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A ustralia’s largest city has much to offer to both leisure tourists and business 

travellers. What is more, in recent times Sydney has added two new areas to its 

already formidable range of lifestyle developments, both within easy reach of the Central 

Business District. In years to come, Barangaroo, located behind the Harbour Bridge, is 

almost certain to be part of any business-related itinerary, given that the ambitious and 

expansive complex is targeted at the corporate world, with gleaming office towers and, by 

year-end, a range of upscale restaurants. A casino-resort is also planned for the gigantic 

site, which features parkland, walkways, fast-food outlets and coffee shops. Chippendale 

Creative Precinct is a rather less grandiose project – more a gentrification of a once-seedy 

suburb at the top of the main George Street thoroughfare. It now hosts art galleries, 

boutiques, noodle bars and gourmet restaurants, including the Kensington Street Social, 

operated by star UK chef Jason Atherton. Enjoy your reading!

      Marzena Mróz 
      

In the US “Business Traveller” is published at 303 Fifth 
Avenue, 1308, NY 10016, tel.: 1 212 725 3500. In Germany 

“Business Traveller” is published at Schulstrasse 34, 
80634 Munich, tel.: 89 167 9971,  

fax: 89 167 9937. In Denmark “Business Traveller” 
is published at Rymarksvej 46, 2900 Hellerup, 

tel.: 45 3311 4413, fax: 45 3311 4414. In Hungary “Business 
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NEW CONNECTIONS TO TEHRAN

Lufthansa once again flies direct from Munich to Tehran. The connection 
with flight number LH 602 departs three times per week at 22:10 from 
Munich, reaching the Iranian capital at 5:20 in the morning.  Airbus A330-
300 offers Lufthansa guests a selection from one of four classes with the 
latest cabin equipment, including 21 Premium Economy seats.  With the 
new connection, the Lufthansa Group complements its daily offering with 
a Boeing B747-400 from Frankfurt.  

On top of this, Austrian Airlines also flies up to twice a day from Vienna 
with an Airbus A320. 

“Following the reduction of sanctions and the re-activation of economic 
ties related to these, we expect a strong increase in demand for business 
travel. For cultural travellers Iran will become increasingly interesting as 
well,” said Thomas Winkelmann, Chief Executive Officer (CEO) of the 
Munich Hub. The flight route between Munich and Tehran was previously 
offered between April 2004 and the summer of 2006. The Iranian capital 
lies at approximately 1,100 metres above sea level and has an abundance of 
sights including three ski resorts.  The metropolis has more than 10 million 
inhabitants.  Half of Iran’s industry is located in Tehran, especially the oil 
and gas industries.   Further economic sectors include the textile industry, 
the agricultural sector and the construction materials industry. 

A return flight to Tehran can be booked for as little as 429 euros.  For fur-
ther information and to book Lufthansa flights please go to LH.com or call 
the Lufthansa Service Centre on +49 (069) 86 799 799 (land-line tariff).  

Flights can also be booked at Lufthansa travel agency partners, as well 
as Lufthansa sales desks at airports. 

Airlines
Lufthansa

Desa Unicum gallery, situated at 
34-50 Marszałkowska street in War-
saw, offers at auction a series of 
paintings presented here as part of 
“Surrealism and Magical Realism” 
exhibition. It's the first time when 
such a diverse and representative 
selection of works by world-re-
nowned artists can be found in one 
place. You can admire the fantastic 
paintings by Wojciech Siudmak, 
Rafał Olbiński, Zdzisław Beksiński 
and other prominent Polish artists, 
until 8 September. Admission to 
the exhibition is free.

Exhibition
Desa Unicum

SURREALISM  
AND MAGIC

By 2020 Starwood Hotels & 
Resorts Worldwide will open 
a new hotel in Zakopane. Four 
Points in Zakopane will be 
located in the former Bristol 
hotel building. The new build-
ing will offer 97 rooms, a res-
taurant, a Best Brews™ bar, 
a fitness centre, a swimming 
pool and a conference area of 
almost 300 sqm. Starwood 
stresses that the hotel’s guests 
will be able to enjoy all the 
amenities typical for the brand, 
including a Four Points by 
Sheraton bed, free bottles of 
water and free internet access 
in all rooms. Starwood’s Four 
Points brand and its ‘best for 
business’ approach provides 
travellers with everything that 
matters the most including 
timeless design, uncompli-
cated comfort and a genuine 
and friendly approach to hos-
pitality and service. The brand 
now has more than 200 hotels 
worldwide. Four Points by 
Sheraton Zakopane will be the 
second hotel of the Starwood 
chain in the mid-range hotel 
segment in Poland, following 
the Four Points by Sheraton 
Warsaw Mokotów, the opening 
of which is planned for 2019. 

Starwood
Four Points

NEW HOTEL  
IN ZAKOPANE

Other artists featured here include 
Jacek Yerka, Tomasz Sętkowski, 
Marian Michalik, Andrzej Urbano-
wicz, Maria Anto, Joanna Sierko-
Filipowska and Andrzej Kreutzer-
Majewski. All the works can be 
purchased at auction that will 
be held on 8 September in Desa 
Unicum. Starting prices range 
from several hundred to more than 
100,000 Polish złotys. Admission 
to the exhibition is free. More info 
at desa.pl
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Tried && Tested

TURKUS 
Do niektórych miejsc na Riwierze Tureckiej można 
dotrzeć jedynie drogą morską. Przyjedź i żegluj po Turcji. 
Zanurz stopy w spokojnym Morzu Egejskim i poczuj co 
naprawdę znaczy cisza.  Odkryj Turcję, home of turkus. 
Bądź naszym gościem!

Ministerstwo Kultury i Turystyki Republiki Tureckiej

BIURO RADCY DS. KULTURY I INFORMACJI AMBASADY TURCJI 

www.turcja.org.pl

&

TT reklama turcja.indd   7 25.08.2016   15:27
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Airlines
Finnair

This was a hot summer, especially with exciting races in Scandinavia 
650/ Skippi 650 sailing classes. Nord CUP, Volvo Gdynia Sailing Days, 
2016 Polish Championshim – all these events were held on friendly 
waters of the Gdańsk Bay.  The races were dominated by the Poznań-
based crew. “Arfido” with Michał Kaczmarek as a steersman won all 
the three events, which means that the title stays in the same hands. 
The crew of “Hiab” with Marek Kloska at the steer, which ranked sec-
ond. Now the circus will move to Warsaw for BMW Warsaw Sailing 
Days as well as Warsaw Sailing Championships.

NEW FLIGHTS

Wisława Szymborska wasn’t particularly 
fond of anniversaries, but this one need 
to be reminded - 20 years ago the promi-
nent Cracow-based poet received the 
Nobel Prize. From 15 to 30 September 
the lobby of Cosmopolitan Twarda 4 
apartment building will feature nearly 30 
collages by Wisława Szymborska that she 
created throughout her life, in addition to 
her famous poems. “Originally, the col-
lages were just hand-made postcards,” 
says Michał Rusinek, Szymborska’s 
longtime secretary. “When her Serbian 
friends decided to do an exhibition of the 
works she had sent them, she was sur-
prised that they meant something more 
to them,” he adds. It’s definitely worth 
seeing how these interesting collages 
look in the modern setting of Cosmopoli-
tan building.

COLLAGES BY  
WISŁAWA SZYMBORSKA

Exhibition
Cosmopolitan  
Apartment Building

In line with its growth strategy, Finnair is adding four new short haul routes 
to its summer 2017 traffic program.  Between April 11 and October 28, Fin-
nair will fly four weekly flights to Reykjavik. In addition to the new route to 
Reykjavik for the summer 2017 season, Finnair will also fly weekly to Corfu, 
Greece and Menorca, Spain on Sundays. Between June 17 and August 12, 
Finnair will also operate a new weekly flight to Ibiza, Spain on Saturdays. 
innair will also increase its flight capacity to Dublin, Ireland. As of March 27, 
Finnair will fly up to nine weekly flights between Helsinki and Dublin, oper-
ating a mix of A319 and E90 aircraft during the 2017 summer season.  As of 
September 15, 2016 Finnair adds Västerås in Central Sweden to its network, 
with a code share on the new NextJet route between Helsinki and Västerås. 

Sport
“Business Traveller” as a media partner

LATO POD ŻAGLAMI



COURTYARD BY MARRIOTT®
WARSAW AIRPORT
Żwirki i Wigury 1 

00-906 Warszawa 

CourtyardWarsawAirport.com

ZAREZERWUJ  
POKÓJ  
BEZPOŚREDNIO
T 22 650 0102 

wcy@courtyard.com.pl 

WarszawaCourtyard.pl

Zaledwie 49 kroków od samolotu znajdziesz łóżko wygodniejsze 

niż w swoim domu, menu smaczniejsze niż w swojej kuchni, 

warunki do pracy lepsze niż w swoim biurze. Zorganizujesz 

konferencję bez stresu, skorzystasz z Internetu bez obciążenia 

rachunku, poćwiczysz w klubie fitness o każdej porze,  

nie utkniesz w korkach śpiesząc się na poranny lot.  

Sprawdź nas.

 236 pokoi

 bezpłatne Wi-Fi w całym hotelu

 restauracja Brasserie, Lobby Bar, Cyber Cafe

 fitness club

 15 sal konferencyjnych

 monitory z aktualnym rozkładem lotów

 parking

1 w Polsce w kategorii najlepszy hotel lotniskowy
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A NEW SIDE TO 
SYDNEY

From corporate glitz to bohemian charm,  
the Australian city has some impressive new lifestyle districts  

to check out, says Mark Graham.

B u s i n e s s  t r a v e l l e r  |  C o v e r  S t o r y
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Sydney has added two new areas 
to its already formidable range 

of lifestyle developments, both within easy 
reach of the Central Business District.

In years to come, Barangaroo, located 
behind the Harbour Bridge, is almost cer-
tain to be part of any business-related itin-
erary, given that the ambitious and expan-
sive complex is targeted at the corporate 
world, with gleaming office towers and, by 
year-end, a range of upscale restaurants. A 
casino-resort is also planned for the gigan-
tic site, which features parkland, walkways, 
fast-food outlets and coffee shops.

Chippendale Creative Precinct is a rather 
less grandiose project – more a gentrification 
of a once-seedy suburb at the top of the main 
George Street thoroughfare. It now hosts art 
galleries, boutiques, noodle bars and gour-
met restaurants, including the Kensington 
Street Social, operated by star UK chef Jason 
Atherton. Take a wander through either dis-
trict if you get some time between meetings.

BARANGAROO
The developers of Barangaroo (barangaroo.
com) clearly have deep pockets – illustrated 

by their decision to trumpet their food and
beverage aspirations by hosting a pop-up of 
the world’s best restaurant, Noma, in Feb-
ruary and March this year.

Even before the first dish was served, it 
had generated a huge buzz in Australia, 
with 27,000 people on the waiting list for a 
table at the oceanside venue. Danish chef 
René Redzepi spent months scouring

the country for ingredients before creat-
ing a menu that included seafood paired 
with wattle seed, lantana flowers and croco-
dile fat. It was meant to send the message to 
Sydneysiders – and the world at large – that 
Barangaroo was aiming high by offering a 
formidable range of gourmet options. The 
space where Noma operated will, in time, 
be occupied by the popular Aussie culinary 
duo of Brent Savage and Nick Hildebrandt, 
who also run the Bentley, Monopole and 
Yellow restaurants in the city.

The first fully-fledged restaurant to open 
was Anason (anason. com.au), featuring 
Turkish cuisine based on the meyhanes 
(taverns) of Istanbul. It is right on the wa-
terfront, as are a whole slew of other res-
taurants scheduled to open later this year. 

These include Lotus, serving Chinese-
style dumplings; Banksii, a bar and bistro 
with a Mediterranean theme; Tapa Vino, 
offering sherry, wine and food; and Zushi, 
a yakatori bar serving a range of sake. As 
of now, you can pop into the high-end food 
court Canteen, choose from a wide selec-
tion of coffee shops, or pay a visit to the 
Barber Shop (thisisthebarbershop.com), 
which offers haircuts accompanied by a 
“wee dram” of whisky from the in-house 
bar.

On the fringes of Barangaroo is Beer 
Deluxe (kingstreetwharf.com. au), which 
offers a tempting range of 20 beers on tap 
and a total of 150 different brews – reaffirm-
ing that Australia has come a long way from 
the days where drinkers were offered the 
uninspired choice of  ice-cold draught Fos-
ter’s, ice-cold draught Tooheys or ice-cold 
draught Carlton.

There will be plenty of thirsty after-work 
customers from the Barangaroo complex 
in the years to come – developers estimate 
that when it reaches capacity, about 23,000 
office workers will have International Tow-
ers Sydney on their business cards. Towers 

B u s i n e s s  t r a v e l l e r  |  C o v e r  S t o r y

Barangaroo has been dogged by controversy. The thrust of the criticism is that the footprint, and scale,  
of the AU$6 billion scheme has crept beyond the planning permission.



S e p t e m b e r  2 0 1 6     |     13

Two and Three are operational, with a com-
bined 11,000 workers, a figure that will rise 
to 17,000 when Tower One opens before the 
end of the year.

IMPRESSIVE INVESTMENT
Stil, Barangaroo – it takes its name from a 
formidable 18th-century female Aboriginal 
leader – has been dogged by controversy 
ever since  plans were announced to rede-
velop the former container wharf, which is 
a 15-minute harbour-hugging walk from the 
Circular Quay ferry terminal. The thrust of 
the criticism is that the footprint, and scale, 
of the AU$6 billion scheme has crept be-
yond the planning permission.

It is certainly big, covering 22  hectares 
in total. As well as the three commercial 
blocks, there is a 2km-long harbourside 
walkway, along with a six-hectare park – 
Barangaroo Reserve – that sits right on the 
headland offering views of the Harbour 
Bridge, along  with cycling and walking 
trails, and foliage that will include 75,000 
native trees and shrubs. A new ferry pier is 
due to open early next year.

CHIPPENDALE CREATIVE
PRECINCT
The area of Chippendale was unlikely to 
ring many bells until recently, even with 
people who have a decent knowledge of Aus-
tralia’s largest city. But what a difference a 
few years makes. The former rundown 
neighbourhood – now the Chippendale Cre-
ative Precinct (chippendalecreative.com) – 
has become one of the city’s most vibrant 
enclaves with funky restaurants, lively bars, 
trendy boutiques and carefully curated art 
galleries, many housed in restored factories
and warehouses.

The dynamic force behind its transforma-
tion and gentrification was gallery owner 
Nicky Ginsberg, who saw the potential 
for it to become a creative hub and cam-
paigned successfully for funding from pub-
lic and private sources. It has a restaurant 
by Michelin-starred chef Jason Atherton, 
whose innovative food can be found at the 
Kensington Street Social (kensingtonstreet-
social.com) in the Old Clare hotel (theold-
clarehotel.com.au).

Named after the Irish owner’s native 
county, and open since last September, the 
62-room boutique property is a renovation 
of two heritage buildings – the Clare Hotel 
pub and a  Carlton and United Breweries 
administration building – and is a Design 
Hotels member.

