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Japan has hit the sweet spot: 2016 saw a record-breaking 24 million 
foreign tourists, and 2017 continues to see the numbers increase. 
Contributing factors include increased promotional activities abroad, 
rising cruise ship arrivals, and an increased number of direct flights from 
countries in Southeast Asia. Inbound tourism has become an important 

source for economic growth for the country, and with targets set at 40 million 
arrivals by 2020, Japan is focused on strengthening infrastructure, increasing its 
global reach and creating interest in its provincial regions – outside of Tokyo, 
Osaka and Kyoto. Our market report on page 14 takes a close look. 
 An increase in tourism around the world has the hospitality industry 
turning to technology to help better the guest experience, to help deal with the 
changing expectations of its patrons and ensure efficient operations overall. The 
housekeeping department, the first point of contact for guests is also benefiting 
from e-solutions; on page 10 we take a look at the possibilities. Speaking of 
possibilities brings into focus point-of-sales systems (POS) and the latest trends 
in frictionless payments; page 18. Moving on AHCT looks at seafood: chefs and 
restaurants are increasingly looking for ethically sourced seafood – sustainable 
seafood is no longer just a fad and that is good news for the planet. We speak 
to suppliers and chefs who play a key role in this environmentally-friendly 
movement; page 24. AHCT also takes a look at the latest innovations in 
minibars, fitness equipment, buffet hardware and more.
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restoring  
a landmark
 The Murray Hong Kong, a Niccolo 
Hotel, recently unveiled its new look 
designed by Foster + Partners. Set for a 
late 2017 opening, the iconic landmark has 
been transformed into an international luxury 
hotel. Defined by its distinctive three-storey 
arches and unique recessed windows, 
the original structure was designed by 
British modernist architect Ron Phillips in 
1969,  and is seen as an early pioneer in 
sustainable and energy efficient design; 
the iconic building has had its interiors 
completely restored. 
 “With the Murray Building – an 
outstanding example of 1970s Hong 
Kong architecture – we have been able to 
reconnect an important civic landmark with 
the city,” says Luke Fox, senior executive 
partner and head of studio, Foster + 
Partners. “This project draws on key areas 
of our expertise in urbanism, architecture 
and interiors. Our design will breathe new life 
into this classic Hong Kong building.”

HK riesling weeks
 Riesling Weeks is back in Hong Kong on 2 June at the 
Renaissance Harbour View Hotel for fifth year running. According 
to Vinexpo and The Drinks Business, Germany is the eighth 
largest wine importer in Hong Kong with a sharp increase of 
37 per cent in volume from 2010 to 2014, partly thanks to the 
Riesling Weeks Campaign. June sees a month-long celebration 
of this classic German grape; it kicks off with Christina Schneider, 
the German Wine Princess 2016-2017, hosting a walk-around 
event (German Wine Queens and Princesses are global 
ambassadors of German wine). http://www.rieslingweeks.hk

www.asianhotelandcateringtimes.com
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Calling all 
hoteliers
 Thailand is all set to host the Hotel 
Management Summit on 25 May. Aimed 
at hoteliers the conference addresses all 
operational/management challenges. It 
will provide a platform for hotel executives 
from both corporate level and property 
level to discuss key operational, branding 
and financial issues directly impacting 
corporate and property P&L. It has been an 
eventful few years for hoteliers in Thailand: 
in-bound tourism is on a growth trajectory, 
with record foreign arrivals expected. But 
fierce competition abounds, and hotels 
strive to generate revenue and boost 
operational efficiency to thrive. Pricing and 
yield optimisation continue to remain the 
top concerns, while value creation, product 
differentiation and new revenue streams 
receive significant attention. The summit 
will reflect on the post-merger competitive 
landscapes of Bangkok and various key 
markets, focusing on ramifications  
and strategies. www.questexevent.com

Pour the Gin
 Nestled within The Landmark Hong Kong, is 
Dr. Fern’s Gin Parlour, a whimsical speakeasy that taps into 
the playful side of life. The gin parlour showcases premium gins 
and houses Hong Kong’s biggest gin collection – 250 Gins from 
around the world. But this May, the speakeasy is pouring out tea 
as well with Dr. Fern’s Mad Hatter Afternoon Tea Party. Centred 
on gin the afternoon tea hopes to introduce local foodies to 
an imaginative afternoon tea menu coupled with interactive 
activities. http://www.landmark.hk

www.asianhotelandcateringtimes.com
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 Marriott International’s Element 
Hotels brand debuts in Southeast Asia, 
with the opening of 252-key Element 
Kuala Lumpur. In addition to 132 studio 
units, the hotel offers one-, two- and 
three-bedroom suites equipped with 
kitchenettes. Guests can have fresh 
produce delivered straight to their door  
to prepare their own meals, or have a 
private chef cook for them in their  
suite kitchenette. 
 Says Ramesh Ganeson, general 
manager of Element Kuala Lumpur, 
“The emphasis placed on wellness 
and sustainability makes guests feel 
as if they are at home, making short-

Hokkaido gets a Four Points
 Four Points by Sheraton Hakodate, the first Four Points in Japan, brings the brand’s approachable style and uncomplicated 
comfort to Northern Japan. “This is one of Marriott International’s most rapidly expanding brands globally and we are excited to partner 
with Ken Corporation, Ltd. to bring the brand to Japan,” says Mike Fulkerson, vice president, brand and marketing, Asia Pacific at 
Marriott International. Located within walking distance of Hakodate JR Station, the hotel is centrally located in the business and tourism 
hub of Hakodate (Hokkaido), close to Hakodate Port, Japan’s central trade port, Hakodate Asaichi Market, Onuma Quasi National Park 
and the Yunokawa hot springs. www.fourpointshakodate.com.

term and extended stay guests equally 
comfortable.” 
 Housed within Ilham Tower, the hotel 
is Green Building Index (GBI) certified. Its 
eco-friendly design and best practices 
include a rainwater harvesting system, 
indoor air quality carbon dioxide monitor 
and energy-efficient LED lighting. Built 
green from the ground-up, the hotel 
incorporates sustainable design and 
eco-friendly practices. “Element Kuala 
Lumpur marks an important milestone 
for the brand as the first in Southeast 
Asia. We are happy to work in partnership 
with IB Hotel Management Sdn Bhd who 
also recognise the need to respond to 

the evolving expectations of travellers 
today,” says Rivero Delgado, Marriott 
International’s market vice president, 
Singapore, Malaysia & The Maldives. 
 “We are thrilled to introduce our 14th 
brand to Malaysia and specifically to Kuala 
Lumpur, a city that perfectly embodies 
the qualities of the Element brand – alive, 
smart and balanced.” Situated in the heart 
of all the action on Jalan Binjai, the hotel 
is near embassies, corporate offices and 
within walking distance to Suria KLCC 
shopping centre as well as the capital city’s 
iconic landmark, Petronas Twin Towers.  
www.elementkualalumpur.com

eco-conscious in KL

www.asianhotelandcateringtimes.com



excellence 
award for 
welbilt
 Welbilt has been named a 2017 Energy Star 
Partner of the Year - Sustained Excellence 
Award winner for continued leadership in protecting 
the  environment through superior energy efficient 
achievements. Welbilt’s accomplishments were 
recognised by the US Environmental Protection 
Agency and the US Department of Energy in 
Washington, DC recently. An Energy Star partner 
since 2001,Welbilt was honoured for its long-term 
commitment to energy efficiency and currently 
offers seven product brands in seven Energy Star 
categories: fryers, ice machines, refrigerators and 
freezers, steam cookers, griddles, hot holding 
cabinets, and ovens. “Welbilt truly values our 
partnership with Energy Star,” says Caitlin Rodgers, 
vice president marketing communication & services. 
“It’s exciting to see the impact we’ve made through 
our commercial foodservice equipment and we 
remain committed to continuing our work to help 
reduce greenhouse gas emissions and protect the 
environment.” www.welbiltgreen.com

G L O B A L L Y

Making dreams  
come true
By Royal Appointment,  
introducing Aspire Globally
• Aspire Global Search – Hospitality Recruitment
• Aspire British Butler School
• Aspire Hospitality – Luxury Hotel Training
• Aspire – Consultancy

We live to inspire greatness in others
 

To find out more about Aspire Global and how we can help with 
all your Hospitality requirements please visit our current site.

www.aspire-globally.com
email: aspire@aspire-globally.com

Gaming on Jeju 
 Jeju Island a favoured travel destination often referred to as the 
Korean Hawaii, saw the unveiling of its newly revamped casino: Gongzi 
Jeju. The dramatically transformed 40,000-square-foot casino with 
over 40 gaming tables and more than dozen slot machines, is coloured 
in red, white and gold. Says Gongzi executive director Yang Tao, “We 
are proud to be part of this dynamic community. Gongzi Jeju marks a 
major turning point for economic redevelopment and revitalisation of our 
neighbourhood. We promise to amaze, delight, excite and entertain with 
golf courses, seafood, natural resources and cherry blossoms.” 
The official grand opening is slated for June this year.

www.asianhotelandcateringtimes.com
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 ManageMent

While sometimes considered 
a back-of-house Cinderella 
function, housekeeping 
is often the first point of 

contact for guests, and therefore key to 
ensuring they receive the best hospitality 
and service possible during their stay.

Some of the biggest and most 
consistent challenges experienced by hotel 
operators who rely on traditional, paper-
based systems and processes, include an 
inability to keep track of all room statuses; 
overwhelmed housekeeping staff trying to 
juggle and stay on top of numerous tasks; 
poorly allocated resources; unpredictable 
inventory allocations; and communication 
bottlenecks. Not to mention the negative 
impact on the environment through  
paper wastage. 

Nowadays, a range of technological 
systems or software is applied to the 
industry to improve efficiency. 

The Cinderella 
department

The housekeeping department is the very foundation of any good hotel, 
yet it is also the most unglamorous department, renowned for 

its operational complexity. What are the biggest concerns and challenges? 
Will any of the e-solutions work? Donald Gasper talks to 

people in the industry

e-Housekeeping solutions ensure seamless and real-time 
transmission of  communication, instructions and data to staff. 
Photo: FCS 

www.asianhotelandcateringtimes.com



“By embracing innovative housekeeping technology, 
hoteliers will reap the rewards of their investment, with 
improved productivity, reduced costs, increased performance 
and guest satisfaction among the many enhancements that 
automated housekeeping technology facilitates,” says John 
Chan, commercial director – Hong Kong, Macau, Japan, 
South Korea & Taiwan, at FCS Computer Systems, which 
supplies an e-solution. 

FCS’ automated e-Housekeeping solution ensures the 
seamless and real-time transmission of communication and 
data to staff. Equipped with such functionality, hoteliers can 
ensure that housekeeping attendants are always where they 
need to be, and that no task gets overlooked. 

Through an automated cleaning and inspection assignment 
process, hotels will be able to have smarter and more efficient 
work schedules for their teams, allowing for a considerable 
increase in cleaning productivity of 15-20 per cent. The 
system also assists in efficiently scheduling additional tasks 
and recurring projects, which is normally managed via several 
spread sheets.

