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W hat comes to your mind 

when you hear the word 

“Cuba”? Probably the sound of conga 

drums, colourful American classic cars 

from the 1950s, sweet rum, the aroma 

of manually  produced cigars, lively 

nightclubs and friendly Cubans 

dancing in the streets. However this 

tropical island has also a murky 

underside, which manifests with 

poverty, empty shelves in shops, the 

collapsing political system and the 

emerging new one. What will it look 

like? The question is all the more 

important, because it's certain that 

following the death of Fidel Castro, the 

island will soon change its face.

Havana is positioned on the north 

coast of the 110,000 sq km island, 

great waves crashing into the Malecon 

promenade that faces the Straits of 

Florida. Although it has its own harbour, a new deep-water mega-port is being built in 

Mariel, 45km west of the city. A special economic zone will also be set up here, with 

the first international companies moving in at the start of 2016. It is forecast to create 

70,000 jobs.

With a population of 11.2 million (two million in Havana), the annual GDP of Cuba 

was US$77 billion in 2013. Economic growth was 4 per cent in 2015, but forecasts for 

the future are a little less optimistic. It is predicted that GDP growth will slow sharply 

in 2016-17 owing to reduced export income and aid from Venezuela, but better ties 

with the US will facilitate a gradual pick-up in 2018-21.  To find out more about what 

the future might bring for Cuba, read our cover article. Enjoy your reading!

      Marzena Mróz.
      editor-in-chief
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Business Class Singapore Airlines. Panel, który mieści wszystko czego potrzebujesz, aby 

popracować, łącznie z gniazdkiem zasilającym, abyś mógł być w kontakcie oraz z licznymi 

schowkami, abyś wszystko miał w zasięgu ręki. Fotel o szerokości 71 cm można ustawić  

w kilku nowych pozycjach, tak żeby było Ci najwygodniej i który zamienia się w zupełnie  

płaskie łóżko, abyś mógł wygodnie wypocząć podczas snu. Każdy szczegół jest doskonale  

przemyślany i zaprojektowany z myślą o Tobie. 
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LUFTHANSA MOBILE OFFERS 
SIM CARDS

Here is another Lufthansa breakthrough amenity that Lufthansa offers 
its passengers.

One SIM card for the whole world: Lufthansa Mobile enables low cost 
telephone calls and data with full cost control in over 180 countries.

Lufthansa Mobile now meets the expectations of passengers who wish 
to be always available to contact both their closest ones and business 
partners. All this at a reasonable price. The prepaid tariff is a welcome op-
portunity for both holidaymakers and business travellers who want to make 
affordable phone calls abroad, be reachable at any time. The sim card also 
enables you to go online. Most importantly, you can now do all of this with 
full control over the costs. 

Lufthansa’s offer is offered at attractive prices. The start-up package for 
the Lufthansa Mobile Prepaid Card costs a one-off fee of €29 including €19 
of credit. One of the package options available for use within the EU offers 
500 MB for €9.90 or 1 GB for €14.90 for 30 days at a time. For interconti-
nental use, such as in the USA, Brazil or China, costs vary from 10 cents to 
29 cents per minute and megabyte. Similar rates from other providers usu-
ally start at €1.49 per minute. Note that there is no binding contract with 
Lufthansa Mobile.

The SIM card is currently available at lufthansa.com and will be also be 
available to buy on-board from 1 March 2017.

Air lines
Lufthansa

Swedish brand Thule is 
continuously working on 
offering its customers new 
and improved products, 
focusing primarily on safety 
and convenience. The company 
has just unveiled a new series 
of bags and suitcases, some 
of which are aimed mainly 
at business travellers. Thule 
Subterra range comprises 
several models of various 
purpose and function - from 
large rolling suitcases through 
backpacks to laptop bags.

One of the most interesting 
models is Thule Carry-on 
40, a universal travel bag 
with soft sides, designed to 
maximize the packing space. 
It’s practical, versatile, can 
be used as a shoulder bag or 
backpack, and is equipped 
with a separate, sleek laptop 
carrying case.

