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Four ASEAN nations can finally flex their tourism muscle – 
Cambodia, Laos, Myanmar and Vietnam – stepping out of the 
shadows of the big hitters: Thailand, Indonesia, Malaysia and 
Singapore. All four have seen their tourist arrivals rise considerably 
and investment in the tourism sector take off; tourism remains a key 

growth sector in ASEAN despite other economic challenges. There’s interest in 
these four market not just from Europe and America but from Asia as well.  Our 
market report on page 14 shines the light on where they stand.
 Another growth area in Asia is the concept of Integrated Resorts (IR)
that emerged in Las Vegas as casinos with hotels attached and, has morphed 
in Asia into IRs with convention facilities, theatres, arenas, spas and retail 
outlets. Singapore’s The Marina Bay Sands and Resorts World Sentosa being 
the perfect examples. IRs if planned correctly add to the destination. In fact, 
Dr. Glenn McCartney, professor in international integrated resort management 
at the University of Macau believes ‘IRs should be part of a broader tourism 
development master plan to rejuvenate an area or to enhance tourism’. 
For more turn to page 10.
 Technology, meanwhile, has us delving into cloud computing and SaaS that 
have helped streamline operations in the hospitality sector, page 18.
 A peek into the kitchens has us exploring gluten-free options (page 28) and 
speciality teas (page 34). We also take a look at the latest equipment – from 
coffee-machines to ice machines and knives. Plenty of inspiration in this issue.

Managing Editor
Neetinder Dhillon
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Another Vitamix Aha: triumphant textures.
It’s the blender trusted by more professional chefs for a reason—it can unlock the 

hidden flavors of almost any ingredient and inspire you to creativity like never before. 
For taste, texture and consistency, chefs prefer the unparalleled performance of Vitamix. 

Engineered to change your life. Let us help your business at vitamix.com/commercial.
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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

 Industry news

streamlining 
Connectivity 
 FCS Computer Systems’ integration of its FCS 
Unicorn call accounting and interface gateway solution 
with CosmoPMS, is good news for hoteliers as it helps 
streamline operations such as guest reservations, rate 
pricing and room availability. The integration will help 
hotels attain full operational efficiency via seamless 
communication and management of back-end 
systems and services. This new feature not only offers 
instant connectivity and integration with FCS’ full line 
of operations enhancing solutions, but also provides 
streamlined and centralised access to data from a host 
of third party platforms such as PABX, guest internet 
and keycard issuing platforms. Thus ensuring that all 
data can be seamlessly accessed and stored within one 
solution. (www.fcscs.com)

Hospitality  
technology Pioneers
 Hospitality Financial and Technology Professionals has 
announced Keith Gruen, Hiroo Ichii and Dr. Ravi Mehrota as the 
2017 Hospitality Technology Award of Merit recipients. The 
three were chosen for their unique contribution to hospitality 
technology, and were recognised at the 45th Annual Hospitality 
Industry Technology Exposition and Conference in Toronto, 
Canada recently. HFTP created the Technology Award of Merit 
to recognise hospitality technology pioneers who have made a 
significant innovation or breakthrough. Recipients are selected 
by members of HFTP’s International Hospitality Technology Hall 
of Fame, a group of industry professionals. Keith Gruen was 
recognised for his work in developing the early, widely-adopted 
PMS system, Fidelio. Hiroo Ichii was recognised for his work 
in developing ground-breaking communication networks for 
the hospitality environment. And Dr. Ravi Mehrotra, currently 
president, founder and chief scientist at IDeaS Revenue 
Solutions, was recognised for his leadership in the field of 
predictive analytics, forecasting and dynamic price optimisation. 
(www.hftp.org) 

Kafnu shared spaces 
 Next Story Group is busy reimagining of urban spaces 
– it has announced two Kafnu urban community hubs  
one each in Hong Kong and Taipei this year. A blended 
space, it is designed for the new generation of creators, 
from entrepreneurs and remote workers to artists and global 
nomads, bringing together the best aspects of co-working, 
co-living, hotel, retail and private club.
 Kafnu is named after a village in India where people go 
to start Himalayan hikes; a base camp so to speak. Just 
like travellers go to Kafnu to begin their real journeys, Kafnu 
wants its spaces to be the base camp for entrepreneurs, 
creators, and artists on their metaphorical journeys. Each 
location it is hoped will organically develop into a unique 
community for both locals and visitors. Facilities include 
shared work spaces, meeting rooms, communal lounges and 
kitchen areas, private sleep pods, gymnasium with personal 
trainers, and a craft whisky bar. Morris Sim, chief marketing 
officer of Next Story Group explains, “The new generation in 
Asia lives in shades of grey: working, playing, living, learning, 
and resting all blend together in their worlds. Kafnu is a 
concept designed precisely for their lifestyles. They have 
different needs, so we built a different space just for them.”
 In Hong Kong, Kafnu will open within the luxury Kerry 
Hotel in the Hung Hom area of Kowloon, while in Taipei, it 
will occupy a 12-storey building in the vibrant Songshan 
neighbourhood, just three-minutes drive from the city airport. 
(www.kafnu.com)

suite on scotts
 In Singapore, the Royal Plaza on Scotts has 
introduced a brand-new versatile, event space, 
Scotts Suite located at the second level of the 
hotel, just above the bustling city with a balcony 
overlooking the busy Scotts Road. Its wide variety 
of event set-ups can accommodate up to 80, and 
full-length glass windows allow for natural light to 
brighten the space by day. Adjacent to the main 
event space is Scotts Lounge, a common area 
for buffet spreads or mid-afternoon coffee breaks 
provided by the culinary team behind the award-
winning buffet restaurant, Carousel. Two breakout 
rooms, equipped with large meeting room tables 
and chairs, are also located within the area and 
easily accessible for group discussions. The 
outdoor space at Scotts Suite features a gazebo, 
set in a zen-inspired outdoor garden – great for 
intimate weddings and celebrations. 
(www.royalplazagroup.com.sg)

stylish in Hoi An
 A major expansion, refurbishment and rebranding 
has seen Essence Hoi An Hotel and Spa morph into 
the elegant  La Siesta Resort and Spa Hoi An. The 
property, owned and operated by leading Vietnamese 
boutique hotel brand Elegance Hospitality Group (EHG), 
recently unveiled besides its name change, a brand-
new East Wing. The luxurious 37-room annexe includes 
a spa, saltwater pool and a fine-dining venue. Duplex 
suites with expansive balconies overlooking the pool 
and premium terrace suites with private Jacuzzis are the 
draw. The new wing blends seamlessly with the existing 
colonial-style west wing. (www.lasiestaresorts.com)

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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Artist in residence
 As the cultural and political centre, Beijing is unique in its art 
scene that spans from grassroots artists’ enclaves to the studios 
of world-class painters, sculptors, filmmakers, writers and more. At 
Four Seasons Hotel Beijing, art is a part of life, a philosophy that is 
encapsulated in the Artist in Residency programme, the first of its kind 
among international hotels in the city. Connect & Transform: 2017 
Spring/Summer Collections is the work of free-spirited painter Cui 
Fenghua, artist in residence since October 2016. During her tenure, 
Cui has created dozens of stunning pieces of art, while donating a 
portion of each sale to the non-profit organisation Educating Girls of 
Rural China. In Connect & Transform, she creates across a broad 
range of disciplines, from installation pieces to sculpture, multimedia 
works to paper creations, using any number of found objects, including 
paper, pearls, rare stones, silk, fur, wine corks, dirt, tree branches, and 
things she collects from the people she meets in the hotel. Cui uses 
her experiences mingling with hotel guests as inspiration for her works, 
which will be on display throughout Four Seasons Hotel Beijing. 
 It has been said that the wisest among us are those that know 
they know nothing at all. This philosophy guides Cui’s brush, and her 
explorations and attempts to understand the world around her. 
To fully appreciate her talent, the viewer must step back and observe 
the pieces from a broader perspective, a perspective in which each 
of us is mortal, and each of us stands alone in the face of a vast, 
unknowable universe.

 Industry news

 FMC Exhibition Company Limited has announced the first Belt and Road 
International Food Expo (BRIFE) 2018. BRIFE hopes to become the landing platform 
providing a one-stop food trade and investment co-operation for the seventy countries 
that have signed up for the Belt and Road. The aim is to facilitate unimpeded trade 
and promote the food industry. Under Secretary for Home Affairs, the Government of 
the Hong Kong SAR  Florence Hui explains, “the first BRIFE will provide a ‘one-stop 
shop’ professional food trade platform for the Belt and Road countries, and create 
and drive business along the Belt & Road.” BRIFE will have several themes: steering 
world food industries to new opportunities, food trade hall, snack food hall, halal food 
hall, investment hall and professional service hall. Seven consul-generals ( Indonesia, 
Pakistan, Zimbabwe, Malaysia, South Africa, Vietnam and Italy) in Hong Kong will serve 
as the Honorary Advisory Board. www.brifexpo.com

First Belt and road International Food expo 2018

V&B_210×297_Delice_EN_path.pdf   1   17/6/8   14:45
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Integrated resort complexes are 
emerging throughout Asia as stand-
alone casino properties that are 
developing into integrated resorts 

(IRs) with convention facilities, theatres, 
arenas, spas and retail outlets.

“An Asian destination without a casino 
resort is now the exception,” says Dr. Glenn 
McCartney, professor in international 
integrated resort management at the 
University of Macau.

“IRs should be part of a broader tourism 
development master plan to rejuvenate an 
area or to enhance tourism by bringing 
more conventions or visitors attracted to 
events or entertainment,” he argues.

“Marina Bay Sands IR in Singapore is a 

Integrated 
ResoRts 

A relatively new concept, integrated resorts have moved on from being 
casino-centric venues (essentially a casino with a hotel attached) to being 
‘a district that is fully integrated with amenities and operates as a fluid, 

market-driven space’. Donald Gasper talks with experts on the topic 
about how such resorts are developing in the Asian context.

good example showing business, residential 
and leisure complexes as part of an overall 
strategy and vision. 

The main economic benefits are 
gaming and non-gaming taxes to the 
government and the vast numbers of locals 
that will be employed as a consequence 
of the development. If planned correctly 
the IR and its various brand partnerships 
throughout – be it a theme park, retail, 
restaurants or shows – can enhance the 
image of the destination.”

CultuRal ConneCtions 
 Las Vegas has been building integrated 
resorts for the past 50 years but it didn’t 
brand its casinos as integrated resorts. 

Asian IRs cannot simply copy foreign 
models. Costly mistakes have been made 
by gaming industry operators in Las Vegas, 
Macau and Singapore, explains McCartney. 
 The issue is essentially a cultural one, 
knowing the habits and motives of an Asian 
audience compared to a Western one – 
culture has many layers.

Take just one cultural component 
of food – this is a major issue within 
Chinese and other Asian audiences and 
can influence other decision-making 
criteria. As an example, China is as large 
as Europe in terms of landmass, but in the 
way you would say that Portuguese food 
is different to German food, so there is a 
need to recognise the diversity of tastes, 

ingredients, cooking styles, food delivery and menus across the 
whole of China. Over the years Macau has attempted bars and 
nightclubs but, given the visitor market is mainly from China, 
development has been limited, says McCartney.

“The challenge Macau continues to have is finding the right 
type of showroom entertainment that will draw consistently 
large audiences,” says Dr. Andy Nazarechuk, an expert on 
integrated resorts now based in Subic Bay, the Philippines. “It 
will take more time for both Macau’s integrated resorts and its 
customer base to mature and take full advantage of the wide 
range of experiences offered in Macau.” 

singapoRe sling
Singapore created the term integrated resort. Singapore’s IR 

is a new and positive brand name that makes it easier for the 
public to support a comprehensive facility that also includes a 
casino, Nazarechuk explains.

Singapore’s Marina Bay 
Sands brings together 

business, residential and 
leisure complexes as part of  

an overall strategy and vision

Dr. Andy Nazarechuk, an expert on integrated resorts,  
based in Subic Bay, the Philippines
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“The Marina Bay Sands and Resorts 
World Sentosa are two of the best integrated 
resorts in the world,” he declares. “The 
Marina Bay Sands features one of the largest 
convention and exhibition centres in the 
region and attracts professional visitors who 
attend a conference and enjoy the facilities. 
Singapore built an integrated resort with a 
casino, not a casino with a resort.”

Macau and Singapore are two very 
different IRs, says McCartney. “Singapore 
firmly put tourism development as a major 
assessment within the bid criteria for an IR. 
Macau lacked this through its liberalisation 
process, but Singapore had the ability to 
learn from Macau.” 