The first fully-fledged restaurant to open in Barangaroo was Anason, 
featuring Turkish cuisine based on the meyhanes of Istanbul.
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“Before joining last year, I hadn’t heard 
of Chippendale, or the Kensington Street 
precinct,” says Kensington Street Social’s 
general manager, Michael Gavaghan. “Ten 
months later, Kensington Street is becom-
ing one of Sydney’s top dining destina-
tions with a wide selection of new eateries 
and bars showcasing street food, fine dining 
and more casual shared experiences.”
The Kensington Street Social menu is de-
scribed as British-Mediterranean, with 
plates made  for sharing. Among the 
star dishes  is “tea and toast” – wild mush-
room tea served in a teapot, with relish-and-
bone-marrow toast. Other specialities in-
clude marinated salmon, sea urchin risotto, 
Moreton Bay bug tail lobster and Bolivian 
chocolate soufflé with macadamia
nut ice-cream.

The neighbouring Automata (automata.
com.au) has a distinctive design, as well 
as a captivating five-course tasting menu 
that changes regularly. A third high-end 
restaurant in the hotel building, Silvereye 
(silvereye-restaurant.com.au), is presided 
over by former Noma executive chef Sam 
Miller, who focuses on preparing Austral-
ian vegetables and herbs in innovative ways. 
Tasting menus of three, seven or 11 courses 
are on offer.

If fine dining does not appeal, there are 
a number of smaller noodle shops, burger 
joints and bistros to choose from. Try Din 
Tai Fung (dintaifung.com.au) for some of 
the world’s finest Chinese-style dumplings; 
consistency is the key to the Taiwanese 
chain’s success, with a devoted following in 
Hong Kong, Shanghai and Beijing.

ARTISTS’ MECCA
Dotted around the precinct are up to 20 gal-
leries, located either in the low-rise brick-
built street buildings or the more spacious 
confines of the adjoining Central Park mall 
(centralparksydney.com). UTS gallery (art.
uts.edu.au/gallery) showcases contempo-
rary art, as does Ambush (ambushgallery.
com). White Rabbit Gallery (whiterabbitcol-
lection.org) has artworks from China spread 
over four floors of an old factory. Long be-
fore gentrification began in the area, the 
Harrington Street Artists Co-operative 
Gallery (harrington streetgallery.com) was 
founded by artist John Ogburn as a show-
case for emerging talents.

The addition of more and more galleries 
doubtless benefits all artists, as thousands 
of potential buyers, from Sydney and fur-
ther afield, head to the area daily to browse 
and buy, soak up the bohemian atmosphere 
and round off the day with a meal, or cock-
tails in the lively bar of the Old Clare hotel. FO
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Kontakt:
Przedstawicielstwo Club Med w Polsce
ul. Świętokrzyska 36, Warszawa
www.clubmed.pl
Private concierge:
p.maciejko@clubmed.pl
+48 664212513

Twój prywatny raj
IDEALNE MIEJSCE NA ZIEMI- TWOJA WILLA NA WODZIE!

Mała, prywatna wyspa i nowe przestronne eco chic wille. 
Każda z własnym basenem, obsługą butlera i wszystkim, 

o czym zamarzysz…

Twój prywatny raj
IDEALNE MIEJSCE NA ZIEMI- TWOJA WILLA NA WODZIE!

022_TT hotel londyn_popr.indd   23 27.04.2015   14:43
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Tried & Tested

GRAND HOTEL  
VILLA SERBELLONI 

Hotel BELLAGIO
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A perfect place to cel-
ebrate special occa-
sions in your life. 
One of the oldest and 

most elegant hotels in the re-
gion of the Italian lake of Como, 
Grand Hotel Villa Serbelloni 
has been opened for guests 
since the 19th century. From 
April to November its lounges 
and a large garden extending 
around the Grand Hotel, give 
travellers a chance to relax close 
to nature, among the most beau-
tiful landscapes in the world.
It’s a good idea to plan here 
a one-of-a-kind weekend, an 
unforgettable wedding recep-
tion in a breath-taking setting 
or a family reunion. The hotel 
also offers space for corporate 
events, as well as conferences. 
What is more, each stay in Villa 
Serbelloni can be tailored to 
your needs and expectations. 
How to get there? The easiest 

way is to fly to Milan and then 
reach Bellagio by car. There is 
also the possibility of chartering 
a private jet.

INTERIORS
For over a hundred years, Villa 
Serbelloni has been considered 
one of the most prestigious ho-
tels in the world. It was founded 
in 1850 on the orders of Prince 
Frizzoli from Bergamo. Its neo-
classical interiors are a real 
delight for the eyes: walls and 
ceilings are decorated with fres-
coes and paintings depicting 
mythological scenes, while cof-
fered ceilings are decorated with 
floral motifs. There are also 
French-style wallpapers, an-
tique Persian tapestries, crystal 
chandeliers from Murano, em-
pire style furniture, as well as 
marble stairs, stucco columns, 
trompe d'oeil...  And the salle 
à manger is a genuine work of 

art, similarly to the Royal Room 
illuminated in the evening with 
gorgeous bronze and crystal 
chandeliers, which reflect the 
light in huge mirrors. From the 
very beginning, the Grand Ho-
tel became popular among the 
distinguished guests seeking 
peace and quiet here. These in-
cluded members of royal fami-
lies, aristocracy, politicians, as 
well as films stars. As a result, 
you can now stay in fabulous 
suites that once hosted the Rots-
childs, J.F. Kennedy or King 
Farouk.

ROOMS
The hotel offers 95 rooms and 
suites with views of the lake, the 
park, or the hills. All rooms are 
tastefully decorated and air-con-
ditioned, have a flat-screen TV, a 
mini bar, wi-fi, a bathroom with 
separate shower and two sinks, 
as well as a separate toilet. The 

CONTACT
Grand Hotel Villa Serbelloni  
– Bellagio
Lake Como Italy, Via Roma 1 
Bellagio 22021 (CO), Italy
tel.: (+39) 031 950216 
fax: (+39) 031 951529
inforequest@villaserbelloni.com
maciej.bielawski@villaserbelloni.com
www.villaserbelloni.com

PRICE
From €261 for a single room 
per night with breakfast
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Classic Double is 20 sq m, De-
luxe Double – 38 sq m, Execu-
tive Double 48 sq m, and Senior 
Suite 60 or 75 sq m. Guests can 
use the hotel’s fitness room, 
sauna, hammam, pool, beach, 
and concierge service. Every 
evening there are live music 
concerts.

SPA AND RESTAURANTS
Dinner at Mistral restaurant lo-
cated on the main terrace with 
the extensive views of the lake, 
is a truly unforgettable experi-
ence. The Michelin awarded 
chef Ettore Bocchia never ceases 
to surprise. During the day you 
can try excellent pastes and 
Mediterranean snacks at La Go-
letta restaurant situated right to 
the pool and open from noon 
to 11 pm. Guests like to sit here 
particularly late in the after-
noon, sipping fine Italian wine, 
and watching sunset. All treat-

ments performed in the 300 
sqm spa zone are inspired by 
the principle that well-being is 
possible with free flow of energy 
that produces harmony between 
body and soul. Add to this pi-
lates, yoga, and training in the 
fitness room.

CONFERENCES
AND FAMILY EVENTS
The hotel's conference rooms 
can accommodate up to 400 peo-
ple and feature full AV equip-
ment. There’s also a front desk 
and the press room. The interi-
ors can also be used for various 
art exhibitions and even fashion 
shows with a runway. The Royal 
Room is 265 sq m, Breva 119 sq 
m, Tivano – 114 sqm, Nautilus 
55 sq m, and Mistral – 156 sq m. 
The hotel is also a perfect place 
for family events, such as wed-
ding or christening receptions, 
or other meetings. Dinner for 

several hundred people with a 
view of lake Como and fireworks 
– can anything beat that?

VERDICT
This hotel is one of the most 
amazing of its kind in Europe! 
It’s stylish and sophisticated. 
You can take a speedboat to 
historic gardens or admire the 
beauty of the place from a small 
plane, which lands right at the 
hotel. Sports enthusiasts can 
use the hotel’s fitness centre and 
tennis courts, take a long walk 
or a bike tour to Bellagio head-
land, and then swim in a pool 
overlooking the lake. With a bit 
of luck you can meet in the area 
George Clooney, Madonna, or 
Brad Pitt, who have their sum-
mers houses here. The owners 
care about the beauty of the 
place and are famous for their 
hospitality.

Marzena Mróz

This is one of the 
oldest and most elegant 

hotels in the region 
of lake Como. 
From April to 

November its lounges 
and a large garden 
extending around 
the Grand Hotel, 

give travellers a chance 
to relax close to nature, 

among the most 
beautiful landscapes

 in the world.
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ISLAND SHANGRI-LA
Hotel HONGKONG

Island Shangri-La is a won-
derful hotel situated in the 
central business district 
of Hong Kong, at the foot 

of Victoria Peak. Its 531 rooms 
and 34 suites offer a spectacular 
view of the city skyline over the 
bay or the hill.

The hotel’s atrium features 
a 51-metre long mural with a 
Chinese landscape. It spreads 
across 16 floors and comprises 
250 silk panels, making it the 
world’s largest mural according 
the Guinness Book of World Re-
cords.

INTERIORS
One of the most attractive as-
pects of the hotel is its décor. 
Each room comes equipped with 
a gorgeous chandelier made of 
Austrian crystal, a marble-lined 
bathroom with a built-in LCD 
TVs, a minibar with coffee and 
tea making facilities, as well 
as individually controlled air 
conditioning and Bose sound 
system. It’s also worth noting 
that all rooms have panoramic 
windows.

On floors 52-55 there are spe-
cial rooms with access to Hori-
zon Club Lounge, floors 53 and 
54 house spacious suites, while 

floor 55 is home to the Presi-
dential Suite. Horizon Club 
boasts the title of Hong Kong’s 
highest executive lounge with 
wonderful views of the Bay of 
Victoria and a unique roof-
top garden. Buffet breakfasts 
served in Petrus restaurant, 
evening cocktails, champagne 
and snacks, are available ex-
clusively for guests who stay in 
rooms with the access to Hori-
zon Club.

HIGHLIGHTS
The hotel has excellent trans-
port links - just round the corner 
there is an underground station 
as well as a mall with boutiques 
of world-class brands.  A short 
stroll from the hotel there is 
the lower terminus of the Peak 
Tram that takes tourists to the 
famous Victoria Peak, as well as 
a nice park.
The hotel hotel has an outdoor 
swimming pool, two types 
of jacuzzi, sauna and a well-
equipped fitness club. Shangri-
La also offers spacious confer-
ence and banquet rooms, as well 
as a library with a vast collection 
of books. The hotel fleet com-
prises Rolls-Royce Phantom and 
Mercedes-Benz vehicles.

RESTAURANTS
Island Shangri-La boasts 8 res-
taurants offering a very diverse 
cuisine. Petrus, a French eat-
ery situated on the 56th floor of 
the hotel, has one of the most 
extensive wine lists in Asia. 
Nadaman, in turn, is a branch 
of a 180-year-old Osaka-based 
restaurant, where you can try 
dishes prepared with kaiseki 
or teppanyaki methods, while 
the Lobster Bar and Grill is a 
paradise for seafood lovers. If 
you need a quick lunch, go to 
Waterside Terrace offering Thai 
cuisine or to Cafe Too for Asian 
specialities. However for a real 
culinary feast you must visit the 
two Michelin-starred Summer 
Palace restaurant, which serves 
Cantonese cuisine.

VERDICT
Island Shangri-La is a luxury 
hotel situated in one of the best 
parts of Hong Hong, which 
makes it a perfect place for both 
business and leisure travellers. 
It’s a true slice of serenity, in 
which you can soak and relax 
after a day of sightseeing or 
long hours of exhausting meet-
ings. 

Anna Drozdowska

CONTACT
Pacific Place
Supreme Court Road
Central, Hongkong
tel.: (852) 2877 3838
www.shangri-la.com
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Tried & Tested

ANANTARA SI KAO
Hotel THAILAND

Anantara Si Kao is a 
luxury resort located 
on Changlang beach 
by the Andaman Sea. 

You can get here in just 90 min-
utes from Krabi Airport or in 3 
hours from Pukhet. The hotel 
is also situated near numerous 
attractions, such as rainforests, 
deep caves and picturesque wa-
terfalls.

INTERIORS
The resort has 140 guest rooms 
and suites set in lush gardens, 
designed in Thai style by a re-
nowned architect Bill Bensley. 
All of them have balconies or 
terraces, while some come with 
private pools. All guests can use 
the hotel’s large infinity pool 
overlooking the sea. A little fur-
ther away you will find another 
pool, which is a perfect place for 
those who love peace and quiet. 

The floors in the rooms are 
lined with teak and the whole 
décor is dominated by typical 
Thai style with a modern twist. 
The windows of the rooms over-
look the blue waters of the An-
daman Sea dotted with rocky 
islands, as well as some of the 

most spectacular sunsets in the 
world.

THINGS TO DO
Guests of the resort can enjoy 
a remarkably rich programme 
of activities, including yoga and 
Thai cooking classes, as well as 
Thai language lessons. Not to 
mention batik painting work-
shops, which are hugely popular 
here. Those who seek relaxation 
will certainly go to Anantara 
Spa, which offers a range of ex-
otic massages and professional 
treatment for the face and body.
For an additional fee guests 
can use Anantara Si Kao Beach 
Club located on Koh Kradan is-
land. The trips to the island are 
held every day. The white sand 
and crystal clear water are more 
than enough to spend a few 
hours on the beach in the tran-
quil environment of the place. 
Buffet-style or a la carte meals 
are served here by a branch of 
the hotel restaurant. 

For a small fee you can rent 
here a sea kayak and take part 
in an organized tour around 
mangrove thickets, picturesque 
coves and uninhabited islands.

RESTAURANTS
Anantara Si Kao restaurant of-
fers a range of dishes of Thai, 
European, Asian and interna-
tional cuisine. All vegetables 
and herbs come from the ho-
tel's own farm, while seafood 
and fish are provided by fisher-
men from the nearby village. 
It’s worth noting that the resort 
offers its guests a wide choice 
of bread, as well as freshly 
squeezed juices.

Leelawadee is a Thai restau-
rant, also known for organazing 
various themed evenings. Beach 
House, on the other hand, al-
ludes in style to the architecture 
of the Southern California, with 
its interiors decorated in white 
and blue shades. For elegant 
dinner, try Acqua restaurant, 
which serves delicious fish and 
seafood.

VERDICT
Anantara Si Kao is a perfectly 
situated, luxury resort, which 
will appeal both to families 
and honeymooners. Add to this 
great food and a wide selection 
of attractions.

Anna Drozdowska

Guests stay in luxury 
rooms and suites set in 
lush gardens designed 

in Thai style by 
a renowned architect 

Bill Bensley. 
All of them have 

balconies or terraces, 
while some come with 

private pools.

CONTACT
198-199 Moo5
Had Pak Meng
Changlang Road
Changlang Beach
Maifad, Sikao, Tajlandia
www.anantara.com
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Need a ride? Jenny Southan investigates how on-demand taxi 
apps are changing the way we travel

SOFITEL GRAND SOPOT
Hotel SOPOT
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An absolute treasure 
among Baltic hotels - 
this sentence best de-
scribes the beauty and 

uniqueness of the iconic hotel. 
Sofitel Grand Sopot contin-

ues to impress since 1927, when 
it was launched. The property 
looks the most stunning from 
the perspective of the famous So-
pot Pier, where you can admire 
the most important architectural 
elements of the building that is a 
blend of Art Nouveau and Neo-
Baroque styles.