When you reach the 
destination, you can leave the 
bag in the hotel room and take 
just the carrying case (which 
can be worn as a shoulder bag) 
with the necessary equipment.

Practical add-ons include a 
separate compartment (e.g. for 
running shoes if you like to stay 
active on your business trip) or 
a passport sleeve. The Carry-
on 40 meets the requirements 
of most airlines for hand 
luggage and is available in 
three colours; price PLN899; 
Thule.com

Luggage
Thule

BUSINESS TRIP
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Sheraton Grand Krakow offers 
232 rooms and suites that had 
a thorough revamp in 2016.  All 
premium rooms have already been 
refurbished and now they feature 
sleek, residential décor, suitable 
for business and leisure purposes. 
One of the unquestionable advan-
tages of the hotel is its locations, 
which guarantees a scenic view of 
the Wawel Castle and the Vistula 
river. When the renovation is com-
pleted, guest will have access to the 
interiors designed by a renowned 
London architect Alex Kravetz. 
With the use of high quality materi-
als and bespoke furniture, Kravetz 
was able to give the rooms the 
remarkably elegant look. Various 
fabrics and decorative elements 
have been combined to create 
multi-layered and sophisticated 
design forms in all the parts of the 
décor. Local accents are expressed 
using the selected patterns and 
works of art, made to order by a 
Krakow artist. The key element of 
the whole project is lighting that 
adds a specific atmosphere to the 
rooms, making them bright or 
slightly more romantic, depending 
on the time of the day. Sheraton 
Grand Krakow also offers its guests 
8 revamped conference rooms 
(500 sqm), which are ideally suited 
for meetings and othere events. 
There are also 4 on-site restaurants; 
sheraton.pl

Sheraton Grand 
Krakow

Hotel

NEW ROOMS
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Linie lotnicze
Finnair

Housed in the 5-star Bellotto hotel on the corner of Senatorska 
and Miodowa Street, Foccacia restaurant offers Italian menu in an 
innovative interpretation by the head chef Michał Rajewski. The 
creative team of chefs creates them with Italian ingredients of the 
highest quality. Guests are welcomed with focaccia with olive oil. 
The menu features homemade pasta, pizza on thin crust, seafood, 
flavourful meat, as well as unique desserts. Every day the restaurant 
has a new tasting menu that consists 5 dishes. Guests also like 
to use the Aperitivo bar where they can compose their own Italian 
snacks. Focaccia is a perfect place for lunch and special dinner with 
Italian wines. www.focaccia.pl

NEW FLIGHTS

It’s a unique hotel located in a 
spectacular place. In addition to the 
excellent and impeccable service, it 
also offers the magic atmosphere 
of Zakopane. Aries Hotel & Spa 
is situated in the very centre of 
Zakopane, close to the famous 
Krupówki Street. It’s a perfect venue 
for a business or team-building 
meeting, a conference, a romantic 
getaway for two or a spring family 
trip to the mountains. It’s close to 
major attractions of the city and 
most of the rooms overlook the 
Tatra Mountains that are snow-
capped in winter. The hotel’s offer 
includes attractive packages, such 
as: Tatra Holidays, Whisky Days or 
Honeymoon Weekend. The on-site 
Halka restaurant tempts with a wide 
range of delicious dishes; 
www.HotelAries.pl

A PLACE WITH A VIEW

Zakopane
ARIES Hotel & SPA

In line with its growth strategy, Finnair has today announced that it will be 
adding capacity on several popular European short-haul routes for the up-
coming year. Due to the popular demand of the new Reykjavik route which 
begins on April 11, Finnair is adding a fifth weekly frequency on Wednes-
days between May 31 and August 11.  Finnair’s route to Reykjavik will also 
become a year-round destination with three weekly frequencies during the 
winter season. These services are complemented by flights operated by 
Icelandair where Finnair has a code-share.

