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Technology, a double edged sword, is all pervasive in both the 
hospitality and the catering industry. The advances are changing 
the way the hospitality industry works and how hotels respond 
to the demands of its patrons. But it is also changing the 
expectations of the guests: they expect, nay demand, a seamless 

experience from check-in to checkout with no concessions made. The pressure 
to perform and match the expectations has led to hotels gasping for more 
technology, investing in more software to manage the various departments from 
the rooms division to housekeeping to laundry. And  therein lies the problem: 
the creation of data silos, which are becoming unmanageable. Time has come 
to clean up the act and integrate the various silos to effectively leverage all the 
information that is on hand; we discuss this on page 20.  The changing scenario 
is also affecting recruitment: the human element is still the most crucial. Hiring 
the right talent then becomes pivotal to success. In our management feature 
on page 10 we discuss the way forward and why ‘creating a culture in which 
employees can reach their goals’ is important.
 Technology is giving chefs nightmares too as induction cookers replace 
traditional gas burners. Besides making for a cooler work environment, induction 
cookers lessen the load on ventilation systems reducing the environmental 
impact a kitchen can have, and are thus desirable. But it does require rethinking 
cooking techniques, and while some chefs are struggling others are owning their 
new techniques; we come to grips with it on page 38. Chefs are also grappling 
with  rising olive oil prices (page 30), while bars  across Asia-Pacific are making 
room for craft beer (page 34). 
 There’s all this and more food for thought in this issue. 

Managing Editor
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Introducing nSight for IDeaS
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This first-to-market tool offers an unparalleled view into guest shopping on more than 5,000  

travel sites. Learn when your guests are searching to stay, where they are traveling from and 

what is driving their buying decision. Forward-looking demand intelligence data gives you a 
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revenue potential. Your competition, relying solely on historical data and regrets and denials  

for their revenue strategy, will be left behind.
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Complete 
connectivity at  
Marco Polo HK
 Guests at Marco Polo Hong Kong, Gateway 
and Prince Hotels get a handy, a smartphone, 
that keeps them totally connected. Pre-loaded 
with bespoke software specifically designed 
for tourists visiting Hong Kong, it also offers 
unlimited 3G mobile internet, unlimited local 
and international calls (Australia, China, 
Germany, Japan, Korea, Singapore, Taiwan, the 
Philippines, the UK and the USA), Wi-Fi hotspot 
and tethering to other mobile devices, instant 
access to the hotel concierge, pre-loaded social 
media apps (Facebook, WeChat etc) and Hong 
Kong dining and city guide, plus ticketing offers. 
Traveller apps on the handy include currency 
converter, maps, news services and  iTranslate. 
Guests can also install any app of their choice 
from the Google Play Store.
 (www.marcopolohotels.com)

 Industry news

G L O B A L L Y

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

We live to inspire greatness in others
 

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

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

telly in the mirror 
Bathroom and in-wall television manufacturer, Aquavision, will 
exhibit their latest range of televisions for the hospitality industry at 
the Hotel Show Dubai in September 18-20. On show will be their 
Tailored Collection – off-the-shelf MirrorVission+ televisions from 
the Bespoke Range which features an invisible television (16” or 
22” LCD) in perfectly reflective mirror. There are no visible signs 
of the television when it is turned off and it displays a clear, bright 
picture even in high ambient light environments. Fully waterproof 
to IP66, they are manufactured with forward projection heated 
screens to avoid misting up, enabling them to be installed in 
bathrooms, showers and wet rooms. All models integrate fully 
with hotel IPTV systems and connect to all leading brands. 
(www.aquavision.tv; Hotel Show Dubai, Stand no 7A280, Dubai 
World Trade Centre)

sydney Calling
 ICC Sydney at Darling Harbour will host Foodservice 
Australia 2018 (27-29 May), with more than 300 exhibitors, 
plus competitions, workshops and a conference – all 
on one floor. The fastest-growing food trade exhibition 
in Australia, it has as add-ons the highly esteemed 
National Restaurant Conference, the celebrated Savour 
Patissier of the Year competition and the biennial Bocuse 
d’Or Australian Selection to its portfolio. “By moving to 
the new convention centre at Darling Harbour, we can 
accommodate even more exhibitors, visitors and special 
events,” says event director Tim Collett. “Next year we will 
host a brand new restaurant competition staged by the 
Australian Culinary Federation (ACF), called ‘Restaurant of 
the Year’, which will see restaurant teams compete in live 
kitchens on the show floor,” he reveals.

Luxury  
spa Award
 The Parisian Macao’s Le SPA’tique  beat off stiff 
competition from across China to triumph in the ‘Luxury 
Emerging Spa’ Country Category at the 2017 World Luxury 
Spa Awards. Tracy Lord, director of spa operations, The 
Parisian Macao & Conrad Macao, Cotai Central  says, “We 
are absolutely thrilled to have received this recognition. This 
is a highly competitive field and to have come through as 
winner is a huge endorsement not only of our products and 
facilities, but especially our highly trained and dedicated 
staff who take great pride in the wonderful work they do.”
  Le SPA’tique is a fully integrated luxury spa, offering 12 
treatment rooms, vitality pools and lounges, sauna, steam 
room, experience showers and more. Providing a timeless 
experience with Chinese influenced aesthetics in bespoke 
boutique style, Le SPA’tique’s result-oriented treatments are 
creatively developed, focusing on individual needs.

Vinexpo  
‘Country of Honour’ 
 Australian wine will take centre stage at Vinexpo Hong 
Kong, as Australia has been selected as the Country of Honour 
for the exhibition in May 2018. Vinexpo Hong Kong is the key 
trade-only wine and spirits exhibition in the Asia-Pacific region. 
The event attracts top decision making importers, buyers and 
sommeliers, and provides a forum for education and trade 
networking. 
 Andreas Clark, CEO of Wine Australia explains, “This is 
a brilliant opportunity to shine the light on the diversity and 
premium quality of Australian wine. Greater China is our number 
one and fastest growing export market, so Australia taking 
the title of Country of Honour will help strengthen our position 
in the market, and enable us to showcase the breadth of fine 
Australian wine to some of the most influential people in the 
region.” As Country of Honour, Australia will have the privilege of 
hosting a range of master classes to immerse attendees in the 
broad Australian wine offering. There will also be a dedicated 
tasting area and educational activities.
 Says Guillaume Deglise, CEO of Vinexpo, “Vinexpo is 
very proud to host Australia as country of honour for the 20th 
anniversary of the fair in Hong Kong. The connection with Wine 
of Australia reflects the growing appetency of Asian consumers 
for Australian wines, and Vinexpo’s objective is to enhance the 
dynamism of the Australian wine industry at the exhibition.”

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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 Industry news

Middleby 
acquires sveba 
dahlen Group
 Middleby Corporation , a 
global leader in the foodservice 
equipment industry, has acquired 
Sveba Dahlen Group, a leading 
manufacturer of high-quality 
bakery ovens, baking equipment 
and planetary mixers in Northern 
Europe. Sveba Dahlen has a 
market leading position within 
professional high-quality baking 
ovens and baking equipment in 
Northern Europe.
 Middleby is a leading 
manufacturer of commercial 
kitchen and bakery equipment, 
residential appliances and 
systems for industrial processing 
and packaging, with more than 
50 premium brands between 
the three business segments. 
“Sveba Dahlen, Glimek and 
BEAR Varimixer are amazing 
Scandinavian brands that cater 
to a demanding segment of the 
Bakery industry; the company 
has shown steady organic growth 
and Middleby will empower the 
company’s management team to 
continue to grow and innovate” 
says Mark Salman, President of 
Middleby Bakery Group.

regent extends its reach
 Regent Hotels Group, has unveiled three mixed-use developments - hotel and 
branded residences. In June this year Regent Hotels Group and Vietnamese property 
developer BIM Group signed a management contract for a mixed-use development 
in Phu Quoc, Vietnam, expected to open in 2019. In the early stages of development, 
Regent Phu Quoc has already scooped an award as ‘Winner in the New Hotel 
Construction & Design Vietnam’ category at the 2017 Asia Pacific Property Awards.
 July saw the launch of the Regent Pool Club Residences at Regent Porto 
Montenegro. Designed by the award-winning WATG architects of London, the 
second phase is located adjacent to the existing Regent Porto Montenegro hotel 
overlooking Porto Montenegro’s TYHA awarded Super Yacht Marina of the Year; 
each of the Regent Pool Club Residences will have direct access to the facilities and 
services of the five-star hotel. Regent Jakarta and Regent Residences Jakarta will 
be the next mixed-use development project, scheduled to open in 2018 in the heart of 
Indonesia’s capital city. The result of a collaboration between Regent Hotels & Resorts 
and KG Global Development, Regent Jakarta will form part of the new Mangkuluhur 
City development, which offers shopping, dining and entertainment options on  
the doorstep. 
 Commenting on the developments,. Steven Pan, chairman of Regents Hotels 
Group says, “The mixed-use business model is our commitment to maximise owner 
return through innovative concepts and entrepreneurship. The development of a luxury 
hotel is a long-term investment; using the Regent brand as an anchor, we can deliver 
exceptional products and provide immediate capital return through residential sales.”

record arrivals in 
Vietnam
 Vietnam that in 2016 saw a record number of 
international arrivals (more than 10 million tourists), is in 
2017 already on track to surpass that. During the first six 
months of the year, Vietnam recorded more than 6 million 
international arrivals, 30 per cent increase over the same 
period a year earlier. Much of this growth can be attributed 
to the government’s renewed focus on developing the 
tourism industry. Somewhat onerous visa regulations 
were changed in 2015, and now tourists from a range of 
European and Asian countries can visit Vietnam for up to 
two weeks without needing to obtain a visa at all. Beyond 
that, the government is investing more in tourism marketing 
and promotion, as part of a goal for the industry to account 
for 10 per cent of GDP in 2020, up from 6.6 per cent in 
2016. The country is targeting 17-20 million international 
tourists and 82 million domestic tourists by 2020.
 International hospitality players are increasingly looking to 
Vietnam for opportunities to expand. Hospitality investment 
is centred primarily around tourism hots pots: Danang and 
the fabled UNESCO World Heritage port of Hoi An – and the 
southern island of Phu Quoc. Nearly five dozen new hotels 
are set to open over the next three years. At the forefront 
of hospitality development in Vietnam’s central region is the 
giant US$4 billion ‘HOIANA’, located to the south of Hoi An. 

