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There’s a lot to be said for loyalty, especially when it is monetised 
as it is in the hospitality industry. And while the conventional 
wisdom is that you can’t buy loyalty, you have to earn it, 
restaurants and hotels have been able to do just that with their 
loyalty programmes. In fact building this loyalty is a strategic 

goal for all kinds of establishments. The aim is clear: build loyalty, and get 
repeat customers, increase your business. These repeat customers also give an 
insight into creating other revenue opportunities. But for it to work, it  has to 
be a meaningful exercise – gimmicks just fall flat as many establishments have 
discovered. Our story on page 8 discusses why it is important for hoteliers and 
restaurateurs to devote significant time to building these programmes. 

Technology has us taking a look at Property Management Systems. As our 
writer (page 26) discovered hoteliers are constantly looking to upgrade for a 
seamless operation that doesn’t waste time and manpower. 

Hotel design has us visiting JW Marriott’s latest venture in Vietnam – JW 
Marriott Phu Quoc Emerald Bay. Housed on the site of a French colonial 
academy of learning, the hotel and its whimsical design pays homage to French 
naturalist Jean-Baptiste Lamarck, page 16. We also  take a look at restaurant 
design with Amari Watergate Bangkok’s Amaya Food Gallery, page 22. Nigel 
Harris, executive vice-president and chief technical officer of ONYX Hospitality 
Group, reveals what it takes to create the perfect restaurant for your specific 
clientele. There’s all this and more to discover in this issue. Happy reading.

Managing Editor
Neetinder Dhillon
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Rosewood 
Heads to 
Phuket
 Slated for an early November 
opening Rosewood Phuket 

is an eagerly awaited addition 
to ultra-luxury hospitality 

in Thailand and marks the 
first Southeast Asia resort for the 

Rosewood Hotels & Resorts brand. Its 71 
pavilions and villas are set by a 600-metre beachfront at Emerald 
Bay, offering a secluded beach hideaway. The environmentally 
sensitive, contemporary architecture blends organically with the 
tropical landscape, we are told. Furnishings are contemporary 
and the palette neutral to put the tropical paradise, framed in 
the floor-to-ceiling windows, centre stage. An expansive garden 
terrace with infinity pool edges the villas that have spectacular 
views over the Andaman Sea. Sustainable design elements 
include rain water retention ponds providing the resort’s entire 
water supply, “landscaped” rooftops for energy conservation 
and the largest solar renewable energy system of any Phuket 
hotel. An array of culinary journeys are planned. Plus Asaya, 
Rosewood’s innovative, integrative wellness concept, will debut 
at the resort. (rosewoodhotels.com)

 INDUSTRY NEWS

G L O B A L L Y
T R A I N I N G

G L O B A L L Y
B R I T I S H  B U T L E R S

G L O B A L L Y
C O N S U L T A N C Y

G L O B A L L Y
E X E C U T I V E  S E A R C H

By Royal Appointment, introducing Aspire Globally
• Aspire Executive Search – Hospitality Recruitment
• Aspire British Butlers
• Aspire Training – Luxury Hotel Training
• Aspire Consultancy
 

To find out more about Aspire Globally and how we can exceed 
your expectations please visit:

www.aspireglobally.com
email: aspire@aspireglobally.com

At your service,
ASPIRE FOR SUCCESS

We live to inspire greatness in others

FX Service
 IDS Next Business Solutions has launched its FX 
Service, a mobile based service quality improvement 
platform for hotels. The Hotel ERP provider aims to help 
hotels respond to guest requests instantly through “FX 
Service”, thus improving guest experience and staff 
productivity. “In a typical environment, a staff member 
is instructed to deliver a specific item to the guest in his/
her room. In this case, the staff would not have any idea 
about who requested it, when the request was registered 
and how soon the guest wants it. This leads to guest 
disappointment. But with FX Service, this will be a thing of 
past. The app shows the service request, room number 

Raising the Bar in Berlin 
 Europe’s leading trade show for the bar and beverage 
industry  Bar Convent Berlin (BCB) – set new benchmarks 
as it featured a total of 370 exhibitors with 1,100 brands 
from 32 countries – 17 per cent more than last year. 
The show occupied all the available space in the halls 
of Station Berlin and the neighbouring Kühlhaus and 
welcomed a total of 12,217 trade visitors, including 1,500 
speakers. “A fantastic result”, BCB director Petra Lassahn 
points out. “We can only say one thing: thank you. We 
regret not being able to accommodate all ticket requests.”
 She also announced that BCB 2018 (8-10 October) 
would run for three days, while Station Berlin will continue 
to serve as the location: “No other centrally located venue 
with more space and comparable charm is currently 
available in Berlin”, says Petra Lassahn. Hence, she 
explains, extending the duration is the only solution to 
satisfy the growing visitor interest. Besides showcasing 
more than 1,100 brands, countless tastings were hosted 
in the Brew Berlin area and at the new Coffee Convent 
Berlin. Another record: nearly 200 exhibitors travelled from 
abroad – more international producers than ever before. A 
special focus this year was on France, the BCB’s Country 
of Honour.
 “The mix of business and content is the DNA of the 
BCB. Both together are the foundation of our success,” 
says Petra Lassahn. Also contributing to this success is 
the Global Drinks Forum. Held the day before the BCB, 
the conference brought together about 100 international 
speakers and experts from the spirits industry.

On the List
 Quinary, one of the only two entries from Hong Kong,  
found itself at #40 on The World’s 50 Best Bars, 2017 list.  
The ranking was announced at the annual award ceremony  
in London recently. Says co-owner Antonio Lai, “With all the 
new bar openings over the past year, it’s not easy to consistently 
secure a spot on this coveted list in the drinks industry. I thank 
my bar team for their dedication and creativity, they deserve a big 
round of applause – and shots, of course!”

Amadeus for accessible travel 
 More than two billion people around 
the world have accessibility needs due 
to disability and age. And yet a new 
study released today by Amadeus 
reveals that their needs are not being 
fully catered to.  According to the 
report, Voyage of discovery: Working 
towards inclusive and accessible 

travel for all, one of the biggest barriers to accessible travel 
remains inaccurate or incomplete information available, 
coupled with a lack of skilled customer service. The report 
also shows that travellers with accessibility needs increasingly 
now expect these to be met as part of the mainstream service 
and at no extra cost. The role of technology in accessible 
travel is also becoming more important. Highlighting the need 
for effective communication and  more responsive service 
with properly trained staff, the study underlines standardised 
content and services, consistency and clarity in the type of 
services a customer could expect. There is an opportunity 
here for a more personalised travel experience.
 It also recommends collaboration between the private 
and public sectors to meet the expectations of travellers 
with accessibility needs. “Improving accessibility in travel 
means enhancing usability for all customers. Lifting barriers 
to travel, personalising the travel offer, using technology to 
further facilitate travellers’ experiences and creating more 
accessible infrastructure will benefit everybody,” elaborates 
Alex Luzárraga, vice president, corporate strategy, Amadeus. 
(www.amadeus.com)

from where it was requested, name of guest, time of 
request, and finally the time before which a request 
has to be completed,” explains Binu Mathews, chief 
executive officer, IDS Next. The staff  can see the task, 
mark it as completed and even create and confirm 

service requests on behalf of guests. Plus, respective 
department managers will have complete visibility of 
the guest requests and complaints that are in various 
stages – new, in-progress and completed. To make 
sure that the guests’ needs are taken care of, they 
can reassign or reopen a request. Most importantly, 
the app highlights requests that are overdue in terms 
of allocated time. (www.idsnext.com)

Winter Palace Luxor redux
 Sofitel and Ekoth have chosen GM Architects to lead the 
project of revamping and modernising The Winter Palace Hotel, 
Luxor, Egypt. Expected to be completed by the end of 2019, it 
overlooks the river Nile and the Valley of the Kings. The Winter 
Palace Hotel has welcomed royalty, writers, journalists and 
explorers who have all contributed to its enduring romance. GM 
Architects has been chosen for their knowledge of the region and 
based on their previous work with Sofitel on projects in Tamuda 
Bay, Morocco and Beirut, Lebanon. The aim is to completely 
re-design the exterior landscaping, so as to link the lush hotel 
gardens, with the languid blue Nile. The new and improved hotel 
layout will encompass the vibrant colours of Nubia, Egypt and 
the French 19th century lifestyle. While some areas will keep to 
their historical roots and showcase elements of Egyptian history 
such as ancient maps and historical carpentry and textiles, new 
contemporary art by local artists will also feature. Large luminous 
chandeliers will be hung in the renovated 1886 Restaurant 
and the Victoria Lounge. Once completed, all hotel rooms will 
be re-imagined with inspirations from the Palace’s history and 
surroundings. An all new water feature is to be installed gracing 
the front of the hotel which will link the Nile to the other water 
features of the hotel, the garden fountain and the outdoor pool. 
The historical axis running through the gallery of the hotel will 
highlight the rich cultural history of Egypt.

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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 MANAGEMENT

More than half  of  restaurants and hotels put improving digital customer 
engagement and loyalty as the number one strategic goal. Photo: Hotel Icon

 Travellers want real rewards for their loyalty not 
gimmicks and Hotel ICON caters to them with a 
seamless mobile experience. 

RECIPE FOR 
ENGAGEMENT

Restaurants and hotels say that improving guest loyalty has been a top 
priority in 2017. How can technology help and what are the latest 
trends? What do hoteliers need to take on board to manage their 

properties in an increasingly connected world?  
Donald Gasper takes a look.

“We communicate 
bespoke rewards 
and pricing for 
‘book direct’ 
It’s integrated 
with revenue-
management 
technology, 

enabling GRO and 
Revenue/Marketing 
teams to strategise 

and target travellers 
with personalised 

messaging and 
personalised 
experiences”

Richard Hatter, GM,
 Hotel ICON, Hong Kong

In the area of management, restaurants 
and hotels agree that improving 
customer loyalty has been a top 
priority in 2017. More than half of 

restaurants (61 per cent) and hotels (52 
per cent) put improving digital customer 
engagement and loyalty as the number 
one strategic goal for technology rollouts 
according to the survey 2017 Restaurant 
and Lodging Technology Studies. Operators 
from both restaurants and hotels are ready 
to invest in technology that will help 
them achieve this. According to research 
published by Hospitality Technology 
magazine, 58 per cent of restaurants and 37 
per cent of hotels will be adding, upgrading 
or making changes to CRM/loyalty 
software.

 
LOYALTY – A BIG 
OPPORTUNITY

Meanwhile, Oracle Hospitality recently 
conducted a global consumer survey. 
Though it was mainly targeted at customers 
of restaurants, coffee shops and other 
food and beverage outlets, the findings of 
the survey, titled Recipe for Engagement: 
Essential Ingredients for a Restaurant Loyalty 
Program, are also of relevance to others in 
the hospitality industry, hotel operators in 
particular, who run loyalty programmes or 
are considering doing so.

The survey considers the reasons 
why restaurant operators need a loyalty 
programme, and what guests expect  
from them.

“A loyalty programme can deliver 
a number of important benefits to 
restaurants,” says the survey report, which 
carries the sub-title “Loyalty – a Big 
Opportunity for Restaurant Operators”.  
A loyalty programme provides restaurant 
operators with a way to reward customers 

and encourage repeat business, the survey 
concludes. It is also an effective, measurable 
marketing tool – by gathering details about 
the guests, such as their e-mail addresses 
and locations or date of birth, operators can 
target them with promotions to help grow 
the revenue of the hospitality outlet.

“Winning repeat business remains an 
important goal for any restaurant loyalty 
programme, but the true value lies in using 
it to gain an understanding of a restaurant 
operator’s customers and then leveraging 
that insight to create revenue opportunities 
and deliver the [kind of ...] service that 
guests increasingly want. Without a loyalty 
programme capable of delivering insights, 
operators risk falling behind the curve.”