Also a daily frequency will be added to Warsaw for the peak summer 
season between June 5 and August 4. Thanks to this, the Finnish airline will 
offer 3 daily flights on Warsaw-Helsinki route on weekdays. Finally, as of 
May 15, five weekly frequencies will be added year-round to the Copenha-
gen route; finnair.com

Warsaw
Restaurant

FOCACCIA IN BELLOTTO HOTEL
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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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REVOLUTIONARY 
ROAD

The Communist country of Cuba is opening up to free  
trade, although it may prove to be a bumpy ride.   

Jenny Southan reports from Havana just weeks before  
the death of Fidel Castro

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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I am sitting in the back of a vintage Chev-
rolet, rumba playing on the radio. A po-
liceman has stopped cars from moving 
in any direction and, as the minutes tick 

by, I wonder what the delay is. I try to down-
load a data package for my iPhone while I 
wait, but there’s no 3G in the country. Look-
ing up, I see a black car cruise past with 
four men in army fatigues inside, then a van 
with the sliding door open. Right there, in 
full view, is Fidel Castro. A gaunt figure in 
a white jacket and snowy beard, the 90-year-
old revolutionary is unmistakable. “Fidel!” 
my driver exclaims. And then he is gone.

POLITICAL WRANGLING
In March 2016, Barack Obama became the 
first US president since 1928 to visit Cuba, 
located only 150km across the water from 
Florida. He was welcomed by Fidel’s young-
er brother, Raul, who took power in 2008. 
After years of hostility between the seat of 
global capitalism and one of the last ves-
tiges of Marxist-Leninist socialism, Obama 
promised the initial easing – followed by the 
wholesale lifting – of its trade embargo on 
the Caribbean island, in place since 1960.

Until recently, people from the US – in-
cluding Cuban migrants – were unable to 
travel to the island. While tourism is still 
prohibited, there are now 12 categories for 
authorised travel including “family visits” 
and “professional research and meetings”. 
In August, US airlines were given approval 
to start flying to Havana, with American 

Airlines, Delta, Jet Blue and United among 
those set to launch routes.

Up until November 9, when Donald 
Trump was elected the next US president, 
the future was looking much rosier for the 
two countries. Progress was coming. Now 
things are a little more uncertain. Shortly 
after the votes came in, Cuba’s Revolution-
ary Armed Forces began five days of drills to 
combat “a range of enemy actions”. Weeks 
before the election Trump had declared that 
he would reverse the concessions Obama 
had granted “unless the Castro regime 
meets our demands”.

Monica Lopez, who worked for the Brit-
ish embassy for 18 years and is now head of 
practice at Cuban business relations consul-
tancy Cognicion, offers some reassurance: 
“I am not particularly concerned by the 
election of Donald Trump when it comes to 
embargo regulations. Many of the changes 
are practically irreversible and I trust that he 
is, above all, a businessman who can see the 
potential of Cuba and take into account the 
increased interest of US companies.”

PAYING IT FORWARD
Havana is positioned on the north coast of 
the 110,000 sq km island, great waves crash-
ing into the Malecon promenade that faces 
the Straits of Florida. Although it has its 
own harbour, a new deep-water mega-port 
is being built in Mariel, 45km west of the 
city. A special economic zone will also be 
set up here, with the first international com-

panies moving in at the start of 2016. It is 
forecast to create 70,000 jobs.

With a population of 11.2 million (two mil-
lion in Havana), the annual GDP of Cuba 
was US$77 billion in 2013. Economic growth 
was 4 per cent in 2015. The Economist warns: 
“GDP growth will slow sharply in 2016-17 ow-
ing to reduced export income and aid from 
Venezuela, but better ties with the US will 
facilitate a gradual pick-up in 2018-21.”

Cuba’s main export earnings come from 
healthcare, biotechnology, pharmaceuticals, 
nickel and tobacco – in 2014, the country 
exported 91  million cigars but production 
could rise by 20 per cent annually if the US 
embargo is lifted.

Being a cash society, there are few places 
you can use credit or debit cards. In 2015, 
American Express and Mastercard said they 
would launch operations in Cuba, although 
my Amex didn’t work when I visited in Oc-
tober. Other challenges included having to 
wait four hours to pick up my rental car, and 
only having wifi in the big hotels. Public 
hotpots, for which you can buy a voucher 
in the street, can be slow (wifi is illegal in 
homes, and only 0.05 per cent people have a 
fixed broadband connection).