Boutique London 
experience
 The latest addition to the Small Luxury Hotels of 
the World portfolio in the English capital is The LaLiT 
London. The hotel, opened in February 2017 and is 
the first overseas venture for New Delhi-based hotel 
company The Lalit Suri Hospitality Group. The hotel sees 
the transformation of a derelict Grade II listed building 
into a 70-room luxury boutique hotel following a five-year 
restoration, and combines original Victorian features with 
custom-made Indian interiors and modern technology. 
Once home to St Olave’s Grammar School, there are 
nods to the building’s history throughout, most notably 
in the striking panelled Great Hall, two bars located in 
the former Teachers’ Room and the Headmaster’s Room 
and some guest rooms which boast 30 ft ceilings. The 
dramatic great hall is home to pan-Indian restaurant 
Baluchi. Here guests can sample a selection of flavours 
from across India including Kashmir, Bengal, Kerala 
and Goa. The restaurant features a Naanery where 
guests can pair wines with artisanal breads prepared in 
the tandoor and an outdoor shisha terrace. Localised 
phones are provided in all the guest rooms enabling 
guests to navigate their way around the city and stay 
connected during their visit. (www.slh.com/lalit)

Its Opentable at lebua
 All the  award-winning restaurants and bars at The Dome at lebua 
in Bangkok are now that much easier to access. Thanks to lebua’s 
partnership with OpenTable Reservations, making advance bookings 
online, from anywhere in the world, is a breeze. The Dome, the first 
in the world to include bars on the network, is known for its stunning 
settings, exquisite cuisine, exclusive products, innovative cocktails, 
fine wines, and bespoke service. Make reservations for Mezzaluna 
(European dining), Breeze (pan-Asian cuisine),  Sirocco (Mediterranean 
cuisine), Flûte – A Perrier-Jouët Bar, Alfresco 64 – A Chivas Bar, Sky 
Bar and Distil.  With this new partnership, diners can now easily check 
for available tables, read verified diner reviews, view menus and photos 
of the dishes. The switch over also ensures that no credit card is 
required to book a table at any of the restaurants and bars. Each month 
OpenTable seats more than 22 million diners per month via online 
bookings around the world in more that 20 countries.  
(www.lebua.com)

Regent Jakarta

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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Ripping up the 
recruitment 

rulebook
In spite of countless innovations in the 

hospitality industry the most crucial 
interaction is the human one, writes 

James Stephen. But do educators, 
recruiters and employers need to 

change their approach in the face of 
the exponential growth taking place, 

especially across Asia?

Customer loyalty plays a huge role in long-
term growth and profitability, but our staff 
are the face of the company as well as a 
trove of useful customer insight. Investing 
in your employees always translates into 
bottom-line benefits. 

“When we create a culture in which 
employees can reach their goals and 
know that their thoughts and insights are 
appreciated, it boosts productivity, morale, 
and engagement and gives employees 
feelings of significance, community, and 
value. When employees are satisfied and 
engaged, the result is deeper customer 
connections and an elevated customer 
experience.”

brand awareness
Darryl Agon, Managing Director with 

Hong Kong’s Agon Hotels and Resorts Ltd, 
agrees more emphasis is being placed on 
training staff on their brands’ DNA.

“Educating about brand ethos has 
now become much more important as an 
overall compass to tie training objectives 
together. This allows staff to associate 
their own personalities and values with 
their brand and may have a positive effect 
on retention in the longer run, since 

From free wi-fi to loyalty 
programmes, executive lounge 
access to heated robot toilet 
seats, it’s often hospitality’s 

more eye-catching stuff which gets the 
attention. Which makes it sometimes easy 
to forget about the industry’s single greatest 
commodity – its people.

With hospitality in the region 
traditionally enjoying organic growth, this 
is not entirely surprising. Things aren’t 
a problem until they’re a problem. The 
unprecedented explosion of the middle class 

across Asia in the past 15 years, however, 
with dozens of properties opening every 
day, and the jump in international tourist 
arrivals – almost 280 million in 2015, 
making Asia-Pacific Pacific second only to 
Europe – has changed this. 

The upshot is that there is now huge 
demand for talent at all levels, which, 
combined with a gradual localisation of 
management positions, is forcing recruiters, 
finally, to rethink their strategies. But is this 
too little, too late? Is the industry doing 
enough to cultivate its future leaders? 

demand outstripping 
supply

While Kimy Chen, President Southeast 
Asia, Cachet Hospitality Group (CHG), 
a lifestyle hospitality branding and 
management company with properties 
across China, Thailand, Mexico and the 
U.S., is optimistic, she adds that with Asia’s 
booming tourism industry expected to set 
records this year, employment is increasing 
and hospitality education in Asian countries 
has to work hard to produce the number of 
skilled graduates needed. 

“Tourism industry leaders and 
educators need to focus on the quality and 

development of the workforce. With such 
an exceptional pool of hospitality graduates, 
we are confident that industry standards 
across Asia will grow dramatically in line 
with guests that demand it. Asia is where 
the industry is thriving and the education 
and training standards here are equal to 
what you would expect worldwide.”

Chen says that on a global level Asian 
hospitality is still a young industry and it is 
not clear yet as to what extent the number 
and quality of graduates will be required, 
but one shift over the past decade is 
employing Asians rather than westerners to 
fill key positions.

And she has advice for the industry’s 
recruiters. “Hiring the right talent takes 
patience and is crucial to building a thriving 
business. CHG promotes a good blend of 
seasoned professionals and fresh graduates. 
We coach, develop and promote internal 
talent and also hire key external experts with 
requisite competencies

“Turning a job into a meaningful career 
is the way to ensure long-term financial 
security as well as professional and personal 
fulfilment. Company culture and people 
development is the most critical area in 
today’s competitive business landscape. 

Students at the Glion Institute of  Higher EducationThere’s more work to be done to align programme provision with industry needs believes the 
dean of  The School of  Hotel and Tourism Management, The Hong Kong Polytechnic

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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“For Job Openings, please visit www.HotelsHR.com”

HotelsHR Sep 2017.indd   1 8/15/60 BE   10:22 AM

staff feel more purpose in their tasks and 
understand the underlying rationale for 
their methodologies.”

Agon makes the point that this more 
purposeful training fosters greater teamwork 
and belonging, which accentuates the 
importance of strong brand building in 
all aspect of operations and customer 
and staff touch points. And he adds that 
schools should focus more on educating the 
mindset and mentality of the students as 
business partners regardless of their specific 
job function. 

skills to succeed
Fabienne Rollandin, Executive Director 

External Relations, Glion Institute of 
Higher Education in Switzerland says 
that while there are many fine institutions 
preparing the required talent, she also 
believes that education providers need to 
adapt their curricula to stay relevant and 
equip students with the right skills to 
succeed in this dynamic industry.

“The hospitality industry is already 
experiencing difficulties finding and 
retaining qualified talent, while the World 
Travel & Tourism Council (WTTC) expects 
the sector to generate an additional 90 
million jobs by 2027,” she notes.

Based on the Swiss model of education, 

Glion combines practical and theoretical 
courses with industry internships. This 
approach not only transmits the necessary 
technical and managerial skills, but soft 
skills such as communication, problem-
solving and cross-cultural competencies. 
These soft skills are transferable to any other 
client-facing role and required to deliver 
the high-level service and unique customer 
experiences brands are seeking to create.

Rollandin adds that in 2016, the total 
contribution of travel and tourism to direct 
and indirect employment in the Asia-Pacific 
region accounted for 160 million jobs, or 
8.7 per cent of total employment. This 
is expected to rise to 215 million jobs in 
2027, according to the WTTC. 

“In order to address this skills gap and 
provide the human capital the industry so 
desperately seeks, companies, academia and 
government need to work hand in hand. 
Only with a common approach and strategy 
can we devise the right training programmes 
and career opportunities to motivate young 
people to join the dynamic and exciting 
hospitality industry.”

Craig Cochrane, Senior VP Human 
Resources, Mövenpick Hotels & Resorts 
agrees that while in general the hospitality 
education programmes are “very good”, 
the industry is evolving so rapidly that it 

Educating about brand ethos has now become 
much more important as an overall compass to 
tie training objectives together, believes Darryl 
Agon of  Agon Hotels and Resorts Ltd

Kimy Chen, Cachet Hospitality Group – confident 
that industry standards across Asia will grow 
dramatically in line with guests that demand it

Fabienne Rollandin of  Glion Institute of  Higher 
Education in Switzerland – education providers 
need to adapt their curricula to stay relevant and 
equip students with the right skills to succeed

is imperative graduates remain committed 
to advancing their skills through further 
education even after gaining employment, 
he says. 

“This will prove vital to ensuring 
the next wave of hospitality leaders are 
equipped to meet the complex challenges 
that will arise as the industry grows and 
evolves exponentially, especially leadership 
and communication skills.”

Cochrane stresses that a flexible 
approach to recruitment is essential, “The 
great thing about our industry is that there 
are plenty of roles that allow young people 
to kick-start their careers without the need 
for significant prior experience. At the same 
time, you must have experienced heads 
to guide the respective teams and provide 
inspiration.”

Prof Brian King, Associate Dean of the 
School of Hotel and Tourism Management, 
The Hong Kong Polytechnic University, 
suggests that while a massive expansion 
of hospitality and tourism education has 
accompanied the growth of the industry 
itself across Asia, different countries vary 
considerably, depending on the level and 
stage of their industry’s development. 

Glion Institute of  Higher Education combines practical and 
theoretical courses with industry internships

Industry needs to embrace 
a new generation of  
transformational leaders;  
The School of  Hotel and 
Tourism Management,  
The Hong Kong Polytechnic

www.asianhotelandcateringtimes.com
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Filling the skills gap

Vincci Chung, senior consultant with Hong Kong-based HotelsHR 
Limited says that that with the tremendous growth of the industry over 
the past few years the company has noticed areas where it is becoming 
more challenging to attract candidates.

“We have begun to realise that there are several roles where we 
are currently facing a shortage of talent partly due to the long hours 
and technical skills required. To combat this, hoteliers need to be 
more creative in attracting potential candidates to join the hospitality 
industry, while traditional hospitality education programmes need to 
elaborate and modify their syllabi according to requirements of the real 
world. 