However, today’s millennial generation 
is looking for more than e-mail promotions. 
They want frictionless, personalised 
service.  A loyalty programme provides a 
framework for restaurant operators to meet 
their needs. It helps restaurant operators 
offer recognition and rewards, but, most 
importantly, it allows restaurant operators 
to gather demographic data and transaction 
histories so that they can tailor the guest 
experience in real time.

A DIFFERENT LEVEL OF 
RECOGNITION

One example of such a programme is 
the one used at Hong Kong’s Hotel ICON.

“From the idea that search, planning 
and discovery are NOT the hassles before 
the experience, but are integral to the 
experience, I implemented ‘Icon Engage’,” 
says Richard Hatter, the hotel’s general 
manager, describing the scheme as the 
interplay between tech and highly trained 
humans.

“We communicate bespoke rewards 
and pricing for ‘book direct’,” he explains. 

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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“It’s integrated with revenue-management 
technology, enabling GRO and Revenue/
Marketing teams to strategise and target 
travellers with personalised messaging and 
personalised experiences – providing value 
from interacting with the hotel directly, 
increasing their engagement and loyalty.”

Travellers want real rewards for their 
loyalty; gimmicks and unusable points 
will only breed resentment and disloyalty, 
Hatter says.

There is too much focus on emerging 
data channels, which are spread too thinly, 
and as a result none of them works well. 

Brands should focus on the most strategic 
data channels and over deliver, making sure 
adequate resources are applied.

ICON focuses on flexibility and 
seamlessness via mobile: Why should 
someone need to go through their assistant 
or a corporate travel office to change a 
flight or hotel booking? Messenger-based 
communication with travellers allows for 
seamless changes that make their stay easier. 
It’s mobile and empowers the traveller.

“Members of our Above and Beyond 
loyalty programme and suite guests plus 
super travellers don’t want an ‘elite line’ for 

check-in,” says the Hotel ICON GM. “They 
want to bypass the line and be escorted to a 
room, with any formalities handled there.”

Hatter says he is inspired by the 
idea of tech-enabled omotenashi (the 
traditional Japanese way of treating a 
guest): “Obviously the Japanese elevate this 
to a high art. At ICON we use modern 
technology to enable and empower staff for 
a new level of service.”

Speaking of traditional Japanese 
hospitality, Japan’s Okura Nikko Hotel 
group is another example of a successful 
loyalty programme. It has a scheme called 
‘One Harmony’. Since it was established 
in 2013, 1.35 million members have 
joined, including 500 thousand members 
based overseas. “Over 20 per cent of all 
members used our hotels in the past year, 
confirming the high level of activity of 
the loyalty programme,” says Ryutaro 
Suzuki, Marketing Director of the hotel 
management group. “‘One Harmony’ is 
steadily growing adding more than 20 
thousand new members every month.”  The 
programme aims to have 3 million members 
by 2020. 

Japan’s Okura Nikko Hotel group’s successful 
loyalty programme ‘One Harmony’ has 1.35 
million members 

www.asianhotelandcateringtimes.com
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Chiang Kai-shek Memorial is a landmark tourist attraction

The Grand Victoria Hotel in 
the Dazhi Miramar business 
district of  Taipei City is bucking 
the trend and maintaining its 
occupancy levels

Valerie Lu, director of  sales & marketing,  
Grand Victoria Hotel

Valerie Cheung, regional director for North Asia, 
Preferred Hotels & Resort

W Taipei General Manager Harvey Thompson

Owing to political differences, 
China limited the number of 
tour groups that could visit 
Taiwan in 2016. As a result, 

there was a significant drop in the number 
of Chinese tourists visiting the island. 
Fortunately, there has been an increase in 
the number of visitors from other places.

According to the Taiwan Tourism 
Bureau, there was an overall decline of 5.15 
per cent in the number of international 
arrivals during the first six months of 2017, 
mostly because of a substantial drop in the 
number of mainland Chinese travellers 
visiting the island. A steady increase in 
the number of visitors from other source 
markets – especially Japan, South Korea, 
Southeast Asia, and the United States – 
helped to mitigate against the decrease in 
Chinese arrivals.

ILHA FORMOSA
Political tensions cast long shadows over the beautiful island, Michael Taylor writes

“This is mostly due to the easing of 
visa restrictions,” explains Valerie Cheung, 
regional director for North Asia, Preferred 
Hotels & Resorts (PHR). “Citizens of 
Thailand and Brunei now enjoy visa-
free access to Taiwan. Nationals from 
Cambodia, Indonesia, the Philippines, 
Vietnam, Myanmar, and Laos who have 
received visas to Australia, Canada, 
the Schengen area in Europe, Japan, 
New Zealand, South Korea, the United 
Kingdom, or the United States over the past 
10 years are also allowed to enter Taiwan 
visa-free after registering online.”

According to Harvey Thompson, 
general manager of the five-star W Taipei, 
occupancy at five star properties has 
remained relatively flat. The only exception 
has been in corporate and smaller meeting 
group business.

“For the period January to July, Taiwan 
continued to see a drop in the China 
market tourism numbers by 20 per cent 
compared to the same time last year,” 
the manager of the 405-room hotel says. 
“However, the increase from the Southeast 
Asian market of 34 per cent compared to 
the same time last year helped to reduce this 
impact. In terms of the very strong wedding 
business that has traditionally been a part 
of the market in Taipei, we see the start 
of fewer larger weddings and a growth in 
smaller wedding events.” 

According to Valerie Lu, director of sales 
& marketing at the Grand Victoria Hotel, 
a PHR property, revenue and occupancy at 
most hotels in Taiwan have decreased by 10 
per cent so far this year. Bucking the trend, 

the 96-room Grand Victoria has been able 
to maintain its occupancy levels, but the 
average room rate has declined somewhat. 

“We came up with some special 
packages that promote room and F&B 
together to fill up the revenue gap,” Lu 
says. “Also, we have offered some joint 
ventures with companies that can provide 
our guests with better services. For example, 
we have offered spa, lounge services, and 
transportation packages.”

ON-GOING TENSIONS
Lu is not optimistic about the 

immediate future, fearing that things might 
actually deteriorate next year. Ongoing 
tensions between Taiwan and the mainland 
will continue to have a negative impact 
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on business from Taiwan’s most important 
source market, and the large number of 
new hotels that are coming on stream will 
continue to put downward pressure on 
room rates.

A large number of budgets hotel has 
opened over the last three years. There 
has also been an increase in the number 
of multinational hotel chains entering 
the market. New arrivals include Aloft, 
Courtyard Marriott, Indigo, Mandarin 
Oriental, and Marriott, which is giving 
travelers far more options than they ever 
had in the past.

“When these landmark global chain 
hotels, which have a huge quantity of 
rooms, become empty, they must lower 
their room rates in order to increase the 
production from other market sources,” Lu 
says, adding that when some hotels lower 
their room rates, other hotels have to follow 
suit in order to stay competitive, resulting 
in a price war.

In addition to political tensions with the 
mainland and an oversupply of hotel rooms, 
Taiwan’s hotel sector faces other challenges.

“The hospitality industry is so 
competitive and the level of skilled talent is 
not always available,” Thompson says. “This 
results in a void to find new talent, and 
the knock on affects the ability to deliver 
service. The other challenge is that a lot of 
trained and skilled hospitality leaders have 
the opportunity to work in other countries, 
which results in a gap in experienced 
managerial levels.”

Still, Thompson remains upbeat about 
the long-term prospects of an island that 
Portuguese explorers described as Ilha 
Formosa, or Beautiful Island, when passing 
its shores in 1544.

“Taiwan has so much to offer in terms 
of a unique destination with great climate, 
rich multi-cultural influences, fantastic 
and diverse geography, amazing diversity 
in gourmet experiences and a very safe and 
secure environment,” Thompson says. “As 
we are really well situated in Asia and have 
a large number of flights and carriers to the 
Asian region, getting here is not a major 
concern. We would ideally like to see the 
hospitality sector grow.”

To realise that goal, the beautiful island’s 
hospitality industry will have to encourage 
additional growth in the Korean, Japanese 
and Southeast Asian markets to offset the 
decline in arrivals from  
mainland China. 

W Taipei is smack dab in the heart 
of  the cosmopolitan CBD but 
occupancy has remained  
relatively flat

Serving wine by the glass from the bottle - the ideal solution for providing a quality service to your customers. Wine Bar displays 

your bottles, stores them at an ideal serving temperature and preserves the flavours of open bottles. Practicality, technology and 

design to quickly boost your wine turnover.

Alpha International Food Services
909, Chai Wan Industrial City, Phase 2, 70 Wing Tai Road, Chai Wan, Hong Kong

Tel: +852 2889 2123      Email: alpha@eurocave.com.hk

eurocavepro.hk
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Over the past decade Vietnam 
has featured on more and 
more travellers’ radar and as a 
consequence development  

and the tourism industry has been  
growing exponentially. 

The direct contribution of travel and 
tourism to GDP in Vietnam was US$9.3bn 
or 4.6 per cent of total in 2016 and is 
forecast to rise by 7.5 per cent this year 
and to rise by 6.0 per cent annually from 
now until 2027, to US$17.9bn. The sector 
is having a huge effect on the country’s 
employment, exports and investment 
figures, which are all expected to rise this 
year as a result. (Source: World Travel and 
Tourism Council, 2017).

There are pockets of the country which 
remain largely undiscovered. Phu Quoc is 

WHIMSY WINNER
Off the beaten track and just waiting to be discovered,  

many consider JW Marriott’s latest venture in Vietnam a design 
masterpiece. Zara Horner reports

an island off the coast of Cambodia in the 
Gulf of Thailand, which is Vietnamese.

Known for its palm-lined white-sand 
beaches, more than half the island is 
national park which features mountains and 
dense tropical jungle. It is here JW Marriott 
has sited its latest country offering. 

“We see Phu Quoc as an emerging, off-
the-beaten-track destination in Asia, waiting 
to be discovered,” explains Ty Collins, 
general manager, JW Marriott Phu Quoc 
Emerald Bay. 

“The island is Vietnam’s hidden gem, 
still very untouched and full of natural 
resources that reflect JW Marriott’s 
dedication to creating enriched experiences 
for guests. In fact, JW Marriott is the first 
international hotel brand to open on  
the island.” 

Given the stunning views and nature 
of the location, the group was conscious 
about reflecting the history and natural 
environment “in a one-of-a-kind  
design narrative.”

AN EDUCATION
The resort is housed on the site of 

a French colonial academy of learning 
and pays homage in particular to French 
naturalist Jean-Baptiste Lamarck who laid 
the groundwork for Darwin’s theory of 
evolution, and who taught at the academy. 

“As the story goes, Lamarck University 
was the intellectual and educational 
pinnacle of Bai Khem in the early 1900s 
attended by the island’s French colonists, 
closing finally in the 1940s,” Collins tells us. 

“The main buildings of the resort have 

been constructed [from the crumbling 
campus of the colonial seat of learning and 
remain] in early 20th century style to reflect 
French architecture of the era.

“Bill Bensley has worked on a number 
of high-end luxury hotels in Vietnam in 
the past with Sun Group, the owner of 
JW Marriott Phu Quoc Emerald Bay, and 
we saw a potential for creating a unique 
narrative with these buildings and thought 
this was something Bill Bensley, the king of 

luxury resorts, would be able to  
bring to life.”

As a result, Bensley and his team 
handled all of the design work from 
planning through architecture and  
all interiors. 