FCS has also recently added several new features to 
e-Housekeeping, including a “panic button” and QR Code to 
ensure the correct room is being cleaned. The most significant 
innovation is the m-2Talk option, which is a Walkie-Talkie 
system built into the app to allow for improvements  
in communication.

the most demanding department
Housekeeping is all about quality of services, says Vimi-

kaur Singh, a senior instructor in housekeeping at Hong 
Kong’s Hotel and Tourism Institute. “The tasks are mostly 
performed by real human beings and interaction with guests 
is essential,” she stresses. “In my opinion, how to improve 
the guest experience and achieve higher guest satisfaction are 
probably the biggest concerns for housekeeping professionals.”

Soenke Weiss, founder and executive director of Optii 
Solutions, says that the housekeeping team manages the 
logistically most demanding department in the hotel and 
housekeeping software systems have proven that they are well 

ANUGA MEAT
ANUGA BREAD & BAKERY

ANUGA FINE FOOD
ANUGA HOT BEVERAGES

ANUGA DAIRY
ANUGA ORGANIC
ANUGA CHILLED & FRESH FOOD
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ANUGA DRINKS

ANUGA CULINARY CONCEPTS

TASTE THE 
FUTURE

www.anuga.com 

COLOGNE, 
07. –11.10.2017

Koelnmesse GmbH
Messeplatz 
50679 Köln · Germany
Tel. +49 1806 002 200
Fax +49 221 821-991010
anuga@visitor.koelnmesse.de

10 TRADE SHOWS
 IN ONE

YOUR NEXT 
DATE:

Buy admission tickets online

now and save up to 42%:

www.anuga.com/tickets

anuga_2017_Anzeige_Asien_Hotel_Catering_Times_92x270mm_Intl_Asia.indd   1 26.04.17   09:35

Vimi-kaur Singh, a senior instructor 
in housekeeping at Hong Kong’s Hotel 

and Tourism Institute
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‘By embracing 
innovative 

housekeeping 
technology, 

hoteliers will reap 
the rewards of  

their investment, 
with improved 
productivity, 

reduced costs’  
John Chan,  

commercial director, FCS 
Computer Systems

 ManageMent

equipped to ease the challenges. “The more 
sophisticated ones optimise operations and 
address productivity and cost at the same 
time. While the improvement of the guest 
experience and effective labour management 
have previously been regarded as largely 
mutually exclusive, a leading system like 
Optii Keeper has proven that it is capable 
of effectively managing the trade-off. 
Optii Keeper has proven time and again 
that turnaround times can be shortened 
and guest feedback scores improved, 
while providing substantial savings on the 
bottom-line at the same time.”

Yet this industry is traditionally 
conservative and the adoption of 
technologies in areas that are not guest-
facing is slower than one might conclude 
despite proven results. This can often 
be attributed to the high degree of 
consolidation of management groups and 
the often dozens of stakeholders in such 
decisions – often leading to paralysis and 
consequently a high opportunity cost. The 
industry structure often rewards top-line 
improvements and cost control is geared 
toward cost-savings, not focussed on ROI.

General managers are often incentivised 
in a manner that promotes not ‘rocking 
the boat’ and although housekeeping 
systems have a larger impact on guest 
satisfaction and a higher ROI, they are often 
an afterthought to the more established 
ticketing systems for job dispatch. Industry 

leaders are now recognising this and are 
incorporating housekeeping technology into 
their strategy.

Acceptance is growing exponentially. 
Hotel operators, owners and cleaning 
companies are understanding that they 
cannot manage the largest payroll team 
effectively without the use of advanced 
tools. To the benefit of guests and  
hoteliers alike.

human touch remains 
vital

These e-solution provides 
comprehensive information on the hotel, 
such as the history of cleaning, room 
occupancy, manpower allocation and even 
the guest preferences and requests, which 
not only enhances the smooth synergy 
among departments but also saves time and 
costs. However, such systems or software are 
just tools. Direct communication with the 
guests is still the key to learning about the 
best of their experiences and it cannot be 
replaced by any technology.

Technology will never fully replace 
people, but what it can do is reduce the 
need for human involvement in reporting, 
inventory management and tracking, 
allowing housekeeping teams to optimise 
their interaction with guests and focus on 
providing high quality hospitality - resulting 
in a positive impact on the performance and 
reputation of the hotel. 

Automated cleaning and inspection assignment process will ensure efficiency

Soenke Weiss, founder and executive 
director of  Optii Solutions

www.asianhotelandcateringtimes.com





 14 AHCT May/June 2017 www.asianhotelandcateringtimes.com

 Market report

To achieve the target of  40 million visitors, Japan is further strengthening infrastructure and widening its global outreach.
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Japan Breaks 
New RecoRds

Government hopes to double tourism arrivals by 2020, writes Michael Taylor

The number of overseas tourists 
visiting Japan increased in 
2016 by 22 per cent over the 
year before. A record-breaking 

24 million foreign tourists surpassed the 
20-million threshold for the first time.

The increase in international arrivals has 
continued into 2017, with a 34 per cent 
estimated year-on-year increase of 24 per 
cent to 2,295,700 visitors in January.

The spike could partially be attributed 
to the relatively early arrival of the Lunar 
New Year, which fell in January this year. 
China, South Korea, Taiwan and Hong 
Kong – all of which celebrate the Lunar 
New Year – accounted for 78 per cent of 
Japan’s January tourism arrivals.

The number of visitors from China 
increased 32.7 per cent to 630,600. The 
number of visitors from South Korea rose 
by 21.5 per cent to 625,400. The numbers 
from Taiwan increased by 9.3 per cent to 
350,800; from Hong Kong by 48.4 per cent 
to 185,500.

But other factors have been at play. 
According to Japan National Tourism 

Organization (JNTO) spokesman Minako 
Oshima, Japan’s increased promotional 
activities abroad, a rising number of cruise 
ship arrivals, especially from China, and 
more direct flights from countries in 
Southeast Asia all played a part.

“Tourism continued to grow firmly,” 
Tourism Minister Keiichi Ishii said in 
a statement, adding that he hoped the 
momentum could be maintained in the 
years ahead.

In a bid to attract up to 40 million 
tourists in 2020, when Japan hosts the 
Tokyo Olympics and Paralympics, the 
government is modernising the country’s 
airports and seaports and improving access 
to national parks and cultural attractions.

“Given the exponential growth in 
tourism over the last three years, the 
Japanese government recognises that 
inbound tourism is an important source 
for economic growth and regional 
revitalisation,” says Kaori Yamaguchi, 
managing director, and director of global 
sales for Preferred Hotels & Resorts in 
Japan. “In 2015 alone, 84 per cent of 
inbound visitors to Japan were from East 
Asia - with China, South Korea and  
Taiwan taking up the top three highest 
tourist numbers.”

BRoadeNiNg  
gloBal appeal

Tourists from other parts of Asia will 
continue to account for the lion’s share of 
foreign arrivals. Is enough being done to 
broaden Japan’s appeal for tourists from 
other parts of the world?

“At the current trajectory rate of growth, 
East Asians will account for more than 75 
per cent of total inbound tourism by 2020,” 
Yamaguchi says. “To achieve the aspirational 
goal of reaching 40 million visitors, 
Japan needs to ensure that the growth of 
inbound tourism is sustainable by further 
strengthening internal infrastructure and 
capabilities, widening their global outreach 
to attract more non-Asian international 
visitors, and reinvigorate interest in 
provincial regions by encouraging more 
travellers to visit and experience local areas 
outside the main cities of Tokyo,  
Osaka and Kyoto.”

With Japan scheduled to host the 
Rugby World Cup in 2019 and the 
Summer Olympics in 2020, the country is 
experiencing an increasing number of  
hotel openings.

Conrad Hotels and Resorts, for 
example, is one of numerous hotel groups 
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that is opening hotels in different parts of 
the country this year.

“The addition of this new hotel 
strengthens our presence in Japan, 
particularly in this key market of Osaka, 
and reinforces the foundation for future 
signings,” says Guy Phillips, senior vice 
president, Development, Asia and Australia, 
Hilton Worldwide.

The group will also open a Double Tree 
by Hilton in Naha, bringing its presence in 
the country to 13 properties.

QuiRky edge
Some of the new hotels have a decidedly 

quirky edge.
Henn-na opened its second hotel 

serviced by robots in March. But there is 

Hotel New Otani Tokyo is in the process of  refurbishing, getting ready for the 2020 Tokyo Olympics

currently in the process of refurbishing the 
rooms, restaurants, banquet rooms, as well 
as reinforcing the service skills of our staffs 
to ensure a high standard of omotenashi 
(hospitality),” says Hajime Shimizu, chief 
operating officer and general manager of 
Hotel New Otani Tokyo, a PHR property.

The Prince Park Tower Hotel Tokyo, 
another PHR property, is also giving the 
hotel a facelift.

“The hotel’s Premium Club Floors were 
renovated in October 2016,” Hisaaki Takei, 
senior corporate executive officer and area 
general manager of Tokyo City Area, Prince 
Hotels, Inc. “Panoramic Floors and the 
lobby are scheduled for renovation  
this year.” 

“The Japanese 
government 

recognises that 
inbound tourism 
is an important 

source for economic 
growth and regional 

revitalisation”
Kaori Yamaguchi, managing 

director, and director of   
global sales,  

Preferred Hotels & Resorts

more to the concept than the novelty factor.
“Using robots, we will create a 

hotel with higher productivity and 
entertainment,” Akira Hirabayashi, 
president Huis Ten Bosch, the hotel’s  
parent company. “Only six human staff will 
[be employed to] serve mostly for reception 
services, and two robots are expected to 
cover 50 to 60 per cent of human  
work duties.”

Existing hotels, meanwhile, are 
upgrading their facilities to meet the 
expectations of the sports fans that will 
descend on the country during the Rugby 
World Cup in 2019 and the Summer 
Olympics in 2020.

“This will be the second Tokyo Olympic 
Games in the hotel’s history, and we are 

Hisaaki Takei, senior corporate executive 
officer and area general manager of  Prince 
Hotels, Inc.

Hajime Shimizu, chief  operating officer and 
general manager of  Hotel New Otani Tokyo
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 Technology

EndlEss 
[POS]bilitieS

What are the trends for point-of-sales systems (POS) in 2017? From 
the customer’s point of view, there’s an increasing preference for mobile 
payment and ordering; some diners even allowing that to influence their 

choice of restaurant. How has the industry taken to frictionless POS? 
How is it preparing for increased mobility and accessibility in POS? And 

what are the software options? Donald Gasper investigates.

Tablets are being used in 
every conceivable way and are 

improving daily operations and 
guest satisfaction
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things and that becomes important in this 
day and age,” points out Dr. Dan Connolly, 
professor of Business Administration, 
Portland University and co-author of HT’s 
study. “If you miss the bus, sometimes it’s 
a long wait before the next bus comes. The 
stakes are greater, and there’s more catchup 
to do.”

Another sentiment shared around 
mobile ordering is the importance of 
testing. There are many advantages to 
conveniences such as online or mobile 
ordering, however if a simple glitch in the 
system ruins the customer’s experience, they 
might never return. 

KeeP taKing the tabletS
“Tablets are everywhere we look,” says 

Andrew Cox, APAC managing director 
of Agilysys. “They’re being used in every 
conceivable way.” Arguably tablets are 
having a larger impact on improving daily 
operations and guest satisfaction than any 
other recent technological advancement. 
This is especially true in the world of food 
service. “When equipped with next-
generation platform capabilities and when 
used as restaurant management and point-
of-sale (POS) systems, tablets are having a 
transformative effect in service efficiency 
and guest satisfaction.”