Universities are carrying out surveys and other research, inviting 
hoteliers to review their programmes and collecting opinions from 
employers in order to achieve this.” 

She adds that the main areas employers should focus on is all-round 
hospitality knowledge and a wide variety of management skills to 
prepare individuals to handle critical situations.

“China, for example, has massive 
provision of hospitality education, but 
there’s a mismatch because the propensity 
of graduates to leave the industry. There’s 
more work to be done to align programme 
provision with industry needs.”

“To improve retention rates, industry 
leaders need to ensure that interns have a 
good experience. Many hotel operational 
requirements follow well-established 

work patterns – front office, F&B and 
housekeeping for example. Other roles are 
undergoing transformation. New recruits 
need good technological skills, though 
verbal and written communication also 
remains important.

“Firstly the industry needs to embrace a 
new generation of transformational leaders, 
and most will be locals rather than western 
expatriates. Industry leaders will also need 

to demonstrate a capacity to inspire the 
‘Millennial’ generation of recruits. Because 
hospitality is a 24/7 business, employees 
should be passionate about service and stay 
motivated.”

He concludes that the accommodation 
sector will need both inspired leaders and 
good processes that build a committed 
workforce. 

Prof  Brian King of  the School of  Hotel and Tourism 
Management, The Hong Kong Polytechnic University

Mövenpick is planning to open 20 to 25 hotels in Asia over the next four years, which means 
the group will be looking to hire up to 250 managers, according to Craig Cochrane, Senior 
VP Human Resour

www.asianhotelandcateringtimes.com
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 Market report

The Malaysian tourism industry 
showed signs of recovery in 
2016 following a downturn in 
2015, the Malaysia Tourism 

Promotion Board reports, with tourist 
arrivals up 4 per cent for the year. The 
country received 26.8 million tourists in 
2016 compared to 25.7 million tourists the 
year before.

In terms of tourism receipts, the news 
was even better, with a healthy rise of 18.8 
per cent. Tourists stayed an average of 5.9 
nights in the country, up 0.4 per cent  
over 2015.

Southeast Asian countries accounted for 
75.8 per cent of tourism arrivals. Medium 
haul markets accounted for 18.5 per cent of 
visitors, long haul markets, 5.8 per cent.

Malaysia

Transformation Plan aims for 36 million tourist arrivals by 2020,  
Michael Taylor writes

Singapore led the pack, with 13.3 
million visitors, followed by Indonesia 
(3.1 million), China (2.1), Thailand (1.8 
million), Brunei (1.4 million), India (0.64 
million), South Korea (0.44 million), the 
Philippines (0.42 million), Japan (0.41 
million), and the United Kingdom  
(0.40 million).

Thailand accounted for the largest 
regional increase, registering 32.5 per cent 
growth, followed by Laos, up 27 per cent; 
Brunei, up 22.7 per cent; Indonesia, up 9.4 
per cent; and Singapore, up 2.6. In terms 
of medium haul markets, China registered 
26.7 per cent growth, Saudi Arabia 24.2 per 
cent growth, and Iraq 12.1 per cent growth.

The increases were attributed to 
improved flights schedules and travel 

facilitation. Favourable foreign exchange 
rates also played a part.

Tourism 
TransformaTion Plan

The government’s Malaysia Tourism 
Transformation Plan aims to attract 36 
million tourists to Malaysia and generate 
RM168 billion in revenue by the year 
2020.  In line with this initiative, the 
Malaysian Investment Development 
Authority (MIDA) will continue to focus 
on promoting high-yield tourism in a bid 
to create jobs and drive economic growth. 
Industry insiders are generally supportive of 
the move.

The Amari Johor Bahru is the Thai-
based Onyx International Group’s first hotel 

Bounces 
Back

Sunset on Malaysia’s ‘Gold Coast’,  
Sepang District in state of  Selangor

The lobby of  Amari Johor Bahru, Thai-based Onyx 
International Group’s first hotel  in Malaysia

Catching the drama on the balcony 
of  the Royal Suite, Avani Sepang
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against the plan. “It is unfair for the hotel industry to collect 
this tax as tourists only spend 25 per cent of the expenses on 
accommodation and the rest goes to shopping, transportation 
and food,” says Cheah Swee Hee, president, Malaysian 
Associations of Hotels.

Malaysia Budget Hotel Association’s president P.K Leung 
concurs. “If hotels were to collect the tax, it must then be placed 
in a special fund which should be used to promote hotels only,” 
Leung says.

Malaysian Association of Hotel Owners executive director 
Shaharuddin M Saaid suggested that instead of putting a tax on 
hotel rooms, a one-time entry or exit tax of RM20 should be 
collected at airports and borders, which is what is done in Japan, 
he says.

But not everyone thinks the bill is a bad idea. Kanchana 
Ganglani is marketing communications manager of the Avani 
Sepang Goldcoast Resort, which stretches out almost a kilometer 
into the sheltered waters of the Straits of Malacca. With 315 
over-the-water villas and seven food and beverage outlets, the 
luxurious hotel is just a 45-minute drive from Kuala Lumpur 
International Airport and a 90 minutes’ drive from the nation’s 
capital. He is upbeat about the tax.

“The Tourism Tax Bill should be viewed positively as in the 
long-run this would help to improve the infrastructure of the 
tourism industry,” Ganglani says “Although for five-star resorts, 
the RM20 per night might seem high, but looking forward, this 
would benefit the growing number of tourists.” 

in Malaysia. It opened in May 2017. A five-
star property, it is located just steps from the 
immigration checkpoint from Singapore, 
major shopping malls, the Johor Heritage 
Trail and the convention centre.

“I believe this is a realistic plan, and one 
which will benefit our growing presence 
in Johor state in particular,” says Wayne 
Lunt, general manager, Amari Johor Bahru. 
“Having lived in Johor Bahru for over a 
year, I have seen this destination transform 

and its appeal enhance within a short time. 
There is extensive public and private sector 
investment and commitment towards 
making Johor Bahru and Johor state the 
destination of choice for both leisure travel, 
business travel and events.”

Tourism Tax acT
A controversial Tourism Tax Act was 

passed by the Malaysian Parliament in 
April. It goes into effect on 1 July 2017. As 

a result of the initiative, hotel guests will be 
charged a room tax of between RM2.50 and 
RM20 per night, depending on how many 
stars the hotel has. Could the plan backfire?

The Langkawi Tourism Association 
(LTA) predicts that the popular tourist 
destination will suffer a 20 per cent drop 
in domestic tourism hotel occupancy as 
a result of the new tax. “I strongly object 
to the implementation of the tourism tax 
now as it would not be suitable to promote 
the industry under the current economic 
situation,” says Zainudin Kadir, chief 
executive officer, LTA.

According to the New Straits Times, a 
daily newspaper in Singapore, three other 
major hotel associations have also come out 

The waterfront in Kuching, the capital and the most populous city in Sarawak 

Amari Johor Bahru Superior King

Wayne Lunt, general manager, Amari Johor Bahru

Cameron Highlands near Kuala Lumpur, a popular destination
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 Technology

“Data is changing the 
way everyone does 
business today. You 
have to interpret 

it and make it usable and beneficial for 
your enterprise,” says Stan van Roij, vice 
president, Hospitality Solutions & Program 
Management at Infor. 
 “Data needs to be meaningful and 
relevant. Not all data complies with these 
two for all analytical situations. Technology 
has been getting better at arming users 
with actionable insights from their data 
and predicting the needs of the users and 
changes in the market. I would say the most 

Dealing with 
data silos

Hoteliers are struggling with data silos thanks to the different types of 
software, built to serve different purposes. Being able to leverage this 
data is crucial as growth in the volume of travellers isn’t anticipated 
but a growth in spend among those who are travelling is expected. 

Donald Gasper on the tools available to the hotelier to make revenue 
management more effective by integrating internal and external data

important step that hoteliers can take to 
ensure they are making the most of their 
data is to clean their data. From there, they 
can work more closely with their vendors 
or consultants to better understand what 
that data means and how to better their 
operations and revenue management. 
 “Your vendor should be more than just 
someone you work with one time, they 
should be there to help guide you through 
the changes in the business and technology,”
he adds.

Rachel Grier, managing director 
Asia-Pacific for IDeaS Revenue Solutions, 
says that there is a recognised need to 
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“Data needs to be 
meaningful and relevant. 
Not all data complies with 
these two for all analytical 

situations.”
Stan van Roij, vice president, Infor

incorporate clean and relevant data 
from multiple sources, which, through 
sophisticated analytics, supports optimised 
profit performance and drives the 
convergence of revenue with departments 
such as marketing, sales and conferencing/
events. “As these teams work towards 
unified and granular goals, they’ll maximise 
profitability via an analytic approach that 
moves their business from predictive to 
prescriptive.” 

Future casting
New analytics and prescriptive 

modelling has entered the market due to the 

emergence of future-casting – or the deployment of forward-
looking predictive demand intelligence. This deep geo-persona-
centric market data gives hotels the ability to develop more 
comprehensive and laser-targeted strategies – well beyond the 
traditional generic data sets of reservations data and  
competitor rates.

 Tools such as nSight for IDeaS, aggregates consumer search 
(or travel intent) data to determine the days which present the 
greatest opportunity, in addition to identifying consumers with 
the highest likelihood of booking, thus maximising return on 
investment levels for marketing spend, Grier says. 

“A total optimisation, profit-based approach for both rooms 
and conferencing/events is only possible with the integration 
and deployment of both internal and external data – from the 
past present and future.” 

The more established automated solutions available 
today enable the execution of strategies across both rooms 
and meetings/events to deliver optimal profitability. “These 
advanced revenue management solutions go beyond pricing 
to incorporate guest value perception, facilitate tailored and 
targeted guest experiences, which in turn drive revenue and 
ultimately a heightened guest satisfaction result.” 

Filling a gap
One problem facing the hospitality industry is the virtual 

non-existence of PMS platforms that cater to properties outside 
of the industry’s large-scale and high-end segments.

To address this issue, FCS Computer Systems (FCS), a 
leading provider of operations-enhancing technology solutions 
and services, announced on 1 June, 2017, the integration 
of its FCS Unicorn call accounting and interface gateway 
solution with CosmoPMS, a cutting-edge SaaS-based property 
management platform designed specifically to meet the needs 
of smaller properties. 

