim Dae-chun is 
a former drummer who moved to Japan to pursue his 
musical ambitions. While there, he discovered his love 
of cooking and enrolled in culinary school. Returning 
to Korea in 2008 he worked in various restaurants 
expanding his knowledge of French, Italian and 
Japanese cuisines as well as front-of-house operations. 
“Casual café-style”, TocToc (French for ‘knock knock’) 
opened in April 2013 and has a “modern,  
French-inspired menu and emphasis on seasonal 
Korean ingredients.” 
 For more information: http://www.
theworlds50best.com/asia/en/our-manifesto.html

All-day 
dim sum
 Aqua Restaurant Group’s latest creation, 
Dim Sum Library serves the Cantonese 
delicacies all day. With an interior styled as 
“an elegant Hong Kong tea room,” the menu 
combines international ingredients such as 
Iberico pork, truffle, foie gras and 24-hour slow 
cooked wagyu, “with centuries-old Chinese 
recipes to present classic dim sum favourites 
in a new light.” Unusually Dim Sum Library is 
fronted by a Chinoiserie cocktail bar. 
  For more information:  
www.dimsumlibrary.com.hk

Today and 
yesterday
 InterContinental Hong Kong is planning a 
gourmet tour of Japan this year at its restaurant 
Nobu. Executive chef Sean Mell and Nobu 
executive sushi chef Kazunari Araki will “guide 
food lovers through Japan’s prefectures - 
starting in the southern region, heading north 
with the harvest to showcase seasonal, regional 
products.” This month they are in Okinawa - 
known for its tropical weather, beaches and 
fresh food. Over at the hotel’s lobby lounge 
guests can literally drink in the view with the 
new #852TAILS of Hong Kong which offer “a 
taste of the city’s rich history and culture, with 
an innovative twist.” The President’s Gift is White 
Rabbit infused vodka, espresso, and chocolate 
rabbit. In 1972, Premier Zhou Enlai gave White 
Rabbit sweets as a gift to US president Richard 
Nixon when the latter visited China. Wonder 
what he’d have given president Trump?
 For more information:  
www.intercontinental.com/HongKong
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And the winner is…
 Asia’s 50 Best Restaurants awards ceremony returns to 
Bangkok this year. In its fifth year, the event will take place at the 
city’s W Hotel at the end of this month. For the last three years, 
Bangkok restaurants have claimed the number one spot on the 
list. Gaggan Anand’s eponymous restaurant secured the spot 
in 2015 and again last year. The list is created from the votes of 
the Asia’s 50 Best Restaurants Academy, a group of over 300 
‘leaders’ in the restaurant industry across Asia. Regional panels 
are made up of food writers and critics, chefs, restaurateurs and 
“highly regarded ‘gastronomes”. Members list their choices in 
order of preference, based on their best restaurant experiences of 
the previous 18 months. There is no pre-determined check-list of 
criteria, but there are strict voting rules.
 For more information: http://www.theworlds50best.
com/asia/en/our-manifesto.html

Eat,  
drink ...  
shop
 Macau has seen the opening of Cha Bei “a sophisticated 
lifestyle concept that seamlessly weaves casual dining with stylish 
living.” Cha Bei is a “contemporary space where guests can 
socialise, savour comfort food with a heathy twist and acquire 
fashionable designer goods.” The menu is split into four options: 
healthy and wholesome, comfort, communal, and guilty.
 For more information: www.galaxymacau.com 

Passionate 
interpretation
 Azure at Hong Kong’s Hotel LKF by Rhombus, has appointed 
Nigel Milson Guttridge executive chef. With more than 30 
years’ experience in some of the world’s top restaurants Milson 
Gutteridge started his culinary training at the UK’s Le Manoir aux 
Quat’Saisons. His culinary philosophy is simple: “best ingredients 
around the world coupled with a flavour-driven approach.” 
Chef also “has a passion for reinterpreting and demonstrating 
European’s classics with different techniques.” 
 For more information: www.hotel-LKF.com.hk/dining