“I believe Asian IRs have been evolving 
in the past decade. Even Las Vegas IRs have 
been learning from Macau and Singapore 
IR developments in order to cater for Asian 

If  planned correctly the 
IR and its various brand 
partnerships throughout 

– be it a theme park, 
retail, restaurants or 

shows – can enhance the 
image of  the destination 

Dr. Glenn McCartney, professor,  
University of  Macau.

audiences better.  Again it’s about what 
cultural components can work and which 
ones will not, be it a retail brand or an 
event. IR development from Las Vegas to 
Asia has been a continuous learning process 
especially since Macao’s casino liberalisation 
in early 2000. 

It is still a process of learning and 
adapting given changing trends and 
globalisation – but of course ensuring that 
the IR that opens has predicted all these 
elements more precisely to attract visitation. 
An IR should not remain static – there 
needs to be a constant revaluation on the 
many products and services on offer, and 
not on offer.”

“Every country in the region, if not 
the world, wants an integrated resort just 
like the ones in Las Vegas, Singapore, and 
Macau,” says Nazarechuk, asked where the 

next IRs are likely to emerge. “If a country 
has a population that would have income 
levels necessary to financially support an IR, 
then it is possible. If a country is already a 
major tourism destination, that is another 
positive factor. 

He adds, “Regulatory controls, tax 
structures, workforce issues, government 
stability, infrastructure quality, and 
community support are just a few of 
the things that operators review before 
considering the construction of a 
multibillion dollar IR. Integrated resort 
operators want long term stability along 
with a strong return on investment. 
Japan meets or exceeds nearly every factor 
that operators require when seeking 
new developments. Japan is the hottest 
destination for an IR and the region will be 
watching the process closely.” 

Dr. Glenn McCartney, professor 
in international integrated 
resort management at the 
University of  Macau
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 Market report

Amy Do, head of  business development at 
Hoiana, an integrated tourism destination project 
(left and above)  in Vietnam

Most international brand hotels 
are focusing on Cambodia as 
a must-visit destination for its 
temples and unique traditions

The Association of Southeast 
Asian Nations (ASEAN) has 
10 member states, but fully 
half of these nations – Brunei, 

Cambodia, Laos, Myanmar (Burma), and 
Vietnam – have long been languishing in 
the shadows of the other five. This is true 
economically and politically as well as in 
terms of tourism.

As the region’s tourism powerhouse, 
Thailand recorded 29,923,000 international 
arrivals in 2015, according to the World 
Bank. Malaysia was not far behind, with 
25,721,000 arrivals, followed by Singapore 
with 12,051,000) and Indonesia with 
10,407,000. The feather in Indonesia’s 

Stepping out of  
the shadows

Cambodia, Laos, Myanmar and Vietnam are slowly but surely 
finding their place in the sun, writes Michael Taylor

cap, of course, is Bali, which accounts 
for a disproportionately large share of the 
country’s foreign tourists.

Interestingly, Vietnam actually out-
performed the Philippines in 2015, with 
7,944,000 international arrivals against 
5,361,000 for the Philippines. Cambodia 
had 4,775,000, Myanmar 4,681,000, and 
Laos 3,543,000. Brunei welcomed a paltry 
218,000 foreign visitors that year.

According to Vietnam’s Ministry of 
Culture, Sport & Tourism, the number of 
international visitors has continued to grow, 
reaching 10 million in 2016, for a 25.7 per 
cent year-on-year increase over 2015.

“That momentum has continued into 

2017 – a record 3.2 million foreign arrivals 
were reported in the first quarter, a 29 
per cent increase from the same period 
in 2016,” says Amy Do, head of business 
development at Hoiana, an integrated 
tourism destination project that will include 
premium hotel and resort facilities. The 
project will be launched in three phases, 
with the first phase scheduled to be 
launched by 2019.

“Bali and Thailand are great destinations 
and have been popular for some time, 
but tourists are increasingly looking for 
something different, and Vietnam is finally 
getting its share of visitors…”

The Thai-based Onyx Hospitality 

Group is scheduled to enter the Vietnamese 
market with a 364-room property along the 
country’s spectacular central coast in 2018.

“Ozo Hoi An marks our first step 
into Vietnam, where we are keen to 
have a stronger presence for our range of 
brands,” says Douglas Martell, CEO, Onyx 
Hospitality Group. 

“In addition, Amari will continue its 
expansion into Laos with Amari Vang 
Vieng, which will feature 160 rooms, 
Amari’s signature Amaya Food Gallery, 
Breeze Spa and creative meeting venues.”

Martell believes both Vietnam and Laos 
have considerable tourism potential.

“As part of our on-going journey to 

become the best mid-sized hospitality 
company in Asia, the regional expansion 
plan for these two markets represents a great 
opportunity,” Martell says. “We continue 
to see the rise of tourism and the growth of 
the economies in Laos and Vietnam. So, we 
will look at opportunities to increase our 
presence in these countries.”

Cambodia
According to the Ministry of Tourism, 

Cambodia’s tourism industry grew by 
14.2 per cent during the first quarter of 
2017 compared to the same period the 
year before, with China, Russia, Vietnam, 
the United States, France, and Britain 

accounting for the lion’s share of visitors to 
the country. “Chinese tourists led the pack 
among foreign tourist arrivals during the 
first half of 2016 with a 14.3 per cent year-
on-year increase, followed by modest rises 
in the number of Russian and Vietnamese 
tourists,” says Indra Mani, general manager 
at Shinta Mani Hotels, which currently 
operates two properties in the country.

“Most of the upmarket or international 
brand hotels are focusing on Cambodia as 
a must visit destination, not only for its 
amazing temples of Angkor, but also due 
to the unique tradition of Khmer people 
as well as other creative places to visit like 
galleries, workshops and many others.”

The Shinta Mani experience.
(Bottom left)  Indra Budiman, 
general manager at Shinta Mani 
Hotels
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myanmar
Formerly known as Burma, 

Myanmar had long been something of an 
international tourism pariah because of its 
repressive military dictatorship, which held 
power from 1962 to 2010. As late as 2006, 
fewer than 270,000 foreign tourists visited 
the country.

When the political climate started to 
improve in early 2010, foreign countries 
started lifting economic sanctions, and a 
sharp rise in inbound tourism followed. 
Myanmar has proved immensely popular 
with foreign tourists in recent years.

“Myanmar’s economy is expected to 
continue to grow and in tandem with it, the 
country’s tourist arrivals,” says Chu Chee 
Seng, general manager of Keppel Land 
Hospitality Management, which operates 
the 797-room Sedona Hotel Yangon, a 
Preferred Hotels & Resorts property, which 
is situated in the nation’s former capital, 
Yangon (Rangoon).

In addition to its popularity as a leisure 
travel destination, Myanmar also has much 
to offer business travellers – especially as 
new routes are launched to other cities in 
the region.

“Yangon, in particular, is set to be an 
upcoming MICE destination with increased 
airlift across the region,” says Chu. “Sedona 
Hotel Yangon’s main ballroom was recently 
refurbished to cater to the growing needs – 
with over 1,600 square metres of meeting 
space, the hotel is suited for both small 
meetings and large conventions.” 

The iconic Strand Yangon reopened in November 
2016 following a six-month restoration. “Heritage 
hotels [like this] have a great future and demand 
is better than ever,” says Olivier Trinquand, vice 
president, The Strand.

Chu Chee Seng, general 
manager of  Keppel Land 

Hospitality Management, which 
operates the 797-room Sedona 

Hotel Yangon, a Preferred 
Hotels & Resorts property
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cost and features but also uptime,  
data privacy, security and ownership,  
and flexibility. 

Rocking the cloud
Bernard Ellis, CEO of GEMtouch 

Guest Experience Management Solutions, 
has had a front-row view of the industry’s 
adoption of cloud computing since he took 
part in bringing the SynXis Agent CRS to 
market in 1999, and feels the industry is 
now better positioned than ever to ramp up 
the pace. 

 “At this point, hindsight is probably 
making it pretty clear to the laggards how 
they’ve been increasingly penalised over the 
years, whether it’s eroding RevPAR, rising 
OTA leverage, lukewarm guest loyalty, 
lost group bookings, and in general the 
missed opportunity to appeal to a new 
generation of tech-dependent travellers 

and employees.” But he adds that they 
can at least take comfort in now reaping 
the benefits of a cloud industry that has 
honed its best practices, reached economies 
of scale, and achieved acceptable levels of 
speed and reliability. There should be fewer 
shortened careers and busted budgets, 
he believes, now that several early cloud 
computing myths have been debunked by 
their predecessors, for example:

Myth 1: I will lose influence over 
my vendors’ product direction, since 
everyone has to be on the same version 
of a ‘community model’ software for 
the cloud to deliver its lower cost of 
ownership. I won’t get any custom 
features, and I’ll have to stumble over 
everyone else’s that I don’t need.

Big new customers still get big new 
influence, but independents have actually 

While the industry should remain realistic about the capabilities of cloud 
computing and SaaS, there is no doubt the technology has streamlined 

the way hospitality operates, writes James Stephen

Cloud computing and SaaS 
unquestionably offer the 
hospitality huge savings in 
terms of money and time 

– no argument. However, it’s worth 
remembering the advice given to the young 
Peter Parker (AKA Spider-Man) by his 
Uncle Ben – “with great power comes great 
responsibility”.

So while this breath-taking new tech 
offers hotels the potential to save significant 
chunks of their IT budget – or at least 
shift it from capital expense to operational 
expense, freeing up funds towards guest 
services and other areas, hotels should make 
the cloud computing/SaaS switch with their 
eyes wide open.

This includes investing time in choosing 
the best service provider to go with, and 
being prepared to switch supplier if deemed 
appropriate. Compare vendors not only for 

Head in tHe cloud,
feet on the gRound

Oracle Hospitality has two main cloud solutions for the 
hospitality industry: OPERA Cloud, an enterprise platform for 

hotel operations, and Simphony Cloud Service

Oracle Hospitality has seen customers 
use cloud solutions to create a single 
view of  how consumers engage with 
global hotel properties, simplify POS 
configuration across properties and 

streamline kitchen operations in quick 
service and fine dining restaurants

Peter Agel, Hotel Segment Leader at Oracle Hospitality

gained more influence as a group, thanks 
to the voting mechanisms and social media 
style methods of collecting feedback that 
have become common. The bittersweet 
aspect of the subscription model for vendors 
is that, while delivering a cash machine of 
‘automatic’ recurring revenue, by definition 
it also makes every customer a short-term 
flight risk almost immediately after they 
sign. No customer can be taken for granted. 
And there is nothing preventing delivery of 
custom features – for a variety of reasons 

cloud solutions have become masters of 
‘parameterised features’ that can be turned 
on only for one user or segment, while 
other users don’t need to know or care. 

Myth 2: Interfaces will more often 
be above property and cease to be a 
headache. I’ll have much easier access to 
my data, for reports and ad hoc analysis.

HTML and other protocols native 
to the web have indeed made it easier 
for interfaces to achieve “plug-and-play” 

status, but most people failed to realise 
that the “play” would be by such tougher 
rules. Many new security requirements 
present themselves once interfaces need to 
communicate beyond their firewalls, usually 
between multi-tenant databases shared by 
unrelated customers, and resulting in each 
customer having less access to their data, 
not more. 

Myth 3: Data security will decrease.
The multi-tenant environment forces 

a much higher discipline of data security 
when it comes to access, but also has 
multiple customers sharing the cost of robust 
redundancy and backup capabilities that no 
one of them could justify on their own.

  
Myth 4: The IT department is no 
longer needed.

The IT folks did this to themselves early 
on to some extent, taking an attitude of “If 
I don’t have to host it, it’s not my problem.” 
At first, their counterparts on the business 
side were just as happy to choose their own 
solutions unfettered by techies. But the 
ensuing interface chaos brought sneakers 
and suits together again, with IT’s role 

C

M

Y

CM

MY

CY

CMY

K

TXC17_210x146_Asia Hotel and Catering Times_June.pdf   1   23/6/2017   3:26 PM



www.asianhotelandcateringtimes.com 20 AHCT July/August 2017

 Technology

evolving back to one of actually knowing 
what the applications do, and evaluating 
how well they are supporting the objectives 
of the business. 

Myth 5: Implementation will be 
dramatically cheaper and faster. No, and, 
um, no. Sorry folks. OK, no hardware 
has to be specified, ordered, and staged 
anymore, and a lot more configuration can 
be done remotely in advance, in bite size 
pieces. But the new parameterised world 
means there are a lot more options to be 
reviewed and considered, and that  
takes time. 