“As a solution that provides these hoteliers with the tools 
needed to streamline operations such as guest reservations, 
rate pricing and room availability, CosmoPMS’ compatibility 
with FCS Unicorn now further ensures the ability to attain 
full operational efficiency via seamless communication and 
management of back-end systems and services. This exclusive 
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.” 
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CosmoPMS’ new integration represents 
a continuation of the solution’s mission 
to provide underserved hoteliers with 
the same high level of efficiency across 
their operations. Now capable of directly 
communicating with a host of third-party 
property systems such as PABX, guest 
internet and keycard issuing platforms, 
CosmoPMS’ integration with Unicorn 
ensures that all data can be seamlessly 
accessed and stored within one solution  
for enhanced productivity and quality  
in service. 

“This functionality provides several 
advantages once out of reach for small 
scale hoteliers, including the ability on 
the way to automatically charge guests for 
using a property’s Wi-Fi services or when 
consuming guest room minibar items,”   
says FCS. 

“The integration also equips 
CosmoPMS with the ability to share 
data such as guest check in/out status 
or room occupation status with third-
party platforms, ensuring all departments 
remain updated with the latest information 
necessary to maintain high service level 
standards. As a result of relying on just 
one platform for the flow of information, 
hoteliers can additionally benefit from 
simplified support services, as only FCS 
needs to be contacted should any sort of 
issue arise.” 

“A total optimisation, profit-
based approach for both 
rooms and conferencing/ 

events is only possible with the 
integration and deployment 

of  both internal and external 
data – from the past present 
and future. These advanced 

revenue management 
solutions go beyond pricing 

to drive revenue and 
ultimately a heightened guest 

satisfaction result.”
Rachel Grier, managing director Asia-Pacific 

for IDeaS Revenue Solutions
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 Design

Design
classic

Perched on the top floors of a modern skyscraper that  
towers above one of Asia’s most thrilling cities,  

Zara Horner discovers Park Hyatt Tokyo epitomises  
modern-day convenience housed within timeless elegance

Books, paintings and sculptures are part of  the design ethos

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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The stepped-back design is not just 
visually striking, it minimises the impact 
the building has on the surrounding area. 
The “graduated configuration gives an 
impression of slenderness, yet also reduces 
shadow onto the neighbouring park,“ hotel 
literature points out. 

The building is on the hard bedrock 
of the Shinjuku district, insulating it from 
the earthquakes to which Tokyo is prone. 
Nevertheless, three 145-tonne earthquake 
stabilisers have been installed.

Sole interior designer, Hong Kong-
based American John Morford used 
“steel, glass, wood, geometry and Zen 
to contribute to the modernist decor.” 
Morford designed Park Hyatt Tokyo “to  
feel like a small, elegant, personal  
residence encased in a bold granite-and-
glass sculpture.”

The hotel is full of deliberate visual 
experiences. For example, when the elevator 
door closes at the ground floor the lights are 
dim, as it rises the lights brighten and when 
guests reach the 41st floor, “a burst of light 
propels them into a luminous lobby.” 

 Design

From the moment a guest walks 
in and collects the room key on a 
sterling silver key ring, it is clear 
that a stay at Park Hyatt Tokyo 

will be an ‘over-the-top’ experience. 
Conceived as “an exclusive retreat for 

international business travellers”, the unique 
spirit of the hotel is an elegant oasis of space 
and calm.

Priding itself on its art, gourmet F&B, 
history and design, chief concierge Adrian 
Fautt notes, “our team is primed to guide 
guests through unique and authentic 
experiences in the vibrant city of Tokyo.”

With only 177 rooms Park Hyatt Tokyo 
is intimate by Asian standards, but has one 
of the largest guestroom square metreage  
in Tokyo. 

The 235-metre-high building 
which houses the hotel was designed by 
internationally acclaimed architect the 
late Dr. Kenzo Tange, ‘father of modern 
Japanese architecture’. 

Tange established his career after World 
War II, providing plans for the rebuilding 
of Hiroshima after it had been devastated 
by the atomic bomb. His design for Park 
Hyatt Tokyo includes three soaring towers 
of different heights so that nearly every 
public space and private room offers views 
of Tokyo, the Kanto Plain, and Mount Fuji. 

Our team is primed 
to guide guests 

through unique and 
authentic experiences 

in the vibrant  
city of  Tokyo

Adrian Fautt, chief  concierge

Taking the plunge to new heights in the 47th floor pool

The luxury of  the oversized bathrooms is augmented with 
specially commissioned works of  art

G E R M A N Y

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

N O V E LT I E S  0 9 / 2 0 1 7 

“Flex“

“Crossline“

“Reef“

visit us: Hotelshow Dubai, UAE    18.-20.09.2017    booth 3A 111 (with OS&E)

www.asianhotelandcateringtimes.com



29AHCT September 2017 29 28 AHCT September 2017

 Design

class is timeless
The clean-lined design scheme features 

muted hues of deep green marbles, brown 
and grey granites, and an abundance of 
windows and mirrors. The effect is high-
tech and dramatic, yet warm. The warmth 
comes from the woodwork, hand-tufted 
carpets, natural abaca (Manila hemp)  
woven wall coverings, as well as an 
abundance of specially commissioned 
artwork by internationally acclaimed  
artists and sculptors.

The first luxury hotel under a foreign 
brand in the city, the hotel opened in 1994. 
Since then the ‘timeless classic’ design 
theme has not changed. 

“Each guestroom and suite meets the 
dual needs of the international traveller by 
doubling as a serene retreat and an efficient 

private office with the latest amenities,” 
Fautt says. 

“Every room has been designed as 
a contemporary private residence with 
exquisite fabrics, woods, original artwork, 
and a selection of books for both reference 
and pleasure.”

Morford’s design vision brings the 
granite, steel and glass of the exterior inside: 
the granite sets off the hotel’s art collection, 
while mirrors “pull in the sky and 
surrounding views, expanding the perceived 
limits of space.” 

Greenery also forms an important aspect 
of the hotel’s sense of place and comfort, 
accented by Shinjuku Central Park, which is 
located in front of the building.

Fautt points out that each room and 
suite has an “oversized bathroom, equipped 

The stylish interior of the Tokyo Suite 
is “understated and elegant, whimsical 
masks by Yuki Mieko welcome guests 
into the 220m2 private residence,” Fautt 
explains. “Complete with a collection 
of over 1,000 books, and artworks by 
Yoshitaka Echizenya, the suite is designed as 
a reflection of the dynamic metropolis  
of Tokyo.”

Guests inclined to tinkling the ivories 
are able to do so on the grand piano in the 
Diplomat Suite, which also has a 12-person 
boardroom. Expansive windows in the 
suite’s bathroom offer a unique experience 
high above the Tokyo skyline.

An “oversized foyer” welcomes guests to 
the Governor’s Suite where “the bedroom 
is complete with plush sofas and a master 
walk-in closet offers unobstructed views 

with a deep soaking tub – over which 
hangs a Yoshitaka Echizenya painting – and 
separate shower. Western guests are amazed 
by the ultra high-tech toilets.”

Standard hotel room features are 
whimsically incorporated into the interior 
design, for example, the bedside switches 
that control room functions are glass 
knobs that look like drawer pulls. The 
walls are panelled with rare water elm from 
Hokkaido in Northern Japan that has been 
submerged in lakes for as long as 2,000 
years; the distinctive wood grain exudes a 
warm and rich ambience. 

the suite life
“A stay in one of our 23 suites is a 

one-of-a-kind experience in sophisticated, 
contemporary luxury,” says Fautt.

over the Kanto Plains and the dazzling city 
lights. The Japanese cypress tub in the grand 
bathroom, the only one offered in the hotel, 
is a favourite for our international guests.”

The Park Suite’s unusual circular design 
“combines timeless elegance with high 
functionality in a contemporary setting with 
sleek amenities.”

and there’s more
With a colour scheme of contrasting 

mahogany and warm grey to give a fresh 
and light effect, the ballroom and Venetian 
room also boast green crystal from Murano 
in the decorative lighting for a traditional 
and romantic touch. These spaces convert 
to a fully equipped conference room and 
are connected by a circular staircase made 
of Brazilian mahogany to the white marble 

Wedding Chapel on the 40th floor. Here, 
paintings by Martin Fung hang behind the 
altar and on either side of the central aisle. 
The altar is further decorated with pieces 
by Italian jewellery designer Gianmaria 
Buccellati. The staircase also leads to the 
banquet rooms below or up to the bamboo 
atrium and restaurants on the 41st floor.

The hotel’s “world-class restaurants and 
bars” include the iconic New York Grill & 
Bar, known for its wagyu beef specialities, 
authentic Japanese kaiseki is served at Kozue 
with afternoon tea or original cocktails at 
the atrium’s The Peak Lounge & Bar. 

Meanwhile for those with a head for 
heights, breathtaking views are on offer 
from the pool and whirlpools on the  
47th floor. 

All spaces, including New York Bar & Grill, 
are filled with artworks and afford views of  
Tokyo and beyond

Housed in a three-tower 
configuration with strong glass 
pyramidal forms rising in a 
succession of  summits on the 
41st, 47th and 52nd floors, Park 
Hyatt Tokyo attracts attention 
and creates an impression of  
dramatic verticality
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 Food

Olive oil is expensive and very much in the hands of  nature says celebrity 
British chef  Jamie Oliver, “The really good stuff  is worth every penny.”

OIL’S 
NOT 
WELL 
For the past two years, erratic 
weather and insect infestations 
have hit production from 
traditional sources like 
Spain, Italy and Greece with 
no improvement in sight. 
Meanwhile booming demand in 
non-traditional and emerging 
markets is draining international 
stockpiles. Jane Ram reports

The US alone imports over 300,000 tons of olive oil 
annually, more than half of it from Italy and Spain. 
The relative strength of the US dollar has so far 
protected US consumers from major price hikes. 