With the advent of next-generation 
POS mobility, no longer do servers need to 
run back and forth between guests and a 
stationary POS terminal. They’re freed from 
waiting in lines to enter guest orders. Today, 
servers can complete their essential tasks 
of interacting with guests and the kitchen, 
and processing credit card transactions 
quickly and easily, all while remaining at the 
guest’s side. Service staff can spend the rest 
of their time being more attentive, catering 

to the needs of guests. And mobile POS 
gives them the tools and capacity to provide 
this highly-personalised service and build 
enduring relationships with guests on behalf 
of the brand.

Restaurants are focusing on activities 
that can seriously improve service quality, 
and have a far more meaningful and lasting 
impact on enhancing the overall experience. 
No longer is the business performance 
and guest satisfaction constrained by 
yesterday’s technology and antiquated 
processes. “Tableside order placement and 
payment processing removes some of the 
common barriers to guest satisfaction. The 
most obvious barrier being lack of server 
attention. Increased guest satisfaction 
invariably leads to repeat visits and revenue 
growth.” In fact, restaurants that have 
implemented mobile POS tablets have  
a lot to say: 

Servers can support 30-50 per cent 
more guests in the same time than they 
would without tablets.

Guests place orders more frequently as 
a result of servers being more accessible, 
increasing guest spending by 25 per cent. 

Reduced order cycle times and increased 
attention to guests results in as much as a 
76 per cent increase in F&B revenue. 

“Using mobile POS tablets, 
restaurants are empowering servers to 
become brand ambassadors versus simply 
order takers, and managers can focus 
their efforts on high-level reporting 
and business needs versus responding 
to dissatisfied guests. Mobile POS 
technology is the enabler. Undoubtedly 
a game-changer.” (The complete Oracle 
report can be read at: https://go.oracle.com/
LP=45737?elqCampaignId=79489) 

Andrew Cox, APAC managing 
director of  Agilysys

Mobility will be important 
for restaurants moving into 
2017 for both employee- 
and customer-facing sides of 

the enterprise.
This was the view of restaurant and 

technology leaders at a recent Restaurant 
Executive Summit held by Hospitality 
Technology. Following presentations of data 
from HT’s 2016 Customer Engagement 
Technology Study and insights from 
an Oracle study into consumer loyalty 
programme habits, attendees discussed 
burning issues as they saw them.

They explained that mobility was a 
major point for those who are shopping 
for new POS systems – and being able to 
integrate with online ordering and mobile 
strategies was a key component. Several 
executives also noted that being able to 
have systems that are capable of doing both 
ordering and promoting loyalty would  
be beneficial.

For the POS, operators noted that even 
if they weren’t enabling mobile payment 
or mobile ordering strategies at this time, 
they needed to be poised to enable it 
in the near future with technology that 
has the capability. “There has to be an 
understanding that even if mobile POS is 
not an immediate need for your business, 
it will be in the future and you don’t want 
to lock yourself into a bad place,” says Todd 
Michaud, founder of Power Thinking.

Being an innovator and the first to 
market with a technology can have a lot 
of advantages – especially if the innovator 
gets it right. One executive pointed out 
how Starbucks’ mobile app is what many 
in the industry try to emulate. “If you get 
out in front of the curve, you can be that 
much more agile and nimble in developing 

Mobile POS gives service staff  the tools and capacity to provide highly-personalised service



 Design

 20 AHCT May/June 2017

During this massive renovation 
more than 600 workers 
were on site during peak 
construction times, and 

more than 40 suppliers, designers, artisans, 
engineers and contractors were involved.

The US$123 million renovation was 
conceived in 2013 by Hong Kong designer 
Henry Leung of CAP Atelier. 

The design inspiration is informed by 
the Middle Kingdom’s imperial palaces and 
gardens and is mindful of preserving local 
heritage, culture and traditions to create “an 
authentic sense of destination,” new general 
manager Vincent Pimont says. 

GettinG the restaurants 
riGht

“The beautifully styled restaurants at 
The Peninsula Beijing - The Lobby, Jing and 

Work on the Peninsula Beijing began in late 2015, with the project 
completed in phases to keep the hotel operational throughout the 

renovation. Zara Horner reports on the project, which is larger than any 
the group has ever undertaken 

referencing Beijing’s Temples of the Sun 
and Moon. Echoing the hotel’s location in 
the heartland of the city’s tea culture two 
large sculptures of tea drinkers are crafted in 
bronze - historically the preferred material 
of China’s master sculptors.

Meanwhile, the new Jing restaurant 
is a ‘farm-to-table’ venue “with a hint of 
Mediterranean inspiration in a stylish 
setting evoking a mystical Chinese garden,” 
Pimont says.

Again, unique pieces of contemporary 
Chinese art and design, natural colours 
and elements such as wood, paper, silk 
and marble have been used in the design 
of the space with two three-metre silk-
embroidered circular opaque screens 
dividing diners, “whilst lending an open feel 
to the environment.” 

Each screen features pastoral images 

An icon reborn

Huang Ting - celebrate the unique Chinese 
heritage of The Peninsula brand and the 
historic integration of fine craftsmanship 
into Chinese dining culture,”  
Pimont explains. 

He adds, “new restaurant designs 
and menus have been created to provide 
aesthetic and culinary experiences for guests 
with an emphasis on Chinese art, design, 
craftsmanship and fine cuisine.” 

riGht from the start
“The Lobby is the heart of every 

Peninsula hotel,” Pimont says, “and The 
Lobby at The Peninsula Beijing presents 
Chinese culture through the integration of 
art and design into the monumental space.” 

Embellishing the “palatial grandeur” 
of the space are specially commissioned 
abstract ink paintings and bronze statues 

Designs that stand the test of  time is a key philosophy of  The Peninsula Hotels

www.asianhotelandcateringtimes.com



on each side using 200 different coloured 
threads showing the subtle gradation of 
hues that play with the restaurant lighting 
through sheer silken backgrounds. 

Above the banquettes in the restaurant 
are glass screens depicting the trees of 
Beijing, hand-painted in black and coloured 
inks to evoke Chinese landscape paintings. 

“Jing’s design also celebrates the 
gingko,” Pimont explains, “a timeless 
symbol of longevity, vitality, peace and 
hope in Chinese culture, with two themed 
paintings and a stunning accent wall of 
bronze gingko leaves.” 

Even the tableware has been specially 
created with European porcelain by Legle 
and Villeroy & Boch and glassware by 
Austrian company Zalto. Pimont says, “The 
plates come in various shapes and sizes and 
resemble works of art. Each one is unique 
and all have an organic aesthetic.”

A private dining room for up to 16 
people has a unique décor inspired by 
French chinoiseries from the beginning of 
the 20th century. “The chic design of the 
Chefs’ Table room features windows looking 
into the kitchen so diners can watch as chefs 
prepare and describe a tailor-made menu 

served on fine tableware,” Pimont explains. 
Integrated into the design of the new 

restaurant is Jing Bar. 

Phoenix risinG
The Peninsula Beijing’s Cantonese 

restaurant Huang Ting, which means 
‘Phoenix Court’, has decorative 
embellishments which recreate the 
courtyards of Beijing’s traditional  
noble houses. 

Certainly the history is impressive, as 
Pimont describes: “the décor features grey 
brick walls, slate floors, and aged pine, 

Elements that create an ageless sense of  grandeur, elegance and timelessness 
have been used in Jing restaurant

Designer Henry Leung has adopted a contemporary take on Chinese 
culture and heritage for the new rooms and suites
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ivory and blue silk highlights a collection 
of antiques dating from the Qing dynasty 
(1644 – 1911), to celebrate the traditional 
elegance of this type of dwelling.

“The restaurant walls are constructed 
with reclaimed bricks from hutong 
courtyard houses, dating back several 
hundreds of years, which were sourced 
from demolition crews across Beijing. The 
huang hua li wooden chairs and tables are 
reproductions of traditional Ming designs 
(1368 – 1644). The pine floorboards and 
beams, sourced from a large mansion in 
Suzhou, near Shanghai, and the heavy 
wooden front door with its iron handle and 
studded design are all over 200 years old.” 

The restaurant seats 140 and is divided 
into two areas; a teahouse at the front and 
the restaurant itself with four private  
dining rooms. 

Reversible embroidered panels from a 
Qing dynasty imperial robe - gold one side, 
blue the other - decorate the walls, while the 
wooden screen is over 100-years-old. 

Two smaller private dining rooms 
can seat up to 12 people, and feature a 
four panel jade screen dating from the 
1920s depicting birds with bamboo, 
chrysanthemums and plum blossoms, while 
three small alcove areas have ivory silk 
curtains for privacy.

Dominating the teahouse is an antique 
display stand over 200-years-old with an 
intricately carved roof, sourced from Shanxi 
province, and used to display Huang Ting’s 
collection of Chinese teas. 

“Additional antique design accents 
include giant bamboo birdcages and stone 
window grilles that are several hundred 
years old from Shanxi,” Pimont points 
out, “while the entrance is flanked by four 
stone posts topped by carved lions’ heads. 
Over 200-years-old, these originated from a 
Shanxi mansion where horsemen used them 
to tie up their horses.” 

Fung shui elements are also 
incorporated into Huang Ting’s design, 
with an interior water feature and waterfall 
panels, and the ‘jumping fountain’ visible 
outside the restaurant. 

The restaurants celebrate the unique 
Chinese heritage of  The Peninsula 

brand and the historic integration of  fine 
craftsmanship into Chinese dining culture

Vincent Pimont, general manager

Clockwise from top left: Luxurious materials such as bronze, onyx (jade), white marble and rosewood 
(zi tan wood), which ornamented ancient structures of  Beijing, are used on every floor of  the hotel 
including Huang Ting restaurant; Celebrating the gingko, a timeless symbol of  longevity, vitality, peace 
and hope in Chinese culture; Priceless antiques and specially commissioned contemporary artworks 
add to the opulent design aesthetic; The hotel’s original 525 rooms and suites have been reduced and 
reimagined to just 230 suite-style rooms
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 Food

Chefs and diners are increasingly 
turning to ethical seafood 
sources. Publicity from 
organisations like Sea Shepherd 

and the Worldwide Fund for Nature 
(WWF) is raising general environmental 
awareness. 

Responsible chefs and restaurants 
are increasingly looking for ethically 
sourced seafood, says Jane Yao from SMH 
International, ASMI China in-market rep, 
“International hotels and restaurant chains 
have either started the journey towards 
sustainable procurement or developed a  
goal to serve more sustainable and  
traceable seafood.” 

The Peninsula group’s corporate policy 
established in 2013 aims at sustainable 
luxury in all 10 hotels by the year 2020. 
This includes seafood, explains group 

SuStainable
Seafood

The Good News  
Responsible chefs and restaurants are increasingly looking for ethically 

sourced seafood. Jane Ram explores the options available

executive chef Florian Trento. “By the end 
of April this year seafood in staff dining 
rooms was sustainable. In the Western 
restaurants it is already 60-70 per cent 
sustainable. The Chinese restaurant is more 
challenging as items like red Garoupa are 
traditionally essential for weddings.” 