GEMtouch is a prime example, in 
that it can be built to rationalise inventory 
and booking processes for very different 
types of activities such as golf and spa, 
potentially from different sources, and at a 
multi-property or enterprise level. End-user 
training, can become extremely streamlined, 
and in the case of guest self-service, doesn’t 
even happen, but making this happen 
requires investing an inversely proportionate 
effort in up front configuration.

To conclude, while initially earning 
a reputation for unpleasant surprises 
and broken promises, the cloud now 
offers much more predictable outcomes. 
The overriding risk cloud computing 
now brings, whether talking about 
personalisation or harnessing big data, is 
that of untapped potential.” 

conveRsations 
in the cloud

Peter Agel, hotel segment leader at 
Oracle Hospitality, sees hospitality now 
experimenting with cloud technologies 
and expects the industry to have more 
intense debates about migrating to a cloud 
environment as managing traditional  
IT infrastructure across properties  
becomes increasingly more challenging  
and inefficient.

“While the hospitality industry is 
currently having robust conversations 
on how to take advantage of the cloud 
opportunity, Oracle Hospitality has seen 
customers use cloud solutions to create 
a single view of how consumers engage 

with global hotel properties, simplify 
POS configuration across properties and 
streamline kitchen operations in quick 
service and fine dining restaurants.”

Oracle Hospitality has two main cloud 
solutions for the hospitality industry: 
OPERA Cloud, an enterprise platform 
for hotel operations that can accelerate 
innovations to the market place, improve 
operating efficiency, and reduce IT cost 
and complexity; and Simphony Cloud 
Service, a hospitality management platform 
that provides point-of-sale and back 
office functionality to streamline kitchen 
operations, enhance guest engagement and 
standardise POS configurations  
across properties. 

One of the key benefits of OPERA 
Cloud and Simphony Cloud Service for 
Oracle Hospitality customers is the ability 
to continuously deploy new innovations in 
a cloud environment without the need for 
expensive and time-intensive updates.

“We believe the hospitality industry will 
accelerate its move toward cloud solutions 
for one major reason: to respond to the 
ever-escalating demands of consumers in an 
era of individualisation. According to recent 
Oracle study The Era I Enterprise: Ready 
for Anything, which surveyed 300, C-level 
executives across a spectrum of industries 
in North America, 84 per cent said their 
organisation has witnessed a trend toward 
customers wanting a more individualised 
experience. But fewer than 20 per cent gave 
their organisation an ‘A’ in its ability to  
offer such a degree of customer (or 
employee) experiences.”

Study respondents acknowledged 
weaknesses such as an inability to respond 
quickly enough to change or opportunity, 
and to offer highly individualised products 
and services. Most importantly, 81 per cent 
of survey participants said they believe there 
is an important link between cloud-based 
IT solutions and their organisations  
ability to deliver individualised  
customer experiences. 

“Furthermore, many IT experts say 
today’s on-premise operating model is 
unsustainable, considering that 75 per cent 
of expenses are typically drained by routine 
maintenance and integration efforts,”  
adds Agel. 

Moving to cloud, with its promise of 
reduced IT complexity and accelerated 
innovations, will be essential to deliver 
exceptional service to guests – and earn 
their loyalty, he concludes. 

Bernard Ellis, CEO GEMtouch Guest Experience Management Solutions: “While initially earning a 
reputation for unpleasant surprises and broken promises, the cloud now offers much more predictable 
outcomes”

http://eurocavepro.hk

909, Chai Wan Industrial City, Phase 2, 70 Wing Tai Road, Chai Wan, Hong Kong
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Hotel G is a brand of 
Asia’s lifestyle-hospitality 
management group GCP 
Hospitality a member of Gaw 

Capital Group. 
With offices in Hong Kong, Beijing, 

Bangkok, Singapore, San Francisco and 
Yangon, GCP Hospitality is the sector arm 
of Gaw Capital Partners a private equity 
fund management company which says 
it is  “focused on reviving under-utilised 
real estate, predominantly in Asia-Pacific, 
London and the US.”

The G brand has properties in Bangkok, 
Pattaya, San Francisco, Hong Kong, 
Shenzhen, a Yangon hotel is set to open in 
Q4 this year, and the latest opening is  
Hotel G Singapore.

Trendy communal spaces, a state-of-the-
art fitness centre, high speed Wi-Fi and art 
displays dotted all over are helping to secure 
the hotel a reputation as something  
of a hotspot.

The objective is “a more holistic 
experience… more of a neighbourhood 
hangout as opposed to just a standalone 
hotel offering.”

More than the 
traditional run-of-

the-mill hotel, Hotel 
G Singapore prides 

itself on being an 
affordable yet on-

trend option for 
the design, food 

and style-conscious 
traveller.

 Zara Horner 
discovers that 

philosophy permeates 
throughout the city’s 

newest property

To expand on the hotel’s aim of 
connecting people through culinary 
delights, two dining concepts have been 
designed to cater to both travellers and 
locals. And behind both is a newly designed 
and outfitted commercial kitchen.

Behind the scenes
Theory says that commercial kitchens 

have to be designed to handle the events 
that occur in food preparation in  
sequential order. 

Executive chef and general manager of 
R&B Lab Group, Sylvain Royer explains 
how realistic that was when designing the 
layout for the Hotel G kitchen. 

“When we designed the layout first 
of all we looked at the operation, type of 
cooking and equipment required, after that 
we all agreed on the design and vibe to be 
given to the decoration.

“We approached the design of our 
kitchen by first studying the flow and scale 
of our operations, taking into consideration 
the various cooking styles and  
equipment required. We then layered on 
a design aesthetic and vibe that would 

All hAnds on 
the design 

deck

With a primary aim of  connecting 
people, Hotel G Singapore 
extends this concept into its two 
restaurants both of  which opened 
their doors just two months ago

Located in the heart of  
Singapore’s arts district, the 

hotel delivers a locally unique, 
neighbourhood experience, 

taking its creative DNA from its 
vibrant location

Conveniently located on the ground floor, Ginett 
is a trendy all-day bistro-style restaurant and 
wine bar

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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We 
approached 
the design of  
our kitchen 
by studying 
the flow and 
scale of  our 
operations… 
the various 

cooking 
styles, and 
equipment 
required

Sylvain Royer, chef, 
Hotel G Singapore

complement the overall look and feel  
of the restaurant.”

Deliveries and storage are key 
components of making a commercial 
kitchen operation run smoothly, here Royer 
says he and his team studied a few schema 
and ‘dry ran’ situations to achieve the best 
design layout.

“We realised it would be best to have 
our kitchen over two floors. We ran various 
scenarios to stress test the workload capacity 
of the layout. Ultimately, we decided to 
split kitchen operations into two areas to 
provide our guests with a view of part of 
the food preparation process via our open 
kitchen while the bulk of the heavy work is 
done at our main kitchen on-site.”

Even though preparation flow, pick-
up area/s and clearing are essential to 
the process they are often over-looked in 
the kitchen design. At the new Hotel G 
Singapore kitchen Royer was adamant this 
wouldn’t occur.

“We took into consideration 
our food offerings within the space, 
HACCP practices, and potential sources 
of cross contamination in and out. We 
concurrently determined the type of food 
and dishes we would offer within the space 
with how to negate cross contamination and 
disruption to service.”

 
the restaurants 

The hotel’s newly opened 25 Degrees 
Burgers & Liquor Bar is billed as “an 
American West Coast burger and liquor 
bar”. Named after the precise temperature 

difference between a raw and well-done 
hamburger, the diner offers five gourmet 
burgers, including a ‘craft your own’ option 
and vegetarian option. The 40-seat venue 
features dark panelled wood walls accented 
with vintage photographs reminiscent of 
Old Hollywood, a slightly rugged décor 

with striking red patterned wallpaper and 
bricked window openings. 

Meanwhile Ginett Restaurant & Wine 
Bar is a contemporary space offering some 
of the finest French wines in the city, an all-
day small plates and gourmet sharing dishes 
menu. The décor features high ceilings, 

Craft your own burgers at 25 Degrees 
Burgers & Liquor Bar, Hotel G Singapore

Chef  Sylvain Royer was fully involved in the kitchen design and fit out

The 6th ASEAN Exhibition of Oishii Japanese Food & Beverage
26 - 28 October | Suntec Singapore Convention & Exhibition Centre
www.oishii-world.com/en

Food Japan 2017
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an open mezzanine with private working 
spaces, booths, a communal table with 
power points for connectivity so the table 
can be used for work or even meetings, and 
a marble-topped bar.

team effort
Maximum use of space and its 

functionality are premium in the design of a 
commercial kitchen. 

“We worked with some of the best 
kitchen consultants on the market,” Royer 
says. “We knew what equipment we wanted 
and they knew how to fit them all in  
the space. 

“We worked with experts to maximise 
the use of space and optimise functionality 
and tapped into the whole team’s industry 
knowledge and equipment experience to 
deliver the best design.”

Unlike other areas of a property it is 
nearly impossible to repair or redesign 
mistakes in the kitchen. It is therefore 
essential to get things like electrical wiring, 
drainage, water supply, and gas right from 
the get-go. 

“Hotel G hotels have been operating 
for several years,” Royer explains. “Due to 
our experience, we know what we want by 
studying many sketches and are certain of 
what works and what doesn’t when it comes 
to kitchen design.”  

Studying ergonomics to minimise 
movement of staff – which reduces risk 
of accidents and is time saving – energy 
efficiency, equipment type, size and 
placement, plus the size of the kitchen were 
all part of numerous plans over the  
12 months it took to design the kitchen, 
Royer reveals. 

“And plenty of revisions to separate the 
wheat from the chaff. Ultimately, we kept 
the best ideas that came up, bounced ideas 
off the kitchen staff to get their input and 
executed the final plans to a T.”

Royer thinks it’s imperative chefs are 
involved in the kitchen design from day 
one. “Our design and construction teams 
were very open to our input to ensure 
that they delivered a conducive work 
environment for our kitchen staff.” 

The newly opened 25 Degrees Burgers & Liquor Bar is 
billed as  ‘an American West Coast burger and liquor bar’

The hotel pays special attention 
to sourcing ingredients, working 
closely with distributors to ensure 
an authentic dining experience 

www.asianhotelandcateringtimes.com
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Breaking 
       Bread
Asia’s hospitality industry responds to the rise of gluten-free diets with 
delicious alternate products and venues that emphasise eating well. 
Rebecca Lo learns more

Eating well is a concept that 
implies completely different 
things to different people. For 
some, it means dining in trendy 

Michelin starred restaurants on the most 
expensive ingredients. For others, it means 
consuming food responsibly. That means 
giving thought to how it was cultivated, 
how it was processed, how that process 
impacts the ecosystem, and how food affects 
the body long after the moment of tasting 
it. The increase of food-related allergies, 
intolerances and diseases have focused 
attention on what was considered alternate 
channels of nourishment, giving rise to 
organic produce, vegan choices and gluten 
free products. The hospitality industry is 
gradually catching up by offering products 
and menus that cater to gluten free diets. 
Further, a few intrepid entrepreneurs have 
opened niche restaurants that share their 
versions of eating well. Judging by their 
success, it appears that going gluten free as 

part of a healthy, nutritious, plant-based 
diet is not a fad – it is a smart business 
move that fosters loyal guests.

Green Machine
Moosa Al-issa is a Canadian chef, 

health food advocate, fitness guru and 
entrepreneur who founded Just Green with 
partner Helen Sung nearly a decade ago. 
Along with its nine retail shops across Hong 
Kong, he wholesales to hotels such as The 
Peninsula and Four Seasons Hong Kong. 
“Gluten causes stomach problems for many 
individuals,” Al-issa notes. “Having access 
to gluten-free products through our stores 
allows everyone the opportunity to have 
bread, pastas and other products without 
any negative effects. A large percentage of 
our thousands of products are gluten free. 
From bagels to pizzas to cookies, our goal is 
to provide gluten-free alternatives for all of 
our clients’ favourite foods. Gluten free is a 
strong trend in Asia. More than half of our 
customers purchase gluten free products in 
our stores. Some of them are strictly gluten 
free, many are gluten sensitive, and some 
just like the quality of the products. Gluten-
free bread is a big thing for us. For gluten 
free eaters, it is nice to be able to have toast 
with breakfast or a sandwich for lunch.” 