But in post-Brexit Britain the weakened pound is making high 
quality oil increasingly expensive. 
 “Olive oil is expensive and very much in the hands of 
nature,” says celebrity British chef Jamie Oliver, who has recently 
closed six of his Italian restaurants in the UK in the face of rising 
costs exacerbated by the post-Brexit drop in sterling exchange 
rates. “The really good stuff is worth every penny. You pretty 
much charge for the oil per tablespoon, like you would foie gras 
or caviar,” says Oliver.
 Given the growing shortage and consequent soaring price of 
high quality olive oil in many parts of the world, Mediterranean 
cooking is likely to become a luxury treat rather than an 
inexpensive option, says Christopher Mark, Culinary Director 
for Hong Kong-based Black Sheep Restaurants.  
 “I just had to reluctantly change my olive oil supplier who 
I have been working with for seven years because prices have 
increased by 40 per cent,” says Mark. “Olive trees take a long 
time to grow and low water yields in the region are affecting the 
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 Food Food

Olive groves in the Mediterranean are 
old, the soil is exhausted, but new groves 
are starting and many are buying groves 

or starting new groves in Australia 
and Chile.

Steven Horton, sales & marketing director, Enjoi Ltd

growth of new crops. “Suppliers are raising 
prices and looking at alternative sources. 
Other oils are also becoming more popular 
but olive oil is integral to Mediterranean 
cooking. Most olives are processed in Italy 
or Spain but weren’t necessarily grown there 
(a lot are picked in Morocco or Tunisia) 
however they tend to keep the really good 
quality olive oil for themselves anyway, not 
for export.” 
 Prices will continue to rise for at least 
a couple of years, says Mark. However, 
this isn’t something unique to olive oil, he 
points out, as these kind of food trends  
tend to be cyclical. “It will be something 
else soon.”

SiLvEr LiNiNg
 It’s not all bad news, says Steven 
Horton, sales & marketing director, Enjoi 
Ltd, a supplier of EVOO to top-tier 
hotel and supermarket clients in China, 
Hong Kong and elsewhere. “Australia 
has a good crop this year. Olive groves 
in the Mediterranean are old, the soil is 
exhausted and they lack water. But new 
groves are starting and many of the wealthy 
are buying groves or starting new groves in 
Australia and Chile. 
 “EVOO is in short supply. The shortage 
has lifted prices 10-15per cent depending 

five continents. Founded by the Cremonini 
family over 50 years ago, the company’s 
regional manager Filippo Gibertoni, says 
Olitalia has recently invested heavily in 
technology and a new generation plant in 
order to provide high levels of quality and 
safety, while helping to stabilise supply. 
To add value to the company’s range of 
products, Olitalia has produced a range 
of award-winning Monocultivar EVOs 
alongside regional oils which preserve the 
traditions and unique flavours of different 
olive oil terroirs.
 Olitalia maintains strict control of every 
stage of production from selection of raw 
materials to quality certification. “Storage is 

where the consumer is located and the 
quality they are after. But if we are talking 
about Asia, nothing has changed as Hong 
Kong and China are very price conscious 
and there are no laws or customs systems or 
responsible people checking on the purity 
or the health of an oil. 
 “So most of the unsold oils from the 
more sophisticated and tighter managed 
countries goes to Hong Kong and China. 
The supermarket buyers hide behind smoke 
screens when they talk about the standards 
they set for the oil they are buying. They 
are bigger crooks than the sellers because 
the Hong Kong buyers only want to buy 
cheaply, 90 per cent of the buyers in Hong 
Kong and China do not taste or use the oil 
and 90 per cent have never had a real lesson 
or understood the lessons they have had. 
Hence they have no standards or care or 
possess any responsibility.”  
 Consumer publications are helping to 
educate the market, says Horton, but he 
sees social media as playing an increasingly 
crucial role if they will accept and push 
educational information. Internet selling 
platforms could also be vital if they 
adopt stringent standards, he says.    
 Consumer awareness of healthy oils 
is on the rise worldwide, and olive oil in 
particular has seen a huge surge in interest 

in recent years. According to Bloomberg 
News Service, demand from non-traditional 
markets is exacerbating the shortage of 
olive oil. For the moment the relatively 
strong US dollar is largely insulating the 
North American market from price rises 
and encouraging growth at the high end. 
American consumption of olive oil has 
increased by 250 per cent since 1990: the 
country currently imports over 300,000 
tons of olive oil a year, over half of it from 
Italy and Spain. 

 NEW HOrizONS
 Middle class Chinese consumers are 
increasingly health conscious and wary of 
adulterated foods including oils. Albeit 
starting from a small base, last year’s 
Chinese imports of imported olive oil 
almost doubled over the previous year, 
according to the International Olive 
Council Market Newsletter of January 
this year. Other markets that saw major 
increases during the same period were 
Australia (up by 65 per cent); and Canada 
(up by 42 per cent).
 With a capacity of 60,000 bottles per 
hour, 87 million litres of product per year, 
Olitalia is a major international market 
player, distributing Italian food products 
(notably EVOO) to 120 countries across 

a critical component of the supply chain,” 
says Gibertoni. “Olitalia’s new generation 
plant is one of the few in Italy to have 
installed a temperature controlled storage 
system that preserves EVOO’s organoleptic 
and nutritional properties by reducing the 
negative effects of temperature, light and 
oxygen on oil quality.” 
 In addition to production and storage 
know-how and facilities, Olitalia’s long 
track record as an export-oriented company 
provides considerable expertise in shipping 
around the world, including in-depth 
understanding of the laws relating to 
products and labelling in diverse markets, 
Gibertoni points out. 

Given the growing shortage and soaring price of  high quality olive oil, Mediterranean cooking is likely to become a luxury treat believes 
Christopher Mark, Culinary Director for Hong Kong-based Black Sheep Restaurants Suppliers are looking at alternative sources. 

Photo: Black Sheep Restaurants
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Brewtopia 
Craft beer 
in asia
The demand for craft beers is growing in Asia. The overall  
Asia-Pacific beer market is expected to hit US$202.4 billion by 2020 
– this significant growth is due to the increase in demand from countries 
such as India and China. What are the prospects for craft beers in these 
markets? Donald Gasper surveys the scene

Craft beer, made in small batches 
by artisan brewers and said 
by its devotees to have more 
flavour than mass-produced 

beers, has seen a global revival in recent 
years and Asia hasn›t escaped the trend.

Both India and China may be on the 
verge of an upheaval in the established 
markets for beer as craft beers catch on.

 
siCk of that bird

India’s beer scene is very much still 
dominated by big commercial lager brands 
such as Kingfisher or Lion, but things are 
changing rapidly. 

Wine has connoisseurs. Beer has 

Compared to 
neighbouring 

Asian countries, 
the growth of  craft 
beer in India has 
been slow [and] 

while the popularity 
and fame of  craft 
beer in India has 
not reached levels 
of  Europe and the 
United States, the 
next five years look 
very promising for 

the country
Rony Daswani, founder and 

manager of  Craftissimo

“brewsaders” (beer crusaders). The Yeast 
India Company says it has three “beer 
heads” devoted to promoting beer culture 
and introducing world class beers to India.

“Our goal is to create a community of 
brewheads who are as sick of that bird on 
that green bottle as we are, and want REAL 
beer,” says the company, referring to the 
dominant Kingfisher brand. “Our vision is 
to put a good beer in everyone’s hand.”

The owners of The Biere Club, 
Bangalore’s first craft beer brewery explain 
that “craft brewery is an independent, 
traditional setup used to produce quality 
beer in small quantities.”  

“The process includes procuring the 

Artisanal brewers are having their day in  Asia
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finest ingredients, employing painstaking 
traditional methods, experimenting with 
flavours and personally supervising the 
making of the beer.”

Rony Daswani, founder and manager 
of Craftissimo, a specialist craft beer 
bottleshop in Hong Kong, says that 
“Compared to neighbouring Asian 
countries, the growth of craft beer in India 
has been slow, overshadowed by tough state 
laws regulating the consumption  
of alcohol.”

Currently young Indian beer fans 
and entrepreneurs have found ways to 
circumvent local laws, he says, and the rise 
of “brewpubs” across the nation has  

been staggering, with a steady growth  
forward predicted.

The styles most common in brewpubs 
are still lagers, wheat beers and saison, with 
the palate of young local Indians gradually 
adapting to these new, full-bodied and 
flavourful brews. A rise in diverse beer styles 
such as pale ales and India Pale Ales (IPAs) 
is also expected in the next year, although 
their appreciation so far has been slower 
than that in other countries. With the laws 
slowly changing, some brewpubs are now 
allowed to keg their beers and sell them to 
other establishments, a key feature in the 
growth strategy for craft beer in India.

“While the popularity and fame of 

by players such as Tsingtao, Heineken and 
Budweiser, Jim Boyce, a wine consultant 
and craft beer fan based in Beijing says that 
craft beer emerged as a force to be reckoned 
with in 2008 when the city hosted the 
Olympic Games.

Breweries such as Great Leap, Jing-A, 
Slow Boat, Arrow Factory and Panda Beer 
in Beijing or Boxing Cat, Shanghai’s best 
known craft brewery, have now emerged. 
They put the emphasis on artisan ales, but 
have done so only in the last five years,  
says Boyce.

Boyce says that after the watershed of 
the Olympics, there was a race to grow beer 
portfolios. “We’d hear about one bar with 
30 different beers, then another one would 
open a few months later with 50 options, 
and then yet another would break the 100 
barrier. Now we have places such as Trouble 
Bar with more than 200 different kinds of 
beers and spots throughout the city - from 
the hutongs to Sanlitun – that stock 50 or 
100 or more beers.”

In early March this year, AB Inbev 

craft beer in India has not reached levels of 
Europe and the United States, the next five 
years look very promising for the country!” 
Daswani says enthusiastically.

 
Craft beer “fever”

In China too there is an increasing 
awareness of craft beer in the local market.

According to the country’s National 
Bureau of Statistics, the overall output of 
the beer industry in China in 2015 fell by 
5.06% compared to the same period in 
2014. However, the output of craft beer saw 
a year-on-year increase of 54.55% and has 
maintained a growth rate of more than 50% 
over the past four years. A “craft beer fever” 
has begun, with local brands appearing and 
foreign companies rushing to set up  
offices there.

Although the scene is still dominated 

bought up Boxing Cat, which recently won 
China›s first-ever medal in the World  
Beer Festival.

Another craft beer fan, Joe 
Finkenbinder, a former technology 
company founder and university lecturer, 
is credited with bringing the brew to 
Shenzhen in south China, where he set up 
after spending a year in Beijing teaching 
and working part-time in sales at Great 
Leap brewery.

He started BionicBrew, which he 
believes is Shenzhen’s first taproom and bar, 
and was in 2015 the motive force behind 
the city’s first festival celebrating craft beer 
made in China.

