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View from the top
Adam Goldstein, president 
and COO of Royal Caribbean 
Cruises, is still chasing the Asian 
port of gold after 10 years of 
the company’s operations in 
the region. The potential never 
ends, he tells Raini Hamdi

With unicorn Airbnb and other new players foraying 
into their turf, tour operators are redesigning tours and 

boosting their innate strengths, Raini Hamdi writes  
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ANALYSIS How are travel agents in the region 
impacted by the rise of the home-sharing econo-
my, which looks set to stay even as governments 
move to regulate the market?

UNESCO WORLD HERITAGE SITES A 
guide to the 37 World Heritage Sites in SE Asia 
(right), and the potential that agents see in them

MEDICAL TOURISM South-east Asia’s 
medical tourism sector set to be in the pink of 
health, while innovative tourism suppliers com-
bine medical care with creature comforts 

SRI LANKA As global hotel chains mushroom 
across the country after the end of the civil war, 
how is the tourism sector coping? 
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Xinyi Liang-Pholsena
Editor, TTG Asia  

 liang.xinyi@ttgasia.com
 twitter.com/xinyi_pholsena

A s Airbnb begins to face stronger regulatory head-
winds around the world – with Singapore becoming 

the latest city to make it illegal to rent out private resi-
dences for short-term rentals – it’s hardly surprising that 
the home-sharing giant is seeking new ways to grow by 
broadening the range of services it can offer. 

Enter Airbnb Trips, which was launched last Novem-
ber to enable locals to offer immersive and authentic 
guided tours to travellers, which could range from a les-
son in ancient pottery in Tokyo to checking out London’s 
burlesque scene with a showgirl. 

Still in its early days, Airbnb Trips is currently a mod-
est service featuring some 500 experiences in 12 cities, 
including Los Angeles, San Francisco, Miami, Detroit, 
Havana, London, Paris, Florence, Nairobi, Cape Town, 
Tokyo and Seoul. The new product is expected to be 
rolled out to another 39 cities in the near future. 

Do tour operators have reason for worry? Not yet, if 
going by trade feedback (see page 5), and industry mem-
bers largely welcome the increased competition as they 
join in the reinvention game. 

But Airbnb Trips, like how its accommodation rental 
arm has demonstrated, could potentially face the same 
regulatory complications in its quest to be a holistic travel 
service provider. One foreseeable issue is the special li-
cence requirement for tour guiding in many countries, an 
area many incumbents in the tour operation space have 
invested in to stay legal and professional. 

And to make this business model profitable, Airbnb 
will need to scale up its Trips endeavour for millions of 
tourists to participate. And when that happens, how can 

Experiences the new frontier

 Airbnb was 
the epitome 
of sharing 
economy cool 
when it first 
started out, 
but it has lost 
its founding 
aspirations as 
it increasingly 
turns into a giant 
accommodation 
distribution for 
private landlord 
empires.

Airbnb screen against scams and rip-offs or ensure the 
safety of guests partaking in riskier activities? More im-
portantly, will it be able to sustain its identity and the so-
cial value its service purports to bring?

Airbnb was the epitome of sharing economy cool when 
it started out, but it has lost its founding aspirations as it 
increasingly turns into a giant accommodation distribu-
tion for private landlord empires. I’m saying that because 
friends who are Airbnb hosts are typically not renting out 
an empty room but an idle apartment(s) in their buy-to-
let portfolios, while some are even relying on companies 
to manage their apartments on Airbnb. 

Where’s the ‘live like a local’ selling point as touted by 
Airbnb? I’m attracted to the social promise of the sharing 
economy, but I’m also disappointed by the non-sharing 
phenomenon that is becoming more apparent for Airbnb. 

But one thing for sure, the quest for enriching and en-
gaging experiences cut across savvy travellers of all ages, 
so greater competition in the tour operating space may 
foster the development of a more mature, responsible 
tourism worldwide. 

So will Airbnb Trips live up to its idealistic frame of the 
sharing economy and revolutionise the travel and tour-
ism industry? The jury’s still out. 

mailto:liang.xinyi@ttgasia.com
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Analysis

Additional reporting by S Puvaneswary, 
Paige Lee Pei Qi and Mimi Hudoyo 

O
ne of the local experiences of-
fered on Triip.me, a peer-to-
peer online startup that has 
amassed over 6,000 local ex-

perts in 660 cities in 98 countries, beckons 
travellers to Taste the Weirdness of Hong 
Kong. In three hours, Hong Kong resident 
Bella will take them through such unique 
experiences as tasting turtle jelly and 
snake soup, and ‘petty person beating’ – a 
living culture in Hong Kong where, under 
a flyover called Ngo Keng Kiu, profession-
al old ladies will ‘beat’ the ‘petty person’ 
(boss, jealous friend, for some maybe even 
Trump) out of their life with a shoe.

It’s hard to imagine how ‘experiences’, 
compared with mere tours, will not ap-
peal to tourists who want to ‘live there’. 
With the launch of Airbnb Trips last mid-
November, this sharing economy space 
is unlikely to go away. At launch, Airbnb 
had claimed 500 experiences in 12 cities 
worldwide, and tour operators recognise 
it’s just a matter of time before more Asian 
experiences will be offered and possibly 
too by unicorns such as Google. 

“Looking at the roll-out plans of Airbnb 
Trips, the focus is more into Europe, the 
US and South America, but Asia will be 
on their radar,” said Niels Steeman, Asian 
Trails Group e-commerce and marketing 
manager, who expects “a rumble” in the 
tours industry, just as vacation rentals has 
disrupted the hotel sector.

New vs traditional 
Asian tour operators are watching the de-
velopment keenly but believe it will take 
a lot for the new players to disrupt their 
bread and butter. 

Buffalo Tours has reinvented the image 
of the tour guide as someone in a coach 
who dishes out historical facts to passive 
tourists,  to “real life” people – a colourful 
restaurant owner, a passionate art cura-
tor, etc – who take insights-hungry clients 
into their lives. 

As far back as in 2014, Buffalo Tours 
started adapting to new tourist desires by 
launching Local Life, featuring tours con-
necting clients with local communities. A 
lot of these tours are done on foot, bicycle 
or other forms of public transport. Local 
Life was followed by Essence in 2015, of-
fering more private touring, and Master-
class last year, featuring even more unique 
experiences such as a date with the winner 
of MasterChef  Indonesia.

Being on the ground, knowing the 
hidden places, having the local contacts – 
“that’s where DMCs can control the expe-
rience better than an OTA”, said Masson.

Asian Trails has also reinvented tours by 
developing the Explore Asia programmes 
which are designed to deliver out-of-the-
ordinary tours for couples, families and 
those seeking new roads within existing 
destinations. “The market demand (not 
Airbnb) constantly pushes us to deliver 
something new,” Steeman said.

Branding
Others believe it is also time to up their 
game in branding and marketing, which 
players such as Airbnb does with wizardry. 
A retail agency, Urban Rhythms Tour Ad-
ventures & Travel, Malaysia, is investing 
heavily on drones and video publishing 
software to showcase its specialised in-
bound tours such as mountain climbing, 
extreme sports and diving. 

Director Nigel Wong explained: “The 
segment of consumers who are attracted 
to (the new players) are technology-savvy, 
looking for a convenient way to plan their 
holiday without having to spend much. To 
compete with these disruptors and others 
who use Facebook and claim to be local 
experts selling tours, or even specialised 

With unicorn Airbnb and new players foraying into their turf, traditional players 
are redesigning tours and boosting their strengths, Raini Hamdi writes  

The reinvention of tours

Matt Masson, managing director of Buf-
falo Tours in Singapore, pointed out that 
the knowledge, experience and connec-
tions of a DMC are hard to beat. 

“There’s a lot of attention in the tours 
and activities space. That’s the stronghold 
of tour operators and DMCs. 

“But I think with Airbnb specifically, 
it’s a big challenge from just letting out a 
spare room to actually giving a half, full-
day or even two- or three-day tours. A lot 
of training needs to go into that, to deliver 
the kind of experience DMCs deliver. I 
know the amount of effort we put in, 
from guide and driver training, to the au-
dits that we do to make sure all our experi-
ences are safe. There’s a lot of intelligence 
behind it and it will take time for other 
players to build that kind of  knowledge,” 
said Masson.

Another strength of traditional players 
lies in a key word, assurance, particularly 
in current times when crises are common. 
A traveller is assured that in the case of an 
emergency, there is always the travel agent 
or the land operator to turn to which 
Airbnb Trips may not necessarily provide, 
said Dynasty Travel Singapore’s managing 
director Clifford Neo.

And just as in home sharing, there are 
issues of licensing and safety standards. 
Said Steeman: “What worries us is, as soon 
as they operate tours, hosts become tour 
operators. In many countries within the 
Asian Trails Group, you need an appropri-
ate licence to be a guide or tour operator. 
Another big issue is the insurance coverage 
of the organisers, should anything happen. 
At Asian Trails, we offer immersive local 
trips that are off-the-beaten track, but with 
the security of operating fully-licensed and 
fully-insured operations.”

Boosting strengths
With the trips sharing economy being a 
potential disruptor, tour operators are 
boosting their strengths, rethinking strat-
egies and remaking tours. 

Just like in the peer-to-peer space, 

Triip.me has more than 6,000 local experts in 660 cities in 98 countries, none of whom it owns

activities such as birding and diving, we 
have taken steps to revamp the way we 
market and brand our products and ser-
vices. We started our first shooting in early 
February to promote soft adventure in Sa-
bah, which includes mountain climbing, 
ecolodge stays and wildlife spotting. These 
videos will be uploaded on our website 
and we hope it will entice potential clients 
that we offer top-notch service and com-
petitive pricing.”

Agreeing, Agustinus Pake Seko, presi-
dent director of Bayu Buana Travel, In-
donesia, urged tour operators to focus on 
building “a solid brand”. 

“At the end of the day I believe the 
customer values reliability over pricing.
We also need to (evolve) our distribution 
channel. We cannot rely on the conven-
tional method only. We need to develop 
an omni-channel strategy to make sure 
our products and services can be accessed 
conveniently,” he said.

Yet others believe they should focus on 
the higher-yield clientele, seeing that the 
trips sharing economy is more for low-
budget, free-and-easy travellers who are 
willing to take risks and do not mind the 
hassle of making their own travel plans. 

Said Jaclyn Yeoh, managing director 
of Siam Express in Singapore: “Travellers 
in this high-end spectrum still need the 
expertise of travel agents. What we can 
provide that Airbnb Trips cannot is our 
personal human touch and experience.” 

It’s a big challenge 
from just letting out a 
spare room to actually 
giving a half, full-day or 
even two- or three-day 
tours. A lot of training 
needs to go into that. 
Matt Masson  
Managing director, Buffalo Tours Singapore 

You need an appro-
priate licence to be a 
guide or tour operator. 
Another big issue is 
the insurance cover-
age of the organisers. 
Niels Steeman
E-commerce and marketing manager,  
Asian Trails Group
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the insurance cover-
age of the organisers. 
Niels Steeman
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THREE BRANDNEW TTG LAUNCHES COMING YOUR WAY
MAY 2017 | TTG SHOW DAILY: ITB CHINA 2017
If you are heading up to the very first ITB China in 
Shanghai, look out for TTG’s three-issue Official 
Show Daily from May 10 to 12 at the event venues 
and official hotels each morning. Expect LIVE 
bilingual English and Chinese news coverage and 
snapshots by TTG’s award-winning editorial team. 
Exhibitors keen to be in the event’s ONLY dailies 
must secure their space by March. 

SPECIAL ASEAN 50th ANNIVERSARY EDITIONS 
JULY 2017 | ASEAN HOTELS
AUGUST 2017 | ASEAN CRUISES
These latest titles in the ASEAN 50th anniversary series will 
spotlight must-know hospitality brands and cruise lines in the 
region. The hotel edition will arm agents with insider knowl-
edge on the region’s must-know hospitality brands, while the 
cruise edition will guide agents on all they need to know to get  
passengers on-board cruises. Savvy hoteliers and cruise lines 
who want to be at the forefront among agents in these guides 
must reach out to us by May and June respectively. Contact us at traveltradesales@ttgasia.com

PLUS Bonus Circulation At  
2017 Major Trade Shows
including ITB Asia, PATA Travel Mart, IT&CM 

Asia-Pacific and CTW Asia-Pacific and MORE

SETTING SAIL IN AUGUST 2017

TRADE MEDIA PARTNER OF

The Supplement That Equips Agents To Sell Cruises
The Cruise market in ASEAN is hotter than ever! 

With a bevy of regional and international cruise lines offering itineraries with a growing 
list of ASEAN homeports and ports of call, 

this supplement will arm agents with all they need to know to get passengers onboard!

ASEAN 
CRUISES

A SPECIAL EDITION
IN CONJUNCTION WITH  

ASEAN’S 50TH ANNIVERSARY

+

14,500

40,00040,000  
DIGITAL CIRCULATION

Globally

14,500  
PRINT COPIES 

to TTG Asia Subscribers Across Asia-Pacific
(alongside TTG Asia August 2017)

PLUS Bonus Circulation At  
2017 Major Trade Shows
including ITB Asia, PATA Travel Mart, IT&CM 

Asia-Pacific and CTW Asia-Pacific and MORE

OPENING ON JULY 2017

TRADE MEDIA PARTNER OF

The Supplement That Profiles ASEAN’s Must-Know 
Hospitality Brands

Mergers, acquisitions, new hotel brands, new properties, re-branded properties ... 
So dynamic and diverse is ASEAN’s hospitality industry that it is no wonder 

even industry players themselves are finding it hard to keep up. 

This supplement guides agents on the region’s must-know hospitality brands – from international 
and local hotel chains, to independent properties and serviced apartments – with a special bonus 
treat. Irresistible travel agent and media-only rates to experience and celebrate ASEAN@50 with!