TOP CONCEPT
Since founding his practice in 1987, the 

Harvard-educated American designer has 
brought more than 200 hotels in 30-plus 

 JW Marriott Phu Quoc Emerald Bay nods to 
the past while being very much of  the moment

No small amount of  fun is had in functional areas presented with a dash of  whimsy

WWW.MERRYCHEF.COM

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

Variety doesn’t 
need much space
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“Every detail has 
been carefully 

crafted and 
considered”

Ty Collins,  
general manager

countries to life. This project, estimated to 
have cost around US$250 million, is more 
like a whimsical town than a hotel or resort. 

“In terms of hotel concept, there really 
is no other resort property in Asia like the 
JW Marriott Phu Quoc,” Collins says. “A 
tremendous amount of time was spent 
on this project to ensure that every single 
detail, down to the decorative items and 
staff uniforms, were carefully selected to 
reinforce the hotel’s overarching  
academic theme.” 

This theme runs throughout the 
property. For example, the bar is not ‘just’ a 
bar… it’s the Department of Chemistry. 

“The academic theme, Lamarck 
University, is applied throughout the 
property,” Collins explains. “Department 
of Chemistry is the resort’s cocktail bar, 
which plays on the chemistry lab theme – 
serving counters are decorated with beakers 
and scientific instruments; the ceiling is 
designed with a periodic table and matched 
with a striking atom-shaped light.” The college library-themed lobby

To increase the level of authenticity, 
Bensley’s team sourced over 5,000 antiques, 
old teaching paraphernalia, carpentry tools, 
artwork etc. while travelling across Europe 
multiple times to source for the resort. 

“Guests can expect to see vintage 
furniture, antique teaching equipment, 
tools, prints and sketches which all 
showcase the evolution of mankind and 
nature,” Collins elaborates. 

“The lobby and reception is themed 
as a college library. It’s a bright and airy 
space housing dozens of artefacts, vintage 
books and suitcases. As guests enter, they 

Antique furniture, paintings and sculpture have been sourced from across 
Europe to furnish every area of  the resort, including the bright spa
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Pre-register your visit online now!
foodnhotelasia.com/preregister

www.foodnhotelasia.com

Since 1978

Celebrating 40 years
in the business

are greeted by an imposing trophy sculpture 
that symbolises the academy’s previous 
sporting successes.” 

There are four major wings for the 
accommodation, as well as separate 
buildings for entertainment, dining and 
banqueting venues. 

The 244 hotel guestrooms, suites and 
villas are spread throughout the property  
to create the illusion of separate,  
dedicated sections. 

“The buildings each have a unique 
theme related to an academic faculty,” 
Collins says. “For example, in the main 

Every guestroom has views of  
the emerald coloured sea

www.asianhotelandcateringtimes.com
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accommodation buildings we have rooms 
called ‘Biology’, ‘Zoology’, ‘Agriculture’ and 
‘Shell & Botany’. 

“We’ve also created one-of-a-kind 
banqueting and meeting rooms. The 
ballroom, named the Auditorium, 
showcases a series of vintage atlases. The 
other individual meeting spaces each tell a 
unique, whimsical story. In the ‘Room of 
Bad Ideas’ guests may find quirky references 
to failed inventions and ideas, including 
original vintage sketches of a  
six-wheeled vehicle.” 

Meanwhile, The Artistry Department 
is a meeting room inspired by Jackson 
Pollock’s drip paintings and incorporates a 
bold lighting fixture constructed from large 
paint brushes. Another breakout area is 

styled like the hospitality ‘green room’ of an 
ancient theatre, where costumes and props 
are on display.

Colour palette/s, materials, and textures 
are all equally out of the ordinary. A palette 
of reds, turquoise, blues and greens for the 
rooms has been used to complement the 
emerald-coloured sea. Furnishings have 
been custom-made in dark timber and 
patterned flooring elevates the sense of 
comfort and luxury in the rooms. 

“To take advantage of the idyllic views, 
we planned the interiors so that all rooms 
and suites are ocean-facing and include a 
spacious balcony with sofa seating,” Collins 
points out. “Guests staying on the ground 
level also have their own private garden and 
direct access to the hotel’s swimming pools.”

EVOLUTION CONTINUES
The four-bedroom seafront villas called 

Lamarck House have recently completed 
and are now open and “are the epitome of 
the resort’s design narrative,” according to 
Collins, while it is expected that the ‘Pink 
Pearl’ will open soon. This is “the resort’s 
crown jewel” restaurant and will serve 
Cantonese cuisine. 

“Bill is a very creative architect and 
designer, and is always looking to add 
more touches to ‘his’ resorts whenever 
appropriate. He is still collecting antiques 
and artefacts for this hotel during his 
travels,” says Collins. 

This reflects the general tenor of 
evolution within the place. When it first 
opened the university  was quite modest 
and traditional, conforming to the local 
design vernacular, but as it grew and more 
people came, other cultures – notably 
Chinese and Japanese – had an influence. 
Much as it was throughout Vietnam 
generally. The buildings of the university 
got bigger and grander, which Bensley has 
taken full advantage of, having what looks 
to be a lot fun in the process.

“Along Rue de Lamarck – the main 
‘street’ that extends through the hotel – 
we’ve designed traditional Vietnamese 
shophouses to resemble the ancient streets 
of Hoi An,” Collins says. “The architecture 
of these buildings reflects a unique blend of 
Chinese, Japanese and Western influences, 
allowing visitors a glimpse into Vietnam’s 
past. There are many more elements around 
the resort that allude to Vietnam’s colonial 
past. Every detail has been carefully crafted 
and considered to reinforce this.” 

Where a bar is not a bar but a department of  chemistry

Taking a stroll along lantern-lit 
Rue de Lamarck

A colonial seat of  learning brought back to life and dedicated to enriching the human experience
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The quiet reception  area gives no clue to the vast space beyond

The bar at Amaya Food Gallery

For most people who enjoy dining 
out, the ambience of a restaurant 
or bar is often as important as the 
food. Creative decor can enhance a 

culinary experience and make  
it unforgettable. 

Amaya Food Gallery at the Amari 
Watergate (ONYX Hospitality Group), is 
one of the newest entrants on the Bangkok 
dining scene and is making waves for its 
design which is contemporary, and its menu 
which is inspired by Asian street food. It is 
envisaged as a flexible space that morphs 
as the day unfolds. With a capacity of 480 
Amaya  is many things to many people, but 
essentially it is a space to showcase street 
food from around the world, with chefs 
cooking made-to-order dishes in show 
kitchens. The Food Gallery offers a wine 

MAKING OF 
A RESTAURANT

Nigel Harris, executive vice-president and chief technical  
officer of ONYX Hospitality Group, talks to Amruta Sabnis about  

the makings of a great restaurant and bar, and what ensures that the 
customers return for more

As designers, we need to ensure that logistics and 
functionality, service, food preparation and flow are all 
considered in the design and development process.

 
To what extent can the design measurably contribute to the 
effectiveness of the space?

Design is a significant factor and few successful restaurants 
or bars succeed without some element of theatre and 
showmanship. This can be delivered in many ways, from an 
unobtrusive yet impeccably trained and groomed waiter, to a 
sense of interaction and preparation at show kitchens. 

 
What strategies do you have in place that contribute to 
happier guests and higher spending?

The process must be closely coordinated throughout – driven 
by a clear vision. It starts with profiling market and consumer 
trends, as today’s preferences may become tomorrow’s monotony.

At ONYX this involves a close and constant collaboration 
among our technical/design teams and operations, sales, 
marketing and F&B team members throughout the  
whole process.

 
Consumers who visit restaurants and bars obviously do so to 
fulfill certain psychological needs. What tools and strategies 
do hospitality designers have at their disposal to ensure that 
these needs are successfully met?

In most respects, the palette is limitless and the available 
materials, spaces, cuisines and locations can conjure  
countless options for any given space. A successful design  
blends commercial savvy with comfort, service and the  
overall experience.

 
What would you say are the main design elements that affect 
the length of time that customers spend in a restaurant  
or bar?

The fundamental elements of lighting, environment and 
ambience, music, décor and signage, and yes comfortable chairs 
– are all important elements. Getting these right is critical. The 
design elements then form the framework for the experience, 
and there are so many variations of style and décor that no single 
formula exists. 

 cellar, a private dining room,  several show 
kitchens, multiple dining zones and a bar 
– all with its specific clientele in mind. The 
various panels and partitions are intended 
to make every space intimate; the space is 
huge – virtually occupying the fourth floor.

Nigel Harris, executive vice president 
and chief technical officer of ONYX 
Hospitality, is an architect, with over 25 
years of experience in hotel, commercial and 
consultancy companies in the Asia-Pacific 
region. We spoke to him about how design 
and product go hand in hand  for that 
perfect experience.

What makes a great restaurant or bar?
Food and Beverage is increasingly 

competitive in today’s hospitality 
environment. Enabled middle classes, 

social media orientated choices, affordable 
and creative options, and greater mobility 
all make for a highly dynamic industry. 
This makes it essential for establishment 
owners, designers and chefs to be creative, 
current and nimble in design and delivery. 
Trends and fads fade; however, quality 
and customer connections endure. What 
makes a restaurant or bar great? It’s the right 
mix of offering – a great guest experience, 
ambience, service and quality.

 
How can the design help achieve  
business goals?

Design is paramount in the context 
of delivery of an F&B experience. Design 
however is a delicate balance between the 
creation of an ‘atmosphere’ and the quality 
and consistency of service and product.

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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What aspects are kept in mind to ensure 
the restaurants and bars in each of your 
hotels are unique? Is an effort made to 
ensure design is relevant to the culture in 
each city?

We always strive for relevance and 
a certain sense of uniqueness in our 
restaurants and bars. We balance the 
aesthetics with other considerations 
such as ensuring that the overall concept 
is appropriate for the hotel’s location, 
positioning and clientele. In all our 
outlets, local culture is depicted through a 
combination of design, style, colour and 
choice of artwork and artefacts.

Does the company work with local or 
foreign firms as far as collaborators are 
concerned?

We work with both local and 
international designers. At times, we also 
work with food and beverage consultants to 
ensure that our concepts are aligned with 
market needs, commercial dynamics and 
dining trends. 

How did you get involved in hospitality 
design?

I am a UK-qualified architect who 
landed in Hong Kong during an early stage 

of my career and was captivated by the 
complexity, dynamic and creativity afforded 
in designing hotels. I left professional 
practice to join the hotel industry soon after 
arriving and have never looked back.

Do you have a favourite among the 
hotels? In terms of design?

I have several personal favourites, 

and La Gritta at Amari Phuket has a very 
special feel. Consistently regarded as one of 
Phuket’s finest Italian restaurants, La Gritta 
occupies a magical waterfront location and 
occupies two floors, with a bar on the upper 
level and an indoor and outdoor restaurant 
at the lower level. The restaurant is a 
popular spot for wedding proposals as well 
as wedding anniversary dinners. 

Design is a 
significant factor 

and few successful 
restaurants or 
bars succeed 
without some 

element of  
theatre and 

showmanship
Nigel Harris, executive 
vice-president and chief  

technical officer of  ONYX 
Hospitality Group

A great guest experience is a mix of  the right 
ambience, service and quality – all reflecting the 
location

ONYX balances the aesthetics with ensuring that the overall concept is 
appropriate for the hotel’s location, positioning and clientele
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 TECHNOLOGY

Hoteliers are evaluating their existing systems to make them as seamless as possible

“The Property Management 
System (PMS) has 
become the true 
workhorse of hotels, 

pulling in and pushing out data from a 
myriad places, and increasingly expected 
to do more on both enterprise and 
customer-facing levels,” writes Michal 
Christine Escobar, introducing Hospitality 
Technology’s 2017 Lodging  
Technology Study.
 Almost half of hoteliers (48 per cent) 
planned on upgrading their property 
managing systems in 2017, according to 
the study. And 18 per cent of them believed 
they lagged competitors when it came to 
property management technologies. 
 What is the key to a seamless PMS 

 PROPERTY  
MANAGEMENT SYSTEMS – 

WHAT TO LOOK FOR
What should one look for in a modern PMS? Donald Gasper talks with 

some of the leading suppliers in this field
experience? Integration, according to 
Robert Shecterle, director of marketing, 
Agilysys. In the past, PMS was primarily 
about managing guest transactions, but 
today, hotels must consider the entire guest 
experience, he says. A modern PMS must 
build and maintain a guest database of 
every interaction on the property – across 
multiple locations where they exist – and 
then make that information available to 
everyone who uses the system.
 Hoteliers evaluating their existing 
systems to see if they meet these 
requirements should conduct an assessment 
to separate the must-have capabilities from 
the nice-to-have. Operators should look 
for a partner that can deliver long-term 
plans which support their vision rather than 

specific features or functionality.
Why is this important? Because PMS 
technology extends well beyond features 
and daily task management. To deliver a 
superior guest experience, the PMS must 
include robust integration to other onsite 
and third-party systems including channel 
management and distribution.
 