DUAL ECONOMY
It’s strange to come to a place that has been 
held back for so long, especially when, in its 
heyday, it was dubbed the Las Vegas of the 
Caribbean. Wealthy holidaymakers would 
jet over on PanAm for wild parties in Ha-

Whereas before, the ubiquitous dish of rice, red beans and pork, or a grilled cheese sandwich,  
were served only in state-run restaurants, now you can find private paladares serving  

fish tacos and handmade ravioli.



N o v e m b e r  2 0 1 6     |     13

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

vana, cavorting at Club Tropicana and gam-
bling in mob-run casino hotels such as the 
Nacional and the Riviera (both still operat-
ing today). All of this went on with the sup-
port of dictator Fulgenico Batista until his 
overthrow in 1959.

Outside of Havana, the most common 
mode of transport is horse and cart. There 
are more cars on the roads in the capital but 
traffic is still on a par with 1940s Britain. Af-
ter import restrictions were lifted in 2013, 
Kias from South Korea and Geelys from 
China became a more common sight – but 
at least 50 per cent of vehicles are still Amer-
ican relics from the 1950s, mixed in with a 
few Soviet-era Ladas and Moskvichs.

Along with North Korea, Cuba is the 
only country in the world where Coca-Cola 
– an essential ingredient in the Cuba Libre 
cocktail – cannot be officially sold. While I 
spotted a couple of cans behind hotel bars, 
probably imported from Mexico, the substi-
tute served is Ciego Montero Tukola. With 
the “normalising” of relations, though, the 
“real thing” could make a comeback.

“If you’re 85, you may think, boy, there’s 
been a lot of change in the past ten years 
in Cuba. But if you’re 25, it’s way too slow,” 
says Richard E Feinberg, the US author of 
Open for Business: Building the New Cu-

ban Economy. It was only six years ago that 
the government allowed citizens to buy and 
sell property and to set up their own small 
businesses or co-operatives. There are now 
201 self-employment categories relating to 
food, services, transport and house rental.

These are the green shoots of capitalism; 
the rise of the cuentapropista. If you have a 
car, you will likely pop a yellow “taxi” sign 
in the front; if you have a spare bedroom, 
you might list it on homestay.com. Walk 
the dilapidated streets of Havana and eve-
rywhere are anchor symbols advertising 
casa particulares (B&Bs). In April 2016, 
Airbnb announced it would allow Cubans 
to list accommodation on its platform. The 
country is now Airbnb’s fastest-growing 
market ever; with hosts earning an average 
of US$250 per booking, it promises a life-
changing source of income.

Whereas before, the ubiquitous dish of 
rice, red beans and pork, or a grilled cheese 
sandwich, were served only in state-run res-
taurants, now you can find private paladares 
serving fish tacos and handmade ravioli. 
More than 500,000 people now work in the 
private sector, up from 150,000 in 2010.
Being a cuentapropista is far from easy. 
“There is not an entrepreneur spirit – it 
is a survival spirit,” says Yanoidis Mejias 

Mendoza, consultant for entrepreneurship 
initiative Startup Cuba. An article on ha-
vanatimes.org reads: “The self-employed 
do not have a wholesale market where they 
can purchase supplies at fair prices. As their 
customers are mostly impoverished Cu-
bans, the self-employed are forced to turn to 
the black market, where products are stolen 
from state workplaces.”