Gluten-free buckwheat noodles at the Grassroots Pantry, 
Hong Kong, responding to a growing need

up 
with

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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“Gluten intolerances are triggered 
by an abnormal immune response in the 
intestine,” says Peggy Chan, founder, 
executive chef and managing director 
of Grassroots Pantry in Hong Kong. 
Occupying a lofty space in Central’s 
Hollywood Road, the plant-based restaurant 
includes a wide range of eastern and 
western inspired dishes with a chic, casual 
ambience. “Those with intolerances or 
celiac disease consuming ingredients such 
as mass produced wheat, barley or rye will 
show symptoms that ranges from mild to 
severe. Over 80 per cent of commodity 
grains such as corn, soy, wheat and rice have 
been genetically modified (GMO) using 
large amounts of chemical pesticides and 
fertilisers to grow the crops. This has led to 
a drastic increase in people who suffer from 
gluten allergies in the past 50 years.” 

no to GMo
“As a business, we aim to promote 

sustainable, local and organic agriculture; 
we boycott GMOs,” stresses Chan. “This 
gives us a bit more control as to where the 
origin of our food comes from, ensuring 
that our customers are fed with chemical 
and pesticide free foods, grown with a 
conscience. Over 95 per cent of our dishes 
are gluten free. Ancient grains such as teff, 
quinoa, sorghum, buckwheat, brown rice 
and tapioca do not contain gluten and can 
be used in versatile ways. 

As food purveyors and chefs, it is 
our duty to let customers, colleagues and 
producers know of the importance and 
diversity ancient grains bring to the dining 
table, as well as the handful of farmers that 
still grow it. As ancient grains are untainted, 
it is clear that they are also much more 
nutrient dense, grown free of pesticides or 
chemical fertilisers.” 

Christian Mongendre agrees with 
Chan’s assessment of GMOs. The Hong 
Kong-born, Lyon-trained French American 
is founder and CEO of HOME – Eat 
to Live, a two-storey 3,000 square foot 
restaurant in the heart of Central, ironically 
situated in a former Burger King. 

He grew up eating bread in the French 
countryside and believes contemporary 
bread processing is the real culprit behind 
gluten intolerances. “Gluten is not the 
devil,” he states. “It is the by-products of 
processing that often causes the problems. 
The quick way to make bread is to add 
yeast, but this does not break down the 
wheat. Pure wheat is not easy to break 
down. The organic sourdough that we 

offer takes 48 hours to rise. And we offer 
a teff flatbread as the core of our concept 
for gluten free. It’s a natural grain high 
in protein, with a nice nutty flavour and 
naturally gluten free. It’s common to 
Ethiopian cuisine. We also offer collared 
greens, as a filling or as a wrap itself.”

Mass appeal
Mongendre oversees operations and 

conceptualises menus for HOME, and 
hopes to expand his self-service all-day-
dining cafe to other locations in the city. 
“There is a huge demand for gluten free 
today,” he observes. “Offering gluten-
free products makes people feel accepted. 
Restaurants should cater to people’s needs 
and be flexible. We offer information about 

the dishes we serve. Although we took a 
huge gamble on a large location with high 
visibility, we have managed to capture a 
dedicated local clientele in the year that we 
have been open. They include expats and 
mid management who work in the area; we 
aim to appeal to anyone who steps through 
our doors.” 

savoir Faire
For French baked goods company 

Bridor’s Asia Pacific marketing manager 
Franck Brossette based in Singapore, the 
hospitality industry’s demand for gluten-
free products is small but growing. With 
one per cent of the world’s population 
already gluten intolerant and increasing at 
an annual rate of 30 per cent, he emphasises 

that restaurant professionals are obligated to provide gluten free 
choices. “A point of reference in the industry since 1988, Bridor 
has developed a comprehensive range of products including 
bread rolls, sweet brioche and madeleines,” Brossette says. “Our 
recipes are made from delicious ingredients such as millet, 
buckwheat and rice flours. These contribute to our products’ 
textures and are not only compatible with gluten intolerance 
but also are original and flavourful. We offer a unique range of 
products with zero cross contamination. Practicality is possible 
as our gluten free products can be baked at the same time as 
conventional products thanks to individual oven packaging. 
There is zero loss, as frozen products can be stored for the long 
term and prepared on demand.” 

Although gluten-free products and menus may seem like a 
prevalent trend, in the end it is all down to savvy restaurateurs 
and industry professionals providing appropriate choices for 
consumers. “It’s about developing an intelligent relationship 
with food,” believe Mongendre. 

CustomTeff  oven-fired flatbread, HOME – Eat to Live

Peggy Chan, founder, executive chef  
and managing director of  

Grassroots Pantry, Hong Kong

Purple rice and quinoa, 
HOME – Eat to Live, Hong Kong

French baked goods company Bridor has developed a 
comprehensive range of  gluten-free products including 

bread rolls, sweet brioche and madeleines
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Mini Chocolate 
Twist

Mini Praline 
Finger

Mini Raspberry 
Roll

www.bridorde france.com
ex p o r t s a l e s @ g ro u p e l e d u f f . c o m

Mini Triangle 
with Vanilla

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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 SponSored Feature

Licia Iacoviello, professor Hygiene and Public Health 
at the University of Insubria of Varese, Italy,  spoke 
at HOFEX 2017 in Hong Kong last May on the 
benefits of the Mediterranean Nutritional Model. 

The talk was organised by the Italian Trade Commission  
and Barilla.

The Mediterranean Diet can reduce the risk of stroke, 
cardio-vascular disease, hypertension and high blood pressure.

Over the last 10 years, the distinguished Italian professor’s 
research activities have been focused on exploring the scientific 
basis of the health advantages of the diet, which is associated 
with the cooking styles of the countries bordering the 
Mediterranean Sea, of which Italy is one.

“Italy is the country where the Mediterranean Diet was 
born,” Professor Iacoviello says.

Vegetables and fruit, legumes, grains (especially whole 
grains), beans, nuts, seeds, herb and spices, and olive oil are 
key elements of the Mediterranean diet. Moderate amounts of 
fish and seafood and limited quantities of poultry, eggs, cheese 
and yogurt are also included. Meats and sweets are consumed 
in very small quantities.

“First of all, olive oil should be the main fat,” Professor 
Iacoviello says. “Eat vegetables and fruit every day, legumes at 
least three times a week, and pasta cooked al dente with olive 
oil together with tomato, vegetables, fish or legumes.”

While many people associate pasta with obesity, Professor 
Iacoviello says it is not bad for your waistline. “It is what you 
put on it,” she says. “With only olive oil and tomato, pasta is 
not fattening at all.”

Pasta can be consumed daily in moderate quantities, 
which works out to roughly 10 per cent of your caloric index: 
about 54 grams a day for women or 73 grams for men. If you 
consume more than this amount, limit your consumption of 
pasta to about three times a week.

“Eat carbohydrates in the morning or at lunch – it is 
fuel for the body. It is best to have pasta at lunch,” Professor 
Iacoviello says.

She recommends five servings of fruit and vegetables per 
day, fish three times a week, a small amount of cheese, and a 
small amount of mainly white meat once or twice a week. If 
you long for red meat, try to limit it to once a month.

A moderate amount of red wine can be consumed together 
with food at lunch or dinner.

“When you drink wine with food, you consume less 
alcohol and more polyphenols, which have strong antioxidants 
– one to two glasses for women, two to four glasses for men,” 
Professor Iacoviello says.

And contrary to what many people in Asia think, coffee 
has health benefits, too. Two to three cups of coffee per day – 
but not more than five cups – has been shown to reduce the 
incidence of prostate cancer in men, Professor Iacoviello says.

The talk was followed by a cooking demonstration by 
Andrea Tranchero, executive chef, Barilla Australia, who 
demonstrated how to prepare two mouth-watering pasta 
dishes, which were representative of the Mediterranean diet.

The Italian Trade Commission had a strong presence 
at both HOFEX 2017, with 14 exhibitors representing 
nine regions, and ProWine Asia 2017, with 14 exhibitors 
representing seven regions.

MEDITERRANEAN DIET
Licia Iacoviello, professor Hygiene and Public Health at  

the University of Insubria of Varese, Italy, on the benefits of the

Text: Michael Taylor
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Tea is more than a way of earning 
a living for people like Dilhan 
Fernando of Dilmah. He has tea 
in his veins, thanks to his father 

who has devoted his life to growing tea 
and introducing single origin Sri Lankan 
tea around the world since 1968. The 
beverage appeals because of what Fernando 
describes as the uniqueness of the natural 
leaves. “Unblended, fresh tea, made in 
the traditional, artisanal manner, offers an 
unmatched expression of nature through 
four of the five senses,” he says.  

Tea story
Next to water, tea is the world’s favourite any time drink. But all teas 

are not created equal. A new generation of discerning tea drinkers 
increasingly seek out better quality tea grown, processed and packaged 

by true craftsmen. Quality has its price, but true connoisseurs will pay a 
premium for the best, writes Jane Ram

Tea has thousands of years of history 
in China and elsewhere, but it became 
popular in Europe, especially Britain, in the 
early 20th century. Its popularity created 
what Fernando describes as an undesirable 
commoditization, as major companies 
acquired a virtual monopoly of production 
and “tea became less a product of passion 
than of profit”. 

It’s not all bad news by any means 
thanks to what Fernando calls “niche 
segments” that are evolving rapidly as health 
conscious consumers become aware of the 

Provenance 
Matters

At the same time the new 
generation of tea drinkers want 
“provenance, authenticity, 
wellness and the story behind teas.”

“Authentic hand-made teas 
don’t come cheap nor is there 
abundant supply, but this exclusivity 
makes them more valuable in the 
eyes of the consumer,” says Tony 
Dick, director of Tea Concepts, 
a leading supplier of quality and 
premium teas to the foodservice, 
hospitality and retail sectors. 

Consumer education is essential, 
says Dick. “What is important is that the 
server or retailer communicates the story 
behind the tea so that the consumer can 
appreciate the immense skill that has gone 
into producing the tea in their pot. Ten 
years ago everyone seemed to want exotic 
flavours in their teas, from butterscotch 
to strawberry stracciatella to Irish whiskey 
with cream. Tea drinkers seem to be moving 
on from that fad to teas that are authentic, 
artisan crafted with a known provenance. 

benefits of tea, while more adventurous 
palates are increasingly interested in quality. 

“Value for money is necessary in every 
category,” says Fernando, “but in tea it is 
false value since the difference between a 
good quality, traditionally made, fresh and 
single origin tea and an ordinary, multi-
origin blended tea is only a few cents. 

“The latest trends in flavour, packaging 
and types of tea are currently quite diverse, 
with many brands migrating to the mass 
market, lured by the promise of a buoyant 
tea category.”

This matches the trend with other beverages 
such as beer, wine and water.” 

Market research company, Euromonitor, 
recently noted that teas with a health 
angle are the fastest growing type in the 

Catering to the demand for fine tea, InterContinental Hong Kong’s two-satr Michelin Yan Toh 
Heen restaurant offers a range of  speciality teas including  Mandarin Zest Aged Pu Er Tea star

MingCha has successfully introduced the new concept tea and flower combinations

Hong Kong tea sector. Sometimes called 
functional tea beverages, these have been 
an important part of traditional Chinese 
medicine for centuries. “More recently, 
tea companies have been developing 

BARCELONA
April 16 -19

Gran Via Venue
www.alimentaria-bcn.com

Co-located 
event

International Food, Drinks & Food Service Exhibition

A unique 
Food, Drinks and 

Gastronomy 
Experience
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Unblended, fresh 
tea, made in the 

traditional, artisanal 
manner, offers 
an unmatched 
expression of  

nature through four 
of  the five senses 

Dilhan Fernando, Dilmah
Fuding,” says Ng. “The wild white tea leaves, have a special 
sweetness and a crispy taste with an extra red date sweetness.”

 “Our clients and customers are looking for single origin 
teas,” says Vivian Mak, who founded her premium award 
winning brand, MingCha, almost 15 years ago. At the same 
time, MingCha has successfully introduced new concept tea and 
flower combinations designed for different genders. “One of our 
proud creations is a combo made with a very fine red tea from 
Fujian and premium grade Rose Buds from Zhejiang. We name 
it ‘For Her’: it was a big hit when launched and it is still  
a popular choice for hotels, corporations and agencies  
as a gift.” 

functional tea beverages with an exotic list 
of ingredients that are focused on specific 
benefits,” says Dick. “They draw their 
inspiration from across many cultures and 
traditions, combining the handed-down 
knowledge from each culture in  
their formulations.” 

