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OCTOBER 2019 Taipei’s heady mix

Osaka shifts its 
future

Young innovators 
in event tech

Make travel safe 
for your LGBTQ 

workforce

Celebrating 45YearsCelebrating 45Years

Full steam ahead
Cruise companies are 

investing more attention 

on Asia’s business event 

market, intensifying 

trade connection and 

bringing more and newer 

ships to sail the region. 

We tell you what you 

need to know as you  

consider cruises for your 

next event  
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Let me  
introduce you

The TTGmice team delivered its second Asian MICE 
Cruise Conference on September 24 in Bangkok (co-
located with the annual IT&CMA), this time with twice 
the number of sessions compared to the debut edition 
last year. 

We brought in more speakers from different cruise 
lines as well as Jiali Wong, senior manager for Asia with 

the Cruise Lines International Association – regarded 
as the world’s largest cruise industry trade associa-
tion – who painted a bright picture for the industry 
and explained how business event planners can benefit 
from it too.

While the audience was rather shy and reserved dur-
ing the Q&A session at the end of every panel, some of 
the speakers told me a different story after. They were 
approached by event buyers who were interested to find 
out how they could get started in considering cruises 
for their next corporate event, or what they needed to 
know to convince their decision-makers – not so much 
what kind of hardware is onboard the cruise ship.

Steve and Diana Bloss, owners of Worldwide Cruise 
Associates who have exhibited at IT&CMA four years 
running, told me that many of the planners, while keen-
ly interested, didn’t know what to ask as they “don’t 
know what they don’t know”.

This observation isn’t new, which is why many of 
the cruise lines agree that more education for business 
event players is needed. It is common for cruise lines 
to offer training programmes for travel agents, as well 
as sales and marketing support. We, and our cruise 
partners, have some ideas around this for the planner 
community, so watch this space!

Supplementing these efforts are the occasional fam 
trip and ship inspection. These, I think, are the most 
promising ways of establishing strong connections 
with event buyers and planners. Seeing is believing, 
and these onboard showcases allow cruise lines to 
demonstrate to event buyers and planners how the 
ship – even one on a scheduled sailing which is shared 
with holidaymakers and other private groups – can be 
customised for a corporate gathering.

We did a showcase with Princess Cruises last year, 
taking many Singapore-based event buyers and plan-
ners onboard the Sapphire Princess where they got to 
experience how facilities can be tailored for private 
events. It drew positive feedback from our readers. 

We are happy to say that we are able to offer this op-
portunity again this November 25 with Royal Caribbean 
International, onboard the massive Quantum of the 
Seas. If you have registered for it, we’ll see you there!
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Daegu
Industry and innovation
Daegu, the third 
largest city in South 
Korea and home to 
2.5 million people, is 
located in a region 
where some of South 
Korea’s most successful 
industries are based. 
Eight industries are 
primed for future 
growth: water, medical, 
next-generation 
cars, smart energy, 
ICT convergence, 
mechanical robotics, 
materials and culture. 
Daegu has hosted many 
MICE events related to 
these industries. There 
are 11 universities 
and 27 vocational 
colleges in the vicinity, making Daegu a 
popular destination for technical and academic 
exchanges. The city’s superb venues have 
enabled it to host prestigious international 
events such as the World Energy Congress 
2013 and World Water Forum 2015.   

 ContaCt
Daegu Convention & Visitors Bureau
E: info@daegucvb.com
W: www.daegucvb.com

Busan
Gateway to Southern Korea
With a population of 3.7 million, Busan is 
the second largest city in South Korea. It has 
the world’s sixth busiest container port and 
third largest transhipment port – irrefutable 
proof that the city is a leader in industry and 
international trade. UIA named Busan Asia’s 
4th best convention city in 2018 in recognition 
of its excellent facilities, professional workforce 
and abundance of attractions. It is the gateway 
to Southern Korea and other MICE destinations 
such as Daegu, Gyeongnam and Jeju. Event 
planners worldwide will be convinced of Busan’s 
absolute allure once they experience the city’s 
winning combination of MICE venues, hotels, 
culture, nature, food and shopping. 

Like a breath of fresh air, the southern region 
of South Korea is an invigorating mix of 
outstanding MICE facilities, amazing sights 
and inspiring ideas for business and leisure.

B U S A N  f o r  M I C E

•	Busan	Exhibition	and	
Convention Center 
(BEXCO); Busan Nurimaru 
APEC House; Busan 
Cinema Center; Busan 
Aquarium

•	The	magnificent	
Beomeosa	Temple

•	The	colourful	Gamcheon	
Cultural	Village

•	A	hike	up	Geumjeong	
Mountain Fortress 

•	Shopping	at	fashionable	
Nampo	Dong	and	the	
world’s	largest	shopping	
complex

•	Direct	flight	from	
Singapore	since	May,	2019

D A E g U  f o r  M I C E

•	Daegu	International	
Airport	(11	countries,	
24	cities).	Also	Gimhae	
International	Airport	in	
Busan	(15	countries,	43	
cities) 

•	EXCO	Convention	Center	

•	Five	UNESCO	World	
Heritage	sites	nearby	

•	Visit	E-World	amusement	
park	and	climb	the	
famous	83	Tower

 ContaCt
Busan	Tourism	Organization
E:	busanmice@bto.or.kr
W:	www.bto.or.kr

S o u t h  K o r e a ’ S

the lighthouse on  
Somaemuldo Island in 

tongyeong, Gyeongnam

eXCo Convention Center

nurimaru aPeX 
house, Busan

Copyright © Free Vector Maps.com

Daegu

Gyeongnam
Jeju

Changwon

Seoul

S O U T H 
K O R E A

Busan
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TTGmice Advertorial

The	Korea	MICE	Bureau	
(KMB)	has	been	assisting	

MICE	planners	with	
information and advice 
since	1979.	A	division	of	

Korea	Tourism	Organization,	
KMB	supports	organisers	
and	planners	of	events	
in	South	Korea,	conducts	

overseas	marketing	activities,	
provides	training	for	industry	

professionals	and	helps	
to	connect	various	players	
in	the	MICE	industry.	KMB	
works	with	13	regional	
convention and visitors 
bureaus	and	33	overseas	

branches	to	promote	South	
Korea	as	the	world’s	most	
attractive	MICE	destination.

Korea tourism 
organization  

(Singapore regional office)
Tel	:	+65-6533	0441	

Web:	english.visitkorea.or.kr
Email:	koreamice.singapore@

gmail.com

e a S y  a C C e S S 
Via	international	
airports	of	Seoul	
(Incheon),	Busan	

(Gimhae)	or	Daegu.

h a l l y u 
Korean	Wave	has	

been	a	international	
cultural	phenomenon.	
Experience	K-pop,	

K-drama,	K-food	and	
K-beauty	at	their	

birthplace.

I n t e r n a t I o n a l 
r e P u t a t I o n   

Seoul	and	Busan	are	
3rd	and	9th	among	the	
top	10	international	
meeting cities – 2018 
International Meetings 
Statistics Report, UIA

S u P e r I o r  I t 
MICE	events	benefit	
from	South	Korea’s	

world-leading	Internet	
connection	speed	and	
overall	broadband	
adoption	rate.	

C o n n e C t I v I t y
Excellent	domestic	
connectivity	through	
high-speed	trains,	
express	buses	and	
intercity	buses.

Why Korea?

Korea MICe Bureau

Gyeongnam
A hidden MICE destination
Gyeongnam refers to the region which includes 
the cities of Changwon, Yangsan and Gimhae. 
It is the second most populated metropolitan 
region after the Seoul Capital Area and offers 
MICE visitors a unique mix of experiences, 
such as touring the industrial facilities of top 
Korean conglomerates such as Samsung, 
LG and Hyundai and enjoying magnificent 
nature sites. A high achiever in industry and 
commerce, the region 
is also famous for 
its coastal sceneries 
and legacies from the 
golden age of the Silla 
Kingdom. Changwon 
is the country’s 
first city developed 
according to an urban 
design masterplan. 
Its orderly network 
of roads, green 
spaces, residential 
and industrial zones 
have impressed many 
overseas visitors. 

 ContaCt
Gyeongnam	Convention	 
& Visitors Bureau
E:	gncvb@gncvb.or.kr
W:	www.gncvb.or.kr

Jeju
Naturally blessed for MICE
Jeju island is the only place in the world 
certified Triple Crown by UNESCO – World 
Natural Heritage, World Biosphere Reserve 
and World Geological Park. And it is no 
stranger to international business events, 
having developed a worldclass convention 
infrastructure, wide selection of hotels, and 
an experienced workforce who can work 
seamlessly with event organisers. Jeju’s 
stunning landscapes make excellent backdrops 
for teambuilding activities, theme parties and 
excursions to learn about local crafts and 
native communities. 
Jeju’s many cozy cafés, 
restaurants and small 
shops add much 
charm to its natural 
beauty. Jeju is ranked 
8th in Asia by UIA 
as an international 
convention city. Direct 
flights link Jeju with 
China, Japan, Hong 
Kong, Taiwan, Thailand 
and Malaysia.

 ContaCt
Jeju	Convention	&	Visitors	Bureau
E:	sean@jejucvb.or.kr
W:	www.jejucvb.or.kr

g y E o N g N A M  f o r  M I C E

•	One	hour	by	bus	from	
Gimhae	International	
Airport	in	Busan

•	Namhae	island	is	home	
to	three	nationally	
designated scenic sites

•	Changwon	Exhibition	
Convention	Center	offers	
78,929	sqm	of	exhibition	
and	meeting	spaces

•	Theme	tours	(nature,	
history,	culture)	and	
experience	workshops	
(pottery,	art,	tea	culture)

•	A	visit	to	the	port	city	
of	Tongyeong	and	its	
picturesque	mountains	
and	islands

•	A	local	food	experience	
that	includes	Jinju	
Bibimbap,	Hapcheon	
grilled	beef,	Hamyang	
pork	ribs	and	Chungmu	
Gimbap

J E J U  f o r  M I C E

•	Visa-free	entry	and	
30-day	stay	for	187	
countries

•	More	than	40,000	hotel	
rooms,	including	6,000	
premium	rooms	with	
convention	facilities

•	International	convention	
city	with	the	highest	
satisfaction	rate	in	South	
Korea	(Korea	Tourism	
Organization	2015)

•	Abundance	of	leisure	
and	sports	activities	such	
as	golf,	eco	adventures,	
cultural	tours,	and	
unique	experiences	such	
as	overnight	stays	at	
Seongeup	Folk	Village	

Romance Bridge in  
Jinhae, Changwon

Springtime in hallasan, Jeju

Changwon exhibition & Convention Center

TTGmice1910KoreaMICE2ppFinal.indd   3 18/9/19   10:42 AM
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CONNECT

WHAT’S HAPPENING

India publishes first MICE study, considers industry roadmap 
India’s Ministry of Tourism has released its first-ever MICE Study 
Report which spells out business events’ contribution to the Indian 
economy and will help pave the way for the creation of a roadmap for 
the implementation of strategies and policy amendments to advance 
the industry. 

Maldives suits up for business 
Known for decades as a luxury holiday destination, the Maldives has 
decided to pursue business events and is in the midst of creating a 
marketing plan to realise its new goals. 

Indonesian capital move a boon for East Kalimantan 
Indonesian travel industry members are predicting a rise in quality 
business travel and events infrastructure in East Kalimantan once the 
destination becomes the country’s new capital. President Joko Widodo 
had made clear plans to move the current capital from Jakarta to the 

TOP 5 HEADLINES THIS MONTH

 From left: The Maldives is welcoming more hotels and resorts with event facilities; Old Parliament Building juxtaposed against the backdrop of Colombo’s 
modern skyscrapers; It is business as usual in Hong Kong, with Hong Kong Convention and Exhibition Centre pictured

INTELLIGENCE

Business travellers want hotel options that are convenient, per-
sonalised and competitively priced with amenities, according to a 
report, Travel Lodging Program Adoption: How the Traveller Experi-
ence Impacts Program Adoption.

New research from the report – a Global Business Travel Asso-
ciation (GBTA) and HRS partnership, highlights these preferences 
while also demonstrating that many corporate travel buyers under-
estimate how important these elements are for their travellers.

Indonesian portion on the island of Borneo, straddling the two regen-
cies of North Penajam Paser and Kutai Kartanegara. 

Emergency decree lifting brings relief to Sri Lankan MICE sector 
Sri Lanka has lifted its state of emergency – imposed after the Easter 
Sunday bombings in April – bringing hopes to the travel trade that the 
move will lead to a much-needed boost in tourist arrivals. Stakehold-
ers believe that this will help convince countries to relax their travel 
advisories.

Business as usual in Hong Kong: HKECIA 
The Hong Kong Exhibition & Convention Industry Association (HKECIA) 
has issued a statement emphasising continued event capability in 
Hong Kong, with major exhibitions and conferences “running without 
incident or interruption” despite demonstrations. The statement sought 
to assure event participants, buyers and exhibitors that events in the 
destination are unaffected.

October 27-30
58th ICCA Congress 

Houston, US

creo
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  September 6
While on the Fusion 
Taipei MICE Tour, 
TTGmice visited Taipei’s 
numerous event spaces, 
ranging from the artsy 
Huashan 1914 Creative 
Park to the brand-
new Taipei Nangang 
Exhibition Center, Hall 2. 
Taipei National Palace 
Museum was also 
included in the itinerary, 
allowing the group a 
taste of local culture.

SNAPSHOTS

Twitter.com/TTGmice Instagram.com/ttgmiceFacebook.com/TTGmice Visit TTGmice.com for more exciting reads

Kevin Phun, practitioner and 
lecturer in sustainable tourism, 
believes that corporates can – 
and should – use their strong 
travel buying power to push 
suppliers to do more to lift the 
quality of life for impoverished 
local communities. 

PERSPECTIVES

  August 16
Hotel Soloha in Singapore has opened 
with a collection of 45 cosy rooms and 
charmingly modern spaces, including 
the Takeshi Noodle Bar, a meeting-
slash-ping pong room, and a coworking 
courtyard

September 4  
TTGmice’s Adelaine Ng recently visited two places in Seoul 

which are suitable for MICE groups. For instance, a repurposed 
oil tank that has been transformed into a unique event venue! 

  September 3
The TTGmice team 
was in attendance at 
the 2nd International 
MICE Conference 
& Forum in Chiang 
Mai, Thailand, where 
we got to meet 
Pairach Piboonrun-
groj, associate dean 
faculty of economics 
from Chiang Mai 
University. 

November 18-20
IBTM World

Barcelona, Spain

November 4-6
World Travel Market 

London, UK
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Sprinkle some magic to your event 
at Sands Resorts Macao
Meeting planners can set the stage by incorporating bespoke 
performances and multiple entertainment acts for delegates 
to take home unforgettable experiences

As Asia’s leading meetings and events 
destination, Sands Resorts Macao has 
incomparable facilities and the ability 

to deliver a wonderful experience with its top-
notch entertainment.

With more than 200 world-class resident 
entertainers, Sands Resorts Macao’s talented 
artists can perform more than 50 different 
acts and create bespoke performances 
regardless of the event’s size. Meeting planners 
can choose entertainment shows from both 
East and West, which is precisely what Macau 
is all about.  