A SPECIAL EDITION
IN CONJUNCTION WITH  

ASEAN’S 50TH ANNIVERSARY

+

ASEAN 
HOTELS

14,50014,500  
PRINT COPIES 

to TTG Asia Subscribers Across Asia-Pacific
(alongside TTG Asia July 2017)

40,00040,000  
DIGITAL CIRCULATION

Globally

9,000 Print Copies on site + 
   70,000 e-copies

across China, Asia-Pacific & Globe
   70,000 

Award-winning 
& authoritative editorial team

10-12 May 2017
Shanghai World Expo and Exhibition Center 
上海世博展览馆 
Shanghai | China 
上海 | 中国

43 years 
of publishing 
strength

10, 11 & 12 May
3 ISSUE DAYS

ONLY OFFICIALONLY OFFICIALTHE ONLY OFFICIAL SHOW DAILY  
OF ITB CHINA 2017

唯一官方ITB国际旅游交易会唯一官方日报
Bilingual ENG/CH Content 中英双语

TTG Travel Trade Publishing  
Trade Media Partner

Analysis

“But developing cruise tourism is a 
multilateral effort. We need to develop 
port infrastructure to receive bigger and 
newer ships. We need to work with cruise 
providers to create attractive alternative 
itineraries with multiple stops for tourists. 
Singapore is happy to be the lead coor-
dinator for the ASEAN Cruise Develop-
ment Initiative. We need to work together 
closely to make these happen, and harness 
opportunities under the Cruise South-east 
Asia brand.”

Singapore as anchor
According to data from Singapore Tour-
ism Board (STB), Singapore saw a 16 per 
cent increase in cruise passenger through-
put to 1.2 million last year at its two cruise 
terminals. The number of ship calls in-
creased seven per cent from 385 to 411, of 
which 10 were maiden calls. 

As cruising is multilateral, this growth 
benefits not just Singapore but the region, 
and the Lion City has long been per-
suading its neighbours to keep their eyes 
peeled on the cruise market. 

Thatcher Brown, president of Dream 
Cruises – which announced at ATF the 
deployment of its Genting Dream for 
year-round homeporting in Singapore 
from December 3 – described Singapore’s 
commitment to the cruise/tourism indus-
try as “steadfast”.  

Basing the 151,300-tonne cruise ship 
with a capacity for over 3,300 passengers 
in Singapore reflects Dream Cruises’ con-
fidence in the region, he said. Singapore’s 
excellent cruise and tourism infrastruc-
ture and prime geographic location make 

Cruise development is expected to pick up in South-east Asia with 
ASEAN agreeing to develop a joint declaration on cruise tourism, 
report Raini Hamdi and Rosa Ocampo

A raft for ASEAN cruising

TTG Travel Trade Publishing  
Trade Media Partner

A 
raft has been floated for South-
east Asia’s cruise development 
in the form of an agreement 
among ASEAN tourism min-

isters to develop a joint declaration on 
cruise tourism.

The declaration will set out the “princi-
ples to spur port and destination develop-
ment in the region, and further encourage 
industry stakeholders to collaborate and 
grow cruise tourism in the region”, ac-
cording to a joint media statement of the 
mnisters’ 20th meeting during the recent 
ATF in Singapore.

Prior to the agreement, Singapore, 
ASEAN’s lead coordinator for cruise de-
velopment, held an inaugural cruise dia-
logue where the ministers heard that the 
number of cruise passengers in South-
east Asia is expected to reach 4.5 million 
in 2035. Aside from growth potential, the 
dialogue also cited examples of cruise port 
development projects around the world 
and examined how cruise lines and enti-
ties like the World Bank could partner the 
ASEAN member states to support cruise 
port development. 

At ATF’s opening gala dinner, Singa-
pore’s prime minister Lee Hsien Loong 
urged ASEAN to build up cruise tourism.  
Said Lee: “This is growing in popularity in 
North Asia and Australia. ASEAN is well 
placed to promote cruise tourism. We 
have archipelagos in ASEAN to rival the 
Aegean, the Caribbean or the South Pa-
cific. We have year-round tropical weather 
and calm waters. We have diverse and at-
tractive destinations within short sailing 
distances. 

derway, focused on adding and improving 
port facilities, easing entry procedures, 
creating exciting tour packages and offer-
ing new destinations.

This comes on the heels of Star Cruises’ 
2,400-pax Superstar Virgo making Ma-
nila its homeport – the first cruise ship to 
do so – from March to May. It will sail on 
6D/5N journeys to Laoag in Ilocos Norte, 
Hong Kong and Kaohsiung in Taiwan.

Tourism undersecretary Benito Beng-
zon Jr, who also heads the Cruise Tourism 
Development Committee of the Philip-
pines, said a key element of the strategy 
is to build new dedicated cruise facilities, 
especially in Manila. 

“A superior cruise port and terminal 
in the capital, with its extensive airlift and 
ground facilities, will create a compelling 
reason for large ships to (dock in) the 
Philippines,” explained Bengzon.

Commissioned by the US Agency for 
International Development and the Phil-
ippine Department of Tourism (DoT), 
the draft cruise strategy presented by 
Chart Management Consulting also iden-
tified developments in the Turquoise Tri-
angle linking Manila, Boracay and Puerto 
Princesa in Palawan. 

A potential cruise destination in the 
north of Luzon, where ships departing 
East Asian hubs can arrive after one day 
at sea, was also pinpointed in the strategy.

With Superstar Virgo making 15 voyag-
es from Manila, the DoT expects a growth 
in port calls in the Philippines this year to 
at least 105 with 86,000 pax, up from 72 
port calls with 72,350 pax last year.

it the ideal homeport to develop five-night 
itineraries that can reach multiple ASEAN 
destinations, he added. 

Brown also believed that as the first 
Asian luxury cruise ship, Genting Dream 
will soon be “a Singapore and ASEAN 
icon”, inspiring sophisticated travellers 
from Singapore and the rest of the region 
to cruise while enlarging the broader Asia-
Pacific fly-cruise market.  

The ship will call at more than 10 ports 
in Singapore, Malaysia, Indonesia, Thai-
land and Vietnam in 2018.

Who’s active?
Indonesia and the Philippines are two 
ASEAN countries that are actively pursu-
ing the cruise market. 

Indonesia wants to promote devel-
opments in Bali and beyond, and is 
prioritising infrastructure in five ports – 
Tanjung Priok, Tanjung Perak, Belawan, 
Makassar and Benoa Bali – to allow them 
to berth larger cruise ships. Indonesia is 
also reviewing the consistency 
of its immigration clearance 
across all checkpoints to 
support the cruise indus-
try.

A new National 
Cruise Tourism De-
velopment Strategy to 
attract more cruises to 
the Philippines is un-
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Cruise stakeholders 
Brown (right) and 

Bengazon Jr (far right) 
excited over ASEAN 

prospects
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10 NEED TO KNOW’S ABOUT ADAM GOLDSTEIN
 Who’s in your family? My wife 

Cheryl, my son David and my daughter 
Julie.

 What do you do for fun? Com-
petitive running, table tennis, rowing and 
travelling

 Your ideal vacation? Anywhere in 

the world with our ‘vacation gang’ of my 
law school friends and our families

 How do you book your own leisure 
trips? My wife is a wizard at travel book-
ings, having once run the air/sea depart-
ment at Royal Caribbean

 What are you reading right now? The 

Ten years ago, Adam Goldstein unlocked the Asian 
cruise market potential for Royal Caribbean Cruises 

(RCC) and made Singapore the regional homeport for 
the line. Raini Hamdi catches up with the president 
and COO of RCC, recalls his views from the first inter-

view over a decade ago and asks, what’s next?

Welcome back to Singapore, Adam.
It’s good to be back...I remember I was 
speaking at the first or second Seatrade 
(conference) in Singapore and the ques-
tion was, ‘how many people will cruise 
in Asia in year 2000?’. Of course you’d 
want to say a big number as if you say a 
small number, you might not get invited 
to speak again. The market was then may 
be 200,000 passengers or not even for all 
of Asia and when we thought it would 
grow to a million, we assumed it must 
come mostly from Japan. That’s what I 
was thinking. Then I realised there was a 
map on the projection and I looked at it 
and noticed that China was not marked. 
Whoever made that map literally could 
not imagine that China would be a source 
market for cruises. And now it’s the fast-
est-growing market and spurring the 
growth in the region.

Looking back, what’s the one thing you 
wish the company had done?
Like anything that turns out to be a good 
thing, you wish you could have done it 
faster, that’s the nature of life (laughs). 

If you ask what we were doing before 
2007 when we declared Singapore as our 
regional headquarters in Asia, we were 
spending a tremendous amount of time 
building our presence in Europe, while 
continuing to build our presence in North 
America and the Caribbean. In the years 
prior, we were introducing all of the Voy-
ager, Radiance, Celebrity and Millennium 
class cruise ships, so we were very busy. 
The last 10 years were really our time to 
focus on the opportunity here and also, to 
be fair, the rise of income level and out-
bound travel that have propelled this re-
gion to the forefront of travel & tourism 
has really occurred in the last 10-15 years. 
We’ve been a leader and beneficiary of 
that and we hope someday Asia will move 
down a path to be either the largest cruise 
region in the world or right up there.

Yet in the 10 years, Asia has grown to 
around 2.2 million cruise passengers, 
a fraction of the 24 million worldwide. 
Shouldn’t it be bigger, considering the 
masses that travel by air?
We always think it should have grown 
faster, we’re impatient. We know what a 
great vacation a cruise is and what won-
derful value it is, and we always think 
people should catch onto it faster. But life 
isn’t that easy and we have a lot of work 
to do to build up an appropriate level of 
consumer awareness and knowledgeable 
and supportive distribution. 

If you think abut it, there’s something 
like 1.2 billion international person trips 
and 24 million cruise passengers, so that’s 
a two per cent share of international trav-
el. There are a lot of options based on land 
around the world and we respect the fact 
people choose those options all the time. 
But we want to make sure people under-
stand what the cruise proposition means 
and that they will choose it often.

Can Asia be the biggest cruise market?
I know it’s exciting to talk about whether 
Asia can be the largest region of cruising 
or whether China as a country can be the 
largest source market. Right now with the 
US providing 12 million cruise passengers 
a year, and the rest of the world providing 
another 12 million a year, it’s clearly going 
to take a long time before any market dis-
places the US as the no. 1 cruising market. 
We don’t really obsess about that. We just 
know that the opportunity to increase the 
Asia cruise market by one to five million 
customers per year is real. Like everywhere 
else in the world our Asian customers love 
their cruises. We just need to do a better 
job of attracting them, of marketing and 
selling, of working with travel agents, to 
compete with all the other choices that 
they have.

But much of Asia does not have the 
ports to support the big ships you have.
It is absolutely clear that the continued de-
velopment of cruise infrastructure is one 
of the most signficant challenges we face 
as an industry. 

And because our industry isn’t so well 
understood yet, we have to be proactive in 
our outreach to governments and inves-
tors, to say what we believe the opportu-
nity is, why the infrastructure is needed 
both in the homeports and in the ports 
of call, to discuss solutions to overcome 
these challenges. Because unless we have 
places we can take the customers to, where 
the right ships are capable of docking or 
anchoring, and the right tour products 
and destination experiences, we are not 
going to grow how we wish to.

Do you invest in port infrastructure and 
are you planning to in Asia?
Yes, we either are the most active cruise 
company in cruise-related commercial 
development, or we’re certainly right up 
there and we are constantly in a dialogue 
with governments and investor groups 
about finding solutions to infrastructure 
challenges.

Yes we are planning to invest in the re-
gion in commercial development without 
question and when the time is right to an-
nounce it, we aren’t shy to do so.

What’s your take on ASEAN specifically?
Singapore as a hub of the ASEAN region 
has an instrumental role to play in the 
overall development of the Asia-Pacific 
cruise sector. With Sydney in the south, 
Singapore more or less in the centre and 
China homeports in the north, these are 
the crucial centres of cruise activities. 
There will be other homeports and cruises 
over the course of time but these are the 
ones propelling the cruise industry today. 

Singapore, like Sydney, needs to pro-
vide warm weather cruise options that 
complement the China cruise market. 
ASEAN too in itself has over 600 million 
people in it and is a growing region eco-
nomically.

Economist, as always
 How do you stay healthy? Constant 

training with my running coach
 Favourite food? Pad Thai
 A bad habit you cannot kick? Choco-

late croissants
 Your pet peeve, something that never 

fails to annoy you? When a colleague 
has no point of view on a way forward

 Most people don’t know that 
you…have season tickets to the 
Philadelphia Eagles (American) football 
games despite living 900 miles from the 
stadium

I guess even in North America you are still developing the new-to-cruise market.
Yes, right now, even in North America, where there are about 12 million cruise passen-
gers a year. We know there are millions of people in North America who have the where-
withal to cruise, would love it if they did and who almost certainly now have friends 
and family members telling them what a great thing it is – and still they haven’t cruised!

So obviously in Asia we have a long way ahead of us, but the sheer numbers that 
reflect the opportunity in this part of the world are so immense that it is well worth our 
effort to pursue that.

Is it a question of patience, or the industry doing a poor job at selling cruises?
One element is patience. We can’t expect that Asia will be this year everything it can be. 
Most people still don’t know what a cruise is. Most travel agents still aren’t comfortable 
to distribute them, recommend them. We’ve made progress and I’m sure we will make a 
lot of progress in 2017 as a company. 

Here in Singapore for example Royal Caribbean (International) has its most exten-
sive programme of cruises in a year, including a brand new ship, Ovation of the Seas. 
There’s going to be more capacity in Asia, more itinerary varieties, different types of 
ships, newer ships than ever before, so it’s going to be a year of progress in the region.

Chasing  a 
port of gold

View from the top
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CHAN BROTHERS TRAVEL ROLLS OUT CAMPERVAN HOLIDAYS
Singapore’s Chan Brothers Travel has introduced Campervan Convoys to its of Free & Easy+ 
holidays. A feature of this mode of travel is the flexibility, where travellers can stop at any 
attraction that catches their interest, cook up a meal within the campervan and stop for a 
scenic break wherever.

Campervan Convoys are fully escorted by a guide from Singapore throughout the entire 
journey. Drivers can travel at a comfortable pace and meet at pre-set destinations along the 
way. 

Supplied in the campervan are linen and bedding, kitchen essentials, including crockery, 
cutlery and cooking utensils, plus all general living gear. Some campervans also come with a 
DVD player and a flatscreen TV.

Need ideas on what to buy? Take your pick and load your 
cart with the array of new products showcased on this pageShop

HOTELS

BEST WESTERN THOUSAND 
ISLAND HOTEL, MYANMAR
Best Western has opened its doors on the 
riverfront in Nyaung Shwe, gateway city to the 
UNESCO-designated Inle Lake. The hotel’s 
48 rooms feature free Wi-Fi, flatscreen TVs 
with international channels, complimentary 
coffee and tea, and safety boxes. Amenities at 
the property include a billiard room, hot tub, 
riverfront café and rooftop bar.

CROWNE PLAZA VIENTIANE,  
LAOS
InterContinental Hotels Group’s first property 
in the country is the 197-room Crowne 
Plaza Vientiane which has opened along 
Samsenthai Road in the capital. Amenities 
at the hotel include a spa, 24-hour fitness 
centre, outdoor infinity pool, complimentary 
Wi-Fi, a beer garden, two restaurants, a 
ballroom and six meeting spaces.