WHERE IS IT?
Sopot has been a renowned 
Polish seaside resort since mid 
19th century, attracting visitors 
from all over Europe. In the 
early 1920s the mayor of the city, 
seeing the rapidly increasing 
numbers of tourists visiting So-
pot year by year, decided to ex-
pand its hotel offer. 30 June 1927 

marked the opening of Kasino 
Hotel, which was later re-brand-
ed as Grand, and today known 
as Sofitel Grand Sopot.

The property is situated in 
the centre of the city, directly 
on the beach with a part of it 
available exclusively for hotel 
guests. The hotel offer a stun-
ning view of Orłowo cliff as 
well as ships riding at anchor 
in the roadstead of Gdańsk 
Port. Within a walking dis-
tance of the property there is 
the renowned “Monciak” prom-
enade offering a cornucopia of 
bars, pubs and restaurants. You 
can also take a stroll from here 
towards Gdynia - a bit of per-
severance will take you to the 
beach in Orłowo and its famous 
cliff. 

ROOMS
The hotel offers 127 rooms and 
suites featuring modern décor, 

but alluding to art nouveau 
style, which dominated art, ar-
chitecture and design from the 
last decade of the 19th century 
until 1920s.

Each room has a comfortable 
MyBed bed designed exclusive-
ly for Sofitel. The dominating 
colours are calm and elegant 
shades of beige and cornflower. 
Another noteworthy element 
are the chic chairs, which were 
made to order similarly to oth-
er pieces of furniture in the 
rooms.

What’s the most impressive, 
however, is the view from the 
windows. Regardless of the lo-
cation of your room - whether 
it overlooks the park or the sea 
and the beach - the view is sim-
ply breath-taking. It’s a true 
showcase of the hotel and its 
ace up the sleeve.  

As a guest of Sofitel Grand 
Sopot you might also want to 

CONTACT
ul. Powstańców Warszawy 
12/14 Sopot
tel.: 58 520 60 00
www.sofitel-grand-sopot.com

Tried & Tested
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see the suite, which is a testa-
ment to the rich history of the 
place. Its name is Charles de 
Gaulle Suite.

BAR 
AND RESTAURANT
The hotel restaurant called 
Art Deco is the place to go for 
sumptuous breakfast with a vast 
choice of dishes of Polish and 
international cuisine. It also of-
fers a stunning view from the 
windows that line the whole 
wall of the restaurant. When the 
weather is favourable, meals are 
served on the restaurant's ter-
race.

In the hotel foyer there is the 
stylish and exceptionally atmos-
pheric Le Bar. Dark colours, 
including the dark green uphol-
stery of the chairs, are reminis-
cent of English clubs for gentle-
men. Here you can enjoy a cup 
of delicious coffee, eat a piece of 
delicious cake or other dessert. 
At weekends Le Bar is home to 
live music nights. The bar is 
also known for a wide range of 
signature drinks, carefully se-
lected single malt whisky and 
fine wine.

If you are in mood for a more 
intimate atmosphere, you can 
visit the Caviar & Champagne 
Lounge, adjacent to the main 
room of Le Bar. Entering the 
place, you immediately feel that 
its walls remember the times 
of Greta Garbo or Marlene Di-
etrich. You can find here a num-
ber of old furniture, engravings 
and small items dating back to 
the beginning of the 20th cen-
tury. The wall are adorned with 
photos of the most prominent 
guests of the hotel.

SPA AND
WELLNESS ZONE
The lowest floor of the hotel 
features the spa zone where you 
can easily escape from the bus-
tle of the city thanks to atmos-
pheric lights and the austere 
yet modern design of the space, 
which leads to the treatment 
rooms. Each guests receives 
here a fluffy white bathrobe 
and slippers. All of this helps 

to calm down before the treat-
ment. Grand SPA offers a wide 
range of procedures, including 
lomi-lomi and classic massage, 
as well as the massage with hot 
stones. All of them guarantee 
maximum relaxation. You can 
also try various types of facial 
and body treatment or hit the 
sauna after a busy day. The 
pool, on the other hand, offers 
the seaside atmosphere regard-
less of the season, as behind its 
glass wall there is a lush gar-
den. For those who love taking 
in the view of the sea, there is 
a relaxation zone with comfort-
able sun loungers.

The hotel also offers a well-
equipped gym that implements 
the SoFit concept, designed es-
pecially for Sofitel brand

BUSINESS 
AND OTHER EVENTS
Sofitel Grand Sopot is also a 
place where you can organize 
successful business meetings. 
The property has six conference 
rooms equipped with state-of-
the-art equipment, that alto-
gether can accommodate up to 
280 participants. The hotel also 
offers the assistance of experi-
enced personnel dubbed “the 
Ambassadors”, who ensure that 
each event is an unforgettable 
experience, tailored to the needs 
of its participants. Note, the Sofi-
tel Grand Sopot boasts a unique 
event space, that is the 250 sqm 
Ball Room, widely considered 
the most beautiful in the region.

Everything here is truly im-
pressive.

Sopot has been 
a renowned Polish sea-

side resort since
 mid 19th century,

attracting visitors from 
all over Europe.
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Tried & Tested

RÓŻANA REZYDENCJA
Hotel ZARĘBÓW

It takes only an hour drive 
from Łódź, and less than 
hour from Warsaw, to get 
to the hospitable Różana 

Rezydencja. The property, lo-
cated in the central Poland, is a 
perfect place for those wishing  
to relax in the heart of nature.

WHERE IS IT?
Różana Rezydencja is situ-
ated in a historic manor house 
built in the early 20th century 
and surrounded by a 200-year-
old landscaped park. Guests 
can expect maximum comfort 
throughout their stay. The hotel 
is only available for adults - in-
fants, small children and pets 
are not allowed.

ROOMS AND SUITES
Guests have access to 9 rose 
bedrooms that altogether 
can accommodate 18 people, 
and are scattered around dif-
ferent parts of the property.  
More demanding visitors can 
ask for a rose suite with a fire-
place or a combination of a 
suite and a rose bedroom. The 
décor in all the rooms features 
is dominated by pale colours 
and rosy shades. Check-out 

time is at 2 pm, which allows 
for a longer stay.

RESTAURANT
In the morning you can recharge 
your batteries with freshly-
squeezed juices, while during 
the day, you will smell here a 
tempting aroma of herbs and 
fresh local seasonal products. 
The restaurant embraces the 
slow-food philosophy. The som-
meliers provide a proper setting 
for your culinary experiences 
by serving fine wines from Po-
land, as well as other parts of the 
world. I recommend trying the 
homemade rose jam, prepared 
on the spot, which perfectly 
matches the taste of homemade 
pastries. You can try it daily after 
4 pm., and it's incredibly difficult 
to resist. The carefully-selected 
flavours are also a perfect addi-
tion to business meetings, fami-
ly celebrations and other types of 
events. You can arrange here an 
event for up to 50 people, as well 
as a small dinner for the closest 
relatives. The menu is created on 
demand, while in the summer 
there are parties and events held 
in the garden. The residence can 
also be rented for exclusive use. 

Guests have access to the free 
parking space and Wi-Fi.

RELAXATION ZONE
Dream and Food Zones are 
complemented by the Relaxa-
tion Zone. A wide range of treat-
ments include soothing relax-
ing and anti-stress massages, 
facial and body treatments tai-
lored to the individual needs of 
the guests, as well as treatments 
for men. Treatments performed 
in the Wellness Zone are pre-
pared with the use of top quality 
cosmetics and oils by Aroma-
therapy Associates.

You should also opt for re-
flexology procedures - for feet, 
hands, face and head.

VERDICT
It's an unusual place, where 
you can have peaceful rest and 
forget about the outside world. 
Guests can expect individually-
tailored packages.
No matter if you opt for a relax-
ing, romantic weekend for two, 
an incredible getaway for you 
and your friends, or choose the 
Wellinclusive package, all your 
needs will be taken care of.

Rafał Sobiech

CONTACT
Różana Rezydencja
Zarębów 18
99-320 Żychlin
tel.: 24 285 37 70
www.rozanarezydencja.pl

PRICE:
Wellinclusive package starts 
from €89 per person.
An overnight stay with breakfast 
is €57.
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DOUBLE DIP
Tom Otley and Brooke Bumgarner round up  

corporate schemes that allow you to earn and burn 
points for your company, as well as yourself.

B u s i n e s s  t r a v e l l e r  |  R e p o r t
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Taking the time to register 
your company for a corporate 

scheme allows you to collect rewards both 
individually and for the organisation.

Many airlines have programmes dedicat-
ed to small- and medium-sized enterprises 
(SMEs), allowing miles or points to contrib-
ute to a variety of benefits for the firm and 
for its travellers.

Below are ten programmes available now, 
six of which are strictly SME programmes 
and four that are available for companies of 
any size.

1. AIR FRANCE-KLM
Blue Biz airfrance.com
Open to businesses of all sizes, Blue Biz 
earns “Blue Credits” for a company when 
employees fly with Air France or KLM but 
also when they travel with Alitalia, Delta Air 
Lines and partner carriers. Blue Credits can 
be converted into tickets or upgrades.

2.  AMERICAN 
AIRLINES
Business Extra businessextra.com
AA’s travel rewards programme for SMEs 
ensures that employees continue to earn 
their AAdvantage miles, while  the busi-
nesses buying the tickets accumulate points 
towards traveller awards. Different benefits 
and upgrades are available by region and 
points can also be used on British Airways 
and Iberia flights. 

3. BRITISH AIRWAYS
On Business ba.com
BA’s frequent flyer plan is available to com-
panies of all sizes. Travellers can also earn 
On Business points when flying with Amer-
ican Airlines and Iberia. As with the other 
schemes listed here, individual travellers 
can also receive their own Avios. 

4. CATHAY PACIFIC 
AND DRAGONAIR
Corporate Travel Solutions cathaypacific.com
Employees are given a Cathay Pacific/
Dragonair Business Card for check-in at 
business class counters. They also have 
use of lounges at Hong Kong International 
airport, and can accumulate and redeem 
one-class Upgrade Awards, valid on Cathay 
Pacific or Dragonair flights from Hong 
Kong. Members receive HK$1,000 (£89) 
discount vouchers valid on all flights oper-
ated by Cathay Pacific or Dragonair across 
the network, based on quarterly spending. 
The scheme is open to companies of all 

sizes but they must be registered in Hong 
Kong or Macau. 

5. DELTA AIR LINES
Skybonus skybonus.delta.com
Delta’s programme is open to SMEs only. 
For every US$1 spent, points earned can 
be redeemed on flight reward certificates, 

upgrades and Delta Sky Club Single Visit 
Passes. You can also earn points with joint-
venture partners Air France, KLM and Ali-
talia.

6. ETIHAD AIRWAYS
Etihad Business Connect etihad.com
Currently offering a sign-up bonus of 5,000 
miles, Etihad Business Connect allows trav-
ellers to earn Etihad Guest miles for them-
selves (they must join as an individual; up 
to a maximum of 50 employees per com-
pany), while the business receives Etihad 
Guest miles, which are managed online by 
the company. These can be redeemed for 
flights, upgrades and rewards or converted 
into cash via PointsPay. 

7. LUFTHANSA
Partner Plus Benefit partnerplusbenefit.com
This SME programme allows companies to 
earn Benefit Points for all tickets bought. 
Points are valid for three years and can be 
redeemed on cashback, award flights, up-
grades, airport parking, limousine trans-
fers, carbon offsetting, hotels and partner 
awards.

8. SINGAPORE AIRLINES
Corporate Travel Programme singaporeair.com
As with many schemes, benefits depend on 
your firm’s location but include discounted 
fares for all cabin classes, no fees for book-
ing, cancellation or changes, a dedicated 
helpdesk for corporate accounts and online 
reporting tools or, via dedicated account 
management, help in analysing and man-
aging your organisation’s travel.

9. UNITED
Perks Plus united.com
Perks Plus gives SMEs points when their 
registered employees fly with United, Unit-
ed Express and partners. Individuals get 
benefits from United’s Mileage Plus loyalty 
programme.

10. VIRGIN ATLANTIC
Flying Co virgin-atlantic.com
Virgin Atlantic’s corporate scheme is avail-
able to firms of all sizes, and miles are 
earned by both the business and the indi-
vidual. In the past, many SME programmes 
would only deliver points and rewards 
when booked directly through the airline’s 
website. However, Virgin Atlantic will still 
award points when booking through a trav-
el agent. A minimum of four people must 
be enrolled.

Many airlines have 
programmes 

dedicated to small- 
and medium-sized 
enterprises (SMEs),

 allowing miles 
or points to contribute 
to a variety of benefits 

for the firm and 
for its travellers.
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INTERNET ON-BOARD 
LUFTHANSA

What amenities does Luf-
thansa offer to business 
travellers?
In October this year, the first 
Lufthansa short- and medium-
haul aircraft will take off with 
broadband internet on board.  
Passengers will be able to access 
the internet using their own mo-
bile devices with Wi-Fi. In addi-
tion to basic surfing and email, 
passengers will also be able to 
use the internet for more com-
plex purposes, such as stream-
ing video.  At a later date, pas-
sengers will be able to use their 
cell phones for SMS texting and 
data transfer via their own mo-
bile accounts.  With this service 
business travellers will be able 
to effectively utilize the time 
they spend on board. The entire 
intercontinental fleet is already 
equipped with this new product 
across all classes. In this way 
Lufthansa is taking another im-
portant step towards becoming 
the first five-star airline in the 
Western hemisphere.

What are the similarities and 
differenced between Econo-

my and Premium Economy 
classes?
Premium Economy passengers 
can enjoy more space, more 
comfort of travel and a range 
of amenities. Following the in-
troduction of its new full-flat 
Business Class, Lufthansa cre-
ated a much wider gap between 
Economy and Business Class. 
As a result, there is now room 
for its new Premium Economy 
Class, which offers considerably 
more space and comfort as well 
as many additional product fea-
tures, but is closer to Economy 
Class than Business Class in 
terms of its average prices. Pre-
mium Economy class now fea-
tures innovative seats designed 
by müller/romca Industrial 
Design.  It’s worth noting that 
in 2014 both seats in Premium 
Economy and Business Class re-
ceived a Red Dot Award in the 
category ‘Vehicle Accessories’.  
The Premium Economy seat has 
armrests, a retractable table, an 
adjustable headrest and a foot-
rest. All its elements are covered 
with woolen fabric or leather. 
The cushions are ergonomically 

optimized, with the front edge 
of the seat, for example, made 
from visco-elastic foam to pre-
vent any congestion to the flow 
of blood in the legs.  The seat 
is wider and its backrest can be 
reclined to 10 degrees. This is 
possible thanks to a larger seat 
pitch, which is now 97 cm. To 
sum up, Premium Economy 
offers up to 50 per cent more 
room than the regular Economy 
Class, which can be particularly 
appreciated on longer flights. In 
addition, all seats in Premium 
Economy Class are not more 
than one seat away from the 
aisle.