With so much talent on hand, meeting 
planners and Sands Resorts Macao’s 
conference and exhibition team can 
work hand-in-hand to plan and design 
entertainment entirely around your needs.

Whether it is to keep delegates in suspense 
throughout the event, or to reinforce 
company brand values, or teambuilding, 
entertainment can become an integral part of 
the programme.

If you have a big announcement to make or 
plan to launch a new service or product, our 
in-house performers will keep your guests in 
suspense all throughout your events. Another 
advantage of working with our resident 
performers is that we can create bespoke 
entertainment for your events so that you can 
reinforce your company’s brand values. Or, if 

you wish to boost the morale of your team, 
our performers are always at the ready to 
entertain!

For smaller, more intimate events, our singing 
chefs are perfect. Imagine the surprise on your 
delegates’ faces as the “Head Chef” suddenly 
strides into the ballroom singing beautiful 
Italian arias, while “waiters” and “waitresses” 
burst out into song and dance all around the 
tables. 

If you plan to hold a large tradeshow, 
exhibition or cocktail, our Streetmosphere 
performers are exceptionally good at 
interacting with guests. Streetmosphere artists 
and living statues “come alive” just when you 
least expect it, and our magicians will surprise 
you with their ingenious tricks.

And in drawing inspiration from Macau’s 
rich heritage and culture, why not kick off 
your event with a bang with Chinese-style 
drumming infused with a mix of Western 
drum cadences and Brazilian rhythm.

If you really want to take your major event 
or gala dinner to the next level, The Greatest 
Showman is a definite crowd-pleaser. Create 
an out-of-this-world spectacle that will have 
your audience singing, clapping and on its 
feet. Imagine the room filled with performers 
singing and dancing to The Greatest Show and 
more favourites from the musical. You can 
rest assured that our in-house entertainers 
will drive engagement at your events and 

Step outside of The Parisian Macao, and you 
will discover the sprawling Il Prato event lawn 
that can cater for as many as 5,000 delegates 
for cocktail events and teambuilding activities. 
Or if you’d like to host an event for 500 
people with the Eiffel Tower as a backdrop, the 
spacious pool deck on Level 6 is the perfect 
setting. 

Welcome to Macau
One of Macau’s most distinctive advantages 
is its location. Located within just a one-to 
four-hour flight from most major Asian cities, 
Macau is the go-to destination in Asia today 
for events. The Macau International Airport 
offers direct flights to and from more than 55 
cities, and nearly 80 countries enjoy visa-free 
entry. 

Arrivals from Hong Kong may now take the 
Hong Kong-Zhuhai-Macau Bridge and reach 

Sands Resorts Macao 
at a glance
• Seven international hotels:
 - The Venetian Macao
 - The Parisian Macao
 - Four Seasons Hotel Macao, Cotai Strip
 - The St. Regis Macao
 - Conrad Macao, Cotai Central
 - Sheraton Grand Macao Hotel
 - Holiday Inn Macao Cotai Central

• All properties are interconnected with  
 covered walkways, while each property  
 is connected to or contains meeting and  
 exhibition space

• Approximately 12,500 guestrooms and  
 suites

• 150,000m2 of meeting and exhibition  
 space

• A 15,000-seater Cotai Arena and three  
 magnificent theatres 

• 334 breakout rooms

• Recreation: Aqua World, spas, golf,   
 gyms, swimming pools and more

• Dining: 150 restaurants ranging from  
 food courts to Michelin-starred and   
 Black Pearl diamond-awarded   
 restaurants, with cuisines from around  
 the world

• Shopping: Over 850 duty free   
 international brand shops

Meetings Beyond Imagination
Book “Meetings Beyond Imagination” at 
any of our hotels to enjoy special offers* 
on dining, entertainment, and discount on 
the master bill. 

Contract your meeting by 
December 31, 2019 for arrival by 
December 18, 2020.
Visit SandsResortsMacao.com/en/
MeetingsBeyondImagination for details, 
call +853 2882 8800 or email 
sales@sands.com.mo.

captivate audiences.

And to bring the circus atmosphere to life, 
resident Cyr Wheel performances are sure 
to keep audiences spellbound as incredibly 
strong performers stand inside large iron 
wheels – just 1.7m in diameter – performing 
fast-paced acrobatic moves both inside and 
outside the moving wheels.

Meet indoors or out
Whether you wish to meet indoors under 
the “big top” of a travelling circus or outdoors 
under the stars, the choice is yours. 
Sands Resorts Macao has been purposefully 
designed to offer you the flexibility you 
need to cater for events of all sizes across 
150,000m2 of adjustable meeting space with 
334 breakout rooms, magnificent ballrooms 
with up to 6,500m2 pillarless capacity and 
8m ceiling height, three grand theatres 
(The Venetian Theatre; Parisian Theatre and 
Sands Cotai Theatre) and the 15,000-seat 
Cotai Arena. 

Macau in just 45 minutes. Alternatively, the 
Cotai Water Jet ferries guests to and from 
Hong Kong within one hour. Upon arrival into 
Macau, complimentary shuttles will whisk 
you into Sands Resorts Macao for a seamless 
arrival.

Located all along the Cotai Strip,  
Sands Resorts Macao offers seven
international hotels with about 12,500 rooms 
and suites – The Venetian® Macao; 
The Parisian Macao; 
Four Seasons Hotel Macao, Cotai Strip; 
The St. Regis Macao; 
Conrad® Macao, Cotai Central; 
Sheraton Grand Macao Hotel; and 
Holiday Inn® Macao Cotai Central. If you are 
returning to Macau once again, you will be 
pleased to know that The Venetian Macao has 
just recently refurbished all 3,000 of its suites 
and the new Champagne Suites at 
The Parisian Macao offer spectacular views of 
the Eiffel Tower and Le Jardin.

What really makes Sands Resorts Macao 
unique is the ease with which delegates can 
move to and from venues. Since everything is 
under one roof and all within walking distance, 
delegates can attend meetings and then 
explore over 850 duty-free stores on offer or 
over 150 international restaurants.

* Terms and conditions apply

Sands Resorts Macao bespoke entertainment creates 
immersive entertainment experiences for your event

Spring a surprise with singing and 
dancing chef, waiters and waitresses

The newly refurbished Premio Bella Suite at 
The Venetian Macao

Sands Resorts Macao has its own repertoire of over 
200 world-class entertainers in residence

Start off your event with a bang with our 
Chinese-style drumming

The Venetian Ballroom



Sprinkle some magic to your event 
at Sands Resorts Macao
Meeting planners can set the stage by incorporating bespoke 
performances and multiple entertainment acts for delegates 
to take home unforgettable experiences

As Asia’s leading meetings and events 
destination, Sands Resorts Macao has 
incomparable facilities and the ability 

to deliver a wonderful experience with its top-
notch entertainment.

With more than 200 world-class resident 
entertainers, Sands Resorts Macao’s talented 
artists can perform more than 50 different 
acts and create bespoke performances 
regardless of the event’s size. Meeting planners 
can choose entertainment shows from both 
East and West, which is precisely what Macau 
is all about.  

With so much talent on hand, meeting 
planners and Sands Resorts Macao’s 
conference and exhibition team can 
work hand-in-hand to plan and design 
entertainment entirely around your needs.

Whether it is to keep delegates in suspense 
throughout the event, or to reinforce 
company brand values, or teambuilding, 
entertainment can become an integral part of 
the programme.

If you have a big announcement to make or 
plan to launch a new service or product, our 
in-house performers will keep your guests in 
suspense all throughout your events. Another 
advantage of working with our resident 
performers is that we can create bespoke 
entertainment for your events so that you can 
reinforce your company’s brand values. Or, if 

you wish to boost the morale of your team, 
our performers are always at the ready to 
entertain!

For smaller, more intimate events, our singing 
chefs are perfect. Imagine the surprise on your 
delegates’ faces as the “Head Chef” suddenly 
strides into the ballroom singing beautiful 
Italian arias, while “waiters” and “waitresses” 
burst out into song and dance all around the 
tables. 

If you plan to hold a large tradeshow, 
exhibition or cocktail, our Streetmosphere 
performers are exceptionally good at 
interacting with guests. Streetmosphere artists 
and living statues “come alive” just when you 
least expect it, and our magicians will surprise 
you with their ingenious tricks.

And in drawing inspiration from Macau’s 
rich heritage and culture, why not kick off 
your event with a bang with Chinese-style 
drumming infused with a mix of Western 
drum cadences and Brazilian rhythm.

If you really want to take your major event 
or gala dinner to the next level, The Greatest 
Showman is a definite crowd-pleaser. Create 
an out-of-this-world spectacle that will have 
your audience singing, clapping and on its 
feet. Imagine the room filled with performers 
singing and dancing to The Greatest Show and 
more favourites from the musical. You can 
rest assured that our in-house entertainers 
will drive engagement at your events and 

Step outside of The Parisian Macao, and you 
will discover the sprawling Il Prato event lawn 
that can cater for as many as 5,000 delegates 
for cocktail events and teambuilding activities. 
Or if you’d like to host an event for 500 
people with the Eiffel Tower as a backdrop, the 
spacious pool deck on Level 6 is the perfect 
setting. 

Welcome to Macau
One of Macau’s most distinctive advantages 
is its location. Located within just a one-to 
four-hour flight from most major Asian cities, 
Macau is the go-to destination in Asia today 
for events. The Macau International Airport 
offers direct flights to and from more than 55 
cities, and nearly 80 countries enjoy visa-free 
entry. 

Arrivals from Hong Kong may now take the 
Hong Kong-Zhuhai-Macau Bridge and reach 

Sands Resorts Macao 
at a glance
• Seven international hotels:
 - The Venetian Macao
 - The Parisian Macao
 - Four Seasons Hotel Macao, Cotai Strip
 - The St. Regis Macao
 - Conrad Macao, Cotai Central
 - Sheraton Grand Macao Hotel
 - Holiday Inn Macao Cotai Central

• All properties are interconnected with  
 covered walkways, while each property  
 is connected to or contains meeting and  
 exhibition space

• Approximately 12,500 guestrooms and  
 suites

• 150,000m2 of meeting and exhibition  
 space

• A 15,000-seater Cotai Arena and three  
 magnificent theatres 

• 334 breakout rooms

• Recreation: Aqua World, spas, golf,   
 gyms, swimming pools and more

• Dining: 150 restaurants ranging from  
 food courts to Michelin-starred and   
 Black Pearl diamond-awarded   
 restaurants, with cuisines from around  
 the world

• Shopping: Over 850 duty free   
 international brand shops

Meetings Beyond Imagination
Book “Meetings Beyond Imagination” at 
any of our hotels to enjoy special offers* 
on dining, entertainment, and discount on 
the master bill. 

Contract your meeting by 
December 31, 2019 for arrival by 
December 18, 2020.
Visit SandsResortsMacao.com/en/
MeetingsBeyondImagination for details, 
call +853 2882 8800 or email 
sales@sands.com.mo.

captivate audiences.

And to bring the circus atmosphere to life, 
resident Cyr Wheel performances are sure 
to keep audiences spellbound as incredibly 
strong performers stand inside large iron 
wheels – just 1.7m in diameter – performing 
fast-paced acrobatic moves both inside and 
outside the moving wheels.

Meet indoors or out
Whether you wish to meet indoors under 
the “big top” of a travelling circus or outdoors 
under the stars, the choice is yours. 
Sands Resorts Macao has been purposefully 
designed to offer you the flexibility you 
need to cater for events of all sizes across 
150,000m2 of adjustable meeting space with 
334 breakout rooms, magnificent ballrooms 
with up to 6,500m2 pillarless capacity and 
8m ceiling height, three grand theatres 
(The Venetian Theatre; Parisian Theatre and 
Sands Cotai Theatre) and the 15,000-seat 
Cotai Arena. 

Macau in just 45 minutes. Alternatively, the 
Cotai Water Jet ferries guests to and from 
Hong Kong within one hour. Upon arrival into 
Macau, complimentary shuttles will whisk 
you into Sands Resorts Macao for a seamless 
arrival.

Located all along the Cotai Strip,  
Sands Resorts Macao offers seven
international hotels with about 12,500 rooms 
and suites – The Venetian® Macao; 
The Parisian Macao; 
Four Seasons Hotel Macao, Cotai Strip; 
The St. Regis Macao; 
Conrad® Macao, Cotai Central; 
Sheraton Grand Macao Hotel; and 
Holiday Inn® Macao Cotai Central. If you are 
returning to Macau once again, you will be 
pleased to know that The Venetian Macao has 
just recently refurbished all 3,000 of its suites 
and the new Champagne Suites at 
The Parisian Macao offer spectacular views of 
the Eiffel Tower and Le Jardin.

What really makes Sands Resorts Macao 
unique is the ease with which delegates can 
move to and from venues. Since everything is 
under one roof and all within walking distance, 
delegates can attend meetings and then 
explore over 850 duty-free stores on offer or 
over 150 international restaurants.

* Terms and conditions apply

Sands Resorts Macao bespoke entertainment creates 
immersive entertainment experiences for your event

Spring a surprise with singing and 
dancing chef, waiters and waitresses

The newly refurbished Premio Bella Suite at 
The Venetian Macao

Sands Resorts Macao has its own repertoire of over 
200 world-class entertainers in residence

Start off your event with a bang with our 
Chinese-style drumming

The Venetian Ballroom



12     TTGmice October 2019

TIPSHEET

S
exual orientation goes beyond travel policies and 
programmes. It is an organisation’s duty of care to 
adequately prepare its workforce for foreseeable 
medical and travel security risks, including specific 

risks faced by its mobile LGBTQ people. 
With this in mind, how can you make sure that your LGBTQ 

staff will be suitably supported when away, and that your 
diversity policy will be upheld? Is it safe to be open about 
sexual orientation in a particular destination? Is this a subject 
that you are empowered to support? The risks faced by your 
LGBTQ workforce may vary based on the destinations to 
which they travel, and may be influenced by factors including 
the legal status of LGBTQ relationships and the levels of social 
tolerance.

Like any personal characteristic, sexual orientation and 
gender identity are part of our personal risk profiles. To 
protect your people, you need to understand the specific risks 
involved and put in place processes to mitigate them. 

Here are six steps that organisations can follow to create a 
mobile workforce inclusive of all orientations, without expos-
ing travellers to unnecessary risk:
1.	 Understand	the	challenges. In certain countries, same 

sex activities are illegal, which can put your LGBTQ staff 
at risk of harassment by the authorities. Lack of anti-
discrimination laws might also facilitate an ability to refuse 
accommodation. Transgender and people-in-transition face 
extra challenges, such as possibly being denied access to 
gender-assigned services and/or facilities.

On top of the legal barriers, there are some factors or-
ganisations need to be aware of, such as: societal attitudes, 
hate crime rates, recent protests against advancements in 
legal equality, etc.

 

2.	 Include	LGBTQ-specific	considerations	in	your	mobility	
policies. Select suitable logistics – transport and lodging 
– and make sure that you take into account any immigra-
tion considerations that might have an impact. Allow for 
travellers to opt out or refuse a trip or an assignment 
without repercussions if they do not feel comfortable  
with the destination. At all times, preserve the right  
to anonymity.