FAIRMONT CHENGDU, CHINA
Located on Tianfu Middle Avenue, Fairmont 
Chengdu offers 336 guestrooms and suites 
with panoramic views of the city skyline. 
Facilities include a fitness centre, indoor 
swimming pool, the signature Willow Stream 
Spa and four restaurants. Meeting spaces 
include 11 meeting rooms and function 
areas, as well as a 730m2 grand ballroom 
with an adjoining VIP room.

J7 HOTEL, CAMBODIA 
Standing next to Siem Reap’s Royal Palace 
and a 15-minute drive from the Angkor 
Archaeological Park, the J7 Hotel boasts 
90 rooms and suites – all of which come 
with Internet TV and complimentary Wi-Fi. 
Facilities include seven F&B options, a 
children’s play area, gym, spa, sauna and 
steam rooms, and an outdoor swimming pool 
complete with five Jacuzzis.

AIRASIA X’S NEW HAWAII FLIGHTS LINK MALAYSIA TO THE US
AirAsia X has received clearance from the Federal Aviation Authority to fly to the US, and 
will begin four-times-weekly flights to Honolulu, via Kansai International Airport, from June 
28, 2017. No other Malaysian carrier currently flies to the US.

TURKISH AIRLINES TO BEGIN PHUKET FLIGHTS COME JULY
Turkish Airlines will begin four-times-weekly flights between Istanbul and Phuket from July 
17, 2017. The flight will depart Istanbul on Mondays, Thursdays, Saturdays and Sundays 
at 14.30, and arrive in Phuket at 04.00 the following day. The return leg will operate on 
Mondays, Tuesdays, Fridays and Sundays, and will depart from Phuket at 05.30 and land 
in Istanbul at 12.00.

 
VIETJET TO COMMENCE DANANGSEOUL ROUTE IN MAY
VietJet will commence daily services between Danang and Seoul on May 31, 2017. 
Danang is the fourth destination in Vietnam to be connected to Seoul, after Ho 
Chi Minh City, Hanoi and Hai Phong. The flight will depart at Danang 23.45 and 
arrive in Seoul at 06.00. The 
return flight will take off at 
07.00 and land at 09.40 in 
Danang. 

TRANSPORTATION

TECHNOLOGY

ACTIVITY

VietJet will commence daily services between Danang and Seoul on May 31, 2017. 
Danang is the fourth destination in Vietnam to be connected to Seoul, after Ho 
Chi Minh City, Hanoi and Hai Phong. The flight will depart at Danang 23.45 and 
arrive in Seoul at 06.00. The 

NEW ELEARNING PLATFORM FOR AGENTS LAUNCHED Academy is designed to instil in agents a 
greater understanding and confidence in 
selling, from comprehending the depth of 
TTC’s global network to the scope of travel 
solutions available for their customers. Cur-
rently comprising four introductory courses 

The Travel Corporation (TTC) has launched 
the TTC Agent Academy, a new training 
initiative for travel consultants. The e-learning 
platform showcases TTC’s four core brands 
– Trafalgar, Contiki, Insight Vacations and 

Uniworld – via a series of interactive, user-
friendly modules and is complemented with 
a 90-second video animation highlighting the 
key benefits.

Accessible online 24/7, the TTC Agent 

of immersive information, the programme will 
be updated at frequent intervals across each 
of the four brands.

Upon successful completion of each 
module, agents can access downloadable 
certificates of accreditation.
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Our planet is facing growing challenges: climate change, depleted resources, and species dying out. 
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On the radar
Learn from the experts, take heed of technology 

currently shaping the travel landscape and pick up 
new ideas on how to do business better 

One ticket to rule them all
INNOVATORS  By Paige Lee Pei Qi

WHO GlobalTix was founded by a pair of 
tech-savvy Singaporean brothers passion-
ate to use the latest technology to develop 
the tourism industry. Chan Chee Chong 
leads the company as CEO, and was previ-
ously with the Mount Faber Leisure Group, 
Sentosa Development Corporation and Sin-
gapore Airlines. Chan Chee Kong, previously 
from the finance sector, is responsible for 
the operations and international expansion 
as COO. 

WHAT GlobalTix is a new electronic ticket-
ing software that aims to be a one-stop 
ticket wholesaler for travel agents, who 
can use it to create customised destination 
packages for their clients. The company was 
founded in late-2013 and started operations 
in mid-2014, before officially launching in 
late-2016.

This cloud-based platform serves to 
eliminate multi-distribution channels by 
providing a common marketplace for travel 
partners and merchants to bundle tours and 
activities, track real-time sales, manage dis-
tribution and pricing channels, and provide 
finance and data analytics.

Aside from agents, merchants also have 
access to a real-time pricing management 
system that creates promotion codes for 
last-minute sales or bundles, sets different 
price tiers for different agents, and manages 
inventory and capacity.

And instead of paper vouchers, travel 
consumers can now have their day trips and 
venue tickets combined in a single QR code. 
Group bookings can likewise be combined 
into one QR code.

WHY The platform came to conception 
when Chee Chong, as a former outstation 
manager with SIA, saw a gap in the industry. 
Airlines and hotels could expand their dis-
tribution base individually via mega search 
engines, but this was not the case for the 
tour and activity segment.

Chan said: “We saw the opportunity to 
help bring all players in the tourism segment 
together onto a common platform, and 
make use of technology to unite them.”

The startup successfully raised US$2 
million in series A funding in August 2016, 
anchored by seasoned investor Tan Chin 
Hwee who invested on behalf of Mount Sinai 
Capital, plus other prominent industry pro-
fessionals. It also received support from the 
Singapore Tourism Board under the NTO’s 
Business Improvement Fund.  

TARGET GlobalTix already counts such ma-
jor travel players as JTB, HanaTour and GTA 
its partners, and is currently working with 
major attractions in Singapore such as Uni-
versal Studios Singapore, Wildlife Reserves 
Group, Gardens by the Bay and Singapore 
Airlines, and more than 200 travel partners.

The founders are also looking to expand 
into other cities such as Phuket, Hong Kong 
and Taipei as part of their growth strategy. 
Currently, GlobalTix is already invested in 
countries such as Thailand (Bangkok), Japan 
(Tokyo and Osaka), Indonesia (Bali and 
Bintan) and Singapore. 

The Chan brothers (centre) and team of GlobalTix
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Intelligence Outbound travel from Asia-Pacific remains a robust sector, with both 
Mastercard and Sojern capturing some of the market highlights

APAC’s booming outbound travel Spring search trends for Asia
In Asia-Pacific, outbound travellers from emerging 
markets currently outnumber those from devel-
oped markets by 1.5 times, according to the Future 
of Outbound Travel in Asia Pacific (2016 to 2021) 
report by Mastercard. This figure is poised to grow 
more than twice as fast over the next five years (7.6 
per cent vs. 3.3 per cent CAGR). 

Collectively, Asia-Pacific markets are expected to 
grow six per cent annually from 2016 to 2021. 

China, unsurprisingly, is expected to be the larg-
est outbound travel market in 2021 with 103.4 
million trips – constituting 40 per cent of all Asia 
Pacific outbound travel – nearly four times that of 
South Korea (25.6 million) and India (21.5 million) 
in second and third spots respectively. 

Forecasted international outbound trips  
from the top 10 Asia-Pacific markets by 2021
1 China 103.4 million
2 South Korea 25.6 million  
3 India 21.5 million
4 Japan 19.4 million  
5 Taiwan 16.3 million  
6 Malaysia 14.2 million 
7 Australia 11.8 million
8 Singapore 11.7 million 
9 Indonesia 10.6 million
10 Thailand 9.1 million 

Among the emerging markets, Myanmar is pro-
jected to be the fastest-growing outbound travel 
market with a 10.6 per cent annual growth rate 
over the next five years, followed by Vietnam (9.5 
per cent), Indonesia (8.6 per cent), China (8.5 per 
cent) and India (8.2 per cent). 

Sojern analysed search and booking data in 1Q2017 to see the spring 
search trends of Asia-Pacific and shines on spotlight on April travel.

 Shorthaul       Longhaul

Top five destinations

Singapore London
Bangkok Los Angeles
Tokyo Paris
Taipei  New York City
Osaka Dubai

Among developed Asia-Pacific markets, the 
fastest growing are South Korea (3.8 per cent), fol-
lowed by Singapore (3.5 per cent), Australia (3.5 
per cent) and New Zealand (3.4 per cent). 

Forecasted top 10 fastest-growing Asia Pacific 
markets by international outbound trips  
(2016-2021 CAGR) 
1 Myanmar 10.6%
2 Vietnam 9.5%
3 Indonesia 8.6% 
4 China 8.5%
5 India 8.2%
6 Sri Lanka 6.1%
7 Thailand 4.8%
8 Philippines 4.4%
9 South Korea 3.8%
10 Australia/Singapore/Malaysia 3.5%  
 
By 2021, all developed markets in Asia-Pacific 

(except for Japan) will have a ratio of over 100 per 
cent for outbound travel trips to total number of 
households. Households in Singapore (693.6 per 
cent), Hong Kong (248.9 per cent) and Taiwan 
(232 per cent) have the highest propensity to travel 
abroad. 

Among emerging markets, Malaysia is expected 
to record the highest ratio of 198.7 per cent by 
2021, whereas India (7.3 per cent), Bangladesh (7.4 
per cent), Myanmar (14.6 per cent) and Indone-
sia (15.4 per cent) are among the lowest, indicat-
ing strong growth potential for outbound travel in 
these markets over the next 10 to 20 years, assum-
ing an increasing propensity to travel is combined 
with a healthy increase in households. 

Asia-Pacific countries, like Sin-
gapore, observe Good Friday 
(April 14) as a public holiday. 
With the Friday off, the 13th, 
the Thursday before Easter, be-
comes one of the most popular 
dates searched for departures. 
Also, April 29 kicks off Golden 
Week in Japan, resulting in many 
searches that sees the date crack-
ing the top three for departures.

Party size

19% 14%17% 9%67% 74%
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When politics means business 

Report Business travel

Business travel 
stakeholders discuss 
how recent political 
events are affecting the 
global landscape and 
share their outlook on 
Asia’s business travel 
sector. By Xinyi Liang-
Pholsena and Paige 
Lee Pei Qi

What impacts do you see the Brexit 
vote and the new Trump administra-
tion having on business travel?

Jager ForwardKeys’ data already shows 
a significant global reaction to Trump’s 
travel ban, but whether it’s detrimental 
overall is still evolving.

Business bookings from the Middle 
East to the US were down 31 per cent 
for the week of January 28 to February 
3, 2017 (the travel ban was announced 
on January 27), compared with the same 
week last year, with Egypt (-29 per cent), 
Saudi Arabia (-37 per cent), Qatar (-53 
per cent), the UAE (-33 per cent) and 
Iraq (-87 per cent).

Also, US border control is requiring 
travellers to declare all trips made to 
Iran, Iraq and Syria since 2011 when ap-
plying for visas or entry permits under 
the visa waiver programme.

McCormick The longer-term impact of 
Brexit still remains to be seen. Specific 
impacts on business travel include new 
waves of uncertainty, and the end of 
open skies for European carriers may 
result in fewer flights and higher fares, 
among other issues. 

Tang It is too early to tell… but we are 
cautiously optimistic about their impact 
on corporate travel. Trump has just be-
come US president with no real policy 
formalised yet; the timeline for UK of-
ficial triggering of Lisbon Treaty article 
50 is yet to be determined; and France’s 
election is still in the early stages. 

(That said), the highly-probable re-
instatement of “US Protectionism” by 

Trump could impact the import and ex-
port industry (and hit business travel). 

Croley 2016 was undoubtedly a tough 
year for corporate travel, and the geopo-
litical situation around the world looks 
to continue in 2017. Expectations for the 
greenback to appreciate further will im-
pact travel to the US, while Britain’s exit 
from the EU poses uncertainties to the 
pound as the UK government negotiates 
access to the European aviation market, 
travel within the EU, etc. 

There’s a general cautiousness across 
most sectors, with businesses managing 
their budgets more carefully. Banking is 
one sector affected by political events, 
e.g. London’s status as the financial capi-
tal of the world will be impacted because 
of Brexit. The oil and gas sector has also 
been affected, although the outlook may 
become more positive with recent gains 
in petroleum prices. Overall, managed 
travel is under greater pressure.

Lee Global trade has fuelled growth for 
the past decades. (With events that dis-
rupt global trade relations), economies 
and corporates may take some time 
to adapt to a new normal, including 
through the possible development of 
new free trade agreements and regionali-
sation of economies. It is still too early to 
see any impact on corporate travel.

Choe Despite global uncertainties in 
the geopolitical and economic environ-
ment, the MICE industry has been a key 
driver of growth in business travel in re-
cent years and there is no indication of a 
slowdown on that front. 

Have these uncertainties affected 
your business?

Kiran India is feeling the effects of a 
global slowdown and the coming year 
may prove to be a particularly challeng-
ing one. We have been impacted by re-
duced demand in the energy sector plus 
the broader implications of security 
threats and political uncertainties. 

Safety and security is of crucial im-
portance to any travel programme as 
compounding geopolitical disturbances 
across the globe and travel managers un-
derstand that no location is immune to  
risk. 

Tang We are not seeing any impact yet. 
However, senior leaders of firms are 
closely monitoring the global economic 
and political situation. (Having experi-
enced shocks before), e.g. Asia financial 
crisis, close-down of Lehman Brothers, 
etc, firms are more ready to levy any 
travel policy changes if need be. 

Choe Our properties in certain countries 
such as the UK were affected by short-
term market jitters and uncertainty in 
2016. When we decided to enter Europe, 
we selected specific cities for their long-
term investment prospects. In Barcelo-
na, we managed to secure our property 
at a 25 per cent discount of what it is 
today. We also entered Frankfurt as it is 
emerging as a global financial hub, and 
are seeing occupancy at around 90 per 
cent, 20 per cent higher than forecasted. 

Croley With the bulk of our portfolio 
across Asia-Pacific, we expect to benefit 

Benson Tang, regional director, Asia 
Association of Corporate Travel Executives

Olivier Jager, CEO, ForwardKeys Choe Peng Sum, CEO, Frasers Hospitality
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When politics means business 
from intra-regional travel; especially as 
key source markets for both our brands 
are from within Asia.