Munich Airport has recently 
opened its new satellite ter-
minal. How will this invest-
ment improve the comfort 
of Lufthansa’s passengers?
The satellite terminal is a con-
tinuation of the successful joint 
venture between Munich Air-
port and Lufthansa.  The new 
facility gives Munich Airport 
27 new gate positions where 
passengers can board aircraft 
directly without bus transporta-

Marzena Mróz talks 
to Frank Wagner, 
the Country 
Manager 
for Poland at 
Lufthansa German 
Airlines
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tion.  With the new satellite fa-
cility, the capacity of Terminal 
2, which is used by Lufthansa 
and its Star Alliance partners, 
will be increased by 11 million 
to 36 million passengers per 
year. As one of the world's most 
advanced passenger facilities, 
the satellite terminal offers pas-
sengers pleasant surroundings 
with a wide range of shopping 
and dining options in attractive 
and spacious areas flooded with 
natural light. Passengers now 
also have five new Lufthansa 
lounges to choose from. The 
new concept features a roof ter-
race, panoramic windows and 
a bar overlooking the airport 
apron. So, with the expansion 
of Terminal 2 by the new satel-
lite terminal, the connections 
offered by Lufthansa Group 
from Munich has become an 
excellent choice for passengers 
travelling here from all over the 
world.

In autumn and winter 
Lufthansa will offer 
several interesting 
destinations. Where to 
exactly?

On 4 July we re-launched our 
Frankfurt-Tehran connection. 
Flights take place three times a 
week at 22:10. Airbus A330-300 
offers Lufthansa guests a selec-
tion from one of four classes 
with the latest cabin equipment, 
including 21 Premium Econo-
my seats. 

On 5 November Lufthansa 
will launch weekly flights from 
Frankfurt to Madeira. Its mild 
climate all year round means 
that the island, which is part of 
Portugal, is perfect for hiking in 
the winter season.  The winter 
flight schedule, which will be 
valid since the end of October, 
will feature a re-launched con-
nection between Frankfurt and 
Cape Town, RSA. The flights 
are planned on Wednesdays, 
Fridays and Sundays.

Why is it worth 
choosing the offer of
Lufthansa Group?
This year Lufthansa celebrates 
its 45th anniversary of the in-
augural flight to Poland. Over 
those years we have been con-
stantly expanding our offer. 
Currently, Lufthansa offers 

connections to eight cities in 
Poland. Our wide flight net-
work and flexibility are some of 
our greatest strengths. We nev-
er cease to tailor our offer to the 
needs of our passengers and we 
introduce numerous amenities. 
Lufthansa offers services on 
the highest level, while taking 
care for the environment. Our 
leadership role in environmen-
tal responsibility has been rec-
ognized by  “Quietest Overall 
Airline” title that Lufthansa has 
recently received. Lufthansa is 
the first airline in the world to 
equip its Airbus A320 short and 
medium-haul aircraft fleet with 
noise-reducing components on 
the underside of the wings. In 
addition, until 2025, Lufthansa 
will take delivery of a total of 
251 low-noise and highly fuel-
efficient aircraft.  Through this 
multi-billion dollar investment, 
the airline proactively reduces 
the noise burden on people liv-
ing close to airports.  But apart 
from innovation, our highest 
priority has always been the 
safety of our passengers.

Thank you for the interview.

As one of the world's 
most advanced 

passenger facilities, 
the satellite terminal 

offers passengers 
pleasant surroundings 
with a wide range of 
shopping and dining 

options in attractive and 
spacious areas flooded 

with natural light.  
Passengers now also 

have five new Lufthansa 
lounges to choose from.
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FIRST PULLMAN  
HOTELS & RESORTS 

HOTEL IN LATVIA
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In June this year Pullman 
Hotels & Resorts, an in-
ternational upscale brand 
of AccorHotels group, 

opened a property situated in 
the very centre of Riga. It's the 
brand’s first hotel in the Baltic 
States and second one (the first 
one being in Bucharest) in Cen-
tral and Eastern Europe.
The new five-star Pullman Riga 
Old Town is a blend of the tradi-
tional architectural style of the 
old part of Riga and a modern 
approach to design. The prop-
erty offers 155 rooms, a 24-hour 
restaurant, a bar, 8 state-of-the-

art conference rooms, as well as 
Fit & Spa Lounge with a 19-me-
tre indoor swimming pool locat-
ed on the top floor of the build-
ing and offering a panoramic 
view of the city.

PRESTIGIOUS LOCATION
Pullman Riga Old Town is situ-
ated just 200 metres from the 
Presidential Palace, the Parlia-
ment and Riga Cathedral, while 
the Bank of Latvia, the National 
Theatre and the famous Art 
Nouveau district of the capital 
are within a walking distance of 
the hotel.

Also, round the corner there is 
one of the most romantic spots 
- the Bastion Hill with the 19th 
century park full of narrow 
paths, tree-lined alleys, as well 
as a stone garden with water 
cascades. The green surround-
ings, the prestigious location 
and the energetic style of the ho-
tel are a perfect reflection of the 
atmosphere of the whole city.

UNIQUE 
ARCHITECTURE
It comprises interconnected 
three sections – one is a resi-
dence built in 1789, which 



was the first brick building in 
Riga and was located outside 
the city walls at the time, and 
adapted and connected with 
two new buildings via a glass 
atrium.  The whole structure 
of the building is a unique ex-
ample of creative modern ar-
chitecture.

Two main motifs are in evi-
dence in the hotel’s interior 
décor: horse-riding (a reference 
to the local equestrian heritage, 
such as the stables of Baron 
von Münchausen, which were 
located on the site in the 18th 
century), and modern art. The 
historical legacy of the place 
with the modern style of the 
hotel, create a truly remarkable 
atmosphere.

EQUUS RESTAURANT
 AND THE BAR
The old part of the hotel houses 
Equus restaurant. The historic in-
teriors combined with extraordi-
nary culinary sensations provided 
by the hotel’s chefs, will certainly 
be an unforgettable experience. 
The hotel also features the Tea 
Deli and Vinoteca by Pullman 
concepts. With the former you 
can try world’s best tea blends, 
while the latter is the brand’s 
pride allowing you to taste wines 
from all over the world.

MEETINGS AND EVENTS
With its location just 400 metres 
from the capital’s Congress Cen-
tre, the hotel is strongly focused 
on business customers, which is 

further emphasized by top notch 
services and facilities provided 
here for event organizers. The 
property’s conference centre 
comprises 5 boardrooms, a pri-
vate dining room and 2 meeting 
rooms that can accommodate 
from 150 to 200 participants.

ABOUT PULLMAN BRAND
Guests who stay in Pullman ho-
tels rate highly their business, 
dining and fitness facilities, as 
well as the brand's focus on the 
innovative design of its proper-
ties. The portfolio of the brand 
comprises 108 hotels and resorts 
in 31 countries in Europe, Afri-
ca, the Middle East, Asia-Pacific 
and Latin America.
www.pullmanhotels.com

The new five-star 
Pullman Riga 

Old Town is a blend 
of the traditional 
architectural style 

of the old part of Riga 
and a modern approach 

to design.
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AT INAZIA RESTAURANT
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Marcin Sasin the 
head chef of InA-
zia restaurant sit-
uated in Warsaw's 

Sheraton Hotel, has returned 
from an inspirational trip round 
Asia, which helped him create a 
new menu. Sasin has designed 
a series of new dishes that com-
bine flavours and aromas from 
such exotic regions as Sichuan, 
Thailand or Singapore with 

modern methods of preparing 
dishes. As a result guests can be 
served, for example, soy caviare 
instead of plain soy sauce.

Marcin Sasin notes that in 
his restaurant he uses only 
genuine Asian ingredients. 
“Our main supplier, a large 
European company which pro-
vides services for gastronomy, 
supplies us with the freshest 
products directly from Thai-

land or China. Based on my 
trips to those countries, I can 
say with confidence that in 
Warsaw I use the same ingredi-
ents as the chefs of those Asian 
restaurants,” he says.

Sasin regularly travels around 
Asia, looking for culinary inspi-
ration both in best restaurants 
and from numerous street ven-
dors selling delicacies from 
wheeled carts. His dishes are 

B u s i n e s s  t r a v e l l e r  |  H o t e l s



based only on genuine products, 
but he also enriches them with 
elements that represent the lat-
est trends in cooking, such as 
molecular cuisine.

Sasin says that he greets all 
his guests and serves them a 
small starter dish to whet the 
appetite and make waiting for 
their order more pleasant. He 
also tell them about his inspi-
rations, the ingredients that he 
uses, as well as his journeys.

Visiting InAsia, you should 
definitely try the dishes from 
the new menu - grilled oc-
topus with coriander, crispy 
salad with green chilli sauce 
or Japanese dumplings stuffed 
with mushrooms and served 
with spicy cucumber salad. You 
might also opt for the new deli-
cious fish soup with ginger and 
vegetables.

Another mandatory dish is 
kao pad prik - that is rice fried 
with beef, as well as sea bass 
served in full with vegetables 
and spicy ginger sauce. Red 
meat lovers will be more than 
happy to taste the delicate beef 
cheeks, green curry with egg-
plant, and American steak with 
American with teriyaki sauce.

However, what truly distin-
guishes the restaurant is the 
art of dish presentation, which 
takes place in front of the 
guests, right at their table. Mar-
cin Sasin claims that it’s an im-
portant element of his creative 
vision of Asian cuisine.

When asked where he drew 
ideas for new culinary crea-
tions, the chef says that he has 
always wanted to combine fla-
vours of the world’s most in-
teresting cuisine with modern 
methods of preparing dishes, 
such as sous vide or molecular 
cuisine in a unique setting and 
environment.

InAzia restaurant is situated 
in the very centre of Plac Trzech 
Krzyży (Three Crosses Square), 
the genuine ingredients are 
imported from Asia, while the 
talented chefs and waiting staff 
make it an ideal place for an el-
egant dinner.  
restauracja-inazia.pl

What truly distinguishes the restaurant is the art of dish presentation,  
which takes place in front of the guests, right at their table.
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THE EXTRAORDINARY 
MAGIC OF SPA
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I f you wish to keep the 
summer tan for a bit 
longer, you can do two 
things: visit a hot exotic 

country or go somewhere clos-
er - to a well-known and popu-
lar Polish spa.

The idea behind Dr Irena Eris 
SPA Hotels is to provide their 
guests with a holistic approach 
with which they can achieve 
the harmony between the body, 
their senses and the surround-
ing nature. In the cosy, but 
stylish and tasteful interiors, 

you are guaranteed to rest and 
regenerate. Specialized beauty 
treatments, which Dr Irena Eris 
spa hotels are renowned for, will 
help you not only enjoy the won-
derful body and soul experienc-
es, but also preserve the young 
and healthy looks for longer 
and revitalize. This is definitely 
something to look forward to 
during the short autumn days.

AUTUMN TREATMENTS
Beauticians in the treatment 
rooms use only professional 

skin care cosmetics, as well as 
modern hi-tech equipment, 
which, when combined with the 
elements of acupressure and 
massage, give extraordinary ef-
fects. Autumn is a perfect time 
to opt for rejuvenating treat-
ments to improve the skin con-
dition, like deep moisturizing 
in a hydrocapsule to get rid of 
the effects of excessive sun ex-
posure. What’s more, there is 
a wide array of treatments that 
shouldn’t be done during warm 
sunny month, like closing the 
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capillaries, laser hair removal, 
acid exfoliating sessions or mi-
crodermabrasion. 

ENJOY 
THE NEW OFFER
If you expect quick and spectac-
ular effects, go for the new offer 
prepared by Dr Irena Eris SPA 
Hotels. The innovative REVI-
CORE Hi-Tech System used in 
the new ULTRA LIFTING face 
rejuvenating treatment with 
3-active retinol, visibly improves 
the structure and elasticity of 
the skin. Similar effects can be 
observed in the body firming 
treatment called GENOMIX 
BODY – algae gene activation. 
Treatments based on argan oil 
are also popular this season. 
ARGAN BODY RITUAL is re-
generating and deeply relax-
ing. The skin care procedure 
combined with massage, warm 
compresses and aroma prepara-
tions makes the treatment en-
joyable, releases tension and is 
deeply relaxing.

If you prefer water spa treat-
ments, you will also find some-
thing for yourself. Each Dr 
Irena Eris SPA hotel has its own 
pool, four types of sauna for 
those who would like to tough-
en up and purify their bodies, as 
well as a hot tub and a relaxation 
area.

ENTERING THE WORLD 
OF LUXURY
If you wish to relax at this time 
of the year, there is no better 
place to go than the mountains. 
Mountain scenery promotes re-
laxation and golden tree leaves 
create a truly picturesque land-
scape. In the autumn season 
all the attractions offered by Dr 
Irena Eris SPA hotels are avail-
able in a special DISCOVER 
THE WORLD OF LUXURY 
package, whic includes a selec-
tion of culinary and beauty ser-
vices of a total value of PLN300 
for each day. With this special 
offer you will be able to dis-
cover the exclusive world of Dr 
Irena Eris together with your 
partner and truly enjoy the mo-
ments of sheer relaxation.

The idea behind Dr Irena Eris SPA Hotels is to provide their guests with 
a holistic approach with which they can achieve the harmony between 

the body, their senses and the surrounding nature.
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LET THE BEST  
RATE WIN
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Hotel groups are bat-
tling online travel 
agencies with spe-
cial rates for mem-

bers who book direct. David 
Churchill reports

When Marriott International 
was in the midst of its (success-
ful) bidding war for Starwood 
Hotels andResorts in March, 
it was still able to find the 

time to launch another salvo 
at a more familiar foe – online 
travel agencies (OTAs) such as 
Expedia (hotels.com) or Price-
line (booking.com).

RATE BATTLE
Marriott announced that it was 
offering members of its loyalty 
programme a new booking rate 
called Marriott Rewards Mem-

ber Rates, providing discounts 
of between 2 per cent (weekday) 
and 5 per cent (weekends) on 
the lowest available public pric-
es for non-premium rooms. The 
rates, which came into effect in 
mid-April, apply to all Marriott 
International hotels and brands 
globally.

The catch is that the price is 
only for those who book direct, 
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either via the website, mobile 
app or call centre, although Mar-
riott says it will also be available 
via “select corporate travel  pro-
fessionals”.

Still, Marriott was not the 
first hotelier this year to take 
on the OTAs. In February, Hil-
ton Worldwide announced dis-
counts of up to 10 per cent on 
room rates for all of its 4,500 
hotels worldwide for Hilton 
HHonors members who booked 
direct.

The news coincided with the 
launch of Hilton’s biggest-ever 
marketing campaign, “Stop 
Clicking Around”, aimed at get-
ting the message across that 
surfing the OTAs for lower rates 
was literally pointless.

“There is a huge misconcep-
tion that third parties always 
offer lower prices for our hotel 
rooms,” said Mark Weinstein, 
global head of customer engage-
ment and loyalty and partner-
ships at Hilton.

He also noted that last year 
about 57  billion HHonors re-
ward points were not “earned” 
by members even though they 
were staying in a Hilton-brand-
ed property because they had 
booked through a third party, 
such as an OTA, rather than di-
rect with the hotelier.