3.	Plan	tailored,	realistic	and	inclusive	support.	Be ready 
to provide LGBTQ travellers with confidential access to 
information and advice pre-departure. It is also essential 
that organisations provide employees with a 24/7 support 
system that they can rely on before, during and after  
their trip. 

4.	Inform	employees.	All travellers and employees need to 
be informed about how their actions could inadvertently 
increase the risks faced by their LGBTQ colleagues. For 
example, in some destinations, showing support for an 
LGBTQ colleague could put both persons at risk. Incor-
porate scenarios about awareness of all profiles into your 
travel training and crisis management planning, so that 
your travellers and managers are prepared while travelling 
or on assignment. 

 
5.	Educate	managers	and	mobility	staff	globally	and	have	

a	well-informed	point	of	contact	for	your	LGBTQ	staff.	
Ensure everyone involved with travel within your company 
is well-trained on how to support LGBTQ colleagues. If an 
emergency occurs, local staff members need to be able to 
assist efficiently. It is also important that your LGBTQ staff 
have a primary point of contact who knows how to assist 
in case of emergency.

6.	Have	contingency	travel	plans.	If the worst should hap-
pen, despite all your efforts in preventing any unwanted 
situation, make sure you have in place a clear contingen-
cy plan that allows you to evacuate your staff promptly. 

An organisation’s mobile LGBTQ workforce may face unique challenges 
while on overseas assignment. International SOS’s Erika Weisbrod lists six 
things to note when building an all-inclusive corporate travel policy 

Safe	travels	for	your	
LGBTQ	workforce

This article was first published on  
www.internationalsos.com.

Author Erika Weisbrod is International SOS’s director 
of security solutions for the Americas region, based in 
Washington, DC. She provides travel risk management 
solutions and security assistance to global travellers 
in the private, non-profit and scholastic sectors, and 

manages the company’s security consulting and training  
programme for the region.
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TECHNOLOGY

B
rilliant innovations often come from unlikely sources, 
and this power duo may have just created the busi-
ness events industry’s next big thing. 

National University of Singapore (NUS) under-
graduate Vien Le and alumnus Aaron Khoo have launched 
Avenevv, a platform where venues can showcase their event 
spaces, qualify leads, automate quotations, manage bookings, 
generate e-invoices, as well as receive payments and post-
event feedback.

Avenevv, which includes the extension Avenaire for 
freelance suppliers, currently lists some 100 spaces from 
more than 30 venue partners. These include InterContinental 
Singapore, Robertson Quay, City Serviced Offices, Zouk and 
Arcc Spaces. The platform has since bagged an award under 
Singapore Tourism Board’s Tourism Innovation Challenge for 
MICE.

“Event planners face the issue of visualising venues and 
their possibility for event usage, and physical visits could be 
a bigger pain point for overseas event planners. We also ob-
served that the process of communicating with many different 
venue owners is often manually done and time-consuming,” 
noted Le and Khoo.

With this platform, booking processes – from quote col-
lation to invoicing across various venues and their different 
policies – can be streamlined. The ecosystem also casts a 
spotlight on unique spaces that may have fallen off the radar.

They explained: “In recent years, we have seen (strong 
potential in) alternative uses for under-utilised venues such as 
restaurants, offices, retail stores, co-working spaces or sports 
centres. However, being non-conventional event venues, they 
may not be event-ready.”

With Avenevv, such venue providers are now equipped with 
a one-stop-shop that merges enquiries, bookings, 
payment and even refunds.

An outsider perspective
Rolling out this product was no mean feat.

Although Le and Khoo had prior experience 
in organising academic events in junior college 
for more than 1,000 attendees, they and their 
team members from NUS had no prior experience 
in the hospitality sector.

It was a “chance meeting with a 
veteran in the hospitality sector” that 
spurred them to develop Avenevv. 
Aside from functioning as an events 
booking platform, it can also collect 
event data that will inform on trends 
and consumer behaviours to bench-
mark the events industry.

To create a solution to address the 
pain points of the MICE industry, the 
team conducted rigorous testing with 
close to 50 corporate and professional 
event planners. 

“They enabled us to better ap-

preciate the intricate process of how decisions are made 
for B2B planners. There are many factors beyond price: the 
event theme, objectives, an event planner’s personality and 
their organisation workflow, the venue operations and so on,” 
they expressed.

The next challenge – and one of the biggest, confessed 
the duo – was introducing the concept of automating venue 
reservations to event planners, “who would always aspire to 
customise and add a personal touch”.

The pair added: “We also understand that there are cer-
tain reasons why most companies stop at listing, as bypass-
ing is a common problem that could arise. The interaction 
between event planners and venue managers could get very 
complicated – beyond what a platform can cater for. Most 
of the time, event planners and venues may interact directly 
because that is what they are used to doing.”

However, they asserted that the benefits outweigh the 
concerns of integrating digital booking in the planning pro-
cess. “When we break down the things that an event planner 
actually does, manual tasks take up a large amount of time 
and effort. Instead of focusing on developing great content 
for the event, event planners are now doing jobs that could 
be automated with technology,” they stressed.

The team is slowly making progress in converting more 
planners to the digital side. To entice them, the team is 
offering the management software for free while working on 
keeping it as user-friendly as possible.

Not resting on their laurels
Avenevv is off to a good start, but the team is hard at work 
to bring in more industry partners. Aside from proactively 
reaching out to organisations and event planners, they also 
organised the Event Tech Show Asia Pacific earlier this year 
to raise more awareness about automating event processes 
and Avenevv.

Meanwhile, community site Avellage – which 
offers promotional deals to planners and sugges-

tions on new event ideas – was also recently 
launched. Currently, the platform is undergoing 
testing and enhancement, backed by feedback 
from both event planners and venue partners 
who provide business context and updates on 

other challenges faced by the industry.
“Given heightening event expecta-

tions, what we hope to challenge is 
the perception that certain events 
can only take place at certain 
venues. 

“The use of venues has changed 
over time and that seeing differ-
ent event possibilities is crucial 
in sparking new event ideas and 
concepts for better attendee experi-
ence. We hope to drive innovations 
in the industry with this mindset,” 
the pair concluded.

 Aaron Khoo 
(left) and Vien Le, 
the brains behind 
Avenevv 

Despite not having any relevant experience, these two young, bright-eyed 
inventors created a novel solution for event planners, writes Pamela Chow

Constructing the future



A successful initiative by Marriott International to do away with tiny, single-use bottles of shampoo, 
conditioner and bath gel in guestroom showers across its North American properties – launched 
in 2018 – will now be expanded worldwide.

The hotel company expects most of its other hotels to make the switch to larger, pump-topped 
bottles by December 2020.

When fully implemented, the programme is expected to prevent about 500 million tiny bottles 
annually from going to landfills – equivalent to about 1.7 million pounds of plastic, a 30 per cent 
annual reduction from current amenity plastic usage.

This initiative furthers the hospitality giant’s commitment to reducing its environmental impact 
as part of its Serve 360: Doing Good in Every Direction platform that addresses social and environ-
mental issues. As part of Serve 360, Marriott International is working toward several sustainability 
goals such as reducing landfill waste by 45 per cent and responsibly sourcing its top 10 product 
purchase categories – including guestroom amenities – by 2025.

Amari Pattaya on the northern end of Pattaya 
Bay has completed its redevelopment, and 
with it has unveiled a host of new features.

The Amari Suites offer 49 one- and two-
bedroom suites in a separate building from 
the other 248 guestrooms in the Amari Tower. 
All-new facilities include free-form swimming 
pools, waterpark, Breeze Spa, fitness centre, 
and several F&B options such as the Amaya 
Food Gallery.

The property’s function spaces also under-
went refurbishment, and its venue offerings 
include the newly-built pillar-free ballroom, 
four additional meeting rooms in Amari 
Tower, and the Beach Lawn. The hotel has in-
dicated it is able to handle meetings, confer-
ences, incentives, and teambuilding activities 
for group sizes from 10 to 1,000 people.

Amari Pattaya 
sports a new look

Oakwood opens in 
coastal Sanya

NE MINUTE with IT&CM Events

SEE YOU  
NEXT YEAR
22 – 24 September 2020
Bangkok Convention Centre 
at CentralWorld
Bangkok, Thailand
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MARKETPLACE

Oakwood has opened in Sanya’s Tianya 
district, its eighth property in China.

There are a total of 163 units ranging from 
studios to three-bedroom options. In addition 
to a private balcony offering panoramic views, 
all units are equipped with a kitchen featuring 
a Nespresso coffee machine, and in-room en-
tertainment via a home theatre sound system.

Guests can make use of the property’s 
range of facilities, such as the outdoor swim-
ming pool, fully-equipped fitness centre, 
24-hour launderette, and kids’ club. Café O is 
Oakwood’s all-day dining restaurant, serving 
up hawker-style South-east Asian specialities 
and international dishes.

For a full cultural immersion, Oakwood 
Apartments Sanya organises monthly herit-
age excursions. Highlights include a visit 
to the Areca Valley Aboriginal Culture Spot 
where the Li and Miao tribes reside, and 
neighbourhood tours.

WE 
LOVE

Marriott says no  
to single-use toiletries



Following an A$260 million (US$175.8 million) redevelopment, 
Canberra’s Kambri precinct now boasts modern and versatile 
conference and events venues that are available for hire.

Located a 12-minute drive from Canberra’s city centre, Kambri 
offers two multipurpose spaces – one with 500 retractable seats 
and the other with 220 retractable seats, a 300-seat cinema, a 
drama theatre for 150 seated guests and an exhibition space with a 
large outdoor balcony overlooking the precinct. 

These are located within the Culture and Events buildings, 
where there are also a lobby bar and kitchen facilities to support 
catered functions. Offering a new spin to catering in Canberra are 
Kambri’s catering duo of Sammy and Bella, sisters who first rose 
to fame as the winners of My Kitchen Rules in 2011. 

In addition to the Culture and Events buildings, the six-floor Ma-
rie Raey Teaching Centre building offers a multitude of rooms and 
cutting-edge technology for programming opportunities outside of 
University teaching hours.

This includes the top level ‘Superfloor’ with high ceilings, unin-
terrupted views across Canberra, an outdoor balcony, and a flexible 
collaborative environment for up to 300 people.

Located within the Breeze NanShan shopping centre in 
Taipei’s Xinyi District is the recently-opened 5D simulator 
ride i-Ride Taipei. 

Here, event planners with limited time can reveal to 
delegates Taiwan’s many facets and diverse landscapes, from 
its towering mountains and blue oceans to its deep valleys 
and bustling urban areas. Lasting for about 15 minutes, the 
indoor ride combines visual, auditory, olfactory, tactile sensa-
tions and motion special effects. As delegates “fly” over 
the entire island, they can expect to see destinations like 
Kaohsiung, Tainan, Taroko National Park and Jade Mountain, 
as well as catch various activities unfold on the ground from 
above the clouds. 

Ticket prices start from NT$480 (US$15.30), and the at-
traction is open every day, although operating times differ. 

New Kambri precinct boosts 
Canberra’s MICE offerings

Up, up and away over Taiwan

There was a time when successful conferences were purely recognised by the 
delegate attendance and expenditure that would be pocketed into the 
economy. Today, this is not the case.

Sarawak is one of the very few destinations in the world to conduct a study 
on the types of legacy impacts derived from business events that are 
categorised into 4 core pillars; Advancing the Field, Community Benefits, 
Economic Outcome and Public Policy.
  
The recently held Sarawak Conference on Inclusive Early Childhood 
Education (SCIECE) 2019 - themed ‘Accept, Accompany and Achieve’ - 
addressed the existing global challenges of recognising children with special 
needs.  The Convention of the Rights of the Children (CRC) by the United 
Nation 1995 states that all children have rights to access education and 
health therefore inclusive Early Childhood Education (ECE) is the way forward 
and Sarawak is ahead of some other major destinations.

Award-winning conference organiser and director 
of Special Olympics Malaysia, Dr. Toh Teck Hock, 
has pulled off what is probably one of Sarawak’s 
most successful ECE conferences to date, with a 
participation of over 800 delegates worldwide from 
20 countries and a portfolio of 83 speakers from 
around the globe.

What made this conference a top of its league were 
the immediate impacts of the event. Over 50% of 
the total delegation signed a pledge to support 
inclusive ECE and develop strategies to push for 
inclusive policies in the education sector. With the 
Sarawak Government’s emphasis on creating a 
supportive learning environment for special needs 
children, SCIECE 2019 will be the catalyst to 
change the overall policy on inclusive education in 
Malaysia.

Legacy Impact is not a trend. It is what conferences 
were made for.

TTG MICE_OCT 19.indd   15 30/9/19   21:52
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FOCUS

I
ndonesian president Joko Widodo surprised many when 
he announced his plans to crown the little-known Kutai 
Kartanegara and North Penajam Paser regencies in East 
Kalimantan as the new capital of the country. 

With the move, Indonesia’s centre of administration will 
exit Jakarta, leaving the current capital city to function as an 
economic and commercial hub.

The move will cost the Indonesian government a hefty 466 
trillion rupiah (US$33 billion), which will also fund the con-
struction of a 2,000-hectare administration complex that will 
house the state palace, ministries, house of representatives, 
Bank Indonesia, and a cultural park and botanical garden.

The National Development Planning Agency also revealed 
plans to erect a convention centre once the administration 
complex is complete. The convention centre will be part of 
a 40,000-hectare zone that will also boast a sports centre, 
museums, shopping malls, diplomatic compound and universi-
ties. Surrounding this zone will be a 200,000-hectare plot of 
land earmarked for a national park, an orangutan conservation 
centre and residential areas.

The president’s plans for the new capital city have inspired 
big dreams among some of Indonesia’s hospitality and busi-
ness event leaders.

Hosea Andreas Runkat, chairperson of Indonesian Exhibi-
tion Companies Association (IECA), hopes that the Kutai 
Kartanegara and North Penajam Paser regencies will be home 
to a new MICE city which will contain South-east Asia’s larg-
est convention centre, hotels and other facilities for business 
event groups. He has conveyed this dream in a proposal to the 
government.

Hosea believes that the future city will cater to a boom in 
inbound business travel and MICE events once the new capital 
city is established. 

Local hotel companies are eager to leap in with property 
investments too. 

Vivi Herlambang, director of business develop-
ment, sales & marketing of Sahid Hotel & Resorts, 
said her company is scouting for ideal locations 
for a future hotel which will be able to accom-
modate business events. During her recent site 
visit to the two regencies, she observed the 
presence of only small hotels with rooms 
for just 20 to 30 guests. 

Meanwhile, Santika 
Indonesia Hotel and Resorts 
also has plans for a new hotel 
in East Kalimantan, revealed 
Sudarsana, general manager 
of business development, but 
the company is keeping the 
location under wraps as the 
project is still under discus-
sion.

However, for new hotel 

investments to materialise, hoteliers want to first see infra-
structure improvements in the two regencies. 

Vivi, who is already in talks with investors, also expects 
president Widodo to improve the local investment climate 
and remove potential red tape around business permits not 
only in East Kalimantan, but also the surrounding Central 
Kalimantan area and neighbouring provinces.