AccorHotels manages and operates 
over 100 hotels in Greater China, all of 
which follow a healthy and sustainable 
food charter as part of a group corporate 
sustainable development programme, 
launched in 2011. “As part of the group’s 
commitment to marine biodiversity, highly 
threatened species of wild fish are banned 
from menus,” says Cory Winter, the group’s 
vice president food & beverage and regional 
vice president operations for Greater China. 
“We favour the purchase of fish from 
sustainable fisheries, bearing the MSC  

As the sustainable-food movement flourishes, consumers are developing a keener awareness of  the fish they eat (Photo: ASMI China)

and ASC certification, such as MSC  
certified cod.”

PlayiNG The key role 
“Suppliers and restaurants have a 

key role in ensuring the sustainability of 
seafood,” says Amir Awan, chief executive 
officer and founder, Delicious by Nordic. 
“Restaurants are beginning to show 
sustainable seafood options on their menus. 
As the demand for sustainable and ethical 
seafood increases, so has the focus on 
sustainable seafood practices in a chef ’s 
culinary education. 

“One way that suppliers have found to 
demonstrate their product is sustainable 
is by participating in certification 
programmes, such as the Marine 
Stewardship Council (MSC) and also by 
working with really well managed fisheries, 

www.asianhotelandcateringtimes.com



25AHCT May/June 2017

As the sustainable 
food movement 

flourishes, 
consumers are 

developing 
a keener 

awareness of  
the fish they eat 
and demanding 

more information 
about its origins 

Amir Awan,  
chief  executive officer  

and founder,  
Delicious by Nordic

Octopus hanging to dry outside a 
taverna in a fishing village on Santorini

with wild-caught fisheries worldwide, who 
run sustainable aquaculture operations. 
Working with local fishermen is a great way 
to know exactly what waters your seafood 
came from, and also to build a strong 
relationship within the local economy.”

“Alaska is an excellent source of wild, 
natural and sustainable fisheries,” says 
Yao. “In Alaska, farming is outlawed, and 
sustainable fishing is emphasised. Alaska is 
managed for protection against overfishing, 
habitat damage, and pollution. The industry 
is trying to meet growing demand.” 

Christopher Mark co-founder of Hong 

Kong-based Black Sheep Restaurants, 
says, “As a restaurant group there are 
certain things that we have done since we 
opened: we source local seafood and when 
our fish comes from overseas then we are 
always careful who we buy from. But for 
consumers concerned about this issue, 
one of the best things they can do is to be 
more open-minded about the type of fish 
that they are eating. People tend to be very 
limited in the fish that they eat, one type of 
fish will become fashionable, so the price 
goes up and then that species gets fished to 
the brink of extinction.” 

Seafood buffet at Fairmont Chengdu is very popular 

www.asianhotelandcateringtimes.com
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GrowiNG awareNess
Alex Malouf, owner of seafood 

restaurant, Catch, says, “We fully support 
the movement towards sustainable seafood 
and it’s good to see that customers care 
about where their meals come from.”

“As the sustainable-food movement 
flourishes, consumers are developing 
a keener awareness of the fish they eat 
and demanding more information about 
its origins and its hazards, since traceability 
to a sustainable source remains high on 
consumers’ agenda,” says Awan. “This 
concern for ocean health is being translated 
into consumer purchasing decisions and 
actively looking for fish products from a 
sustainable and ethical source. 

“As a direct consequence of the 
increased demand for sustainable seafood, 
restaurants are beginning to show 
sustainable seafood options on their menus. 
As the demand for sustainable and ethical 
seafood increases, so has the focus on 
sustainable seafood practices in a chef ’s 
culinary education.” 

“We are promoting sustainable seafood 
on our menus as much as possible – so far 
we have achieved 30 per cent but we expect 

Above: Smoked salmon a speciality of  the family 
owned company Fanø Laks from Denmark 
(Photo: Delicious by Nordic)
Left: Thai spiced tiger prawns and mussels at 
Celadon, The Sukothai Bangkok; 
Oysters at Crowne Plaza Bangkok
Below: Alex Fargas, chef/owner of  La Paloma 
in Hong Kong

this to rise,” says Lily Cheng, senior public 
relations manager of Sands China which 
operates The Venetian, Parisian, Conrad, 
and Holiday Inn Cotai Central in Macao,   

“We source from around the world 
under various organic food and sustainable 
seafood regulations according to each 
country/jurisdiction. Increasingly at our 
major events international clients expect 
to see organic food and sustainable 
seafood options available. From a business 
perspective they also represent value  
added items.

“All our seafood is sustainable. We 
feel we have an obligation to know where 
the ingredients are coming from,” says 
Alex Fargas, chef/owner of La Paloma  in 
Hong Kong. “Nowadays, availability is 
not an issue as it is easy to find sustainable 
products and they are also at a competitive 
price so really there is no excuse for a 
chef not to be using these wonderful 
products. In general there is little difference 
in price since most of the cost in Hong 
Kong comes from transportation and 
delivery. People are starting to be concerned 
about these issues, a trend that is going to 
grow in the next few years.” 

www.asianhotelandcateringtimes.com
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 Drink

Bottled 
Goodness
Manufacturers of syrups and flavourings in the region are raking it, the 

impetus  provided by the mushrooming coffee and cocktail culture, 
writes Robin Lynam

The syrups and flavourings 
business has always been 
competitive, but recent years 
have seen it become much more 

so in Asia.
The rapid parallel development around 

the region of  both a serious coffee culture 
and a lively and creative cocktail scene, 
leading to a mushrooming of café and bar 
businesses, has raised the stakes.

Manufacturers are looking again at their 
established product lines, and developing 
new ones to appeal to their expanding 

barista and bartender constituencies, as 
Johann Hall, senior marketing manager - 
Brands Asia Pacific Middle East Africa for 
Kerry Asia Pacific’s DaVinci Gourmet range 
of  “sensorial syrups” explains.

“We’ve been in Asia for close to ten 
years and this year [2017] we decided 
to refresh the brand completely. We’ve 
reformatted the recipes and repackaged the 
entire range. Basically we’ve made it cool. 

“DaVinci has traditionally been very 
strong in coffee based drinks, so the cafés 
use a lot of our products. What we’re trying 

to do now is get some market share from 
our competitors in bars. Monin is very 
strong there. We’re targeting cocktails and 
mocktails.  I think we’ve pretty much nailed 
down the baristas, so now for us the focus 
is the mixologists. There is a range of 12 
flavours  which we’re launching into all 
of Asia Pacific. We’re giving them greater 
flexibility with their creations.”

Co-created with baristas and mixologists 
to ensure products that are “true to 
fruit”, these new flavours include menta 
cubano, green apple campagna, grenadine 

The right syrup can make all the difference to a latte macchiato or a moccaccino
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pomegranate, tropical passion fruit, 
raspberry rhapsody,  european strawberry, 
majestic manga, peach garden and dry  
bitter orange. 

Monin too has been busy developing 
new products, according to marketing 
project manager, Asia Pacific,  
Clémence Leclerc. 

Recent additions to the range of the 
French flavourings company - which five 
years ago celebrated its centenary, and 
since 2009 has had an operation in Kuala 
Lumpur and a branch office in Shanghai - 
include  10 new syrups, a Match Green Tea 
Frappé and two fruit mixes, Le Fruit  
de Monin Pineapple and Le Fruit de  
Monin Cherry.

The new syrups, which expand an 
already very extensive range, include white 
grape, cheesecake, osmanthus, salted 
pistachio, agave, donut, ceylon tea, pandan 
and popcorn.

Even companies which have 
traditionally specialised in the requirements 
of pastry chefs and gelato makers, such 
as Fabbri 1905,  are introducing new 
products aimed at bartenders preparing 
currently fashionable tiki drinks, as was 
evident from  the flavouring specialist’s 
participation in the Sigep Rimini trade fair 
in January[2017]. 

At Restaurant & Bar in Hong Kong 
last year [2016] Toschi Vignola was also 
spotlighting its products for bartenders, 
including the Mix Time range of 42 
different flavoured syrups in a 1.32 kg 
format, exclusively for professional use.

Giffard’s Europe on-trade manager 

it has a wide variety of uses.  It is being 
launched in most of our key markets - 
China, Vietnam, Taiwan, and Indonesia,  
to name a few,” she says. 

Boris Chlebec, global brand ambassador 
for Teisseire, points out that green flavours 
are perceived to have a cooling, revitalising 
effect, and says the syrup - or sirop in 
French - was created building on  
this insight.

“Teisseire Cucumber sirop [has] a 
refreshing green, sensorial flavour for those 
of us who want to tap into the taste of 
summer from anywhere in the world. It is 
perfect in long drinks like a Bloody Mary 
or a Gin & Tonic, or in Martinis made 
with vodka or gin. It also works well in zero 
proof, water-based drinks that benefit from 
its characteristically fresh note. We believe 
that Teisseire  Cucumber sirop will be a hit 
in the hospitality industry, where the search 
for something new is always on. Our R&D 
team has done a great job of developing 
a sirop that’s so close to the real thing 
that you can really identify the cucumber. 
Teisseire sirops are a simple way to add 
value while genuinely upping the  
interest factor.”

Other major flavouring companies 
active in the Asia Pacific markets have also 
recently introduced new products. 

Last year 1883 Maison Routin became 
the first brand to introduce an Orchid 
syrup, alongside new Chocolate Cookie, 
Lemon Concentrate and Lime Juice Cordial 
products. Other syrups added to the 
company’s already extensive range included 
1883 Red Pepper, 1883 Madeleine and 
1883 Apricot. 

“The emphasis is on providing 
mixologists with the tools they need to 
create their masterpieces,” says Kerry’s Hall 
“We’re facilitating the process.” 

Mandy Gréuame says that for flavouring 
companies R & D is now driven harder 
than ever by the need to come up with new 
flavours -  and more enticing packaging. 

Giffard, established in 1885,  recently 
repackaged its syrups and continues to 
launch new flavours such as Toffee Nut and 
Chocolate Cookie Syrup, both introduced 
last year [2016].

“Fruit syrups always represent a huge 
volume, and demand for confectionery and 
biscuit flavours such as tiramisu, cookies, 
and crème brûlée is growing,” she says.  

Seasonality is another important aspect 
of marketing these products according to 
Konnie Lo of Britvic Asia Pte Ltd’s Regional 
Marketing Division. 

Britvic owns the venerable Teisseire 
brand, established in France in 1720.    

“We have recently launched our latest 
flavour: cucumber.  We think it’s a most 
fitting flavour for spring and summer and 

DaVinci has traditionally been very strong in coffee based drinks

Monin has a range popular with mixologists: exotic osmanthus, cheesecake, salted pistachios and 
cherry. Teis Barman Cucumber is perfect for spring and summer
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 EquipmEnt

The hospitality industry was as 
conservative and change-averse 
at its nascency as it is now, and 
one can imagine the blank faces 

in 1974 when Hong Kong Hilton Hotel 
F&B manager Robert Arnold suggested that 
individual room refrigerators were the way 
forward for the property’s entire 840 rooms 
as a potentially profitable supplement to 
room service (see box; page 32).

While the tale may have since passed 
into hospitality legend, the Hong Kong 
Hilton’s in-room drinks sales promptly 
skyrocketing by 500 per cent, with overall 
annual revenue boosted by five per cent was 
very real, and quickly picked up by the rest 
of the industry. 