The campaign is working, 
according to Hilton Worldwide 

chief executive Chris Nassetta. 
“Early results are very positive, 
with HHonors enrolments in-
creasing nearly 90 per cent since 
launch, helping drive occupan-
cy to a record 55 per cent in the 
quarter,” he said.

SOMETHING 
FOR THE LOYAL
Hyatt followed its rivals in mid-
April by announcing discounts 
for its Gold Passport members 
– again of up to 10  per cent – 
on rooms booked direct via its 
website or mobile booking app. 
This deal applies only to North 
American and Australian hotels 
at present but is likely to be im-
plemented worldwide.

Not to be left out, Intercon-
tinental Hotels Group – whose 
IHG Rewards Club is the 
world’s biggest hotel loyalty 
scheme, with 92 million mem-
bers – joined the direct booking 
battle last month. It is rolling 
out a new “Your Rate by IHG” 
programme offering members 
“exclusive rates” when they book 
direct. “Select travel partners” 
will be able to book on behalf of 
members but only through “eli-
gible channels”.

Initially, the discounted 
rates are available only at IHG 
properties in Europe and the 
Americas, although they will be 
phased in to hotels in Asia, the 

Middle East, Africa and China 
later this year.

When IHG tested the new 
rates at UK Holiday Inn Express 
hotels last year, as part of its 
“lowest rate price” programme, 
it is understood that it saw a 20 
per cent shift from bookings 
made via OTAs to direct with 
the hotel channels.

IHG’s move was followed last 
month by Choice Hotels In-
ternational, which announced 
plans to offer those in its Choice 
Privileges loyalty scheme who 
booked direct a new members-
only rate “later this summer”.

TIME TO FIGHT BACK
It’s clear that the global chains 
are getting serious in their ap-
proach to OTAs. Not only are 
they baulking at the commis-
sions the agencies charge – typi-
cally ranging from 15 to 30 per 
cent depending on room type 
and location – but they also fear 
that their brands are devalued 
by the OTAs’ price-oriented ap-
proach.
Chain hotels, which account 
for about 60 per cent of the UK 
market (70 per cent in the US), 
according to hotels data  pro-
vider STR, now focus on being 
brand managers rather than 
property owners. Their strategy, 
therefore, is based on persuad-
ing travellers that a Holiday Inn 

Hilton Worldwide 
announced 

discounts of up 
to 10 per cent on room 

rates for all of its 
4,500 hotels worldwide 

for Hilton HHonors 
members 

who booked direct.
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Express, for example, is a better 
brand than a Hampton by Hil-
ton, or vice-versa.

What’s more, encouraging 
people to book through direct 
channels such as a hotel website 
or call centre enables the ho-
telier to establish a future rela-
tionship with the traveller. And 
capturing guest data is the Holy 
Grail of the hospitality world, 
something that selling rooms 
through third parties such as 
the online agencies can limit.

This is because some OTAs, 
including booking.com, send 
“personally identifiable infor-
mation” such as email address-
es in an encrypted format to ho-
tels when making the booking. 
This puts the onus on the hotels 
to capture this data themselves, 
something that a harassed 
front-desk employee does not 
always remember to do.

BATTLING RATE PARITY
However, the chains have faced 
another snag with their direct 
booking campaigns: rate par-
ity. This is a legal agreement be-
tween hoteliers and OTAs that 
guarantees hotels will maintain 
the same publicly available room-

only rate across all of its channels 
of distribution – either direct or 
via OTAs and other third-parties 
such as traditional travel agents. 
This, in effect, protects both the 
hotel and the OTAs from under-
cutting by either side.

It is understood that the ma-
jor chains have been quietly 
renegotiating their rate parity 
agreements with the OTAs, 
which has now given them the 
scope to offer discounts to their 
loyalty members, although not 
the public at large.

They have been helped by con-
cerns – especially in Europe, but 
also in the US – over the restric-
tive nature of rate parity agree-
ments, which could be deemed 
anti-competitive. France has so 
far taken the toughest stance – 
last summer it enacted a law to 
ban all such agreements involv-
ing hotels in the country.

Various other EU countries 
are also considering action un-
der competition regulations – 
Germany and Italy are among 
the most active – although the 
UK’s Competition and Markets 
Authority (CMA) decided last 
autumn not to take any action 
after a lengthy investigation.

Still, the political heat was 
turned up by a recent House of 
Lords select committee, which 
looked at online platforms and 
their impact on various indus-
tries, and called for the CMA 
to open a fresh investigation 
– a proposal vigorously backed 
by the British Hospitality As-
sociation.

GIANTS JOIN THE RACE
Yet the OTAs remain a power-
ful and growing influence on 
hotel distribution – especially 
now that Google and Tripadvi-
sor have joined the fray. Expe-
dia, the biggest agency after last 
year’s acquisitions of Traveloc-
ity and Orbitz, suggested that 
the cost of hotels chasing direct 
bookings at the expense of the 
OTAs is about an 8 per cent re-
duction in revenue per available 
hotel room.
Expedia thinks the figure, based 
on factors such as reduced expo-
sure on OTAs as well as the low-
er room rates, could worry ho-
tel owners who rely on income 
from their assets, and thus dis-
suade them from waging a war 
that neither side can really hope 
to win.

Encouraging people 
to book through direct 

channels such as a hotel 
website or call centre 
enables the hotelier 
to establish a future 
relationship with the 

traveller.
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MESOTHERAPY  
- A PERFECT TREATMENT
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Hyaluronan meso-
therapy quickly re-
vitalizes and mois-
turizes the skin, at 

any age and at any time of the 
year. The treatment is espe-
cially recommended as a rapid 
way to regenerate the skin after 
holidays. We have asked about 
it an expert dr Barbara Jerschi-
na of La Perla clinic, a special-
ist in aesthetic and anti-aging 
medicine.

“Mesotherapy is a basic anti-
aging treatment,” says Dr Bar-
bara Jerschina. “It can be used 
by both young and older peo-
ple, women and men alike. It’s 
the fastest and one of the most 
efficient methods of deep skin 
moisturizing, which visibly im-
proves its quality. It also has a 
preventive effect and is one of 
the basic anti-aging treatments. 
When done regularly, it makes 
the skin age much slower. No 
other treatment will moistur-

ize dry, tired skin so quickly. 
Hyaluronic acid, which is the 
basis of mesotherapy prepara-
tions, is a natural ingredient 
of our skin, and when admin-
istered by means of injection, 
it effectively revitalizes and 
rejuvenates it, making it look 
fresh and radiant (the proce-
dure can also be performed on 
the neck and hands). Products 
by Neauvia Organic contain 
hyaluronic acid produced by 
Bacillus subtilis strain, which 
is non-pathogenic to humans. 
This was done to increase the 
safety,” she adds.

HOW MANY 
TREATMENTS SHOULD 
BE PERFORMED?
“In the case of young skin, 
one or two prodecures will 
have a noticeable effect. Usu-
ally, it’s about four treatments 
every three or four weeks, and 
with intensive treatment - even 

every two weeks,” explains Dr 
Barbara Jerschina.

“The treatment plan is al-
ways prepared individually for 
each patient, not only women, 
because men also ask for this 
type of procedure. One of my 
favourite mesotherapy prepa-
rations is Neauvia Hydro De-
luxe, because apart from a 
highly concentrated (18mg/
ml) pure hyaluronic acid, it 
also contains 0,01% calcium 
hydroxyapatite, which signifi-
cantly stimulates collagen pro-
duction, increases the efficacy 
of the treatment and thickens 
the skin. After about 6 months, 
it’s recommended that you un-
dergo a complementary treat-
ment to retain and prolong the 
effects. Mesotherapy is perfect 
as an emergency treatment for 
dry skin after holidays. The 
prodecure is recommended for 
both women and men,” adds 
Dr Jerschina.

Our expert, dr Barbara Jerschina, 
specializes in aesthetic and anti-
aging medicine. She is a member 
of national and international 
aesthetic and anti-aging medicine 
associations, Polish Cardiac Society 
and Polish Society for Obesity 
Research. A doctor and trainer 
in: Fenice, Croma Pharma, and 
Beautymed. She has undergone 
numerous training courses in 
aesthetic medicine. She consults 
her patients, among others, in La 
Perla clinic.  klinikalaperla.pl
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HIGH STAKES  
OF JAKARTA

Jakarta has had its problems in the past, but reforms have 
bred a new optimism and energy in Indonesia’s capital.

D e s t i n a t i o n s  | B u s i n e s s  t r a v e l l e r



44    |    S e p t e m b e r  2 0 1 6

B u s i n e s s  t r a v e l l e r  |  D e s t i n a t i o n s 

Walking through the gleam-
ing Ciputra World 1 mixed-

use development in downtown Jakarta was 
an eye-opener. The Indonesian capital has 
always been known as a retail destination, 
but things have been seriously upgraded, 
with international designer boutiques and 
premium lifestyle stores lining the spacious 
Lotte Shopping Avenue department store.

Further inside the massive 2.2-hectare 
luxury complex are two major international 
hotels – the 173-room Raffles Jakarta and 
the 185-room Ascott Kuningan Jakarta – a 
high-end art gallery, plus a theatre, where 
Broadway-hit Shrek the Musical enjoyed a 
sold-out opening night.

REAL DYNAMICS
It’s a far cry from the last time I visited Ja-
karta, 20 years ago, and an appropriate illus-
tration of the leaps and bounds the Indone-
sian capital has made in developing itself as 
an important global city.

Indonesia currently boasts the largest 
economy in Southeast Asia, while the World 
Bank ranks it as the tenth largest economy 
in the world (in terms of purchasing power). 
Other economic indicators of the country’s 
rising success include the drastic change 
in the country’s gross national income per 

capita – rising from US$560 in 2000 to 
US$3,630 in 2014.

Much of Indonesia’s rapid growth can be 
attributed to its strength in financial servic-
es, trading and manufacturing. Commodi-
ties such as oil and gas have also played a 
major role in the country’s fortunes, al-
though global downturns in recent times 
have allowed other areas to take centre stage.

TRANSFORMATION 
AND POLITICS
Political changes have also helped to foster an 
economically friendly atmosphere.   The 30-
year iron rule by President Suharto, dubbed 
“the most corrupt leader of all time” by 
Transparency International, was plagued by 
controversy. But as the 21st century has pro-
gressed, Indonesia has transitioned from an 
authoritarian regime to a democracy, and is 
now proudly referred to by locals as the most 
democratic Muslim country in the world.

New president Joko Widodo won the elec-
tion in October 2014, ushering in a feeling 
of optimism with grand plans to reboot 
the country’s economy, by cutting red tape, 
stimulating the rupiah and reducing the 
wealth gap.

In February this year, his administration 
underlined its commitment to these objec-

tives by unveiling the “Big Bang” initiative, 
which aims to relax the restrictions imposed 
on nearly 50 sectors and encourage competi-
tion and foreign investment in an economy 
that has so long been dominated by power-
ful vested interests.

This was officially put into action in May, 
with large deregulation across the board, 
particularly focusing on e-commerce, tour-
ism, transport and foreign business owner-
ship of a range of industries.

Economic stability, political optimism 
and more foreigner-friendly policies have 
all contributed to Jakarta’s rise and at-
tracted the attention of some of the world’s 
high rollers. According to the 2015 Global 
Cities Survey study conducted by Knight 
Frank, Indonesia’s capital was ranked the 
23rd most important city to ultra high-net-
worth individuals – placing it ahead of re-
gional rivals Mumbai, Kuala Lumpur and 
Auckland.

A rising number of wealthy individuals 
and expats is evidenced by the growth of 
affluent residential districts like Pondok 
Indah – the “Beverly Hills of Indonesia” – 
where houses cost in excess of US$3 mil-
lion, and tuition fees at the Jakarta Inter-
national School that cost around Rp430 
million (US$32,258) per year.

Earlier this year, Intercontinental Hotel Group celebrated the opening of the budget  
Holiday Inn Express Jakarta Wahid Hasyim.



S e p t e m b e r  2 0 1 6     |     45

D e s t i n a t i o n s  | B u s i n e s s  t r a v e l l e r

THE BIG HOTEL GAME
Hospitality is one area that has responded 
to the number of high-net-worth residents 
and visitors establishing their presence in 
Jakarta.

Fairmont Raffles Hotels International, 
whose portfolio consists predominantly of 
hotels positioned in the five-star luxury seg-
ment, opened its first Raffles and Fairmont 
hotels in the capital last year. In June the 
Four Seasons Hotel Jakarta opened, while 
another upscale property on the horizon is 
the Regent Jakarta. Slated for a 2018 debut, 
the 126-room hotel will be part of Mangku-
luhur City – a mixed-use development com-
prising the hotel, serviced residences and 
office space.

But while the increased number of inter-
national visitors continues to drive demand 
for high-end accommodation, Martijn 
Decker, director of sales and marketing at 
Raffles Jakarta explains that there is also a 
healthy appetite for mid-range accommoda-
tion to cater to the vast domestic market.

“Jakarta is still very much a developing 
market when compared to other cities in 
the region, where the corporate market is 
more established. The market here is still 
very much comprised of local and domestic 
businesses.”

Earlier this year, Intercontinental Hotel 
Group celebrated the opening of the budget 
Holiday Inn Express Jakarta Wahid Hasy-

im, while Starwood Hotels & Resorts World-
wide announced the signing of Aloft Jakarta 
Simatupang – its third property under the 
midscale brand in the Indonesian capital.
According to Rajit Sukumaran, Starwood’s 
senior vice president for acquisition and 
development, the group’s continued invest-
ment in Jakarta is “a great testament to what 
investors and industry are seeing.

“Starwood believes Jakarta has a long 
runway of growth, given the size of the pop-
ulation, rising wealth and growing impor-
tance of the city to Indonesia as well as other 
international economies.

“We are looking at a city that has great 
potential from both domestic and interna-
tional markets. Given these fundamentals, 
Starwood has been aggressively growing 
its footprint and has witnessed significant 
growth opportunities in Jakarta. We cur-
rently have five hotels in operation and will 
add another seven hotels in the next three 
years.”

IMPROVING CONNECTIONS
A report by Statistics Indonesia has revealed 
that a total of 9.7 million travellers visited 
the world’s largest archipelago in 2015 – 
popular holiday hotspot Bali leading the way 
with 3.9 million visitors, followed by Jakarta 
with 2.3 million arrivals.

Indonesia is aiming to increase this fig-
ure to 20 million by 2020, and like the rest 
of the world is primarily looking to court the 

growing middle class in China and India.
Development around the country are well 

under way, improving connections to the 
city to facilitate this growth, with Indone-
sia’s minister of transportation Ignasius Jo-
nan committed to adding 15 new airports in 
the country by 2018.

The new “Terminal 3 Ultimate” extension 
at Soekarno-Hatta International Airport is 
slated to open in July and will begin oper-
ating Garuda Indonesia’s domestic flights. 
According to state-owned airport operator 
Angkasa Pura II, full functionality of the 
terminal, including dedicated premises for 
international operations, should be complet-
ed by March 2017 – at which time it will be 
able to accommodate up to 25 million pas-
sengers annually and encourage new rela-
tionships with international carriers.