As leisure travel and MICE are two sides of the same coin 
for Pauline Suharno, managing director of Elok Tour, she 
has urged the government to improve East Kalimantan’s 
tourist appeal. She explained that business travellers and 
meeting attendees usually extend their work trips for pleas-
ure, so East Kalimantan should be able to cater to this need. 

She warned that the capital city status alone, without 
business and leisure infrastructure improvements, will not 
guarantee higher arrivals.

“Naypyitaw became the capital of Myanmar (in Novem-
ber 2005) but it is like a ghost town, and not attractive for 
tourists. Restaurants and hotels are quiet unless the country 
welcomes a state visit,” she said. 

Despite the heightened attention placed on Indonesia’s 
future capital city, industry players continue to watch Ja-
karta with keen interest. 

With the exit of administrative facilities, Hosea predicts 
that Jakarta will become less congested, less prone to politi-
cal protests, and therefore, more welcoming for businesses.

Wisnu Budi Sulaeman, CEO of Pintamas Convex, also 
believes Jakarta will continue to be favoured for tradeshows 
because “almost all factories are there”. 

As it would take five or 10 years for the two regencies to 
have adequate accessibility, facilities and amenities, Jakarta 
will continue to welcome most of the country’s inbound 
business events. After that, conferences and meetings in 
Greater Jakarta may decline, but the industry can shift their 
focus to exhibitions and sports events, Wisnu ventured.

Agreeing with Wisnu, I Ketut Salam, vice president direc-
tor of Pacto Convex, said: “Business events do not have to 
be conducted in a capital city.” 

He pointed to Rio de Janeiro and Sao Paulo as examples, 
saying that more business events are conducted there than 
Brasilia, the capital of Brazil. 

East Kalimantan has a long way to go to become a viable new capital city 
that will attract both business and leisure traffic, while Jakarta is expected to 
shine much brighter as a dedicated economic hub. By Alez Kurniawan

New fates for two cities

“The MICE industry in Jakarta 
will stand tall as the city has all the 
required infrastructure, and almost 
all the headquarters of MNCs are 
here.”
Pauline Suharno
Managing director, Elok Tour
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Making tradition new again
CASES

Event
Skift Forum Asia

Organiser
Skift

Event company
Resorts World Sentosa  

in-house team

Event brief
Commonly dubbed “the TED of travel”, the Skift Forum debuted 
its Asia edition in Resorts World Sentosa’s (RWS) Equarius Ho-
tel on May 27, 2019. The event gathered more than 400 travel 
executives – almost half of whom were vice president-level and 
above, hailing from more than 40 countries – for a day of TED-
style talks and deep-dive discussions.

Its opening ceremony was a more intimate affair, held on the 
evening of May 26 in the resort’s S.E.A. Aquarium for invited 
partners.

Event highlights
The Ocean Gallery in S.E.A. Aquarium was an awe-inspiring 
venue that set the tone for a memorable event. The opening 
ceremony treated attendees to a show of resplendence, 
as marine animals swam gracefully before the guests 
amid dinner and conversation. 

Notable features of the reception included sashimi 
and shaved-ice live stations, and dishes specially curated 
by RWS’ three celebrity chef restaurants: Syun, Forest 
and Feng Shui Inn. The most memorable scene of the 
night was the two divers that emerged in the aquarium flourish-
ing a Skift Forum Asia banner.

Meanwhile, the main forum set tongues wagging with its eye-
catching set designs that recreated traditional scenes of Singa-
pore. The RWS team placed a tuk-tuk at the event foyer, where 
delegates could help themselves to ice popsicles; as well as a 
seating area resembling a neighbourhood coffee shop stocked 

with local snacks of yesteryears. This area also doubled up 
as a unique spot for networking, hot-desking, refreshments 
and photo opportunities.

For lunch, RWS’ specialists developed a thematic concept, 
Flavours of Asia. On top of specialities from Syun, Forest, 
and Feng Shui Inn, the buffet line-up also featured quintes-
sential Singaporean dishes like kueh pie tee, bak kut teh, 
claypot rice and teh tarik, served from live stations dressed 
like rustic ‘kampung’ huts.

“As most of the forum’s attendees were from abroad, 
RWS mapped and planned customised appetising menus 
to showcase our award-winning dining experiences and 
exciting cuisines from around the world,” explained an RWS 
spokesperson. On top of this culinary experience, the resort 
also ensured its commitment to sustainability by avoiding 
the use of disposable tableware and cutlery, replacing these 
with tableware and glassware. 

Challenges
One of the key challenges that the venue faced was turning 
around the S.E.A. Aquarium’s Ocean Gallery in time for 
the opening ceremony, as the attraction was still receiving 
guests on the day.

“With the team’s strong on-ground coordination, extra ef-
fort was taken to ensure guests were aware of the attraction’s 
early closure, so that there was adequate time to prepare the 
Ocean Gallery for the opening event,” said the spokesperson.

Additionally, installation of the forum’s unique decora-
tions at the Equarius Hotel Ballroom proved to be a massive 
undertaking. In particular, an eight-man team was needed to 
transport and position the 700kg tuk-tuk.  

To ensure a smooth event from start to finish, RWS’ MICE 
specialists began video conference calls across time zones 
with the organiser from as early as October 2018. Discus-
sions with the Skift team, based in New York, were crucial 
in providing comprehensive concept decks encompassing 
strategic event direction right down to minute details.

Tasked to host the inaugural Skift Forum 
Asia, Resorts World Sentosa channelled 
Singapore’s charms through tailored din-
ing and thematic décor. By Pamela Chow

Venue
Resorts World Sentosa 

Equarius Hotel

Date
May 26-27, 2019

Attendance
400 people

Hot idea
A thematic concept revolving around local flavour allows  

guests a chance to experience the host destination

FAST 
FACTS



As 
well, 
three 
international 
airports make Macau 
an easily accessible 
destination for groups coming 
from South-east Asia.

Macau as an ideal destination
Home to a melting pot of eastern and western 
culture, Macau is a charming world on its own 
where UNESCO World Heritage sites sit beside 
world-class hotels and resorts. 
Officially designated a Creative City of 
Gastronomy by UNESCO, Macau has been 
recognised for its culinary legacy, celebrating 
the city as one of Asia’s leading culinary 
destinations.

With the establishment of new infrastructure, 
facilities and entertainment options, it is not a 
wonder to see why Macau is rapidly emerging  
as Asia’s favourite meetings destination.

ADVERTORIAL

Macau is set to welcome Asia’s most iconic 
and advanced MICE destination come first half 
of 2021 when Galaxy Entertainment Group 
opens Galaxy International Convention Center 
(GICC), the latest addition to the group’s ever-
expanding integrated resort precinct in the city.

Best in class facility, functionality and 
technology
GICC, Asia’s most iconic and advanced MICE 
destination, is a world-class event venue with 
a total MICE space of 40,000m2, featuring an 
Exhibition & Convention Hall with 10,000m2 
pillar-less space to accommodate up to 7,000 
guests.

Additionally, the 16,000-seat Galaxy Arena 
is widely hailed as the ultimate integrated 
entertainment venue, ideal for concerts and 
large-scale spectacular events.

Featuring avant-garde technology and 
facilities, GICC promises to elevate the MICE 
experience with its adoption of immersive 
technology, state-of-the-art audio-visual 
and lighting, latest communication systems, 
and flexible event spaces to cater to multiple 
configurations and set-ups.

Integrated resort & MICE destination
The world-class events complex features a 
diverse selection of dining options and an 
over 700-room luxury lifestyle hotel, while 
integrating seamlessly with Macau’s largest 
collection of luxury hotel brands under one roof 
– The Ritz-Carlton Macau, Banyan Tree Macau, 
JW Marriott Hotel Macau, Hotel Okura Macau, 

Galaxy Entertainment Group Introduces

Galaxy International 
Convention Center
The Ultimate Integrated Resort & MICE Destination in Macau 

Clockwise from left: 
•   Galaxy International Convention Center - Asia’s Most Iconic and 

Advanced MICE Destination in Macau, with a breathtaking design, 
advanced technology, and flexible event space catering to multiple 

configurations and set-ups.
• Galaxy International Convention Center - Exhibition 

& Convention Hall, 10,000m² pillar-less space to 
accommodate up to 7,000 delegates, which is 

fully flexible for events of any scale.
• Galaxy Arena - The Ultimate Integrated

Entertainment Experience, one of 
Asia’s largest venues located 

in Macau, with a 16,000-
seat capacity. 

Galaxy 
Hotel™ 
and Broadway 
Hotel. 

The abundance 
of shopping, leisure and 
entertainment facilities at the 
Galaxy Macau™ will also provide 
guests a holistic experience that blends 
business with leisure. 

Bespoke experiences, excellence in execution
Setting a new standard in business events, GICC 
is all about customising and curating bespoke 
experiences – where every event is designed to 
the requirements of the meeting planner. 

The highly creative and innovative EVENT 
STUDIO team in GICC will collaborate with the 
MICE organisers in ensuring that their vision is 
delivered, from venue selection, event theme, 
décor, entertainment and visual and lighting 
effects.

By providing the most luxurious settings 
while delivering the highest levels of expertise 
and hospitality, GICC offers unparalleled event 
planning to make guests feel special, staying 
true to their philosophy of a “World Class, Asian 
Heart” service.

Transportation and advanced infrastructure
The newly opened Hong Kong–Zhuhai–Macau 
Bridge has improved transport options between 
mainland China and Hong Kong, substantially 
cutting the travelling time between Hong Kong, 
Macau and Zhuhai.  

For enquiries

Address: Galaxy MacauTM, COTAI, Macau
Sales Hotline: +853 8883 1628
Website: galaxyicc.com
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Visa’s own playground
CASES

Event
Asia Pacific Leadership 

Meeting 2018

Organiser
Visa Worldwide

Event company
Tricom Events

Brief
The Asia Pacific Leadership Meeting is held every year by Visa 
Worldwide to bring its associates from the region together. 
While the event has been held at the Marina Bay Sands inte-
grated resorts for the past six years, the company decided to 
switch things up and hosted the 2018 edition at W Singapore – 
Sentosa Cove on Singapore’s resort island.

For the event from October 24 to November 3, Visa engaged 
Tricom Events to help deliver it. 

Highlights
The Asia Pacific Leadership Meeting enjoyed complete 
privacy in its venue of choice for the first time with a 
buyout of W Singapore – Sentosa Cove.

While the full event duration was from October 24 to 
November 3, including attendee check-ins and check-
outs, the hotel was bought out for only three days – October 29 
to November 1.

According to hotel spokesperson, Alicia Tan, Visa chose to 
take this route as the 2018 event involved Visa’s mid- to top-tier 
management team, and exclusivity was needed.

Tan added: “As this only happens once a year they wanted to 
take this opportunity to get together and celebrate.”

The hotel is no stranger to venue buyouts and has in 
place procedures to facilitate it. Customers who had booked 
its rooms ahead of time for the event period were re-accom-
modated – with their consent – at sister properties.

The buyout allowed Visa to implement corporate branding 
in various areas of the hotel, such as at the main entrance, 
ballroom, pool and lobby. It also made customised F&B of-
ferings possible throughout the event.

Together with Tricom Events, the organising team at Visa 
and W Singapore – Sentosa Cove’s events, banquet and 
culinary teams, a myriad of unique dining concepts were 
created. Examples included a Halloween-themed dinner 
party aptly titled, Monster Ball, on October 30, and carefully 
curated menus for lunch at unconventional venues on-site.

The Monster Ball gala dinner featured Halloween-themed 
sweet treats such as ginger and pumpkin tarts, and Hal-
loween trifles.

Bearing the tight event programme in mind, hotel chefs 
also customised daily Grab-and-Go lunches executed at a 
pop-up stall in the lobby.

“This was done to make it convenient (for the attendees) 
and (to ensure) a space large enough to accommodate the 
flow of more than 250 delegates,” explained Tan.

The Grab-and-Go lunches were a convenient alternative 
to sit-down lunch options at The Kitchen Table, SKIRT and 
WOOBAR.

Challenges
For this event, the hotel faced an issue with limited restau-
rant capacity at The Kitchen Table and SKIRT.

“As there were more than 250 delegates, both our restau-
rants were unable to accommodate all of them,” said Tan.

The solution was to convert WOOBAR bar and lounge into 
a bistro with a buffet line similar to what was served at The 
Kitchen Table and SKIRT.

Another challenge came in the form of an overcast sky 
that threatened rain.

Tan said: “The initial plan was to have the Monster Ball 
gala dinner by the W Lawn, which would have been the per-
fect venue to culminate the meeting as delegates would be 
able to enjoy the sunset and a view of the marina. However, 
as the sky was overcast, the planning committee had to 
make a tough call to change the venue. The ballroom could 
not be considered as it would take about three hours for din-
ner set-up, and meetings only ended at about 18.00.”

The Monster Ball was thus moved to the hotel lobby, spill-
ing into WOOBAR. To facilitate the change in plans, the ho-
tel’s operations team sought help from other back-of-house 
departments to speed up the turnover. Precise teamwork 
allowed Visa to commence its gala dinner on time.

Visa Worldwide ups the game for its Asia 
Pacific Leadership Meeting by buying out 
a hotel and turning it into private party 
grounds. Karen Yue finds out more

Venue
W Singapore – Sentosa Cove

Date
October 24 to  

November 3, 2018

Attendance
240 people

Hot idea
Property buyout allows for corporate branding  

throughout the venue and privacy for event attendees

FAST 
FACTS



COVER STORY: CRUISES

Full steam ahead
Cruise companies 

are investing more 

attention on Asia’s 

business event 

market, intensifying 

trade connection 

and bringing more 

and newer ships to 

sail the region. We 

tell you what you 

need to know as you  

consider cruises for 

your next event  
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Cruises  
get serious

“Companies and planners 
are stepping away from 
conventional meet-
ing styles and venues, 
seeking instead more 
inspirational experi-
ences, coupled with fun 
activities and F&B to 
achieve a much higher 
ROI including post-event 
customer satisfaction.” 
Michael Goh
Head of international sales, 
Genting Cruise Lines

providing expanded cruising op-
portunities for both leisure and 
business event buyers. 

Royal Caribbean International 
made its Asian foray in Decem-
ber 1995 with the Sun Viking, a 
small ship serving mainly Euro-
pean and North American cruis-
ers looking for a Far East travel 
experience. It was only in 2007 
that the Rhapsody of the Seas was 
deployed with the Asian cruiser 
in mind, offering short cruises 
that matched with the demo-
graphic’s vacation pattern.

Italian cruise line, Costa, 
entered Asia 13 years ago, 
noted Mario Zanetti, president 
of Costa Group Asia, and right 
away worked to introduce cruise 
culture to Asians while convey-
ing an Italian lifestyle and holi-
day experience through unique 
partnerships with Juventus for 
football fans; Bvlgari, Max Mara, 
Ferragamo and other Italian 
brands for fashion lovers; local 
entertainment companies for 
drama productions; and more.

EVOLVING 
MEETINGS, 
EVOLVING SHIPS
While cruising was once regarded 
as a vacation option, the evolu-
tion of business event needs have 
created a new market for cruise 
lines. Long gone are the days 
when corporate gatherings are 
limited to the confines of meeting 
rooms. As meeting attendees 
seek new ways to be engaged, 
meeting planners are pushed 
to deliver memorable events 
through the use of unique ven-
ues, outstanding entertainment 
and new interaction formats.