INTEGRATED SYSTEMS
 Creating a consistent, frictionless 
guest experience is near impossible with 
disconnected systems, but a great PMS 
works well with multiple systems and 
sets of data and provides a single conduit 
of information that’s valuable for hotel 
staff, Shecterle says. “Integrated systems 
work seamlessly together, allowing you to 

create self-service options and personalised 
experiences for guests. As a result, staff and 
systems are more powerful and enable the 
property to deliver a remarkable  
guest experience.”
 Next-generation PMS technology brings 
fragmented data together by offering a rich 
set of application programming interfaces 
(APIs) and a central data store that unifies 
the data across an enterprise of hospitality 
solutions. This is critical when adapting to 
changes in guest demand and providing 
complete guest life cycle coverage.
Shecterle says that rich APIs make it easy 
for disparate systems to work well with 
the PMS, and allows the PMS to provide 
a unified view of the guest with real-time 
insights and guest behavioral patterns that 
can influence current and future guest touch 
points highlighting additional revenue 
opportunities. Insights can be segmented 
into categories including geography, 
social, spending habits and more. This rich 
data may be further analysed to enable 
management and staff to make real-time 
decisions that enhance the guest experience 
while improving the hotel’s bottom line.
 
INTUITIVE INTERACTIONS
 “A good PMS system can be, for lack of 
a better way to describe it, invisible,” says
Lee Hogan, CEO of Amadeus Hospitality.
 When you combine workflow and 
decision automation with an intuitive user 
experience it translates into your hotel staff 
naturally having more time to be proactive 
in service delivery. Additionally, PMS 
solutions can improve guest experience by 
absorbing intelligence from external systems 
and subtly delivering insights at the right 

time for the right guest.
 A good PMS automates low-end 
decision making to eliminate wasted 
time during interactions with guests. For 
example, it auto-assigns the room based on 
preferences and other factors such as who 
they’re travelling with. Is this guest part of 
a group? Do they have two rooms reserved 
travelling with children and therefore might 
need connecting rooms? A good PMS first 
and foremost is able to collect the right 
information and then secondly it uses that 
information to automate decisions that 
apply to the guest. This results in quicker, 
more intuitive interactions with guests and 

“We are working in 
a time when more 
and more hoteliers 
are turning to cloud 

solutions, so that 
they can simplify 

their on-premise IT 
equipment array 
and lighten the 

staffing requirement 
at each individual 

hotel site.
Michael Schubach, Strategic 
Deployments and Program 

Management Director,  
Infor Hospitality

a more informed and personable  
service delivery.
 Michael Schubach, Strategic 
Deployments and Program Management 
Director, Infor Hospitality, speaks of the 
conflicting demands facing hoteliers:
“We are working in a time when more 
and more hoteliers are turning to cloud 
solutions, so that they can simplify their 
on-premise IT equipment array and lighten 
the staffing requirement at each individual 
hotel site.

CONFLICTING DEMANDS
 “At the same time, both the advantages 
and the necessities of interactive 
connectivity are driving us in the opposite 
direction,” he says. “Those forces are 
expanding the equipment and personnel 
requirements as we strive to lessen them.  
Perhaps these conflicting demands are 
nothing more than the new reality of 
staying competitive in the digital age. 
 “While there may not be any single 
silver bullet solution to this dilemma, there 
are some common-sense steps that hoteliers 
can take to stay in the race.” 
 “Hoteliers need to understand the 
needs of their guests better!” says Harbans 
Singh, Managing Director of UbiQ 
Global Solutions. “Gone are the days 
where hospitality was purely dependent on 
service. Today, hospitality needs to include 
technology and service.
  Singh believes that new technology 
solutions will be a game changer in the 
hospitality industry that could help hotels, 
resorts and even restaurants move towards 
being ‘smart’ and improve their guest 
retention and business operations. 

Harbans Singh, 
Managing Director of  UbiQ Global Solutions

Lee Hogan, CEO, Amadeus Hospitality Robert Shecterle, director of  marketing, Agilysys
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 DRINK

Hellbode tea estate, Pussellawa, Sri Lanka

Asia is experiencing a coffee boom 
of unprecedented proportions, 
but how is it affecting 
consumption of the continent’s 

traditional favourite beverage, tea? Not as 
negatively as you might think, according to 
Maria Cielini-Reyes, marketing manager of 
AB Food & Beverages Philippines which 
handles the Twinings range of teas.

“Tea is also growing based on 
Euromonitor research for Southeast Asia. 
The Compound Annual Growth Rate for 
2011-2016 is 9 per cent. This is led by 
Indonesia and Vietnam, although for the 
last year it has slowed down to 3 per cent 
for Southeast Asia,” she says. 

“In some countries, tea is perceived to 
be a healthier alternative, as it is seen as 
having more anti-oxidants than coffee, and 
to have less caffeine content on a per  
cup basis.”  

Natalie Greenwood, sales and general 
manager of Australian organic herb 
producer Southern Light Herbs says that 
the company has a loyal health conscious 
clientele. It markets organic herb and 
tea based drinks under the Sip Organic 

TEA BREAK
Is the coffee boom in Asia affecting the market share of  the tea industry? 

Robin Lynam takes a look

Infusions brand. “We are certified organic 
herb growers and sell over 130 herbal tea 
products,” says Greenwood. 

“We also import and sell some organic 
green and black teas to blend with our herbs 
and sell as singles. As a great number of our 
teas are used for their therapeutic benefits, 
we tend to have our own small niche, which 
continues to grow within a market which is 
not affected by the boom in coffee. In fact, 
we have some popular products, such as 
roasted dandelion root which are used as a 
coffee substitute and have complimentary 
health benefits. We sell only in Australia 
and have not seen the need for export due 
to strong domestic demand.”

Tony Dick, CEO of Tea Concepts, 
a supplier of premium teas to the Hong 
Kong and Macau markets, sees tea as being 
a logical component of the lifestyle of 
the millennial demographic, and says the 
company’s recently launched “functional tea 
beverages”, Sipscriptions and Skin Smart 
from US luxury tea brand Tea Forté, will 
appeal to the health conscious for reasons of 
both taste and therapeutic benefit. “These 
two tea ranges are not just for those that 

“From the bottom up, 
we’ve seen the High Street 
turn to quality, whole leaf  
teas, tea houses opening at 
a steady rate... tea as a non-
alcoholic option is growing 

on a per cup basis.”  
Sally Gurteen , of  London-based 

tea supplier Jing

enjoy tea but also tap into a new generation 
of healthy, active consumers - millennials 
who are drinking tea the way their parents 
drink coffee, with more and more opting 
for tea as a way to further embrace a lifestyle 
of good health and daily well-being. We 
believe that these teas will be an excellent 
addition to any spa or health club menu,” 
says Dick.

Internationally sales of loose leaf and 
speciality teas are rising, and Sally Gurteen 

of London based tea supplier Jing sees a 
broader based premiumisation of tea taking 
place at street level in the UK – another 
market in which tea is an important part 
of the culture.  She thinks this may be 
duplicated in Asia in the near future. 

“From the bottom up, we’ve seen the 
High Street turn to quality, whole leaf teas  
– Dunkin’ Donuts, Caffe Nero, and so on 
–  tea houses opening at a steady rate, and 
in the gastronomical world, the role of tea 

as a non-alcoholic option is growing, and 
quickly,” says Gurteen.

She quotes Richard Ekkebus, culinary 
director of  Amber at Hong Kong’s 
Landmark Mandarin Oriental Hotel – who 
uses Jing teas in some of his dishes as well 
as recommending them to accompany 
them – as saying “the importance of tea in 
gastronomy will increase not only as the 
perfect non-alcoholic option, but the tea 
ceremony along with the storytelling  
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“When compared to traditional tea 
brewing methods, the RAIN process 
extracts a significantly greater number 
of compounds from the tea,” according 
to Albert Robbat, Jr., associate professor 
of chemistry for Tuft’s University. “This 
explains why the BKON Craft Brewer 
produces a more complex, full bodied and 
balanced cup of tea.”

Dick sees the potential for  
more innovations in the future for  
tea preparation. 

“Nitrogen coffee is already being 
produced by several artisan coffee shops in 
Hong Kong with the look being described 
as somewhat like draft Guinness. According 
to one tea blender in the States, kegging tea 
with nitrogen creates a whole new flavour 
profile and taste - super smooth, clean, 
unlike anything you’ve ever had. Nobody 
is doing this [in Hong Kong] yet but it 
certainly sounds interesting!” 

part of tea”. Of course tea suppliers offering 
leaves with a story to tell are nothing new 
– Hong Kong’s Lam Kie Yuen Tea has been 
selling Chinese teas to discerning drinkers 
since 1955 while the Ying Kee Tea House 
chain traces its origins back as far as 1881. 

Although founded more recently, 
heritage is also extremely important to 
Dilmah, a company which pioneered  the 
idea of single origin tea in Sri Lanka  with 
its garden fresh, unblended tea, packed at 
source. It is also a frontrunner in ethical 
production, something on which coffee 
producers have also focused, and runs a 
“School of Tea” which also looks at such 
subjects as tea in gastronomy and mixology 
– two growing areas. 

Technology also has a role to play, 
as Franke  Foodservice Sytems has 
demonstrated with an innovation known as 
Reverse Atmospheric Infusion, or RAIN in 
its BKON Craft Brewer, developed through 
a strategic partnership with BKON LLC. 

The unit is designed to provide deep 
and layered flavour profiles for coffee, 
cocktails and other beverages as well as 
tea, but processes the latter particularly 
effectively. It uses vacuums to remove air 
trapped in the cellular structure  
of the leaves.

Franke  Foodservice Sytems’s BKON Craft Brewer produces a complex, 
full bodied and balanced cup of  tea

Tea is also about terroir; tea grown at higher elevations has a sweeter flavour profile

Brewing the perfect cup of  tea. Photo: Jing
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Whisky has always been a 
fashionable tipple, gracing 
the shelves of the best bars 
around the world. It has 

however seen trend surges, when it becomes 
the “it” drink. Is it currently trending? We 
spoke to some experts to learn more.

Eric Lau, store manager, Rare & Fine 
Wine, says, “In the 1980s, most customers 
enjoyed blended Scotch. However, in the 
past few years the trend and preference 
for single malt whisky has risen rapidly, 
especially in the Hong Kong market. As 

THE WHISKY 
EXCHANGE

Dark spirits are experiencing a global renaissance and whisky is not 
running shy with its broad spectrums of price range and taste profiles. 

Vicki Williams on the tipple

a result, the rare and popular single malt whisky price has 
increased dramatically. Although, recently it has been stable.”

Adding, “The fever and passion may have slowed down but 
whisky enthusiasts and followers are increasing.” 