“Air transportation is a critical success 
factor for Indonesia. Therefore, to attract 
as many foreign tourists to visit the coun-
try, we have to cooperate with major airlines 
that have an extensive worldwide network,” 
said Indonesia’s minister of tourism, Arief 
Yahya.

CHALLENGES REMAIN
In order to achieve these goals, there are 
a number of challenges that need to be ad-
dressed. Security continues to be an issue. 
Indonesia has suffered from numerous “acts 
of terror” in the past; most recently the ISIS 
attack in March, which took seven lives. The 
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The Reverie Saigon,Ho Chi Minh City

country is still identified as a high-risk desti-
nation by many governments’ foreign offices.

But arguably the number one problem 
faced by most travellers to Jakarta is the 
city’s nightmare congestion, with hour-long 
traffic jams the norm. Measures to coun-
teract this have included the Trans-Jakarta 
bus service and a “3-in-1” carpool ruling, 
although both have failed to combat the 
crippling traffic – with the latter rule being 
recently abolished.

However, there are new transportation 
development projects in the works, with 
Jakarta set to see its first underground rail 
service beginning operation in 2018.

“Once work on the first line of the MRT 
(Mass Rapid Transit) is complete, it should 
ease the congestion problems that Jakarta 
faces, and hopefully become a reliable in-
frastructure that will help the city reach its 
growth potential,” says I Putu Susenayasa, 
general manager of Alila Jakarta.

It’s a very welcome development, and 
locals remain hopeful that this will not 
become one of the frustrating “start-stop” 
projects that Jakarta has faced in the past 
because of regulatory obstacles and financ-
ing issues, such as the US$5.5 billion Chi-
na high-speed railway to link Jakarta and 
Bandung in 40 minutes that was projected 
to begin construction this year, but has been 
delayed indefinitely due to licensing issues.
For those who prefer getting around in a car, 
Uber and Grab have recently launched in Ja-

karta and taken the city by storm, as hailing 
a taxi is next to impossible. These transport 
service apps are a doubly attractive choice 
for foreigners as it’s easy to input the desti-
nation, remove language barriers and enjoy 
competitive fare prices.

Other plans to ease the unbearable levels 
of commuter traffic include moving devel-
opments out of the city centre. The new sat-
ellite town BSD City (Bumi Serpang Damai) 
is an example of ambitious urban planning 
by the government, as it looks to provide 
commercial housing, business and proper-
ties in a relatively undeveloped part of the 
city.

Located just beyond South Jakarta, BSD 
City encompasses a total area of 6,000 hec-
tares and represents a unique investment 
opportunity. While the project is due to be 
fully completed in 2035, new developments 
are already up and running, including retail 
outlets, malls and the Indonesia Convention 
Exhibition (ICE), the largest exhibition and 
convention centre in the city. The impres-
sive facility consists of ten exhibitions halls 
covering 50,000 sqm, an additional 50,000 
sqm of outdoor exhibition space, a 4,000 
sqm convention hall, 29 meeting rooms 
and more than 12,000 sqm of pre-function 
space.

Since opening for business last year, ICE 
has played host to a number of high-profile 
events including “Southeast Asia’s biggest 
auto show”, Indobuild Tech Expo 2016, and 

even Indonesia’s first 24-hour book fair. 
ICE’s main advantage over other convention 
options in Jakarta is a counter-intuitive one, 
says Adrian Nugraha, ICE sales manager 
exhibition.

“In terms of connectivity, we are actually 
very well placed in Jakarta. Despite being 
located away from the main CBD, the over-
ground train services that link BSD City 
with Central Jakarta only take 45 minutes, 
which makes it a lot more convenient than 
braving the traffic in the city centre.”

MICE travellers flying into Jakarta are 
also attracted by the prospect of being based 
away from the chaos of the city. According 
to Nugraha, connectivity from Soekarno-
Hatta International Airport to BSD City is 
better than a drive into Central Jakarta. “De-
spite being located farther away [from the 
airport than Central Jakarta], the travel time 
is actually significantly shorter as there is 
much less traffic when driving to BSD City.”

Jakarta’s future appears to be bright, 
as the country seeks to reinvent itself as a 
politically stable and economically thriv-
ing capital. Recent measures are already 
creating positive results, with an increase 
in foreign investment and higher inbound 
visitor numbers. Although the city will have 
to work hard to achieve its potential and ad-
dress inherent issues that continue to slow 
down progress, the signs are good and op-
timism once again runs through Jakarta’s 
business landscape.
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An unexpected level of modernisation welcomed me at the Jaipur International Airport. 
With a number of global airlines offering direct flights to Jaipur, Air Arabia,  

Etihad Airways, Oman Air, Scoot (begins this year) and Air India Express to name a few, 
Rajasthan has become growingly accessible. 

GATEWAY TO RAJASTHAN

Impressively, Jaipur International Air-
port was declared by the Airports 
Council International as the World’s 
Best Airport in the two to five million 

passengers per annum category last year. 
This accolade was substantiated by the stag-
gering number of international passengers 
that disembarked at this airport. Jaipur is 
also well-connected by Indian Railways that 
operate from major cities of India includ-
ing Mumbai, Delhi and Kolkata. While the 

national capital has a bus service to Jaipur 
every 15 minutes, Agra connects to it with 
four daily buses.

CITY OF ARTISTS
The state capital of Rajasthan acts as a door 
into India for most travellers. It is estimated 
that every third international tourist visiting 
the country enters through Jaipur. Estab-
lished as a formal city in 1727 by Maharaja 
Sawai Jai Singh II, the “pink-city” stands as 

a marvel in India’s history and architecture. 
Its rich legacy with generations of residing 
Maharajas or high kings until 1971 (the 26th 
Amendment to the Constitution of India 
demolished all privileges related to princely 
titles in this year) adds a whiff of royalty to 
the air even now.

“The state’s historical lineage, culture of 
hospitality and heritage are the factors that 
drive travel. Tourism happens to be one of 
the key growth drivers for Rajasthan as well 

The South Beach, Singapore
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as for Jaipur,” says S K Agarwal, principal 
secretary of tourism, the government of Ra-
jasthan. As I stood in front of the magnani-
mous Hawa Mahal surrounded by the chaos 
of Johari Bazaar (jewellers market), I could 
understand why. The city of artists, poets, 
writers and dreamers, Jaipur’s essence lies 
in its inherent capability of being able to cre-
ate beautiful things — and this has always 
been attractive to cultured travellers.
Most of the tourists begin at Jaipur and pro-
ceed on the “Golden Triangle” route by trav-
elling to Delhi and Agra for a quintessential 
Indian sojourn. A monumental 13.5 per 
cent is contributed by the tourism industry 
to the state’s GDP (this includes Jaipur and 
other cities). These numbers are the result 
of 1.2 million domestic and 0.6 million in-
ternational tourists that visit each year. Ra-
jasthan Tourism Board (RTB) understands 
the dynamic needs of the FIT (free inde-
pendent traveller) that has ventured into 

Rajasthan. To keep up with this trend, RTB 
revamped itself with an all new branding 
that’s made waves across the media. RTB’s 
multi-year, multi-modal, multi-narrative 
and multi-crore global marketing campaign 
intends to double international tourist num-
bers to three million and domestic figures 
to 50 million by 2020.

The capital of Rajasthan is also emerg-
ing as the preferred destination for MICE; 
a number of Indian and international com-
panies pick this package of business, cul-
ture and affordability for their conferences. 
“Jaipur is not only about an aristocratic 
ambience, it makes business sense too. The 
city offers unparalleled luxury in heritage 
accommodation, great sightseeing, shop-
ping and entertainment,” says Agarwal. 

KINGDOM OF JEWELLERY
Jaipur Literature Festival, Great Indian 
Travel Bazaar, Jaipur Jewellery Show, India 

StoneMart, Vastra, Resurgent Rajasthan are 
some of the business events that take place 
on a grand scale here, attracting large cor-
porate crowds.

Speaking about beautiful things, Jaipur’s 
love-affair with imperial gems instantly 
come to mind. It is no surprise that until 
date Jaipur’s economy is also majorly sup-
ported by its colossal jewels industry (man-
ufacture and cutting of gemstones). Jaipur’s 
trade is intrinsically supported by its ex-
pertise in the art of creating intricate jew-
ellery. In conversation with Tarang Arora, 
CEO of Amrapali, a Jaipur-based jewellery 
house that’s reached international runways, 
celebrities and showrooms, it was interest-
ing to learn that the city is one of the largest 
gemstone-cutting centres in the world. “It 
is the largest one for emeralds,” he points 
out, adding — “What Surat or Antwerp is 
to diamonds, Jaipur is to coloured stones.”  
The city known for its art and royalty is 
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home to skilled artisans. Additionally, the 
substantial availability of raw material ca-
talyses the gemstones industry to flourish 
here. As per Arora, every third person in the 
city is associated with the business of jew-
ellery. While the company has widespread 
presence domestically and internation-
ally, about 85 per cent of their operations 
are routed through Jaipur. Amrapali stays 
grounded to its roots by focussing on Indian 
ethos. They have been working with con-
secutive generations of artisans since the 
establishment of the company in 1978. “We 
are proud to be an Indian brand and encour-
age “Make in India” through our philosophy 
and products,” he adds.

Driving through the city, it’s easy to spot 
small, medium and large-scaled jewellery 
houses on each block. Jaipur has always 
been royal — and its jewellery industry aptly 
symbolises its regality.

One of the oldest and most reputed jewel-
lery houses of the city, Birdhichand Ghan-
shyamdas Jewellers offers a deeper perspec-
tive into this business. According to Yash 
Aggarwal, creative director of BG Jewellers, 
the jewellery industry is one of the fastest 
growing sectors of the city. This trade has 
taken not only Rajasthan but also India to a 
global level, while contributing significantly 
to its economy. “This extremely export ori-
ented and labour intensive trade contributes 
around 60 per cent of the economy of Jaipur,” 
he says.

FINEST CARPETS
Finery comes easy to Jaipur. Along with 
its dazzling jewellery industry, the city is 

also one of India’s largest manufacturers 
of hand-knotted rugs. Jaipur-based Ayush 
Choudhary, the creative director of Cacoon 
Fine Rugs reminisces how he grew up in 
Jaipur around beauty. He integrated his love 
of design into business and diversified from 
his father’s garment trade into that of hand-
knotted rugs. “When you speak of rugs, it 
is three cities that come to mind: Kashmir, 
Varanasi and Jaipur. While the former two 
are now shrinking, the industry in Jaipur 
continues to flourish because of its adapta-
bility. Carpets from the capital of Rajasthan 
evolved and modernised to match contem-
porary western standards. Being concurrent 
and cutting edge is important in any indus-
try and hand-knotted rugs isn’t an excep-
tion,” he says. As per Ayush, the state’s capa-
bility lies in the production of fine products 
— be it handicrafts, jewels or rugs. It is their 
artisans that can be credited for maintain-
ing design perfection that levels up to inter-
national standards. The industry generates 
livelihood for about 35,000 artisans in and 
around Jaipur and around 15 per cent of In-
dia’s carpets are created in the state-capital 
of Rajasthan.

BRIGHT FUTURE
The city of art and craft hasn’t been shy 
about dipping its feet into industries unfa-
miliar to Jaipur, though. While most Indian 
metropolises have found expertise in the In-
formation Technology sector, it is Jaipur that 
houses the largest IT park in the country 
called Mahindra World City. To name a few 
bigwigs: Deutsche Bank Group, Genpact 
and Infosys have their business process out-

sourcing units here. The city ranked 38th in 
“Tholons Top 100 Outsourcing Destinations 
report” making it a sought-after investment 
destination for global companies.

The country’s “pink city” is evolving into 
a trading hub. Jaipur’s strategic position 
in the corridor of national investment and 
manufacturing zone and closeness to Delhi 
makes it a viable destination for commerce. 
It has also been christened Delhi’s “Coun-
ter Magnet City” by the planning board of 
the National Capital Region (NCR), in order 
to ease the pressure on the capital. (Coun-
ter magnets are cities developed to disperse 
economic activities in tier I metros. This 
also attempts to reduce the mass migration 
of people to big cities.)

A report published by UN-HABITAT 
(a United Nations agency for sustainable 
urban development) on the “State of The 
World’s Cities” in 2013 estimated that Jaipur 
will be the 10th most populated city by 2025. 
A large floating population of six lakh tour-
ists also travel each year to Jaipur. With the 
metro and accelerated development under-
way by Rajasthan Infrastructure Develop-
ment Act (RIDA), the city will provide a bet-
ter quality of living to its citizens. Jaipur has 
experienced monumental changes at an un-
precedented rate in the past decade, and its 
annual economic growth rate of 40 per cent 
puts it in par with tier I cities like Mumbai 
and Kolkata.

With many feathers in its cap, perhaps it 
is this effortless balance between heritage 
and business, that makes Jaipur quite spe-
cial.

Akanksha Maker
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Singapore has so much more going for it than when I first came here 20 years ago, 
when there really wasn’t much to do beyond shopping on Orchard Road 

and eating in food courts.

EXTRA TIME  
IN SINGAPOORE

The South Beach, Singapore
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Since then, Singapore has invested 
heavily across a slew of sectors includ-
ing retail, leisure, hospitality, dining 
and more recently, arts and culture.

Walking down the main artery today, 
barely recognisable now with its vast malls 
disappearing beyond subterranean walk-
ways or up cavernous escalators, you’re re-
minded of the enormous changes that have 
taken place and given a taste of the eclectic 
array of delights now accessible to visitors.

So if you’re thinking of tagging on a 
break after business, or simply in town for 
some leisure time, here are some highlights 
worth exploring.

NEW ARTS SHOWCASE 
Two of Singapore’s national monuments, 
the former Supreme Court and City Hall, 
have been transformed into the National 
Gallery Singapore, which opened last No-
vember to coincide with the 50th anniver-
sary of independence. It’s an attractively 
designed space (look up at the glass “Re-
flecting Pool” roof) with permanent
galleries housing two long-term exhibi-
tions: “Art in Singapore since the 19th Cen-
tury” and “ Art of South-East Asia since the 
19th Century”.

The first major international collabora-
tion was with France’s Centre Pompidou in 
March, and will be followed by one with Tate 
Britain in October. The July-August calendar 
includes “Chua Ek Kay: After The Rain”.

You’re never short of eating options 
in Singapore and here alone you’ll find 
eight venues on site. Admission is S$20 
(US$14.70) for visitors and S$15 (US$11) for 
children. nationalgallery.sg

TIMELESS HERITAGE 
MEETS STRIKING NEWCOMER 
After a sneak peek at the one-of-its-kind Sir 
Stamford Raffles suite (US$10,000 a night), 
I peered down into the lobby of the iconic 
Raffles Singapore and heard the antique 
grandfather clock – which has been part 
of the hotel since it was founded in 1887 – 
chime precisely on the half hour. A timeless 
moment of continuity amidst all the urban 
change; across the road is the avant-garde 
South Beach Development, with its wave-
like aluminium and steel canopy, compris-
ing offices, retail space and 654-room hotel 
The South Beach. Designed by Philippe 
Starck, the property has 43 “Imaginative 
Social Spaces” and three experiential bars 
(Court Martial Bar, Laugh and Prefix).