NOMINAL WAGE
With no banking system to provide loans or 
mortgages, investment for private enterprise 
commonly comes from remittances sent by 
relatives in the US. Miami-based Havana 
Consulting Group estimated US$3.3 billion 
was transferred in cash and goods in 2015.
The average state salary in this Communist 
nation is the equivalent of US$25 a month, 
paid in CUP (Cuban pesos). But a second 
currency, the CUC convertible peso, is also 
widely used and desired – this is what you 
will be issued as a foreigner, and it has con-
sequently created a second economy. One 
CUC is pegged at an exchange rate of one 
US dollar and is equal to 25 CUP, but prices 
are not always relative to wages, meaning 
commodities are expensive if all you re-
ceive are Cuban pesos. (A bottle of beer is 
1CUC/25CUP.)FO
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It’s strange to come to a place that has been held back for so long, especially when, in its heyday, it was 
dubbed the Las Vegas of the Caribbean.
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Martin, the owner of an eight-room casa 
particular in Havana Centro, tells me: “I’m 
an economist with two master’s degrees and 
three languages and I earn the equivalent of 
30CUC a month. I work six days a week but 
have never left Havana as renting a car for 
five days would be a year’s salary. The prices 
are not relative to our salary because of the 
‘blockade’ – we have to import bananas, 
pineapples, TVs, everything.”

Tour guide Nelson Albuquerque tells me 
why he gave up his job as a lecturer at the 
University of Havana. “A peanut vendor or 
taxi driver could make more money than a 
professor because you can earn tips. I quit 
the university because I could only earn 
1,000 pesos [US$40] a month. In the eight-
ies it was something like 300 or 400 pesos, 
which was enough, but the prices have gone 
up faster than salaries. It’s very demotivat-
ing.”

He adds: “Things are changing for the 
better, though. They are trying to raise the 
salaries of professionals and foreign compa-
nies are coming in.” What the government 
does provide are food rations, a home, free 
education and healthcare – medical exper-
tise is one of the country’s biggest exports, 
generating US$8 billion a year.

OPENING DOORS
Tourism accounts for 10 per cent of Cuba’s 
GDP, with 3.7 million people estimated to 
have visited in 2016. Many are from Cana-
da (1.2 million in 2015), but US travellers 
surged 77 per cent in 2015 to 161,000, and 
travel from the UK was up 26 per cent.

The problem is a shortage of hotels. 
Thanks to the 2014 Foreign Investment Law, 
there are plans for an extra 100,000 rooms 
by 2030, on top of the 65,000 presently. How-
ever, until 2014, 100 per cent foreign invest-
ment wasn’t allowed, so there has been little 
presence from international brands apart 
from Spain’s Melia and Iberostar.

Still, Kempinski was tipped to manage 
the five-star Manzana hotel in Havana from 
the end of 2016, while Accorhotels plans to 
open the Sofitel So La Habana in the UNE-
SCO-protected old town in 2018. In March, 
Starwood became the first US hotel group 
in 60 years to forge a management deal in 
Cuba. The Quinta Avenida in Miramar was 
rebranded under its Four Points by Sheraton 
brand in June, while the 19th-century Hotel 
Santa Isabel and the elegant Hotel Inglater-
ra will become part of the Luxury Collection 
when revamped. (All of these will be joint 
ventures.) In the commercial district of Ve-

dado is La Fabrica de Arte Cubano (FAC), an 
old red-brick cooking oil factory converted 
by local musician X Alfonso in 2014. Now a 
trendy entertainment venue, it has art gal-
leries, bars and performance halls for live 
jazz, while next door is the El Cocinero res-
taurant and rooftop bar.

Havana’s more privileged youth hangs 
out here – on Halloween weekend, I watch 
one man sip a mojito with a straw through 
the gap in his Anonymous mask. These are 
the new 1 per cent. Change may not come 
as a tidal wave, and people may lament the 
inevitable arrival of Starbucks and McDon-
ald’s, but capitalism is breathing new life 
into Havana. In 2018, Raul will step down, 
bringing an end to the Castro era, and mak-
ing room for further free market reforms.

Soft power from the West has already come 
in the guise of the Rolling Stones, who gave 
a free concert in Havana last March. Two 
months later, Karl Lagerfeld staged a Chanel 
fashion show on Paseo del Prado boulevard. 
Flown in were 700 models, PRs, reporters, 
stylists, make-up artists and celebrities (in-
cluding Kim and Kanye), while 170 vintage 
convertibles took part in a VIP parade, honk-
ing their horns as they drove. What must Fi-
del have thought?

