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The two giants of Indian Ocean tourism – Sri Lanka and 
Maldives – are witnessing a growth in the most traditional 
of sectors: the wedding segment. As destination weddings 
gain in popularity couples tie the knot on one island, 
Sri Lanka, then head to the other, Maldives,  for their 

honeymoon. Or vice versa. Sri Lanka has set for itself the target of over 4.5 
million foreign tourist arrivals by 2020, and while Maldives which is yet to 
reach its target of 1.5 million tourists (2017 saw 1.39 million arrivals), is 
not doing too badly either. Our market report takes a look at the situation 
on the ground. Design this issue has us taking a look at roof top bars and 
their enduring popularity – Asia Pacific is seeing a rash of these venues 
vying for customers and, packing them in. Turn to page 28 for advice 
from experts on what works and what doesn’t. Interestingly, at the these 
bars gin is holding its ground... the world is still in love with it and sales 
of the spirit grew by 3.7 per cent, putting it in second place behind tequila 
with 5.7 per cent, and ahead of whisky. One reason for this growth, 
says our writer, could be the phenomenal choice on offer; so get some 
ginspiration on page 42. Our equipment features take a look at in-room 
safes (hoteliers need to understand why it makes sense to invest in the best 
technology available), bakery ovens (chefs increasingly are asking for a 
smaller footprint) and outdoor furniture that is reinventing the verandas 
and decks as places to relax, connect and hangout. There’s lots more to 
read in AHCT this month... I will let you discover it on your own.

Managing Editor
Neetinder Dhillon
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Anantara-emirates tie up 
 Taking rewards miles to another level is the cooperation between 
Anantara Vacation Club and Emirates. The Vacation Club offers 
Emirates Skywards members the opportunity to earn Skywards 
Miles and enjoy exclusive benefits at selected Anantara Vacation 
Club resorts. When booking with Anantara Vacation Club, Emirates 
Skywards members will earn 3,000 Skywards Miles, receive discounts 
of up to 70 per cent and enjoy additional benefits in the properties 
in Bangkok and Phuket. Additionally, members can earn Skywards 
Miles at other Minor Hotels including Anantara hotels, resorts and 
spas, Avani Hotels and Resorts and Tivoli Hotels and Resorts. Says 
Maurizio Bisicky, chief operating officer of Anantara Vacation Club. 
“With the ability to earn Skywards Miles for stays at selected Anantara 
Vacation Club resorts, Emirates Skywards members will enjoy greater 
flexibility and diversity for their travel plans – and have the opportunity 
to experience how vacation ownership can expand their horizons by 
introducing them to new places and lifestyles.”

One tO wAtCH
 Asia’s 50 Best Restaurants has announced Toyo 
Eatery in Manila as the 2018 recipient of the Miele One 
To Watch Award. Selected by the organisers of Asia’s 
50 Best Restaurants, in collaboration with its regional 
experts, the Miele One To Watch Award is presented 
to a restaurant that is outside the Asia’s 50 Best list but 
is identified as the rising star of the region. Says Toyo 
Eatery’s owner-chef Jordy Navarra, “As Toyo Eatery 
approaches its second anniversary, this award is the gift 
we never saw coming. Toyo Eatery is still in its infancy 
and we still have much to do, but we’re inspired to learn 
from the chefs whose restaurants are included in the list 
of Asia’s 50 Best.”

Barcelona and  
Mandarin Oriental
 Mandarin Oriental Hotel Group has announced 
an agreement to brand and manage 34 luxurious 
Residences by Mandarin Oriental, Barcelona 
housed in a 20-storey tower, with a prime location at 
the intersection of Passeig de Gràcia and Avinguda 
Diagonal. The Residences are scheduled for completion 
in 2020. The project is a redevelopment of an existing 
office building. Says James Riley, group chief executive 
of Mandarin Oriental Hotel Group, “We are delighted 
to be introducing the first standalone Residences by 
Mandarin Oriental in Europe.” Adds Josep-Maria Farré, 
the founder of KKH Capital Group, “We look forward to 
bringing the brand’s legendary hospitality to the owners 
of these prestigious private homes.”
 The spacious apartments will be designed in a 
contemporary style and will provide panoramic views 
of the city’s landmarks. Owners will have access to 
a private, serviced lobby, a club lounge, a variety of 
meeting and entertaining spaces, fitness facilities and 
a luxury spa suite. A connecting footbridge will lead 
to an outdoor recreation deck and swimming pool.  
The building will also provide high-end dining options 
and private parking. As with all Mandarin Oriental 
Residences around the world, residents will benefit from 
a unique lifestyle offering the comforts of a private home 
combined with the legendary service of the Group.

sedona Heads 
for Ho Chi Minh
 Sedona Suites Ho Chi Minh City’s 
(HCMC) Grand Tower has opened its doors  
at the landmark Saigon Centre mixed-use 
development. Located in the heart of HCMC’s 
CBD, the Grand Tower offers 195 luxury 
serviced suites housed within levels 28 to 42 of 
Saigon Centre Tower 2. Says Chu Chee Seng, 
general manager of Keppel Land Hospitality 
Management, “The Grand Tower at Sedona 
Suites HCMC redefines the standard for modern 
hospitality in the city. In delivering on our 
brand promise, which is to provide quality and 
thoughtful experiences to our customers, our 
new suites offer five-star luxury accommodation 
and amenities coupled with panoramic views 
of the city.” The suites at the new Grand Tower 
are available in different configurations – studio, 
one-, two- and three-bedroom for short- and 
long-term stay. A flexible design layout allows for 
select studio apartments to be combined with 
larger units to cater to families. Designed by the 
award-winning New York-based architectural 
firm NBBJ, the hotel exudes luxury and comfort 
with clean, contemporary lines, as well as 
high-quality fixtures and materials. The interiors 
feature a seamless blend of sleek, modern 
décor, infused with Vietnamese elements.  
(www.sedonahotels.com.sg)

#travelBrag it
 Those “travel bragging” posts filling up social feeds show no sign of slowing down but now thanks to the world’s first 
#TravelBrag artificial intelligence (AI) analysis, Hotels.com reveals what’s topping the brag charts in destinations around 
the world. More than five million brags globally were analysed by an artificial intelligence tool. Using a combination of 
tweet data that included links to Instagram posts and innovative AI technology, the tool identified and grouped brag 
types based on travel keywords and destination mentions to give an overview of what people show off about on social 
media while on holiday. In Hong Kong, most holidaymakers posted about their trips to Ritz-Carlton and Jumbo Kingdom. 
The top 5 #travelbrag experiences in Hong Kong are: Ritz-Carlton, Jumbo Kingdom, Street markets, Rooftop bar and 
Giant Buddha in that order. This travel bragging trend echoes the findings from the recent Hotels.com Mobile Travel 
Tracker report, which revealed that 1 in 5 travellers from Hong Kong search social media before their trip to plan the 
photos they’ll take #inspo (inspiration) from. And the average travelling Hongkonger spends more than 62 minutes a day 
on social media.

dear Lilly
 Ashley Sutton, the award-winning designer behind Hong Kong 
nightlife hotspots Ophelia, J.Boroski, Iron Fairies and Yojimbo, is 
returning to the city to open his most ambitious project yet:  
Dear Lilly – serving contemporary European cuisine, with particular 
attention paid to the flavours of the Mediterranean.
 Located in a stunning glass-walled space on the roof of IFC 
mall, Dear Lilly is a romantic restaurant and bar inspired by the 
dreamy hole-in-the-wall florists found along the most beautiful 
boulevards in Paris. As with all of Sutton’s other projects in Hong 
Kong, Dear Lilly is a collaboration with restaurant group Dining 
Concepts, who have consistently brought Sutton’s bold,  
breath-taking ideas to life, turning them from sketches on paper  
into some of the most striking restaurants and bars in the city.  
“Dear Lilly is unlike anything I’ve ever done before,” Sutton says.  
“It’s an incredibly enchanting space filled with flowers, love letters 
and charming antique ornaments that I’ve sourced from around  
the world. I want people to step inside and feel like they’re in  
a fairy-tale.”

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com



 8 AHCT April 2018

 Industry news

Virtual door 
Opens for 
sustainable 
Hotels and 
destinations
 Hot on the heels of its UNWTO 
Innovation Award success, EarthCheck 

Marriott declared 
the Best employer
 Marriott International’s commitment 
to excellence in the workplace has 
seen the company named a 2017 Best 
Employer in Asia Pacific by Aon 
Hewitt, the global talent, retirement and 
health solutions business of Aon plc 
(NYSE: AON). Marriott International was 
also highlighted as a Best Employer in 13 
countries / territories across the region, 
including in the newly added markets 
of Bhutan, Cambodia and Bangladesh. 
Craig S. Smith, Marriott International’s 
president and managing director for Asia 
Pacific, says, “Putting people first is the 

has announced a partnership with 
the Green Travel Index (GTI), a B2B 
database for sustainable certified service 
providers in travel and tourism. GTI’s hotel 
mapping and profiling will open a virtual 
door to more than 4,300 travel agents 
who will be able to access EarthCheck 
Certified, EarthCheck Evaluate, 
EarthCheck Sustainable Destinations and 
EarthCheck Design Members. 
 “With EarthCheck as an official 
partner of the Green Travel Index we 
reach an important milestone, integrating 
an online portfolio of clients in over 70 
countries,” explains president of Green 
Travel Index, Stephan Busch.
 The GTI also has a strategic 
partnership with GIATA, the market 
leader in non-bookable tourism content, 

including the world’s largest unique hotel 
database. GIATA has more than 21,000 
users worldwide including internationally-
established tour operator groups and 
travel agency chains TUI, Thomas Cook, 
DerTour, Kuoni and American Express, 
as well as all GDSS and internet booking 
engine providers such as Amadeus/
Traveltainment, Sabre, Traffics, Bewotec, 
Peakwork and Travelport. Additionally, 
many internationally-renowned travel 
portals including Priceline, Expedia, 
Orbitz, TripAdvisor, HolidayCheck,  
Opodo and Kayak trust in their solutions.
 “In this era of on-line transparency 
and accountability, tourism brands are 
increasingly aware of their social and 
sustainable responsibilities,” says founder 
and CEO of EarthCheck, Stewart Moore. 

cornerstone of our culture and we’re 
honoured to once again be recognised 
as a best employer. The dedication and 
development of our associates drive 
business results. Throughout 2018, we 
will continue to encourage innovation, 
provide greater opportunities and reward 
success which should further strengthen 
our growth in Asia Pacific.”
 Asia Pacific is the company’s second 
fastest-growing region and in 2018, it is 
set to expand further still with 80 new 
hotels across 16 markets. Underpinning 
this growth is Marriott’s approach to 
attracting and retaining talent: Associates 
develop progressive careers, in a 
company that celebrates teamwork, 

excellence and community involvement.
 “Keeping people engaged and 
enthusiastic is a priority at Marriott 
International and why we offer holistic 
programmes such as TakeCare, which 
focuses on an associates’ body, mind 
and spirit. This programme helps them 
build a healthy and secure future. 
Initiatives such as this help to create a 
positive environment as well as attract 
and maintain stellar talent,” explains  
Regan Taikitsadaporn, chief human 
resources officer for Asia Pacific at 
Marriott International. The company 
also offers professional development 
programmes for associates at every  
stage of their career.
 With more than 15 years of 
experience in best employer studies 
across the world, and backed by more 
than 20 years of experience in employee 
research, the Aon Best Employer 
programme compares organisations 
to identify those that strive to create a 
competitive advantage through their 
people and become employers of choice.