The Raffles isn’t so much a hotel as a mu-
seum piece (it’s actually been declared a Na-
tional Monument by the Singapore Govern-
ment). If you’re lucky enough to stay here 

A ride on board a cable car soaring skywards to Mount Faber is as 
exciting as the view from the peak.
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you’ll enjoy every heritage-fuelled minute, 
and even if you’re not, you should make a 
point of visiting the hotel and arcade, round-
ing off with a Singapore Sling in The Long 
Bar – and if you’re peckish, try the delicious 
satays and burgers after you’ve tossed your 
peanut shells on the floor.

A new family suite-staying package, The 
Raffles Generations, provides under 12s with 
an Adventure Passport with which they can 
discover aspects of the heritage hotel (prices 
from S$918/US$668, among other benefits). 
Another suite package, The Raffles Experi-
ence, focuses on the hotel’s 12 Personality 
Suites, named after famous names who’ve 
stayed in the hotel (Ava Gardner, Charlie 
Chaplin, John Wayne, etc) and includes a 
tour by resident historian Leslie Danker. 
Both packages run until December 31.
raffles.com/singapore and thesouthbeach.com.sg

FAMILY FUN AT ALL LEVELS 
As the cable car soars skywards en route 
to Mount Faber, offering a breathtaking 
180-degree panorama of the city, I haven’t 

got the nerve to sit back in the seat. We’re so 
high up the giant Superstar Gemini cruise 
ship squeezes into the cabin’s window and 
far down below little dots are splashing 
around on the Adventure Land rides.

From this vantage point it’s clear that Sen-
tosa Island, the city’s main leisure destina-
tion, is a triumph of design as much as en-
tertainment, with no end of attractions and 
top-brand hotels crammed into its leafy en-
virons. The Shangri-La Rasa Sentosa, situ-
ated on the extremity by Siloso Point, is one 
of those resorts that instantly relaxes you as 
you walk through its windowless lobby and 
take in the balmy air, pool and sea views. It 
remains in good shape for a property that 
had a S$80 million (US$58 million) facelift 
six years ago.

We stayed in a top floor (11th) corner ter-
race sea-view room which has striking re-
sort and island views ahead, with tankers 
and container ships moored to the right 
(we were told it appeals to one UK guest so 
much he comes twice a year, each time for 45 
nights). From behind the port to the right, 

majestic sunsets sink behind hazy cranes, 
their orange glow burning the waters.

This 454-room resort must be one of the 
busiest I’ve ever seen, so busy that even the 
“overflow” Horizon Pavilion, above Dine on 
3, was packed for breakfast. Although the 
Shangri-La in the city is considerably larg-
er, at 747 rooms, it didn’t feel quite so con-
densed on account of its split tower, valley 
and garden wings.

The Rasa’s outdoors cater for everyone, 
with an adult-only pool section at the top, 
and generous beach beyond. When I could 
wrestle my nine-year-old off the water slides 
– where staff have an excellent, effortless 
rapport with the children – we went kayak-
ing around the bay and had the best views of 
the daredevils descending on the Megazip 
cables.
shangri-la.com/singapore/rasasentosaresort

FLORA AND FAUNA SURPRISES 
Tame peacocks, including one albino who 
we saw sleeping on the branches, are un-
doubtedly the stars of the show at Shangri-

Flower Dome is the world’s largest greenhouse, while the soaring green towers of the Super Tree Grove 
are designed with large canopies that provide shade by day and are illuminated at night.
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La’s Rasa Sentosa Resort & Spa. They strut 
their stuff and are adept at hopping onto the 
loungers and skirting the waters. Watch out 
for the monkeys too – height is no barrier, 
we saw one on a ninth floor balcony – and 
monitor lizards, which seem to fit in with 
the resort aura as they waddle past without 
much alacrity.

In a corner near the waterfront a garden is 
taking shape, featuring laksa leaf/Vietnam-
ese mint, Thai holy basil, banana, mango 
and mangosteen trees, identified by annota-
tions. A sizeable orange dragonfly caught my 
eye; this isn’t the urban trip I quite imagined.

In between the cable car rides, we’re en-
couraged to touch a large snake, as more 
lizards dash past, and I’ve never seen so 
many koi carp in the space of 72 hours as 
we marvel at the beautiful fish in the resort 
and by the Waterfall in the Shangri-La city 
hotel, and feed them in the pond by the café 
at Mount Faber.

I’d forgotten how green Singapore is too, 
providing a soothing environment from the 
moment you step out of Changi Airport. 
Gardens by the Bay, spanning 101 hectares 
of reclaimed land adjacent to the Marina 
Reservoir, is teeming with botanical vari-

eties and the Flower Dome is the world’s 
largest greenhouse, while the soaring green 
towers of the Super Tree Grove are designed 
with large canopies that provide shade by 
day and are illuminated at night.
gardensbythebay.com.sg

UNIVERSAL THRILLS 
If you’re travelling with family, a visit to 
Universal Studios Singapore on Sentosa is 
a must. Granted, it won’t be the most relax-
ing few hours of your life, but your kids are 
sure to love it.In the space of an hour, I had 
Donkey sneeze on me in the Shrek 4D ani-
mation in Far, Far Away, saw my heartbeat 
go into orbit on the Ancient Egypt indoor 
rollercoaster (beware long queues) and lost 
my hat in the windy, watery tunnels of Mad-
agascar. Beyond the rides are activities such 
as rock climbing in Jurassic Park, and visual 
features such as Lights, Camera, Action, 
which replicates a hurricane on a film set.

A scarily lifelike Frankenstein gave us a 
hug on the way out. rwsentosa.com

DINING DELIGHTS 
Walking into Telok Ayer Market (known col-
loquially as Lau Pa Sat), even before we’ve 

taken a seat or ordered our first satay, I 
can tell this is going to be a gastronomic 
treat as we manage to grab a table amid 
the lively atmosphere.

This grand dame of hawker centres was 
built in the 19th century and is still go-
ing strong into the 21st (its most recent 
facelift was in 2014). The choice is be-
wildering, with every imaginable Asian 
dish served up beneath its distinctive  
octagonal design and ornamental col-
umns, but we go for a few safe classics, 
such as the crab, chicken rice and sambal 
green beans with chillies. If you’re intend-
ing a pincer attack on the black pepper 
chilli crab – and you can’t come to Singa-
pore and not get your fingers dirty – bring 
your own tissues or wipes as we couldn’t 
find any on site.

According to Mastercard’s 2014 survey 
on dining habits, Singaporeans spent an 
impressive average of US$198 per month 
eating out, second only to Hong Kong’s 
US$218.

Every time I visit Singapore I come away 
frothing about the flavours and variety. If 
nothing else, stay on for the food.

Clement Huang

Sentosa Island, the city’s main leisure destination, is a triumph of design as much as entertainment, 
with no end of attractions and top-brand hotels crammed into its leafy environs.
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After years of little hotel develop-
ment, the Dutch capital is see-
ing a much-needed increase in 
activity, bringing greater choice 

to travellers both within and around its 
historic core. In 2015 and 2016 alone, more 
than  3,000 rooms will have been added to 
the city. At the same time, a number of 
properties are completing substantial reno-
vations.

NEW…
● The Hoxton
 In July last year, Hoxton Hotels opened 
its first property outside London on the 
Herengracht canal, converting the former 
Rembrandt hotel. A few minutes’ walk from 
Dam Square, the Hoxton Amsterdam has 
111 rooms, which range from “Cosy” (20 
sqm) to “Roomy” (28 sqm). “Tubby” is the 
first Hoxton hotel room with a bathtub, and 

“Fruity” and “Floral” come with original or-
namental ceilings. Lotti’s restaurant serves 
Italian-inspired food, while “the Apart-
ment” event space is built around an inter-
nal courtyard. thehoxton.com

● W Amsterdam 
Last September, Starwood opened a W 
property even closer to Dam Square, in the 
1903 Telephone Exchange building behind 

From sleek new-builds to the restoration of some of the city’s most historic buildings, 
Amsterdam’s revived hotel scene is buzzing, says Paul J DeVries

AMSTERDAM HOTELS: 
HITTING A HIGH NOTE

The South Beach, Singapore
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the Royal Palace, and in a former bank just 
across the street. An all-glass floor was 
added to the Exchange building, which is 
where you’ll find the reception, W lounge, 
Mr Porter steakhouse and two outdoor ter-
races, one of which features a raised swim-
ming pool. The Duchess restaurant, serv-
ing Mediterranean cuisine, occupies what 
was once the bank’s main hall. A total of 
238 rooms include the brand’s signature 
Wow and Extreme Wow suites. A gym and 
spa are opening this summer. 
whotels.com

● Jaz Amsterdam
Steigenberger Hotel Group opened the first 
property under its Jaz in the City brand – 
which “draws on local music and cultural 
scenes” – in November. The hotel has ac-
cess to the Ziggo Dome arena, 8km from 
the city centre. Checking in and out of one 
of the 258 rooms can be done via smart-
phone, which can also serve as a room key. 

it has 160 studios and one-bedroom suites, 
each designed with an eco-friendly theme 
and offering free wifi. My Place serves a free 
breakfast, while guests can buy ingredients 
to cook in their own kitchens from a round-
the-clock pantry. 
starstarwoodhotels.com/element

● Generator
Taking over a 1917 university science build-
ing, “luxury hostel” brand Generator ar-
rived in March near the Oosterpark. A 
maximum of 564 guests can stay the night 
across twin and quad rooms, all with en 
suite bathrooms. A luxury apartment sleeps 
six and has its own kitchen. The lecture hall 
has been turned into a lounge, while the old 
boiler room is a speakeasy.
 generatorhostels.com

● Zoku
The first hotel for this new Dutch lifestyle 
brand, the 133-room Zoku Amsterdam 

Rhythms bar and kitchen has live acts and 
serves local craft beers.  jaz-hotel.com

● Hilton Schiphol Airport Hilton Hotels and 
Resorts opened its new Schiphol airport 
property in December, next door to its 1972 
predecessor, which will now be demolished. 
Built around a 42-metre-high central atrium, 
the 433-room hotel is directly accessible from 
the airport terminal. The Axis lounge and 
cocktail bar sits at the heart of the atrium and 
specialises in gin and Dutch jenever, while 
the Bowery restaurant serves international 
and Asian cuisine. There is also a spa, a gym, 
a business centre and ballroom. hilton.com

● Element
Five months after opening the W, Starwood 
added an Element hotel – the extended-stay 
version of its Westin brand – in the Buiten-
veldert district, close to the RAI Exhibition 
and Convention Centre. Housed in a former 
office building attached to a shopping mall, FO
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opened in May. While it offers a number 
of standard hotel rooms, Zoku wants to 
draw guests with its “home-office hybrid” 
lofts, which come in three sizes and have a 
kitchen, a work table and a sleeping space. 
Public areas include a living room, a music 
room/games corner, a bar and coffee shop, 
“Living Kitchen” restaurant and communal 
workspaces complete with punch bags for 
stress relief. 
livezoku.com

REVAMPED…
●Pulitzer 
Having left Starwood’s Luxury Collection 
for Preferred Hotels and Resorts’ LVX Col-
lection last year, the Pulitzer Amsterdam 
began a two-phase  transformation of its 
rooms and public spaces, spread across 
25  connecting canal houses from the 17th 
and 18th centuries. The first 80 rooms, with 
restored original accessories and a new 
colour palette of white, purple, light blue 

and mustard, were unveiled in February. 
The second phase is to be completed this 
autumn, and will result in 225  refreshed 
rooms and a number of new suites, along 
with the restoration of the original façade 
on the Prinsengracht canal. 
pulitzeramsterdam.com

● NH Collection
NH Hotel Group relaunched not one 
but three hotels in April under its new 
NH Collection brand: the NH Collection 
Grand Hotel Krasnapolsky, NH Collec-
tion Doelen, and Barbizon Palace. Fac-
ing Dam Square, the Krasnapolsky has 
451 rooms and suites. Dating back to the 
15th century, with 85 rooms, the Doelen is 
the city’s oldest hotel and has hosted eve-
ryone from Empress Sissi to the Beatles. 
The 247-room Barbizon Palace features 
a converted chapel and Michelin-starred 
restaurant Vermeer.
 nhhotelgroup.com

COMING SOON…
●Sir Adam
Following the opening of the Sir Albert Am-
sterdam in an old diamond factory in 2012, 
Design Hotels member Sir Hotels will add 
Sir Adam in November. The 108-room bou-
tique property will be housed in the 22-sto-
rey A’dam tower, a redevelopment of the for-
mer Royal Dutch Shell offices. A short ferry 
ride from Centraal station, A’dam Tower 
also houses offices, restaurants and an ob-
servation deck. 
sirhotels.com

● Hyatt Regency
Down the street from the classic Amstel ho-
tel, Hyatt is set to open  the Hyatt Regency 
Amsterdam on the site of a former chil-
dren’s hospital in spring next year. While it 
incorporates parts of the hospital façade, the 
211-room hotel is otherwise a new-build and 
will have a Hyatt Regency Club, meeting 
space and spa. hyatt.com
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● Kimpton
Having acquired Kimpton Hotels at the start 
of last year, Intercontinental Hotels Group 
is taking the US brand overseas next year 
with the opening of Kimpton Amsterdam. 
A renovation of the existing Crowne Plaza 
Amsterdam City Centre, the hotel will have 
270  rooms and suites in addition to a new 
lobby and restaurant. kimptonhotels.com

● Soho House
Soho House Group will continue its impres-
sive expansion by opening a hotel and pri-
vate members’ club in the 1930s Bungehuis, 
a former university building, next to the W 
Amsterdam. Due to open in 2017, the prop-
erty will have 79 rooms along with numer-
ous facilities, ranging from a  roof terrace 
and screening room to a spa and Cecconi’s 
restaurant. sohohouse.com

● Pestana
Across the Amstel river from the Hyatt Re-
gency, Portuguese group Pestana Hotels is 
working on a property in the 1890 former 
town hall and seat of Nieuwer-Amstel coun-
ty. Combining the historic building with two 
modern  wings, it will have 157  rooms and 
suites, plus a restaurant and bar, a spa with 
an indoor pool and a winter garden. The ho-
tel is scheduled to be unveiled next year. 
pestana.com

● Maritim
In the same area as the Sir Adam, the 
Maritim Amsterdam will take the title of 
the city’s tallest hotel, at 34 floors, when it 
opens in 2018. In addition to 579 rooms, it 
will have extensive conference facilities, 
a full-floor spa with a  pool, a gym and an 
outdoor terrace, as well as three restaurants 
and two bars – one of which will be the top-
floor Sky Bar. maritim.com

● Nhow Amsterdam RAI
An ambitious project by Rem Koolhaas’ 
OMA architects, the NH Hotel Group’s 
Nhow Amsterdam will be the largest hotel 
in Benelux (Belgium, the Netherlands and 
Luxembourg) when it is completed in the 
second half of 2018. With 650 rooms over 
25 floors, it will be located next to the RAI 
Exhibition and Convention Centre, and in-
clude a multimedia studio on its top floor. 
nhhotelgroup.com

● Rosewood 
Rosewood Hotels and Resorts is to open a 
property in the former Palace of Justice, dat-
ing from 1664, on the Prinsengracht canal; 
opening date to be confirmed. 
rosewoodhotels.com
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THE GENTEEL 
ARISTOCRAT
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We waited anxiously for this première, following 
the successful début of the XC90. 