And cruise companies are re-
sponding with hardware changes 
to their ships.

Royal Caribbean International 
today boast an “innovative fleet 
that comes with first-at-sea 
amenities and activities (that) 
can be converted for multiple 
uses such as entertainment 
shows, relaxation or sports activi-
ties and corporate events”, noted 
Mona Foo, head of Sales, Royal 
Caribbean Cruises (Asia).

Hardware highlights include 
an ice skating rink; skydiving 

Cruise companies that have won over Asian 
holidaymakers are moving into the business events 
space, eager to bring corporate gatherings onboard with 
targeted messaging  and the lure of unique spaces and 
activities. By Karen Yue

It was in 1993 when Asia got its 
first whiff of a sea cruise indus-
try through the launch of Star 
Cruises, a business division of the 
Genting Group – itself an experi-
enced leisure and hospitality op-
erator behind the popular Genting 
Highlands Resort, now known as 
Resorts World Genting.

Lankapuri Star Aquarius was 
the first Star Cruises ship to set 
sail from Singapore, bound for 
destinations in Malaysia, Thailand 
and Indonesia.

Michael Goh, head of interna-
tional sales, Genting Cruise Lines, 
recalled that it was a time “when 
there was virtually no cruise 
industry in Asia to speak of”.

“We have witnessed the market 
evolve and, as the region grew 
more sophisticated in their under-
standing of the cruise product, we 
have seen demand in the business 
events market expand as well,” 
said Goh.

Other cruise lines soon sailed 
into the fertile Asian region, 
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  (From top) 
A young cruise 
passenger 
whizzes down The 
Perfect Storm, a 
new dual racer 
waterslide lined 
up for the Voyager 
of the Seas this 
year; fireworks 
over the pool 
deck is a highlight 
onboard Genting 
Dream ships

and surfing simulators; SeaPlex 
indoor sports space for bumper 
car rides and basketball; Two70 
high-tech entertainment venue, 
North Star elevated glass cap-
sule; Zip Line, Ultimate Abyss 
(a 10-storey-high slide; making 
it the tallest slide at sea); and 
Central Park. These add dimen-
sions of fun to teambuilding and 
incentive programmes, and even 
solemn conferences.

Genting Cruise Lines’s new 
ships are outfitted with more 
meeting rooms and larger, flex-
ible events space. 

“For example, our theatre is 
a flexible venue for a variety of 
activities. Its high-tech sound 
system and lighting effects can 
inject excitement and entertain-
ment into an event,” said Goh.

“As each of our ships is truly a 
floating, integrated resort at sea, 
we provide much more versatil-
ity than most land-based event 
venues, with the added bonus 
of being able to bring guests to 
a variety of exciting destinations 
throughout Asia.”

Zanetti observed that corpo-
rate clients are paying greater at-
tention to sustainability, security, 
return on investment in event 
spend, among others. 

He said: “These trends are in 
our favour. In terms of sustain-
ability, the soon-to-launch Costa 
Smeralda (October 2019 for the 
European market) is the first 
cruise ship for the international 
market to be fuelled 100 per cent 
by liquefied natural petrol.”

He added that “while some 
cruise companies charge for 
entertainment and onboard ac-
tivities, Costa offers a cost/value 
advantage with its all-inclusive 
package that includes meals, 
entertainment, sports facili-
ties, meeting space, audiovisual 
equipment and accommodation”.

“Furthermore, authentic Ital-
ian hospitality and signature ac-
tivities like the Venetian Carnival 
and Italian Night set Costa apart 
from its competitors,” he said.

Outside of Asia, Costa has 
seen some unusual corporate 
charters. Zanetti pointed to the 
Eastern Economic Forum’s use 
of Costa neoRomantica and Costa 
Venezia in 2018 and 2019, respec-
tively, as accommodation for 
delegates of the annual event in 
Vladivostok, Russia. 

only focus, explained Goh.
Foo recalled that the cruise line’s 

initial business events tagline, To 
mix business with pleasure, just 
add water, has since evolved to to-
day’s Iconic Ships, Incredible Events 
to “highlight its brand distinction 
more strongly as the cruise line 
adds larger ships with more unique 
amenities to its fleet”.

However, these cruise represent-
atives acknowledged that they still 
have their work cut out for them 
in Asia.

DEEPER TRADE 
ENGAGEMENT
Marketing communications have 
changed too, to tackle a different 
target audience.

Genting Cruise Lines’ sales and 
marketing efforts are aimed at 
event and marketing companies, 
corporate human resource officers 
and “internal influencers to intro-
duce the concept of MICE at sea”, 
moving beyond a travel agent-
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“We have a 360-degree service 
coverage (for) MICE clients, from 
our onboard team for groups to 
the corporate sales team in our 
shoreside regional office, and the 
international MICE team in our 
headquarters that oversees all 
groups’ requirements and onboard 
arrangements.” 
Mona Foo
Head of sales,  
Royal Caribbean Cruises (Asia)

Zanetti said: “Many planners are 
still unfamiliar with cruise ships, 
the facilities, capabilities, and the 
cost and value advantages we 
offer. Education is needed and it 
will take time before cruise ships 
become the top choice for them.”

Goh, too, feels that more 
industry education is needed. He 
pointed to “misconception and 
misinformation on safety, costs 
and boredom” as causes of plan-
ners’ resistance.

In hopes of getting planners to 
“step out of their comfort zone” 
and try doing things differently, 
Foo said Royal Caribbean Interna-
tional is positioning its cruises as 
a “one-stop” MICE solution that is 
“great value for money”.

RISING ABOVE  
THE NOISE
While having multiple cruise com-
panies singing the same tune about 
the advantages of MICE cruises 
can more strongly reinforce the 
message among planners, that has 
also made the marketplace rather 
noisy.

To stand out from the crowd, 
cruise companies say they are 
differentiating themselves from 
competitors with hardware and 
software.

Royal Caribbean International 

The cruising industry holds enormous potential for even further growth 
as Asian travellers understand its offerings better, and leisure travel play-
ers are not the only ones who will benefit from the boom.

Latest statistics from the Cruise Lines International Association 
(CLIA) revealed that the demand for cruising has grown year-on-year, 
and it is expected to almost double by this year-end to 30 million pas-
sengers. This figure was just 17.8 million a decade ago.

Last year also brought with it the highest number of Asian cruisers at 
4.2 million, which represented a 4.6 per cent year-on-year growth over 
2017.

All this information and more were shared with delegates in a keynote 
address from Jiali Wong, regional manager – Asia, CLIA, at the Asian 
MICE Cruise Conference, organised by TTGmice, on September 24.

Wong further revealed that the average cruiser age in Asia was 45.4 
years in 2018, slightly younger than the global average of 46.7 years. 

Cruising to a brighter future
These cruisers tended to favour sailings that are “closer to home”.

Wong noted that as lines between business and leisure blur even 
further, business events specialists are on the lookout for unconventional 
venues that can offer facilities for both meetings and leisure, which puts 
cruising in a favourable position.

The number of passengers globally are also expected to reach 40  
million in 2028, a significant jump from the 28 million bookings last year. 

Coupled with more than 120 new CLIA member cruise ships projected 
to be in operation by 2027 – of which 50 per cent will be mega ships with 
more than 100,000 gross tonnage, the future of cruising has never looked 
brighter.

Asia-Pacific was the third largest source market for global cruising last 
year, holding a 15 per cent market share (5.7 million passengers). A  
decade from now, 9.2 per cent of ships are expected to ply the waters 
here.

By S Puvaneswary

identified several key initiatives that 
will position the cruise line as the 
“leading brand for the most innova-
tive offerings for MICE groups that 
will appeal to the audience of today 
and tomorrow,” quipped Foo.

The initiatives include Private 
Destinations, such as the Perfect 
Day at CocoCay in The Bahamas 
which opened in May; Royal Ampli-
fication, a programme to revamp 10 
ships over four years, to give them 
new features and services; Digital 
Innovations, which sees the com-
bination of different technologies 
to improve the cruising experience; 
and Project Icon Class, the com-
pany’s first foray into liquid natural 

gas (LNG) to build new, more 
efficient vessels that use clean 
fuel and reduce greenhouse gas 
emissions.

At Genting Cruise Lines, its 
three cruise brands – Crystal, 
Dream Cruises and Star Cruises 
– are clearly defined and its rich 
expertise, gained from over 25 
years of managing cruises and 
over 50 years of delivering hospi-
tality through Genting Group, is 
emphasised.

Meanwhile, Costa continues to 
uphold its unique Italian culture 
positioning to “set our brand 
apart from the others”, said 
Zanetti.
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Asia sees bigger  
appetite for river cruises
There is “phenomenal” growth in Asian MICE volume for US-based Uniworld Boutique River 
Cruises between 2018 and 2019, as company strengthens regional marketing. By Karen Yue

US-based Uniworld Boutique River Cruises 
has reported a 150 per cent leap in corpo-
rate passenger numbers in Asia for 2019 
year-to-date, compared to 2018, as a result 
of stronger business event bookings.

Henry Yu, director, Asia for Uniworld 
Boutique River Cruises and U River 
Cruises, described the growth as “phe-
nomenal”.

The company’s Asian operation is 
relatively young, having been established 
in the region only in 2014, while the US 
headquarters had pioneered the river 
cruise concept in 1976.

The Asian office made up quickly for 
lost time, generating an average annual 
sales growth of 30 per cent from Singa-
pore, Malaysia, the Philippines, Hong 
Kong and Taiwan for its luxurious river 
cruises across the world, noted Yu.

“Thailand and South Korea have caught 
up in the last two years,” he added, but 
pointed out that the majority of Uni-
world’s Asia growth is still driven by the 
leisure market.

On the business events front, the Asian 
office “works very closely” with regional 
trade partners and private organisations to 
drive brand and product awareness.

Yu explained that sales and market-
ing support is given to travel agency 
partners, with him and his team stepping 
in to provide customised packages and 

comprehensive sales presentations to the 
end-customer when partners are pitching 
for event projects.

For the Uniworld cruise line, popular 
sailings among the Asian corporate cli-
entele are Castles along the Rhine (Basel 
to Amsterdam, down River Rhine) and 
Enchanting Danube (Budapest to Passau/
Munich Airport, down River Danube).

He explained: “They are a hit with 
Asian corporate for several reasons. One, 
they come with easy gateways. Budget 
is priority for corporates. A friendly and 
popular gateway can reduce air ticket cost 
while providing a good variety of airlines 
to use.

“Two, these itineraries use Super Ship 
(SS) Antoinette and Super Ship (SS) Maria 
Theresa. Super ships come with greater 
capacity to accommodate larger groups 
and have several onboard venues for 
meeting use.

“Third, these itineraries leverage the 
sterling reputation of River Rhine and 
River Danube – both well-known Euro-
pean rivers.”

While the company’s river cruises 
tend to be lengthy affairs – onwards of 
eight days, Yu said itineraries can be 
adjusted to suit time-starved corporate 
groups.

“Requests for shorter itineraries, ap-
proximately four-day/three-night, are 
very common when it comes to cor-
porate events due to budget and time 
limitation. We can adjust the programme 
to match clients’ requirement. 

“Both Uniworld and U River Cruises 
can break their regular eight-day/seven-
night itinerary into two sectors. For 
instance, Enchanting Danube can be 
spilt into one sector covering Budapest 
to Vienna (four-day/three-night) and an-
other covering Vienna to Passau/Munich 
Airport (five-day/four-night). Our trade 
partner will usually arrange a pre-exten-
sion of one night in Budapest to make 
both sectors even (in duration).”

While Uniworld cruises are positioned 
as a crème de la crème of luxury river 
cruises, Yu said U is a perfect option for 
fun, activity-driven corporate teambuild-
ing and corporate social events.

U is stylish and offers immersive 
onboard and land experiences that are 
longer in duration. The current fleet is 
made up of two 120-pax matte black 
ships – The A and The B, with the latter 
scheduled for a relaunch in 2020 along 
with three new pro-
grammes down River 
Rhine and Danube.

“We are targeting the bilingual 
markets in Asia to grow our 
brand presence.” 
Henry Yu
Diirector, Asia, Uniworld Boutique River Cruises  
and U River Cruises



Sailing out to sea presents a unique con-
cept for business meetings and gather-
ings, but on such trips, shore excursions 
can hold equal weight in determining 
the success of the event.

At the second Asian MICE Cruise Con-
ference on September 24, Naresh Rawal, 
vice president, sales – India and South 
Asia, Genting Cruise Lines, stressed: 
“Land tours play a very important role. 
The experiences on board the ship are 
important, but we also try to (create) 
experiences off the ship.”

For example, Genting Dream of-
fers food trails through Malacca while 
World Dream holds cultural immersion 
and handicraft tours at Japanese ports. 
When a ship docks for only a few hours, 
the cruise liner may go the extra mile 
to bring local experiences on board for 
guests.

“One of our ships was in Australia, 
which is known for its fresh local 
produce. We brought local produce on 

board for our guests and called it a ‘farm 
to ship’ experience,” shared Rawal.

Corporate groups which desire some-
thing extra special can also consider 
chartering a private cruise, which allows 
full customisation down to the interior 
decorations and porting duration. 

“People have a dream about what cer-
tain destinations are, and it’s up to cruise 
lines to fulfil that dream. For example, 
Phuket comes alive at night, so there’s no 
point in porting there from 09.00 to 17.00. 
You have to customise these things by 
changing the itinerary and getting crea-
tive,” said Steve Bloss, co-founder and 
president, Worldwide Cruise Associates.

For groups cruising on a scheduled 
route, Rawal and Bloss advised against 
taking shore excursions through a third-
party ground operator that is likely to be 
unfamiliar with the ship’s schedule, as the 
ship will not wait for latecomers.

Bloss opined that the selection of ports 
of call determine whether corporate 

groups take up cruising. He said: “Com-
panies are trying to inspire people to 
(cruise) and going to the same old places 
isn’t an answer anymore.

“Expedition cruises to places like the 
Galapagos Islands and the Antarctica are 
becoming very popular, especially with 
senior management – people who have 
been cruising for years. (Companies 
have to) be creative, even if it means 
considering some products that are a lit-
tle more expensive.” – Pamela Chow

 Worldwide Cruise Associates’ Steve Bloss (left), 
Genting Cruise Line’s Naresh Rawal

Land of opportunity

L U X U R Y  R I V E R  C R U I S E  E X P E R I E N C E .  E V E R . 

Treat yourself to an unparalleled travel experience that can only be 
found on  the world’s best and most awarded luxury river cruise line.

THE BEST

We stock our bars with 
most 

of which are premium and included.

To learn more about the 

visit Uniworld.com/Asia 

The only ships on the rivers with REAL 
WATERFALLS, ORIGINAL ARTWORK

“RIVER CRUISE OF THE YEAR”

 by 
Picasso, Monet, Chagall and more, and 

SAVOIR OF ENGLAND BEDS.

Thank you for voting us “River Cruise of the Year”!

or call +65 6922 5950
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Who’s calling? 