THE EMPIRE HOTEL • NEW YORK COURTHOUSE HOTEL SHOREDITCH • LONDON AMILLA FUSHI • MALDIVES
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timeless Indian Ocean living
 Lux* Grand Gaube, a luxury resort in Mauritius, located in Grand Gaube (north of the 
island), re-opened recently. Interior design maven Kelly Hoppen (of Kelly Hoppen Interiors) 
worked her magic staying true to architect Jean-Francois Adam’s vision of contemporary 
yet timeless Indian Ocean living. All rooms, suites and villas open to stunning sea views 
and airy verandas, some with outdoor baths or sundecks edged by the resort’s private 
cove. Fitted with Lux* Sleeptight mattresses and highest quality refined Egyptian cotton 
linens, every room has been intended for extreme comfort and the best night’s sleep. 
Huge doors treat the living spaces to lots of natural light and the generous dressing space 
enhances the loft-style feel. Six restaurants, seven bars play court to the hotel guests 
Including INTI, the first Argentinian-Peruvian restaurant in Mauritius. The wellness area is a 
haven for those needing to relax or be beautified — or tone up with a workout or next-gen 
fitness. This is also the  first resort in Mauritius, to have an Essie nail bar, and an authentic 
barber’s shop - Murdock’s of London. A specialised health programme is also available 
thanks to Kamran Bedi of Mind Body Method, an NLP master practitioner. 
 Plus London-based French artist Camille Walala, has created a stunning pop-style 
artwork at Beach Rouge. There are imaginative Gouzou graffitis, too, hidden around the 
resort, painted by French street-artist, Jace. These witty hand-painted illustrations, have 
a cult following across Europe, Africa, China and the Indian Ocean region. All of this 
underlines Lux belief -  luxury today should mean a sense of freedom and personal space. 
(www.luxresorts.com)

shout  
out from 
Baking expo
 The International Baking 
Industry Exposition (IBIE), 
North America’s largest baking 
industry event –  Baking Expo 
– is looking for speakers for 
the 2019 show. These industry 
professionals will have the 
opportunity to present business 
best practices, provide hands-
on demonstrations, and share 
emerging industry solutions, 
trends and technologies to 
the more than 23,000 grain-
based foods professionals 
in attendance. IBIE 2019 is 
scheduled for September 8-11, 
with a full day of education on 
September 7 in Las Vegas, 
Nevada. “Because education 
is paramount to growing the 
industry, IBIE 2019 will launch 
a full day of education prior 
to the show to respond to 
requests made by attendees 
and stakeholders,” says 
Andrea Henderson, chair 
of the IBIE Education Task 
Force. “The baking industry 
is filled with talented, creative 
people eager to share their 
know-how to help their 
colleagues achieve greater 
quality, efficiency, and profits.” 
Speaker candidates will be 
asked to leverage their unique 
insights and skills to present in 
classroom sessions in creative, 
compelling, and engaging 
ways. Session topics may 
include automation technology; 
cannabis edibles for bakery; 
food safety and sanitation; 
hands-on skills in artisan 
baking, pastry and decorating; 
marketing skills for retail 
businesses; new ingredients 
and production trends; retail 
trends; and workforce hiring, 
training and retention. Industry 
professionals are encouraged 
to submit a proposal on the 
IBIE website by April 20, 2018. 
(www.IBIE2019.com)

www.asianhotelandcateringtimes.com
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In the past ten years the Asian 
hospitality industry has evolved 
almost beyond recognition. 
Opportunities have come thick and 

fast in the form of the region’s rapidly 
expanding middle class and the curiosity 
of western travellers to explore both 
further-flung locations and the growing 
sophistication of already established 
destinations.

An STR Asia-Pacific Pipeline Report 
from last year indicated a 6.2 per cent 
increase in hotel openings year on year, 
with Shanghai, Jakarta, Chengdu and Bali 
leading the way. But you don’t need reports, 
or a crystal ball, to see how Asia’s hospitality 

We don’t need 
no education...

Gen Y is here to save hospitality. But can training instill a traditional 
work ethic – and loyalty – into this decidedly modern workforce? 

James Stephen reports

industry now leads the world, both in terms 
of quality and quantity.

Alongside this growth are inevitable 
challenges in the shape of greater 
competition, an uncertain economy and 
increasing staffing issues. And it’s this last, 
but by no means least point, which has HR 
managers particularly worked up. Who’s 
going to run our beautiful new properties? 
Where are the smart junior managers, 
prepared to work hard, not look to rise 
through the ranks too quickly, and stay 
loyal to their employers? And is Gen Y  
the answer?

Well, yes and no. Aspirational young 
people have always been attracted by 

not delivering the promised goods they will 
go elsewhere. This may be seen by the older 
generation as lack of stamina or loyalty, 
but today’s trainees need to see there are 
tangible rewards if they are willing to put 
in the time and effort – job security and 
individually set career paths.”

Schillings believes that training can 
be a powerful retention tool by engaging 
employees and giving them a sense of 
belonging, and that companies offering 
greater training opportunities can draw the 
best in the industry.

“Of course the younger generation sees 
training as a means to an end, a way to 
get ahead in their careers and achieve their 
own goals, and it therefore comes with an 
implicit guarantee that when completed, 
the next step in their career will follow. 
But if the hotel company cannot offer the 
trainee a genuine management position 
upon completion of their training, the 
millennial hotelier will often say ‘Thank you 
for training me, and goodbye’.”

Knowledge is power
“Training can reduce high turnover, 

especially if more cross-training 

Motivating 
and inspiring 

our next 
generation 
will involve 

greater 
investment, 

strategy 
and vision, 
alongside 

partnership 
with the 
industry

Wayne Fitzharris, 
Aspire Globally

hospitality’s glittering allure – often to find 
it’s harder work and less glamorous than 
they initially surmised. While previous 
generations have been more pragmatic, 
prepared to play the longer game, Gen Y 
wants it now – or at least soon.

So what can the industry do to attract 
– and as crucially, retain – this talented 
yet capricious young workforce? And can 
training and education help?

“If there is one thing Y Gen and 
millennials are known for it’s a shorter 
attention span,” says René J.M. Schillings, 
Managing Director with TOP Hoteliers 
Hospitality Executive Search Hong Kong. 
“If employers fail to keep them engaged by 

The hospitality industry is hoping the potential of  Gen Y can be realised through dedicated training and education
(Photo: The School of  Hotel and Tourism Management at The Hong Kong Polytechnic University)

“For hospitality job openings in Asia, please visit www.hotelsHR.com”

HotelsHR Apr 2018.indd   1 3/15/61 BE   3:57 PM
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opportunities can be created to widen 
employee career paths,” says Vincci Chung, 
Senior Consultant, HotelsHR Limited in 
Hong Kong.

“Most important though is to 
understand the desire of younger employees 
to achieve their career goals,” she suggests. 
“So the employer-employee relationship 
has to work both ways. As our industry is 
growing rapidly, hoteliers need to observe 
and rectify ongoing challenges before they 
can implement new elements in their 
training programmes.”

HotelsHR is a leading hospitality 
executive search firm, providing career 
placements for renowned hotel chains, 
resorts, restaurant groups and clubs in Asia. 
Headquartered in Hong Kong with regional 
offices in Beijing, the company carries out 
around 3,000 interviews a year, placing 
senior candidates in every area of hotel 
operations.

“Through ongoing training employees 
can also learn to think more effectively 

outside the box, while maintaining their 
employer’s core values,” adds Chung. 
“However, because most hoteliers are 
facing staff shortages in some areas, it 
can be challenging to offer training to all 
employees. In the long run however, we 
should be optimistic.”

training the trainers
Although he also sees the potential of 

Gen Y, Aspire Globally Managing Director 
Wayne Fitzharris says the company often 
comes across disengaged students and 
trainers who struggle to find relevance in 
what they teach or learn, with some out of 
touch because of materials and practices not 
relevant to the modern hospitality industry.

“For them quality training can be 
invaluable in imparting a sense of reality, 
and that is where Aspire Globally often 
helps. We have taught many teachers to 
understand trends and practices, and help 
make these relevant to today’s industry. 

We also offer industry talks and give 

practical advise on how help trainees can 
develop their careers.”

Fitzharris adds that another element is 
that while millennials often give the illusion 
of being mature, emotionally connected 
and ready for industry, their reliance on the 
internet can make them complacent, often 
believing everything will be readily available 
and given to them. 

Aspire Globally offers hospitality 
solutions in executive recruitment, butler 
and household hospitality training and 
bespoke consultancy services to luxury 
homes, leading hotels and restaurants, 
management contracts and private  
VIP events.

The company has extensive experience 
working with hospitality colleges and 
training centres in China, Hong Kong, 
Singapore, Mauritius and the UK, and 
is often asked to bring its expertise to 
highlight industry practice to potential 
hospitality leaders and help train teachers  
to luxury standards. 

“Good training inspires and motivates, 
creating loyal students and potential 
employees. Thankfully there are many 
specialist and institutional colleges that 
run highly effective training facilities, 
engaging students with a clear purpose and 
vision. Motivating and inspiring our next 
generation will involve greater investment, 
strategy and vision, alongside partnership 
with the industry.” 

Aspire Globally offers a range of  hospitality solutions in executive 
recruitment, including butler and household hospitality training

Training can reduce high 
turnover, especially if  more 
cross-training opportunities 

can be created to widen 
employee career paths 

Vincci Chung, Senior Consultant, 
HotelsHR Limited

www.eurocavepro.hk
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Clockwise from left: 
Amari Havodda Maldives;  
Amari Galle; 
Christoph Leonhard, general 
manager of  Amari Havodda 
Maldives; The over-water suites 
at Amari Havodda Maldives

A 
MArriAge
Made in 
Heaven?

Sri Lanka and the Maldives are proving to be an irresistible draw as destination 
weddings gain in popularity, Michael Taylor writes

Located just a one hour’s flight 
apart, Sri Lanka and the Maldives 
are growing in popularity as joint 
destinations as couples wanting 

to tie the knot in a romantic setting get 
married in one island and fly to the other 
island to spend their honeymoon.

Usually, this means getting married in 
Sri Lanka in the presence of family and 
friends, followed by a short flight to the 
Maldives for their honeymoon. Both islands 
are located in the Indian Ocean.

“Destination weddings are gaining 
in popularity among couples,” explains 
Russell Cool, Area General Manager, Sri 
Lanka, Onyx Hospitality Group. “Given 
that Sri Lanka and the Maldives are in 
close proximity and are both popular 
destinations, combining the two together 
allows the couples to get the most out of 
their precious moment in time.”

Sometimes wedding planners create 
packages for the couples, and sometimes 
they do their own research and make their 
own plans.

“With the advancement of technology 
and the Internet today, some of the couples 
conduct their own research and make all 
the arrangements themselves directly with 
the different involved parties such as hotels 
and airlines,” Cool says. “However, there are 
wedding planners out there offering advice 
and one-stop service, taking the whole 
wedding planning headache out of the 
couple’s hands.”

Onyx entered the Sri Lankan market in 
2014. It now has four hotels in the country, 
with another property scheduled to open in 
mid-2019. The group opened its first and 
only property in the Maldives in early 2016.

“Amari Havodda Maldives is an ideal 
hideaway within the pristine nature of 
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the Maldives with its own house reef 
and uninterrupted views of the ocean 
and underwater life,” says to Christoph 
Leonhard, general manager, Amari Havodda 
Maldives. Located in the pristine Gaafu 
Dhaalu Atoll approximately 400km south 
of the capital Male, the resort features 
120 guest villas, ranging in size from 77 
to 153 square metres, with over-water and 
beachfront options.

Does the group have plans to open 
more properties in the country?

“As our group is expanding, we 
continue to keep an eye on potential 
opportunities and are in active negotiations 
with partners on new developments in this 
beautiful destination,” Leonhard says.

GrowinG optiMisM
Shangri-La is one of a growing number 

of hotel groups entering the Sri Lankan 

Beachfront Amari Galle; 
Amari OZO Colombo; 
Russell Cool, Area General 
Manager, Sri Lanka, Onyx 
Hospitality Group; 
Amari OZO Kandy
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market, which had been held back by a 
protracted insurgency, which raged from 
1983 to 2009, seriously inhibiting the 
island’s tourism industry and discouraging 
multinational hotel groups from investing 
in the country.

The Hong Kong-based hotel group 
opened it first property in Sri Lanka, 
Shangri-La’s Hambantota Golf Resort and 
Spa, in mid-2016, reputedly the highest 
profile hotel to open in the country in 30 
years. A second property, the Shangri-La 
Hotel, Colombo, opened in the nation’s 
capital in November 2017.  

“As tourist arrivals into the island have 
grown exponentially over the last eight 
years, Colombo has found its place as the 
gateway to all this amazing island has to 
offer,” says Timothy Wright, Vice President 
& General Manager of Shangri-La Hotel, 
Colombo.

“We aim to set new luxury hospitality 
standards in Colombo and seamlessly blend 
Shangri-La’s personalised hospitality with 
the much-loved traditional Sri-Lankan 
charm.

According to the Hotel Association 
of Sri Lanka, 2,116,407 people visited 
the island in 2017, up 3.2 per cent from 
the year before, with leisure travellers 
accounting for 85 per cent of that figure. 
The increase would have been better if it 
had not been for heavy monsoonal rains 
that serious mudslides and floods in the 

second quarter, resulting in a large number 
of cancellations.

The year 2018 has started on a positive 
note, with industry leaders expecting the 
year to end with double digit growth.

Fitch Ratings expects tourist arrivals to 
grow by 15 per cent over the next four years 
to 3.6 million in 2020. Earnings, however, 
will not grow at such a robust pace because 
much of the growth will come from China 
and India, whose tourists tend to spend less 
than those from other key markets such as 
Australia, Europe, and the United States.

The Maldives, meanwhile, seems to 
be coming out of what Andrew Ashmore, 
Head of Sales & Marketing for Preferred 
Hotels & Resorts’ Coco Collection, calls 

“a serious slump”. The group has three 
properties in the country, each with 100 
rooms.

“2017 was the poorest in revenue terms 
for many years, but 2018 is shaping to be 
the strongest in four or five years,” Ashmore 
says. “The recovery started late 2017, and 
for us we have been the market leaders in 
our competitive set.”

Looking forward, Ashmore is 
optimistic. “2018 looks very promising 
as the start shows, and all indicators are 
showing a better than average year than the 
last four years.