It turns out that we it was worth waiting. Volvo S90
 has joined the D/E premium segment in grand style.
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I must admit that I admire with un-
feigned admiration the refined lines 

of the new limousine that Volvo has de-
signed to conquer the premium segment. 
The body of the car has nice proportions 
and is mounted on large 21-inch wheels. 
The S90 owes its elegant proportions to 
its large width of 202 centimetres, as well 
as the low-slung roof profile. The car is 144 
centimetres high. The front LED daylight 
running lights have a characteristic shape 
of god Thor’s hammer, while the rear lights 
look similar to those used in Concept Coupe 
model. The interior is dominated by the 
minimalist elegance known from Volvo’s 
flagship SUV - XC90.  Perfect wood and 
leather finished will undoubtedly delight 
even the most demanding aesthete. Most of 
the functions can be controlled on the verti-
cal 9-inch touch screen that was developed 
in collaboration with Apple, so for people 
like me, who use products of the Cupertino-
based giant on regular basis - navigating in 
the system is fairly simple. One of the char-
acteristic features of the new S90 are the 
vertical air vents on both sides of the touch 
panel. I get into the car, take the seat and 
turn on some music. Even now the mere 
mention of the sound generated by Bowers 
& Wilkins system makes me shiver with ex-
citement. Music lovers know well the qual-
ity of the brand. Suffice to say that Volvo S90 

is like your own private, mobile philhar-
monic orchestra.

TIME TO GO
I start the engine and hit the road. I can feel 
the car's confidence and determination. Not 
surprising, as S90 is powered by a turbo-
charged T6 AWD engine generating 320 hp, 
which translates into 0-100 km/h acceleration 
in mere 5.8 seconds. The engine is one of five 
different units offered by the manufacturer 
with this model. The only thing I slightly 
miss with this dynamic car is the power-
ful roar, which is so characteristic of large 
engines. D5 uses a unique solutions called 
Power Pulse, which significantly improves 
acceleration and flexibility of driving. The 
electric motor compresses the air, which is 
then stored in a special tank. When the driver 
mashes the accelerator pedal, the valve of the 
tank opens, sending high-pressure air from 
the tank into the exhaust stream, quickly 
spooling up the turbo, and eliminating the 
effect of the so-called “turbo lag”. The hybrid 
version called T8 Twin Engine will have an 
additional 62kW electric motor for even better 
performance. There will also be a T5 version 
with front-wheel drive.

IT TAKES CARE OF ME
Why would I feel unsafe in the car, which 
is considered to be the safest in the world? 

After all, it's Volvo’s long-standing tradition to 
offer its customers models that are reference 
points for their competitors. The S90 is the 
first model to utilize a system detecting large 
animals such as deer or moose. The “moose 
detector” can help you avoid or greatly reduce 
the consequences of such accidents. Other 
systems implemented in the new S90 include 
the Pilot Assist that can track a vehicle driv-
ing in front of you to know when to acceler-
ate, brake, and steer, at speeds up to 110 km/h. 
Another advanced safety system named City 
Safety detects danger ahead, warning you and 
preparing the brakes for a quick response at 
lower speeds, mainly in the city.

PRESTIGE AND ELEGANCE
IN NATURE
The new Volvo S90 uses the multi-link sus-
pension. As in XC90, you will also be able 
to order electronically adjusted pneumatic 
suspension. The list of additional equipment 
includes numerous leather upholstery, the 
latest multimedia systems, such as Apple 
CarPlay, Volvo On Call to control numerous 
functions of your car via the smartphone, 
as well as the top notch Bowers & Wilkins 
sound system. One of the most interesting 
ideas is the app that allows you to lend the 
virtual key to the car to a selected person 
without sharing with them your real key.

Wiktor Łucki

D5 uses a unique solutions called Power Pulse, which significantly improves  
acceleration and flexibility of driving.
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A WATCH  
ON THE PODIUM

 Celebrating one of the oldest events in the calendar, the new WRC Limited Edition Poland 
is based on Certina's DS Podium Big Size model and features a black dial and a case-back 

carrying the logo of the WRC and a map of Poland. 

With a 44mm case, 
branded rubber 
strap and colour 
detailing, the new 

watch pays tribute to a region 
where car rallying first began in 
1921.  Only 555 units of the WRC 
Limited Edition Poland model 
will be produced, and the back of 
each one caries the unique edi-
tion number, technical data, as 
well as a map outline, the name 
“73rd Rally Poland” and the WRC 
logo. Inside is Certina's trademark 
Precidrive movement and chrono-
graph mechanism. The model will 
certainly be an attractive addition 
to the collection of any motor sport 
aficionado.

SPORTY TOUCH
The expressive character of Cer-
tina DS. Podium Big Size is in-
disputable. Especially impressive 
are the alternately brushed and 
polished surfaces, as well as the 
open dial, the large numbers and 
indices of the watch. The watch is 
a reminder of the long-standing 
partnership between Certina and 
WRC (World Rally Championship) 
series, and particularly to the rich 
Polish heritage in the sport that 
dates back to 1921.
The sporty and manly 44mm case 
of DS Podium Big Size, its pol-
ished bezel and beautiful lugs, are 
in perfect harmony with the stur-
dy rubber strap that bears "Cer-
tina” and “WRC” markings and 
features a butterfly clasp secured 
with buttons. The harmonious 
design oozes uncompromising 
quality and technical similarities 
between the two worlds - of rally-
ing and high-end watchmaking. 

Inside the timer there is the ultra-
precise quartz Precidrive ™ move-
ment - a chronograph indicating 
hours (12), minutes (30), seconds 
(60) and 1/100 of a second with 
large and clear dials positioned 
at 10 and 2 o’clock and decorated 
with a special trim. A similar trim 
adorns the lower dial at 6 o’clock 
with a date window and green in-
scription “limited edition”. The 
chronograph also features two 
central hands indicating seconds 
and 1/100 of a second.  The hour 
and minute hands, the indices 
and Arabic numerals are perfectly 
visible in all conditions thanks to 
generous amounts of Superlumi-
nova material.
 
LIMITED EDITION
The new WRC Limited Edition 
watch by Certina features the re-
nowned Certina Double Security 
DS Concept that comprises sap-
phire crystal with anti-reflective 
coating, and special seals in the 
crown, the stem and case back. 
The watch is water-resistant up to 
200 metres (20 bar). The buttons 
of the chronograph have green 
and black rims, which is a clear 
reference to the colour code on 
the dial and the bezel. Only 555 
units of the WRC Limited Edition 
Poland model will be produced,. 
The back of each unit caries the 
unique edition number, technical 
data, as well as a map outline, the 
name “73rd Rally Poland” and the 
WRC logo.  The surfaces are of the 
watch are alternately brushed and 
polished, which indicated the high 
quality. The model is offered in a 
special display box, complete with 
a certificate of authenticity.

The harmonious design oozes 
uncompromising quality and technical 

similarities between the two worlds - of rallying 
and high-end watchmaking.
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HOURS IN... RIGA4Latvia’s capital is a peaceful UNESCO-protected city of beautiful gardens, 
wide boulevards and elaborate art nouveau architecture. If it wasn’t 
for the towering Soviet-era Academy of Sciences and the odd Russian 
Orthodox church, you could be in a mini Vienna.

ELIZABETES STREET
Begin just outside the restored medieval 
old town. In the early 1900s, when Riga 
was a wealthy port, the concentration of 
art nouveau construction was higher than 
anywhere else in Europe. Much of this was 
down to Russian architect Mikhail Eisen-
stein, father of Sergei Eisenstein, the direc-
tor of films such as Battleship Potemkin.
You’ll spot examples of Mikhail’s work on 
Elizabetes Street (10a/b), but the most im-
pressive is around the corner on Alberta 
Street, where an entire terrace of apart-
ments is decorated with Grecian faces, col-
oured tiles, Aztec masks, feline gargoyles 
and stylised floral motifs. The philosopher 
Isaiah Berlin was born at 2a, while number 
12 is home to the Riga Art Nouveau Mu-
seum.

NATIVITY 
OF CHRIST CATHEDRAL
A ten-minute walk will bring you to this 
gold-domed Russian Orthodox cathedral, 
located just in front of the 27-floor Radisson 
Blu Latvija hotel. The extraordinary neo-
Byzantine edifice was completed in 1883. In 
the early 1960s, when religion was banned 
under Soviet rule, it was turned into a plan-
etarium and café, remaining so for 30 years 
until it was reborn as a place of worship.

The interiors are painted floor-to-ceiling 
in turquoise, red, gold and green; at the 
back is a shimmering “iconostasis”, a wall 
of gilded angels, apostles and Lord Saviour 
figures. The air is filled with the scent of in-
cense.  If you’re here when a service is on, 
you will find the nave packed with people 
standing – there are no pews. Brivibas Bul-
varis 23; free entry.

LATVIAN NATIONAL 
MUSEUM OF ART
Latvian National Museum of Art, Krišjāņa 
Valdemāra iela, Riga, Latvia Stroll a few 
minutes through the park to the National 
Museum of Art, which reopened in May 
after more than three years of renovations. 

The memorial honours soldiers killed 
in the 1918-20 War of Independence.
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With its grand columns and sweeping stair-
cases, the building is worth seeing in its 
own right, but its collections of Latvian art 
spanning the 19th and 20th centuries are 
impressive.

On the ground and upper floors are ex-
amples of Russian avant garde, socialist 
realism and neo-expressionism – the mono-
chrome image by Leonards Laganovskis of 
Lenin surrounded by vodka shots stands 
out, as do the 1920s graphic Soviet prints by 
Gustavs Klucis, and the winter landscapes 
by Vilhelms Purvitis. Open 10am-6pm 
(8pm Fri, 5pm weekends); entry €6. Kris-
jana Valdemara Iela 10a; lnmm.lv/en

BASTEJKALNS PARK
Make your way through the verdant gardens 
of Bastejkalns Park, where bright tulips 
bloom in spring and summer. Pause on 
Bastion Hill to take in the scenery or watch 

as people kayak down the canal. Head over 
the bridge adorned with lovers’ padlocks 
and exit at Freedom Monument, which is 
topped by a statue of Lady Liberty holding 
a trio of gold stars, representing the three 
historic regions of Latvia. The memorial 
honours soldiers killed in the 1918-20 War 
of Independence.

WALTERS SAUTUVE
 SHOOTING RANGE

Enough history… it’s time to crank up the 
adrenalin. Take a taxi ten minutes to this 
shooting range just outside the city centre. 
Ask the driver to drop you next to the red 
Russian Orthodox church, enter the car 
park and turn right. Down in this dark base-
ment you can experience the thrill of shoot-
ing an AK-47. Buy the “Bond Pack” and you 
can fire a Glock 17, a Sig Sauer handgun, a 
Makarov pistol and a Brazilian revolver. The 

most powerful is the SPAS-15 combat shot-
gun – the kickback can leave bruises. Weap-
ons are semi-automatic; packages from €25 
to €70.50. Call ahead and bring ID. Meza 
Iela 1; tel +371 2215 8877; shooting.lv

TERRACE RIGA
Continue channelling Bond and head back 
into town for a stiff martini. Go to the Gal-
leria shopping mall near the Radisson 
Blu, take a lift up to the seventh floor, and 
then the stairs, and you will emerge on to 
a 3,000  sqm roof terrace with panoramic 
views of the city. There are four bars (Marti-
ni, Bacardi, Stoli and Remy Martin), and an 
oyster and sushi menu – order up a vodka 
martini (shaken not stirred) made with lo-
cally distilled Stolichnaya. Open 12pm-9pm 
(may close later in summer). 67 Dzirnavu 
Street, Galleria Riga; terraceriga.com

Visit liveriga.comFO
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At Walters Sautuve  shooting range you can experience the thrill of shooting 
an AK-47. Buy the “Bond Pack” and you can fire a Glock 17, a Sig Sauer handgun, 

a Makarov pistol and a Brazilian revolver.
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Travelling with a cat. To see Amsterdam
I have bought a special offer ticket for a flight from Warsaw to 
Lisbon. I'm flying with KLM through Amsterdam. I have a lot of 
time in between the flights: over 8 hours. Can I leave the airport 
and go visit the city centre? Do I need to pick up the baggage in 
Amsterdam? How can I get to the city centre?

Piotr

Dear Piotr,
It's typical of promotional offers that they aren't always available 
for the most convenient flights. Having to wait 8 hours is far 
from perfect, especially if this is a business trip. With a private 
trip it's a whole different story, as it gives you an opportunity to 
visit another city.

Naturally, you can check in the baggage in Warsaw to your 
destination (Lisbon) and leave the Amsterdam airport. The 
boarding passes for both the flights should be given to you at 
the Warsaw airport (or during the online check-in). In case you 
stopped in Amsterdam overnight, you would have to claim the 
baggage for safety reasons.

The easiest way to get to the centre of Amsterdam is by train. 
The station is on the lower floor of the terminal building. Trains 
from Schiphol airport go every 10-15 minutes and stop and the 
Central Station in Amsterdam. The trip takes about 15 minutes. 
Taxis are much more expensive and a ride to the centre may 
take a while because of traffic jams.

Remember to be back at the airport no later than 1-1.5 hour 
before the departure. There is no need to go through the check-
in again, but you will need to pass through the security check 
with your hand luggage. It's not possible to check in any addi-
tional baggage. Also, be aware of the restrictions when it comes 
to taking liquids on board. You can also do necessary shopping 
in stores located in the transit area.

My boss is flying to Munich with his wife for a week. They want 
to take their cat with them. Is there a way to do it? Do they need 
any special cage and documents for the feline? They are going to 
fly with Lufthansa.

Renata

Dear Renata
Transport of animals is regulated by internal rules specific to 
each airline. Flying with Lufthansa you can take small animals 
on board (only cats and dogs), provided that the weight of the 
animal together with the cage doesn’t exceed 8 kg. Larger ani-
mals can be transported in the aircraft’s hold, which is heated 
and air-conditioned.

Narrow-bodied planes can take only one pet per class - for in-
stance: a cat in business class and a dog in economy class. That's 
why it’s advisable that you notify the airline about the need to 
transport an animal ahead of time, to make sure the service is 
available. You should receive the confirmation within the 24 
hours from the time you make a booking. You need to provide 
the measurements of the cage (max 55x40x23cm), weight of the 
animal together with the cage, as well as the cat's passport and 
microchip numbers. The animal must be kept inside the cage 
throughout the flight. During the take-off, landing and any tur-
bulences, the cage should be placed under the seat in front of 
you.

Animal transport is subject to extra charges, similar to those 
for excess baggage. In case of European flights, it’s €50 each way 
(plus a possible transaction fee). The payment is made at the 
airport after weighing the cage, which is why it’s recommended 
that you check out ahead of time.
Both the passport and the microchip can be obtained at your 
veterinary clinic.

ASK PETER
Letters

Piotr Kalita is related with air transport market for almost 20 years. 
He is specializing in corporate and diplomatic travel segment. Have a question? -  ask Piotr. 
Mail your question to: redakcja@businesstraveller.pl
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We are waiting for you in
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