Fast forward 40-plus years and a zillion 
tubes of branded crisps, bags of peanuts, 
bottles of soft drinks and miniature spirits 

The guest room minibar has been through some ups and downs in its  
50-year history writes James Stephen. There’s plenty of life left in the 

concept, but hotels and manufacturers are increasingly thinking  
outside the icebox

attest to the foresight of that decision. The 
products tend to be keenly priced, but if 
you’re on holiday and are spoiling yourself, 
or putting it on business expenses, this 
consideration is secondary.

But then in the ’80s an equally brilliant 
idea came along – the convenience store. 
Sure, general stores had been around for 
decades, but not built on the current model: 
bright and modern, on main streets and 
city centres, selling a limited but essential 
selection of key products – including drinks 
both alcoholic and not, and a wide range 
of snacks.

Was that the moment 
that hospitality realised 
the in-room minibar 
model would never 
again be the force it 
once was?

“We do not agree with that assessment,” 
insists Jan Strijker, managing director, 
Asia Pacific, Bartech. “Our minibar sales 
have never been better and this is a direct 
result of guests and hoteliers demanding 
a minibar offering. Smart hotel operators 
think outside the box and create an 
attractive offering of products. The big sales 
leaders are still the popular water brands 
as well as international beers and juices as 
well as snacks. Hotels which offer attractive 

gadgets and souvenirs 
also report very healthy 
minibar sales.” 

Raising the 
(mini)bar

 Bartech’s PMS-
connected, 15-product 
NeoTray unlocks 
upon guest check-in 
and charges for items 
removed
Below: Baryech’s eTrays 
are available in different 
sizes, and can be placed 
anywhere  
in the room
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The advantage of  automatic 
minibars is that it is very easy 
to report on sales by gender 

and nationality, and therefore 
create offerings for  

specific groups
Jan Strijker, Bartech

Bartech manufactures a wide range of sizes and finishes, 
including 40, 55 65 and 70-litre models as well as a drawer and 
a two-door unit. The company works closely with designers 
to ensure finishes match room requirements, and offers door 
finishes such as foam core, wood, transparent glass, frosted 
glass and various colours: a factor, says Strijker, that makes the 
company stand out.

Another key reason for the continuing success of minibars, 
he believes, is automation.

“The advantage of automatic minibars is that it is very easy 
to report on sales by gender and nationality, and therefore create 
offerings for specific groups. Also, we see that certain minibar 
items are being offered for free – water, soft drinks, local beers 
and more. With an automatic system it is easy to do that, but 
also offer chargeable items and still make a return on investment. 
Guests love the choice and owners love the ROI!”

Bartech has recently launched NeoTray, a standalone 
electronic tray which allows hoteliers to offer snacks, souvenirs 
and other dry goods without the need of a full minibar. A PMS-
connected, 15-product tray, NeoTray unlocks upon guest check-
in and charges for items removed, creating a unique, in-room 
retail revenue opportunity. 

The company’s traditional wireless eTrays are available in 

At Residence G, in Shenzhen, items are selected to fit demand, but also to 
reflect the lifestyle of  the property - it also employs strategies to increase 
minibar uptake, including promotions on in-room IPTV

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

Follow us on:

mini-treats

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

made using mouth-watering recipes.

when viennoiseries 
meet confectionery!
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Mini Triangle 
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The birTh of The 
minibar

The world’s first minibar was 
introduced at the Hong Kong Hilton 
Hotel in 1974 by its F&B manager 
Robert Arnold. This seemingly 
innocuous decision was to have 
implications that would affect 
hospitality forever, in terms of both 
room design and bottom line.

The property’s in-room drink sales 
immediately saw a reported jump 
of 500 per cent, with overall annual 
revenue up five per cent. The following 
year the Hilton group rolled out the 
minibar concept across its hotels 
worldwide.

‘The year of the minibar’, 
however would have to be 1980, as 
it was at this time that pretty much 
every four-star+ hotel room in the 
world had one. And while many 
groups now claim that falling sales, 
high labour costs, product expiry 
and guest pilfering render them loss 
leaders, chances are that the next 
property you stay at will have one.  
Go figure.

many different sizes, and can therefore be 
placed anywhere in the room.

appliance of science 
Michele Crociani, business development 

manager, Hospitality Division, Indel 
B, agrees that the rise and rise of the 
convenience store does not inherently 
challenge the viability of the minibar, and 
that the sector still holds a lot of potential, 
with tech one of the keys to unlocking it.

“The constant investment in technology 
and design is our strength and strategy. We 
do not consider them [convenience stores] 
a competitor since they target a different 
segment of the market.”

Indel B produces minibars with three 
types of cooling system: a compressor that 
is efficient and quiet; an absorption system 
capable of producing noise-free cooling; and 
a lightweight thermoelectric system that 
works at any degree of inclination, which 
makes it especially suitable for cruise ships.

It sells its products mainly to hotel 

guests, because it is not part of our 
policy nor who we are. Therefore 
profitability on our minibars is 
definitely not important,” says 
Blandine Cressard, general manager 
of the property, which had its soft 
opening in March and will have a 
grand opening later this year.

In terms of minibar strategy, 
Cressard says that items are selected to fit 
demand, but also to reflect the lifestyle of 
the property. 

“Products in our minibars include 
soft drinks, mineral water, beer, chocolate, 
Pringles and nuts. We also have a few 
choices of liquors and champagne. We 
definitely consider strategies to increase 
minibar uptake, which includes promotions 
on in-room IPTV. Guests seem satisfied 
with the selection available.” 

chains and cruise ship worldwide, primarily 
Italy, Spain, France, Germany, the US and 
the UK. 

“Indel B offers products characterised 
by innovation, technology, comfort, safety, 
energy efficiency and environmental 
awareness,” adds Crociani. “We have just 
launched a new line of thermoelectric 
minibars, composed of Breeze T30 and 
Breeze T40 [30 and a 40-litre respectively]. 
They have the same function as compression 
or absorption refrigerating systems – 
transferring the heat from a cold area to a 
warm area from where it is then dispersed.”

Keep the customer 
satisfied

From the end-user perspective, 
Residence G, a new lifestyle hotel and 
serviced apartment located in the heart 
of Shenzhen’s Nanshan district, considers 
minibars an additional amenity for guests 
looking for convenient snacks or drinks. 

“We do not wish to overcharge our 

Above: Indel B has 
recently launched 
its new line of  
thermoelectric minibars, 
Breeze 
Right: Bartech offers a 
wide range of  minibar 
sizes and finishes, 
including 40, 55 65 and 
70-litre models.
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Buffets are hugely popular with 
diners and therefore a big 
business for both hotels and 
restaurants. With diners wanting 

more than seafood on ice and hot food 
served in chafing dishes, it is not enough to 
just offer quality fare. In 2017, an Instagram 
worthy presentation has become just as 
important as the food. So what does the 

Setting
the long table
Diners are demanding more from their buffets besides quality. They want 
innovations, instagram worthy settings, drama and style. Stepping in are 
companies with innovative buffet hardware. Vicki Williams explores the 

options open to restaurateurs and hoteliers
modern buffet table look like?

Focusing on innovative buffet hardware 
is Zieher. “Zieher stands for innovative 
design in tableware and buffets. The 
demands of gourmet restaurants and 
the best hotels worldwide serve as pulse 
generators and inspiration for new products. 
We use various, partially exotic materials, 
combined with high quality craftsmanship. 

Our imperative is to support our customers 
in serving their sophisticated guests in the 
best possible way and to create a unique 
experience for them,” explains Nikolan 
Dietz, marketing manager. Examples 
include its famous Skyline, (a tower 
presentation), and Donna, a plate with a 
distinctive “pillow-shape” that has been so 
successful it is now available in porcelain, 

 Live cooking stations are the heart of  all buffets, Café Kool at Kowloon Shangri-La, Hong Kong

Rainbow bowls: adding colour to the buffet line (Photo: Andy Mannhart)
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glass and wood. While a new hot product is 
the basket and tray system, called Mercato.

great expectations
“Guest’s expectations continue to grow 

in terms of food quality and presentation, 
with dozens of pictures uploaded to social 
media and being shared with hundreds of 
diners, further increasing expectations,” 
says Peggy Poon, spokesperson, Athena 
Tableware (HK).

As a result Poon says the appearance of 
the buffet table is driven by culinary design, 

From left: InductWarm 130 Undercounter solution - hidden induction hobs under stone, Gastro Switzerland; Rugged shapes and outlines define La Tapas range 
in black clay, Athena Tableware

Technology is also playing its role. 
Gastros Switzerland focuses on heating 
solutions. Peter Cairoli, chief executive 
officer, says, “This includes the new 
InductWarm 130 Undercounter induction 
buffet solution. Tables and counters from 
different materials can be transformed into 
a heated buffet that keeps food warm up to 
95°C on four different temperature levels. 
An induction device is installed underneath 
the surface, with a compatible dish on top, 
allowing for a customised counter and is 
suitable for glass, stone and wood.” 

“In 2017, food will be displayed in localised 
utensils, and the use of different materials 
such as wood, stone, clay, iron, copper will 
be seen besides the ordinary steel, glass 
and porcelain. Overall the buffet will be 
sophisticatedly decorated.” The extensive 
range of products from Athena reflects this 
with current in demand ranges, including 
the La Tapas (featuring black clay, with 
rugged shapes and outlines), and natural, 
wood textured bowls that are  scratch proof, 
unbreakable and can be placed directly on 
ice for a unique presentation.
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Additionally, he says with many 
reputable brands offering design solutions 
to hold foods at safe levels of cold and 
hot temperatures, and the use of various 
materials with the right mix of volume and 
height, it has never been easier to create an 
original, impressive, social media  
friendly buffet.

Martin Satow, executive sous chef, 
Grand Hyatt Singapore, agrees, “Our 
buffet presentation is one that is personal, 
interactive, and exciting, and seeks to 
stimulate all the guests’ senses. Our hotel’s 
flagship restaurant, mezza9 does not 
use chafing dishes that may come off as 
impersonal, we use kitchenware such as clay 
pots, small pans, woks, and wooden boards. 
Our restaurants have always been on the 
forefront of innovation and creativity but as 
much as we explore the current food trends, 
we are careful not to lose our identity.” 

He adds, “The buffet (table) of  
2017 is one that is lively and  
engages customers.” 

and the range of products available 
buffet presentation is as limitless as the 
imagination. “There are no limits — all it 
takes is to stay logical to prevent confusion 
while adding an interesting touch with 
coherence. For example, some setups can 
be composed of commercial equipment 
that serve the purpose of displaying the 
food in which they were prepared, such as 
a KitchenAid blender, where the mixing 
bowl is placed on its side to display a dessert 
mousse or fruit salad.”

In terms of the wow factor at the hotel’s 
extremely popular Cafe Kool, Buytaert 
says, “I’d think that vertical display chillers 
as well as voluminous and sleek design 
containers for seafood displays with crushed 
ice will always make a strong statement. 
What’s essential for our guests as they 
enter is that they catch their first glimpse 
of food with excitement in an appealing 
and enticing environment which tells them 
generously: this food is all yours, help 
yourself and please enjoy it all.”