Lee Overall, business remains very resil-
ient. Some industries including banking, 
oil and gas, and marine have rationalised 
their travel spend. However, we are see-
ing a significant growth in travel spend 
from companies investing in Asia.

How do you perceive Asia’s business 
travel prospects?

McCormick Sustained economic uncer-
tainty and mixed results among major 
business travel markets will drive con-
tinued moderate growth, but as GBTA 
expects drastic differences in the relative 
performance of business travel markets 
around the globe. 

Both India and Indonesia will aver-
age double-digit growth in business 
travel spending over the next five years. 
China’s economic growth continues to 
moderate and GBTA forecasts its busi-
ness travel market will be the fifth fast-
est-growing major market in the world 
over the next five years – a vast departure 
from their first average ranking over the 
last 15 years. 

Despite declines in growth, China re-
mains the largest single market opportu-
nity for travel suppliers and marketers as 
their US$291 billion market size coupled 
with 8.4 per cent average growth will 
lead to the largest gains in spending of 
any major market by far. 

Croley Intra- and inter-Asia travel 
are looking more optimistic, as China 

is working with the EU to facilitate 
travel, and destinations such as Japan  
and Thailand are relaxing their visa poli-
cies. 

Corporate travel spending in Asia is 
expected to grow four times as fast as the 
US and more than twice the rate in Eu-
rope in the next decade, while China will 
continue to be one of our most impor-
tant source markets. To deepen our en-
gagement with Chinese consumers, we 
launched a Pan Pacific online storefront 
on Alitrip and invested in new digital 
marketing resources in Shanghai.

Choe Business travel to and within Asia-
Pacific will get a boost from two key fac-
tors. Firstly, the region is home to some 
of the world’s fastest-growing and most 
populous economies like China, India 
and Indonesia. As growth in developed 
markets in the West slows, companies 
are turning their attention to these mar-
kets resulting in a jump in business trav-
el to the region. 

These are key growth markets for us. 
We have a portfolio of 25 properties in-
cluding those in the pipeline. Secondly, 
the rapid growth of budget carriers has 
made travel more affordable. That has 
helped boost travel and will continue to 
do so, especially as airlines open up new 
routes. 

Lee Asia has become the largest business 
travel region in the world by volume 
(China alone has overtaken the US) and 
intra-region traffic is very high. Airlines 
are opening new routes and launching 
more flights, giving travellers more op-
tions. Also, most new hotels opening in 

Asia are targeting business travellers. 

Politics aside, what factors will have a 
bearing on business travel this year?

Lee Technology will remain a big driver 
for optimisation of travel programmes 
this year. We see a big jump in the adop-
tion of online booking tools across the 
region (which usually drive higher com-
pliance and cheaper fares booked). In-
novative mobile apps are increasingly 
helping travellers throughout the trip 
duration, acting more like a personal 
concierge. Consolidation is also a grow-
ing trend for corporations in Asia. 

McCormick The sharing economy will 
continue to impact managed travel. A 
recent GBTA global study reveals that 
half of travel programmes now allow 
ride-sharing and 30 percent now allow 
home-sharing within their policies. We 
also expect a blurring of lines as we see 
traditional companies expand to offer 
sharing-type services. 

Other areas include innovation in 
travel programmes with the rise of per-
sonal incentive programmes, which will 
challenge companies to decide whether 
or not to adopt incentive programmes 
within their travel policies. 

Croley “Bleisure” will be an increasing-
ly important segment, with four in 10 
business travellers having extended their 
business trip in the past 12 months. 

Mobile will become increasingly 
prevalent as an information and book-
ing channel, as millennials in particular 
have have emerged as a new breed of 

Kevin Croley, senior vice president, 
marketing, Pan Pacific Hotels Group

Kiran Vinchhi, regional managing director, 
India, ATPI Group

Michael McCormick, executive director and 
COO, Global Business Travel Association

Suyin Lee, managing director, Flight Centre 
Travel Group Singapore

business travellers who are more flexible 
and last minute with their travel plans 
than other groups. 

Choe The hospitality industry is facing 
stiff competition from the growth of ag-
gressive disruptors like Airbnb. While 
they haven’t affected business travel in 
a big way, serviced apartment providers 
like us need to be nimble and adapt to 
ensure we continue to retain our loyal 
client base.

The changing profile of the business 
traveller will also have an impact. While 
historically business travellers put a lot 
of emphasis on brand promise, the new 
generation is attracted more by engage-
ment and relevance. 

Kiran Fragmentation and personalisa-
tion of travel programmes are major is-
sues. Fragmentation impacts areas such 
as travel costs, accuracy of reporting, as 
well as travel risk and duty of care. Un-
like non-compliant bookings – in which 
travellers purchase airfares directly – 
content fragmentation involves purchas-
es from suppliers that may not be fully 
available through a company’s preferred 
booking technology.

The Indian economy is slowly coming 
to terms with the recent demonetisation 
move, which will impact GDP growth 
for at least two quarters. However, most 
analysts see this as a normal trend and 
are confident that the economy will 
grow after this temporary setback.

Jager One to watch: China’s “One Belt, 
One Road” policy promises more busi-
ness travellers to China.
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Report  Integrated resorts

The new face of IRs

edge that these are best taken advantage of 
when combined with digital strategies. 

Samson Tan, CEO of GTMC Travel: 
observed: “We see IRs (using social media 
and technology). They are increasingly 
leveraging various social media tools to 
promote the latest offerings and drive the 
millennial crowd in.”

Indeed, through social media, MBS 
found that it has gained “strong clout over 
consumers’ decision-making process”, us-
ing “compelling imagery, trend and style 
tips, or content to win prizes” to connect 
with mobile-savvy millennials.

The potential doesn’t end there, as so-
cial media opens up opportunities for 
user-driven, organic and viral marketing.

“Being able to re-share our follow-
ers’ posts is a powerful means to em-
power them and encourage even more 

I
ntegrated Resorts (IRs), typically 
associated with casino-goers and 
families, are increasingly respond-
ing to millennial preferences. While 

IRs have different strategies to court this 
lifestyle-sensitive group, they can all agree 
that photogenic food, dynamic events and 
digital messaging are ways to the hearts of 
millennials.

Lures in F&B 
 “Dining is at the core of millennial culture 
today. With over 80 dining options across 
Marina Bay Sands (MBS) – from casual 
bistros along the waterfront promenade, 
to al fresco lounges atop the Sands Sky-
Park – we (aim to) satisfy this group who 
are always on the prowl for unique culi-
nary experiences,” a spokesperson from 
MBS said. 

“They also appreciate finer details 
when it comes to dining, from hospitality, 
finishing touches to the restaurant’s de-
cor, right up to the produce that goes into 
what they eat,” the spokesperson added.

Similarly, a Resorts World Sentosa 
(RWS) spokesperson told TTG Asia that 
the newly earned Michelin stars at four of 
its restaurants, along with the Curate ini-
tiative (which features visiting Michelin-
star chefs), appeal to millennials seeking 
the latest food trends and fine dining by 
renowned names. 

Resorts World Genting (RWG) recog-
nises the traction that international names 
and local cuisine have with millennial 
visitors. A spokesperson stated that estab-
lished global brands at its new SkyAvenue 

mall such as Burger & Lobster and Mo-
torino are popular with millennials, while  
those seeking authentic food and culture 
will enjoy its newly-opened Malaysian 
Food Street.

An event-loving crowd
RWG also holds regular activities such as 
concerts, live shows and festive promo-
tions to attract millennials, which has 
gotten the thumbs up from Ally Bhoonee, 
executive director at World Avenues Travel 
& Tours. 

“RWG has done the right thing by up-
grading and refreshing their products. 
This will encourage repeat visitors and 
new ones, especially millennials who also 
form a key age group that Malaysia wants 
to attract,” Bhoonee said.

Also keeping entertainment offerings 
fresh is RWS in Singapore. A spokesper-
son said the resort “strives to create new, 
exciting and adrenaline-charged experi-
ences across its attractions”. 

Recent examples include the Soak Out 
Water Party, Halloween Horror Nights 7 
and Santa’s All-Star Christmas in Univer-
sal Studios Singapore.  

And at Resorts World Manila, its three 
bar and restaurants last November of-
fered paid live viewing of the hyped box-
ing match between Filipino boxer Manny 
Pacquiao and welterweight champion Jes-
sie Vargas. 

Going digital
Where millennials are concerned, prod-
ucts may be key, but many IRs acknowl-

user-generated content – which in turn  
amplifies our share of voice in the world 
of social media,” said the MBS spokesper-
son.

Likewise, RWG was recently shown 
the power of viral marketing. It collabo-
rated with ESL and provided the Arena of 
Stars as the venue for the ESL One Gent-
ing e-sports tournament (January 6 to 8), 
which “went viral” on social media and 
attracted 10,000 people, many of whom 
were millennials. 

Charisse Chuidian, vice president 
– public relations, at City of Dreams 
(COD) Manila admitted that millenni-
als are not a main target for its gaming 
facilities, but with some innovation and 
creativity, strategies can still be devised 
to engage this mobile-savvy segment and 
tap their influence. 

Millennials do play a role in spreading awareness for 
our hotel, restaurants and entertainment marketing.  
They are a great segment for brand awareness and 
we regularly offer online promotions to leverage on 
their ‘snap happy’ market behaviour.
Charisse Chuidian
Vice president – public relations, City of Dreams Manila

From left: Sands SkyPark at Marina Bay Sands; Soak Out Water Party at Universal Studios Singapore

rw
sentosablog.com
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Asia’s integrated resorts are polishing their lifestyle facets and keeping 
them preened and Instagram-ready for millennials, as the younger 
generation becomes a potent consumption force. By Paige Lee 
Pei Qi, Rosa Ocampo, S Puvaneswary and Prudence Lui



A wide spectrum of beachfront romantic 
resorts, stylish rooms, and exquisite 
hotel experiences for every traveller.

With over 30 exciting attractions 
and NEW experiences, there is 
de�nitelysomething for everyone 
of all ages to enjoy.

Be spoilt for choice with over 50 enticing
eateries. Choose from local delights and exotic
dishes from all over the world. There’s also 
plenty of beach bars to chill around too.

Offering 8 impressive and unique 
locations, you can be the talk of the
town while enjoying best-in-class offerings. 

Hotels & Spas

Food & Beverage

M.I.C.E. & 
Private Events

Attractions

Located just 15 minutes from the city, Sentosa – The State of Fun, is Singapore’s premier island resort getaway and 
Asia’s leading leisure destination. It is home to an exciting array of themed attractions, award-winning spa retreats

 and resort accommodations, delectable dining options and golden sandy beaches. 

Sentosa also offers world-class venues to hold M.I.C.E. and corporate events, wedding and private parties, as well 
as team building activities.

Whether for leisure or business, Sentosa is the one-stop destination to create unforgettable memories. 
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Report  Integrated resorts
“Millennials do play a role in spread-

ing awareness for our hotel, restaurants 
and entertainment marketing. They are 
a great segment for brand awareness and 
we regularly offer online promotions to 
leverage on their ‘snap-happy’ market be-
haviour.”

The same applies for traditional gam-
ing entertainment, as Chuidian highlights 
a millennial-targeted initiative to co-mar-
ket the City of Games mobile app. The 
Slots and Baccarat mobile game allows 
players to earn real-world rewards that 

can be redeemed in COD Manila, COD 
Macau and Studio City.

For Sands China, which operates The 
Venetian Macao, Sands Macao and Sands 
Cotai Central, branding and marketing 
tends to be “more mass market”, a spokes-
person said.

“We periodically undertake paid so-
cial campaigns for certain entertainment 
events/concerts if millennials are iden-
tified as a key market, but this is rare,” a 
spokesperson added.

Beyond promotions, RWS also caters to 

tech-savvy millennials with new payment 
modes. “Chinese visitors can make fast, 
secure and contactless mobile payments 
using Alipay – China’s largest mobile pay-
ment provider and global lifestyle app – at 
more than 200 RWS locations.”

Theme parks not exempt
Even IRs that have been chiefly appealing 
to the “young and young at heart” are not 
spared from keeping up with millennial 
trends. 

Sean Choo, general manager of Sun-
way Lagoon, said: “Millennials travel solo 
or in small groups and do their research 
online before visiting a destination – it is 
important that we are ‘seen’ in all the on-
line channels that millennials use to access 
information.”

He added: “We invite key opinion lead-
ers such as bloggers, celebrities and ar-
tistes to visit our park, share their experi-
ences and promote our brand… they have 
an influence on the decisions millennials 
make when choosing a holiday destina-
tion or place to visit.”

Not losing sight of more conventional 
tactics, Choo said the theme park – which 
is located close to a number of universities 
– have packages (e.g. Quacktastic Tues-
days and Terrific Thursdays) – to attract 
the price-sensitive student market. 

As well, RWG expects its upcoming 
Twentieth Century Fox World theme 
park will be a “definite crowd puller,  
particularly among youths” when it de-
buts in 2H2017, the resort’s spokesperson 
stated. 

We invite key opinion leaders such as 
bloggers, celebrities and artistes to 
visit our park, share their experiences 
and promote our brand… they 
have an influence on the decisions 
millennials make when choosing 
a holiday destination or 
place to visit.
Sean Choo
General manager, Sunway Lagoon

We invite key opinion leaders such as 
bloggers, celebrities and artistes to 
visit our park, share their experiences 
and promote our brand… they 
have an influence on the decisions 
millennials make when choosing 
a holiday destination or 

Burger & Lobster at SkyAvenue, Resorts World Genting
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A haven with 
a troubled 
image

Mindanao is blessed with natural attractions such as the 
Asik-Asik Falls in Alamada, North Cotabato

Destination Philippines

Despite its rich cultural and natural offerings, negative perceptions of Mindanao as a 
conflict zone remain a major roadblock for its tourism ambitions, finds Rosa Ocampo 

M
indanao, the southernmost  
major island in the Philip-
pines, still remains sidelined 
by tourists due to safety and 

security concerns, but the trade feels this 
stigma stems from misinformation and 
seeks concerted efforts from the govern-
ment and private sector to overturn the 
negative perception.

The foremost issue lies in addressing 
the prevalent safety and security concerns, 
stated Angel Ramos Bognot, president 
and managing director of Afro Asian 
Travel and Tours, and suggests Mindanao 
to take a leaf from Palawan’s book. 

Rocked by a high-profile kidnapping 
at one of its resorts in 2001, Palawan has 
recovered from the incident and gained 
global renown as a premiere beach des-
tination after giving focus on security 
measures put in place, she added.   