TRENDSETTER HONG KONG
Both Lau, and Masahiko Endo, manager of Mizunara 

The Library Whisky Bar, believe that Hong Kong is often the 
trendsetter for other nearby markets. “Most markets, namely 
Shanghai, Singapore, Taiwan, and Thailand are following the 
same whisky trends as Hong Kong. However, in Japan it seems 
the popularity of Japanese whisky is going down due to a  
stock shortage.”

Although Endo, says that Japanese whisky is still a trend 
leader in other markets. “It is the most popular still, but Scotch 
whisky is coming back gradually, also the premium American 
Bourbon and Ryes are becoming more popular in the market.”

While, Hil Ying Tse of distributors Whiskies & More says 
that each country in Asia is different in terms of preferred 
options. “It is difficult to name just one best selling whisky in 
Asia. Each country has different levels of whisky drinkers. As 
an example, Japan has a much longer whisky drinking culture 
compared to Hong Kong, hence customers are seeking for 
thrills in single cask whiskies from independent bottlers. Less 
mature whisky drinking countries, such as Hong Kong, are still 
focusing mainly on single malt and are just starting to discover 
single cask whiskies by independent bottlers.”

Whiskies & More main markets are Hong Kong and Macau 
and it counts high-end hotel bars and leading restaurants that 
have a varied whisky selection as customers.

Scotch whisky is coming back. Photo: Euro Asia
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’60s, ’70s, ’80s, while others are after closed 
distillery bottlings (from a distillery which 
has closed down or been demolished).”

INDIA ON THE MAP
In terms of growing markets, India 

stands out. “We see both exciting 
and challenging times ahead for 
our company,” says Ashok Chokalingam, 
of Amrut Distilleries, which has numerous 
awards for its single malt. In fact, Amrut 
is the first single malt whisky to be made 
in India. The company also does limited 
editions, for example an Amrut Rye.

According to the company, the single 
malt whisky is the result of years of research 
in order to make a whisky matching world 
standards. The whisky is unique, made from 
barley grown at the foot of the Himalayas 
and cultivated using time honoured 
practices. Matured in oak barrel casks at an 
altitude of 3,000 feet above  
sea level. 

The whisky is popular with his five-star 
clients, including JW Marriott, Shangri-La, 
Taj Group and ITC group.  

All signs point to a long and popular 
future for whisky in all its varieties. 

FROM STRENGTH TO 
STRENGTH

Joe Kwok, owner of Ming’s Cellar  
also believes that the whisky trend is still 
growing as more and more consumers 
come to learn about it from various festivals 
and shows. “With the strong promotion 
opportunities in Wine & Dine, Whisky 
Festival, Whisky Live, HOFEX HK, Wine 
& Spirits Show, many consumers able to 
have more knowledge on its production and 
whisky drinking. The trend is still growing.”

Additionally, it is no longer considered 
a drink for men. “Whisky is becoming 
popular for ladies and in some social 
gatherings is more popular than wine. 
Also with more and more bars across Asia 
doing whisky cocktails its popular naturally 
increases,” says Neil Wong, president of the 
Hong Kong Bartenders Association.

Tse also agrees that it is a growing and 
changing market, especially when it comes 
to less explored options. “As mentioned the 
dynamics of the whisky drinking culture 
is changing. In Hong Kong, both female 
and male customers have started drinking 
more single cask whiskies. Some of them are 
more interested in old bottlings from the 

“In the 1980s, 
most customers 
enjoyed blended 
scotch. However, 
in the past few 
years the trend 

and preference for 
single malt whisky 
has risen rapidly”

Eric Lau, 
Rare & Fine Wines

Hong Kong is often the trendsetter for 
other nearby markets... Thailand  now 

has a bar dedicated to Chivas -
 Al Fresco at 64, lebua Bangkok

Dynamics of  the whisky drinking culture 
is changing. From blended Scotch of  the 
’80s, preferences have moved  on to single 
malt. Photo: Euro Asia

Amrut is the first single malt 
whisky to be made in India and has 
won several awards
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Caviar has a long history as a 
delicacy. According to Food 
Republic newsletter, long 
before gourmets discovered the 

delights of raw oysters, before Champagne, 
even before truffles, the ancient Greeks, 
the Romans and Russian tsars were all 
indulging in caviar.
 Virtually all caviar on the market these 
days is farmed, with ever more parts of the 
world working to produce the precious 
unfertilised salt-cured fish eggs from any 
one of about 25 species of sturgeon. 
 Production of caviar is slow and labour 
intensive, which means that it will always 

CAVIAR DREAMS 
A STURGEON STORY

 Virtually all caviar on the market is farmed becoming an increasingly 
international business. While China is the leading producer of farmed 

caviar, more parts of the world are working to produce the precious 
unfertilised salt-cured fish eggs. Jane Ram reports

be a luxury. But as new sources come into 
production, it is becoming more  
affordable generally.
 Countries around the Caspian Sea 
wrongly assumed the international ban on 
catching wild sturgeon in 2006 would be 
temporary. In consequence they were late 
starters in creating farmed stocks, giving the 
edge to competitors in many other parts 
of the world.  Those who were fortunate 
enough to taste wild caviar will take 
some convincing, but as techniques have 
improved, outstanding farmed  
caviar has become an increasingly 
international business.  

 Not all caviars are equal and labelling is 
not always transparent, sometimes omitting 
important details. Consumers should be 
wary of the general European and Middle 
Eastern permitted usage of 0.4per cent 
E285 (sodium tetraborate) despite the ban 
on E285 in Southeast Asia and the US. 
 China will face increasingly stiff 
competition in the next decade. The 
Japanese have been experimenting with 
freeze-drying roes to speed up the process. 
This type of caviar proved popular when it 
was introduced to Hong Kong diners at the 
Four Seasons in April this year. 

THAILAND GETS 
INTO THE ACT 
 Working with a Thai partner, Alex 
Tyutin, managing director of Caviar House, 
has developed a sturgeon farm in Hua Hin 
that will come into production in about 
four years, as the fish mature. “Actually we 
are on the fastest way to get caviar than 
any other farm as we maintain a constant 
temperature of +22.5C. 
 “This is our third year working in 
Thailand doing a lot of promotions, events, 
educating customers and also creating a 
bigger demand for caviar as our farm annual 
production will be 1.5 tons a year. The 

RULING THE MARKET
 China is now the world’s leading 
producer of farmed caviar as well as the 
number one consumer.  Competitors 
include Thailand, the USA, Israel, Saudi 
Arabia, Bulgaria and a number of other 
European countries. Even the UK is trying 
its hand at caviar production, with one 
Yorkshire fishery working on what it claims 
is the world’s first ethically sourced sturgeon 
caviar, using massage to extract the eggs 
without killing the animal. 
 The pristine waters of China’s Thousand 
Islands Lake, some 500 kilometres 
southwest of Shanghai, suit surgeon 

“If  the price 
is competitive, 

Chinese caviar will 
surely fill the upper 
and even medium 
market demand.”

Andreas Muller,  
programme director, 

International Culinary 
Institute, Hong Kong

very well. Kaluga Queen farm is the 
best established and it has increasingly 
dominated the international market since 
producing its first caviar in 2006, says 
Andreas Muller, Programme Director 
(International Cuisine), International 
Culinary Institute, Hong Kong. “Kaluga 
Queen produces class A quality Beluga, 
Sevruga and Osietra. Alain Ducasse, Nobu, 
Robuchon and Pierre Gagnaire are among 
the many restaurateurs who buy Chinese 
caviar because of good quality, reasonable 
price, and ample stock. French caviar 
house Kaviari sources its roe from Italy, 
Germany, France, Bulgaria, Iran and, of 
course, China,” says Muller. “If the price is 
competitive, Chinese caviar will surely fill 
the upper and even medium  
market demand.” 
 Singaporeans are the biggest regional 
consumers of caviar, says Muller citing 
reports of lavish parties where guests slurp 
their caviar not by tins, but rather by kilos. 
A recent party attended by 120 guests 
reportedly consumed 24 kgs of Keluga 
Queen Osietra Caviar. 
 According to Newsweek magazine, 
Kaluga Queen’s output of 45 tons of caviar 
in 2015, made it indisputably the world’s 
largest single producer of farmed caviar. 

Working with a Thai partner, Alex Tyutin, managing director of  Caviar House, has developed a sturgeon farm in Hua Hin, Thailand

Prunier Heritage Caviar (blue tin), prepared according to the 
Persian method accounts for only 8-10 per cent of  the Prunier 
production; Prunier Caviar; Oscietra by Caviar House

The company aims at a maximum annual 
production of 60 tons, some 75 per cent 
of which will be for export worldwide.  
Labelling is not always transparent however 
as recent research has shown that 17 of 20 
top restaurants in Paris are using Chinese 
caviar although sometimes  through  
French brands. 
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Thai market for caviar is growing and we 
are taking a serious part in directing this 
process; I believe that in 3 -4 years caviar 
consumption will double and for that we 
lowered the prices on all items including 
fine Beluga caviar to stimulate more sales.
 “In 2018 we are opening a restaurant 
next to the farm that will have mostly dishes 
of sturgeon and caviar in the menu and 
when we start our own production we plan 
to drop prices again; we plan to achieve 
1.5 – 2 tons of caviar sales per year only 
in Thailand. We have no plan to export 
Thai caviar to the international market; the 
reason is that world prices are low and have 
continued to drop over the past five years.”
 “We do only true fresh malossol caviar 
in Russian style with no preservatives 
added, no pasteurization and our products 
have from 2.8per cent to 3.2per cent of salt 
maximum. That limits us with expiration 
time but we prefer to deliver the best taste 
of caviar to our customers. We’ve reduced 
the salt percentage dramatically because 
most Thai people do not like caviar being 
too salty and also with a fishy smell.
 “The company is also importing caviar 
into Thailand mostly from China where 
I’m a partner in a Chinese farm. There I’m 
involved in caviar production and I also 
supervise sales in a few regions. Caviar 

prices in Hong Kong and Singapore are much higher than we 
charge in Bangkok. I look after sales in Hong Kong, Singapore, 
China, Russia and Malaysia as well as Thailand. Hong Kong 
and Singapore have the highest prices and the biggest demand 
calculated in kilos per person per year. 
 “Mainland China is a huge but slow growing market, with 
Shanghai, Guangzhou and Beijing the top spending cities. 
Russia consumes more caviar than any Asian country but it 
produces caviar locally, much cheaper than in China for example 
and the quality is lower. The Malaysian market is the smallest, it 
has little demand and has not yet  been structured. Religion is an 
issue, so the caviar must have Halal certification, which our farm 
in China can provide.” 

Almas Caviar Bar, The Ritz-Carlton, Hong Kong

Odette Chefs Club, Singapore - Sea urchin with caviar Caviar  production in Sichuan, China. Photo: Alex Tyutin
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Once upon a time, the only 
way for hotel guests to get a 
decent cup of coffee was to 
order room service or head 

for the nearest café – and hope for the best. 
Instant coffee with powdered creamer was 
de rigueur even in 5-star guestrooms. For 
anyone who reaches for a cup of java before 
getting out of bed or in a rush to prepare 
for early morning meetings, the advent of 
single serve coffee must seem like a godsend. 

POD CASTING
As hoteliers are increasingly choosing single serve coffee for guestrooms 

and public areas, the capsule coffee industry is getting increasingly 
competitive, learns Rebecca Lo

A slick marketing campaign boasting 
George Clooney helped put industry leader 
Nespresso on the global map. Yet as DIY 
single serve coffee permeate from high 
end residences into the hospitality market, 
more players are entering the field. Cuppaz, 
Franke, N&W Global Vending and Bon 
Café are among the newcomers muscling in 
on Nespresso’s Asian territory. Owners and 
operators now have a wealth of choice when 
it comes to capsule dispensers and products 

to suit different budgets, décor and  
brand narratives. 