Above: Flexibility at its 
best, InductWarm Series 
130, Gastro Switzerland

Left: Minimalist and 
modern, Venta the 
creative buffet solution, 
Andy Mannhart

Buffet platters that streamline the buffet jigsaw puzzle, Zieher

The demands of  
gourmet restaurants 
and the best hotels 
worldwide serve as 
pulse generators 

and inspiration for 
new products 

Nikolan Dietz, marketing 
manager, Zieher

A sentiment shared by of Andy 
Mannhart, which has a sizeable range of 
buffet products including induction. Daniel 
Sutter, CEO, says, “We can offer over 100 
flexible buffet design solutions, and this can 
include the in demand induction products 
with hidden units. We see fast changing 
trends especially on the design side in this 
sector. Therefore we will be faster with new 
products in the future, following trends 
which come also from the retail side. All 
combined with the newest technology.”

limitless presentations
Alexandre Buytaert, executive chef, 

Kowloon Shangri-La, Hong Kong, 
says given technology advancements 
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 Guests expect to remain fully connected while they workout. Photo: Life Fitness

Today’s international travellers 
want their hotel to supply an 
increasing array of the facilities 
they rely on in their daily lives. 

This is particularly so when it comes to 
fitness. Especially for business travellers, 
being able to combat jetlag through a 
revitalising run on the treadmill, de-stress 
after a meeting with a stretching session on 
a yoga mat, or maintain their long-term 
strength-building programme while away 
from their gym at home is a expectation 
when travelling. Hotels are increasingly 
realising the importance of providing an 
exercise zone that’s easily accessible, offers 
guests a range of fitness options, and is 

Fit For 
Business

Increasingly hotels have realised their interest lies in keeping their guests 
fit as more than half of all travellers exercise. Victoria Burrows on this 

growing trend and its effect on the business
interconnected with their day-to-day  
fitness activities. 

“We’ve seen some of the major brands 
increase the size of their fitness spaces as 
they’ve realised fitness is becoming a driver 
of revenue. All except the lowest-end 
brands are embracing this trend,” says Jeff 
Josephson, director of Global Hospitality 
and Multi Housing at gym equipment 
company, Core Health & Fitness. “The 
multipurpose products, such as dumbbells 
and dual adjustable pulley systems, are 
becoming mandatory in these fitness centres 
to augment the cardio offerings.”

It’s not only the size of the space and 
variety of machines offered, but also the 

layout of the space that fitness centre 
managers need to make sure is up  
to standard.

space appropriate
“Gym space is so valuable,” says David 

Chioe, director of hospitality, Asia Pacific, 
at Life Fitness. “It’s not only the size but 
about how to best utilise the space to make 
it comfortable and inviting, and so that it 
makes exercisers feel good.” 

Along with making sure guests have an 
enjoyable experience at the gym, hotels also 
need to ensure that the gym is efficient.

“Getting the most out of your exercise 
equipment requires realising the maximum 
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From above: Insignia Series Shoulder Press, connect with QRcode, Life 
Fitness; LFconnect app tracks your cardio and strength progress. 

number of workouts per machine,” says Virginia Johnstone, 
who handles the public relations for fitness solutions company 
Precor APAC. “In the space-constrained hospitality industry, 
an exerciser’s preferred cardio machine might be in use during 
peak hours. While some guests may choose an alternate and 
completely different cardio machine, others may walk out, 
leaving empty cardio machines behind.”

To combat this, Precor has developed the Adaptive Motion 
Trainer (AMT) 885, which guests can use for running, stepping, 
climbing, and bicycling. 

“It improves the odds of delivering exactly what your guests 
want and boosts the number of workouts per cardio machine. 
It’s perfect for gyms with limited floor space,” says Johnstone. 

The AMT 885 is suitable for any fitness level, from beginner 
to seasoned athlete, and is billed as allowing users to burn up 
to 1,200 calories per hour. The machine’s pre-programmed 
workouts mean that users could exercise every day for 20 years 
without ever repeating a routine. 

www.asianhotelandcateringtimes.com
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networked fitness
Using technology hotel gyms can boost 

the appeal of their gyms. Guests expect to 
remain fully connected while they workout, 
and gym equipment is today offering users 
the ability to synch their everyday fitness 
plans with their activities at the hotel gym. 

“This movement is known as networked 
fitness, and what this means for the facility 
owner is a more dedicated exerciser and 
a more discriminating consumer,” says 
Johnstone. “More and more exercisers want 
a tech-friendly facility to accommodate 
their lifestyle.”

The first step is fast and unrestricted 
internet access. 

“The top trend in the fitness spaces for 
connectivity is having a clear mobile phone 
signal and easy access wifi,” says Josephson. 
“Guests are controlling their own content 
and data on their own devices. The 
properties that recognise this are providing 
their guests with a more connected 
experience with enhanced wifi.”

Gym equipment companies are creating 
their own apps that work anywhere in 
the world with their brand of equipment 
brand. Precor, for example, offers its own 
networked-fitness solution called Preva 
which allows exercisers to track their 
fitness progress at the gym with on-console 
software or on-the-go with the Preva mobile 

app. Core Health & Fitness also has its 
connected fitness solution, Life Fitness. 
Exercisers login to the connected Life 
Fitness cardio equipment in the hotel gym 
with an app or a pin code which allows 
them to instantly access the personalised 
workouts created in advance and track their 
workout results. Users can also tailor their 
on-screen display settings. 

“The enhanced user experience keeps 
exercisers engaged and keeps them coming 
back,” says Chioe.

Connected fitness solutions can also 
make gym operation and management 
smoother. Gym managers can now monitor 
workout equipment usage on-site or 
remotely from a computer or mobile device. 
This helps to alert staff as soon as possible of 
any malfunction. Core Health & Fitness say 
that they may send a certified field service 
technician to address potential equipment 

Gym space is so 
valuable... enhanced 
user experience keeps 

exercisers engaged and 
keeps them coming back 
 David Chioe, director of  hospitality, 

Asia Pacific, at Life Fitness

Fitness centre at Indigo on the bund, Shanghai. Photo: Core Health & Fitness
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issues sometimes even before gym managers 
know there is a problem.

“From staffing perspective, the 
equipment usage data helps a manager 
to schedule staffing appropriately during 
busy hours and reduce staffing costs when 
the gym isn’t busy,” says Chioe. “Plus, by 
scanning the QR code on our strength 
equipment, users are recommended an 
optimal seat position based on their height 
and also an instruction video on how to use 
the equipment. All these help utilise staff 
resources more efficiently.”

Life Fitness is also an open platform that 
gives developers access to their equipment 
codes, allowing them to create apps and 
websites tailored to their hotel. The open 
platform also allows existing workout apps 
and websites, such as Runtastic, SoFit  
and Lose It!, to be integrated with  
the equipment. 

“Tens of millions of exercisers use fitness 
apps each day, and the number is growing 
exponentially,” says Chioe.

Hotel gyms need to make sure they are 
ahead of the fitness technology curve. Adaptive Motion Trainer,  Precor
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The clothes make the man. 
This centuries old proverb is 
well applied to the hospitality 
industry, where everyone from 

the general manager to cleaning staff has 
a well defined look established through 
his uniform. In a service oriented business 
with many moving parts, guests need 
to quickly identify who can best assist; 
often, that involves a nano second glance 
at attire. As hotel brands increasingly seek 
to differentiate themselves, it is becoming 
more common for established fashion 
houses to get involved in designing staff 
uniforms. Christian Lacroix did it for SO 

Sofitel Bangkok, while Yohji Yamamoto did 
it for The Royalton New. Yet is a famous 
label really important in an industry where 
employees regularly pull 12 hour shifts 
rather than strut along catwalks in their 
designer threads?

Cohesive Looks
Hong Kong-based fashion designer 

Ranee Kok first began designing uniforms 
a decade ago, and her clients have 
included Wynn Macau and The Peninsula 
Hong Kong. Uniform design constitutes 
approximately 25 to 30 per cent of her 
business, with the balance consisting of 

Fashion 
Forward

Designer uniforms for the hotel industry has to suit the brand’s direction, 
Rebecca Lo concludes

custom and ready-to-wear design. “Hotels 
with a strong brand image will benefit 
from having a fashion designer on board 
for uniforms,” Kok believes. “If a property 
will spend the money on interiors, they will 
want the staff’s clothing to match. Ladies’ 
uniforms often have more criteria to fulfil; 
men’s uniforms tend to be simpler, with 
fewer details and less colour. It is often 
tricky to balance these differing sets of 
criteria while achieving a cohesive look for 
both genders.” 

For Westlink, Bragard hospitality 
uniforms’ Singapore-based Asian importer 
and distributor, senior manager Caroline 

Designer Christian Lacroix with SO Sofitel Bangkok staff  in the uniforms he has designed
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This page: Chef  Works focuses on ‘fabrics that are comfortable, 
lightweight, and can hold up well to various laundry standards’

employee uses the outfit and what kind 
of work is done in it. Comfort is one of 
the most important priorities: hospitality 
uniforms are like second skins. Staff needs 
to feel comfortable as soon as he puts it on. 
Linked to comfort is incontestably styling. 
The elegance and luxury of the work place 
should be reflected: image is important.” 

Marketing strategy
With its Total Uniform Solution, Hong 

Kong’s Comfort Workwear offers a full 
programme including design and fabric 
consultation, sampling and construction, 
and after sales services. “There is definitely 
increased interest in unique and bespoke 
uniforms,” observes Gigi Lo, account 
manager with Comfort Workwear. “The 
use of fashion designers is often required. 
The difference between branded designers 
and uniform designs is that we design 
with functionality in mind. Not all fancy 
designs work well as uniforms. I believe 
that corporate companies that are already 
doing crossovers with fashion brands benefit 

Tan admits that inspiration is often derived 
from the world of fashion. “We also have 
our own design office with people who are 
creating new designs,” notes Tan. “Design 
for female uniforms is more specific to the 
female anatomy. Details are more developed 
than male uniforms. But we wish to keep as 
much refinement for the man as well as the 
woman. We often offer a female version to 
the male; we work by couples.” 

MateriaL worLd
Bragard’s uniforms are made from a 

variety of materials, including pure wool or 
stretch polyester. “Wool’s long fibres allow 
for high quality, hard wearing elegance,” 
Tan explain. “Stretch mixed wool, which 
compose some of our products, is stain 
resistant, crease resistant, offers ultimate 
comfort, and is easily maintained: it is 
washable and easy to iron. Stretch polyester 
is comfortable, with a high degree of 
elasticity, washable, fast drying and easy 
to iron. A uniform’s typical life cycle is 
one to two years, depending on how the 
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“Hotels with a 
strong brand 

image will benefit 
from having a 

fashion designer 
on board for 
uniforms”

Ranee Kok,  
Hong Kong-based  
fashion designer
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most from designer uniforms, since they 
probably want to reflect their theme. Others 
that benefit would be those seeking an 
opportunity for flashy marketing regarding 
their uniforms. I believe that a good 
uniform should always be a balanced mix of 
comfort, style and durability.” 