But challenges remain as there will be a 
“massive increase” of 28% in the supply of 
rooms by 2021, Ashmore points out. 

Shangril-La Hotel Colombo, Shangri-La is one of  a growing number of  hotel groups entering Sri Lanka

As tourist arrivals into the island 
have grown exponentially over the last 

eight years, Colombo has found its 
place as the gateway to all this 
amazing island has to offer”

Timothy Wright, Vice President & General Manager  
of  Shangri-La Hotel, Colombo.
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The emergence of robots and 
hi-tech innovation in hospitality 
is slowly becoming a trend. 
“In the last two to three years, 

‘hospitality robots’ have been slowly making 
their way into hotels as well as other 
service-related industries and they are now 

THe RoboT 
InvasIon

A recent study has found that hoteliers fear a future where their 
properties are operated by robots, yet at the same they time believe 

artificial intelligence (AI) may be the key to ensuring a highly 
personalised guest experience. What is behind the robot invasion in the 

hospitality industry and what are the latest developments? 
Donald Gasper talks to some of the pioneers.

more than just a novelty,” says Freddy See, 
director of sales & marketing at Sofitel 
Singapore City Centre. “These days, robots 
are used to extend consistent customer-
centric services that are both fun and 
entertaining for guests.”
 Sofitel will be utilising two (an)droid 

butlers named Sophie and Xavier by the 
end of the first quarter of 2018. Their 
primary function will be to extend minibar 
deliveries and services to guestrooms. Aside 
from these, the hotel will also use two 
housekeeping i-robots to assist Ambassadors 
provide back-of-the house services to guests.

Japan’s WeIrd Hotel
 Japan’s Henn-na Hotel (“Weird Hotel”) Maihama, Tokyo 
Bay, located in the Tokyo Disney Resort, claims to be “the 
world’s first hotel staffed by robots”. 
 Hideo Sawada, the hotel’s owner, says that his aim was to 
make it the most efficient in the world by reducing manpower 
and having robots for 90 per cent of the staff.
 The hotel boasts of having 144 robots of all sizes. One 
hundred of them are in-room communication robots. Others 
act as receptionists and cleaners or, as is the case with “robot 
fish”, are purely decorative. 
 The robots can handle multiple languages, claims Kana 
Usami, a spokesperson for the hotel. The reception robot can 
answer in four languages (Japanese, Chinese, Korean and 
English), so the hotel does not need to hire staff fluent  
in languages.
 “Of course, people-to-people services are of a higher 
quality,” Usami admits. “However, there are also disadvantages. 
Humans have feelings.”
 “The ultimate ideal is for a hotel to be completely 
unmanned. But it will be difficult to achieve this because 
robots are unable to handle emergency response. Robots 
cannot take responsibility. No matter how technology evolves, 
the task of taking responsibility cannot be taken away  
from humans.”

Makers and sHakers
 No claims are made concerning the linguistic abilities of 
the robotic bartender launched by Makr Shakr in 2014 in the 
Italian city of Turin, the birthplace of Vermouth.
 “The robot speaks its own special language, that of 
computers,” Alessandra Savio, a company spokesperson, tells 
us with a smile.
 The Makr Shakr bar system was designed by award-
winning practice Carlo Ratti Associati, combining futuristic 
robotics with Italian design. Ratti says that any jobs lost due to 
the introduction of robot bartenders are offset by the creation 
of jobs for IT specialists.
 “The objective of Makr Shakr, an example of AI in the field 
of restaurants, is not to replace human staff by robots but to 
make every one of us a bartender,” says Savio. 
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Carry on, Jeeves!
 “Yes, we’ve dabbled with robots,” says 
Richard Hatter, general manager of Hotel 
Icon in Hong Kong. The hotel has a robot 
butler named Jeeves, after the famous P.G. 
Wodehouse character.
 “Robots are more than just a publicity 
stunt,” says Hatter. “Different robotic 
solutions are used to enhance productivity 
in both ‘front’ and ‘back of house’  
work processes.”
 What roles are played by robots in  
the hotel?
 “First, robots are increasingly being used 
to collect data for analysis,” he explains: As 
robots perform different tasks, they are able 
to collect data about guest behaviour  
and preferences.
 “Second, service delivery robots are 
being utilised as helpers in housekeeping, a 
physically-demanding department, in the 
delivery of amenities.
 “Third, more advanced e-housekeeping 
software is being developed to integrate the 

“Our study found that 
95 per cent of  hoteliers 
are already looking to 

implement AI within their 
properties.”

 Rachel Grier, Asia-Pacific managing 
director, IdeaS Revenue Solutions

pub_asian_hotel_and_catering_210x146.indd   1 06/03/2018   17:21

Japan’s Henn-na Hotel Maihama, Tokyo Bay, 
located in the Tokyo Disney Resort is staffed 
by 144 robots of  all sizes – one hundred are 
in-room communication robots while others 
act as receptionists and cleaners or are purely 
decorative like the fish (bottom right)

Makr Shakr is the 
world’s first, award-
winning, robotic bar 
system. It allows 
users to create an 
almost limitless 
number of  alcoholic 
and non-alcoholic 
drink combinations 
by accessing a simple 
app. The creations are 
then assembled by 
two robotic arms that 
mimic the actions of  a 
bartender.
(Right) Carlo Ratti, the 
man behind the Makr 
Shakr bar system
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leading hoteliers believe that robots can 
never replace genuine hospitality. However, 
they concede that they can decipher  
big data to learn about guests faster  
than humans.
 “Our study found that 95 per cent of 
hoteliers are already looking to implement 
AI within their properties,” says Rachel 
Grier, Asia-Pacific managing director of 
IdeaS Revenue Solutions.
 Hoteliers surveyed suggested AI could 
best enhance the guest experience through 
tailored pricing during the booking process, 
voice and face recognition upon arrival,  
and 24/7 customer service during the 
guests’ stay.
 They believe that the future of 
hospitality should be one that combined 
technology with the human touch to create 
an enjoyable but authentic experience. 

“Robots are 
more than just a 
publicity stunt. 

Different robotic 
solutions are 

used to enhance 
productivity in 
both ‘front’ and 
‘back of  house’ 
work processes.”
Richard Hatter, general 
manager of  Hotel Icon 

in Hong Kong

hotel’s systems to improve both service and 
staff efficiency. For example, at Icon, our 
e-housekeeping allows us to monitor real-
time information on the cleaning status of 
each room and inventory forecast. 
 “Fourth, hotels are testing with voice 
command technology that will allow 
guests to control the room temperature 
and lighting, the TV and other electronic 
devices in their guest rooms.
 “Fifth, the ‘Sharing Economy’: 
E-commerce companies are coming up with 
apps that assist with the ups and downs 
of staffing needs of hotels. The model has 
taken off in the US and we could see it 
catching on here, in Asia, as well.”

IrreplaCeable
 A recent study published by SiteMinder 
and IdeaS Revenue Solutions reports that 

Hotel Icon in Hong Kong has deployed Jeeves seen here interacting (above) at the Housekeeping Forum, 
and (below) with School of  Hotel & Tourism Management students
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Having the world at your feet 
can be a literal statement 
when it comes to roof top 
bars. In many Asian cities, 

the roof is where mechanical and electrical 
equipment are hidden. Yet an increasing 
number of savvy owners and operators 
are capping their buildings with signature 
venues to allow a bird’s eye view over 
twinkling night lights. In southern China 
and southeast Asia, where favourable 
climes allow for nearly year round usage 
of open air spaces, roof bars have become 
destinations in their own right, attracting 
both locals and visitors to enjoy the city 
spread out before them. Roof bars can be 
smart investments that provide a steady 
stream of revenue as they ensure that the 
venue is a must see in guidebooks and top 
ten lists.

Recipe foR SucceSS
 “A roof bar may not necessarily be about 
the views,” argues architect J Lee Rofkind, 

The Sky’S 
the Limit

Roof top bars are de rigeur as prime tourist attractions in Asia’s key 
destinations. Rebecca Lo discovers more about life at the top.

founder and principal of Buz Design with 
studios in Hong Kong and Bangkok. “If it 
is lively, has great music, a good vibe and 
good food, people will want to be there. A 
view will attract tourists and visitors; if I 
have friends or family from out of town, I’ll 
take them to a roof bar for a drink and then 
we will move on somewhere else for dinner. 
If the kitchen is on another floor, dishes 
may not be as hot as they should when it 
arrives at a roof bar table.” 
 CRU Champagne Bar designed by 
HBA and Moon Bar designed by Architrave 
Design Planning are roof bars where 
the panoramic view of Bangkok takes 
precedence over every other aspect of the 
bar’s design. Perched on the 59th floor of 
Centara Grand & Bangkok Convention 
Centre at CentralWorld, CRU features a 
central circular bar surrounded by stools 
on a platform, with standing height tables 
scattered around it. Moon Bar sits at the 
highest point of a multi level roof on the 
61st floor of Banyan Tree Bangkok, and 

Left: Smoke & Mirrors, on the sixth floor of  National Gallery Singapore offers a view to Marina Bay Sands
Below: Moon Bar, Banyan Tree Bangkok, with expansive views of  the city

www.asianhotelandcateringtimes.comwww.asianhotelandcateringtimes.com
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consists of a square bar surrounded by 
low tables and chairs oriented towards 
the city’s skyline. For these types of open 
air building crowns, safety and comfort 
are critical aspects to the bar’s success. “A 
sense of enclosure should be taken into 
consideration,” notes Rofkind. “Sirocco at 
State Tower in Bangkok has a clear glass 
balustrade that is lower than the code 
requires in Hong Kong and may induce 
vertigo in some guests. The balustrade 
should be safe, not too lightweight and 
not too low. Perhaps it can be solid at 
the bottom and clear the top to allow for 
unobstructed views while seated.” 

StaiRway to heaven
 Stairs leading up to a roof bar is another 
factor that should be considered with care. 
As some roof bars have strict dress code 
policies, evening wear and accompanying 
high heels can make an outdoor staircase 
challenging to navigate. “A staircase is 
always more gracious and feels safer to use if 
the treads are wide and the steps are lower,” 
notes Rofkind. “Yet a more narrow staircase 
with shallow treads can be navigated 
quicker and take up less real estate. When 
installing wooden decks, be mindful that 

stiletto heels can easily snag within the gaps 
between planks.” 
 When the view is less than spectacular, 
landscaping helps to create visual interest 
as well as provide soft barriers for semi 
private outdoor spaces. Buz Design was 
tasked to design an outdoor cocktail area 
on the terrace beside Mandarin Oriental 
Singapore’s Italian restaurant Dolce Vita 
in 2013. “There was a waterfall amongst 
layers of landscaping that actually blocked 
off views,” recalls Rofkind. “We opened that 
up and created outdoor seating to engaged 
guests with their surroundings.  
The new design ended up increasing the 
hotel’s revenue with this separate poolside 
function space.” 

inSide out
 Inclement weather makes roof bars 
with indoor areas, such as Ozone at 
The Ritz-Carlton, Hong Kong designed 

From left: 
The terrace at Dolce Vita restaurant, Mandarin 
Oriental Singapore; 
Ozone at The Ritz-Carlton Hong Kong - the 
highest bar in the world at 118 storeys; 
1967 in Tokyo’s Roppongi Hills - the outdoor 
terrace can be covered with retractable awnings
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by Wonderwall, Smoke and Mirrors 
designed by Asylum, and 1967 designed 
by Glamorous, practical venues for sudden 
storms. Ozone, dubbed the highest bar in 
the world at 118 storeys, offers a series of 
indoor spaces to complement its outdoor 
sheltered terraces. Smoke and Mirrors 
on the sixth floor of National Gallery 
Singapore offers a view to Marina Bay Sands 
and the Singapore Straits beyond with 
an outdoor wooden deck and a curving 
monolithic wood bar. To accommodate 
Tokyo’s four distinct seasons, the outdoor 
terrace at 1967 in Roppongi Hills can 
be covered with retractable awnings, and 
the generous indoor spaces easily allow 
guests to duck inside as needed. “The view 
from Ozone is amazing,” says Rofkind. 
“However, the building’s height and 
structure makes it feel much more enclosed. 
Ideally, roof bars should have a plan B – a 

back up space for sudden storms or showers. 
Non slip tiles on stairs and flooring help to 
quickly and safely facilitate guests off a roof 
if the weather turns.” 
 Rofkind feels that one of the most 
important aspects of a good roof bar’s 
design is its lighting. Low level or floor 
lighting is best for navigating guests around 
a space without distracting from the 
views. Table top lamps add to the overall 
atmosphere, and torches may be appropriate 
as floor lamps in a more resort type venue. 
Seating, too, should accommodate different 
users such as singles who may want a quick 
drink, couples seeking romantic intimacy, 
colleagues hanging out after work, and 
sightseeing visitors attracted by the vistas. 
“Seating should be comfortable and a 
good mix of bar or counter height chairs 
as well as sofas and soft seating. There 
should be some bar tables or counters for 

people to stand and mingle while enjoying 
their drink. Music is also important; 
it should be curated through a DJ or a 
venue appropriate playlist. Live music can 
sometimes get lost in the crowd, and bands 
may not be the best idea for a roof bar.” 
 Rofkind recommends incorporating a 
loosely dedicated service corridor to allow 
wait staff to easily reach guests, and seating 
areas where guests can mingle and talk 
freely without interruption. “Ideally, don’t 
cross guest traffic with staff traffic,” she 
notes. “Think of designing a roof bar like 
designing a hotel, with efficient back of 
house service access so that customers  
stay happy.” 