HE HAD A DREAM
Nespresso originated with a classic 

eureka moment: Nestle employee Eric Favre 
came up with the single serve capsule coffee 
idea while on holiday in Italy enjoying an 
espresso. In that instant, he felt that the 
high quality of a barista produced cup of 
coffee should be available to anyone at 
anytime, and subsequently patented the 
Nespresso system in 1976. The concept 
is simple: akin to an open bottle of wine, 
coffee deteriorates when exposed to air. 
Hermetically sealed coffee portioned for 
individual cups allows each serving to be as 
fresh as possible, as air reaches the grounds 
only after they are pierced just prior  
to brewing. 

As the very nature of single serve coffee implies that anyone 
able to press a button can indulge in excellent brews, it is 
ideal for self serve scenarios such as hotel guestrooms, all day 
dining buffet lines and break out areas adjacent to meeting 
rooms. Though Nespresso is popular with the domestic 
market, it offers plenty of B2B solutions for hotels. “In general, 
our partners use our classic B2C – or in home-machines 
in their guestrooms while for banqueting and F&B, they 
use our professional range,” reveals Roger Staeheli, country 
manager for Nespresso Hong Kong and Macau. “In Hong 
Kong, they use Nespresso B2C machines in all guestrooms, 
not just for the premium suites. As consumers become ever 
more knowledgeable and discerning about coffee, hotels 
and restaurants see premium coffee offering as a means of 
differentiation. As such, Nespresso partnered with Hong Kong’s 
leading luxury hotel groups such as Four Seasons, Mandarin 
Oriental, The Ritz-Carlton and Shangri-La.” 

NEW KID ON THE BLOCK
Nespresso’s patents began to expire in 2012, allowing 

competitors to enter the lucrative single serve market. Founded 
in Hong Kong by Marcel and Sandra Corbeau in 2015, 
Cuppaz brings multi beverage capsule technology and Brazilian 
coffee sourced from sustainable farms to Asia. “The machines 
have both high and low pressure options, meaning that they 
can produce not only espressos but also other beverages such as 
tea,” notes Sandra Corbeau, Cuppaz’ co-founder and business 
development manager. “Even though the consumption of 
coffee is on the rise in Asia, there is still a significant group 
that don’t like its taste and instead embrace tea or other types 
of warm beverages like hot chocolate. Since Marcel helped 
the team of 3Corações coffee company’s Caffitaly Systems 
multi beverage technology in Brazil, it seemed only logical to 
introduce this to Hong Kong.” 

Just under half of Cuppaz’ business comes from the 
hospitality industry, with Hong Kong properties including 
Hotel Panorama by Rhombus and Hotel Burlington using 
its machines in guestrooms. “Our smaller machines, such as 
the Curve, are used in guestrooms,” notes Corbeau. “Once a 
business has decided that capsules are a good solution, many 

The perfect espresso. Handmade automatically.

 Hire who you want

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

www.wmf-espresso.com

Introducing the new WMF espresso.
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From left: JW Marriott Hotel Macau, Nespresso’s Essenza Mini;  
and The Ritz Carlton Hong Kong Club Lounge. Both hotels use 
Nespresso solutions to give their clients their coffee fix
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will pick us over our competition for four 
different reasons: multi-beverage offering, 
taste and quality, service and price – based 
on published machine prices on Cuppaz’ 
and Nespresso’s websites, our in room 
machine is 11 percent less expensive. We 
estimate that Cuppaz capsules are 10 to 15 
percent less expensive for in room use.”

CREAM OF THE CROP
Both Staeheli and Corbeau acknowledge 

that Asians prefer their coffee with milk, 
and espresso or other strong coffee blends 
are their most popular hotel products. 
“Nespresso coffees with high intensity, such 
as Ristretto, perform well in the hospitality 
industry as they pair well with milk,” 
Staeheli states. “In Asia, the majority of 
our customers prefer adding milk, cream or 
soy milk to their coffee. Perfectly equipped 
to meet local tastes, the Aguila 420 and 
Gemini CS 221 Pro machines can create 
flawless hot and cold milk coffee recipes, 
such as flat whites, iced cappuccino and 
latte, at the touch of a button.” 

With sustainability more than a mere 
buzzword in the hospitality industry, 

Cuppaz made sure that both its coffee 
and the capsules that contain them are as 
green as possible. “Both the top film and 
the capsule bottom are made of recyclable 
plastic,” Corbeau explains. “Used coffee 
grounds are also fully recyclable as compost. 
And we plan on investigating biodegradable 
capsule options. We are proud that our 
Brazilian coffees are from sustainable 
farms – they collect compost, they recycle, 
they plant trees and treat the earth in a 
sustainable manner. Also, our machines 
use 80 percent less energy than traditional 
bean machines, and they all have an energy 
saving feature. We believe all these things 
help to address environmental challenges 
and reduce our carbon emissions footprint.” 

OLD BECOMES NEW
Made from aluminium, Nespresso 

Grand Cru capsules are completely and 
infinitely recyclable. “The Nespresso capsule 
recycling system makes it as easy as possible 
for our Business Solutions customers to 
return their used capsules,” elaborates 
Staeheli. “Once collected, the aluminium 
capsules are separated from the used coffee 

grounds and re-melted to become new 
aluminum products. Nespresso Hong 
Kong partners with local farm, The Hong 
Kong Organic Waste Recycling Centre, to 
repurpose the used coffee grounds from 
recycled capsules as compost for  
vegetable farming.” 

Despite the stiff competition, the future 
looks promising for single serve coffee 
brands. “Hotels continue to recognise that 
consumers are looking for a certain standard 
of coffee,” Staeheli remarks. “We will 
continue to focus on delivering our unique 
coffee experience to consumers by offering 
top quality Grand Cru coffees, smart and 
stylish coffee machines, and personalised, 
professional customer services.” 

“We expect to see more hotels 
considering coffee capsule solutions as 
capsule and machine prices are dropping,” 
Corbeau believes. “Beverages can be used 
to personalise the guest experience. Imagine 
that you just checked in and your favourite 
Cuban single origin espresso is handed to 
you – complementary – together with your 
room key. That’s differentiation  
and service.” 

Beverages can 
be used to 

personalise the 
guest experience. 
Imagine that you 
just checked in 

and your favourite 
Cuban single 

origin espresso is 
handed to you, 
complementary, 

together with your 
room key. That’s 

differentiation and 
service.”  

Sandra Corbeau, Cuppaz’ 
co-founder and business 
development manager

Food Preparation First-In-First-Out (FIFO)

Shelf-Life Labelling Food Production

JUDO FOOD hand-labelling system 
allows users to print 13 kinds of 
preset Food Safety Management 
messages for top line as well as 
date,  time and day indication for 
bottom line. 

We also offer a range of labels to 
ensure best label print-out and 
suit your labelling needs in the
kitchen.

Top Line               Bottom Line

Water-resistant    Smudgeless & 
clean ink

Want to know more about
DateRight Labelling?

Scan QR code to 
get in touch with us!

*Label samples shown are for illustration purpose only

Simple    Economical   User-friendly
Labelling Solution to Ensure Food Safety in your Kitchen

For more advanced labelling needs, SATO also offers portable 
label printing solution using TH2 thermal standalone printer. 

TH2 is capable of storing shelf-life information of up to 20,000 
items and provides real-time clock function to automatically 
calculate expiry date and time.

Real-Time Clock - 
Prints date & time automatically

All-In-One
Portable
Non-PC Printer
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Cuppaz brings multi beverage capsule technology and Brazilian coffee 
sourced from sustainable farms to Asia
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 Restaurateur, author and MasterChef host, Luke 
Nguyen, is collaborating with leading Vietnamese hospitality 
group -WMC Group - to raise the bar on Vietnamese 
cuisine, with Vietnam House, a downtown Saigon 
restaurant that first opened in 1992. Set in a 1910-built 
colonial French building, it has re-opened with Nguyen  
at its helm.
 Though the restaurant’s facade on the city’s famed 
Dong Khoi Street stays true to its French colonial roots,  
the restaurant’s interior is an exploration of the same  
lavish design that’s informed the interiors of the nearby 
Reverie Saigon.
 “With the debut of The Reverie Saigon and the re-
opening of Vietnam House – as well as our other projects, 
we see WMC Group as a beacon for a progressive and 
dynamic Vietnam,” said Eva Hue Van Truong, managing 
director of The Reverie Saigon and CEO of WMC Group. 
This latest incarnation of Vietnam House will elevate  
the experience through Luke Nguyen’s distinctive  
culinary vision.  
 Says the Australian-born Vietnamese chef, “With 
Vietnam House, I’m bringing together the strands of my 
heritage, my journey of discovery in Vietnam and my  
career in the culinary industry to make this place something 
very special.”
 His menu spans the length of the country with familiar 
favourites like banh xeo, a crispy Vietnamese-style savoury 
pancake filled with local produce and fresh tofu, classics 
such as wagyu beef pho and wagyu beef la lot, succulent 
Japanese beef served with betel leaves, herbs and angel 
hair noodles. Nguyen’s influence from Down Under comes 
through with fusion dishes such as Australian pork ribs 
slow-cooked in young coconut juice and served with carrot 
puree and choy sum. Seafood also plays a prominent role 
on the menu, like the char-grilled lobster in a Phu Quoc 
pepper sauce. (www.vietnamhousesaigon.com)

“Crossline”

“Flex”

“Stele”

“Reef”

WWW.ZIEHER.COMNOVELTIES 09/2017 

 To celebrate autumn a restaurant (Café on the 1st, The 
Excelsior’s all-day dining restaurant) and a beauty company (Jurlique) 
have come together to offer an interesting dining experience. The 
dinner buffet offers  baked fish, scallop, clam, Australian wagyu, pork 
belly, okra, Alaskan king crab legs, Boston lobsters, freshly-shucked 
oysters and other fresh seafood from around the world. Till stocks 
last each dinner buffet booking with a special promotion code 
“Jurlique2017” will receive a gift set from Jurlique’s newly launched 
body care selection per table. Will be interesting to see how this 
works as a marketing strategy. (exhkg-cafe1st@mohg.com)

Next Gen 
Italian

Bangkok’s Jojo, at the St Regis 
will host Chef Massimiliano 

Mascia of 2-Michelin-starred 
San Domenico (Imola, Italy), 

from 6-11 November, as part 
of The St. Regis Aficionado 
programme. Creating truly 

next-generation Italian 
cuisine, with evolved flavours, 

seasonal ingredients and 
global influences, Chef 

Massimiliano sees it as, 
“respect for ingredients and 

their seasonal freshness. That 
lays the foundations for further 

innovation.” In the 5-course 
lunch and 7-course dinner menu 

the chef includes among other 
dishes: marinated amberjack 

with yuzu, baby vegetables and 
a spray of gin and tonic; scallops 

alla plancha with a reduction of 
oysters and dry martini, as well 
as clams; and veal sirloin with 

black truffles. 
(www.stregis.com/bangkok) 

Sparkling Sunset  
@ Harbour City
 Hong Kong’s Harbour City is offering an exciting 
gourmet experience at its recently opened rooftop 
observatory deck: Ocean Terminal Deck, with 270-degree 
views of the Victoria Harbour. As part of the ‘Wine & Dine 
Festival and Hong Kong Great November Feast from Hong 
Kong Tourism Board’, Harbour City is offering a “Wine & 
Dine Feast” & “Sparking Sunset” wine tasting party. For 
the “Wine & Dine Feast” Pairing Menu, 16 restaurants in 
Harbour City will present a series of Sparkling Wine and 
Crab pairing menus until 30 Nov. Restaurants include Ana 
Ten, Paper Moon and Xihe Ya Yuan Peking Duck; Michelin 
restaurants China Tang, Ye Shanghai and Sushi Tokami. 
Plus, BLT Steak, Cucina, Jamie’s Italian, Le Cafe de Joël 
Robuchon, Niji Bistro, Thai Brasserie by Blue Elephant, 
Hainan Shaoye and Nishimura Restaurant. 
  For the “Sparkling Sunset” Wine Tasting Party 
experience expect a series of sparkling wines and canapés 
from pop-up booths of several restaurants including Cucina, 
Jamie’s Italian, Niji Bistro, Nishimura Restaurant & Thai 
Brasserie by Blue Elephant. (www.harbourcity.com.hk)

Hamper Alert
 Come the festive season and hampers take 
centre stage. For hotels it is the perfect way to 
showcase their F&B products – every basket is an 
insight into what the said hotel can do foodwise. 
As a marketing tool it is invaluable, as every person 
who receives the hamper, is a potential customer. 
Bangkok’s Mandarin Oriental takes their hamper very 
seriously and this year too the hotel is pulling out all 
stops stuffing the hamper with goodies from their 
legendary kitchens. Want to go bespoke?  
They can handle that too.  
(www.mandarinoriental.com/bangkok)

Dining and 
Beauty

Reverie Saigon Opens 
Vietnam House with 

Celebrity Chef

www.asianhotelandcateringtimes.com
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A New Twist  
in Wine Preservation
 As the great wine debate of cork vs screw cap continues, Coravin, Inc. launched an innovative 

accessory that will enable wine lovers to enjoy and preserve wines under either closure. With the 

introduction on the Coravin Screw Cap to Asia, users can now explore wines from even more of their 

favourite bottles. Designed to work together with any Coravin Wine System, the new Screw Cap will 

pour and protect any amount of wine, from any bottle.