In addition to their single-estate teas 
from around the world, Tea Concepts 
recently introduced two ranges of functional 
tea beverages from Tea Forté, the luxury tea 
brand based in the USA. The second range 
is Skin-Smart, antioxidant amplifier teas, 
designed to work with the body’s chemistry 
to help protect and take care of the skin 
from within. The Skin-Smart teas deliver 
the detoxifying effect of abundant plant-
based antioxidants, a strong tool in skin 
recovery and the fight against visible signs 
of ageing. 

At the same time the company has been 
working on a cheaper tea bag brand that 
also provides excellent flavour in the cup 
for hotel in-room use. “We are especially 
pleased to be launching Tarlton Teas from 
Sri Lanka,” says Dick.

Perhaps the hottest tea of the moment 
is made with Butterfly Blue Pea flowers 
(Clitorea ternatea). Mixologists around the 
world love its ability to produce a cobalt 

blue beverage that turns purple when an 
acid like lemon juice is added. It also creates 
dramatic blue ice cubes. And, best of all the 
brewed tea is full of antioxidants, says Dick.

 
HIGH enD BreWs

The growing interest in all aspects of 
fine tea has given rise to a new interest in 
tea pairing. A skilled tea sommelier advises 
diners what beverage will best accompany 
their meal. “Customers are becoming 
increasingly knowledgeable,” says Kelvin 
Ng, Tea Sommelier at InterContinental 
Hong Kong’s 2-Michelin star Yan Toh Heen 
restaurant. “They are looking for rare and 
wild tea leaves, which have a full-body, or 
for tea which has been aged for more than 
10 years.  Vintage tea has no bitterness 
or grassy taste and has a unique herbal 
(Chinese medicine) aroma,” he says. 

The coming trend will be for “White 
Tea, especially White Tea leaves from 

China is the world’s biggest 
consumer of tea, averaging 7 lbs per 
capita, per annum, a retail market of 
US$9-billion. Next in order in terms 
of retail sales are Russia, Japan, USA, 
Germany and India. Interestingly 
approximately 80 per cent of tea 
consumed in America is iced. 

Kelvin Ng, Tea Sommelier Yan Toh Heen restaurant

Traditional method for hand-bruising 
Dan Chong oolong tea, Tea Concepts

The Skin-Smart spa range from Tea Concepts

The trendy Butterfly Blue Pea flower tea, Tea Concepts

Melitta® Cafi na® XT8
• High-speed performance with fast stainless steel brewing 

unit: up to 250 cups/hour

• Consistently excellent: automatically best quality for every 

cup with ACS®,  Automatic Coffee-Quality System 

• Wide variety of frothed milk and Melitta® TopFoam  

• Two types of milk and two hot chocolate variants possible  

• Parallel serving for tea enjoyment: 40 liters of 

hot water/hour  

• Large multimedia display: 10.4-inch touchscreen 

THINK BIG...

… FOR MAXIMUM
ENJOYMENT.

Melitta Professional Coffee Solutions
www.melitta-professional.de
Subscribe now to our newsletter!

XT8 in Amsterdam
Melitta Professional YouTube
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The days are long gone when a 
cup of coffee was just a cup of 
coffee. Connoisseurship of the 
drink is now widely spread, and 

consumers’ requirements are increasingly 
demanding – and specific.  

For restaurants, hotels, and the plethora 
of dedicated  coffee shops now thriving 
around Asia, that means investing in new, 
innovative coffee making machines, as 
Gert Riethmüller, general manager Coffee 
Machines International WMF, explains.   

“One particular trend in south-east Asia 
is for cold milk-based drinks such as iced 
latte and iced cappuccino,” he says. 

“To be able to offer these, you need 
fully-automated bean-to-cup machines  
such as the flexible, yet powerful fully-
automated products of the WMF New 
Generation platform.” 

The development of these products, 
according to Riethmüller, is driven partly  
by consumer demand and partly by 
on-going manufacturer research and 
development programmes. 

“One the one hand, manufacturers are 
reacting to trends, like the one for foamed 

Cult  
of 

coffee
In response to the brew’s growing popularity 

restaurants, hotels, and coffee shops are 
investing in innovative coffee machines. 

Robin Lynam looks at the options

cold milk, by developing special milk 
systems such as the WMF Dynamic Milk 
or our two-milk system, which enables 
flexible switching between different types of 
milk – for example  lactose-free, soy, low-fat 
milk and so on. On the other hand, we are 
constantly improving our coffee machines, 
facilitating their use and cleaning, and 
making them even simpler and more 
intuitive for our customers to use. We are 
also extending the service intervals for our 
coffee machines further, thus lowering 
downtimes and the costs for operators.” 

catering to trends
Different food and beverage outlets have 

significantly different requirements of their 
coffee machines, and the leaders in the field 
are constantly diversifying their ranges.

Swiss based Franke Coffee Systems, 
for example, has a range extending from 
the easy to operate A200 – developed for 
moderate capacity restaurants which require 
high performance in a limited space, but 
programmable to produce up to 18 different 
specialty drinks – to the innovative A1000 
introduced in 2016  which the company 

maintains “brings highly personalised 
coffee creations to life like never before, 
showcasing individuality on a whole  
new scale”.

Franke is also known for its traditional 
espresso machines. Designed to balance 
cutting edge technology with Italian flair 
these are essential to the presentation style 
of so many baristas around the world.

At the same time Franke is building its 
presence in the  less stylish but eminently 
practical coffee capsule market. 

Under the  K-fee Professional System 
brand, Franke offers  the C200 and C250 
capsule machines,  developed specifically 
for commercial use in collaboration with  
capsule expert Krüger. 

Designed for simplicity of operation, 
these machines feature an integrated, 
completely automatic cleaning system 
to ensure sound hygiene with minimum 
maintenance work. 

According to Franke the capsules used 
are larger than comparable products on the 
market, to enable preparation of beverages 
of restaurant quality, while the C250 is also 
equipped with the multiple award-winning 

A comprehensive range of  professional 
coffee-making equipment is fuelling the trend.

Cold foamed milk from WMF’s 
Dynamic Milk system

SAG_AZ_Coffee_Soul_A5_EN_RZ_Pfade.indd   1 13.06.17   14:08
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We are constantly 
improving our 

coffee machines, 
facilitating their 

use and cleaning, 
and making them 
even simpler and 
more intuitive for 

our customers  
to use

Gert Riethmüller,  
general manager, WMF

Melitta recently introduced its new Melitta Cafina XT8 
which the company’s  Martin Linneman says,  “offers all the 
product benefits of its smaller sister, the XT7, but plays in the 
premier league when it comes to speed and screen size. The 
Melitta Cafina XT8 brews up to 250 cups per hour, boasts a 
10.4 inch touchscreen display, and thus takes a leading position 
in the new generation of fully automatic coffee machines 
launched by Melitta Professional Coffee Solutions.”

keeping it clean
Like  Franke, Boncafé is currently focusing on hygiene issues 

– perhaps the single biggest factor in compromising the quality 
of coffee service in F & B outlets which are either unwilling or 
unable to tolerate periods of equipment downtime for necessary 
cleaning processes.  

“We think that some customers use capsule machines for 
hotel rooms, lobbies and cafés because of the convenience and 
ease of operation and maintenance, but they have ignored the 
hygiene issue,” says Boncafé marketing executive  Sandy Woo.

“We are now distributing a new product called ‘Clean 
Taste’ – a cleanser capsule for cleaning Nespresso size capsule 
machines. It can remove bacteria and unhealthy accumulated 
deposits to ensure the healthiest brewing conditions. And it can 
prevent cross contamination and guarantee the purest coffee 
taste experience,” says Woo. 

Boncafé is also introducing the Swiss Egro BYO (Bring 
Your Own) tablet device operated fully automatic machines 
to customers in Hong Kong. It is essential in this competitive 
market, Woo points out, to stay on top of the latest 
technological innovations.

“I believe many customers will be interested in this 
innovative machine. It is also a very good gimmick to attract the 
young generation,” she says. 

WMF’s Riethmüller agrees that it is essential to stay 
technologically ahead of the game.

“The coffee machines in our New Generation platform, 
such as the WMF 1500 S and WMF 5000 S, provide us with a 
perfect portfolio covering different capacities and a wide variety 
of speciality coffees. One new addition to our programme is 
the WMF 1100 S, whose recommended output of about 80 
cups a day makes it an ideal entry-level machine for smaller 
convenience stores,” he concludes. 

Franke Foammaster milk froth system, to 
produce cappuccino and latte macchiato 
alongside  hot chocolates and teas.

Perhaps the most important attribute 
of the system however is the flexibility it 
offers F & B operators in the preparation 
of speciality beverages. Under an “open 
system”, which they claim is unique, Franke 
and Krüger  have made it possible for their 
customers to fill their own choice of coffee 
into the capsules, rather than merely settling 
for the offerings of  a single supplier such as  
Nespresso, Illy or Melitta.  

Boncafé keeps it clean 
- a cleanser capsule for 

cleaning Nespresso size 
capsule machines

WMF espresso technology

The Melitta Cafina XT8can brew 
up to 250 tasty cups per hour

Egro’s new BYO Quick Milk Machine

Franke’s A1000 Black 
Silver 3 Elements

The perfect espresso. Handmade automatically.

 Hire who you want

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

www.wmf-espresso.com

Introducing the new WMF espresso.
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For a chef time and precision are 
essential in the day-to-day life in 
the kitchen and therefore he needs 
the right tools. The major tool for 

him is a cook’s knife.
Wüsthof, a 200-year-old firm based 

in Solingen, Germany, has a long, good 
relationship with professional chefs. “They 
tell us their requirements for knives,” says 
Björn Kirsten of the firm’s marketing and 
export department. “Resulting from this 
long relationship, the company knows the 

At the 
Cutting EdgE

What are some of the major factors driving design and innovation  
in new types of kitchen knives for professional kitchens? 
Donald Gasper talks to some major knife manufacturers

requirements for knives for professional 
kitchens and this is the key for creating 
 new designs.”

Handle and blade design, with a 
seamless hygienic fit of the handle, are 
driven by trends in the kitchen world, 
Kirsten says.
 
BladE and handlE

“A seamless connection between blade 
and handle is indispensable in order to 
prevent the entry of liquids or leftovers,” 

A knife for fine work, like a peeling 
knife needs to be slightly lighter than, for 
example, one for separating meat or a classic 
chef ’s knife.

 “For Friedr. Dick, know-how and 
suggestions from professional chefs are 
very important when it comes to the 
development of new products as well as 
further developments of existing articles,” 
says Übele.

Additionally, in-house innovations, 
ideas of employees and suggestions from 
Friedr.Dick’s production plant are often 
the driving force for new products or 
improvements of existing products.

 
aCtivE listEning

“Bringing the best tools to cooks, pastry 
chefs, butchers, bakers, fishmongers and 
cheese makers, has been our raison d’être 
for almost 100 years,” says Moïse Déglon, 
commercial director of French cutlery  
firm Déglon.

“To accompany professionals in 
their everyday life and to facilitate their 
actions, our three main commitments are 
to create tools that are: useful, innovative 

German Design Award nominee (2016), Red Spirit, Friedr. Dick

agrees Steffen Übele, head of sales and 
marketing at Friedr. Dick, another  
German cutlerer.

Functionality and hygiene are ranked 
first, he says. The handle needs to have 
an ergonomic shape and the knife should 
lie comfortably in the hand when one is 
working all day with it. 

Also the weight – not too heavy but not 
too light – and the balance of every knife is 
important to professional chefs and should 
be suited for the particular application. 

Steffen Übele, 
head of  sales and 
marketing at FriedrDick

PremiumCut series reflects the shared passion of  star chef  Ralf  Jakumeit and German knife 
manufacturer Giesser for stylish knives with eye-catching designs and flawless function
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name – that feature arresting design, 
unbelievable sharpness and  
perfect workmanship.

High-quality chrome-molybdenum 
steel, tempered to a full 57 HRC, then 
finely polished and finally sharpened by a 
master craftsman, guarantees  
long-lasting enjoyment.

and guaranteed for life. Active listening is 
our main source of innovation,” Déglon 
explains. “Thanks to our customers’ 
suggestions, the observations from 
professional users and the technical know-
how of our teams, we have filed more than 
60 patents, trademarks and models.”

“We wish to pursue our commitment  
in this way in order to satisfy  
gastronomy professionals.”

Victorinox is another firm offering a 
wide range of professional kitchen knives. 
“Ergonomic designs, anti-slip handles, 
high strength, exceptional cutting power, 
perfectly balanced and long service life - 
these are major factors driving design and 
innovation in new types of kitchen,” says 
CEO Carl Elsener. “Additionally, bright 
handle colours ensure the knives are easy to 
spot even in a busy working environment 
and the shape, which extends further 
toward the blade, provides extra safety. 
These must-haves are crucial aspects to be 
considered during our product  
development process.”