Photography courtesy Banyan Tree | by 
Michelle Chaplow | CRU Champagne Bar | 
Glamorous | The Ritz-Carlton, Hong Kong | 
Smoke and Mirrors

Perched on the 59th floor of  Centara Grand & Bangkok Convention Centre at CentralWorld, is CRU Champagne bar
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Jams and preserves are a must at any breakfast table (Photo: Cordis); Hero (right) underlines the Asian love for ‘ everything berry’ 

Egg Free

Dairy Free 
sorbetto

All natural 
ingredients

Halal approved 
flavours

Order Now! 

Call 2540 0105 or sales@xtc.com.hk 

www.XTC.com.hk    

IN A Jam
Yes, jams have trends and Vicki Williams discovers how important it is to 

make the right impression at breakfast

For many it is the little things in life that make a difference. 
One of the little things that can make a difference to the 
hotel guest, especially during breakfast and afternoon tea, 
is jam. Be it on toast, croissants, scones, cheese or fruit, 

this humble food item is the crowning glory.
 Establishing its necessity is one thing, but what about flavours. 
Is strawberry still king or have more Asian influenced jams taken 
rule? Are sugar-free jam or organic products gaining in popularity? 

Strawberry FieldS
 Matee Kavewongsunthorn, regional director Asia, for long 
established international food group, Hero, (which focuses on high 
quality natural products), says strawberry is still the most popular 
flavour for its Asia based customers. These customers include 
leading international five star hotel groups, as well as leading 
airlines. “Strawberry (as well as honey) is the most popular in 
general,” he says. Adding, “Strawberry is the best selling all over the 
world.” A comment that is supported by numerous studies.
 Kavewongsunthorn refers to their range as fruit spread, which is 
100 per cent natural. The company works closely with the farmers 
who grow the fruit that goes into its products to ensure consistent 
quality, taste and colour; and products come in a range of sizes.
 One of the reasons for the love of strawberry in Asia, he says, 
is the preference for berries over other fruits. “Asian guests like 
flavours of berry, but do not like options such as apricot. Whereby 
in Europe apricot is popular.”
 Executive pastry chef, Roy Ma of Cordis, Hong Kong says that 
a strawberry combination is the most popular jam at this  

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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five-star hotel. “We offer five jams for 
guests, including Banana jam and Hibiscus 
and Strawberry jam, which we have both 
made in house. The hibiscus strawberry jam 
is the most popular jam in our hotel.”  

FirSt impreSSionS
 The hotel is always looking for ways to 
engage guests through point of difference, 
while understanding what will be popular. 
This is one reason it chooses to make its 
range of jams in-house. “Both jams are 
unique and would be difficult to purchase 
in the market.” 
 One property that is bucking the trend, 
a little, is Kata Rocks in Phuket. While it 
does serve strawberry, this luxury resort also 
highlights tropical fruits. 
 “At Kata Rocks we serve four jams on a 
rotating basis and right now tangerine is the 
most popular among resort guests,”  
says Tim Sargeant, marketing and  
events manager. 
 Other flavours include papaya, and 
pineapple. “The flavours and choice of fruit 

“Strawberry is 
the most popular 
in general… best 

selling all over 
the world [but]  
honey is always 

more popular than 
jam for the Asian 

market. 
Matee Kavewongsunthorn, 
regional director Asia, Hero

Not much demand for sugar-free jams (Photo: Cordis)

is changed seasonally. We buy in because of 
the high quality of the product and it is also 
easy to prepare.”

bring on the Sugar
 While Hero has heard talk of demand 
for sugar-free the company itself has not 
found it to be so among its customers. 
“As sugar is a natural preservative for jam 
if that is taken away the producer has to 
add preservatives or/and other artificial 
ingredients. Hero’s philosophy is to provide 
only the best from natural ingredients.”
 Ma agrees regarding demand, “We 
don’t see much request for zero sugar jam, 
or organic jam, however, we are planning 
to explore this further as we are a hotel 
devoted to guests’ well-being. Healthy food 
is certainly a big part.”
 The same is true for Sargeant. “We 
haven’t had many requests for zero sugar.”
   When it comes to trends 
Kavewongsunthorn says that for the 
Asian market the demand for honey is 
outweighing that for jam partly due to 

versatility. “Honey is always more popular than jam for 
the Asian market. A Malaysian might use this as spread; 
Hong Kong people love to add into drinks (water, tea, 
etc.). Personally, I love honey in my salad with/without 
lemon juice.” This preference for honey over jam is also 
due to finding fruit spread too sweet for their palates.
 While it seems unlikely that strawberry jam will 

lose its place as the world’s number one most popular 
jam flavour anytime soon, manufacturers are exploring 
more unique jams. Obviously there is enough of a 
demand from some sectors for something a little 
different. At the largest UK fruit processor and 
commercial jam manufacturer for bakeries, Fourayes, it 
is continually exploring new tastes and flavours. Some 
of what the company calls its “latest jam innovations” 
include apple and lavender, rhubarb and elderflower, 
and apricot and chilli. There are also descriptions 
given to each by official tasters. Flavours that they are 
now currently experimenting with include vanilla and 
peach, and peach, coriander and chilli.

 It would seem the key to success – guest satisfaction 
– is two-fold. It is without question wise to provide the 

standard favourites and timeless classics and it may make 
a business stand out from the crowd by getting creative and 

going beyond the strawberry patch. 
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After years in the gastronomic 
wilderness where it was relegated 
as a guilty pleasure at best, butter 
seems to have been well and 

truly reinstated in the kitchen and on the 
dining table. Current dietary wisdom is 
that butter is actually a good fat conveying 

Lay it On
 Butter has been well and truly reinstated in the kitchen and on the 

dining table. Jane Ram explores the resurgence
special health benefits, whereas many butter 
substitutes are increasingly questioned as 
being less than healthy. Scientific opinion 
is one thing, but consumers are voting with 
their wallets. Benjamin Cross, executive 
chef at Ku De Ta, Bali, says, “One of 
the biggest shifts in the butter trend has 

“ Consumers [are]  
increasingly allowing 
butter back into their 
diets. Arla’s premium 
butter brand, Lurpak, 
taps very well into this 
trend. In Asia, we see 
a growing demand for 
butter and cream and 
given this we expect 
a positive sales trend 

especially for brands with 
a premium quality.” 

Mark Boot, vice president South East 
Asia, Arla Foods

been from the consumer. All reputable 
restaurants have always used quality butter 
over the years, but the big difference is 
that now the average consumer appreciates 
quality more.” 
 Gregoire Michaud, founder of Hong 
Kong’s major custom bread and pastry 
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One of  the biggest shifts 
in the butter trend has 

been from the consumer. .. 
now the average consumer 
appreciates quality more.” 

Benjamin Cross, executive chef  
at Ku De Ta, Bali

we endorse the whole supply chain and customers are changing 
their vision and spending habits by looking at such changes 
for themselves and their families. Prices have increased, but it 
is simply a market correction and it is not going to last forever. 
The industry will have no problem recovering. 
 “We use butter from creameries in New Zealand and butter 
from France. Different baked products require different butter, 
ranging from regular butter for cooking and mixing dough 
to butter with higher fatty acid content that allows us to fold 
dough and make the perfect layers!” 

GOinG natural
 Following a few decades of low fat as one of the leading 
dietary trends, the last 10 years have been characterised by 
consumers favouring natural products, says Mark Boot, vice 
president South East Asia for Arla Foods.
 “In recent years this trend has led to consumers increasingly 
allowing butter back into their diets preferring the great taste 
and naturalness of the product. Arla’s premium butter brand, 
Lurpak, taps very well into this trend as it is a high-quality 
product made from simple, natural ingredients creating the 
good taste that consumers love. 
 “In Asia, we see a growing demand for dairy products 
that are richer in fat, like butter and cream and especially in 
foodservice. Given this increasing demand we expect a positive 
sales trend especially for brands with a premium quality.” 
 High quality butter is hand-churned from premium quality 
cream and it will never be cheap. The cream is from the milk 
of cows that graze freely in unpolluted pastures where the grass 
and other plants are GM and pesticide free. What the cow eats 
decides the richness and the aroma of the milk. It also affects the 
food value of the butter in terms of highly prized fatty acids and 
it determines the texture of the finished butter -- hard or soft.  
 In its natural state churned butter is ideal for quick sautéing 
as it has a higher burning temperature than commercially 
processed butters. The rich and complex flavours allied with the 
higher fat content make churned butter a natural choice for the 
best quality patisserie. Some chefs in high-end Asian restaurants 
add a little churned butter when plating cooked food to add a 
distinct flavour and glossy appearance. 
 Connoisseurs of butter judge texture, flavour and aroma. 
The fat content is higher in unsalted butter and the texture is 
therefore richer than in salted butter which holds  
more water. 

suppliers, recently opened his own retail 
outlet in Wanchai. He is very firm about 
using nothing but the best quality butter in 
his patisserie. “Talking about ‘restoration’ of 
butter as a good fat sounds to me like butter 
got wrongly accused of many bad things by 
the hydrogenated fat industry lobbyists,”  
he says. 

it’s all GOOd
 In the foreseeable future, the emphasis 
will increasingly be on premium butter 
and the trend is customer-driven, says the 
spokesperson for Beurre d’Isigny Sainte 
Mère. “Today’s customers have a better 
understanding that it is all about quality 
and quantity. Eat less but eat better (of 
course if you eat a kilogramme  of butter 

per week you will be at risk!”)  
 Over the past three years Elite, 
the agents for Beurre d’Isigny, 
which has  AOP (protected 
status as a regional product, 

report a significant increase in popularity 
for and understanding of speciality butters 
including churned, slow maturation, 
AOP and other products from grass-fed 
cows. “Traditional butter is a 100 per cent 
natural product only using cream from milk 
and lactic ferments the way it was made 
centuries ago on small to medium-size 
farms, mainly in Normandy where cows  
are grass fed as much as possible,” says  
the spokesperson.
 Pointing to the shortage of butter and 
price increases in late 2017, Elite predicts 
that demand will continue to grow as end 
users increasingly demand a premium 
product with full traceability. Asian 
gourmets have learned to appreciate the 
character of butter in the ever more popular 
croissants and other patisserie items. 

risinG prices
 Michaud has long been a crusader 
for butter and has worked with nothing 

else for the past 25 years. He says it has 
never been an option for him to consider 
using alternatives (apart from the rare 
need to cater for dairy allergies. “I really 
think people used the ‘healthier’ label 
on hydrogenated fat as an excuse, but in 
reality it was all about cost saving. For us, it 
doesn’t change anything in terms of trend 
and image, but it’s funny to see the large 
companies riding the wave of ‘100 per cent 
butter’ label on their products. Butter is not 
cheap, but if you have been using it forever, 
it’s not a big change. But if you have been 
using cheaper alternatives, it’s a double 
punch effect, with the switch to butter and 
the price increase. 
 “For us, as quality-driven artisans, the 
hike in the price of butter is a good thing. I 
don’t see it as a negative factor and focusing 
on the simple impact of price is narrow 
minded. Our industry needs farmers. 
From dairy products to wheat and chicken 
eggs, etc, we need them to be able to run 
sustainable operations whilst providing 
us with quality products such as organic 
flour, quality butter and free-range eggs. 
Everything has a price, and better health 
has a price. By endorsing better products, 

Natural butter is unseating butter substitutes in response to the current dietary wisdom 
that butter is actually a good fat conveying special health benefits
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The global love affair with gin 
goes on. In 2016, the most 
recent year for which annualized 
International Wine and Spirits 

Research figures are currently available, sales 
of the spirit grew by 3.7 per cent, putting it 
in second place in terms of growth behind 
tequila with 5.7 per cent, and ahead of 
whisky with a surprisingly low 1.7 per cent. 

It’s something of an anomaly, then, that 
of the giant gin brands  not one makes the 
top ten of the world’s best-selling spirits 
over that period. 

One reason may be that the category 
now offers the consumer so much choice 
– and that choice is now the point. People 
don’t order one preferred gin to which they 
have an established brand loyalty any more. 
They match different gins to their mood, or 
even to food. They choose different gins for 
different cocktails. Some aficionados even 
choose different gins for different tonics. 

A Spirited Performance
Gin is not taking a back seat as Robin Lynam discovers

GinsPiration
All this enthusiasm has been generated 

by the plethora of boutique brands and 
artisanal gins that have mushroomed in 
recent years – but it remains a fact that most 
of the world’s best-selling brands  and all of 
the top five gins are owned by the big  
booze companies. 