As well, Ramos Bognot added that 
Mindanao should have highlighted the 
Japanese prime minister’s recent visit to 
Davao as well as the authorities’ prepared-
ness for emergencies and safety measures 
that were implemented. 

Although Rajah Tours offers tour 
packages to Davao, Cagayan de Oro and 
Siargao, its president Jogo Clemente sees 
“trepidation from some partners as their 
governments have travel advisories issued 
against Mindanao”. 

Therefore, besides the need for the au-

thorities to establish peace and order in 
Mindanao’s troubled spots, Clemente also 
underscores the vital role of the private 
sector. 

“Mindanao has had its troubles and 
this is the biggest obstacle in offering it 
as a viable tourist destination. To change 
that perception, it is important to high-
light what’s good about it and play up its 
attractions,” said Clemente.

“We must do a better job of explaining 
(to clients and partners) where these safe 
and enjoyable places (in Mindanao) are in 
contrast to where the troubled areas are,” 
he elaborated. 

For Luxus Pacific Travel and Tours, 
which has not been getting clients to 
Mindanao, reservations manager Jovy 
Caldejon remarked that it would help if 
media reports about the island were less 
sensationalised and indicate that the vio-
lence usually takes place far away from the 
cities. 

While not denying that certain areas 
of Mindanao had suffered from war and 
violence, a greater part of the island boasts 
unspoiled natural beauty, a multicultural 
society and rich heritage, but the island’s 
development was neglected by the central 
Philippine government in the past due to 
its geographical distance from Manila, a 
trade member pointed out. 

Although Mindanao’s stigma has also 
affected peaceful areas nearby, such as 

Edw
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Davao, that looks set to change as both 
Philippine president Rodrigo Duterte 
and tourism secretary Wanda Tulfo Teo 
hail from Davao, priority is finally being 
given to build infrastructure and promote 
Mindanao.

Meanwhile, Butch Blanco, tourism di-
rector of region IX in western Mindanao, 
has plans to develop Zamboanga, Dipolog 
and Dapitan as new tourism hubs by roll-
ing out initiatives such as putting security 
personnel on alert to assure travellers that 
the areas are safe, building connectivity to 
Manila and improving airports.

As Mindanao is home to a sizeable 
Muslim population, Ramos Bognot feels 
that the Middle East and neighbouring 
Muslim countries can be developed as 
primary source markets for the destina-
tion. Europeans too will also make a good 
market to invest in as they are interested 
in culture, cuisine and beaches, something 
Mindanao has in abundance. 

To develop Mindanao, she advocates 
ASEAN’s open skies policies to extend to 
the BIMP-EAGA (Brunei-Indonesia-Ma-
laysia-Philippines East ASEAN Growth 
Area), which will drive connectivity from 
the neighbouring countries and increase 
foreign tourists to Mindanao. 

And if people realise the value that 
tourism brings to livelihoods and the 
economy, perhaps the troubles in parts of 
Mindanao would cease, opined Clemente. 

 6 million
The total number of foreign tourist 
arrivals in 2016, up 11.3 per cent 
from 5.4 million in 2015

10%
The minimum percentage increase in 
tourists targeted for Mindano starting 
from January 2017. There were 8.5 
million arrvials in 2015, a majority of 
which were domestic
 

34% 
The percentage of Mindano arrivals 
who also visited Davao

Destination in numbers

Alexander Divi-
nagracia, gen-
eral manager, 
Globalwings 
Travel and 
Tours, Davao
Changes in the 

tourism landscape 
such as infrastructure and airport upgrades, 
and international events like the recently-
concluded Miss Universe pageant, are a big 
boost. It’s also important to showcase and 
market what Mindanao has to offer.

Errold Lim 
Bayona, 
president, 
Asociacion de 
Guia Turistico 
del Zamboanga 

It is the right 
time for Mindanao 

to showcase itself to the world. We need to 
complete those unfinished infrastructure 
projects, while simultaneously showcasing 
the beauty and culture of Mindanao through 
mainstream media channels to target the 
millennial travellers.

What should be done to boost 
tourist numbers to Mindanao?

Viewpoints



Issue of the day

Keeping talent at home
The hospitality sector both locally and abroad has an insatiable hun-
ger for skilled staff, and employers in the Philippines are grappling 
with the worsening manpower shortage. Rosa Ocampo reports

Destination Philippines

L
ured with better prospects, Filipinos who 
are qualified in the hospitality segment are 
increasingly heading abroad – and indus-
try stakeholders are feeling the pinch espe-

cially as more hotels launch in the Philippines.
“It’s pointless to fight the free market. If there’s 

a job waiting for these people elsewhere, they will  
go,” lamented Manny Gonzalez, resident share-
holder of Plantation Bay Resort and Spa in Mactan, 
Cebu. 

Plantation Bay Resort and Spa prides itself on 
having a good training and staff retention pro-
gramme, which includes handsome bonuses dur-
ing the twice-yearly performance review, as well as 
trainings abroad at Cornell University. But while 
these programmes have led to a high retention rate 
and staff appreciation, it has also resulted in Planta-
tion Bay staff getting poached by cruise ships and 
hotels abroad.

Jerome de la Fuente, general manager of Limket-
kai Luxe Hotel in Cagayan de Oro City, has the same 
experience. He pointed out that his well-trained 
staff keeps getting poached abroad, although the 
staff shortage was felt more acutely in areas out-
side major tourist destinations where there’s not 
enough training or a pool of qualified staff.

The lack of qualified staff is a perennial concern 
for Eugene Tamesis, director of sales and marketing 
at Raffles and Fairmont Makati.

“Shortage means that there is demand, (though 

it may) not necessarily be abroad. There has been 
a hotel boom in the country since 2012, when in-
tegrated resorts were being built. (For example), 
Okada Manila alone needed 6,000 employees,” 
Tamesis pointed out.

He believes that it’s increasingly more difficult 
to get qualified staff, but their exposure abroad will 
make them better in what they do – if they return.

Aileen Clemente, vice president of the Tourism 
Congress of the Philippines (TCP), sees merit in 
overseas stints for Filipino workers. “They can get 
experiences abroad and bring these best practices 
back,” she said.

But one reason why hospitality workers contin-
ue to head abroad is due to “a lack of awareness of 
the job opportunities available in the country”, she 
remarked. 

As such, TCP will hold job fairs around the 
country to build up a database of prospective em-
ployees to match with employers.

Similarly, the Tourism Industry Board Founda-
tion will look at partnering educational institutions 
to find a balance in education, training, policies 
and regulations as one of the major first initiatives 
to address the dearth of qualified hospitality staff 
in the country. 

Clemente concluded: “The Philippines is well 
known as a labour supply country. But this doesn’t 
prevent us from also getting labour elsewhere as 
tourism continues to flourish in the country.”

Location 1 Raffles Drive, Makati Avenue 
Makati City
Opening hours 18.00 to 00.00
Mireio Terrace: 17.00 to 00.00
Contact details 
Telephone: (63) 2 795 0707
Email: mireio.makati@raffles.com
Website: www.raffles.com/makati/dining/
mireio

TRIED AND TESTED

LOCATION Mireio, Raffles Makati’s 
signature restaurant, was launched a few 
months ago. It is split into two floors – on 
the ninth floor is the main restaurant that 
can seat 77, plus a private dining room for 
12. A staircase connects the main area to 
the rooftop bar and lounge, Mireio Ter-
race, which has 60 al fresco seats and 10 in 
the air-conditioned section. 

AMBIENCE Adhering to Raffles’ liter-
ary connection, Mireio is named after 
the eponymous poem by Nobel-winning  
poet Frederic Mistral of Provence, who 
wrote about the forbidden love between 
Mireio, the daughter of a rich farmer, and 
a basketmaker, Vincent.

The first thing that struck me when I 
stepped into the restaurant was the warm 
and cheery vibe exuded by the Provencal-
inspired brasserie. The floor-to-ceiling 
windows allowed in light, whereas the 
white, royal blue and yellow furnishings, 
flowers in tall vases and a lemon display 
made up the inviting interiors. 

There was also a mural depicting the 
daily life of Mireio in Provence, and an 
antique book of the poem in the Occitan 
language. As well, the plates in the private 
dining room were painted based on Mis-
tral’s poem.

Rosa Ocampo spends a delightful evening indulging in 
Provencal-inspired dishes in a brasserie-style restaurant

Mireio

MENU Created by chef Nicolas Cegretin, 
himself a son of Provence, the dishes on 
the menu take their cues from the rich 
traditions of the French countryside and 
are cooked using traditional French tech-
niques.

I chose the beef tartare as a starter. The 
added goat cheese added a creamy taste, 
while the basil brought out the taste of the 
meat. 

I then progressed to the chef ’s bouil-
labaisse. This sumptuous seafood broth 
gets its colour and aroma from the rouille 
sauce which contains saffron and cayenne 
paper. The shrimps are cooked just right 
they’re almost transparent, and the restau-
rant certainly didn’t scrimp on obtaining 
the freshest available seafood. 

For dessert, I opted for the apple tart 
tatin which came topped with a heavenly 
scoop of vanilla ice cream. The crust was 
crisp and the thin slices of Granny Smith 
apples were neither soggy nor too sweet, 
lending to a palate-pleasing treat.

Instead of a cup of coffee to round off 
my meal, I opted for a shot of absinthe, the 
anise-flavoured liqueur distilled from the 
wormwood shrub. The elaborate setup 
the speciality drink was served in was a 
talking point.

Restaurant manager Nicolas Bacq 

– also from Provence – brought the tra-
ditional water fountain to my table. The 
cold water trickled drop by drop, melting 
the sugar cube slowly, passing through 
the hollowed absinthe spoon and into the 
glass. Bacq explained that sugar and wa-
ter were slowly added to the absinthe so as 
not to alter the aroma and flavour. 

I liked my absinthe, which was not 
too strong and had a sweetish tang. I re-
gret not emptying the glass for fear that I 
might get drunk.

SERVICE It’s personalised, attentive and 
efficient. While waiting for my dining 
companion, I decided to climb up to the 
Mireio Terrace.

Bacq offered to show me around. He 
recommended visiting the terrace be-
tween 17.00 and 17.15 to catch the sunset 

and linger until night descends to see the 
city skyline light up.

VERDICT Mireio serves great food at af-
fordable prices. It is also tops in location, 
ambience and service. It must also be 
mentioned that Mireio Terrace is a fantas-
tic vantage point to watch the sunset over 
Manila Bay.

mailto:mireio.makati@raffles.com
http://www.raffles.com/makati/dining/
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NEWS IN A MINUTE

1  All aboard the Mindanao bus
A joint initiative by the Davao Metro 
Shuttle and Department of Tourism, 
the luxury Go Mindanao Tour Bus 
will be launched this year.

The buses will feature 45 reclin-
ing seats, Wi-Fi, TVs and restrooms. 
Plying some 300 tourist destinations 
around the island, one of the routes 
will start in Davao and stop in places 
such as Bukidnon, Cagayan de Oro 
and Butuan. 

2  Explore the pink beach
The Great Santa Cruz Island in Zam-
boanga is undergoing infrastructure 
improvements. 

Famous for its pink sand, the is-
land will soon have additional cot-
tages and more nature-based rec-
reational activities revolving around 
ecotourism. There will also be tour-

3

5

ist police, instead of coast guards, to  
escort boats.

3  Surfing accreditation for both 
instructors and properties
Surf instructors in the Philippines 
are now required to be certified to 
put them on par with their interna-
tional counterparts.

So far, Australia’s Academy of 
Surfing Instructors and its local 
chapter, Academy of Surfing Instruc-
tors Philippines have awarded the 
ASI Level 1 certification to 50 surfing 
instructors. Another 15 from Mati, 
Davao Oriental, will soon join their 
ranks. Two more runs were done in 
Baler, Aurora and Zambales, and are 
expected to produce at least 50 more 
ASI Level 1 Certified instructors.

An accreditation programme was 
recently implemented for resorts, 
surf camps and surfing facilities.

4  Philippine Airlines commences 
new flights from Clark
On February 1, Philippine Airlines 
(PAL) launched its Clark-Davao 
route, which is expected to comple-
ment the Clark-Incheon route and 
benefit the domestic market. 

With the addition of the Clark-
Davao route, South Korean travel-
lers can now include Davao in their 
itineraries, while the domestic mar-

ket in northern Luzon no longer has 
to through Manila or Cebu as direct 
flights to Davao are now available.

5  Training the deaf and mute for 
the hospitality sector
The Department of Tourism Region 
III and the Angeles City Deaf Asso-
ciation in Pampanga have partnered 
to help the deaf and mute undergo 

skills training for employment in the 
hospitality industry.

Twenty-three participants have 
undergone initial classroom train-
ing at Systems Plus College, with 
some of them currently undergoing 
job training at Midori Clark Hotel 
and Casino in departments such as 
housekeeping, stewarding and gar-
dening. 

MY WAY

Paul So 
Managing director,  

Great Sights Travel and Tours 

What tourism challenges is the 
Philippines currently facing? Pro-
vincial destinations lack adequate 
tourist facilities. For example, some 
places like Palawan do not have big 
buses. There are only buses with 12 
to 15 seats so people are jam-packed 
like sardines. 

As well, tourism means jobs for 
the local community so it’s good to 
have local guides. But while we have 
many tour guides, only a few are 
professionals.

I also feel that many suppliers in 
the provinces are not professional. 
They are parochial and lack stand-
ards. For instance, their employees 
moonlight as a waiter or cleaner, 
while the owner is also the manager, 

human resource person and cleaner 
rolled into one.

These people also have the “small 
business” mentality. By seeking 
instant profits, they evade paying 
taxes, social security and Philhealth 
contributions for their staff. 

If I had my way to improve things, 
I would... start with education. Eng-
lish should be taught from kinder-
garten. Geography should also be 
on the school curriculum as there 
are travel agents who don’t even 
know the Philippines’ geography; 
the basic principles must be there.

We also need to professionalise 
the industry, and the people in the 
industry. 

It’s not easy to open a travel agen-
cy so I – along with former tourism 
secretary Narzalina Lim – have been 
teaching the basics, such as the im-
portance of paying taxes and pro-
viding for employees’ welfare and 
security.

These small suppliers have to 
learn entrepreneurship skills, think 
of how to grow the business, not be 
contented with small operations, 
and not aim for instant profits but 
long-term prospects.