CRYSTAL CRUISES
Ship Crystal Endeavor
 
Capacity 200

Destinations Japan, Taiwan, the Philippines, 
Indonesia and Australia

Why meet onboard? Crystal Endeavor is a 
polar class mega-yacht with 100 twin rooms 
and six different dining venues that come with 
meeting facilities. This compact but luxurious 
cruise ship welcomes whole ship charters. 

To deliver the best event experience for 
guests, staff onboard works closely with plan-
ners to tailor programmes according to specific 
requirements and needs.

DREAM CRUISES 
Ships Genting Dream, Explorer Dream

Capacity 3,300 (Genting Dream);  
1,856 (Explorer Dream)

Destinations Indonesia, Malaysia, Singapore 
and Vietnam (Genting Dream); Australia, 
China, Japan, Hong Kong, New Zealand and 
Vietnam (Explorer Dream)

Why meet onboard? Built with corporate 
events in mind, both Genting Dream and Ex-
plorer Dream feature the latest business equip-
ment and a selection of indoor and outdoor 
venues, including the massive Zodiac Theatre.

On Genting Dream, the Zodiac Theatre seats 
999 people while on Explorer Dream it seats 
830.

An event experience unique to Dream 
Cruises is Dream Night, a spectacular fire-
works display against the night sky as guests 
celebrate the start or end of their event over 
champagne and cocktails. 

Both ships are packed with activities that 
are great for corporate teambuilding and incen-
tives. For instance, planners can make magical 
moments with a private foam  
party at Zouk Beach Club onboard Genting 
Dream, or hold VR/AR arcade game challenges 
at the ESC Experience Lab onboard Explorer 
Dream. 

C-suite gatherings can be held within The 
Palace, an ultra luxurious ‘ship within a ship’ 
area that promises exclusive privileges to VIP 
guests.

 (From top) Princess Cruises’ Crooners bar 
conveys a classic Sinatra era vibe; Quantum of the 
Seas’ RipCord by iFLY gets the heart pumping; 
spectacular ice show on the Voyager of the Seas

Asian waters will welcome many cruise ships in 2019/2020, each offering a 
unique blend of accommodation, entertainment and dining experiences, and all 
are ready to welcome corporate events onboard

PRINCESS CRUISES
Ships Sapphire Princess, Diamond Princess

Capacity 2,670 guests

Destinations Singapore, Malaysia, Indone-
sia, Vietnam, Cambodia, China, Hong Kong, 
South Korea and Japan

Why meet onboard? Both Sapphire Princess 
and Diamond Princess are group-friendly, 
with cabins that can offer either twin beds or 
a queen at the planner’s request, plus state-
rooms for three or four sharing guests.

There are also numerous facilities for 
corporate gatherings. The Princess Theatre 
can accommodate group sizes of up to 700, 
while dining functions can be arranged at 
various dining rooms that can take up to 240 
guests in one sitting. 

As well, both ships offer a variety of dining 
experiences and venues, ensuring happy bel-
lies all around. Furthermore, complimentary 
room service is available for event delegates. 

There’s never a dull moment onboard, 
thanks to plenty of recreational options 
such as Broadway-style entertainment 
shows, art auctions, game shows, ballroom 
dancing classes, and movies under the 
stars, featuring the latest blockbusters and 
complimentary popcorn and hotdogs.

Tying all these together is Princess 
Cruises’ events services support team that 
will ensure assistance for all onboard pro-
grammes as well as group shore excursions.

REGENT SEVEN SEAS 
Ship Regent Seven Seas Mariner

Capacity 700

Destinations Singapore, Indonesia, Malaysia, 
Thailand, Sri Lanka and India

Why meet onboard? Spacious conference 
and meeting rooms for up to 700 people 
are available onboard the Regent Seven 
Seas Mariner, all armed with state-of-the-art 
multimedia facilities. Corporates that choose 
a full charter have the option for corporate 
branding throughout the ship. 

On top of the signature restaurants and 
casual eateries, the ships feature complimen-
tary in-room dining with free flowing pre-
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 (Clockwise) SuperStar Aquarius; The elegant Compass 
Rose on Regent Seven Seas Mariner; Meeting Room 
Lounge on World Dream; Crystal Endeavor’s deluxe suite 
promises a fine stay; feast well onboard Silversea Cruises

mium wine and spirits – perfect for delegates 
to wind down after a long day of meetings.

There are also world-class theatrical 
productions and musicals including perfor-
mances by the Regent Signature Orchestra.

ROYAL CARIBBEAN 
CRUISES
Ships Voyager of the Seas,  
Quantum of the Seas

Capacity 4,269 guests 

Destinations Malaysia and Thailand (Voyager 
of the Seas); Malaysia, Thailand and Vietnam 
(Quantum of the Seas)

Why meet onboard? Voyager of the Seas and 
Quantum of the Seas are giants to ride Asia’s 
waves in 2019/2020, making them perfect for 
large MICE groups.

Voyager of the Seas offers 1,600 twin cab-
ins and meeting rooms for up to 1,400 people. 
The largest function space is the elegant La 
Scala Theatre which, in the evening, is home 
to Broadway-standard shows.

There are several recreational gems 
onboard that planners can be weaved easily 
into a corporate programme. One such facility 
is the ice skating rink where performances by 
professional skaters from around the world 
are held. Outside of scheduled shows, the 
rink can be used for teambuilding activities or 
casual meetings for up to 800 pax. 

Other facilities include a basketball court, 
rock-climbing wall, miniature golf course and 
the FlowRider surf simulator. 

Quantum of the Seas offers 1,900 twin 
cabins and meeting facilities for up to 1,400 
people. The jewel in its crown is the Two70, 
an entertainment hub that offers guests 
multiple experiences throughout the day – a 
feature that is unique to the Quantum class 
of ships. With capacity for 615 guests, it is the 
perfect venue for meetings and seminars, es-
pecially when impressive visuals are needed 
to complement messages. 

Thrills are available across the Quantum, 
from RipCord by iFLY – the first skydiving 
simulator at sea – to SeaPlex bumper car ring 
and FlowRider surf simulator, among others.

A spread of 15 restaurants, including the 
famed Jamie’s Italian by Jamie Oliver and 
the ultra exclusive Chef’s Table, help planners 
dish out varied dining experiences.

SILVERSEA CRUISES
Ships Silver Spirit, Silver Muse

Capacity 608 (Silver Spirit); 596 (Silver 
Muse)

Destinations Singapore and Hong Kong (Sil-
ver Spirit); Tokyo, Singapore, Hong Kong and 
Vietnam (Silver Muse)

Why meet onboard? Both Silver Spirit and 
Silver Muse are luxurious all-suite ships with 
twin-sharing possibilities. Each vessel houses 
eight restaurants and a theatre that accom-
modates 320 guests. 

Silversea’s team of corporate and incentive 
planning professionals provides creative solu-
tions to ensure that corporate events  
take off successfully. The extensive host of 

event planning resources available on-
board ensures that all special activities and 
services are well customised and arranged, 
promising delegates an unforgettable experi-
ence. 

Upon arrival, the butler welcomes guests 
personally, orientating them to their suites 
and even offering to unpack their bags.

STAR CRUISES
Ships Star Pisces, Superstar Aquarius, 
Superstar Gemini

Capacity 1,027 (Star Pisces); 1,511 (Super-
star Aquarius); 1,530 (Superstar Gemini)

Destinations Hong Kong, Indonesia, Japan, 
Malaysia, Singapore, South Korea, Taiwan 
and Thailand

Why meet onboard? Star Cruises liners 
boast facilities that are on par with world-
class hotels, offering corporate groups 
quality twin-sharing accommodation, fully-
equipped work spaces, and a wide variety of 
teambuilding activities.

Event planners have the flexibility to 
customise onboard activities with the help 
of Star Cruises’ in-house planners and event 
coordinators. 

Offering panoramic views of the ocean 
from a glass-fronted observatory area, the 
Galaxy of the Stars lounge onboard these 
ships is ideal for presentations and product 
launches. With a seating capacity of up to 
292 guests, it also serves as a popular party 
ground where delegates can dance their 
night away after a day of meetings. 
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Make the cruise your own

Chartering a cruise 
ship for a corporate 
gathering is ideal as 
organisers can let 
their imagination run 
wild. However, this 
exclusive arrangement 
is not always 
possible, perhaps 

due to budget constraints or an inability 
to match a suitable-sized ship with the 
group.

Where chartering is not possible, 
customising the experience is the next 
best option. Taking this route is easier 
than one may think. The trick is setting 
up a scene that puts event delegates at 
the centre, such that they feel they are 
given special treatment in a sea of other 

passengers sharing that scheduled 
cruise. 

Consider these ideas:
•	 Build	a	customised	daily	programme	

onboard that leverages existing 
activities and facilities on the ship. 
For example, a private sunrise yoga 
on the deck

•	 Organise	a	unique	behind-the-scene	
tour of the ship

•	 Arrange	for	the	ship’s	crew	–	
specifically those assigned to support 
the event – to wear shirts and caps 
bearing the organiser’s corporate 
logo

•	 Place	signage	identifying	the	event	
or bearing the corporate logo on the 
exterior and interior of the ship, or 
fly the company flag

•	 Have	full	control	over	F&B	throughout	
the event duration by customising the 
menu, creating a CEO’s Drink of the 
Day, and injecting personal touches 
such as using corporate branded 
cocktail napkins and dessert plates

•	 Take	over	a	speciality	dining	room	
to host a VIP dinner or an exclusive 
cocktail party

•	 Arrange	for	assigned	or	unassigned	
seating in restaurants for the group

•	 Bring	your	own	entertainment	 
onboard

•	 Customise	shore	tours	just	for	the	
group

•	 Give	away	a	different	corporate	
branded gift every day along with 
event updates during turndown  
service

•	 Offer	onboard	credits	that	event	
delegates can use at the spa, gift shop 
or other facilities

•	 Paint	the	ship!
There are many things that can 

be done, but organisers need to bear 
in mind that there are other guests 
onboard. 

Charter is smarter, but corporate groups joining a scheduled 
cruise can still create unique and private experiences. 
Steve Bloss, co-founder and president of Worldwide Cruise 
Associates, tells you how

Luxury of personalisation 
Customisation is a key drawcard for incen-
tive cruises at the top end, but its value 
proposition remains under-appreciated 
among Asian incentive planners, accord-
ing to luxury cruise specialists.

Felix	Chan,	vice	president	&	general	
manager, Asia of Norwegian Cruise Line 
Holdings, pointed out that “everything 
is covered” on cruises, from dining and 
entertainment to accommodation and 
transfers.

With such an all-inclusive arrangement, 
planners could enjoy “almost 30 per cent 
savings – compared to land programmes 
– when you take into consideration all 
the inclusions offered on our ships”, said 
Freddy	Muller,	vice	president	charter	&	
incentive sales, Silversea Cruises.

There is also the advantage of support 
from “dedicated teams to cater to incen-
tive groups from the beginning to the 
end”, added Muller.

For Crystal Cruises, customisation lies 
in offering unique, adventurous and au-
thentic experiences to high-end incentives, 

said Nungky, manager, Crystal Interna-
tional Sales (Asia).

The value proposition of high-end 
incentive cruises, said Chan, is especially 
evident in destinations where the cost 
of accommodation or dining is high. 
“Whether we cruise in Japan, 
Vietnam or China, the costs are 
similar.”

Muller agreed, adding that 
once procurement managers un-
derstand the concept of cruises 
they would enjoy the value 
such programmes would bring 
because a lot of the components 
on board are fixed cost.

Ultimately, it’s a “num-
bers game” when it comes to 
customising to the “crazy rich 
cruisers”, Muller stated, reiterating that 
luxury incentive programmes are limited 
only by creativity.

“If you charter a ship at full capac-
ity, we can do exactly what you want, 
from flower arrangement to carpets or 

bringing your own entertainment,” said 
Muller. “The only thing we ask is to give 
back the ship to us the way we gave it 
to you.”

Nungky agreed, pointing out how in-
centive planners can even charter a pri-

vate jet through Crystal AirCruises 
to round out an unforgettable 
experience for incentive groups. 

However, Chan thinks the 
luxury cruise incentives market 
in Asia is still in its infancy. “Our 
volume is still small compared 
to the more mature markets, but  
there is a lot of potential.”

He suggested that there is still 
more the Asian cruise sector can 
do to grow the market, including 
greater education and promo-

tion to differentiate between the cruise 
brands. “Also, luxury can mean different 
things for different people, so we need 
to customise (programmes) to meet and 
exceed their expectations,” he added.  
– Mimi Hudoyo

  Chan:  more work 
needed in Asia
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Cruises at the 
centre of attention
The 2nd Asian MICE Cruise Conference returned to Bangkok on 
September 24, featuring new speakers who provided the audience of 
event buyers greater understanding of the advantages of MICE cruises 
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Better known as a leisure destination, 
Osaka typically welcomes more incen-
tives than international meetings and 
conferences. But the city believes that 
the recent G20 summit will help change 
its events mix, writes Rachel AJ Lee

DESTINATION : JAPAN

Future shifts

Fresh off the boat after a successful hosting of the 
14th edition of the G20 summit earlier in June 
2019 – the first G20 summit to be hosted by 

Japan – Osaka Prefecture is leveraging its improved 
status to attract more business events.  

 Asako Shiomi, manager MICE promotion depart-
ment, Osaka Convention & Tourism Bureau (CVB), 
told TTGmice that the high-profile economic meeting 
administers a jab of confidence to event planners 
considering the city.

“The international market now has confidence in 
us, after seeing that we can handle such a high-level 
meeting,” Shiomi said. “We are working to increase 
the percentage of international MICE business here, 
to especially attract groups that bring about a large 
economic impact.”

While she acknowledges that Tokyo has tradition-
ally been the leading city of choice among business 
event planners, based on its economic scale, that 

perception may change with Osaka’s track record in 
hosting the G20 summit.

Currently, the domestic MICE market is very strong 
for Osaka, especially for the 70,000m2 INTEX Osaka 
facility, according to its chief sales division, Takako 
Saito. But she too, is keen to reach out to the interna-
tional market by shouting about the venue’s experi-
ence in delivering the G20 summit.

To strenghten the messaging, INTEX Osaka joined 
forces with three other private entities – ATC Hall, 
Hyatt Regency Osaka and Hotel Fukuracia Osaka 
Bay – to create an informal alliance, Osaka Bay Area 
MICE, in September 2018. Alliance partners boast a 
combined inventory of over 70 halls and conference 
spaces of varying sizes, 1,400 keys, F&B and retail 
outlets, all situated within walking distance from each 
other.

Yuji Inoue, business department deputy manager 
of ATC Hall and the spokesperson for Osaka Bay Area 
MICE, said: “Our facilities support each other, and 
we have combined our efforts in sales and marketing 
to develop international markets such as Singapore, 
China and Thailand.”

He believes that the formation of the alliance is a 
“step in the correct direction” and that the partnership 
enables them “to be bigger” on the back of G20. 

In addition to promoting Osaka, a highly urbanised 
prefecture with 33 cities, Shiomi revealed that the sec-
retariat of G20 also highlighted satellite cities such as 
Sakai, Kishiwada, Izumisano and Hannan, as the “city 
centre is already quite popular”. 