Gordon’s at number one is owned by 
Diageo, as is Tanqueray at number three. 
Pernod Ricard owns Beefeater at number 
four, and Seagram’s  at number five.  
Bombay Sapphire at number two is owned 
by Bacardi. 

Bubbling under, Larios at number six is 
owned by Beam Suntory, and  Hendrick’s 
at number seven by Glenfiddich owners 
William Grant & Sons.

The obvious conclusion is that while 
the boutique distilleries may be a focus of 
creativity, it is still marketing muscle that 
drives volume in the gin sector. 

affectations of their packaging, were first 
distilled in 1999 and 1987 respectively. 

“Tanqueray’s founder, Charles 
Tanqueray, was an innovator in the world 
of gin. In 1830 he set out to make the 
world’s finest gin. He poured his heart 
into it, creating over 300 recipes in pursuit 
of the definitive gin,”  says Tanqueray’s 

Boutique exPressions
The big players are diversified in 

their approaches to safeguarding their 
market share. Although all focus on a core 
expression, some are taking a leaf from the 
boutique operations’ book in introducing 
new, sometimes limited edition versions of 
their spirits.

One good example of that is Diageo’s 
Tanqueray, which the company promotes 
as “the bartenders’ favourite gin” and which 
has been distilled in one form or another 
since 1830. The gin lover can currently 
choose between the original London Dry, 
Tanqueray No.10,  and Tanqueray Rangpur 
- in addition to limited editions such as 
Malacca, Old Tom, and Bloomsbury.

Rangpur, named after an Indian exotic 
lime, has just received a makeover in its 
packaging, which will now feature the 
signature of the brand’s founder, Charles 
Tanqueray. Gin drinkers, like whisky 
drinkers – they are in many case one and 
the same – like to feel that they are drinking 
heritage, and Tanqueray has the advantage 
of nearly 200 years of history.  Hendrick’s 
and Bombay Sapphire, despite the Victorian 

house archivist, Joanne McKerchar. “As 
other younger brands begin to experiment 
with their gin recipes, we are proud of 
our successful legacy of innovation and 
experimentation that spans nearly  
two centuries.”

Grant & Sons’ Hendrick’s, conversely, 
having hit on a winner with its cucumber 

Artisanal gin is all the rage

 The world’s third favourite choice for a gin and tonic.
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and rose petal botanicals formula, is sticking 
to it.  There is only one expression of the 
brand seriously marketed, although in 
2017 they did introduce a limited edition 
“quininated” gin called Orbium. It was, said 
Grant’s “what Hendrick’s might taste like in 
a parallel universe”.  

“The brand identity is still ‘delightfully 
curious’ and as the branding says, ‘Life is 
too glorious not to experience its peculiar 
flavour, infused with rose and cucumber 
in our Scottish distillery’,” says Jenny So, 
general manager of Hong Kong importer 
Leung Yick Co Ltd.  

Hendrick’s was probably the inspiration 
for many of the boutique producers, and 
sells itself like a craft gin, although with 
annual production in the region of a million 
bottles it can’t really be said to be one.

Handcrafted
Pernod Ricard’s response to the craft 

movement has been not to behave like it 
but to buy into it. In 2016, it acquired a 
controlling stake in Germany’s Monkey 47, 
and in 2017 Drinks International’s Annual 
Bar Report declared it the Gin of the Year. 

According to David Haworth, 
managing director of Pernod Ricard 
Deutschland, 2018 will be “the year when 
we start to really activate the brand,” and 
increased promotional activity in Asia  
is planned. 

Although significantly more steeply 
priced than most of the other big players’ 
premium gins, Monkey 47 already sits 
alongside them in most of the fashionable 
bars in Hong Kong and in the other 
sophisticated bar towns of the region. 

There is still room for the small player 
though. Carmen Tam, Adega Royale 
Ltd’s Spirits Consultant, reports that the 
company has enjoyed some success with Le 
Tribute gin from a distillery  near Barcelona 
established in 1835. 

Spain was where the gin and tonic 
revival seriously got going, and Le Tribute 
is capitalising on the trend for mixing 
premium boutique gins with artisanal tonic 
waters by producing its own, specially 
intended to match the gin. 

For big players and small, gin remains 
one of the liveliest sectors in the drinks 
industry. If this is a  (gin and tonic) bubble, 
don’t expect it to burst any time soon. 

Hendrick’s sells itself  like a craft gin, although 
annual production is in the region of a million 
bottles

Le Tribute is capitalising on the trend for mixing 
premium boutique gins with artisanal tonic waters

Gordon’s - still the world’s best selling gin
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Over recent years the hotel 
industry has experienced some 
shocking cases of theft from 
guests’ bedrooms that were 

easily preventable. While some of them 
made the news, in many cases hoteliers 
preferred to hush up the incidents.

The methods of criminals are constantly 
changing and so are the behavioural habits 
of hotel guests. So hoteliers too must 
constantly adapt to keep up.

Better Safe 
than Sorry

Safety and security are a top priority for travellers. The competitive 
advantage of having in-room safes demonstrates that hotels are taking 
reasonable care, minimises in-room theft and removes suspicion from 

hotel staff. Donald Gasper looks at some leading brands.

needed – reSponSible 
SafeS

“While in-room safes dressed in 
bright colours catch the eye, they pale in 
comparison to the importance of robust 
security features,” says Philip Toh, VP Sales 
Asia Pacific, Safemark. “Hoteliers have 
come to realise that poorly constructed 
safes lacking advanced technology cost time 
and money while tarnishing the hotel’s 
reputation. To circumvent quality and 

durability issues, hoteliers are moving away 
from low-end models – regardless of their 
initial price tag or bespoke design – and 
investing in safes engineered to  
strict standards.” 

Safemark’s commitment to quality has 
garnered loss prevention approvals from 
leading hotel brands around the world. 
Its safes are used by Hotel Icon, Hong 
Kong, the Four Seasons in Singapore and 
Kyoto, Japan, the Hilton Kota Kinabalu, 

Malaysia, the Hilton Manila Resort World, 
Philippines, the Westin Perth, Australia, the 
Fairmont Singapore, the Waldorf Astoria 
Bangkok, Swissotel Singapore, the Conrad 
Singapore, Sheraton Towers Singapore and 
YOTEL Singapore.

Safemark’s safes are manufactured in 
company-owned facilities for complete 
control over product integrity and backed 
with a 5-year manufacturer’s warranty and 
a USD $10,000 limited warranty against 
forced entry. 

“Assa Abloy Hospitality is honoured to 
be the safe provider of choice at the Marina 
Bay Sands in Singapore, offering their 
guests convenience and peace of mind,” 
adds Meng Chuan Lee, general manager of 
Assa Abloy Hospitality Singapore. “Elsafe 
Sentinel II provides the highest standard in 
hotel in-room security with a contemporary 
design and advanced functionality. The 
safe’s locking platform is equipped with an 
interlocking deadbolt system that ensures all 
valuables stored within are fully secured.”

emergency handheld 
override (eho)

Another industry trend – reliable, 
emergency access, known as emergency 
handheld override (EHO) – is a feature 
not often available on low-end safes or 
those from big-box stores. While many safe 
providers offer EHOs, several lack detailed 

Philip Toh, VP Sales Asia Pacific, Safemark: 
Hoteliers realise that poorly constructed safes 
lacking advanced technology ‘cost time and 
money while tarnishing the hotel’s reputation’. 

reporting capabilities. 
“Safemark’s audit trail is the most 

comprehensive in the industry,” says Toh. 
It records the last 240 entries with the 
full identity, time, date and method used 
to open/close the safe. A mechanical key 
override allows management to quickly 
open a locked safe. Beware though, many 
systems incorporate locks that can easily be 
picked or bumped. 

Safemark continues to innovate with 
the industry’s first re-codable cylinder 
for in-room safes. The patented cam lock 
from Miwa prevents unauthorised key 
duplications and security breaches. The 
unique, reprogrammable feature ensures 
that hotels will never need to replace a 

cylinder again – a timely and expensive 
procedure sometimes required on low-
cost safes. Safemark’s override system is 
concealed behind a metal plate and is an 
optional feature on most models, including 
the fashion-forward STX-3 which addresses 
security without sacrificing style. 

Sentinel ii on guard
“Luxury hotels and resorts, lifestyle 

brands and boutique hotels are all looking 
for superior, unmatched security from 
their in-room safes,” says Vegard Prytz, vice 
president and Regional Director Asia-Pacific 
for Assa Abloy Hospitality. 

Employing the latest locking 
technology, including anti-tamper 

Safemark’s laptop safes 
(above) are large enough 
to accommodate laptops, 
while the drawer safes 
(right) are designed 
to accommodate the 
evolving guest room 
credenzas

Luxury hotels need superior, unmatched 
security solutions (Photo: Safemark)
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labyrinths and solid-steel hinges, the 
company’s state-of-the-art Sentinel II 
in-room safes are helping to keep guests’ 
valuables secure at the famous Marina Bay 
Sands resort in Singapore.

With the incredibly high level of 
customer traffic flocking to this destination 
resort, Marina Bay Sands had a pressing 
need for reliable security systems, including 
adaptable and convenient in-room safes for 
its guests.

The Sentinel II in-room safes were 
installed at the resort, their strong security 
features encompassing an industry-leading 
audit trail, spring-loaded doors and Flash-
RAM memory to provide the ultimate 
solution for protecting guests’ valuables. 
The attractive, adaptable design also makes 
the Sentinel II perfect for blending into any 
hotel environment.

With the distinctive design and high-
tech illuminated blue keypad combined 
with Be-Tech’s industry leading high-quality 
safe platform, Be-Tech Guard series in-
room safe brings impressive experience to 
hotel guests and takes the user-interface 
experience to a new level.

Be-Tech’s products include electronic 
door locks, electronic cabinet locks, 
electronic safes, electronic access controls 
and internet of things security solutions 
(IoT security). Determinedly manufacturing 
world-class products, Be-Tech has obtained 
more than 80 national patents and 50 
international certificates since it was 
established. The majority of electronic door 
locks have passed BHMA 156.25 electronic 
lock certification, the UL fire rated test 
and European CE EN14846 and EN1634 
electronic lock certification. 

Guests at Marina Bay Sands can leave 
their valuables in their rooms, knowing they 
are secured by one of the hotel industry’s 
leading safe solutions. And the adaptability 
of Sentinel II means Marina Bay Sands has 
cost-effective options for future upgrades.

made in china
Meanwhile, Guangdong Be-Tech 

Security Systems Limited has continued 
to lead the market in mainland China 
by continuously launching innovations, 
research and development and modern 
manufacturing technology since the 
company’s establishment in 1992. 

It says that the Be-Tech Guard series in-
room safe is the ideal for combining smart 
and Chinese fashionable design and is the 
best choice for the most demanding hotels 
to secure guests’ belongings.

“Luxury hotels and 
resorts, lifestyle brands 
and boutique hotels are 
all looking for superior, 

unmatched security from 
their in-room safes” 

Vegard Prytz, vice president and 
Regional Director Asia-Pacific,  

ASSA ABLOY Hospitality

Be-Tech’s Guard series
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Whether it’s the main alfresco eating arena, a breezy 
walkway or intimate balcony, outdoor settings are every 
bit as important as indoor spaces when it comes to 
enhancing the guest experience.

Where once there was a very definite distinction between the two areas 
– out was out and in was in – nowadays there’s a much more symbiotic 
approach based loosely on guests wanting more interaction between the 
outdoors and indoors in their own lifestyle and own home. 

The hospitality industry reflects this trend so buildings are much more 
sympathetic to their environment and landscape, while outdoor settings 
are expected to mirror the appeal, and comfort of the indoors.

But with this so-called ‘transterior’ approach comes a number of 
unique considerations to take into account when pulling an outdoor 
setting together. 

The first is movement: how people, staff and guests, move and travel 
through the space. Secondly, how the area will be affected by the elements, 
perhaps especially sun and wind. Thirdly, of course is function: what 
activities might the space best serve?

Outdoor design and fixtures are just as important as indoors. 
Zara Horner finds out why and what’s in store this year

Indoors out

Clients are now looking for custom-fit, and ready-made outdoor solutions (Photo: Suniture)
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Clients [are] more open to 
experimenting with outdoor 

furnishings now
Panai Phatanapirom, sales director, Suniture

areas we can work with a wider range of 
materials. It motivates us to use a larger 
variety of materials in our developments, 
such as woven furniture combined with 
teak, ceramics and upholstery.”

For colours and textures it’s agreed that 
the more muted options popular over the 
past two to three years are giving way to 
bolder statements.

“It looks like we are slowly growing out 
of the nude/powder/pink cloud in which we 
have been floating the last couple of years,” 
van der Hagen says. 

“Stronger colours are coming back, used 
as accent colours in accessories but also for 
larger pieces.” 