Being a cuentapropista is still far from easy. Cubans say that that is not an entrepreneur spirit  
– it is a survival spirit.
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Tourism accounts for 10 per cent of Cuba’s GDP, with 3.7 million  
people estimated to have visited in 2016.
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SINGAPORE: WHERE  
BUSINESS AND EXCEPTIONAL 

EXPERIENCES MEET
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EASE OF PLANNING 
BUSINESS EVENTS
Singapore is located within a seven-hour 
flight radius of half the world’s population 
and offers excellent connectivity to the Asia 
Pacific region via Changi Airport. Widely 
acknowledged as one of the best airports in 
the world, Changi is served by numerous 
leading airlines.

The island’s extensive global trade and 
communications networks provide market 
access to the region of Asia Pacific and the 
rest of the world. Singapore is Asia’s most 
competitive country according to WEF 
Global Competiveness Report 2015-16.  
It also ranks as the world’s second easiest 
place to do business (Doing Business 2017 

Report). Singapore boasts safe, clean and 
green environment, as well as a varied range 
of public transport alternatives that provide 
services covering the entire island. These 
range from the public buses, Mass Rapid 
Transit (MRT) and Light Rail (LRT) systems, 
as well as taxis.

EXCITING MIX OF BUSINESS 
AND LEISURE
Singapore boasts an unparalleled range 
of state-of-the-art convention centres, 
exhibition halls and meeting spaces. Sands 
Expo and Convention Centre can host 
groups between 30 and 19,000 at once. The 
venue is also home to South-Asia’s largest 
ballroom for up to 8,000 guests. Suntec 

Singapore Convention and Exhibition 
Centre is another perfectly suited venue that 
can seat up to 12,000 delegates and boasts 
the world’s largest high definition video wall 
as well as latest event technology such as 
holographic projections. 

Singapore also offers a variety of unique 
meeting spaces which allow event organizers 
to mix business with exciting leisure 
experiences. A few notable attractions which 
features stunning spaces for business events 
includes the Gardens by the Bay (which 
houses the World’s tallest indoor waterfall), 
Night Safari (the world’s first nocturnal 
zoo), as well as cultural and heritage venues  
such as ArtScience Museum and National 
Gallery.

Singapore - one of Asia's most fascinating countries, is a perfect destination for business 
events as it provides both organizers and delegates with an ease of mind and a sense of fun.

Marina Bay
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For an unforgettable and memorable 
experience for delegates and incentive 
group, plan a day of fun in the sun at Sentosa, 
a popular island resort off Singapore. 
The island offers thrilling teambuilding 
activities such as an amazing race around 
Universal Studios theme park, daring 
obstacle courses at Megazip Adventure 
Park as well as a indoor skydiving at iFly 
Singapore. For the less active groups, visit 
the magical S.E.A Aquarium with the 
world's largest acrylic panel in its Ocean 
Gallery or sip a cocktail with stunning 
views at Tanjong Beach Club. 

To enjoy Singapore's nightlife, explore the 
vibrant Marina Bay precinct. It is a home to 
trendy rooftop bars such as LeVel 33, Ce La 
Vi and Lantern with magnificent views of 
the city skyline. Other must-visit points of 
interest in the precinct also include the iconic 
Esplanade - home of Singapore's performing 
arts as well National Gallery, South East 
Asia's largest display of modern art.

Those who have visited Singapore before, 
know that the city is a real shopping haven. 
You will find here big swanky malls in 
Orchard Road, which has been voted as one 
of the world’s best shopping streets, as well as 
countless smaller boutiques in Haji Lane or 
Ann Siang Road.

HOTEL SCENE
With more than 300 hotels and over 60,000 
rooms, Singapore caters to every budget and 
preference – from no-frills accommodation 
to boutique hotels, modern business hotels 
and luxury beach resorts.