“Shenzhen is a little behind the curve, 
unlike Hong Kong, Beijing and Shanghai 
but it’s starting to catch up,” he told the 
South China Morning Post that year.

I can name off the top of my head a 
few local names that are going to pop up in 
Shenzhen soon, which probably means that 
soon there will be double that. 

Craft beer promotion in Hong Kong by Craftissimo; over the years Hong Kong’s 
craft beer scene has added new varieties almost every month and is way ahead of  
mainland China.

info@lasanmarco.com
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Welbilt offers real time temperature control during the cooking process

CookTek, rugged but advanced technology 

Initial resistance – particularly from 
chefs of a certain age who learned 
their craft using hot woks over 
blazing gas burners – has more or less 

disappeared in the face of the many obvious 
advantages induction has to offer. 

It lessens the load on ventilation 
systems, and makes cooler working 
conditions possible in kitchens. It reduces 
the broader environmental impacts of 
cooking processes.  Using it certainly 
requires some adjustments in cooking 
technique, but it is inherently safer, cleaner, 

THE GrEEn 
HEARTH

Acceptance of induction cooking technology has come a long way in a 
short time in Asia, writes Robin Lynam

manufacturers are competing aggressively 
with each other in introducing new features 
and technological innovations.

Leaders in the field include brands such 
as Germany’s Bosch, and  Kuppersbusch; 
Switzerland’s Salvis; Sweden’s Electrolux; 
and the USA’s Spring and CookTek.

CookTek, which works with Catering 
Depot in some Asian markets, specialises in 
products known for ruggedness as well as 
advanced technology.

“We do very well with CookTek. They 
have a good range of products. Everything’s 
pretty heavy duty and really hard to break,” 
says Follick.

The US Middleby Corporation, 
which in 2015 acquired a leading Chinese 
manufacturer of induction cooking 
equipment, Induc, has a large portfolio of 
brands which includes CookTek.

“Our biggest advantage is how we build 
our hobs,” says CookTek General Manager 
Dan Farmer.

“We use heavier duty heat sinks, fans 
and Litz wire to ensure the performance and 
longevity of our equipment. We also meet 
IPX3 code for water mitigation, and have 
air filters to ensure the interior electrical 

People are putting 
restaurants in locations 
where they can’t have 

gas, so they want electric, 
and then they realise that 

induction is the most 
efficient form of  that
Jeff  Follick, managing director, 

Catering Depot Inc

and more precise in terms of  temperature 
control. It is also appealing to new F & B 
businesses, particularly those operating in 
premises where gas installation would be 
impractical or prohibitively expensive.

“People are putting restaurants in 
locations where they can’t have gas, so they 
want electric, and then they realise that 
induction is the most efficient form of 
that,” says Jeff Follick, managing director 
of Catering Depot Inc, a Hong Kong based 
regional supplier of kitchen equipment for 
both professional and home use.

“It’s less expensive to install than gas, 
and easier to maintain. You don’t have the 
noise and you don’t have the ambient air 
temperature. With induction you can save 
on laundry because people aren’t sweating 
as much. You don’t get carbon building up 
on the bottom of pans, so the dishwashers 
like it. You make savings in a lot of areas,” 
he says.

 
THE FUTURE IS HERE

Now that induction is established as the 
way of the future for professional kitchens, 

components are not contaminated with 
grease and debris. We also use a high grade 
insulator and an ESD plate to protect our 
units and to mitigate temperature and  
noise levels.”

 
SMART COOKING 

Charlie Ma, director international sales,  
Qingdao Middleby Induction Co., Ltd., 
believes that “smart cooking” technology 
has allowed the company to build a strong 
market for its products in  Asia, and 
particularly China, both under its own 
brand and under OEM agreements.

“We use technology which we call Auto 
Proactive Powering. It means our induction 
product can adjust power automatically in 
different situations,” says Ma.

“A few years ago when we showed our 
products in a trade show, visitors would 
come to ask us what induction was, and 
what the benefits were, but now they 
know induction better and better, and 
the questions have changed to what our 
advantages are compared with other brands. 
It means the end users are well educated,” 
he notes.

This year’s Hofex show in Hong 

Kong was a showcase for a wide range of 
induction equipment, and something of a 
triumph for one another brand handled by 
Catering Depot.

“We won the award for the Innovative 
Product of the Year with the Polyscience 
Control Freak. It has a pan temperature 
indicator and a food temperature probe, 
so you can vary the temperature precisely. 
If you want to go to 62 degrees it will be 
exactly 62 degrees,” says Follick.

“It used to be impossible to hold 
hollandaise sauce on an induction hob, but 
now you can. You can also  programme the 
machine for multiple steps which it will 
then do automatically. If you know what 
you are doing you can get a lot of benefit 
from it.”

Another innovator in this field is 
Garland, a Welbilt brand, as Agnes Lim, 
Executive, Marketing & Communications, 
Welbilt Asia Pacific explains.

“Our Realtime Temperature Control 
System is the first and only comprehensive 
control and monitoring system for 
induction technology.  It is very economical 
as it uses up to 80 per cent less energy.  The 
RTCSmp temperature measurement sensor 

Induction technology lessens the load on ventilation 
systems, and makes cooler working conditions possible 

Photo: Welbilt

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com



 40 AHCT September 2017

 EquipmEnt

can compute an exact temperature pattern 
during the cooking process, so perfect 
results can be achieved at any time. All 
Garland induction cooking equipment is 
equipped with the state-of-the-art RTCSmp 
technology,” she says.

THE EVOLVING HEARTH 
CookTek also invests heavily in R & 

D for its equipment, with an emphasis on 
finding ways the increase flexibility and  
user friendliness.

“We are continuously evolving our 
existing technologies, including our 
Incogneeto line of buffet induction hobs. 

The Magneeto  – trivet – used for this 
typically could only handle specific round 
chafers. We have evolved that to allow for 
a much broader selection of chafers,” says 
Dan Farmer.

With induction technology already 
ahead of the requirements of most kitchens 
operating outside the area of molecular 
cuisine in terms of  the performance it can 
deliver, versatility and ease of use appear 
likely to be the areas future innovations  
will address.

In the meantime the challenge that 
remains for the equipment suppliers is 
to educate chefs in how best to use the 

technology they have.“Ten years ago people 
didn’t believe that induction was stronger 
than gas,” says Follick. “The problem now 
is to get them to stop turning up the power 
all the way and burning the food. People 
don’t generally use the machines for half the 
things that they can do.”  

Polyscience Control Freak induction cooking system (above & right) accurately measures, sets and 
holds 397 cooking temperatures. Photo: Catering Depot Inc
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Clean Slate
A staggering 99 per cent of guests surveyed considered good-quality 

towels and bed linen, very important, and 96 per cent said they wouldn’t 
return to a hotel if the linen was poor-quality or stained. 

The laundry department thus becomes crucial says Vicki Williams

Do towels and linens influence 
guest decisions about hotels? 
The answer is yes, according 
to one study. A staggering 

99 per cent of guests surveyed considered 
good-quality towels and bed linen, very 
important, and 96 per cent said they 
wouldn’t return to a hotel if they were 
poor-quality or stained. It follows on that 
laundry equipment is connected to guest 
satisfaction. What are the current options 
open to hoteliers so they can  manage 
water and energy consumption while still 
maintaining the integrity of the towels and 
linens? AHCT spoke to some experts to 
learn more.

Technology is important, says Rick 
Kelly, vice president, sales and marketing, 
Milnor. “One of the best options for the 
hotel industry is our RinSave, a proprietary 
software that drives the basket at a precise 
G-force that slings the wash liquor 
(including water, chemistry, and soil) out 
of the goods after a wash step. This feature 
saves up to two rinses per load.” 

Quality linens influence guest decisions to return. 
Photo:  Cordis Hotel, Hong Kong 

Laundry solutions by Jensen Group 
at the Tiger Resorts,  Philippines
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The reason why hotels 
purchase from us is because 

we have reliable products and 
also local distributors who 

can be trusted, with excellent 
service backup.

Y S Wang, sales manager, Jensen Asia

SuStainable automation
Y S Wang, sales manager, Jensen Asia, 

agrees that state of the art equipment that 
focuses on sustainable automation is key. 
“Hoteliers should consider standalone 
washer extractors which are soft mounted 
instead of traditional rigid mount. This is 
because soft mount machines are usually 
high spin machines which has a higher 
G-force. This will reduce moisture retention 
of full dried linen like towels which means 
that less energy is required to dry them.” 

As for ironers he says, flexible chest 
design EXP ironer has a higher efficiency 
than conventional chest design. If gas is 
available, hoteliers can also consider Gas 
Heated EXPG ironers.

Wang believes Jensen’s products 
continue to be popular in the market 
place due to proven technologies. “Our 
tunnel washer Jensen Senking Universal 
with standing bath design revolutionised 
the market with its proven technology for 
being able to process different types of 
linen material in the same tunnel washer. 
It also reuses energy and water internally.” 
Each new version of the washer comes with 
enhanced features inline with technical 
advancements.

Alliance Laundry Systems’, Andrew 
Kan, regional director of sales, SE Asia 
confirms, hoteliers are spoilt for choice 

hoteliers need to evaluate the products not only based on the best 
products, but also that manufacturers of these products provide the 
service, parts, and warranty services readily and locally available to 
the hotel locations.”    

Kelly believes that regardless of equipment, there are other 
steps that hotels can take, “For example, a simple thing a hotel 
can do to save water and energy is to load the machinery to full 
rated capacity. Just doing that alone utilises machinery to its fully 
designed efficiency. Under-loading machinery wastes water, energy 
and chemicals.”

Cordis, Hong Kong’s, assistant executive housekeeper, uniform 
& linen, Ricky Lau agrees that choosing the right equipment is only 
part of the equation.

“Part of the reason that Cordis are able to consistently provide 
high quality linen and towels is because we carefully manage the 
washing temperature, chemical dosage, mechanical action of the 
machines and time control.”

Lau says that management of the process is also vital. “For 
example, when washing the linens, adjust the water temperature 
and control the timing appropriately, which enables the cleaning 
products to effectively perform.”

Lau should know, on average, at full capacity the hotel laundry 
washes and dries 4,500 towels (of varying sizes) or a total of 
1,890kg, each day. When adding in linen that total increases  
to 3,865kg. 