Dedon has expanded its fabric 
collection to include 14 outdoor textiles.

Phatanapirom points out: “In our 
experience, hotels don’t necessarily follow 
trends but rather brand directions.

“We keep hundreds of fabric options 
and colours in stock to easily manage 
whatever particular décor schemes a hotel or 
a venue prefers.”

In particular this year, Suniture is 
“working on bringing more solutions” for 
quick service restaurants (QSRs). “Including 
out of the box solutions,” Phatanapirom 
says. “We are known to specialise in tailor-
made solutions for the outdoors but there 
is now a demand to service the hospitality 
industry with ready-made products.” 

Dedon’s Mbrace Collection, designed 
by Sebastian Herkner is something the 
company is focussing on in Asia this year. 
“A combination of woven seats on teak 
bases it is already successful in the region,” 
van der Hagen says. 

“Generally, our most important ranges 
are modular lounges. Recently we launched 
the upholstered Brixx collection designed 
by Lorenza Bozolli, which had a very good 
response. In the dining areas our Seax 
chairs, designed by Jean Marie Massaud are 
best sellers. 

“In Asia, in the resorts we furnish our 
iconic pieces are most popular, such as 
the Nestrest – and we all find those very 
exciting to develop!” 

 

How it’s done
“Outdoor spaces are definitely as 

important as indoor spaces,” Panai 
Phatanapirom, sales director of  
Suniture says. 

“This reflects evolution in perception. 
We see people and clients more open to 
experimenting with outdoor furnishings 
now, all with the intention of making 
the space comfortable and best suited to 
different needs.”

One often overlooked aspect of this 
growing preference for outdoor living 
is protection. Sun damage is a very real 
danger and to that end Suniture products 
such as the company’s umbrella range are 
manufactured using fabrics recommended 
by the Skin Cancer Organization. Available 
in wood and aluminium the umbrellas 
come in free standing and overhang options.

Equally it’s important that these 
outdoor spaces reflect and connect with the 
overall look and feel of the property. The 
colour palettes, materials and  
textures chosen should make for a  
seamless integration.

“Shade solutions as well as outdoor-
quality furnishings that are traditionally 
used indoors, such as carpets, lampshades, 
beanbags and upholstered sofas are some of 
the more interesting demands we are seeing 
from clients,” Phatanapirom notes.  

This indoor/outdoor connection 
means “clients now want things you find 
traditionally indoors without having  
to worry that they will fade or rot,”  
says Phatanapirom.

As a result technology has had to move 
fast to keep up. Furniture made using 
woven synthetic materials has become 
increasingly popular over the past decade, 
so too quick dry foam, anti-microbial 
treatments, solution dyed acrylics, and trims 
and zips that withstand the elements.

Suniture sofas, chairs and sun cubes 
can be left outside all year round thanks 
to special upholstery that is stain-resistant, 
machine-washable, bleach-safe and easily 
changed to suit changing events or seasons.

Sonja van der Hagen, chief 
communications officer with Dedon agrees 
that outdoor spaces are “absolutely” as 
important as any indoor setting. 

“Today, guests expect a high standard 
in design and furnishing. They want to feel 
as comfortable as they are at home and be 
inspired by creative spaces and ambiences - 
outdoors as well as in. 

“It’s important to create curated 
ambiences. For example, for under awning 

Clockwise from top: Outdoor 
furniture such as Sunitures 
Morella range has to 
be built for comfort, 
versatility and durability; 
Outdoor furniture, 
accessories and design 
should provide a seamless 
integration with indoors 
(Photo: Dedon); Producers 
like Dedon are working 
hard to ensure eye catching 
versatile collections, useful 
throughout a property 
and ensuring design 
integration; Companies 
such as Suniture are 
working hard to offer 
year-round solutions for all 
outdoor settings; Utilising 
advanced materials and 
weaving technologies, 
fabrics this year are bolder 
and eclectic (Photo: Dedon)
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Salva’s best-selling oven is the modular deck oven

Pre-dawn starts, long hours of 
shaping, rolling, scooping, 
pouring and icing, and constant 
pressure to make each bun 

perfectly fluffy, each croissant precisely 
flaky, and each cake elegant and indulgent – 
pastry chefs the world over need to put their 
rigorous training, creativity and patience to 
the test each day in the kitchen. 

To support their work, pastry chefs need 
equipment that will facilitate quick and 
painless baking. They also need  
equipment that fits the needs of today’s 
dining environment.

“In Southeast Asia, most restaurants 
choose ovens with smaller footprints as the 
trend in today’s restaurants is to have an 
open kitchen where patrons can see the chef 
at work,” says Linda Cheong, area manager, 
South East Asia Area at Salva Industrial S.A. 
“This design opens up the kitchen space 
so restaurants can put in more tables. To 
save even more room, restaurants use ovens 
that make the best use of space, and if the 
oven is multi-functional, that’s even better.”

Cheong gives the example of Salva’s 
boutique oven, in which a convection oven 
is stacked above a deck oven and proofer. 
“This way, the chef can perform three tasks 
in one footprint,” she says. 

Salva’s best-selling oven is the modular 
deck oven. It has ceramic heaters, in which 
the heating wires are wrapped in ceramic 
tiles. Cheong says this protects the heater 
in such a way that they almost never break 
down, unlike ovens that use conventional 
heaters. Ceramic retains heat well, resulting 

For the 
Love of baking

Asia Pacific boasts the highest pastry sales globally accounting for
 the majority of global growth within pastries. Pastry chefs need 

equipment that will facilitate their work and the industry 
is responding, discovers Victoria Burrows

“In Southeast Asia, most 
restaurants choose ovens with 

smaller footprints as the trend in 
today’s restaurants is to have an 
open kitchen where patrons can 

see the chef  at work:
Linda Cheong, South East Asia Area Manager 

at Salva Industrial S.A

in slower heat loss, therefore saving energy 
and money. 

“One of the oldest working deck ovens 
I’ve seen in Southeast Asia is at Genting 
Highlands resort and casino in Malaysia.  
It’s estimated to be 16 to 18 years old,”  
says Cheong. 

Of course, a pastry chef ’s choice of oven 
will also depend on the goods being baked.  
Cheong recommends the Salva deck oven 
especially for baking bread as the radiant 
heat produced by the ceramic heaters 
produces excellent bread, for example. 
On the other hand, their dual-speed fan 
convection oven, Kwikco, is more suitable 
for puff pastry and macarons. 

What is being baked by chefs  
around the world can have notable  
regional specificities. 

Hungering for more
“The global baking industry is 

competitive, dynamic and trend driven,” 
says Leigh Hudson managing director, 
Consumer Group Catalyst partner 
firm, USA, in a report by the corporate 
consultancy group. While there has been 
a global shift in demand for healthier 
food choices, which has fuelled the rise of 
gluten-free, non-GMO and ancient grains, 
among other growing categories, as well as 
consumers’ emphasis on local sourcing and 
traceability of ingredients, there has also 
been a counter-trend: indulgence foods. 

It is particularly in Asia and the 
Middle East that consumers are showing 
a hunger for the extravagant. Asia Pacific 
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boasts the highest pastry sales globally and 
accounts for the majority of global growth 
within pastries, according to Euromonitor 
International. 

China is forecast to become the world’s 
second largest baked goods market by 2020 
behind Mexico, driven by rising demand 
by pastries in particular, according to the 
Catalyst report. The forecasted growth 
is enormous: at present, China’s biscuit 
consumption is less than 2.5 kilograms 
per person compared to 8.4 kilograms in 
Western Europe; bread consumption is just 
over 2 kilograms per person, compared with 
80 kilograms in Germany and 50 kilograms 
in Italy. 

The rise of Western-style bakeries in 
Asia is helping to drive growth in pastries. 
Singapore’s BreadTalk, for example, has 
grown to more than 500 bakeries with sales 
rising from $300 million in 2010 to $590 
million in 2014. Taiwan’s 85°C Bakery 
Café, which now has some 750 locations, 
has achieved 79 per cent compound annual 
growth since 2008.

In Hong Kong, demand for quick 
on-the-go meals continues to increase due 
to fast-paced lifestyles, and Euromonitor 
International predict that a large share of 
baked goods will continue in future to 
be represented by artisanal and domestic 
brands, which rely on local taste  
and preferences. 

Local trends, even in specific items or 
dishes, can have a huge impact on which 
goods are being produced within a region, 
and this may influence a chef ’s choice in 
oven. Cheong points to the current Japanese 
cheese tart trend.  

“These very sought-after tarts require 
ovens with more humidity in order to 
create soft, custard-like egg filing,” she says. 
“Soufflés also require a convection oven 
with a low fan speed. Both of these dishes’ 

requirements would be met well by Salva’s 
Kwikco oven, as it comes with dual-speed 
fan function.”

“Pastry is an art and pastry chefs are 
hardworking and very creative people. They 
can make use of existing oven technology 
to create new recipes, they do not need new 
oven technology to help them create a new 
trend,” she adds.

Still, it always helps to have the  
right tools. 

Pastry chefs need equipment that will facilitate quick 
and painless baking
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Aillio coffee roasters
 Freshly roasted coffee is very addictive, hence the 
Bullet R1. A high capacity, coffee roaster capable of 
roasting 1000g; a coffee roaster that you can plug straight 
into a household socket, but with a much higher capacity 
than what’s available on the market today. 
 The Aillio looks so great that it will never leave the 
counter top. The Bullet features pre-heating by drum 
temperature, which gives a super accurate starting point 
for roasting, and auto compensation on input voltage 
fluctuations. Roasting has never been this precise and 
simple and fun. Variable heating and fan speed ensures 
you have complete control over every step of the roast. 
When it’s time to finish, the external cooling tray will stop 
the roasting instantly. All roasts are recorded and can 
be saved as a roast profile. These profiles can later be 
played back to repeat a roast. Profiles can also be shared 
between roasters. Want even more fun? Connect your PC 
via USB and you will have access to even more features 
including complete control of the roaster from your screen, 
and advanced logging and recording. Its is designed to be 
easy to clean and maintain.

www.asianhotelandcateringtimes.com

Plate perfect
 Founded in 1800, Dudson a family 
owned ceramics business in Stoke-on-
Trent, England, has introduced three 
brand new ranges in April as their spring 
collection: Mosaic, Rose and Foam. 
Foam has clean modern lines with 
subtle white on white bubbled texture 
that creates a point of difference, whilst 
retaining the white finish so loved by 
chefs. Mosaic with its varying shades 
has a bohemian feel, looks hand-crafted, 
but  is tough (industrial dishwasher and 
microwave safe), and Rose reinterprets 
the quintessential floral band with a 
modern shabby chic makeover; the rose 
pattern is limited to the rim of the plates / 
cups / kettles etc. Both Foam and Rose 
are from the fine China range with the 
strength of vitrified tableware. 
(www.dudson.com) 

dust catchers
 Early this year Siemens Building 
Technologies Division introduced a new 
fine dust sensor for buildings, rounding 
out its product offering for a healthy indoor 
climate. The sensor can be used to monitor 
and visualise particle pollution and is easy 
to integrate into building management 
systems.
 The new fine dust sensor is based on 
laser technology and measures the particle pollution 
of the air in two categories: PM 2.5 and PM 10 - particulate matter with 
a diameter of 0.3 to 2.5 micromeres or 0.3 to 10 micrometres respectively. 
During operation, dust particles accumulate on fine dust sensors, reducing 
their performance over time. The Siemens sensor has a display that is 
activated only when the presence of people is detected. When no presence 
is detected in the room, the frequency of particulate matter measurements 
decreases, significantly improving the service life of the fine dust sensor. When 
the sensor module needs to be replaced, the device alerts users either on the 
display itself or, on models without a display, through an LED light. It is not 
necessary to buy a new device or reconfigure it. Replacing the sensor module 
is quick and easy and does not require any special skills.

wobbly tables? 
Get a Flat
 Rocking tables are history if Flat 
Equalizers come into play. Ask any 
restaurateur that. And this May Flat Equalizers 

will be recognised by the Kitchen Innovations 
2018 Award presented by the National 
Restaurant Association Restaurant, Hotel-Motel 

Show to be held in Chicago, Illinois. The KI 2018 
Award is presented each year to manufacturers that have 

developed and engineered a new product that has the potential to 
make a meaningful impact on a restaurateur’s success. The award winners 

undergo an intensive vetting process over a 6-month period conducted by a 
panel of nine judges that represent some of the industry’s most well respected 
brands and organisations. “We’re delighted to have been presented with one of the 
most prestigious awards in the foodservice industry,” says Mike Drake, FlatTech’s 
managing director. “Our other main product line, the self-stabilising Flat table 
bases, has also won multiple awards in the industry for design and innovation. Both 
products reinforce our position as a leading innovator and authority on creating the 
best dining experience for your guests.” While there are other products designed 
to stop tables from wobbling, these products usually rely on springs or some form 
of wedge to fix the problem. Equalizers use a self-contained hydraulic design that 
allows the table to be quickly adjusted with a simple press of the tabletop, then the 
feet “lock” into position to create a rock-solid table base. FlatTech.com
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Cuisson dans un four à sole de pierre pour une croûte 
parfaite et une excellente conservation.