We have to adopt certain mini-
mum standards and that includes 
for tour guides. (For example), if 
you want to attract Chinese tour-
ists to Mindanao, then you should 
have Mandarin-speaking staff. We 
should also learn how to do busi-
ness in China to be able to get  
Chinese visitors to visit the Philip-
pines.
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Gilis come into their own
Coral-lined waters surround Gili Meno

Destination Indonesia

Long viewed as Gili Trawangan’s little brothers, there’s evidence that Gili Air and Gili 
Meno are becoming a force to be reckoned with in tourism. By Mimi Hudoyo

G
ili Trawangan, one of the is-
lands north-west of Lombok, 
has successfully transformed 
itself from a backpacker para-

dise into an upscale tourist destination, 
spurring neighbouring Gili Air and Gili 
Meno (the trio makes up the three Gilis) 
to play catch up in infrastructure develop-
ment and attract more tourist footfalls.

Bill Barnett, managing director of C9 
Hotelworks, observed: “Destination fa-
tigue (of Bali), urbanisation and a change 
in travellers tastes towards more natural 
locations are spurring the move. 

“We have seen a similar pattern in 
Phuket, where a growing number of re-
turn visitors are heading to Khao Lak and 
islands in Phang Nga Bay to seek out a 
less-crowded beach-oriented holiday.”

In an October 2016 report, C9 Hotel-
works recorded 675 registered accommo-
dation establishments in Gili Trawangan, 
321 in Gili Air and 82 in Gili Meno. 

There are nine confirmed hotels total-
ling 278 keys in the pipeline, although 
these premium projects are not expected 
to affect the boutique nature of the three 
Gilis.  

Barnett also noted that development 
is shifting from Gili Trawangan to Gili 
Meno and Gili Air. Gili Meno, the small-
est island, is emerging into an upscale 
destination with the entry of larger-scale, 
international-standard hotels. 

“Here, a new generation of posh of-
ferings are newly-opened or under de-
velopment. One notable project that is 
capturing overseas interest is Austral-
ian entrepreneur Greg Meyer’s upcoming 
Bask Gili Meno, which has been designed 
by noted architect Gary Fell,” Barnett said. 

“Gili Trawangan has become too 
crowded for some travellers, so they look 
for a quieter destinations like Gili Air and 
Gili Meno,” said Andhy Irawan, managing 
director of Dafam Hotel Management,  
which soft-opened the Mola2 Resort Gili 
Air Lombok last year. The property cur-
rently offers 20 rooms but will feature 48 
rooms when fully launched in July.

Confident of Gili Air’s future prospects, 
he commented: We have been running 
on very high occupancy since our trial 
last August,  even before we uploaded the 
hotel information on our website. The 
number of walk-in guests has been over-
whelming.” 

Hotel developments aside, accessibility 
is also improving on the Gili islands. 

While the Gilis were dominated by 

soft_light/shutterstock
Awan Aswinabawa, 
managing 
director, A&T 
Holidays
What they need 
to do and, in fact 
are doing now, is 
to make sure that 
regulations are ad-
hered to. They are cleaning up the beach 
area, ensuring there will be no more 
concrete structures and diligently working 
out (solutions for) waste management.

Iwan Sitompul, 
marketing  
consultant, 
Mahamaya  
Boutique Resort 
They need to limit 
the development 
of new properties on 
the islands, especially Gili 
Meno and Gili Air to keep the tranquil 
environment that travellers come for. The 
service level of tourist facilities needs to 
be improved. I have received feedback 
from travel consultants that service is an 
issue there.

What is the most important thing 
the local authorities need to do to 
ensure the Gilis remain attractive?

Viewpoints

Australians and Europeans, the islands are 
gaining popularity with regional markets 
such as Malaysia and Singapore, thanks 
to the growing air links from both coun-
tries as well as from across Indonesia, said 
Awan Aswinabawa, managing director of 
A&T Holidays. 

Fast boat links have been vital in liking 
Bali to the Gilis. Said Awan: “The many 
fast boats  – between 10 and 12 times daily, 
and can double during peak seasons – op-
erating from (Padang Bai Port) direct to 
Gili Trawangan make it easy for travellers 
to visit the Gilis from Bali.”

Furthermore, two new fast boats with 
capacities of 180 and 120 pax are currently 
being built and will increase transporta-
tion capacity significantly when launched.

Following a boat explosion last Septem-
ber, travel companies have become more 
selective with the the fast boat companies 
they work with and use only those with re-
liable insurance, according to Iwan Sitom-
pul, marketing consultant for Mahamaya 
Boutique Resort on Gili Meno.

As well, he shared that Bali travel agents 
are concerned with new government reg-
ulations requiring all fast boats to stop at 
Bangsal port in West Lombok instead of 
going direct to the Gilis, adding at least 20 
minutes to the trips.

Overall, the trade is sanguine over Gili’s 
future prospects. “While the Bali connec-
tion remains key to current trading levels, 
longer-term C9 is eyeing an expected rise 
in direct international flights to Lombok 
which will in the medium- to long-term 
become a game-changer for access to the 
Gilis and create a strong underlying fun-
damental for sustainable growth,” Barnett 
concluded. 
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 12 million
The total number of visitors arrivals 
to Indonesia in 2016, a 15.5 per cent 
increase over 2015

4 million
The number of extra seat capacity 
that Indonesia needs to reach the 
target of 15 million arrivals this year

100,000
The number of homestays to be built 
in 10 focused destinations by 2019

Destination in numbers

 
MY WAY

Bagus Surya 
Director, 

Nusa Dua Bali Tours

What is your biggest challenge?
Competition. In the last 10 to 15 
years, OTAs with large capital and 
mastery of advanced technology are 
penetrating the domestic market. 
By offering thousands of accommo-
dation in Indonesia – particularly 
in Bali – in one website, they are 
gradually eroding the market share 
of traditional travel agents.
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Issue of the day

Flights of reality
Lofty arrival targets have been set, but the 
country’s aviation infrastructure is sorely 
lagging behind, reports Mimi Hudoyo

NEWS IN A MINUTE
1  Local flavours at Teras Bromo

Plataran Hotels & Resorts has 
opened Teras Bromo, an all-day din-
ing restaurant sited on Plataran Hill 
Sunset Point, five kilometres from 
Mount Bromo in East Java.

Located in an area known for its 
agriculture products, the 80-seater 
restaurant offers a selection of In-
donesian-Asian food using locally-
grown items.

2  Two new properties for PHM
PHM Hospitality has recently added 
two new properties to its portfolio.

The 60-suite Haven Bali Berawa 
has opened on Berawa Beach in the 
Canggu area. Room sizes range from 
60-150m2, and come with ocean 
views or direct pool access.  Facilities 
include a beach club, restaurant, spa, 
gym and a 550m2 infinity swimming 
pool.

In Palembang, South Sumatra, 
The 1O1 Palembang Rajawali is lo-

cated in the heart of the city and fea-
tures 137 rooms across four catego-
ries. Facilities include four meeting 
rooms, a swimming pool, gym, spa 
and restaurant.

3  Medan-Lake Toba toll road 
ready by end-2017
Land access between Medan and 
Lake Toba will become easier when 
the 61.7km Medan-Kuala Namu-
Tebing Tinggi toll road opens at the 
end on this year.

The road will connect Medan 
with Kuala Namu Airport, the indus-
trial area of Kuala Tanjung and Lake 
Toba. It is expected to shorten travel 
between Medan and Lake Toba by 
up to two hours from the current 
seven hours.

4  A touch of Swiss in Bali
Mövenpick Resort & Spa Jimbaran 
Bali has launched in January to boast 
297 rooms and suites, all of which 

43

T
he Indonesian government has 
set a high target of 20 million 
arrivals by 2019, but the trade 
feels that the airport infrastruc-

ture and seat capacity are not yet on par 
to meet the country’s tourism ambitions. 

Bali’s Ngurah Rai International Air-
port, despite its terminal expansion, is still 
not big enough to support the arrival in-
flux. In Yogyakarta, a new airport is need-
ed as the existing Adisucipto International 
Airport has way exceeded capacity. Even 
Surabaya’s Juanda International Airport, 
considered the gateway to eastern Indo-
nesia, needs to be expanded to accommo-
date arrival growths.

Gufron, director of Alpha Hotel Man-
agement and general manager of Suarti 
Boutique Village Ubud, said: “The Ngu-
rah Rai airport needs an additional run-
way to enable more flights to come in.”

He added: “The plan to develop a new 
airport in north Bali needs to materialise 
soon. This will add to movement capac-
ity and trigger the development of tour-
ist infrastructure in the area. (That way), 
tourists will spread out more around the 
island.”

Besides airport infrastructure, what’s 
needed is also more direct connectivity 
from longhaul markets. Bagus Sudibya, 
managing director of Nusa Dua Tours 
and Travel in Bali, commented: “The gov-
ernment has spent a lot of money on the 
branding and promotion (of Indonesia). 
What they need to do next is boost direct 
flights into the country.

“For example, we need more direct ser-
vices from Europe to grow European ar-
rivals into the country. (It is not possible) 
with the current limited seat capacity,” he 

stated, as Garuda Indonesia flies to only 
Amsterdam and London in Europe.

Bagus also underscored the importance 
of network development in Indonesia, 
which will enhance travel within the ar-
chipelagic country. 

Airport developments have been a 
top priority under the Joko Widodo ad-
ministration, said Indonesia minister of 
tourism Arief Yahya, who cited examples 
such as the expansion of both airports in 
Labuan Bajo (the gateway to Komodo) 
and Bandung, the Husein Sastranegara 
International Airport.

“Air connectivity is another priority for 
us this year, as 75 per cent of international 
arrivals to the country is by air,” Arief re-
marked.  

There are currently 19.5 million seats, 
offered by both Indonesian and interna-
tional airlines, available each year. This 
was sufficient to fulfil the target of 12 mil-
lion arrivals in 2016.

“To meet the 2019 target of 20 million 
arrivals, Indonesia needs to have some 30 
million seats a year, or 10.5 million addi-
tional seats in the next three years,” Arief 
said, acknowledging that an increase in 
seat capacity is crucial to the development.

This year, the Indonesian Ministry of 
Tourism is targeting an additional four 
million seats. They have kicked that off 
with an MoU with the airport authorities 
– Angkasa Pura I, Angkasa Pura II and 
AirNav Indonesia – to open more routes, 
increase frequencies and launch new ser-
vices from new markets.

Other ongoing efforts include giving 
incentives on airport charges, and the ap-
plication for priority slots in a number of 
international gateways in Indonesia.

 
This is compounded by the ag-

gressiveness of large travel agents 
in acquiring mid-sized ones to 
eventually monopolise the market. 
Prices given to big agents by hotels 
tend to be cheaper as compared 
with us, the local travel agents. 
This causes traditional agents to 
shutter, while those who survive 
enter a niche market, offering spe-
cific products to avoid head-to-
head competition.

 
If you have the chance to change 
things in Bali tourism... I would 
improve the quality of travel agents. 
More than 400 agents are ASITA 
(Association of the Indonesian 
Tours and Travel Agencies) mem-
bers, but approximately the same 
number are not.

Some of these agents may be ille-
gal. We tend to be less strict in crack-
ing down on illegal travel agents so 
they thrive in Bali. All this leads to 
intense competition with unhealthy 
price wars, and travel agents sacri-
fice quality for low prices.

There is also an overlap of com-
ponents in tourism. For example, 
hotels, tour guides and transport 
owners can sell tour packages, but 
I find this a disorderly  system. 
Each tourism segment should have 
its own portion, with the govern-
ment as a regulator. It will foster a 
healthier environment for doing 
businesses.

come with private balconies. Resort 
facilities include complimentary Wi-
Fi, a swimming pool, an artificial 
beach area, lap pool, kids’ club, teen 
club, as well as five F&B options.

5  InterContinental Bali Resort 
completes room refurbishment
InterContinental Bali Resort has 
completed the first phase of its refur-
bishment programme. 

The first phase involved its 125 
Singaraja Rooms, which now feature 
full-wall mural paintings inspired by 
Balinese textiles and carved-wood 
headboard panels with geometric 
lattice patterns, while the original 
teakwood flooring is retained.

Every room has been fitted with an 
energy management system featur-
ing occupancy sensors that control 
lighting, air-conditioning thermo-
stats and the silent mini-bar fridges, 
while bathrooms are fitted with low-
flow shower heads and taps. 
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TRIED AND TESTED

TRIED AND TESTED

LOCATION Tucked along Bali’s east 
coast in the Klungkung regency, this 
Wyndham resort is currently the only 
international branded hotel in the vicin-
ity, which is a blessing as the area doesn’t 
have the crowdedness or touristy vibe that 
characterise other popular beaches in Bali. 

The low-rise resort calls lush paddies 
and duck farms its neighbours, and come 
evenings locals can be observed playing 
football or fishing on the carbon-coloured 
sands of Pantai Lepang. 

From the Ngurah Rai International 
Airport, it’s at least a 45-minute drive to 
the resort but its location in eastern Bali 
makes it a convenient base for day trips 
into Ubud or the Batur and Agung moun-
tains.   

LOCATION Montigo Resorts, Seminyak 
occupies a prime location in Seminyak on 
Jalan Petitenget, a street lined with upscale 
fashion boutiques and hip boutiques – 
just next door is Potato Head Beach Club. 
The blue-and-white-themed resort defi-
nitely has the chilled vibe of an Australian 
beach club, and feels like an oasis despite 
its address in the busy Seminyak enclave.

ROOM We checked into the Executive 
Suite on the ground floor, which comes 
with an outdoor patio where in-suite 
BBQs can be had upon request. 

The fluffy bed and billowy pillows will 
appeal to those who like their sleep to be 
marshmallowy. A tall partition – where 
the TV is ensconced – separates the bed-
room and carves out a different zone for 
relaxation within the delightful space. 

The marbled bathroom is spacious 
and comes with two basins – couples and 
families do not have jostle for room in the 
morning – and Bvlgari shower amenities.

 
F&B Despite being the only on-site din-

No of rooms 222 
Rates From 1.2 million rupiah (US$89) a 
night 
Contact details  
Tel: (62) 366 543 7988 
Email: reservations@wyndhamjivvabali.com
Website: www.wyndhamjivvabali.com

No of rooms 108 
Rates From US$150++ 
Contact details  
Tel: (62) 361 301 9888
Email: info.seminyak@montigoresorts.com
Website: www.montigoresorts.com/seminyak

This lifestyle resort impresses with its laid-back vibe and 
strong suite of amenities. Plus, its location in Bali’s hip 
enclave doesn’t hurt too, finds Xinyi Liang-Pholsena 

The tranquility, black sand beach and well-appointed amenities make this upscale 
resort a blissful haven on an increasingly crowded island, finds Xinyi Liang-Pholsena 

Montigo Resorts, Seminyak 

Wyndham Tamansari Jivva Resort Bali

ROOM My 45m2 Deluxe Room – Ocean 
View looks out to a swimming pool and 
the Lepang Beach, with a terrace that af-
fords a good vantage point for sunset 
viewing. The spacious brown-and-beige 
room is decidedly comfortable and el-
egant, with ornamental features like a rat-
tan-woven floormat, puffy cushions and a 
striking decorative wooden panel. 