 
CasE study:
thE RoCking ChEf

Star chef Ralf Jakumeit and German 
knife manufacturer Giesser, came together 
for the PremiumCut series; the series a 
reflection of the shared passion of the 
Giesser team and the “Rocking Chef” 
for stylish kitchen knives that place equal 
emphasis on eye-catching designs and 
flawless function.

Without much ado, the master grabbed 
a blank sheet of paper and boldly sketched 
his vision of the ideal barbecue “machete”. 
His demands were simple and to the point: 
Only the best and nothing else. At Giesser, 
they immediately grasped what the celebrity 
chef had in mind and promised to deliver 
prototypes ASAP.

One thing was soon clear: Working 
on the product that Giesser sells today as 
Barbecue No. 1 with the Rocking Chef ’s 
handle was an emotional experience for 
even the most experienced employees. The 
result? More than a knife and it rocked Ralf 
Jakumeit’s world! His company name now 
adorns the collection, which was expanded 
to include a classic chef ’s knife and a 
filleting knife. 

The handle he selected, aptly named 
Rocking Chef ’s, is made from top-
quality Micarta. Three additional handle 
variants went into production: Exquisite 
masterpieces – sold under the PremiumCut 

 “We only make knives that we’d 
rather keep than sell.” This is the founding 
principle of the Giesser company. Fire, 
passion and convincing workmanship have 
made Giesser one of the world’s leading 
manufacturers of high-quality knives for 
professional chefs and discerning amateurs.

They’re hungry for perfection and 

they keep fine-tuning their highest-quality 
materials and optimum processes – that’s 
what sets them apart from the rest. Only 
very special knives leave the Giesser 
production halls. 

Björn Kirsten of  Wüsthof: 
professional chefs tell us their 
requirements for knives

Victorinox, functional and high-quality

 Carl Elsener, CEO of  Victorinox

 Déglon’s  Gamme-Silex collection (Right) Moïse Déglon, commercial director of  the French cutlery firm 
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When it comes to important 
equipment for hotels and 
restaurants the ice machine 
sits pretty close to the top. 

From food prep to food service to icy cold 
drinks and cocktails, ice plays an integral 
role in ensuring end-to-end freshness. 

Vice president, North Asia, Patrick Xi, 
of Welbilt says the company introduced 
two products within the last year or so 
that are proving popular with clients. “The 
Manitowoc M series and the Koolaire line. 

Finding the right ice machine to suit 
the establishment is crucial – from food prep 

to food service it plays a vital role. Vicki Williams 
spoke to the experts to learn about the latest models

Breaking 
the ice

Manitowoc M series are built at the highest 
standard and reliability without bells and 
whistles, while Koolaire offers the best value 
for money.”  

Clients include major global hotel 
chains such as Starwood and Shangri-La, 
and fast food giants, such as McDonald’s 
and Pizza Hut.

Xi believes these machines stand out 
from the competition as the two lines 
address different customers’ needs with just 
the right set of features and functions. For 

example, Manitowoc M series is both NSF and CE approved 
and has unique features that offers easier cleaning, better 
sanitation, and easier serviceability, he says. “It also offers the 
best industry warranty.”  

When it comes to new trends he says that nugget machines 
are becoming popular. “Nugget ice is chewable and can be a 
good choice for certain drinks and smoothies. Manitowoc offers 
a full line of nugget ice machines.”

Cristina Cordón, CEO, ITV Ice Makers concurs, “Nugget 
ice is perfect for beverages, smoothies, cocktails. We are 
designing and developing the new machine IQN for nugget ice. 
This ice has a high level of humidity and its compact texture 

A wide range of  commercial ice-making 
products offer ice for all reasons and needs. 
(Below)  ITV Nugget Icemaker; Nugget ice is 
perfect for beverages, smoothies, cocktails.                                                                                          
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quality and consistent beverage products.”
Alfred Paulsen, general manager, 

Dorsett Putrajaya, in Kuala Lumpur says 
the 218-room property with two restaurants 
requires four ice machines. The hotel uses 
on average 100 kilos of ice per month. “We 
expect the machines to last for ten years or 
more and our three purchasing priorities 
are hygiene (including Halal compliant), 
production capacity and cost savings.”

While David Wong, general manager 
(Silka Hotels, Malaysia) says that capacity, 
brand (performance / value for money) and 
quality and quantity of ice cubes produced, 
are the key priorities when purchasing.

Xi says that from a purchasing 
perspective it is important to purchase ice 
machines that will be able to meet needs. 
“Ice machines are an essential piece of 
equipment for any hotel and restaurant as 
ice is widely used wherever food is prepared 
and served. Ice is used for drinks, both soft 
and hard. Ice is used for preparing food. Ice 
is also used for displaying and presenting 
food, and much more.”

Suppliers agree that a quality ice 
machine should last at least 7-10 years with 
proper care and maintenance. 

maintains the drinks cooler for longer.”
ITV Ice Makers, has been supplying 

ice machines since the 1980s and are 
currently one of the top five world’s largest 
manufacturer of ice systems, with more 
than 100 models. Clients include hotel 
chains such as Marriott and Sheraton, and 
fast food restaurants including McDonalds.

BiGGeR AND QUicKeR
For Nick Hammond, South Asia Pacific 

regional manager, Ice-O-Matic, one trend 
that he has noticed is a demand for larger 
cubes for cocktail offerings in high-end bars. 
“Such as the Ice-O-Matic Grande Cube.” 
Other trends are energy efficiency and 
sanitation demands. “Ice needs to be treated 
as food, so your ice machine needs to be 
cleaned and sanitised regularly. The easier 
this is to do the better.”

Cordón adds that in Asia the most 
popular new ice machines are the Spika 
and the Ice Dispenser. “The Spika machine 
is designed to stand up to a fast-paced 
environment. Quick to produce cubes, 
it has a dual Energy Star and ARHI 
certification, which guarantees maximum 
energy efficiency. While a special switch 
enables easy and rapid cleaning.” The 
oversized condenser is optimal for warm 
climates in both versions (cooling by air and 
by water) she adds. While the stainless steel 
Sirion Ice Dispenser is reliable, hygienic, 
easy to use, silent, efficient, produces large 
and small ice cubes, and the 30” model 
stores up to 104kg of ice.” It meets EC and 
NSF regulations and certifications. 

Hammond says that its new Ice-O-
Matic elevation series, introduced to the 

Owning 
your own ice 

machine allows 
you to better 
control the 
quality and 

quantity of  the 
ice produced as 
opposed to the 
inconsistent ice 
offered in bags.
Nick Hammond, South 
Asia Pacific regional 

manager, Ice-O-Matic

Commenting on the general 
importance of ice machines Hammond 
says, “It supports offerings, for example, 
beverages are often the highest margin 
product in a restaurant. Owning your own 
ice machine allows you to better control the 
quality and quantity of the ice produced 
as opposed to the inconsistent ice offered 
in bags. Which then allows you to offer 

market in February, is a competition 
standout, “This is because of the machine’s 
new dual air discharge, which allows for 
more flexibility in installation. Additionally 
machines made in the USA, are up to 20 
per cent more energy efficient, and the 
forward facing food zone eliminates nooks 
and crannies allowing for easier cleaning 
and sanitisation.”

Ice-O-Matic’s Elevation Series has been designed to 
maximise food safety while reducing operating cost.

Ice-O-Matic’s Exclusive Dual Exhaust technology 
allows hot-air discharge from the side or the top 
of  every unit

WWW.MANITOWOCICE.COM

T: +65-6420-0800, E: APAC.MARKETING@WELBILT.COM

Manitowoc M series ice 
machines provide you with the 
basic features you need and 
the reliability you expect at a 
price that fits your budget.

Affordable 
Reliability!

Manitowoc M series ice machines – dice or half  dice – are available in three sizes: 22”, 30” and 48”.

Owning an ice machine allows an establishment to offer quality 
and consistent beverage products. ©Dorset Putrajaya
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 EquipmEnt

For many hotel guests, deliciously 
scented in-room amenities are an 
extra little treat to look forward 
to when travelling. Certainly in 

mid-range to luxury hotels, guests expect 
to be able to pamper themselves with 
a selection of high quality toiletries. In 
Asia, what defines “high quality” is slowly 
but increasingly being associated with 
sustainability – of both what’s inside the 
bottle and the packaging itself. 

“With more than 35 years of experience 
in the hotel cosmetics industry, we can 
clearly say that bathroom amenities have 
a huge impact on hotel guest satisfaction,” 

The eco-Friendly 
amenity 
solution

Hotel guests expect high quality toiletries, with the establishment getting 
added points for sustainability. A trend, that Victoria Burrows discovers, 

hotels are increasingly embracing
says Shacy Lim, general manager Asia 
Pacific at ADA Pacific Direct, part of ADA, 
the first German manufacturer to produce 
natural, eco-friendly cosmetics with bio-
degradable ingredients for the  
hotel industry.

“Perhaps the impact is not as obvious 
as the hotel’s design, food and beverage, 
and service. But amenities can increase the 
perceived value of the guest experience by 
making a clear statement how much the 
hotel cares for the well-being of  
their guests.”

ADA’s range of Naturals hotel products 
includes shower gel, shampoo, conditioner 

“It’s increasingly important 
to be able to provide 

reassurance on one’s eco 
credentials. We follow a very 
strict charter to ensure that 

we maximise the use of  high 
quality, traceable, natural 

ingredients.”
Will Allen, B2B manager, L’Occitane

and body lotion in 30ml and 150ml bottles, 
as well as a 15g square plant soap, and 
accessories. The collection also includes 
the eco-friendly and economical 300ml 
dispenser system for liquid soap, shampoo, 
hair & body, and body lotion.

Lim says that dispensers are gaining 
a foothold even in upscale hotels as 
they combine luxury products with 
environmental awareness. Dispenser 
solutions are convenient, with one filling 
lasting for up to four weeks, and they bring 
substantial savings – up to 40 percent 
compared with single portions, she says. 
They are also eco-friendly as they reduce the 

wasting of product and the cartridges are recyclable. 
Natural skincare and cosmetics company Pevonia has the 

Spa at Home Amenities collection for hotels, spas and salons. 
The four naturally green, cruelty-free, and eco-friendly products 
in this collection (replenishing shampoo, repairing conditioner, 
stress-away shower gel and softening body moisturiser) are 
available in 30ml, 100ml, 250ml and 5,000ml bottles, as well 
as single or double dispensers designed for bottles of 380ml. In 
Asia, Pevonia supplies their products to Japan.

Vice president of marketing for Pevonia International, 
Maritza Rodriguez, says that hotels are increasingly being 
encouraged to embrace sustainability, and in-room amenities 
are one area in which this can be addressed. 

“The ‘green up’ initiative in hotels, coupled with more eco-
savvy guests, means the demand is there for a quality product 

Natural skincare and cosmetics company Pevonia has the Spa at Home Amenities collection for hotels, spas and salons Bathroom amenities have a huge impact on hotel guest satisfaction
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which is enjoyable to use, branded as a 
luxury product, and is natural and eco-
friendly,” she says. “Meeting the growing 
call of guests for eco-friendly and natural 
ingredients and recyclable packaging  
ticks another box on the guest  
satisfaction register.”

Another brand which keeps nature at 
the heart of their products is France-based 
L’Occitane. In Asia, L’Occitane works with 
5-star hotel partners including Four Seasons 
Hong Kong, Singapore and Macau. Will 
Allen, B2B manager of L’Occitane (Far 
East), says hoteliers and other clients are 
increasingly checking a brand’s credentials. 

“There is more focus on formulation 
quality, for sure,” says Allen. “Clients are 
asking educated questions on this subject. 
It’s increasingly important to be able to 
provide reassurance on one’s eco credentials. 
We follow a very strict charter to ensure 
that we maximise the use of high quality, 
traceable, natural ingredients.”

High quality ingredients also ensure 
long-term success of a brand, according  
to Allen.

“Those brands that enjoy enduring 
success are rooted in high quality 
formulations. Those that rely purely on 
packaging are much more transient,”  
he says.

High quality and eco-conscious 
products help ensure the success of a brand 
also because these qualities have global 
appeal. While there are some regional 
specificities – guests enjoying products with 

the traditional scents of Asia, such as lemon 
grass or ginger, for example – amenities 
companies report that success in one region 
generally means success in another. 