A range of 70g fully baked bread rolls made for snacking  
and to be enjoyed  at any time of the day.

Cocoa and
chocolate chips

2 Olives 
and Rosemary

Muesli

Chorizo

e x p o r t s a l e s @ g r o u p e l e d u f f . c o m 
www.bridordefrance.com

Come and meet us in 
Hall 1 Booth 1B4-10

Ostrich on the menu
 Enjoying a surge in popularity and appearing in more and more 
restaurants is the bird that’s not really a bird – the ostrich - it’s 
not a white meat like ‘other birds’, it’s a red meat quite like a lean 
steak. The ostrich has been commercially farmed for over 150 
years; initially for its feathers but more recently for chefs looking to 
introduce a healthy and tasty dish with a twist. Ostrich has the taste 
and texture of beef, and can be grilled, cooked on the barbecue 
or used to replace red meat in any dish. It’s very lean meat is rich 
in iron, low in cholesterol and is a great way to get a tasty meat 
that is low in fat (lower than chicken). Explains Steve Lyon, Thomas 
Ridley Foodservice sales director, “We’re always looking for the next 
trend, to help our customers to stay ahead of the game and offer 
something different. Ostrich is a great addition to the range and the 
combination of the delicious taste, versatility and nutritional benefits 
means it really is a superior meat. As the ostrich meat is low in fat, 
a chef must be really careful not to overcook it – a high heat to sear 
the meat and ensuring it’s still a little pink inside. It can even be eaten 
rare!” (www.thomasridley.co.uk)

Craft Vinegar
 Organic malt vinegar from Vermont Village with fish and 
chips is the way to go. This malt vinegar, steeped in hearty 
and wholesome food culture of Vermont (USA), made from 
Vermont craft beer is brewed and fermented with a choice 
mix of hops and malts. Perfect for salad dressings or 
marinades and double as a condiment. Available in  
10-ounce bottles. http://vermontvillage.com/maltvinegar

Choco Mania in Bangkok
 Shangri-La Hotel, Bangkok has unveiled its new look The Chocolate 
Boutique reimagined as a stylish all-day lifestyle chocolate house with free 
Wi-Fi offering everything chocolate and more from a regular hot chocolate 
(made with premium French chocolate) to caramel cappuccino, Thai tea latte, 
coffee with After Eight, green tea cream frappuccino, and mango coco. Danish 
executive pastry chef Claus Olsen has created 107 patisserie products available 
on rotation daily: pralines and cookies, freshly baked pies, sugar doughnuts, 
croissants and a savoury menu that features coffee house favourites like 
quiche loraine, beef pot pie, pork sausage pâte. The Chocolate Boutique, in 
its stylish new look, hopes to be the perfect spot to hang out and socialise by 
the Chao Phraya River. Inspired by the current trend for social networking, the 
Boutique aspires to create a sense of belonging and be a meeting point for 
friends, business partners and families by offering more than great home-made 
chocolates and drinks. Grab-and-go breakfasts and lunches are also available.

artisan Gelato 
 XTC Gelato has taken the 
art of ice cream to the next 
level with natural ingredients 
and no colouring or additives. 
Their gelato and sorbetto are 
made daily using whole nuts, 
real fruit and pure Australian 
milk. This artisan gelato, with 
Halal approval, prides itself for 
its over 500 flavours including 
custom flavours, providing a 
service that chefs appreciate. 
Operating in Hong Kong and 
Macau for over 17 years, its 
clients include some of Hong 
Kong’s top chefs in hotels, 
clubs, supermarkets and 
restaurants. (www.XTC.com.hk)

Brunching in HK
 Hong Kong’s Mercato by Jean-Georges is a firm 
crowd favourite for its simple, refined and delicious 
Italian fare created with market-fresh ingredients. 
The new weekend brunch menu features a selection 
of heartwarming, family-style dishes by head chef, 
Anthony Burd. Whether dining inside with its farm-
chic interior or out on the terrace under the blue 
sky, its easy to turn any weekend into a memorable 
one here. Start the brunch with a freshly baked 
cinnamon sticky bun with cream cheese frosting 
while deciding on the next course: smoked salmon 
pizza, crispy chicken sandwich or truffled croque 
madame served with sunny side-up egg, smoked 
ham and gruyere cheese. Besides the new brunch 
menu, new dishes have been added to the a la 
carte menu.

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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Every year, Hotel Management Thailand Summit (HMT)
provides the perfect environment for senior hoteliers in Thailand and 
surrounding countries to discuss the latest industry challenges, business 
trends, and best practices, only found in such a closed-door and safe 
environment. For the fifth year in a row, the event is scheduled to 
welcome over 150 delegates from around the region at the JW Marriott 
Hotel Bangkok. 

Thailand has accommodated a record-breaking 35-million tourist 
in 2017, and assuming that there are no foreseeable disruptive events 
for the rest of 2018, hoteliers are expecting a mild to RevPAR growth 
of 3 per cent due to competition from new hotel room supply. 

Meanwhile costs in distribution and labour continues to increase 
and senior hoteliers are compelled to be proactive and innovative in 
driving room rates and peripheral revenues. 

HMT will tackle these, with a range of forward-thinking discussion 
topics: Rethinking the revenue growth strategies in a competitive 
environment; Leveraging new consumer trends to grow rates and 
generate peripheral revenue; Enhancing operational efficiency through 
technology adoptions; Strategisng on segment mix and source markets 
to ensure competitiveness; and Rejuvenating and upgrading existing 
products to remain relevant. An avid fan of HMT for the past years, 
HMT is “now a must-attend event not only for myself and senior 
executives within my hotel as well many of my peers,” says Benjamin 
Krieg, GM of Novotel Bangkok Sukhumvit 20. “The calibre and 
quality of the event, its speakers and topics is second to none, and I 
look forward to attending the event each and every year.”

one-stop 
strategy platform 

COMING UP 
Hotel ManageMent  
tHailand SuMMit 2018
7 June 2018
JW Marriott Hotel Bangkok 
www.questexevents.net/hmtsummit 

www.asianhotelandcateringtimes.com
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COMING UP 
MiHaS 2018
4-7 April 2018
Malaysia International Trade and Exhibition Centre 
(MITEC) 
 Kuala Lumpur
www. http://mihas.com.my

Malaysia is once again setting itself up as a leading influencer 
and industry player in the global halal economy by hosting the 15th 
Malaysia International Halal Showcase (MIHAS) from 4th to 7th April 
2018 in Kuala Lumpur. The highly-anticipated signature event will 
bring together global halal brands and gather leading industry players 
and thought leaders from around the world for four days of trade, 
networking and knowledge sharing.

Organised by Malaysia External Trade Development Corporation 
(MATRADE) under the patronage of Ministry of International Trade 
and Industry of Malaysia, MIHAS is the largest halal trade event of its 
kind in the world. The exhibition features products and services across 
seven industry sectors: food and beverage, pharmaceuticals, cosmetics, 
tourism, finance, logistics and e-commerce.

MIHAS has been a highly effective sourcing platform, steadily 
recording over USD 4 billion in cumulative trade for its participants. 

This year, buyers at the exhibition can expect to find the latest 
halal product offerings and services across industry value chains. 
From halal ingredients, to semi-finished products and manufactured 
goods, to packaging and logistics, to Shariah compliant financing and 
Takaful, MIHAS has become an indispensable annual one-stop centre 
for traders in this burgeoning economic sector. Whilst the exhibition 
logged its largest edition in 2017, recording 22,000 buyers from 80 
countries, this year MIHAS is set to double in size.

According to  Dr. Mohd Shahreen Zainooreen Madros, CEO of 
MATRADE, “The overwhelming interest in MIHAS reflects the bullish 
sentiment of the global halal industry. Of the 800 companies that are 
expected to participate this year, as high as 32 per cent of exhibitors are 
new-to-market while the remaining 68 per cent are repeat and long-
term participants’. He adds, “Forty-one countries so far have registered 
interest to participate, representing 45 per cent of the total occupancy 
of MIHAS 2018; the rest of course being Malaysian companies. I am 
happy to note that India is among the top six countries having the 
largest pavilion at MIHAS, alongside Thailand, Indonesia, Taiwan, 
Iran and China. Thomson Reuters in its latest State of The Global 
Islamic Economy Report predicts that the potential size of the Muslim 
market will reach USD 3.081 Trillion by 2022. Total Muslim spend 
across lifestyle sectors already represents nearly 12 per cent of global 
expenditure. We are welcoming 10 countries which have not previously 
participated in MIHAS before.”

MihAs 2108 – 
LEADinG thE 
GLobAL hALAL 
tRADE
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Date event Details ORGaniseR Date event Details ORGaniseR

april 4-7 2018

april 16-19 2018

april 24-27 2018

May 9-11 2018

June 27-30 2018

June 7-9 2018

June 27-29 2018

July 17-19 2018

september 4-6 2018

september 4-6 2018

May 16-18 2018

May 29-31 2018

May 29 -June 2 2018

May 23-24 2018

The 15th Malaysia 
international Halal 
showcase (MiHas)
MiteC, Kuala 
lumpur, Malaysia

alimentaria 2018
Gran via venue, 
Barcelona, spain

FHa 2018
suntec, singapore

Gourmet asia 2018
Hong Kong 
Convention and 
exhibition Centre, 
Hong Kong

taiwan HOReCa 
2018
taipei World trade 
Centre, taipei, taiwan

laOHOtel 2018 & 
laOFOOD 2018
Don Chan Palace, 
vientiane, laos

BRiFe 2018
asia-World expo, 
Hong Kong

Restaurant, Pub & 
Bar asia

speciality & Fine 
Food asia 
suntec, singapore

RBHK 2018
Hall 5D, e, F&G, 
Hong Kong 
Convention and 
exhibition Centre, 
Hong Kong

The Hotel expo & 
Conference
Hall 5De, Hong 
Kong Convention and 
exhibition Centre, 
Hong Kong

sial China
shanghai new 
international expo 
Centre, shanghai, 
China

vinexpo Hong Kong
Hong Kong 
Convention and 
exhibition Centre, 
Hong Kong

tHaiFeX World of 
Food asia
iMPaCt exhibition 
and Convention 
Center, Bangkok, 
Thailand

tHinC innovation
anantara siam 
Bangkok Hotel, 
Bangkok, Thailand

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.

Regarded as Asia’s most established international trade 
show of its kind located at the centre of a thriving 
region that continues to see strong growth in the food 
and hospitality industry, FHA is well positioned to 
offer companies the best channel to exploit the market 
potential in Asia. FHA attracts not just buyers from 
within, but well beyond Singapore. Exhibitors in the 
previous edition had the opportunity to make contact 
with visitors from 99 countries/regions, excluding 
Singapore.

The inaugural launch of Gourmet Asia will be a 
premium platform for the high-end speciality food, 
drink & hospitality markets surrounding the South 
China Sea. Powered by HOFEX – Asia’s Leading Food 
and Hospitality Tradeshow, Gourmet Asia will impress 
epicures with its full range of gastronomy delicacies by 
bringing together the best elements of HOFEX.

The Taiwan International Hotel, Restaurant & Catering 
Show, hosted jointly by TAITRA and Chan Chao 
International, which targets hotel, restaurant, bakery, 
and catering companies, is now in its fifth edition. This 
year has seen an enthusiastic response to its call for 
registrations, with 172 exhibitors in 523 booths and 
more on the waiting list.

LAOHOTEL is the country’s number one international 
hotel, restaurant and catering equipment and supplies 
show to be held at Don Chan Palace, Vientiane, Laos. 
A variety of exhibitors, including many international 
brands will showcase their most recent products –
providing a platform to discuss the latest innovations 
and trends in the industry.

With the theme “Steering World Food Industries 
to New Opportunities”, The First Belt & Road 
International Food Expo (Hong Kong) (BRIFE) 2018 
aims to promote ‘unimpeded trade’ via a one-stop 
professional platform for global agrifood trade and 
investment cooperation. It aims to help  explore, share 
and create businesses under the BRI. 

Southeast Asia’s Leading Trade Platform for Artisan, 
Gourmet & Fine Food. Gain access to the world of 
gourmet, speciality and high-end retailers, restaurateurs, 
chefs, buyers and distributors in Southeast Asia at 
Speciality & Fine Food Asia 2018. It’s the Asian edition 
of the UK’s market-leading trade showcase of fine food 
and drink, Speciality & Fine Food Fair. 

Positioned as Asia’s leading hospitality expo, RBHK 
2018 is the key event on the F&B business calendar for 
keeping updated with the latest products, trends and 
developments. More than just an exhibition, RBHK 
2018 will be serving up top culinary artists, beverage 
professionals and decision-makers.