Say I do
 The Chinese Culinary Institute (CCI) has been invited by Hong 
Kong Heritage Museum to participate in the exhibition ‘Ceremony 
and Celebration - The Grand Weddings of the Qing Emperors’ 
to “reanimate nine dishes in the Nuptial dinner menu.” At the 
exhibition, members of the public can view the royal dishes and 
short videos showcasing how the dishes were prepared and can 
learn more about Qing culinary culture through the Nuptial dinner 
which carries auspicious meanings. The series of four dishes 
includes smoked shredded chicken with bird’s nest and the 
character for dragon. Pierre Lau, CCI programme manager had to 

do a lot of research as there hasn’t been 
much record of the nuptial dinner.

 For more information:  
www.cci.edu.hk
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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. 

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.

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

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.

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

apr 25-27 
2017

May 31-
June 4 2017

March 28-
31 2017

May 31-
June 4 2017

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

tHaiFeX-World of Food asia

HOteleX shanghai 2017
shanghai new international 
expo Centre shanghai, China

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

"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"

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! The Asia’s Leading 
Food and Hospitality Tradeshow has been taking the industry 
on numerous extraordinary journeys of culinary delicacies 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

March 7-10 
2017

FOODeX JaPan 2017
Makuhari Messe, Chiba, Japan

Every year, over 3,200 exhibitors from 80 countries gather to 
FOODEX JAPAN, the gateway to Asian Markets. 77,000 
professional visitors, including 10,000 from abroad, are seeking 
business chances and future trends that start from this exclusive 
food & beverage trade fair.

Dubai World Trade Centre
Tel: + 971 (4) 332 1000
Email: info@dwtc.com
www.dwtc.com

February 
26-March 2 
2017

Gulfood In the lead-up to its 22nd edition in 2017, over 95,000 food 
and beverage professionals are already planning their visit to 
Gulfood, the world’s largest annual food and beverage trade 
show.  To increase accessibility and trading potential, Gulfood 
2017 will focus solely on finished food and beverages split into 
eight individual show components: Beverages; Dairy; Fats & 
Oils; Heath, Wellness & Free-From; Pulses, Grains & Cereals; 
Meat & Poultry; Power Brands and World Food.

april 4-7 
2017

HOReCa Details: 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 1482876
Email: info@hospitalityservices.com.lb
http:// hospitalityservices.com.lb

FOODEX JAPAN Secretariat 
Japan Management Association
14F, Sumitomo Corporation Bldg., 1-2-2 Hitotsubashi, 
Chiyoda-ku, Tokyo 100-0003, JAPAN
TEL: +81-(0)3-3434-1391
FAX: +81-(0)3-3434-8076
foodexglobal@jma.or.jp
www.jma.or.jp/foodex/en
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The 4th International Trade Exhibition for the Coffee and Tea 
Industry in Asia returns with a brand new experience! The new 
and bigger location at Challenger 1 will see industry players 
with new coffee and tea tools, together with new techniques. 
The event is expected to showcase a continual growth trend in 
both exhibiting companies as well as trade visitors.

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

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

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.

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

 June 1-2 
2017

august11-13 
2017

sept 5-7 
2017

May 31-
June 4 2017

World of Coffee & tea

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

World of Foodservice

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

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

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

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

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 Specialty & 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
Web: www.speciality-asia.com

sept 7  
2017

sept 27-29  
2017

sept 7  
2017

Hotel Management asia summit 
Hong Kong

texcare asia 2017 - international 
trade Fair for Modern textile Care 
shanghai new international expo 
Centre 
shanghai, China

The Hotel Management Asia Summit will continue to address 
all operational/ management challenges for hotel executives 
in Greater China where they will discuss key operational, 
branding, and financial issues directly impacting corporate and 
property P&L. 