As more chefs are coming out of the 
kitchen to become stars in their own right 
thanks to prestigious restaurant guides and 
cooking shows, chef uniforms are gaining 

notice as well. Australian chef Tim Grubi 
began making aprons for kitchen masters 
in the 1980s, and founded Global Chef 
as a niche boutique manufacturer of chef 
uniforms. While other hospitality staff 
uniforms vary in terms of materials, Grubi 
understands that chefs prefer breathable 
cotton and mills its own fabrics in pure 
cotton or cotton and polyester blends. “I 
think there probably is a place for designer 
labels on hotel uniforms for front of the 
house staff in their own branded hotels,” 
says Grubi. “But is it really necessary? Well, 
in one sense, that is what is happening with 
chef uniforms. Most of our direct customers 
ask for their own designer label embroidered 
on their chef jackets. Why promote another 
brand when you can promote your own?” 

ProFessionaL adviCe
Grubi feels that a chef looks best when 

he looks professional and conveys trust. 
Much like a doctor, when a chef steps 
out of the kitchen to greet guests in his 

Left: Comfort Workwear sees an increased 
interest in unique and bespoke uniforms
Above: For Westlink a good uniform is ‘a balanced 
mix of  comfort, style and durability’

Facing page: Global Chef  understands that 
chefs prefer breathable cotton;  it mills its 
own fabrics in pure cotton or cotton and 
polyester blends 
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hotel or restaurant, he should convey an 
aura of authority – not the latest Milan 
runway shoot. “The chefs that are seen 
wearing fashionable chef wear in magazines 
somehow don’t come across in the same 
way as a working chef in traditional attire,” 
elaborates Grubi. 

“Something usually looks a bit odd. 
Chefs are hard working men and women 
doing an intense job in often confined, hot 
and high pressure environments, and are 
often on display. As a chef in my previous 
life, I still believe the key is to look more 
like a well presented, clean professional 
rather than placing fashion above function.” 

Hong Kong based Chef Works designs, 
develops and manages uniform and culinary 
apparel programmes for companies around 
the globe. Winnie Cheng, its operations 
manager, also feels that there should be a 
balance between design and functionality in 
uniforms. “In addition, the ease of uniform 
replenishments needs to be taken into 
consideration,” Cheng states. 

“We believe that all hotels and F&B 
outlets can benefit from having a brand 

of uniform. At Chef Works, we have a 
huge collection of items for just-in-time 
replenishment, ranging from back of 
house to front of house. Generally, for 
back of house, durability plays a big role as 
uniforms are exposed to harsher elements 
and are less guest facing. However, the 
cost that goes into front of house is 
usually higher. If there is a high turnover 
in uniform replacement, it will have 
an impact on hospitality budgets. Chef 
Works has focused more on fabrics that are 
comfortable, lightweight, and can hold up 
well to various laundry standards.” 

worn with Pride
“The test of a well designed uniform 

is if employees are willing to go out in it,” 
says Kok. “Many work long hours and 
have to wear their outfits travelling to 
work or on breaks. If it looks too much 
like a uniform, they don’t want to wear 
it out in public. If they like their outfit, 
they will be proud to wear the uniform on 
behalf of their company, even when they 
are not working.” 
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ode to nature
 Revol has added new products to 
its Arborescence wood effect porcelain 
table top collection. Inspired by the 
natural veins in wood, the Arborescence 
collection is hand-made, making each 
piece unique. The high end dinnerware 
is also scratch and stain resistant. Its  
durable construction is oven, microwave, 
freezer and dishwasher safe. The latest 
additions to this line include salad bowls  
and large cups now offered with saucers 
designed for the buffet setting in three 
finishes: ivory, pepper and liquorice. 
The cups are perfect for hot beverages, 
consommés, soups and appetisers 
(www.revol-pro.com) 

Poolside 
escape 
 Stylish, comfortable and 
luxurious,the Mercury lounge-
cum-sunbed from Tuuci is a great 
addition to the poolside. The frame, 
built to last, is in either armour-wall 
aluminium marine-grade alloy or 
dura-teak – wood-grain polymer 
construction. Privacy panels and 
drapes add a sense of peace and 
solitude and are complemented 
with a stylish line of high-quality 
cushions and bed coverings. 
(www.Tuuci.com)

Perfect 
welcome
 Xanthic from Bentley Europe is a 
Dutch designed stylish wooden welcome 
tray with integrated kettle; theft proof, 
the cable can be fixed to base of tray. 
Easy to clean, the tray has four spaces or 
indentations for sachets and spoons.  
The strong lacquer minimises scratches 
and stains and is available in natural, 
cherry and dark mahogany. 
(http://www.bentleyeurope.com) 
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Purple is the new Green
 Purple tea, processed in the green style, is widely believed to have more antioxidants than 
any other tea, even green tea. The benefits, reportedly are the same as those found in fresh fruit 
and vegetables. Purple tea specifically contains the flavonoid anthocyanin, which gives the tea 
its distinctive purple leaves and its antioxidant properties. Keeping in mind this new health trend 
Marks & Spencer has added the colour purple to its line of teas. Says Madeleine Lovett, M&S 
tea expert, “Green and herbal teas are becoming very popular and purple tea is an interesting 
new style tea for our customers to try and enjoy. We know that customers are keen to try 
more purple foods as they have heard lots about their potential health benefits - so we have 
combined two - purple tea & blueberry, to create a delicious new drink.”

Bubbly time
 Two winners from Zieher: Konkret 
bowl and Vaganza champagne flute. 
The double walled large bowl with a 
diameter of 100cm is light enough for 
one person to carry (when empty). 
It comes with a galvanized, powder-
coated steel rack and is available in 
light and dark grey, in five sizes. The 
filigree champagne flute – Vaganza – is 
hand blown and 33.5cm tall but only 
5cm in diameter. The slim and elegant 
glass is also available coated in either 
gold or platinum. (www.zieher.com)

C

M

Y

CM

MY

CY

CMY

K

TXC17_210x146_Asia Hotel and Catering Times.pdf   1   20/4/2017   11:43 AM



 48 AHCT May/June 2017

 Culinary news

spice trail
 Carousel at the Royal Plaza on Scotts, 
Singapore’s popular buffet restaurant, from 
27 May to 24 June, is making way for a 
‘Taste of Thailand’ with three guest chefs 
from The Dhara Dhevi Chiang Mai, Thailand. 
Headlining the effort is head Thai chef of 
The Dhara Dhevi, Chef Chanin Jakkased, 
a veteran of the industry specialising in 
Northern Thai cuisine.  
(www.carouselbuffet.com.sg)

le French GourMay returns
 Le French GourMay, festival of French culinary and wine culture 
returns to Hong Kong and Macau throughout May. This 9th edition 
pays homage to Champagne region and has the support of over 120 
restaurants, 93 shops and 56 importers. In addition 12 workshops 
focusing on Champagne will be part of the festival hosted by organisations 
like Alliance Francaise de Macao, Hong Kong Sommelier Bartender 
Training College and Hong Kong Wine Academy. To mark the event, The 
Parisian Macao’s classic French Brasserie restaurant is offering a specially 
created, champagne paired four-course Le French GourMay menu for the 
month. (www.ParisianMacao.com; www.frenchgourmay.com)

somerdale  
cheese showcase
 Somerdale International, a leading exporter of British 
cheese will showcase the ‘best of British cheese and 
dairy products’ at HOFEX, (8-11 May) at the Hong 
Kong Convention & Exhibition. Besides British cheeses, 
Somerdale will also shine the spotlight on their butter and 
cream products. Says Stephen Jones, director, Somerdale 
International, “There is an ever growing demand for high 
quality dairy products in the fast developing Asian markets 
and we are witnessing increasing interest in British cheese. 
We have a great story to tell in relation to product quality, 
environmental standards and provenance.”  

rich and creamy
 Nush a delicious, rich and creamy dairy-free 
yoghurt made from artisan organic Sicilian almond 
milk is available in four flavours:  natural, caramel & 
hibiscus, blueberry and peach melba. The natural 
flavour of the almond milk is balanced with acidity 
produced by probiotic vegan yoghurt cultures that are 
aged with the ‘milk’ during production. Born out of a 
passion to produce the finest quality, ethical dairy-free 
products, the London based company also produces 
organic cashew milk yoghurt in three flavours: natural, 
strawberry and vanilla. (http://nushfoods.co.uk/)
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Four-days-a-week roast
 Adding to Bangkok’s dining scene this season, is 
Flavors at Renaissance Bangkok Ratchaprasong Hotel 
with its roast specialities. On the menu: garlic and black-
olive roasted lamb shoulder, wagyu rump slow-roasted with 
garlic and rosemary, stuffed-pork loin roulade with ratatouille 
and ko moo yang, Thai-style slow-roasted pork neck. 
(renaissancebangkok.com)

Guilt-free ice cream
 Miiro is a chocolate-coated ice cream bar, quite like the 
Magnum, that is suitable for both vegans and vegetarians. 
Free of dairy, gluten, sugar, soya and eggs, the ice cream is 
sweetened with dates and coconut sugar and then coated 
with raw chocolate; less than 150 calories. Available in 
three flavours - salted caramel, vanilla & peanut butter and 
chocolate & hazelnut. (www.miiro.com)
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 EvEnts

Date

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

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

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

event Details ORGaniseR

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

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

May 31-June 4 2017

May 31-June 4 2017

World of Coffee & tea

World of Foodservice

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

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

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

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

May 31-
June 4 2017

May 31-
June 4 2017

tHaiFeX-World of 
Food asia

World of seafood

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

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

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

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

 June 1-2 2017

august 11-13 2017

World of Food safety 
Conference

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

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

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

July 18 -20 2017 speciality & Fine 
Food asia 2017 and 
speciality Chocolate 
asia 2017
suntec Convention 
& exhibition Centre, 
singapore

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

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

september 5-7 2017 Restaurant & Bar 
Hong Kong 2017
Hong Kong 
Convention & 
exhibition Centre, 
Wan Chai, 
Hong Kong

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

september 7 2017 Hotel Management 
asia summit 
Hong Kong

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. 

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

september 27-29 2017

september 7 2017

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

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.

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

October 18-20, 2017 Hotel investment 
Conference asia 
Pacific (HiCaP)
interContinental 
Hong Kong

For over 25 years, HICAP has been the annual gathering 
place for Asia-Pacific’s hotel investment community, 
attracting the most influential owners, developers, 
lenders, executives, and professional advisors from 
around the globe. Make new contacts, strengthen 
existing relationships, learn, or orchestrate a deal at 
HICAP. With energetic sessions and workshops and 
unrivalled networking events, HICAP presents the 
opportunity to meet and connect with the people who 
really matter. 

Hosted by BHN, Horwath HTL, and Stiles Capital 
Events
Tel: +1 714 540 9300
Email: marketing@burba.com
www.HICAPconference.com

august 17-21 2017 HKtDC Food expo Nearly 1,400 worldwide suppliers are expected to gather 
at the 28th edition of HKTDC Food Expo with an 
exciting range of delicacies for both trade buyers and 
members of the public. On the first two fair days (17 
and 18 Aug), the Trade Hall is dedicated to trade buyers 
to source food and beverage products. Also featuring 
are group pavilions from around the world. Perfect 
opportunity for sourcing quality food and beverages 
products. Concurrent events: HKTDC Hong Kong 
International Tea Fair, HKTDC Home Delights Expo, 
HKTDC Beauty & Wellness Expo, International 
Conference of the Modernization of Chinese Medicine 
& Health Products.