That is why pilot projects are afoot, where several 
local governments are working towards renting out 
unique venues to international groups, such as the 
Japanese Garden in Sakai City’s Daisen Park, and 
Kishiwada Castle. 

“There are so many castles in Japan, but not many 
are open for venue hire. For example, Kishiwada 
Castle grounds can hold 200 pax, and there’s a dojo in 
front of the castle where a kendo class and demon-
stration can be conducted for groups,” elaborated 
Nishikawa Tetsuji, Kishiwada City government’s sec-
tion chief.

Just next to Kishiwada Castle stands Gofuso, a res-
taurant which can cater food for events at the castle, 
or introduce overseas delegates to a traditional kaiseki 
meal. Dining at the restaurant is also available, as it 
has 18 private rooms, the largest of which can hold 60 
pax, up to a total of 220 pax. 

Meanwhile, upcoming business event infrastruc-
ture include a soon-to-be-built integrated resort (IR) 
on Yumeshima Island, and the Setia Izumisano City 
Center (SICC) mixed development in Izumisano (see 
sidebar Developments to Watch).

In addition, the opening of the Sakai Performing 
Arts Center on October 1, 2019, will help address the 
shortage of business event facilities in Osaka, and 

  Groups can 
now hold events 
on the grounds of 
Kishiwada Castle
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FAST 
FACTS

4
The average number of nights foreign 
visitors stayed in the prefecture in 
2018 
 

11.4 million
The total number of foreign visitors  
to Osaka Prefecture in 2018
 

242
The number of international 
conferences held in Osaka in 2018, 
excluding meetings, incentives and 
exhibitions

DEVELOPMENTS TO WATCH
 

01	 Osaka	plans	to	build	an	integrated	resort	on	
Yumeshima	Island,	a	390-hectare	artificial	
island	in	Osaka	Bay,	by	2024.	It	will	be	the	desti-
nation’s	first.	By	law,	it	must	include	spaces	for	
international	conferences	as	well	as	hotel	and	
lodging	facilities.	Yumeshima	will	also	be	the	
stage	for	the	2025	World	Exposition.

02	 Izumisano	City,	one	of	the	33	cities	in	Osaka	
Prefecture,	has	announced	several	upcom-
ing	developments	in	Rinku	Town,	a	10-minute	
drive	from	Kansai	International	Airport.	The	
most	prominent	development	will	be	the	Setia	
Izumisano	City	Center	(SICC),	a	mixed-use	
development	scheduled	to	open	in	2024.	SICC	
will	house	serviced	apartments,	a	four-star	
hotel,	a	1,600-pax	convention	centre,	offices,	a	
conservatory	with	fountains	and	waterfalls,	and	
F&B	and	retail	shops.

03	 The	Umekita	Area	Second	Zone	Develop-
ment	Project	is	a	new	urban	project	in	front	of	
Grand	Front	Osaka	in	Kita	Ward.	Spanning	nine	
hectares,	the	development	will	feature	an	urban	
park	in	between	two	blocks.	The	North	Block	
will	have	residences,	offices,	a	lifestyle	hotel,	as	
well	as	a	museum.	The	South	Block	will	provide	
commercial	facilities,	offices,	an	ultra-luxe	hotel,	
an	upscale	hotel,	as	well	as	event	rooms	and	
a	plaza	with	a	covered	outdoor	theatre.	Both	
blocks	will	also	have	restaurants,	shops	and	
rest	areas.	The	development	will	open	in	phases	
starting	from	2024.

help it compete against Tokyo for international gather-
ings, shared Koji Matsushita, the facility’s section chief.

Shiomi added: “We have very limited space in Osaka, 
and it’s difficult to find a slot for international groups. 
We’re very happy to have a new IR and the SICC. We 
hope to build Osaka’s MICE sector on Setia’s reputa-
tion, as our target is Asia. Setia is from Malaysia, and 
they have good connections in the region.”

But the industry is not without its challenges. For 
instance, English is still not widely spoken in the sector.

“Sometimes, when I have a potential international 
lead that I relay (to the other cities in the prefecture), I 
find that it is hard to communicate. We need more Eng-
lish speakers to welcome and assist these international 
groups,” Shiomi said.   

This is reinforced by Sakai City co-ordinator 
Sakaguchi Munetsugu, who works for EXSA (Excit-
ing Sakai), a non-profit organisation under the Sakai 
government.

“We are encouraging companies to translate menus 
and signs to English to court more foreign visitors, as 
well as liaising with Osaka Tourism Bureau to improve 
activities (for MICE groups) in the city,” he added.

For INTEX Osaka’s Saito, she also acknowledged 
that although the language barrier is a problem, she 
will usually hire translators to help with international 
groups.

With the numerous developments and improvements 
in the MICE space, there is no doubt the kinks will be 
ironed out in good time.

“We believe we have a bright future ahead. It will all 
come together in 2025, and I think it’ll be a different 
atmosphere by then,” Shiomi concluded.

“We believe we have a 
bright future ahead. It will 
all come together in 2025, 
and I think it’ll be a 
different atmosphere  
by then.”
Asako Shiomi
Manager MICE promotion department, 
Osaka Convention & Tourism Bureau

 Gofuso restaurant’s garden
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There’s room for everything here. Desaru knows it’s a standout choice, 
and is getting a move on the regional MICE market. By S Puvaneswary

A new side to Malaysia

DESTINATION : MALAYSIA

“We are targeting 
regional and international 
corporations and 
associations who are looking 
for new destinations in 
South-east Asia...”
Roslina Arbak
CEO,
Desaru Development Holdings One

  An aerial shot 
of Desaru CoastD esaru Coast in Johor believes it in pole position 

to capture the attention of meeting planners 
and corporate companies across Asia, with 

two of its internationally-branded hotels, conference 
centre, two championship golf courses, and waterpark 
now fully operational. 

Arokia Das Anthony, director, Luxury Tours Malay-
sia, called Desaru Coast a “refreshing and welcome 
addition” to what Malaysia can offer.  

He said: “It is a new venue for meetings and 
incentives, especially for organisers who have already 
held events in traditional destinations such as Kuala 
Lumpur, Penang, Langkawi and Sarawak.”

Arokia also noted that Desaru Coast was a “young” 
destination that was officially launched in July, and 
had off-site venues that were good for incentives 
programmes. This is good for his company, as he 
indicated that they “always get queries from regional 
organisers and planners in India on what new destina-
tions Malaysia has to offer”. 

Vikram Mujumdar, general manager at the 275-key 
The Westin Desaru Coast Resort, shared: “The unique 
selling points of Desaru Coast as a business events 
destination are the facilities and attractions it has to 
offer.”

“Being away from the hustle and bustle of the city 
allows organisers to keep everyone in one place and 
happy. Delegates can attend meetings, teambuilding 
activities and incentive programmes, while spousal 
programmes can be arranged or family members can 

keep themselves occupied with activities around the 
destination.”

Adjacent to the resort is the Desaru Coast Confer-
ence Centre, also managed by The Westin Desaru 
Coast Resort. The venue has a total of 1,252m2 of 
fully-equipped event space with the capacity to host 
almost 1,400 guests. 

The showpiece of the conference centre is a grand 
ballroom, which can be divided into four smaller 
event and pre-function spaces. There are outdoor 
venues by the beach available as well.

Vikram added that business to date for the ICCA-
accredited conference centre has been encouraging 
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from both corporate end users, as well as professional 
conference organisers. He hopes that the hotel’s recent 
full opening will attract even larger international busi-
ness events opportunities.

“Corporate groups and events are the main busi-
ness drivers and we foresee this trend to continue 
moving forward. As the development is still fairly 
new, the main focus is on marketing the destination 
as a large-scale integrated holiday and event destina-
tion,” he offered.

The other hotel located within the integrated resort 
is Hard Rock Hotel Desaru Coast with 365 music-
inspired rooms. 

Two more properties will come online soon: Anan-
tara Desaru Coast Resort & Villas on December 1 with 
123 rooms and One&Only Desaru Coast by the end of 
2019 with 42 suites. 

Roslina Arbak, Desaru Development Holdings One’s 
CEO, shared: “Desaru Coast’s integrated facilities 
and strategic location make it a competitive loca-
tion for the business events segment, which typically 

7
The number of international destinations 
with direct air connections to Senai 
International Airport, serviced by AirAsia, 
Malindo Air and Jin Air. The direct routes 
are Guangzhou, Haikou, Ho Chi Minh City, 
Bangkok, Surabaya, Jakarta and Incheon 

2.7 nights
The average length of stay of foreign 
conference delegates to Malaysia

102,211
The number of international MICE 
delegates to Malaysia in 2018

RM1.6 billion
The estimated economic impact  
MICE delegates brought to Malaysia in 2018, 
equivalent to US$358 million

DEVELOPMENTS TO WATCH

01	 Malaysia	Convention	&	Exhibition	Bureau	
(MyCEB)	offers	a	sponsorship	programme	for	
meeting	planners	and	corporate	clients.	Known	
as	The	Malaysia	Twin	Deal	V	(V	for	vibes),	there	
are	two	deals.		
	 Deal	1	provides	support	for	meeting	and	
incentive	groups	starting	from	as	low	as	30	
participants	right	up	to	delegations	of	500	
and	above,	while	Deal	2	is	aimed	at	meeting	
planners.	The	number	of	rewards	accessible	to	
groups	grow	with	the	number	of	attendees.

02	 The	Desaru	Coast	Ferry	Terminal,	which	includes	
the	Customs,	Immigration	and	Quarantine	com-
plex,	is	scheduled	for	completion	by	end	2020.	
Once	completed,	the	ferry	terminal	will	provide	
direct	access	from	Tanah	Merah	Ferry	Terminal	
in	Singapore	to	Desaru	Coast,	providing	busi-
ness	events	delegates	another	transportation	
option.

03	 Work	to	expand	Senai	International	Airport’s	
arrival	and	departure	halls	will	begin	in	4Q2019.	
Costing	around	RM15	million	(US$3.6	million),	
upgrades	and	new	features	will	include	two	new	
gates	at	the	departure	hall,	toilets	and	a	new	
ramp	walkway.	

TTG	Travel	Trade	Publishing	
is	proud	to	be	the	travel	
trade	media	partner	of	the	
ASEAN	Tourism	Competitive	
Committee,	working	together	

to	support	the	ASEAN	Tourism	Marketing	Strategy	and	promote	
ASEAN	destinations	for	tourism	and	business	events

hosts participants from varying geographies. We are 
targeting regional and international corporations and 
associations that are looking for new destinations in 
South-east Asia. We can tailor event experiences to 
specifically address their requirements for both busi-
ness and leisure components.”

Key markets for the company include the domes-
tic segment, as well as Singapore, Indonesia, China, 
Hong Kong and India. The company is also target-
ing international business travellers coming into this 
region via Singapore.

In addition, Desaru Development Holdings One 
is in the midst of adding teambuilding activities and 
facilitation, as well as curating lifestyle and entertain-
ment events that that will appeal to both the business 
event and bleisure traveller. 

For instance, Desaru Coast hosted the inaugural 
edition of the Ombak Festival (July 5-7, 2019). The 
Ombak Festival will be an annual event with curated 
activities including culture, music and food that high-
light homegrown talent and products, and showcase 
local expertise and creativity.

In the future, travellers to Desaru Coast can look 
forward to a wide range of outdoor activities that 
include ATV rides, mountain biking, a climbing tower 
and ziplines.

FAST 
FACTS

DESTINATION : MALAYSIA

 A guestroom 
within the brand 
new Westin 
Desaru Coast 
Resort
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A blend of new meeting hardware, unique venues, Michelin-star 
dining and natural landscapes is allowing the metropolis to present 
memorable event opportunities. By Rachel AJ Lee

Taipei’s heady mix
DESTINATION : TAIWAN

  Huashan 1914 
Creative Park is 
a one-of-a-kind 
MICE venue

E arlier this March, the Taipei City Government 
established its first MICE office – a breakthrough 
after years of effort – in a bid to create a sound 

environment to further develop its MICE sector against 
the backdrop of an ultra-competitive Asia market.

And the city is smartly playing to its strengths, viv-
idly highlighting unique locations where MICE events 
can be held such as the Huashan 1914 Creative Park 
and Taipei Expo Park; bettering its infrastructure with 
the recent launch of TaiNEX 2; and wearing its newly-
minted Michelin-star status proudly. 

Pu Lin, director of arts, Taiwan Creative Industry 
Development (which oversees Huashan 1914 Creative 
Park), said: “There is only one Huashan. Foreign com-
panies like Google like to come here, and make use of 
our unique indoor and outdoor spaces to present their 
products. TedX Taipei is also held here every year.”

In addition to being a function space, Huashan 1914 
Creative Park also doubles up as lifestyle destination 
for delegates to explore in their free time, as there are 
quaint shops and hole-in-the-wall cafes that have set up 
homes here. 

Similarly, the 14-hectare Taipei Expo Park also has 
a lifestyle component – the 9,900m2 Maji Square, filled 
with more than 80 lifestyle shops and F&B options. The 
park also has numerous indoor and outdoor spaces, 
three of which are dedicated for MICE groups: the Expo 
Dome, Eco Ark, and Expo Hall.

Rich Shen, director administration management of 
Taipei EXPO Foundation which manages Taipei Expo 
Park, shared: “We can hold tradeshows and gala din-
ners at the Eco Dome; while large-scale performances 
or speeches can head to the Expo Hall which can seat 
1,200 comfortably. Our main target are exhibitions, 
mainly from the Asia-Pacific market.”

Elsewhere in Taipei, the Taipei Nangang Exhibition 
Center Hall 2 (TaiNEX 2) began operations on March 
4 this year, expanding the city’s MICE insfrastructure. 
The US$240 million venue features 30,240m2 of exhi-

 The brand-new 
TaiNEX2 which 
opened in March
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bition space, a 6,100m2 Sky Garden 
(opening in November), and 14 
conference rooms – where the larg-

est can hold 3,600 guests. 
Just across the road, TaiNEX 1 has 

45,360m2 of exhibition space, a 
22,680m2 column-free Sky Dome, 
and nine conference rooms. When 

combined, TaiNEX is the coun-
try’s largest exhibition venue. 

“It is very convenient to 
hold events here, 

as within a 
five-minute-
drive radius 
are six ho-
tels, and in 
2022, there 
will be an 
additional 
hotel and 

shopping centre 
nearby,” revealed 

Philip Huang, execu-
tive director of TaiNEX 2.

When asked how Taipei’s MICE 
business has fared over the years, project manager of 
ABLY Conference and Exhibition (part of Taiwan Tour 
DMC), Lilly Lee, shared that she has seen the city’s 
MICE sector grow year-on-year, since the company 
started handling MICE around a decade ago.

“But competition is pretty tough, versus other MICE 
destinations in Asia-Pacific like Thailand (Bangkok), 
Hong Kong, South Korea and Japan. While Taiwan 
may be cheaper than South Korea and Japan, we are 
more expensive than Bangkok,” she shared. 

Hence, she stressed that during a pitch, they focus 
on Taiwan’s unique points and cultural attractions. 
For instance, one new way to sell Taipei was through 
gastronomic adventures, thanks to the inaugural 
Michelin Guide Taipei which launched in 2018, featur-
ing a total of 110 dining establishments.