The city’s largest hotel, the Marina Bay 
Sands, offers 2,561 rooms. The second 
largest - Swissotel The Stamford, has 1,261 
rooms, while Mandarin Orchard Singapore, 
the third largest hotel in Singapore, offers 
1,077 rooms. One of the latest additions to 
Singapore’s hotel portfolio is the 654-room 
JW Marriott Hotel Singapore South Beach 
with a grand ballroom available for various 
large-scale events. Another one is the Park 
Hotel Alexandra, offering 442 botanical 
themed rooms and four meeting spaces for 
up to 150 guests.

UNIQUE CULINARY
EXPERIENCES
There’s no better way to experience the 
melting pot of Singapore’s cultures than by 
trying street food – or ‘hawker’ food, as it’s 
known in Singapore, in the city’s cultural 
precincts. 

Little India abounds in shopping centres 
and boutiques with ethnic products, as well 
as beautiful temples and delicious food, 

including  Tamil specialities and Punjabi fare 
such as butter chicken and sheesh kebabs.
Kampong Glam features numerous trendy 
cafés, colourful streets, heritage sights, 
quirky boutiques and great food, such as the 
delicious fried fish with house chilli served 
in Bumbu restaurant on Kandahar Street.

Chinatown is famous for its souvenir stalls 
on Pagoda Street, as well as the Chinatown 
Food Street with 24 hawker stalls serving 
delicious food while Tiong Bahru Food 
Centre is known for its hipster vibe and cosy 
cafes and restaurants.

Joo Chiat neighbourhood offers a glimpse 
into Peranakan culture, as well as some of 
the best hawker-style food, including katong 
laksa, a broth with a spicy coconut milk 
base. Other must-try dishes include nyonya 
kueh chang (rice dumplings) and traditional 
nyonya kuehs (pastries).

Singapore’s fine-dining scene is just as 
enticing, featuring celebrity chef restaurants 
such as Gordon Ramsay’s Bread Street 
Kitchen and Michelin-starred restaurants 
such as Chef's Andre Chiang's Restaurant 
Andre.

With top-notch entertainment offerings 
and a host of amenities to host quality 
business events in Singapore, why go 
anywhere else?

The Supertrees and the OCBC Skyway  
at Gardens by the BayNight Safari

Joo Chiat/Katong
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NOSALOWY DWÓR 
RESORT&SPA

Hotel ZAKOPANE
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This impressive com-
plex comprises four 
hotels rated 3 to 5 
stars. The history of 

the resort began with one of the 
most famous Zakopane restau-
rants - the Regionalna - which 
still delights guests with its 
unique cuisine and traditional 
highlander-style décor. The first 
of the hotels, the 3-star Nosa-
lowy Dwór, was established 
several years ago. Located near 
Nosal mountain and offering 
remarkably cosy atmosphere, 
the property is extremely popu-
lar with ski aficionado, partly 
owing to the fact that its own-
ers are also avid skiers. Adja-
cent to Nosalowy Dwór are two 
other properties: the modern 
4-star Grand Nosalowy Dwór 
and the 5-star Rezydencja Nosa-
lowy Dwór - both designed in a 

style reminiscent of best Alpine 
resorts, using the elements 
of the styles of Zakopane and 
the regional architecture. The 
end of 2016 saw the opening of 
Rezydencja II Nosalowy Dwór -  
a property, which is an extraor-
dinary example of the skilful 
use of the latest architectural 
trends combined with the beau-
ty of the mountain landscape. 
The hotel also houses “Gerlach” 
Convention Centre, the largest 
facility of this type in Podhale 
region, offering 1,250 sqm of 
conference space for up to 1,200 
delegates.  

WHERE IS IT?
Nosalowy Dwór Resort&Spa is 
situated in Jaszczurówka - a pic-
turesque district of Zakopane 
and at the foot of the famous 
Nosal ski centre. The railway 

and coach stations are about 3 
kilometres away from the hotel, 
while the ever-popular Wielka 
Krokiew jumping hill is 1.5 kilo-
metres away. The property has 
its own helipad, which is open 
all year round - a good news 
for businesspeople. The clos-
est passenger airports are in 
Poprad, Slovakia and in Cracow 
(Balice Airport) just 100 kilome-
tres from Zakopane. The hotel 
has the BMW Concierge ser-
vice, offering guests test drives 
with latest BMW models.