Hong Kong Trade Development Council
Tel: (852)1830 670
Email: hkfoodexpo.visitor@hktdc.org 
www.hktdc.com/hkfoodexpo
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 Exhibitions

Food&HotelVietnam2017,  25-27 April, concluded on an 
upbeat note. Spread over 11,100sqm at the Saigon Exhibition 
& Convention Center (SECC), it welcomed 514 exhibitors, 
20 international group pavilions and 12,842 regional trade 

visitors. Under one roof were showcased food ingredients and products, 
beverages, food service equipment, kitchen equipment, hotel amenities, 
and more. 

Exhibiting  at the show were well-known brands like Abbotts & 
Delaunay, Allied International, Anchor Food Professionals, Brunner-
Anliker, Charles Wembley, Chinatown Food, Fonterra Australia, Freser 
International, FrieslandCampina, Hobart, Kim’s Chocolates, and 
NH Foods Australia. New exhibitors this year included Aco Polycrete 
from Australia, Chocolaterie Smet from Belgium, British Columbia 
Blueberry Council from Canada, Modular Professional from Italy, and 
Tong Garden Food from Singapore.

The show welcomed 387 group delegations over three days from 
top hotels, restaurants, food retailers and wholesalers, supermarkets and 
hypermarkets including Majestic Saigon Hotel, Rex Hotel, Pullman 
Saigon, New World Hotel, AnNam Gourmet Market, Hoang Yen 
Group, Golden Gate Group, Sedona Suites, MM Mega Market and 
Red Circle Vietnam.

From hotel investment opportunities to insights into Vietnamese 
cuisine, from food and wine pairing to butchery training, FHV2017’s 
conference programme provided several opportunities to network and 
learn. An important part of the exhibition were the competitions: 
Vietnam Culinary Challenge (VNCC) and Vietnam Barista & Latte 
Art Competition (VBC & VLAC). VNCC was an innovative cooking 
competition that had enthusiasts spotlight their talent in front of a live 
audience. The coffee competitions got a lot of attention too; Le Hoang 
Duy from Perfetto Vietnam emerged victorious at the Vietnam Barista 
& Latte Art Competition and will represent Vietnam at the regional 
Barista Super Duo Challenge, at Food&HotelAsia2018 in Singapore.

Record turnout
Vietnam’s largest ever food and hospitality exhibition, 
FHV2017, was an unequivocal success 

www.asianhotelandcateringtimes.com
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 Exhibitions

Connecting 
professionals

The 26th HOTELEX Shanghai, co-organised by China 
Tourist Hotels Association (CTHA) and UBM Sinoexpo 
Ltd., was held at Shanghai New International Exhibition 
Centre (SNIEC) on 31 March. The mega show hosted a 

number of thematic pavilions spread across 24 indoor and outdoor 
exhibition halls with a total area of 220,000sqm covering catering 
equipment, hospitality supplies, tableware, textile, appliance and 
amenities, fitness and leisure, coffee and tea, bakery and ice cream,  
food and beverage, wine and spirits, and more. 

It was a one-stop purchasing experience for buyers looking for 
high-end hospitality and catering items. This year’s show delivered a 
22.98 per cent growth with 143,500 professional visitors taking part. 
It also registered a 47.49 per cent increase in international trade visitors 
including 4,814 from 125 countries and regions. The show attracted 
more than 2,352 leading brands from mainland China, Hong Kong, 
Macau, Taiwan, Italy, Spain, USA, Germany and Japan among others. 
The day also saw several coffee events patented by the World Coffee 
Events (WCE): Barista, Latte Art, Cupping, Roasting, Brewers Cup 
and WCE All Stars. Other competitions included World of Bread 
Contest China Selection, China Gelato Championship,  
China Pizza Championship and a brand-new Shanghai International 
Coffee Festival.

HOTELEX Shanghai 2017 saw double digit growth and 
successfully connected global Horeca professionals

www.asianhotelandcateringtimes.com



Asia Pacific’s Essential Hotel Conference Since 1990

18-20 OCTOBER 2017

Hosts:

www.HICAPconference.com

PATRONS
Al Marjan Island
Carlson Rezidor Hotel Group
IHG
JLL
Jumeirah Group

PLATINUM SPONSORS
AccorHotels
Baker McKenzie
Frasers Hospitality Pte Ltd
Hilton
Marco Polo Hotels
Marriott International 
Meliá Hotels International
Moroccan Agency for Tourism 
    Development - SMIT
Paul Hastings LLP
Proskauer
Sidley Austin LLP
STR
WATG / Wimberly Interiors
Withersworldwide
Wyndham Hotel Group 
YOTEL

MEDIA SPONSORS
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Hotelier Indonesia | Hoticom 
    Media International 
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JETSETTER Magazine
Sleeper
 
SUPPORTERS
IFC       ISHC        ITP       PATA

Patrons, Sponsors, and Supporters as of 24 April 2017
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 Exhibitions

COMING UP 
SpEciaLiTy & FinE FOOd  
aSia 2017 and RESTauRanT  
pub & baR aSia 2017
18 -20 July 2017
Suntec Singapore Convention  
& Exhibition Centre
1 Raffles Boulevard, Suntec City,  
Singapore 039593
team@speciality-asia.com
www.speciality-asia.com; www.rpb-asia.com

The countdown to Southeast Asia’s most exciting F&B 
trade shows at Suntec Singapore, 18-20 July, has begun:  
Speciality & Fine Food asia (SFFa) and Restaurant pub 
& bar asia (Rpb asia), two brand new trade shows set 

to inspire the F&B, hospitality, retail and foodservice industries in 
the region. SFFA is the inaugural Asian edition of  London’s famous 
Speciality & Fine Food Fair – a dedicated platform for gourmet, 
artisan and premium food producers and suppliers to meet trade buyers 
in Europe. For 17 years, it has also played a pivotal role in unveiling 
new brands and inspiring exciting trends. The Asian edition hopes to 
replicate the London success.

Rpb asia, created in response to demand from the restaurant, pub, 
bar and hospitality industries, is the very first trade show of its kind to 
focus solely on the needs of this sectors in the region. Located alongside 
SFFA, it will allow trade visitors to explore both events under one roof. 
Both shows are jointly organised by Montgomery Asia and UK-based 
Fresh Montgomery.

EVEnT HigHLigHTS
Highlights include: Start-up Village (dedicated zones showcasing 

over 50 up-and-coming artisan F&B producers and suppliers); Fine 
Food Live (chefs’ demo theatre covering latest flavour trends, menu 
design styles and topical issues such as sustainability and provenance); 
centre Stage (masterclasses and demos for wines, cocktails, other 
alcoholic beverages and coffee); and business Mentoring area (free 
one-on-one practical advice on various business aspects from SME 
experts). The inaugural SFFA will also feature The Great Taste Awards 
– a globally recognised benchmark for the world’s best food and drink, 
described as the ‘Oscars’ of the food world; it is organised by the Guild 
of Fine Food. Visitors will be the first in Southeast Asia to see and 
sample over 200 Great Taste award-winning products.

SOuRcE, diScOVER, nETwORk
Promising an unrivalled line-up of over 100 brands from more than 

15 countries across Asia Pacific and Europe, the shows are a must for 
owners, retailers, chefs, sommeliers, mixologists, baristas and other F&B 
professionals to source the latest products, discover new trends and 
network with the industry’s finest. 

inspiring 
the industry

C

M

Y

CM

MY

CY

CMY

K

www.asianhotelandcateringtimes.com



C

M

Y

CM

MY

CY

CMY

K



 58 AHCT May/June 2017

 Appointments

Q&A
ROLAND FASEL
Chief Operating Office, Aman

 Bjorn Richardson is the newly appointed general 
manager of 137 Pillars Suites & Residences Bang-
kok. A Swedish national and seasoned professional, 
Richardson has lived in Thailand for more than 20 
years and has held senior positions throughout the 
kingdom and region. Prior to joining 137 Pillars 
Suites & Residences, he was general manager of 
Oakwood Residence Bangkok. And before that he 
played senior executive roles at The Siam City Hotel 
Bangkok, Sunway Lagoon Resort Hotel in Malaysia, 
Anantara Resort & Spa Golden Triangle and Pattaya 
Marriott Resort & Spa. Says Richardson, “We will 
offer timeless experiences that involve music, fashion, 
art, culture and history with hospitality being the 
common bond. By adhering to rigorous standards 
and focusing on the human touch in every inter-
action with our guests, we wish to create a warm 
homely environment, where guests feel truly welcome 
and at ease.” 

Formerly the general manager of The Dorchester 
and regional director, UK, for Dorchester  
Collection, Roland Fasel, has over 25 years of  
experience within the luxury hospitality industry. 
He has opened, renovated and repositioned hotels 
across three continents and is a graduate from Ecole 
hôtelière de Lausanne in his native Switzerland. At 
Aman, Fasel will oversee all facets of Aman’s ihotel, 
resort and private residence operations and will help 
define the future vision and strategy. Fasel will work 
closely with chairman, Vladislav Doronin, to  
develop the brand.

WHAt mADE yOU mOVE tO AmAN?
 Aman, with its pioneering spirit and uncompromisingly bespoke 
approach, has always been a brand that I have admired. I am looking 
forward to leading the team and steering the brand as it continues its  
gentle evolution and enters into its third decade. 

WHAt ARE yOUR pRiORitiES?
 The continued integration of Aman Wellness, the forthcoming 
introduction of a new culinary concept and a robust pipeline of 
development projects are all high on my agenda. However, maintaining 
an ever-closer connection with our guests and continuing to enrich their 
experience remains the number one priority and is something that Vladislav 
Doronin places great emphasis on. 

 Blink Design Group has appointed Rengy John 
and Clint Nagata as co-CEOs, marking a new  
chapter for the luxury hospitality design firm.
 Rengy moves to Blink from Wilson Associates 
– his 14 years with company saw him ending his 
innings as managing director of the operations in  
Singapore and Shanghai. On his move to Blink, 
Rengy says, “There is tremendous potential. As a 
young firm, Blink is dynamic and agile, which is a 
great fit for the new generation of hospitality  
entrepreneurs with whom we are working.” Clint, 
who joins Rengy as co-CEO of Blink, affirms the 
decision for a dual-leadership model: “The  
collaborative model plays to our individual strengths 
and enables greater effectiveness. At the same time, 
we can count on each other’s insight for future  
business decisions and challenges as we expand.” Also 
joining the company as CFO is Kee Choon (KC) 
Lee. KC served as the CFO of Baker & McKenzie for 
its Singapore, Indonesia and Malaysia offices.

(Left to right) Co-CEOs Rengy 
John & Clint Nagata with 

CFO Kee Choon Lee
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TRANSFORMING HOSPITALITY BY BUILDING

LASTING CONNECTIONS
Copyright ©2017 Agilysys NV, LLC.

852.2526.1750
sales@agilysys.com

www.agilysys.com

TAKE YOUR POS MOBILE TODAY!
CONTACT AGILYSYS AT 852.2526.1750

Transform Your POS Business
You already know that POS mobility will improve overall guest 
experiences by reducing wait times. Whether for linebusting 
or accepting orders and payments anywhere on property, your 
business demands state-of-the-art POS mobility with the same 
seamless functionality as a stationary terminal.
 

  Streamline operations
  Reduce wait times
  Improve guest experience
  Accept payments anywhere on property
  Maximize revenue