Building on RBHK strong platform The Hotel Expo 
and Conference will bring thousands of hoteliers 
together to share ideas, do business and network. Join 
us now to engage with an audience of high quality 
hoteliers dedicated to the discovery and application 
of opportunities available to ensure the profitable and 
efficient running of their hotel businesses. We look 
forward to welcoming you.

SIAL China will feature retail, catering, hotel, food 
services, import-export trade and manufacturing sectors. 
Billed as Asia’s largest food & beverage exhibition, it is 
the fourth biggest food and beverage show in the world.

In 1998 Vinexpo Hong Kong was the first B2B 
exhibition organised in Asia. 20 years later, this show has 
become the must-attend event and a strategic platform 
for importers, buyers and sommeliers from the Asia-
Pacific trade. From 29 to 31 May, be part of the leading 
industry event for wine and spirits professionals in Asia-
Pacific. Meet with key producers and decision makers 
from all over the world. You have three days to discover 
15,000 brands. Learn more about the latest products 
and innovations.

A highly engaging and multi-sensory show, THAIFEX-
World of Food Asia returns in its 15th edition, bigger 
and better to serve up the best of the world’s F&B 
industry in one blockbuster seating. Jointly organised by 
Koelnmesse Pte Ltd, the Department of International 
Trade Promotion (DITP), and the Thai Chamber of 
Commerce (TCC), THAIFEX-World Food of Asia is 
the only regional event to see a synergistic collaboration 
between the private and public sector to deliver a truly 
international F&B event unparalleled in quality and 
diversity. 

This first-of-its-kind hotel investment conference aims 
to create a true knowledge-sharing platform that will 
offer participants a unique and enriching experience. 
The conference will bring together prominent leaders 
from the hospitality industry to share their experiences 
and leadership lessons, as well as innovators and change 
makers across the globe from different industries and 
sectors to talk about best practices and their most 
innovative concepts. THINC INNOVATE will serve 
as an opportune forum for industry stakeholders and 
business leaders who converge to explore latest trends, 
opportunities, disruptions and major shifts on the 
horizon; make invaluable contacts; and take ideas back 
with them to implement at their organisations.

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

UBM SES
10 Kallang Avenue #09-16 Aperia Tower 2  
Singapore 339510
Tel: +65 62336638 Fax: +65 62336633  
events.ses@ubm.com
www.foodnhotelasia.com

UBM Asia Ltd
17/F  China Resources Building,
26 Harbour Road,
Wanchai, Hong Kong
Tel: +852 2827 6211
Fax:+852 3749 7310                     
mcox@oesallworld.com

Taiwan External Trade Development Council 
(TAITRA)
Exhibition Section II, Exhibition Department
P. O. Box 109-770, Taipei 11099, Taiwan
Tel: +886-2-2725-5200 Ext. 2629                     
Fax: +886-2-2722-7324
HORECA@taitra.org.tw

AMB Tarsus Exhibitions
Unit 37.08, Level 37, Menara Multi-Purpose,  
Capital Square,No. 8, Jalan Munshi Abdullah,  
50100 Kuala Lumpur, Malaysia.
Tel: +603 2692 6888
Fax:+603 2692 2788                     
rina@ambtarsus.com

FMC Exhibition
Rm 7-9, 18/F, Sterling Centre,
11 Cheung Yue Street, Lai Chi Kok,
Kowloon, Hong Kong
Tel: +852 2370 0829
Fax:+852 2370 0072                     
enquiry@fmcc.com.hk

Montgomery Asia
Tel: +65 9880 4126 
melissa.goh@speciality-asia.com
www.speciality-asia.com

Diversified Communications Hong Kong LLC 
Unit B, 32/F, @convoy, 169 Electric Road, North 
Point, Hong Kong
Tel:+852 3958 0502
Fax +852 3105 3974
info@restaurantandbarhk.com
www.restaurantandbarhk.com

Diversified Communications Hong Kong LLC 
Unit B, 32/F, @convoy, 169 Electric Road, North 
Point, Hong Kong
Tel:+852 3958 0502
Fax +852 3105 3974
hotelexpo@divcom.com.hk
www.Divcom.com.hk/TheHotelExpo

Comexposium-Sial Exhibition Co. Ltd.
Suite 1401 No.22 Chaoyangmenwai Dajie 
Beijing 100020 PR China
www.matrade.gov.my

VINEXPO
Hong Kong Office
Tel: +852 2294 7715
hkoffice@vinexpo.com

Koelnmesse Pte Ltd
152 Beach Road,
#25-05 Gateway East,
Singapore 189721
Tel: +65 6500 6712
Fax:+65 6296 2771
l.how@koelnmesse.com.sg

Hotelivate
2nd Floor, Paras Downtown Centre, Golf Course 
Road,
Sector 53, Gurugram,
Haryana, Delhi, 122002, India
Tel: +9112 4461 6000 ext: 25
swarn@hotelivate.com

www.asianhotelandcateringtimes.com www.asianhotelandcateringtimes.com
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 Sophie Couturier has been appointed 
as corporate director of sales 

& marketing of Shinta Mani 
Hotels, managed by Hospitality 
Management and Development 
Asia (HMD Asia). A French native, 

Sophie brings over a decade of 
experience in Asia to her role, with 

senior positions throughout the region, 
particularly in boutique properties. Prior to 

joining Shinta Mani Hotels Sophie was Group Head of 
Sales with Samadhi Retreats in Kuala Lumpur. Sophie 
holds a Bachelor’s Degree in English from the University of 
Savoie in France. Based in Siem Reap, Sophie will oversee 
all matters pertaining to sales and marketing for Shinta 
Mani Hotels, as well as new properties in the pipeline.
 “As we continue to grow and develop Shinta Mani 
Hotels and the brand, Sophie’s experience at the helm 
of sales and marketing will be a strong addition to our 
team and of great value in further expanding our global 
networks,” says Indra Budiman, general manager of Shinta 
Mani Hotels. Latest developments include the new Shinta 
Mani Angkor-Bensley Collection luxury Villas that opened 
in December and Shinta Mani Wild, a tented camp with 16 
super-luxe tents opening in the South Cardamom National 
Park wilderness in Q4, 2018. 

 Spanish chef David Puig Zaragoza has 
joined The Langham, Hong Kong as 

the new executive pastry chef and he 
is determined to surprise the guests 
at Bostonian Seafood & Grill. 
With this new appointment, David 

oversees the pastry division across all 
western cuisine restaurants, as well as  

in-room dining and the catering 
operation for the five-star hotel.

  “While I am very excited to lead the creative and 
energetic team at The Langham, Hong Kong, I am 
especially amazed by the fact that art is all around the hotel 
on my arrival… perfect timing to connect my new creations 
with the diversfied art treasures in this space,” says David.
 Currently the young chef from Barcelona is translating 
the remarkable hotel artworks by Chinese and American 
contemporary artists into art-inspired desserts. 

 Four Seasons Hotel Pudong, Shanghai has announced 
the appointment of Boris Blobel as its general manager. 
Blobel joined the industry as a front office manager at 
Grand Hyatt Beijing in 2002 before moving on to Hyatt 
Regency Hangzhou as director of rooms in 2004. Another 
stint at Grand Hyatt Beijing later, Blobel joined Conrad 
Shanghai as resident manager in 2008, taking over as 
director of operations before leaving to take on the role 
of resort manager of the Conrad Maldives Rangali Island. 
From Maldives Blobel moved to Hilton Hua Hin Resort & 
Spa in Thailand and then Wanda Hotels & Resorts: Wanda 
Vista Changsha and Wanda Reign Wuhan. 
 

 Hilton has appointed Noelle Eder as executive vice 
president and chief information and digital officer. 
“You don’t get to be a leader in hospitality and digital 
technology without focusing first on your guests,” says 
Jon Witter, chief customer officer. “With Noelle we are 
embarking on the next chapter of our digital and mobile 
transformation.” Eder was chief card customer experience 
officer at Capital One Financial Corp., responsible 
for leading the digital transformation of Capital One’s 
customer experience and was for nine years at Intuit. 
Says Noelle Eder, “I am proud to be joining a team that 
has a track record of success and is taking the industry in 
new directions. Together we will ensure Hilton has the 
technology needed to support its continued global growth 
and stay at the forefront of hospitality innovation.”

 The Peninsula Bangkok is inviting guests 
to experience the Cantonese cooking of 

their new Chinese cuisine executive 
chef Ball Yau at their signature Mei 
Jiang. In a career spanning almost 25 
years, Chef Yau has worked at stellar 
Chinese restaurants and five-star hotels 

in Hong Kong, Macau and Mainland 
China. He has managed kitchens that won 

Michelin stars, and is the holder of a coveted 
Golden Chef Award. Cooking at The Peninsula Bangkok 
is Chef Yau’s first role in a non-Chinese speaking country, 
and he is excited to showcase his culinary creations to 
discerning guests from across Thailand and around the 
world. At Mei Jiang, Chef Yau is already delighting diners 
with timeless Chinese culinary traditions combined with 
contemporary flair and innovative presentations. After a 
quarter of a century of refining his craft, he is passionate 
about using fresh Chinese and locally sourced ingredients to 
create classic yet elegant flavour combinations. Chef Yau’s 
impressive career includes a successful eight-year spell with 
the Lei Garden restaurant group in Hong Kong. Widely 
recognised in Hong Kong gourmet circles as an emerging 
star, Chef Yau became head chef at Lei Garden Mongkok 
and Lei Garden Shatin. Both restaurants earned Michelin 
stars; Lei Garden Mongkok was later awarded a rare second 
Michelin star. After achieving widespread acclaim in Hong 
Kong, Chef Lau relocated to Lei Garden Macau to helm the 
kitchens at the prestigious Venetian Macau Resort, where 
he stayed for two years.
 A fluent Mandarin and Cantonese speaker, Chef Yau 
moved to Beijing in 2013 to become head chef at 1949 
Jin Bao Street, Beijing’s most stylish dining destination. 
In 2015, he relocated from China’s capital to its southern 
coastline to become executive Chinese chef at The Langham 
Shenzhen, a position he held until joining The Peninsula 
Bangkok as Chinese cuisine executive chef.

 Appointments

THE AUSTRIAN EXHIBITORS
SINGAPORE EXPO CONVENTION & EXHIBITION CENTER

ADVANTAGE AUSTRIA Singapore
T +65 6396 6350   F +65 6396 6340
E singapore@advantageaustria.org
W www.advantageaustria.org/sg

FOR MORE INFORMATION

SURPRIS
INGLY
INGENIOUS

FHA/ProWine ASIA 2018

www.advantageaustria.org

FOOD ASIA 2018  |  HALL 9

9J2-12 | Concept Fresh | www.concept-fresh.at
  Hard, soft and semi-hard cheeses
9J2-09 | Darbo | www.darbo.com
  Jams, fruit spreads, fruit syrups and honey
9H2-09 | Ennstal Milch | www.ennstalmilch.at
  TWISST Mocktails - ready-to-drink, non-alcoholic
9H2-07 | furore | www.furore.at
  The finest tastes of Austria
9J2-04 | Gasteiner | www.gasteiner.at
  Mineral water
9J2-06 | Gunz | www.gunz.cc
  Confectionery, biscuits and bakery products, pralines 
  and chocolate, snacks, prepared foods, beverages
9H2-08 | IMS Höllinger | www.hoellinger-juice.at
  BIO Höllinger
9J2-11 | Norbert Marcher | www.marcher.at
  Beef and pork
9J2-01 | SalzburgMilch | www.milch.com
  Milk products and cheese
9J2-02 | SENNA | www.senna.at
  Margarine, fats & sauces
9H2-10 | SONNENTOR | www.sonnentor.at
  Traditional and innovative organic products
9J2-07 | Vita+ | www.verival.at
  Organic mueslis, crunchys, porridges & other 
  dry food products

BAKERY & PASTRY ASIA 2018  |  HALL 1

1H2-01 | König Maschinen | www.koenig-rex.com
     Baking equipment

PROWINE ASIA 2018  |  HALL 10

10D2-02 | AlpdrinksUpsynth | www.alpdrinks.at
  Alpdrinks - the essence of the Alps
10D2-17 | FELLINGER | www.fellinger-royal.com
  High-end halal-certified sparkling beverages
10D2-20 | Hafner Wine Trading | www.hafner.co.at
  Organic wine, kosher wine and specialities 
  such as ice wine, brandy
10D2-15 | Thomas Prinz | www.prinz.cc
  Premium brandies, schnapps and liqueurs
10D2-04 | Rankel Walnuss | www.rankel.at
  Walnut liqueurs and chocolate-coated walnuts
10D2-03 | SMOOVO | www.smoovodrinks.com
  Alcoholic smoothie
10D2-01 | Tradition Mexico | www.padreazul.com
  Padre Azul, Super Premium Tequila
10D2-16 | Weingut Überacker | www.ueberacker.at
  Fresh and fruity wines
10D2-18 | Weingut Weinrieder | www.weinrieder.at
  Top-quality wines and icewines
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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/StealthAP2 to learn more and request a sample.

Hotter. Crispier. For Longer.
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