Wang agrees that local contacts are 
important. “The reason why hotels purchase 
from us is because we have reliable products 
and also local distributors who can be 
trusted, with excellent service backup.”

Also pointing to service as an important 
purchasing factor, and company definer 
is Kan who adds, “Aside from popular 
branded products, the other most important 
factor is the service and maintenance 
support provided by suppliers. Hence 

for reliable products to meet their needs. 
“Hoteliers select equipment that are 
designed with ecologically-saving features 
and reputable and established manufacturers 
such as Alliance Laundry Systems that have 
washer extractor machines that do just 
that.” In regards to its own products they 
come with such environmentally friendly, 
cost control features such as Optispray, Eco 
cycles, high G force, which Kan says give 
benefits such as higher performances, lower 
costs, water savings, cycle time savings, 
superior rinsing, etc. “Also, controls for such 
superior machines have come a long way, 
resulting in such features as Unilinc and 
Totalvue, that allow laundry management 
to set goals and track results in monitoring 
washing performances.”

SeRViCe iS KeY
On the drying side, he says, new 

technologies include Optidry, whose over-
dry prevention technology features stop 
dryers at the ideal moment when perfect 
dryness levels are reached, eliminating 
expenses associated with over drying.

In addition to its products and 
technology, Kelly believes that a defining 
factor of a reliable company is service. 
“Local service support is key. We use a 
network of dealers worldwide who provide 
service support.” 

Jensens Group’s state-of-the-art equipment focuses on sustainable automation

Milnor’s RinSave runs on a proprietary software that is eco-friendly

Finding the right laundry solution for your 
operation is key Photo: Uni Mac

Super Saver.
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Baked goodness
  Huffkins , an old fashioned, family run Cotswolds 
bakery supplies luxury branded and baked goods to select 
clients around the world, the 127 year old baker  still bakes 
everything by hand using local Cotswolds ingredients.
(www.huffkins.com)

High-end amenities
 Groupe GM, has redesigned the packaging of its Azzaro 
line to make it more premium. The collection still features its 
signature Chrome scent with hints of bergamot, transparent 
musk and mate. The line has shampoo, conditioner, shower gel 
and body lotion in sleek new 45ml bottles with flip top caps. 
The bar soap has also taken a different shape, with exclusive 
engraving and new packaging sizes of 30g and 50g. Plus a 
300ml liquid soap and all over shampoo which dispenses from 
a newly updated Eco pump design. The company has also 

Horizons of comfort
 Stretching the horizons of hammock comfort and 
innovation, Tuuci’s Air Lounge stainless steel hammock is 
the ultimate way to relax. Designed to gently contract and 
expand for a smooth ride, its unique beauty is matched 
only by its durable construction of ultra dry-core comfort 
mesh and durable hardwood stretcher bars. The durable 
hardwood stretcher bars and marine grade components 
offer strength and safety. The fabric is engineered to dry 
quickly and provide maintenance-free lounging. It features 
stainless hook and link adjustments, patented spring 
suspension system and anti-slide shock absorbing pads.  
(www.tuuci.com)

Breakfast  
in bed
 The bed tray made from walnut comes 
with a recessed longside that enables 
comfortable dining directly off the tray. 
The retractable feet are very stable and 
are securely kept in position by integrated 
magnets when folded in. The height ensures 
that it is comfortable to use. 
(www.zieher.com)

coffee 
magic
 Boncafé International are 
adding Java Mountain Coffee 
to their line and will distribute it 
throughout Asia - Singapore, 
Malaysia, Hong Kong, Thailand, 
Vietnam and Cambodia. From 
every sale, a contribution 
is made to the Women’s 
Empowerment Innovation Fund, 
a dedicated fund aimed to 
support women farmers in rural 
Indonesia. (boncafe.co.th)

Almond Alternative
 Heritage Group, a leading healthy food and beverage 
manufacturer in Thailand has launched Blue Diamond 
Almond Breeze, almond milk brand worldwide. The delicious, 
dairy-free alternative to milk is produced under license from 
Blue Diamond Growers, California. Flavours available include: 
original, unsweetened, vanilla and chocolate. Almond Breeze 
is both lactose-free and soy-free with no cholesterol, no 
saturated fats. It is low in calories and high in calcium and 
vitamin E. (http://www.heritagethailand.com)

collaborated with Yves Rocher for the olive based 
line ‘Olive Petitgrain’ from the bath time range of 
Yves Rocher ‘Les plaisirs nature’ - olive for its sunny 
disposition, and essential oil of petitgrain, for its 
relaxing properties. The new line features 30ml bottles 
of shampoo, conditioner, shower gel and body lotion, 
paper-wrapped soaps, available in 20 & 40g formats, 
and 300 ml Eco-pump bottles of liquid soap and 
hair & body gel. All products are enriched with 
olive extract and some contain extra moisturising 
ingredients such as aloe vera, sweet almond oil & 
shea butter. (http://www.groupegm.com/ )
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www.XTC.com.hk 
Tel: +852 2540 0105        Email: sales@xtc.com.hk

RESTAURANT & BAR HK 
Hall 5FG, booth FA24 
Hong Kong Exhibition & Convention Centre 

5-7 SEP 2017

XTC Gelato mooncakes
 Traditional artisan mooncakes with a modern twist from XTC 
Gelato are delighting mooncake fans. The brand new gelato mooncake 
collection, crafted using the finest ingredients features four combinations 
of classic and seasonal flavours - blueberry, chocolate, lychee coconut 
and pistachio. Each of the mooncakes have a mango sorbetto ‘yolk’ and 
a dark chocolate coating. All handcrafted. XTC Gelato mooncake gift 
vouchers and take away gift sets are also available. (http://xtc.com.hk)
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Asia’s Most Influential 
Seafood Event Returns  Back for its eighth edition, Seafood Expo Asia, September 
5-7, at the Hong Kong Convention and Exhibition Centre will 
give visitors an unparalleled opportunity to discover a variety 
of seafood products, services and equipment from Asia and 
around the world. Building on last year’s successful event, 
which attracted more than 8,800 seafood professionals from 
69 countries, the 2017 edition will feature a host of innovative 
brands and exhibits, making it the ideal platform for industry 
professionals to source the latest products, meet face-to-face 
with new and existing suppliers, hear from experts on current 
trends in the industry and participate in exciting special events.
 According to the World Bank, the Asia Pacific region 
will account for 70 per cent of global fish consumption by 
2030. “With consumer demand for seafood at a record high, 
international buyers and decision makers representing retailers, 
supermarkets, importers, hotels, restaurants, chefs, catering 
services, wholesalers and distributors will gain valuable insight 
into new product innovations, best practices and emerging 
trends affecting the industry in the Asian market,” says event 
director Iris Kwan. 
 The exposition will feature new companies and countries 
showcasing a diverse range of the world’s seafood. Newcomers 
include international pavilions from Spain, France, South Korea 
and China joining new exhibiting countries like Denmark, 
Iceland, Maldives and Mexico. (www.seafoodexpo.com/asia)

Macau’s Michelin guide 
street Food Festival
 Macau’s first ever Michelin guide Street Food Festival is set to debut in 
Macau’s Studio City entertainment resort this October from 5 to 8. The four-
day, admission free, event in Studio City’s Macau Gourmet Walk will see chefs 
from Michelin-starred restaurants, celebrated Bib Gourmand and Michelin-
recommended eateries across Asia serving their street food creations and 
signature delicacies. Organised by Michelin  guide Hong Kong Macau and 
Robert Parker Wine Advocate, this inaugural festival is supported by Melco 
Resorts and Entertainment. The festival promises Asia’s best street food at 
value-for-money prices; small plates start from just MOP40. A star-studded line-
up of eateries from Singapore and Japan will set up stalls, including the world’s 
first-ever street food stall to have been awarded a Michelin star, Hong Kong 
Soya Sauce Chicken Rice & Noodle from Singapore. (guide.michelin.com.hk)

HK’s 
minimalist 
new bistro 
 Located in the heart 
of vibrant Sai Ying Pun, in 
Hong Kong, Second Street 
Comfort Food & Bar is a 
minimalist-styled neighborhood 
bistro without service charge, 
specialising in wallet-friendly and hearty comfort 
food. It is split into two distinct areas: a stand-alone bar 
space offering a range of new and old world wines and 
great all-day happy hour deals (as well as some of Sai Ying 
Pun’s best people watching), and a spacious dining room 
with textured walls and timber tables.  Behind the new 
eatery is chef Daimon Corbett, who taps into his 28 years 
working in leading kitchens around the world, including 
Hong Kong, Canada and India. Says the British chef, “In 
today’s dining scene, where everything is about tiny over-
priced sharing plates, I wanted to create a restaurant where 
guests feel they get great cuisine and great value in equal 
measures.” Menu highlights: Dutch ‘bitter balls’ of slow-
cooked beef ragout; penne aglio olio with garlic, peppers, 
and pesto breadcrumbs; mushroom and truffle flatbread 
pizza; Mediterranean-styled baked whole sea bass; and the 
10oz all beef burger served with Turkish bread.  
(www.facebook.com/secondstreethongkong)

alchemy  
with coffee
 What does an award-winning mixologist 
and a pioneering coffee house in Hong 
Kong have in common? Obviously, a searing 
passion towards concocting creative 
beverages, that has Master Mixologist 
Antonio Lai of Quinary and The Coffee 
Academïcs brewing up a storm. Antonio 
has crafted six refreshing cocktails: The 
Coconut Brew is a taste of tropical paradise 
with cold brewed coffee, coconut water, 
vodka, coconut syrup, mint and pineapple. 
The Morning TCA is a fragrant mix featuring 
coffee, pandan syrup, gin, rosso and 
pandan leaves. TCA Espresso Martini is a 
concoction of vodka, espresso and Kahlua 
coffee liquor, the Rum Raisin boasts vanilla 
ice cream, an espresso shot, rum, milk and 
cinnamon powder in a champagne glass, 
while the Cascara Collins delights with  its 
mix of cascara, vodka, soda water, grapefruit 
and mint. And the TCA Old Fashioned has 
whisky, cascara syrup, bitters and orange 
zest peel. (www.the-coffeeacademics.com)

 Chef Shigeru Hagiwara at The Okura Prestige 
Bangkok’s award-winning Yamazato Japanese restaurant 
is celebrating autumn in Japan with a series of seasonal 
treats in Gozen lunch and Kaiseki dinner menus. Both 
menus feature premium seafood and seasonal (autumn) 
ingredients. From crab and eel to octopus, shrimps and 
sea snails all end up in the pot or on the grill as in the case 
of sea bass and beef. The autumn promotion at Yamazato 
runs from 2-15 October. (www.okurabangkok.com)

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

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

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

september 7 2017

september 6-9 2017

Hotel Management 
asia summit 
Hong Kong

Food & Hotel 
Thailand 2017  
(FHt 2017) Hall 
103-105, BiteC, 
Bangkok, Thailand

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. 