 The new product is ideal for restaurants and wine bars that pour by the glass. Explains Greg 

Lambrecht, founder and inventor of Coravin, “People have been asking for a screw cap solution 

since we introduced the original Coravin in 2013. Now all wine lovers will have the ability to pour and 

preserve their favourite screw cap wines too.”

 Repalce the existing  scew top with a Coravin screw cap and use the Coravin Wine System 

normally. Place it on top of the bottle and insert the needle through the screw cap. Tip the bottle and 

press the trigger to pressurise with argon gas, the same gas used by winemakers during the bottling 

process. Tip the bottle back up to stop the flow of wine. Once the needle is removed, the silicone 
membrane in the screw cap will reseal, just like a natural cork would, protecting the wine for up to 

three months. Coravin screw caps are available in two sizes. (www.coravin.com)

Fragrance Paradox 
 Groupe GM, a leading player in the guest amenity sector, has 

unveiled its Paradoxe range, its newest addition to the Cologne by 

Mugler line. This range features redesigned packaging in practical 

40 ml or 80ml stand-up bottles, as well as in the original pebble-

shaped tubes. “We are extremely excited about the new Paradoxe 

packaging. The Cologne scent itself exudes freshness and class with 

the subtlest of sensual notes. The newest additions represent Groupe 

GM’s ability to evolve and respond to demands from within the guest 

amenities sector” says Laurent Marchand, President of Groupe GM. 

“The Cologne line now provides major players within the field with the 
versatility and variety they need in terms of product packaging, all the 

while retaining the signature scent” (http://www.groupegm.com/)

Shade Blade
 The asymmetrical construction of Tuuci’s Shade Blade is 

perfect for any fishing cockpit area. Built for high performance 
use while running full speed, at anchor or moored in a marina, 

these collapsible shade platforms deploy in mere seconds. 

They can also be mounted in a fighting chair stanchion or 
aft gunnel top and conveniently stored in a small carry bag. 

Beauty, performance and convenience have definitely arrived. 
(www.Tuuci.com)

Private Collection
 An exceptionally rare wartime cask from 1943 has been unveiled as one of the oldest 

and most exclusive single malt whiskies in the world: Private Collection Glenlivet 1943 by 

Gordon & MacPhail, which was matured in a first-fill Sherry hogshead for seventy years. 
Only forty decanters, bottled at cask strength (49.1 ABV), have been released for sale 
worldwide. Distilled on 14 January 1943, a crucial date in the history of World War II, the 

new-make spirit was filled into a carefully selected Sherry hogshead at the renowned 
Speyside distillery. The release also represents the last 1943 Glenlivet vintage from the 

Gordon & MacPhail stock inventory. Rich chestnut brown in colour, Glenlivet 1943 is 

a whisky of great balance and approachability. A full, fresh flavour of dark chocolate, 
oranges, and oakiness intermingles with treacle and liquorice and culminates with a 

subtle, ashy smokiness and an incredibly long finish.
Every detail of Private Collection Glenlivet 1943 by Gordon & 

MacPhail alludes to the decades of experience and patience poured 

into nurturing the whisky to maturation. The meandering River 

Spey provides a unique closure to the handcrafted wooden box. 

Hand blown and bespoke, the decanter itself is adorned with gold 

engravings of the contours of the land surrounding the Glenlivet 

Distillery. It is accompanied by a commemorative book, written 

by whisky author Jonny McCormick, each decanter is individually 

numbered with a certificate of authenticity signed by Stephen Rankin, 
director and member of the Urquhart family.  

(www.gordonandmacphail.com) 

 Shapes Matter
 Designed by Michael Schwarzmüller, Cuspis series 

has as its main design element a glass ball studded 

with fine spikes. The filigree cloches with a fitting base 
made of porcelain are available in three sizes; the 

inspiration for which was the oak nut. The ball-shaped 

handle at the top  allows for uncomplicated handling. 

The unglazed outside of the porcelain bowls and plates 

with its distinctive texture is reminiscent of acorn caps. 

The bowls can be used on both sides. When used as a 

plateau plate, the dishes move closer to the guest while 

the filigree glass cloche protects the presented 
delicacies while putting them in the limelight. 

Used as a bowl, it offers space for gravies, 

sauces and more. If used upside down as a 

plate, the two rings on the plate’s underside 

can be used to separate the prepared dish 

into different sections and the cloches of 

the “Cuspis” series may also be 

used with it.  

(www.zieher.com)
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November 2-4 2017 Myan Hotel 2017
MEP Mindama, 
Yangon, Myanmar

Myanmar’s tourism industry experiencing exponential 
growth in recent years, is creating a wealth of business 
opportunities within the country’s hospitality industry. 
A series of major international hotel and restaurant 
chains have been steadily entering the market, and the 
trend shows no sign of slowing down. Myanhotel 2017 
Expo is the key platform  for business opportunities 
within the sector.

AMB Tarsus Events Group
Unit 805, Hilltop Tower,  
Hnin Si Gone Rd, Ahlone Township
Yangon, Myanmar
Tel: +95 01 2301311 ext 2075
darren@ambtarsus.com

DATE EVENT DETAILS ORGANISER

November 14-16 2017

November 15-18 2017

December 4-5 2017

December 5-7 2017

November 9-11 2017

November 9-12 2017

FHC China

Vietnam FoodExpo 
2017
Saigon Exhibition & 
Convention Center
Saigon, Vietnam

Global Hotel & 
Resorts Conference
The Reverie Saigon 
Ho Chi Minh City, 
Vietnam

WOP  Dubai 2017
Dubai World Trade 
Centre, Dubai, UAE

Hong Kong Int’l Wine 
& Spirits Fair 2017
Hong Kong 
Convention and 
Exhibition Centre, 
Hong Kong

Seoul Int’l Café Show
COEX Convention 
Center Grand Ball 
Room, Seoul, South 
Korea

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.

Vietnam FoodExpo offers the most complete food and 
food technology experience  under one roof in Vietnam. 
It’s the largest regional and national food business 
opportunities platform and provides exclusive access to 
the  extensive international and national network of the 
Vietnamese government, plus the widespread network 
of all trade and industry promotion organisations in the 
country and overseas. 

The conference focuses on creating a dynamic platform 
for hotel and resort owners, developers, contractors 
and public sector stakeholders to not only explore 
business opportunities in the Asia Pacific region 
but also to get in-line with the key market trends in 
the hospitality industry across the globe and ways 
to tackle the diversifying market. The conference is 
designed to connect governing authorities, major 
hotel developers and solution providers, including real 
estate development agencies, legal firms, logistics and 
operations services, risk management and investment 
companies and hospitality management firms, interior 
designers and architects to discuss and debate best 
practices which can be instrumental in maximising the 
overall growth across the region.

WOP Dubai offers unique business opportunities in 
the fresh produce industry. Make new business contacts 
to improve and grow your business. This is a fast-rising 
Middle Eastern market place where sellers of fresh 
produce products, trading and services are linked with 
international buyers, top-performer companies, retailers, 
competitive exporters and importers for long-term 
business relationship.

The HKTDC Hong Kong International Wine & 
Spirits Fair is a global event offering a wide range of 
high-quality wine and spirits, beer, and other alcoholic 
beverages, as well as wine accessories & equipment and 
other services including wine logistics and training.

Seoul International Cafe Show, is the most specialised 
coffee exhibition ever held in Korea. Since 2002, Cafe 
Show has played the role of a pioneer in coffee culture 
and trends in Asia, making this show a must for global 
coffee leaders and coffee lovers from all over the world. 
The show brings into play the largest network of cafe 
industry-related professionals, and attracts 140,000 
business-related visitors annually. The higlight of 2017 is  
the World Barista Championship(WBC).

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

Vietnam Trade Promotion Agency 
20 Ly Thuong Kiet Street, Hoan Kiem District,
Hanoi Vietnam 
Tel: +844 3936 6287 
Fax:+844 3936 4793
November 2-4 2017

Bricsa Consulting
Dr. R. G. Rao Villa, 1st Floor, Next to St. Blaize 
Church, 
Ceaser Road, Amboli, Andheri (W), Mumbai – 
400058, India
Tel:+9122 6242 2900
mail@bricsaconsulting.com

Planetfair LLC Dubai
P.O. Box 29278 Dubai - United Arab Emirates
Tel: +971 4 33145-70
Fax: +971 4 33145-80
www.planetfair.com

HKTDC (Hong Kong Trade Development Councial)
Tel: +852 2240 4203
Fax: +852 2169 9169
hkwinefair.visitor@hktdc.org
www.hktdc.com/ex/hkwinefair/17 

Exporum Inc.
Room 1301, Unit A, Teratower#2, 201 Songpadaero, 
Songpa-gu, Seoul, Korea (ZIP : 05854)
Tel: +822 6000 6687 
Fax:+822 2051 3326 
info@cafeshow.com
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DATE EVENT DETAILS ORGANISER

January 18-20 2018

February 5-6 2018

March 20-23 2018

March 26-29 2018

March 27-28 2018

April 4-7 2018

April 16-19 2018

May 6-8 2018

Food Hospitality 
World
MMRDA Grounds, 
Mumbai, India

HIFI 2018
JW Marriott Hotel 
Mumbai Sahar, India

HORECA Lebanon
BIEL, Beirut, 
Lebanon

Hotelex Shanghai
Shanghai New 
International Expo 
Centre, Shanghai, 
China

Hotel Investment 
Conference Asia 
Pacific UPDATE 
(HICAP UPDATE)
Pan Pacific, Singapore

The 15th Malaysia 
International Halal 
Showcase (MIHAS)
MITEC, Kuala 
Lumpur, Malaysia

Alimentaria 2018
Gran Via Venue, 
Barcelona, Spain

Hostex Gauteng
Gallagher Convention 
Centre, Johannesburg, 
South Africa

Food Hospitality World - Mumbai is a 3-day event at 
the MMRDA Ground. This leading food and hospitality 
event will showcase food and catering services, food 
preparation and processing equipment, cooking devices, 
hospitality services, hotel services, sweets, confectioneries 
and bakeries, etc.