The only fly in the ointment? The lack 
of an international-standard socket in the 
room, although that was quickly resolved 
with a call to the front desk and a travel 
adaptor was sent my way shortly. 

F&B Food was scrumptious and serving 
sizes hearty whether it’s at the all-day din-
ing restaurant Bumbu or the Jivva Beach 

Club. Owing to the lack of restaurants 
in the vicinity, we had most meals at the 
resort but the chefs did a commend-
able job of keeping our tastebuds satisfied 
throughout our two-night stay.

Our first meal, a late lunch at Jivva 
Beach Club, comprised spicy marinara 
pasta and the Jivva pizza topped with 
mozzarella and sambal matah relish, and 
were so yummy that we repeated these 
orders for our subsequent meals. With a 
lawn dotted with colourful beanbags, Ba-
linese parasols and swaying palm trees, the 
beach club certainly offers a relaxing spot 
for lounging any time of the day. 

Dinner at Bumbu was also an equally 
appetising and visually-pleasing affair, 
highlighted by ginger-infused beef car-

paccio, French onion soup, king prawn 
and asparagus salad, and pan-seared bar-
ramundi.

FACILITIES The open lobby, surrounded 
by water, resembles a floating island and 
cuts an arresting feature for anyone visit-
ing the resort. As well, the oceanfront re-
sort’s two outdoor pools more than make 
up for the lack of swimming opportunity 
in the open sea – not advisable due to the 
big waves – with one tucked within the 
garden and the other fringed with real 
sand facing the ocean. 

The Thirta Spa and Wellness Centre 
comprises a cluster of eight thatched-roof 
cabanas. The massage was an absolutely 
soothing experience – between masterful 
strokes of my therapist and the sounds of 
waves crashing on the beach, it was too 
easy to drift into a state of oblivion. 

Other facilities include a business cen-
tre, meeting rooms and gym. And with the 
legendary Keramas surf break just a five-
minute-drive away, the resort also offers 
surf tours and lessons for guests. 

SERVICE Staff were friendly, always ready 
to offer a smile whenever they walked by. 
My husband and I had a great day out to 
Ubud and Mt Batur accompanied by re-
sort concierge Goesmank, a Balinese na-
tive who shared many personal anecdotes 
along the way. 

VERDICT A serene retreat worth visiting 
to experience an idyllic Bali that is increas-
ingly hard to find. 

ing outlet, the all-day-din-
ing restaurant Tiigo offers 
a good selection of West-
ern and Balinese options 
all times of the day. 

The food is clearly an 
expression of the chef ’s in-
genuity and high-quality, 
locally sourced ingredi-
ents. Our dinner started 
with cold somen served 
with wakame and negi on 
an ice brick, progressed 
into smoked seafood trio 
of scallops, salmon and prawns, before 
rounding off on a sweet note with roasted 
cardamon panna cotta for dessert. 

FACILITIES Since its acquisition by KOP 
in 2015, the former Samara resort has 
been given a facelift and refreshed facilities 
are opening in phrases, with a new wing 
currently underway to add more rooms. 

For a resort of its size, it’s quite amazing 
that there are three swimming pools. Sited 
at the resort entrance beside Tiigo, the 

striking azure pool with its floating bean-
bags is clearly a space for those not shy of 
attention. The other two pools (open to 
resort guests only) are sited in more mod-
est surroundings, one in front of the gym 
and the other hemmed in by palm trees 
beside the spa. 

The nine-suite spa is a haven in itself, 
where wellness seekers can luxuriate in 
soothing treatments in the cocoon-like 
ambience, while young children can be 
entertained in the 300m2 Tilo Kids Club.

Adorable Vespa scooters in turquoise 
are available for those keen to explore the 
bustling environs on two wheels.

SERVICE Everyone was eager to provide 
impeccable service and even offer tips on 
the best Instagram spots in Bali. 

VERDICT A high-end lifestyle resort that 
scores favourably on location, comfort 
and service.

mailto:reservations@wyndhamjivvabali.com
http://www.wyndhamjivvabali.com
mailto:info.seminyak@montigoresorts.com
http://www.montigoresorts.com/seminyak


AMPLIFY YOUR BRAND 

Get Ready For A Focused MICE 
Experience Like No Other
Featuring the largest collection of International MICE 
CVBs and exhibition showcase of Asia-Pacific MICE 
suppliers. Be seen with the major players moving the 
industry today.

At The Only Asia-Pacific 
MICE Event That Matters

The Leading International MICE Event 
Centered in Asia-Pacific
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Too many beds in paradise?

Four Seasons Private Island Maldives at Voavah, Baa Atoll

Destination Maldives

Hoteliers in the Maldives are having a harder time filling up rooms amid a surge 
in new hotel openings and slowdown in arrival growth. Feizal Samath reports

A 
flurry of new resorts opening in 
the Maldives in recent years has 
brought new challenges to the 
lucrative tourism industry, as a 

supply glut outstrips demand and visitor 
arrival growth to put pressure on room 
revenues.  

The accommodation supply has been 
steadily growing for the Indian Ocean na-
tion. From 108 resorts and 23,936 beds in 
end 2015, the number of resorts in opera-
tion totalled 117 with 26,557 beds by end 
2016. As well, there are nearly 400 regis-
tered guesthouses with a total of 5,600 
beds as of November 2016. 

“The ADR is significantly low and con-
tinues to drop. Resorts are not making 
money,” said a senior manager at a local 

resort openings will, on the contrary, instil 
further market confidence in the tourism 
sector. “It also ensures the incredibly high 
level of standards at the resorts,” he said. 
“Competition is healthy.”

resort chain, who declined to be named. 
He added: “The influx of tourists three 

years ago has dissipated while the rooms 
to match that (earlier) demand are only 
now coming on stream.”

Nearly 1.2 million arrivals were re-
corded in January-November 2016, up 4.6 
per cent from the same 2015 period. This 
presented a sharp picture of contrast from 
the double-digit growth three years ago 
when the one million arrivals in January-
November 2013 translated into a 17.8 per 
cent hike from the same 2012 period. 

This growth slowdown comes as no 
surprise to Mario Hardy, CEO of PATA. 
“When I ask friends and family members 
about the Maldives, the following words 
comes to mind: beautiful island paradise, 
turquoise water and expensive. I am not 
surprised that the country is witness-
ing growth of only three to four per cent 
because these words could represent any 
number of island destinations – some of 
which are very close by,” he remarked. 

Still, Maldivian deputy tourism min-
ister Hussain Lirar believes it is not all 
gloom and doom for a destination that re-
mains aspirational for many in the region. 

“Too many beds? I don’t think so. In 
fact, in December there was a shortage 
of rooms,” he said, while conceding that 
more destination marketing may be re-
quired when newer properties launch.

Abdulla Ghiyas, president of the Mal-
dives Association of Travel Agents & Tour 
Operators, also maintains that an increase 
in promotional budgets will help the des-
tination ride out this oversupply storm as 
well as the political uncertainty that has 
embroiled the country in recent times.

While political instability has led ar-
rivals from China, the country’s largest 
source market, to tumble 10.2 per cent to 
308,077 in January-November 2016, Kris-

Mario Hardy,  
CEO, PATA
The Maldives will 
continue to face 
fierce competi-
tion from its 
neighbours and 
other destinations 
around the globe.
It needs to diversify its product range and 
embed culture in its marketing efforts if it 
wishes to maintain its tourism growth. 

I also encourage the Maldives to look at 
the growing MICE market. There is no doubt 
that these amazing islands are positioned 
uniquely to offer incentives and small confer-
ences products.

Haris Mohamed, acting managing  
director, Maldives Marketing and PR 
Corporation
Maldives tourism grew 4.2 per cent in 2016. 
By no means do we consider this outstanding 
growth. But we are in the process of develop-
ing creative and innovative 
cost-effective mar-
keting campaigns 
for the year that 
we believe has 
the potential to 
deliver double-
digit growth 
figures in the years 
to come.

What else is needed to boost 
tourism in the Maldives? 

Viewpoints

han Balendra, executive director at Co-
lombo-based John Keells Holdings, which 
owns three Maldivian resorts, expects a 
swift recovery from the Chinese market. 
“Some markets like China are very sensi-
tive to political developments,” he said.  

Industry players remain sanguine of 
the Maldives’ prospects. Thomas Meier, 
senior vice president operations-Asia at 
Minor International, said: “In the tourism 
industry it’s not unusual to see growth 
cycles. The Maldives has experienced a 
number of years of continued growth, so 
it’s certainly not uncommon to see a sof-
tening of the market,” he said.

Likewise, Shabeer Ahmed, chairman 
of Coco Collections, opined that falling 
room rates and occupancies over the last 
two years are just part of a cycle that every 
business experiences. 

The key for owners, he stated, is to pre-
pare the right strategy when the business 
cycle improves, adding that there is good 
reason to believe that the market for the 
Maldives is growing. 

Looking ahead, new names entering 
the hospitality scene this year include Four 
Seasons Private Island Maldives at Voavah, 
the world’s first exclusive-use UNESCO 
hideaway on a secluded island with just 
22 rooms, as well as the newly opened 
St Regis Maldives Vommuli Resort and 
Hurawalhi Island Resort (see page 26), 
all of which are expected to enhance the 
destination’s strength in commanding a 
premium upwards of US$1,000 a night at 
top resorts.

The destination also attracted a record 
number of 40 private jets in December, 
carrying the likes of superstar David and 
Victoria Beckham for their New Year’s Eve 
party in the Maldives.

Unfazed by the room influx, John 
Keells Holdings’ Krishan thinks that new 

 1.2 million
The number of arrivals from January 
to November 2016, compared with 
1.1 million in the same 2015 period

5.6 days
The average duration of stay per 
tourist from January to November 
2016, a dip from 5.7 days from the 
corresponding 2015 period

68.7%
The average occupancy rate from 
January to November 2016, against 
76.5 per cent in the same 2015 period

Destination in numbers
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Issue of the day

Calling for level playing �eld 
The advent of guesthouses raises fair play concerns 
among mid-sized resorts while DMCs fear a dilution of 
the Maldives brand with budget beds. By Feizal Samath

W
ith the government wel-
coming small businesses, 
guesthouses are prolifer-
ating across the Maldives, 

leaving big resorts concerned that these 
small accommodation units do not have 
to go through the same rigmarole of ap-
provals that they are subject to.

Motels, guesthouses and mid-sized 

resorts are offered within the same gen-
eral price range, but mid-size resorts are 
bound by more regulations and rules. Re-
sorts charge US$150 compared to motels/
guesthouses which are offered at US$120-
135.

“We don’t have a problem with com-
petition. But this is unfair particularly be-
cause maintenance costs are high to keep 

MY WAY

Amjad Thaufeeg 
Director of sales,

JA Manafaru

If I had my way to improve data col-
lection in the industry… I would 
transform a research facility that I 
started in partnership with nine re-
sorts in 2008 (today we have 30 five-
star resorts) to a full-fledged website 
and invite all resorts to share their data. 

With the surge in accommodation 
such as hotels and guesthouses, there 
is a gap in the market in terms of un-
derstanding the (nuances of traveller 
choice). While government data deals 
with arrival statistics and accommo-
dation supply, there is no data to show 
where travellers are staying. Current 
data shows that 60 per cent stay in re-
sorts but where do the rest go? 

If I had my way to manage the over-
supply of rooms… I would first se-
cure as many airline seats as possible 
for the Maldives. One of the biggest 
problems here is that airline capacity 
hasn’t improved. For example, during 
the Chinese New Year period, there 
were plenty of rooms but not enough 
airline seats to meet the demand. The 
government also needs to control the 
number of resorts. 

Apart from the traditional partici-
pation at travel fairs and roadshows, 
we need new marketing strategies and 
products to add more flavour to the 
Maldives apart from sun, sea and sand. 
This could be shopping malls near 
the airport, water and entertainment 
parks, and a bigger health and wellness 
market.

If I had my way to address price-
slashing practices… I want others 
to understand how different the mar-
ket behaviour is where it concerns the 
Maldives. Resorts offering last-minute 
discounts that are implemented with 
immediate effect don’t work and only 
lead to price wars. 

Unlike other markets like Singa-
pore, Thailand and Malaysia with 
enough flights for travellers to make 
last-minute holiday decisions, book-
ings in the Maldives are made months 
ahead. Seat capacity is limited and 
connections to outlying islands cannot 
be done overnight. 

NEWS IN A MINUTE
1  Airport gets a new name

The Maldives’ main airport, Ibrahim 
Nasir International Airport, has been 
renamed as Velana International Air-
port since January 1, 2017.

Last year, the government un-
veiled an ambitious US$800 million 
plan to develop the airport to cater 
to over seven million passengers by 
2018, which includes the construc-
tion of a new passenger terminal by 
Saudi Arabia’s Binladin Group.

 
2  Air France flies to Malé

Air France will commence twice-
weekly flights between Paris and 
Malé in the Maldives from Novem-
ber 1 this year. The flights will be  
operated on Boeing 777-200 aircraft 
with 312 seats – 28 in Business, 24 
in Premium Economy and 260 in 
Economy.

On Wednesdays and Saturdays, 
the service will depart Paris-Charles 
de Gaulle at 20.50 and arrive in Malé 
at 10.20 the following day. It then re-
turns from Malé at 13.05 (Thursdays 
and Sundays) and lands in Paris at 
19.35.

3  InterContinental debuts
The first InterContinental resort in 
the Maldives is sited on the island of 
Maamunagau. Located at the south-
ern point of Raa Atoll, the 83-room 
property will have amenities like an 
all-day dining restaurant, kids’ club, 
club lounge, pool and spa, plus a sea 

sports centre nearby offering activi-
ties such as snorkelling or jet skiing. 

4  New Gan gateway brings 
SriLankan Airlines
Gan, in the south of the Maldives, has 
opened up to international airlines, 
a development that could translate 
to an estimated three hours in time  
saving for travel to resorts in the 
south.

The introduction of this gateway 
eliminates the need to connect with 
a scheduled commercial flight from 
Malé, 545km away, to get to the do-
mestic airports in the south.

On December 1, SriLankan Air-
lines started flying from Colombo to 
the upgraded Gan airport, which was 
previously only served by domestic 
carriers Maldivian and Flyme.