For instance, MICE groups can arrange to dine in a 
private room at three-Michelin-star Cantonese restau-
rant Le Palais, the only restaurant to be bestowed with 
three stars. Delegates can also go on a gastronomic 
hunt for the 10 street food vendors listed in the guide 
during the evenings after a long day of meetings. 

To which, Lee Jerchin, deputy managing direc-
tor, Taipei MICE Office, added: “Another of Taipei’s 
advantages is that you can get to the mountain, or to 
the seashore and ocean, within an hour from the city. 
Not many cities have such natural resources, is safe to 
walk about, and where the locals are friendly.”

The ultimate goal, he pointed out, was to “bring 
Taipei’s name to the international masses”, as “we 
want to be the top MICE city in Asia”, acknowledging 
that it is going to be a tough road ahead. Currently, 
Taipei sits at sixth position on ICCA’s 2018 city rank-
ings, which he feels can be improved.

The contribution to economic benefit was the 
basis of a four-year plan (2019 to 2022) created by 
the Taipei City Government, where the first step was 
the establishment of the Taipei MICE Office. Next 
steps include the recruitment of ambassadors for the 
city; the recruitment of five international advisors to 

6.5 days
The average length of stay of business travellers to 
Taiwan in 2018

US$191.70
The average daily expense of business travellers to 
Taiwan in 2018

100
The total number 
of international 
conferences that 
met in Taiwan in 
2018, according to 
ICCA

provide expertise; and outbound promotions through 
tradeshows and roadshows such as IMEX Frankfurt, 
IMEX America, and IT&CM Asia. 

“We are also working closely with private stake-
holders like PCOs, where together we work to identify 
the best chances of bringing in an international meet-
ing. Aside from providing venue information, we also 
provide support letters from the government, as well 
as subventions,” he shared. 

“MICE is important for Taipei City, and currently, 
the sector only makes up one per cent of the city’s 
GDP, hence there’s definitely lots of room for growth. 
Taipei – and Taiwan as a whole – is well developed 
in international trade in many industries, but not so 
much in the MICE sector,” Taipei’s MICE Office’s Lee 
concluded.

“MICE is 
important for 
Taipei City... 
there’s definitely 
lots of room for 
growth.”
Lee Jerchin
Deputy managing director,  
Taipei MICE Office

 Steamed 
lobster with 
wood-ear 
mushrooms from 
three-Michelin-
star Le Palais
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As demand surges for creative, customised events, Singapore’s event 
planners are changing the game with innovation, writes Pamela Chow

Planning out of the box
DESTINATION : SINGAPORE

“Authentic local experiences 
and customised solutions 
help to enhance the  
overall experience of 
business visitors.”
Edward Koh
Executive director, conventions,  
meetings & incentive travel, STB

  Singapore’s 
event planners 
are increasingly 
embracing 
creative solutions 
and innovation 
to deepen 
engagement with 
MICE visitors

High personalisation and authentic experiences 
have trickled in from the leisure sector and 
taken root in business events, and Singapore’s 

industry is coming up with increasingly creative solu-
tions that bring out the flavour of the Lion City.

Setting the tone last year, the Singapore Tourism 
Board (STB) launched the Tour Design Challenge to 
encourage the development of immersive tours that 
tell an engaging tale about Singapore which appeals 

to MICE visitors. For this, tour operators participated 
in a “Learn-Pitch-Pilot” process comprising industry 
workshops and site visits. Selected applicants were 
given grant support to pilot these new tours.

Tours that were successfully launched include 
Singapore 1920s: Trails of Ah Huat tour by Let’s Go 
Singapore and the Silicon Valley of Singapore insider 
tour by UBE Singapore. The latter takes participants 
through thriving innovation hubs, one-north and JTC 
Launchpad, and is the debut product of UBE Sin-
gapore. The brand was recently established by tour 
operator Woopa Group in light of the demand for im-
mersive concepts to stimulate the MICE industry. 

“UBE is the pioneer of start-up and business in-
novation tours in Singapore. We aim to offer unique 
localised experiences to interact with creative start-
ups and businesses from various key industries,” said 
TY Suen, founder & CEO of Woopa Group.

“In the past two years, we have seen existing play-
ers and tourist guides start to innovate and develop 
more unique tour experiences. It has also began to at-
tract even players outside of the industry,” he added.

The Tour Design Challenge is part of STB’s ongo-
ing collaborations with industry players “to catalyse 
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new tours to build stronger destination affinity” with 
MICE visitors, said Dr Edward Koh, executive director, 
conventions, meetings & incentive travel, STB.

He added: “Authentic local experiences and custom-
ised solutions help to enhance the overall experience 
of business visitors. They deepen visitors’ engagement 
with Singapore as an inspiring destination that offers 
experiential events and authentic local character.”

Event planners are also seeing a parallel trend 
towards demand for exhibitions and conventions that 
bring out authentic flavours of Singapore. This May, 
Resorts World Sentosa (RWS) played host to the Skift 
Forum Asia held at Equarius Hotel, which featured 
uniquely Singaporean dishes at live stations and meet-
ing areas designed to resemble traditional kampung 
huts and coffee shops. 

“There is an increase in demand for bespoke events 
and festival-style conventions with greater elements of 
entertainment, networking and audience engagement 
rolled into one, alongside the formal seminars. With 
more emphasis on creative programming, flexibility, 
customisation and out-of-the-box ideas are key,” said an 
RWS spokesperson.

Aloysius Arlando, CEO of SingEx Holdings, claimed 
that localised event experiences are an instance of 
“highly customised solutions” that can leave a “signifi-
cant impact” on attendees. SingEx is well-acquainted 
with running innovative F&B experiences – it popular-
ised the concept of festivalisation through its Singapore 
Fintech Festival, where guests enjoyed an all-day, multi-
ethnic Asian menu in a space spruced up with sampan 
boats and a batik motif.

Such localised experiences are examples of “novel 
highlights” that SingEx is seeking to integrate into its 
suite of solutions, having revealed earlier this year the 
possibility of introducing “hawker-style” dining con-
cepts for event organisers. 

This will be officially announced in Q4 this year, 
when Singapore EXPO and MAX Atria, which are oper-
ated by SingEx, are slated for a relaunch with a new 
suite of customisable event solutions. This will be led 
by “a service partnership approach”, said Arlando, in 
which SingEx will function as both venue provider and 
a “full-service concierge” to “co-develop a customised 
suite of products and services” with clients.

He added: “The bleisure trend is predominantly 
increasing, (and as) international MICE delegates are 
taking the opportunity to mix work with leisure while 
travelling, they too want to explore like a local... being 
able to offer experiences that embrace local flavours and 
culture will provide international clients with a deeper 
impression of Singapore as a unique destination.” 

Creative events have ignited so much demand that 
The Special Event Show will make its Asia debut in 
RWS this November, converging the top offerings in 
event conceptualisation, planning and show production 
to bridge buyers with MICE service providers.

DEVELOPMENTS TO WATCH

01	 Greater	Southern	Waterfront:	Pulau	Brani	
will	soon	house	a	host	of	new	attractions	
and	a	possible	resort	in	plans	comparable	
to	Universal	Studios	Singapore	on	Sentosa,	
announced	Prime	Minister	Lee	Hsien	Loong.	
The	island,	currently	home	to	Brani	Terminal,	
is	part	of	the	government’s	plans	to	remake	
Singapore’s	Greater	Southern	Waterfront.

02	 New	hotels	for	Resorts	World	Sentosa:	As	
part	of	its	S$4.5	billion	redevelopment	plans,	
Resorts	World	Sentosa	will	expand	its	exist-
ing	hotels	in	the	Central	Zone	and	introduce	
a	new	waterfront	lifestyle	complex	helmed	
by	two	new	destination	hotels,	adding	a	total	
of	up	to	1,100	more	rooms	to	the	integrated	
resort.

03	 More	MICE	spaces	for	Marina	Bay	Sands:	
Marina	Bay	Sands	is	pumping	in	S$4.5	bil-
lion	into	expansion	plans	that	include	a	fourth	
tower,	to	be	constructed	on	roughly	eight	
acres	of	land	beside	the	current	resort.	It	will	
feature	a	suites-only	luxury	hotel	with	some	
1,000	keys,	a	sky	roof	with	a	swimming	pool	
and	a	signature	restaurant,	ballrooms,	exhibi-
tion	halls	and	F&B	offerings.

TTG	Travel	Trade	Publishing	
is	proud	to	be	the	travel	
trade	media	partner	of	the	
ASEAN	Tourism	Competitive	
Committee,	working	together	

to	support	the	ASEAN	Tourism	Marketing	Strategy	and	promote	
ASEAN	destinations	for	tourism	and	business	events

FAST 
FACTS 17

The number of consecutive years Singapore has 
emerged Top Asia-Pacific Meeting City in the 
ICCA Rankings 2018

1.4 million
The total number of delegates who attended 
the 3,600 events held at the Sands Expo & 
Convention Centre in 2018

15,000
The estimated number of local and foreign 
delegates expected to attend the 25th World 
Congress of Dermatology in 2023, the largest 
medical convention ever hosted in Singapore  
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SPOTLIGHT

Koe Peng Kang

Penang has seen accelerated growth in business events 
over the past five years. Has it significantly changed the 
way local players, like yourself, work the destination?
The way Penang is presented to business event groups 
has changed. In the past, Penang attracted more 
domestic events. Event organisers were mainly locals 
who knew what Penang was all about. 

Now, Penang attracts more global business events 
and international organisers who have different 
requirements and expectations. Some of them want 
to see our cultural diversity; they love it so we market 
this strongly. Others desire a look at our heritage or 
our environment, so we have made these aspects more 
prominent in our destination marketing.

We have had to change our strategies according 
to the needs and requirements of international event 
organisers to bring out the best of Penang. For exam-
ple, what would a European organiser want for his 
delegates after an event? Probably want a city tour. A 
Chinese organiser with a Chinese group probably want 
to feast on durian.

Do you see Penang’s strong leisure offerings as a real  
advantage in the contest for business events?
Business tourism is no longer just about people go-
ing to a destination for conferences, meetings and 
exhibitions. It has become a convergence of busi-
ness events and leisure. 

In the past, delegates would return home im-
mediately after their conference. Today, heads 
of department can accept when their staff take a 
few days leave after a conference to discover the 
destination. 

Seeing this trend, we have to market both the 
business events side of Penang as well as its tour-
ism components. 

What other trends in the business are you seeing 
that Penang should pay attention to? 
Business events will be seeing more attendance 
from China, India and the Middle East. Ma-
laysia has not fully marketed herself as 
a business events destination in these 
important markets. We have to dive 
deeper into secondary and tertiary cities 
in China and India to promote Malaysia better.

Koe Peng Kang, senior executive vice president 
of S P Setia, who oversees Setia SPICE Penang, 
shares with S Puvaneswary his observations and 
expectations of the business

“(TCEB is) a very good 
facilitator but it is a safe role 
to play. I came from Reed, the 
private sector, so I don’t like 
playing safe. ”
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How about trends in the way event venues are used?
When we were planning for Setia SPICE Penang (prior to 
its opening in 2017), we provisioned for state-of-the-art 
technology, including projectors. When we opened, the 
world had moved on to LED screens. We had to pump 
in another RM4.5 million (US$1 million) to upgrade our 
equipment to LED screens in the main conference hall.

A few years back, we never thought green buildings 
were so important. When we started to market Setia 
SPICE Penang in Europe, organisers asked how green we 
were, and if our building was designed to be sustainable. 
So we moved on to incorporate green technology into 
our hardware. We became the first hybrid solar powered 
convention centre in the world (and the biggest solar 
farm in Penang), which is also Eco Green (Green Build-
ing Index) certified.

We’ve won a number of events from Europe for Setia 
SPICE simply because of its green features.

Let’s zoom out now. Has the global economic slowdown 
impacted business events this year?
Nothing major, as conventions are usually planned two 
years ahead. There are still enquiries for future events al-
though organisers today are more conscious about costs.

There are so many factors – Donald Trump and China, 
Donald Trump and Europe, and Brexit. If there is an 
impact, we will only see it in two or three years’ time for 
convention and exhibition business. Thankfully, because 
the market is so big, there is always demand. 

What are some of the challenges for Malaysia’s MICE 
industry?
We need more international, direct flights to Pen-
ang. We have to work harder for Asian markets and 
cannot depend on the domestic market alone. This 
year, we planned eight business trips to generate 
awareness mainly for Setia SPICE. We have to dive 
deeper, be competitive and give value for money – 
the keys to driving business.

Another challenge is finding the right manpower 
with the right service mindset and then retain them. 
We are happy that a lot of colleges are running 
hospitality courses. Hopefully, those who have been 
trained well do not move to Macau, China, Singa-
pore and the Middle East to work. Due to salary 
disparity from (our weak) exchange rate, we lose 
talent. But we cannot rely on foreigners all the time, 
and need a systematic long-term business tourism 
strategy.

If you have your way, what do you wish to do to im-
prove the MICE landscape in Malaysia?
I would like to work with the government to de-
velop a long-term strategy to further drive business 
tourism in the country

We also hope the government would give prefer-
ential incentives to business event employers who 
can create jobs for locals, as such incentives will 
further drive the sector.

LagunaPhuketResortLagunaPhuket
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Appointment

Andrew Gunnels
Gunnels is now CWT’s chief procurement officer. In this newly-
created position, he has responsibility over the company’s global 
strategic sourcing and procurement operations, and will lead the 
company’s global real estate and facilities management. 

Charis Yim
Grand Hyatt Hong Kong has appointed Yim as executive as-
sistant manager – sales and marketing. The seasoned hotelier 
joins from JW Marriott Hotel Hong Kong.

Craig Gibbons 
The Los Angeles Tourism & Convention Board has expanded 
Gibbons’ portfolio to now include Indonesia, Malaysia, the Phil-

ippines, Singapore, Thailand, and Vietnam, and along with 
it a new job title – regional director, Oceania and Southeast 
Asia. He continues to be based in Sydney.

Michelle Crowley
Professional Convention Management Association has 
named Crowley its first chief growth & innovation officer. 
She oversees regional brand development, content outreach, 
acquisitions and operations for the organisation.
 
Rex Loh
Loh joins Wyndham Hotels & Resorts as vice president, 
commercial, overseeing the South-east Asia and Pacific Rim 
region. He has more than two decades of hospitality experi-
ence under his belt. 

Venushe Wickramarathne
Best Western Hotels & Resorts’ newest regional director of 
commercial – Asia is based in Bangkok. He will oversee the 
sales and marketing activities for the group’s collection of 
hotels and resorts in South-east Asia and Japan. 

Vincent Billiard
The St Regis Singapore has appointed Billiard – who has 
over 18 years of hospitality experience in luxury properties 
– as general manager. Billiard last led the launch of Bvlgari 
Hotel and Residences Shanghai in the same capacity. 

Craig Gibbons Rex Loh Michelle 
Crowley

Venushe  
Wickramarathne

PEOPLE / GALLERY

Meeting for the good of Malaysia’s MICE industry 
Personal and industry development topics 
took centre stage at the fifth edition of 
Malaysia Business Events in August
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