The leading premium international trade exhibition 
for food and hospitality business in Thailand and the 
region. FHT has a proven track record over 24 years of 
presenting new products and services from the world’s 
best companies, and delivering business for exhibitors.

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

UBM BES 
SPE Tower, 9th Floor, 252 Phaholyothin Roadd., 
Samsennai, Phyathai, Bangkok 10400, Thailand 
Tel: +662 615 1255 Ext. 111  
Fax: +662 615 2991 
supaporn.a@besallworld.com

september 13-15 2017

september 14-16 2017

september 18-20 2017

september 7 2017

Food ingredients asia
Bangkok, Thailand

Hotel Fair 2017 
Busan, Korea

The Hotel show 
Dubai 
Dubai World trade 
Centre, Uae

Over 15,000 food professionals from all over the 
world attended the 20th edition of Fi Asia in 2015 
to find solutions and meet their individual business 
needs. Exhibiting lets you network with senior-level 
manufacturing executives and C-suite professionals who 
make the final purchasing decisions in this booming 
market. The ASEAN region has huge growth potential 
with a population of 625 million consumers. Southeast 
Asia is recognised as one of the major emerging markets 
for food ingredients. 

Hotel Fair is the sole hotel industry show in Korea 
covering the entire industry – hotels, resorts, residences, 
pensions, and guest houses. From hotel development 
to management and education, more than 90 per cent 
of participating companies and visitors are industry 
professionals that collaborate in information exchange, 
helping form business alliances between companies. The 
fair is also the perfect place to advertise products and 
services for the industry.

Dubai has redefined the hospitality and leisure market 
for the region and the world, bringing innovation and 
new ideas to the sector. As the city has emerged as one of 
the world’s foremost travel and tourism destinations, the 
Hotel Show Dubai has been there at every step, served 
the region’s hospitality industry for 18 years. From 
GMs and owner/operators, through to procurement 
managers, designers and the all important frontline 
hospitality personnel, the event – hosted during The 
Hospitality Week and alongside The Leisure Show, 
Gulfhost and Speciality Food Festival – offers 50,000 
sector professionals an unmissable opportunity to find 
out about the latest products, ideas and trends shaping 
the industry’s future.

UBM BES 
SPE Tower, 9th Floor, 252 Phaholyothin Road, 
Samsennai, Phyathai, Bangkok 10400, Thailand 
Tel: +66 2 615 1255 
enquiry@besallworld.com

E-Sang Network Co., Ltd. 
ES Building 109, Gasanro-9-gil,  
Geumcheon-gu, Seoul, Korea 
Tel. +822 3397 0155, +822 3397 0926  
Fax. +822 6455 0953  
hotelfair@e-sang.net

DMG Events Middle East, Asia & Africa  
5th Floor, The Palladium, Cluster C,Jumeirah Lakes 
Towers, P.O. Box 33817, Dubai United Arab Emirates 
Tel:+971 4 4380355 
Fax:+971 4 4380361 
dmgdubai@dmgeventsme.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

October 25-27 2017

november 14-16 2017

Hotel investment 
Conference asia 
Pacific (HiCaP)
interContinental 
Hong Kong

HostMilano
Fiera Milano
Milan, italy

itB asia 
Marina Bay sands, 
singapore

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.

Asia’s largest and only hybrid show, bringing 10,876 
show attendees from MICE, corporate, and leisure 
sectors. A purely B2B show with 100 per cent pre-
schedule appointments, ITB Asia had a record high 
15,000 pre-matched appointments between exhibitors 
and pre-qualified buyers, prior to show. Capture the 
immense growth of the Asian outbound market with 
over 70 per cent buyers based in Asia.

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  

Messe Berlin (Singapore) Pte Ltd 
10 Anson Road, Singapore 079903 
Tel:+65 6635 1188 
Fax:+65 6635 1189

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

september 27-29 2017

september 26-29 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

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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 Exhibitions

COMING UP 
HOTEL FAIR 2017
14-16 September 2017
Hall 2, BEXCO
Busan Exhibition and Convention Center
www.hotelfair.co.kr/eng/

E-sang Networks is organising the Hotel Fair 2017 from 14-
16 September at BEXCO, in Busan. South Korea’s one and 
only hotel business exhibition, it is the perfect hotel business 
networking platform encompassing hotel management issues 

and smart technology solutions under several categories: development 
& consulting, operational support equipment (OS&E), design & 
architecture, smart & technology, food & beverage and outsourcing & 
education. Alongside the fair are planned ‘Hotel Specialist Conference’, 
‘Design Open Seminar’ and ‘Talk Concert’ to gather industry experts 
to exchange ideas, discuss recent issues and grasp design trends. 

‘Hotel Specialist Conference’ will focus on online business digital 
marketing. OTA marketing strategy and hotel partnership will be 
presented by Expedia, Ctrip and Fastbooking Korea. Plus speakers 
from Accor Ambassador Korea, Marriott International and IHG 
InterContinental Hotels Group will give lectures on domestic and 
international hotel branding strategy. ‘Talk Concert’ and a special 
session on Union of International Les Clefs d’Or World Congress 2018 
by Les Clefs d’Or Korea will add to the networking opportunities. 
‘Design Open Seminar’ will bring an insight into 2017 hotel design 
trend and lifestyle. Global interior company, Hirsch Bedner Associates 
(HBA) and LG Hausys will lead engaging seminars as well.

On 15th September, co-organiser, Hotel Avia Magazine will hold 
‘The 11th Talk Concert: The Night of Hotel Fair in Busan’ offering a 
networking platform for hoteliers, hotel professionals and hotel fair 
exhibitors from Busan and Jeju province. The main topic will be MICE 
trends in hotel business.

All about  
hotel business
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 Mövenpick Hotels & Resorts has appointed a 
new chief financial officer (CFO):  Michel 

Checoury who brings more than 30 years of 
global experience to the role.  He has spent 
his entire career working in senior financial 
positions for hospitality brands across 

the world including Mandarin Oriental, 
InterContinental Hotels Group, Starwood 

Hotels & Resorts, the Jumeirah Group, as well as 
Disneyland Paris. He joins the Mövenpick leadership team from 
Aman Resorts where he was the CFO since 2014. Checoury will 
report to the company’s president & CEO, Olivier Chavy, who 
says, “Michel brings to the role a wide range of advanced technical 
and commercial experience, gained with some of the world’s 
biggest hospitality brands. His expertise will prove invaluable 
to the finance and executive teams, particularly as Mövenpick 
continues to expand its portfolio across Europe, Africa, Asia and 
the Middle East at a rapid pace.” Checoury will be responsible for 
aligning strategic planning processes, the on-going implementation 
of Mövenpick’s successful business model and supporting all 
finance-related decisions and functions. He is familiar with Dubai 
where he will be based.

 MBK Public Company Limited has appointed 
Arthorn Vanasantakul as managing director 

of the MBK Hotel and Tourism Co., Ltd. 
Vanasantakul’s new role gives her full 
responsibility for all the hotels in the 
MBKHT Group: Layana Resort and Spa; 

Dusit Thani Krabi Beach Resort; Pathumwan 
Princess Hotel; Tinidee Hotel @Ranong; 

Tinidee Golf Resort @Phuket. With almost 30 
years in the hotel sector in operations, financial and marketing 
management, she has worked for several leading hotels in Thailand 
including Royal Orchid Sheraton, Shangri-La Hotel, Novotel 
Bangkok, Dusit Hotel and Resort and Pathumwan Princess Hotel. 
Prior to this appointment, she was the deputy managing director 
of finance & administration at MBKHT.

 G Hotel has a new executive assistant manager 
in Jaya Nazreen. Armed with over 20 years 

of experience in the hospitality industry 
Nazreen started off in the operational F&B 
team  with Four Seasons Langkawi and later 
as director of F&B in The Datai Langkawi 

and Eastern & Oriental Penang. He was 
then appointed as the resort manager at The 

Datai Langkawi prior to his last position in St 
Regis Maldives as EAM. Nazreen will oversee the F&B department 
in G Hotel for a total of six dining outlets, two pool bars and 
banqueting, “I am happy to be in G Hotel and glad to be working 
with such an experienced team to continue making G Hotel as 
one of the most preferred hotels for astute business and leisure 
travellers.”  

 Appointments

Mark Winterton

The soon to open InterContinental 
Singapore Robertson Quay  has 
appointed a general manager:  
Mark Winterton; this is the second 
InterContinental property under the 
management of InterContinental Hotels 
Group in Singapore. Winterton is an 
award-winning hospitality professional 
with over twenty years of international 
experience launching luxury hotels, re-
positioning existing brands and driving 
innovation for some of the world’s 
most successful properties. Located in a 
vibrant area along the waterfront of the 
Singapore River, known for its dining 
options and arts houses, the 225-room 
luxury hotel is located in near Marina 
Bay and the Central Business District, 
while major city attractions and the 
Singapore Changi International Airport 
are just a short drive away.

SCope of ReSpoNSIBILIty
 As general manager, Winterton will be responsible 
for the strategic positioning of the property as the next 
generation of the InterContinental hotel brand. He will 
spearhead the opening in September 2017, with the goal of 
achieving a unique and unrivalled market positioning. 

tHe GoAL
 “I am delighted to be leading this next-generation 
InterContinental hotel. The hotel is well-placed in a 
precinct that is home to an exciting residential and lifestyle 
hub, and I look forward to working alongside the team 
to introduce the hotel and dining offerings to both our 
residents and the community as we seek to establish our 
presence in the quay,” says Winterton. 
 The aim is to establish the hotel  as Singapore’s most 
dynamic new luxury hotel.

http://eurocavepro.hk

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

Alpha International Food Services

The
6000 Series

Model: 6170D
2 temperatures

General manager, InterContinental 
Singapore Robertson Quay  
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