Renowned as Asia’s most influential trade exhibition for 
the textile care industry, the biennial Texcare Asia serves as 
an effective trade platform to facilitate business interaction, 
promote idea exchange and unveil the latest innovations 
and solutions in the industry. Currently in its ninth edition, 
the fair continues to feature international heavyweights who 
collectively offer a comprehensive showcase on advanced 
machinery and commercial solutions for the laundry and dry-
cleaning industry in Asia.

Questex Hospitality Group
13, 88 Hing Fat Street,
Causeway Bay, Hong Kong
Email: hospitalityevents@questexasia.com
www.questexevents.net/hmasummit

Messe Frankfurt (Shanghai) Co Ltd Beijing Office
Tel: +86 10 6517 1388 ext. 886 / 885 / 839
Fax: +86 10 6510 2799
Email: texcareasia@china.messefrankfurt.com
www.texcare-asia.com

Hotel technology Conference
Hong Kong

The Hotel Technology Conference is Asia’s only dedicated 
platform for hotel CIOs, CTOs, Information Officers and 
E-commerce Directors to discuss how existing and emerging 
technologies can support and help grow new revenue sources, 
improve operational efficiency and enhance customer service 
standards. 

Questex Hospitality Group
13, 88 Hing Fat Street,
Causeway Bay, Hong Kong
Email: hospitalityevents@questexasia.com
www.questexevents.net/hoteltech
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COMING UP
HOFEX
Hong Kong Convention 
and Exhibition Centre
8 – 11 May 2017
www.hofex.com
www.hofex.com/hkicc
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They’re getting prepared to access  
the world of wine and spirits at HOFEX  
with ProWine Asia 2017, “a new 
convenient platform”. 

For the first time in Hong Kong, ProWine Asia 
2017 is one of the highlighted tradeshows of the year, 
as it brings “the finest and best variety of all wine and 
spirits to buyers, sommeliers and F&B professionals in 
Asia,” say organisers.

Exhibitors from major countries, including France, 
Italy, Spain, Portugal, Austria and Greece have already 
reserved exhibition space, while newcomers - Australia, 
Canada, and South Africa have also confirmed interest 
in exhibiting. 

The expansion includes more whisky pavilions 
“matching the rising demand for high-quality whiskies 
in the region.”

With a wealth of versatile tastes and its historical 
meaning, more and more enthusiasts “are willing to 
spend fortunes to collect rare whiskies,” organisers note. 

Globally renowned Masters of Wine - Jancis 
Robinson, OBE and Debra Meiburg will also be 
speaking at onsite wine seminars. 

On day one Robinson will kick start the seminars 
by discussing two popular topics: ‘under-appreciated 
grape varieties’ and ‘how do I judge wine quality’. 

Robinson’s over 40 years of expertise in wine tasting 
“will provide impeccable value to show visitors’  
wine knowledge.” 

Bartending competition - Allworld Open Cup 
(AOC) will also be returning in conjunction with 
HOFEX, challenging hundreds of talented bartenders 
on their creativity, knowledge and skills in mixology. 

In celebration of HOFEX’s 30th anniversary 
and Hong Kong Bartenders Association’s 35th year 
anniversary, the event is expected to attract thousands 
of F&B professionals. Interested bartenders/mixologists, 
contact Neil Wong, Tel: +852 9768 0418 and Email: 
neilwongsc@gmail.com for more information. 

Visitors to ProWine Asia and AOC contestants will 
also enjoy four-day complementary entry to HOFEX 
2017, which will house an array of fine food and 
hospitality products, competitions and seminars.

Wine target



Learn more 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







26 Feb - 2 Mar 2017
Dubai World Trade Centre

Register at gulfood.com
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www.ranciliogroup.com 

EGO BYO. FREE TO CHOOSE.

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

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



Siam Feather Products Co., Ltd.
216 Soi Hyland, Suksawad Rd.,
Samutprakarn 10290 Thailand
Tel: (662) 4258084-7  Fax: (662) 8154474
Email: sales@siamfeatherproducts.com
www.downia.com
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