“While sense of place can be very 
important, there is also a certain universality 
to successful amenity products,” says Allen. 
“We find that products which are successful 
in one market tend to be appealing in 
others, too.”

Rodriguez, however, points out that 
regionality does have an impact on the 
choice of amenities in Japan. “Attractive 
items for our Japanese customers are the 
ones which are difficult to buy in Japan but 
are popular overseas,” she says.

Ultimately, hoteliers should choose 

guest amenities that fit their own brand, as 
well, of course, as their own budget. 

“Amenities in Asian hotels are not very 
different from other parts of the world 
as these hotels cater for international 
travellers as well as Asian guests. Also, 
from our experience, guests do not have 
special expectations in regards to body 
care products,” says Lim. “We advise our 
hotel clients to choose an amenities line 
that reflects their identity, be it luxury 
or a particular lifestyle. Each line has a 
differentiating positioning and offers hotels 
a unique amenity solution – whether they 
are looking for classic, heritage, quirky-
contemporary, spa-therapeutic or  
eco-friendly.” 

Amenities can increase the perceived value of  the guest experience  

Dispensers gaining a foothold in upscale hotels as they combine luxury 
products with environmental awareness
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 Product News

Fruits with  
your cuppa
 Tea & Fruits is  the first tea in the world with real 
fruits; for each cup you get two bags – a bag of tea 
leaves and a bag of mixed dried fruits. Put the fruits 
in the cup, add the tea bag and top with hot water. 
And you have  tea and dessert together – drink the 
tea and eat the fruits. While generally served warm, 
it can also be turned into iced tea. Creative chefs 
might want to turn it into ice lollies for the dessert 
counter, while the mixologist could use it as a base 
for frozen cocktails. Four new flavours: European with 
strawberries, Thai with Mango & Pineapple, Turkish 
with Apple and Apricot and Mediterranean with 
Lemons and mint. (www.teaandfruits.com)

dishwashing 
solutions
 Hobart has added to its dishwashing solutions line with two  
new ecomax machines G404 & F504. The Offenburg-based 
company’s latest innovations promise lower water consumption, 
easier operation and less entry of dirt thanks to a tank strainer. 
The ecomax G404 is a compact glasswasher which replaces 
the ecomax 402, and the powerful dishwasher ecomax F504, is 
the follow-up model of the ecomax 502. Offering excellent wash 
results, they are easier to operate, and are equipped with an 
electronic control with digital temperature indication. The improved 
sealing in the top area of the door reduces the amount of escaping 
steam, making unloading the dishwasher more agreeable. Corners 
can be a real challenge when it comes to ensuring hygiene, but 
the new ecomax machines have a deep-drawn rack track and 
rounded corners in the interior; significantly simplifying cleaning and 
handling. An added benefit is the reduced water consumption – 20 
per cent less water than the predecessors. 
(www.ecomaxbyhobart.com)

ultimate cooking centre
 Rational recently launched its SelfCookingCenter  
in the Indonesian market. The cooking centre can 
handle all the traditional Indonesian cooking methods of 
simmering, grilling, deep frying, steaming and overnight 
roasting; all in one unit that is in the less than one 
square metre in size. Plus, the unit is energy-efficient, 
durable and low-maintenance. The LED lighting ensures 
optimum illumination of both the cooking cabinet and 
each individual rack—top to bottom, back to front 
– making  mixed loading even easier. A blinking light 
signals which tray needs to be loaded or unloaded. The 
triple-glazed cooking cabinet door has a state-of-the-art 
heat-reflective coating to ensure minimal heat losses. 
Says Millie Chan, managing director, Rational Cooking 
Systems, “The SelfCookingCenter’s intelligent functions 

are what ensure the consistency 
in food quality, efficiency and cost 
savings. These key factors help to 
overcome the current challenges 
of food operations in Indonesia.” 
www.rational-online.com.sg

Bakery & Patisserie Theatre Coffee & Tea Theatre

■  Focus on high-end food service and bar market

■     An effective business platform for hoteliers and 
   restaurant owners to source and network

■   Timed for 4th quarter - peak buying season

■   The show has a 15-year proven track record of 
         showcasing top quality exhibitors and products

■   Business first - a lively atmosphere conductive to 
    hospitality professionals sourcing habits

5 Reasons RBHK should not be missed

Some of the popular show events for you and the F&B peers to join

RBHK 2017 visitor online registration is now open

Eat  Drink  Trade

5 - 7 SEP 2017 Hall 5EFG HKCEC

Register Online Now!

BUYER BADGE

www.restaurantandbarhk.com

Priority code: 2510
FREE admission for TRADE only

Organised byCo-located event

 Young Sommelier Competition

For show enquiry, please contact:
Tel: +852 3958 0529    Email: info@restaurantandbarhk.com
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Season for 
Gelatos 
 When summer comes around, 
gelatos top the list and XTC Gelato 
has 15 new seasonal flavours. The 
summer menu, July to October, 
features summer fruit like lychee and 
blackcurrant as well as some nutty 
flavours. (www.xtc.com)

 Culinary newS

afternoon Tea with alessi
 Through the months of July and August, Hong Kong’s Tosca, a Michelin-
starred Italian restaurant, will transforms into a magical world of wonder every 
Saturday afternoon as it serves up a feast of tea treats on the ‘Alessi Circus’ 
tableware collection by Marcel Wanders. 
 Full of colour and life, the Alessi Circus collection features circus magic with 
rhomboidal, circular, striped and pointed geometric shapes and patterns in vivid 
colours of white, black, yellow, red, gold and silver. Taking on the vibrancy of the 
Alessi Circus range, Chef Pino Lavarra of Tosca has devised a selection of colorful 
gourmet morsels perfectly mirroring the fantasy world of circus with cuscini 
(fried pizza, ricotta cheese and Parma ham), cerchi (crunchy spaghetti roll 
filled with arrabbiata tomato), hot dog (chicken sausage, mozzarella and 
black truffle), anelli (doughnuts dressed in colourful chocolate sauce and 
condiments), and the  snack trio – popcorn, nuvole and mandorle e 
sabbia (popcorn with chocolate cake, cotton candy and crispy almonds). 
www.ritzcarlton.com/hongkong

Summer in 
Odette
 Chef Julien Royer, at Singapore’s 
two-Michelin star Odette restaurant, has 
unveiled  a spring/summer menu that 
focuses on fresh flavours, anchored by 
his signature focus on ingredients and 
technique. “It’s about honesty – retaining 
the integrity of the ingredients and letting 
them shine through with strong cooking 
techniques,” says Julien. Some of the 
dishes of the season pair ingredients in 
classic French cuisine with elegant Asian 
touches: Foie gras with Japanese abalone 
in a smoked eel dashi consommé inspired 
by pho, seasonal white asparagus is 
paired with caviar and uni, while Julien’s 
affinity for citrus flavours adds zest to a 
white fish in an ‘Espirit Thai’ cream sauce 
spiked with kaffir lime. Taking pride of 
place on the menu is house dry-aged 
duck from fourth-generation French 
poultry breeders, Mieral. The Matured 
Duck ‘Excellence’ Mieral is served two 
ways with puree ‘cardinale’, glazed beets 
and pickled cherries.  
(www.odetterestaurant.com)

Sicilian Soirée
 Le Méridien Bangkok in partnership 
with Independent Wine & Spirit has 
planned a ‘Sicilian Soirée’ to tempt 
diners. Sip Planeta wines, from one 
of the premier wine estates of Sicily 
paired with Sicilian flavours created 
by executive chef Marco Cammarata 
at Bamboo Chic Bar. Planeta 
wines on offer are: Jeio Prosecco, 
LaSegreta Bianco 2015, La Segreta 
Rosso 2015, Etna Rosso 2014, 
Plumbago Nero d’Avola 2014 and the 
premium Chardonnay 2015. (www.
lemeridienbangkokpatpong.com)

Where Hospitality 
is redefined.

The Hotel Show Dubai is the Middle East’s most prestigious 
hospitality event; it is where hoteliers come to do business. If 
you are a GM, owner / operator, procurement professional, 
interior designer, executive housekeeper, architect, chef or 
head of F&B, The Hotel Show Dubai is the perfect platform 
to meet the international suppliers you need.
 
You will be joining a pool of 50,000 decision-makers and 
buyers from hotels, resorts and restaurants worldwide 
in discovering the very latest products and trends across 
the interiors, lighting and design, technology, security 
and catering sectors at more than 500 exhibitor stands, 
brought together from 85 countries.
 
Global hospitality leaders will also be on hand to deliver 
hard facts and strategic insights in the “GM Leadership 
Forum“ series of interactive discussions, while the entire 
event will be studded with entertaining and educational 
live features like “The Middle East Housekeepers League 
of Champions” and “The Runway” for the region’s most 
influential Executive Housekeepers; “The Great Taste 
Theatre” for leading chefs and F&B directors, and “The Tec 
Innovation Zone” for IT and Engineering Directors.

Dubai World Trade Centre 
18 - 20 September 2017

REGISTER TODAY FOR FREE ENTRY
www.thehotelshow.com/register

JOIN YOUR PEER S
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HK’s Tuesday Pop-ups 
 SoHo’s 12,000 Francs, Hong Kong, continues its popular pop-up dining 
series with an Ode to America, a showcase of Americana, served during its 
Tuesday night pop-ups, kicking off July 4th in honour of the US’ Independence 
Day. The pop up menu will be available this July every Tuesday’s night: 4th, 
11th, 18th and 25th. Stateside-inspired snacks include sandwiches stuffed 
with Nashville pulled pork and almond wood smoked Japanese Sagabuta pork 

shoulder; California cheeseburgers and spice-
rubbed and cherry wood smoked Santa Maria 
Tri-Tip, all prepared by American chef Conor 
Beach. Match these special dishes with 
cocktails, a special collaboration with Michter’s 
American Whiskey: from Mint Julep, Michter’s 
New York Sour, a modern rendition of 
the classic concoction; to mellow Old 
Fashioned with Michter’s Bourbon.  
(http://12000francs.com.hk)

 Culinary newS

Macau’s Dynasty 8 tops the wine list
 The wine list at Conrad Macao Cotai Central’s signature Chinese restaurant, 
Dynasty 8, was been awarded ‘Two Wine Glasses’ for four consecutive years at 
China’s Wine List of the Year Awards. Two Glasses indicates that the restaurant’s 
wine list is recognised as ‘Excellent’. The awards, originally established by Tucker 
Seabrook in Australia in 1994, are the premier national awards for wine lists in 
that country. In 2011, the Wine List of the Year Awards founder was asked by 
representatives from China’s hospitality and tourism Industry, and the government 
to bring the wine awards to China and in 2012 China’s Wine List of the Year 
Awards were launched at the 2012 China Sommelier Competition in Shanghai. At 
Dynasty 8 on the list are more than 520 international wines including many from 
China. (www.conradmacao.com)

Flamingo  
in your teacup
 Flamingo Bloom, on Stanley Street 
in Central, Hong Kong,  is all set to 
redefine local tea culture with premium 
loose-leaf teas, all-natural ingredients, 
and stylish surrounds. Flamingo Bloom 
will serve its handcrafted floral teas in a 
chic tea salon: all-natural teas are made-
to-order with no synthetic additives, 
ingredients or powders. Every tea has 
been carefully chosen from high altitude 
tea regions in China and Taiwan. The 
experience begins by choosing one of 
four base teas: Jasmine Green Tips 
tea from Fujian; Highland Oolong from 
Taiwan; Chrysanthemum Pu’er from 
Yunnan; and Honey Orchid Black tea 
from Sichuan – Flamingo Bloom brews 
fresh batches of these base teas every 
four hours. After choosing a base, enjoy 
it over ice, or dress it up with fresh fruit, 
boba, matcha, French rose, or a salted 
milk cap — a decadent crown of creamy 
milk and cheese that’s been whipped. 
Every cup is totally bespoke. 
(www.flamingo-bloom.com)

Asia Pacific’s Essential Hotel Conference Since 1990

18-20 OCTOBER 2017
 IntErContInEntAl Hong Kong
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 EvEnts

Date event Details ORGaniseR Date event Details ORGaniseR

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

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

august 11-13 2017

september 5-7 2017

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

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

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

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

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

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

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

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 26-29 2017

september 7 2017

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

Food & Hotel 
Malaysian 2017 
(FHM 2017)

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.