SriLanka’s 110-minute flight de-
parts Colombo at 06.55 four times a 
week (Tuesdays, Thursdays, Fridays 

1

and Saturdays) and utilises a 150-
seat Airbus 320.

5  New resort in Dhaalu Atoll 
Launched last month in the Dhaalu 
Atoll, Kandima Maldives offers 274 
studios and villas across 11 different 
categories, all of which come with a 
private terrace. The property offers 
eight F&B options, and facilities in-
clude a kids’ club, diving school li-
brary, spa and yoga studio. 

6  PATA to resurface after MoU
At PATA Travel Mart 2016, PATA 
signed an MoU with the Maldives 
Association of Travel Agents and 
Tour Operators to cooperate in areas 
of research and publication, advo-
cacy, training and human resource 
development as well as destination 
marketing. PATA is also expected to 
be revive an association chapter in 
the archipelago. 

products and in particular water bunga-
lows in top shape all the time,” said a local 
hotelier, who declined to be named.

Shafraz Fazley, managing director of 
Viluxur Holidays, said guesthouses need 
to be controlled and categorised properly 
by the government.

“They should only be able to market 
or advertise their properties accordingly. 
There is a need to educate the consum-
ers on the difference between a guest-
house and an actual resort so it does not  
spoil the unique image of the Maldives’ 
one-island, one-resort concept.”

Fazley said the surge in the number of 
beds in the Maldives is not in line with 
tourism growth. “This dilutes the busi-
ness among resorts especially on high-end 
properties when one or two properties 
dreadfully (slashes) their rates to (com-
pete with guesthouses),” he explained. 

Hussain Sunny Umar, COO at Mal-
dives Getaways, is more welcoming of di-
versity in accommodation types. “Guest-
houses add an additional segment and 
complements the one-resort, one-island 
concept that the Maldives is well-known 
for,” he said.

With the rise of budget airlines and 
millennial travellers, Airbnb and Zen will 
eventually be stronger transformative 
forces in the industry, he added. 

Hussain also disagrees that guest-
houses are given preferential treatment,  
as any island intending to operate guest-
houses must comply with regulations like 
having police stations, fire, health and 
other basic facilities. 

According to official data, 120,000 
tourists visited guesthouses in 2015, with 
the number targeted to grow to 500,000 
by 2020. The number of guesthouse beds 
is expected to swell to 10,000 by 2020.
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TRIED AND TESTED

LOCATION At the all-adult Hurawalhi 
Island Resort, 5.8m below sea level. The 
resort is a 40-minute seaplane ride from 
Malé International Airport.

AMBIENCE The immense feat and cost 
of transporting this all-glass restaurant 
constructed in New Zealand and installing 
it underwater has paid off handsomely. 

‘Unforgettable’ is the word to describe 
being surrounded by every imaginable 
fish variety and ocean life – clownfish, 
yellowfin tuna, snapper, parrotfish, bat-
fish, octopus, etc – seamlessly floating all 
around barring the floor, which is the only 
piece of furniture that doesn’t have open-
to-the-ocean acrolite glass.

The spectacle is well-kept with the ac-
rolite glass being cleaned up to twice a day. 

While this provides a window into the 
beautiful marine world, the space is also 
great for an intimate dining experience, 
with capacity for no more than 16 pax or 
eight couples. 

Being a music buff, I thought the expe-
rience was enhanced with a great choice 
of music – from Van Morrison’s Brown 
Eyed Girl to Bob Dylan’s The Times They 
Are A Changin’.

MENU The restaurant is open for lunch 
(one seating) and dinner (two seatings). 

The US$280 dinner menu begins with 
diver scallops and ends with Baileys coco-
nut praline. My personal favourite was the 
main course – Angus beef with Asian bar-
becue corn. Also included in the meal is 
the yellowfin tuna with cucumber wasabi 
sesame ponzu.

But the icing on the cake or coup d’etat 
of the evening was not simply the food. To 
quote one delightful newspaper headline, 
it was “Not seafood but ‘seefood’!”

SERVICE Each dish is expertly explained 
to guests by the chef and his team. Beyond 
this, service was unobtrusive as we were 
allowed to tuck into our food amid the 
occasional shuffle of fish above! 

VERDICT Breathtaking and in a class of 
its own – you don’t often get to enjoy a 
meal in the company of ocean creatures. 

Location Hurawalhi Island, Lhaviyani Atoll, 
Maldives 
Opening hours Lunch (one seating); dinner 
(two seatings)
Contact details  
Tel: (960) 6622000
Email: reservations@hurawalhi.com
Website: www.hurawalhi.com

The Maldives is pulling out the stops to offer trendy 
surprises like the world’s largest all-glass underwater 
restaurant, swoons Feizal Samath 

Destination Maldives

5.8 Undersea Restaurant

Untitled-1   6 27/2/17   10:03 PM

mailto:reservations@hurawalhi.com
http://www.hurawalhi.com
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preparedness arrangements at two of Nepal’s airports, Tribhuvan 
International Airport and Nepalgunj Airport.

SPOTLIGHT ON SUSTAINABLE TOURISM 
DEVELOPMENT FOR 2017  
The UN has designated 2017 as the International Year of Sustain-
able Tourism for Development, outlining aims to support a change in 
policies, business practices and consumer behaviour towards a more 
sustainable tourism sector. To date, 499 companies and associations 
from 67 countries – from airlines to tour operators – have commit-
ted to uphold ethical standards and live by the code in their opera-
tions. Macau’s Global Tourism Economy Research Centre, Air Nippon 
Airways and Chimelong are among the official sponsors.

SHORTTERM APARTMENT RENTALS GIVEN  
THE AXE IN SINGAPORE
Home-sharing platforms like Airbnb face an uncertain future in 
Singapore with the recent passing of a legislation that prohibits short-
term rentals under six months, with violators facing a fine of up to 
S$200,000 (US$141,400) or jail time of up to a year.

Saravana Chandrasekar, director of sales at Josco Gsa Travel, 
perceives the move as overdue, as the inbound tour company had 
recorded lost revenue from hotel bookings.

Meanwhile, the Singapore authorities are looking into creating 
a new category of private residences that could host short-term 
rentals.

LEADERSHIP TRANSITION AT ONYX 
A leadership transition is occurring at Onyx Hospitality Group with 

CEO Peter Henley, chief com-
mercial officer Duncan Webb and 
chief people officer Anand Rao 
retiring from the Bangkok-based 
hotel chain effective end-June.

Henley will be succeeded by 
current COO Douglas Martell 
who joined Onyx in mid-2014. 

Webb, who has been with Onyx for 28 years, is succeeded by Debrah 
Pescoe who came onboard Onyx in 2012 as vice president sales, and 
Rao by Suganya Wiwitwanit who joined in March last year as senior 
vice president human resources.

NETFLIX, SPOTIFY AND FOXTEL GET 
ON BOARD QANTAS
Last month, Qantas started offering customers 
free access to Foxtel, Netflix and Spotify content 
on its first Wi-Fi-enabled domestic flight, and the 

Australian airline will be rolling out the service to 
the rest of the its domestic Boeing 737 and Airbus 

A330 fleet from mid-2017 onwards. Qantas will offer video and audio 
streaming with speeds up to 10 times faster than conventional inflight 
Wi-Fi, made possible through the nbn Sky Muster satellite service. 

We hope more airlines will follow Qantas’ lead to offer a wider 
variety of inflight entertainment. 

NEPAL PREPS AIRPORTS FOR NATURAL DISASTERS 
The 7.8-magnitude earthquake that struck Nepal in April 2015 has 
shown that adequate level of infrastructure and effective logistical 
operations would not only save lives but help reduce economic loss.

Keeping this lesson fresh in mind, over 30 officials from Nepal’s 
airport and government 
agencies recently came 
together for a four-day Get 
Airports Ready for Disaster 
workshops led by Deutsche 
Post DHL Group and the 
United Nations Development 
Programme to assess and 
strengthen the post-disaster 

US TRAVEL HIT BY TRUMP SLUMP
American president Trump’s travel ban imposed 
on seven Muslim-majority countries has had an 
immediate effect on arrivals into the US, as shown 
in an analysis by Forwardkeys.
In the period of January 28 and February 4 after 

the executive order was signed, net bookings issued 
from Iraq, Syria, Iran, Libya, Somalia, Sudan and Yemen were down 80 
per cent on the same period last year. Bookings from Northern Europe 
(-6.6 per cent), Western Europe (-13.6 per cent), Southern Europe 
(-2.9 per cent), the Middle East (-37.5 per cent) and Asia-Pacific (-14 
per cent) were also down. The total international bookings for the 
coming three months are currently 2.3 per cent ahead of last year.

Connect ICYMI: Tune in to what’s been going on at 
ttgasia.com and the social media space
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Travel Hall of Fame  
Since 2002, TTG Asia Media has honoured 
luminaries that have won the prestigious 
TTG Travel Award for at least 10 consecutive 
times for the same award title in the Travel 
Hall of Fame.

At present, these exceptional 
organisations and their years of induction are: 
• Singapore Airlines (2002) 
• Singapore Changi Airport (2002)
• Hertz Asia Pacific (2005) 
• Royal Cliff Hotels Group (2006)
• Star Cruises (2008) 
• Sabre Travel Network Asia-Pacific (2009)
• SilkAir (2010) 
• Lotte Tour (2011) 
• Hong Kong International Airport (2013)
• Raffles Hotel Singapore (2013)
• Regal Airport Hotel (2015)
• Banyan Tree Spa (2015)
• Qatar Airways (2016)
• Thai Airways International Public Company Limited (2016)
• Thailand Convention & Exhibition Bureau (2016)

TTG Asia Media is pleased to announce that it has set up a 
virtual TTG Travel Hall of Fame (www.ttgtravelhof.com), which will 
enable us to showcase the accolades, artefacts and memorabilia 
of the region’s most exceptional travel organisations in a far 
more effective way and to a global audience. 

Singapore minister S Iswaran handing over 
the “torch” to Thailand minister’s Kobkarn 
Wattanavrangkul during the ATF closing 
ceremony, as Chiang Mai gets ready as 2018 
host. #chiangmai #thailand #atf

Here we are getting spoilt by Pan Pacific 
Singapore’s Ng Cuili who swung by our office 
with a heap of Chinese New Year goodies on 
a rainy Monday afternoon. Thank you very 
much! #panpacificsingapore #cny

Earlier in February, the TTG family gathered 
at Resorts World Sentosa’s Feng Shui Inn 
to partake in a sumptuous Chinese New 
Year lunch. #resortsworldsentosa #cny 
#fengshuiinn

 Instagram

Snippets of happenings good and bad surrounding the travel trade

FORMER FRENCH PRESIDENT 
SARKOZY JOINS ACCOR'S BOARD
Do politics and business mix? Barely two 
months into 2017, the world saw real-estate 
mogul Donald Trump becoming the US presi-
dent while former French president Nicolas 
Sarkozy found a new job in the hospitality 
sector as an independent director of AccorHo-
tels, prompting Facebook reader Truong Huyen 
Hurong to muse: "In the US a businessman 
becomes president; in France a president 
becomes a businessman." 

EVENT SCAMMERS CON TRADE OVER BOGUS 
ASEAN TRADESHOW IN JAKARTA
Several industry members from Indonesia, Vietnam and Malaysia 
became victims of a the bogus ASEAN Travel Mart when a fraud 
event organiser called Sampoerna Events promoted the event, 
which was supposed to take place in Jakarta on February 22-23.

Suspicions were raised when organisers failed to provide the 
buyer list, while the website could no longer be accessed and phone 
numbers were uncontactable nearer the supposed event date. Sell-
ers also found an exhibition venue under renovation and their hotel 
bookings unpaid when they arrived in Jakarta for booth setup. 

The affected companies have met with the board members of 
Indonesia Tourism Industry Association and made a report to the 
police.

TWITTER.COM/TTG_ASIAFACEBOOK.COM/TTGASIA INSTAGRAM.COM/TTGASIA
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www.cocopalm.com   |    +960 664 6600

Located at Dhuni Kolhu Island, part of the Baa Atoll, Coco Palm Dhuni 
Kolhu is certainly the ultimate hideaway in the Maldives. Set on a beautiful 
island, the resort is fringed by white sand beaches, dressed with luxurious 

tropical vegetation, and hosts a lagoon for the enjoyment of a vast range of water 
sports.Coco Palm Dhuni Kolhu features thatched villas either dotted amongst 
palm trees in carefully planned tranquility or elevated on stilts in the lagoon. 

Beach villas and deluxe villas have open air garden bathrooms for showers under 
the stars or the sunrise, and a four-poster bed with mosquito net enhances the 
romantic mood of the villas. All water villas are fitted with a Jacuzzi bathroom 
overlooking the turquoise water lagoon, plunge pools on the large sundeck, four-
poster beds, and luxurious furniture. Diving, water sports, excursions, snorkeling, 
a recreation center with a fitness room and library, a TV room, a choice of 
restaurants and bars, boutiques, and a spa all become memories of a magical stay. 



This breathtaking and luxurious hotel in the Maldives 
is located in North Male Atoll only a 40-minute 
speedboat ride from the international airport. The 

island, surrounded by a white sandy beach and clear blue 
waters, will leave guests speechless. Each villa is designed 
with nature in mind, giving you a view of the Indian Ocean 
and tropical gardens. Guests have a choice of the Island 
Villas, Water Villas, Escape Water Villas or Escape Water 
Residence each offering a view you will never forget. These 
romantic rooms are spacious and offer all the amenities guests 
need for their stay. Guest will enjoy the Coco spa that will 
rejuvenate your body and spirit. This spa sits over the crystal 
waters and offers private rooms each with its own pool. The 
romantic dining experience and unique food choices will keep 
guests coming back. Pick Coco Bodu Hithi as your choice 
of stay when looking for an out-of-this-world experience.

Just 30 minutes from the airport by speedboat, a tropical haven is enclosed within the 
turquoise folds of the Indian Ocean. Located in South Malé Atoll, the island of Biyadhoo 
offers a fascinating glimpse of the simple, yet breath-taking beauty of Maldives. Fringed 

by a crystalline lagoon and powdery white sandy beaches, Biyadhoo is blessed with lush 
tropical vegetation and famed to have the best house reef in the Maldives. Popular among the 
diving and snorkeling enthusiasts, the island provides peace and tranquility to the weary soul. 

www.cocoboduhithi.com   |    +960 6641122 / +960 664 6600

www.biyadhoo.com   |    +960 334 4420
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