Hotel Investment Forum India (HIFI) is India’s most 
important hotel investment conference. It is the annual 
meeting place for the leaders in the Indian hotel and 
tourism industry to discuss important trends, network, 
identify new opportunities, and do deals through a 
combination of plenary sessions, breakout panels, and 
interactive workshops.

The region’s largest annual business meeting place for 
the hospitality and foodservice industries. Established 
in 1993, HORECA is an annual meeting place for the 
hospitality and foodservice Industries. The 25th edition 
of HORECA includes:  International Trade Show for 
the Hospitality & Foodservice Industry, International 
Trade Show for the Food Industry and Beirut 
International Wine & Drinks Fair.

This event showcases products like catering equipment 
and accessories, tableware products, textiles, information 
technology systems and services, security systems and 
services, wine and spirits, bakeries and ice-cream, etc. 

Meet & Network with the region’s key players. HICAP 
UPDATE draws internationally influential decision-
makers, experienced advisors and industry pundits, 
including: investors, owners, lenders, developers, hotel 
chain & management companies, investment bankers, 
advisors & intermediaries, architects & designers, 
government tourism officials and media.

For nearly 15 years, MIHAS has successfully connected 
halal businesses from around the world. Set against the 
backdrop of the world’s no. 1 halal economy and held 
concurrently with two industry leading events in the 
World Halal Conference and The International Halal 
Certification Bodies Convention, MIHAS offers an 
unbeatable networking and business proposition.

Endless opportunities at an event encompassing six 
shows in one. Alimentaria brings together all the 
industry’s opportunities in six shows specialised in 
key markets and consumers trends. Alimentaria is the 
leading trade show for food, drinks and gastronomy 
in both Spain and the Mediterranean Arc, and an 
international benchmark for the industry.

The Hostex Gauteng is a leading hospitality and food 
service show that presents an array of products and 
services such as control safes, room safes, alcoholic 
beverages, non-alcoholic beverages, bar equipments, bar 
accessories, bedding services, beds, catering equipment, 
catering services, bakery food, bakery equipment and 
accessories, crockery, cutlery, glassware, floor coverings, 
wall coverings, uniforms, promotional items and more. 
An exciting platform where exhibitors bring their best 
collections.

Global Fairs & Media Private Limited
2nd Floor Express Tower Nariman Point
Mumbai, India

BHN and Howwath HTL
Tel: +1 714 540 9300
marketing@burba.com
www.hifi-india.com

Hospitality Services  s.a.r.l
Dekwaneh, Main Road, borghol Bldg,  
2nd & 3rd Floor 
PO Box 90155 Jdidet-El-Metn 1202 2020 Beirut, 
Lebanon
Tel: +961 1 480 081 
info@hospitalityservices.com.lb.
www.horecashow.com

Shanghai UBM Sinoexpo  
International Exhibition Co. Ltd
6 Fl. Xian Dai Mansion 218 Xiang Yang Road (S) 
Shanghai, China
Tel: +86 21 3339 2222, +86 21 6437 1178
Fax: +86 21 6115 4988,+86 21 6437 0982
marketing@ubmsinexpo.com

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

Malaysia External Trade Development Corporation 
(MATRADE)
Menara MATRADE, Jalan Sultan Haji Ahmad Shah, 
50480 Kuala Lumpur, Malaysia
Tel : +603 6207 7077
Fax : +603 6203 7037
info@matrade.gov.my
www.matrade.gov.my

Alimentaria Exhibitions
Diputació, 119,
Barcelona (Spain)
Tel: (+34) 93 567 96 91
cschuster@alimentaria.com
www.alimentaria-bcn.com/en

Specialised Exhibitions (Pty) Limited
1st Floor Auditorium Bldg Gate 2 Expo Centre, 
Nasrec Cnr Rand Show & Nasrec Rd, Johannesburg, 
South Africa
Tel:+011 835 1565
Fax:+011 496 1161
leatitiavs@specialised.com
www.specialised.com
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The recently concluded Texcare Asia in Shanghai focused on 
advanced technologies, automation and green solutions, echoing 
the latest market trends

Texcare Asia, one of the most reputed trade fairs for modern 
textile care in Asia, at the Shanghai New International 
Expo Centre was the biggest show in its history. Spread 
over 20,000 sqm, were 171 international exhibitors from 

23 countries and regions including Australia, Belgium, Brazil, China, 
Denmark, France, Germany, Hong Kong, Indonesia, Italy, Japan, 
Korea, Macau, Malaysia, the Netherlands, Portugal, Singapore, Spain, 
Sweden, Switzerland, Taiwan, the UK and the US.

Demonstrating its strong foothold within the global and Asian 
laundry industries, numerous prominent brands showcased their 
products at the three-day show including ASAHI, BÖWE, Castic-
SMP, Chuandao, Ecolab, Electrolux, Girbau, Hohenstein, Jensen, 
Kannegiesser, Lapauw, Oasis, Sailstar, San-ai, Sea-lion, Seitz, TOTO, 
Vega, Voss, Weishi, YAC and Yamamoto. The show welcomed 
around 11,000 trade visitors and buyers from around the world. The 
2017 edition had significantly expanded its focus on technologies, 
automation and green solutions to support the industry’s sustainable 
development goal. A broader range of cutting edge solutions and 
advanced equipment were showcased, ranging from heavy duty and 
smart laundry machineries, to automated and energy saving washing 
solutions. The fair also saw extensive showcases on RFID (radio 
frequency identification) integration for laundry workshops. The track-
and-trace capabilities of RFID will benefit laundry shops with increased 
operational accuracy, efficiency, visibility and loss-prevention.   
      Richard Li, general manager of Messe Frankfurt (Shanghai), says, 
“With the launch of the “One Belt, One Road” initiative, the hotel 
and tourism markets in Asia are making positive progress under the 
backdrop of the Asia-Europe transport network, which has become 
further developed in recent years. Thanks to this, the needs of laundry 
and dry cleaning services will experience vigorous growth. Texcare Asia 
plays a vital role as the one-stop platform for industry peers to grasp 
these opportunities by introducing the products, innovations and topics 
which are in line with the very latest trends.”

Ultimate  
textile care TAS TE THE WORLD

SAVOUR ASIA

MAY 29 - JUNE 02, 2018
IMPACT EXHIBITION AND CONVENTION CENTER

BANGKOK, THAILAND

RICEDRINKS FINE FOOD FRESH
PRODUCE

SWEETS & 
CONFECTIONERYFOOD SERVICE

FOOD
TECHNOLOGYCOFFEE & TEA FROZEN FOOD SEAFOODMEAT

2018 THAIFEX TRADE SHOWS

Jointly organized by

www.worldoffoodasia.com

2018 SPECIAL SHOWS

INNOVATION SHOW
THAIFEX taste

ORGANIC MARKET
THAIFEX

HALAL MARKET
THAIFEX

FRANCHISE MARKET
THAIFEX

We’ve got a 
new taste on 
appearance, 

stay tuned...
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Q&A

Agilysys provides property management software for automating hotel, resort 
and casino operations. Our full suite of PMS solutions allows you to deliver 
exceptional service leading to improved guest experiences and increased 
loyalty. As more enterprises move toward hosted solutions, Agilysys remains 
dedicated to delivering solutions that meet our customers’ ROI needs.

REDUCE COSTS WHILE 
INCREASING GUEST SATISFACTION

+65.6632.0670   |  Sales@Agilysys.com  |  www.Agilysys.com

Make the Move to a Hosted PMS Solution

Copyright ©2017 Agilysys NV, LLC.

TAKE YOUR
PROPERTY MANAGEMENT 

TO THE NEXT LEVEL 

5 Reasons to Switch to Hosted Solution:
1. Accelerated ROI 
2. Elevated Guest Experiences 
3. Predictable Costs 
4. Reduced Risk 
5. Equipped For Growth 

 Austrian-born Klaus Christandl has 
more than 27 years of experience as a 
hotelier and has spent the past 12 years 
as general manager for a variety of hotels. 
He moves to the St. Regis Bangkok from 
St Regis Singapore. Christandl began his 
hospitality career in Vienna, working his 
way up the food & beverage ladder, with 
some of the finest brands in the industry, 
including Mandarin Oriental and 20 years 
with Starwood Hotels & Resorts working 
across Asia, the Middle East, North Africa 
and Europe. 

WHAT ARE YOUR PRIORITIES?
 To spend a lot of time with my team. 
Understand them and find out their 
strengths – discover their talents for further 
development. In this way, we will be able to 
provide better services and offerings beyond 
expectations. It will not be possible unless 
I understand them, spend a lot of time 
listening to my team. I will highlight the 
things that we are doing well and to develop 

Klaus Christandl 
General manager,  The St. Regis Bangkok

it to be even better. For any areas that still 
have room for improvement, it has to be 
raised up and improved. 

FROM ONE ST REGIS TO 
ANOTHER… IS THERE ANY 
DIFFERENCE?
 The cultural setting is different. The 
international and mixed cultural mind-set 
in Singapore is different from the mainly 
Thai customers in Thailand. The out look 
is  different from the services perspective. 
Thai hospitality really fits well with The 
St. Regis luxury feeling. So the difference 
would be on software more than anything 
else. The beauty of The St. Regis is that you 
will get a ‘local touch’ from embracing local 
luxury into our environment and setting. 
I’ve experienced it staying at The St. Regis 
in Bali, Doha, and Abu Dhabi, they are 
all different as they have their own charm, 
a local essence. When you stay at The St. 
Regis, you feel like you are at home. 

WHAT SETS THE ST REGIS APART 
IN ITS SEGMENT?
 Our St. Regis Signature Butler service 
really makes us stand out. People always 
misunderstand  this service. St. Regis butler 
is your travel advisor for the destination. 
They are very informed, elegant and advise 
how you can best use your time, and 
anticipate your needs. This elegant person 
works with you for the entire stay, to make 
your stay very personalised and special.

HOW WOULD YOU DESCRIBE 
YOUR MANAGEMENT STYLE?
 I would say inclusive and flat. 
Inclusive: To me the success is measurable 
through how well we connect everyone 
in the team. They have so many ideas 
and we have to harvest them. My team’s 
opinions count tremendously. I reach out 
a lot especially with my rank and files team 
members and hear them well because they 
are the ones who have direct connection 
and know what our guests’ needs are.
 Flat: I don’t like hierarchy. I like to keep 
things very straight forward. I look for the 
opportunity to connect with people and 
communicate with them. This is key to my 
management style. 

WHAT ADVICE WOULD YOU OFFER 
YOUNG PEOPLE JOINING THE 
HOSPITALITY INDUSTRY TODAY?
 Get out of your comfort zone, explore 
the world and experience different cultures. 
Sometimes young people are afraid to take 
risks – takes risks on your internships, do 
trainings abroad. Nowadays, people travel 
much more than before so it means that we 
will get to serve and welcome even more 
diverse guests. How will you understand 
your guests if you are not open and  
don’t go out and see the world? I would 
encourage them to be bold and daring to try 
new things in their life and if they fail, it is 
fine because the earlier you fail you will get 
to stand up faster and grow even stronger.

WHAT ARE YOUR PLANS FOR          
ST REGIS BANGKOK?
 I’m fully committed to consolidating 
The St. Regis Bangkok’s position as ‘the 
city’s most enviable address’, where a culture 
of excellence prevails. To consistently deliver 
memorable experiences, tailored to each 
guest’s unique and discerning expectations.

www.asianhotelandcateringtimes.com
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The secret is Lamb Weston Stealth Fries.® Our proprietary clear batter coating 
keeps them hot and crispy twice as long as traditional fries – so you can deliver 
delicious shareables and sides that hold up to sauces, toppings and more.

Visit LambWeston.com/StealthAP to learn more and request a sample.

Hotter. Crispier. For Longer.

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