Malaysia’s premier trade  food and hospitality show, 
Food & Hotel Malaysia (FHM), will be back for 
the 14th time in September. The 13th edition broke 
all records with 23,000 visitors from 57 countries, a 
21 per cent increase from 2015. Exhibitor numbers 
also reached record levels with an incredible 1,200 
companies taking part from 50 countries. FHM’s global 
reach continues to spread with international pavilions 
from Algeria, Belgium, Fujian Province (China), Japan, 
Korea, Philippines, Singapore, South Africa, Taiwan, 
Turkey, USA and many more.

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

UBM Malaysian Exhibition Services Sdn Bhd Suite 
1401, 14th Floor, Plaza Permata, Jalan Kampar, Off 
Jalan Tun Razak 50400 Kuala Lumpur
Tel: + 603 4041 0311
Fax: + 603 4043 7241
Email : enquiry@mesallworld.com 
Website: www.mesallworld.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

October 20-24 2017

november 14-16 2017

Hotel investment 
Conference asia 
Pacific (HiCaP)
interContinental 
Hong Kong

HostMilano
Fiera Milano
Milan, italy

FHC China

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. 

Now in its 40th edition, the show has established itself 
as the leader in the Ho.Re.Ca, food service, retail, mass 
distribution channel and hotel industries. This is the 
favourite destination of top players for offering a preview 
of innovations in technologies in food equipment, food 
products (ingredients, semi-prepared items), the world 
of coffee as well as in terms of formats, design and 
lifestyle. It is also a unique marketplace for doing quality 
international business with professionals who have been 
carefully selected and who have high-level purchasing 
power.

Held at the Shanghai New International Expo Centre 
for the 21st year, China’s largest imported food and 
drink expo, FHC features specialist zones including 
tea and coffee China, meat China, dairy China, beer 
China, chocolate China, fresh produce, and hotel and 
restaurant.

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

Fiera Milano S.p.A.
Strada Statale del Sempione, 28
20017 Rho, Milan, Italy
Tel. +39 02 49971
Email host@fieramilano.it
Sito http://host.fieramilano.it/en  

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

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  Exhibitions

COMING UP 
Hotel ManageMent asia 
suMMit and tecH conference
7 September 2017
www.questexevents.net/hmasummit
www.questexevents.net/hoteltech

COMING UP 
restaurant & Bar Hong Kong 
(rBHK) 
5-7 September 2017 
Hall 5EFG,
Hong Kong Convention & Exhibition Centre 
www.restaurantandbarhk.com

Questex Hospitality Group has announced this year’s 
Hotel Management Asia Summit (HMA) and Hotel 
Technology Conference (Hotel Tech), both at the same 
venue, on 7 September in Hong Kong. Considered the 

platform for speakers and delegates to address their issues and concerns 
about the ever-changing markets in Asia, HMA and Hotel Tech will 
welcome over 250 delegates to this one-day, closed-door event. 

Delegates have found HMA and Hotel Tech conferences beneficial 
because of the networking opportunities, the wealth of ideas and 
knowledge shared, and above all, tips on how to make profits at a time 
when Hong Kong and Macau hotels are facing headwinds since 2015. 
Interactive panel discussions will  present veteran hoteliers, and hotel 
IT leaders, and subject-matter experts in various fields focusing on key 
topics: boosting profitability through rate growth and cost control, 
leveraging future-looking demand intelligence to drive better revenue 
and stronger competitive position, and more. 

HMA Summit/ Hotel Technology Hong Kong Conference 2017 
are part of the Hotel Management Asia summit series. This year, the 
series also include Bangkok, Singapore, and Indonesia by leveraging 
regional experiences, insights, and innovations to address market-
specific challenges.

brainstorming 
hoteliers

RBHK recognised as a flagship industry event for the F&B 
industry in Hong Kong, Macau, and the Southern China 
area is back in September for its 15th edition at the Hong 
Kong Convention & Exhibition Centre. 

Asia’s leading fine dining food and beverage trade exhibition, 
RBHK attracts over 20,000 restaurateurs, owners, chefs, sommeliers 
and hoteliers from Asia’s most prominent hotels, clubs, bars and cafes 
gather to source the finest food and beverage products. 

This year 350 exhibitors from across the region will showcase 
alcohol, food products, confectioneries, fresh products, ingredients, 
tableware/glassware, catering equipment, interior design and solutions, 
hospitality technology, packaging and other professional services, etc.

With its industry-leading awards and a number of networking 
events, RBHK is an effective platform for industry players to 
stay on the cutting-edge of the F&B industry. Also scheduled are 
educational demonstrations providing insights into the practices, 
trends in international cuisine, fine wines and craft beer, spirits, and 
patisserie. The Wine Tasting Theatre, Bakery & Patisserie Theatre, Chef 
Masterclass Asia, and Show Bar are among its most popular features. 

Several competitions and awards will also be on the agenda 
including: RBHK House Wine Awards, Hong Kong International Beer 
Awards, Hong Kong Restaurant Interior Design Awards, and the Young 
Talent Escoffier chef competition. Additionally, this year, RBHK debuts 
the Young Sommelier Competition and the Coffee & Tea Theatre. Both 
expected to draw young talent and uncover the latest trends.

Leading F&b 
trade exhibition 
returns
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 Exhibitions  Exhibitions

Thaifex–World of Food Asia 2017, Asean’s largest food and 
beverage trade show, saw a total of 55,111 visitors from 130 
countries – a 30 per cent increase from 2016. This 14th 
edition was jointly organised by Koelnmesse Pte Ltd, the 

Department of International Trade Promotion, and the Thai Chamber 
of Commerce.

The five-day event was attended by 43,129 Thai visitors and 11,982 
international visitors, all key decision makers and buyers in the F&B 
trade. Besides a wide array of food products and technologies, they had 
access to insights that could help extend their businesses throughout 
Asean and beyond. The number of international exhibitors grew by 
14 per cent, with representatives from Scotland, the USA, Australia, 
Poland, Japan, Turkey, and Vietnam. For the first time the number of 
international exhibitors matched that of Thai exhibitors

Mathias Kuepper, Managing Director, Koelnmesse, organiser 
for Thaifex-World of Food Asia 2017, says, “The record-breaking 
number of visitors is testament to the fact that the F&B industry 
continues to see the trade show as the place to be. This year’s show 
proved to be more than just a platform for networking between buyers 
and exhibitors, but also an avenue for everyone to collaborate, share 
thoughts, and exchange knowledge about issues facing the industry.”

Innovation took centre stage as a key theme throughout the trade 
show. For the first time, the Thaifex Innovation Zone and Seminar 
Series were organised to spur conversations about trends that are set 
to take the F&B industry by storm. Industry experts led engaging 
discussions around product development, packaging innovations, and 
food technology.

Recognising the increasingly niche and changing demands 
of consumers, the top 50 most innovative products from leading 
companies, such as Kasel GmbH, Compagnia Alimentare Italiana SPA 
and Black Isle Brewing Co, were unveiled by an independent panels 
of judges and industry leaders. Identified products included organic 
quinoa nuggets, rice oil spray and gluten-free beer.

synergy and 
innovation 

Texcare Asia, a leading trade fair for the Asia textile care 
sector, is returning this autumn to the Shanghai New 
International Expo Centre, China. Co- organised by Messe 
Frankfurt (Shanghai) Co Ltd and China Light Industry 

Machinery Association, the 2017 edition, a sister event of Texcare 
International, is scheduled from 27 – 29 September. 

The textile care and cleaning industry in Asia is undergoing a major 
transformation towards high operational efficiency and energy-saving, 
and Texcare Asia is the perfect place to exchange fresh ideas and reveal 
the latest technologies. Spread over 20,000 sqm exhibition area, with 
over 160 international exhibitors, including confirmed participating 
companies BÖ WE, Castic- SMP, Chuandao, Girbau, Jensen, 
Kannegiesser, Oasis, Sailstar, Sealion, Voss and Weishi, it will showcase 
the latest industrial innovations in front of 11,000 professional trade 
visitors and buyers during the three-day event.

Richard Li, general manager of Messe Frankfurt (Shanghai) Co Ltd 
says, “I am happy to learn the fair has received tremendous feedback 
from many key industry players. It also reflected the unparalleled 
position of the fair in the fast-developing textile care industry in Asia.”

Milena Vogt, assistant to director of project engineering from 
Herbert Kannegiesser GmbH, a German-based industrial leader, 
says, “Texcare Asia is one of the most important laundry exhibitions 
in China, as well as for the entire Asia-Pacific region. As the demand 
increases in the Asian market, we always participate in the fair to 
showcase our innovation, and reach out to more business potential.”

texcare shows 
the way

COMING UP 
texcare asia
27 – 29 September 2017
Shanghai New International Expo Centre, China.
www.texcare-asia.com

Thaifex–World of food asia 2017, asean’s largest food and 
beverage show was an unprecedented success
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 Appointments

Q&A
Douglas Martell
Chief Executive Officer, Onyx
Onyx Hospitality Group has appointed Douglas 
Martell as its chief executive officer. Previously the 
executive vice president and chief operating officer 
of Onyx, Martell succeeds Peter Henley who was the 
CEO for nine years. With a career spanning more 
than 25 years, Martell boasts a wealth of hospitality 
experience from management and operational 
functions across a number of roles in various 
markets including China, Japan, Australia, Europe 
and India. Prior to joining Onyx Hospitality Group 
as chief operating officer in 2014, Martell spent 13 
years at InterContinental Hotels Group, where he 
held senior leadership roles in Australia, China and 
Japan, before being appointed IHG’s vice president 
of operations for Southwest Asia based in India.

THE STrATEGy
 As the company enters the next phase of regional growth, the strategy 
is to further ‘grow the Onyx regional portfolio, augmenting the value 
proposition of each brand and enhancing operational excellence.  He 
says, “This is an exciting period in Onyx Hospitality Group’s ongoing 
transformation, and I am honoured to be entrusted with the leadership of 
one of Asia’s fastest growing hospitality companies.”

THE GOAl
 Becoming the best mid-sized hospitality player in Asia. He explains, “I 
am confident that with the dedication of our team members and support of 
our owning company, investors and partners, we can continue to build on 
the company’s successes to further expand our presence across the region.”
 Onyx Hospitality Group currently operates 42 hotels in eight countries 
under three core brands - Amari, OZO and Shama - and has over 20 
properties in the development pipeline in Australia, Vietnam and Laos. 
Most recently, the group launched Amari Yangshuo in Guilin, China and 
Amari Johor Bahru in southern Peninsula Malaysia, and plans to open new 
properties in Sri Lanka, Laos, Vietnam, Hong Kong and Malaysia in the 
coming year. The group is aiming for 99 hotels across the region by 2024.

 Vivian Choa, the newly 
appointed director of 

sales & marketing of Avani 
Sepang Goldcoast Resort, 

brings with her a wealth of 
experience in the sales and marketing industry. Based 
in Kuala Lumpur, Choa will oversee and direct the 
company’s sales initiatives. Prior to her appointment, 
Choa worked with several hotel groups, including 
Starwood Hotels & Resorts and Hilton Hotels 
Worldwide. This extensive experience has also seen 
her manage cluster teams and hotel openings.

 Matthias Mittnacht 
takes over as executive 

chef of the Renaissance 
Bangkok Ratchaprasong 

Hotel. Hailing from Bavaria, 
Mittnacht is no stranger to Bangkok having spent 
almost half a decade working in the city. With almost 
20 years of experience in culinary arts working 
alongside many world-renowned chefs for several 
events and occasions, Mittnacht’s career has taken 
him from Europe, in leading properties in Germany 
and Switzerland, to Asia, where he has worked in 
Vietnam as well as Thailand.  Mittnacht’s task is to 
fine-tune Flavors, La Tavola & Wine Bar and Fei Ya, 
the hotel’s F&B outlets.

 Jonathan Wigley CEO of 
Absolute Hotel Services 

Group has appointed 
Vasikan Karnchananan as  

 the group’s director of sales 
for Asia. With 18 years of hospitality experience, 
Vasikan has a strong background in the national 
and international hospitality industry and boasts an 
active international network in both the mice and 
leisure segments.  As director of sales for Asia she will 
be responsible for all aspects of Eastin Hotels and 
Residences and U Hotels and Resorts’ sales plans and 
maximising revenue to meet the sales budget. Prior to 
joining Absolute Hotel Services, Vasikan was cluster 
director of sales for the Park Hyatt Siem Reap and 
the Hyatt Regency Phuket Resort.  “We are extremely 
pleased to welcome Vasikan to our team. Her team-
work, spirit and strategic vision will be an invaluable 
asset in achieving our company’s goals,” says Wigley. www.ranciliogroup.com

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

personalised and adapted to all customers’ specific needs.
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