ROOMS
Each of the hotels offers rooms 
aimed at different customers. 
Depending on their budget, 
these can be both standard 
rooms and luxury accommoda-
tion, such as the Presidential 
Suite situated on the highest 

CONTACT
Nosalowy Dwór Resort&Spa
ul. Balzera 21d
34-500 Zakopane
tel.: +48) 18 20 22 400
fax: (+48) 18 20 22 401
www.nosalowy-dwor.eu
konferencje@nosalowy-dwor.eu
rezerwacja@nosalowy-dwor.eu

PRICE
For prices go to:  
www.nosalowy-dwor.eu

Tried & Tested
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residential floor of Rezydencja 
II Nosalowy Dwór, overlooking 
Giewont, Nosal and Kopieniec 
mountains. Nosalowy Dwór of-
fers 29 guest rooms, Rezydencja 
Nosalowy Dwór 150, Rezydencja 
II Nosalowy Dwór 99, and Grand 
Nosalowy Dwór has 100 rooms. 
Each room comes with an LCD 
TV, wifi, safe, refrigerator and 
minibar. All are bright and spa-
cious, decorated in warm col-
ours, and most of them have 
balconies with a scenic view. In 
total, the whole complex offers 
about 400 rooms and suites.

Other amenities and facilities 
available at the resort include 
ski storage, an underground 
garage, a lobby bar, children’s 
playrooms, a swimming pool 
and sauna, a few restaurants 
and Panoramika café with pano-
ramic views.

Both Rezydencja II and 
Rezydencja Nosalowy are con-
nected with Grand hotel. A 

glass passage on the 3rd floor 
leads to Wellness&Spa Cen-
tre (La Perla Clinic), fitness 
rooms and the café. The roof of 
Rezydencja Nosalowy Dwór, in 
turn, boasts a unique venue - 
Giewont VIP Business Lounge, 
where in addition to meetings, 
presentations and business 
talks held in cosy boardrooms, 
you can admire the views of the 
mountains from the outdoor 
terrace.

RESTAURANTS
The resort has several restau-
rants. Regionalna offers re-
gional dishes made with local 
ingredients, Grand Restaurant 
is known for sumptuous buffet 
breakfasts and dinners, as well 
as a la carte dishes from Polish 
and molecular cuisine. Then 
there is Rezydencja restaurant, 
known for serving delicious 
breakfasts and dinners, based 
on seasonal ingredients.

BUSINESS FACILITIES
The complex offers 23 confer-
ence rooms that can accommo-
date about 2,000 people.

Grand Nosalowy hotel has its 
own Rysy Business and Confer-
ence Centre, while Rezydencja 
II Nosalowy Dwór boasts the 
largest Congress Centre in the 
Podhale region for up to 1,250 
delegates, with state-of-the-art 
AV and multimedia equipment.

The hotel has recently won 
the Brand of the Year award at 
2016 Hotel Brand Awards com-
petition.
 
VERDICT
Diverse business and leisure of-
fer. I recommend the complex 
particularly the organisers of 
large events, as well as to in-
dividual holidaymakers. The 
stunning location in the heart 
of the Tatras, is an additional 
advantage. 

Katarzyna Siekierzyńska

Located near Nosal 
mountain and 

offering remarkably 
cosy atmosphere, the 
property is extremely 

popular with ski 
aficionado, partly owing 

to the fact that its 
owners are  

also avid skiers.
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PAŁAC CIEKOCINKO HOTEL 
RESORT & WELLNESS

Hotel CIEKOCINKO CHOCZEWO MUNICIPALITY
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The palace was built in 
1910, and it owes its 
current prosperity to 
its new owners - To-

masz and Sandra Bałuk, who 
bought the ruined property 
back in 2004 and decided to re-
store it.   Their dream was also 
to build a horse stable, as well 
as extend the existing infra-
structure to be able to organize 
here international equestrian 
events. Those dreams have 
become reality, because since 
2014 Ciekocinko hosts the an-
nual international show jump-
ing competition Baltica Eques-
trian Tour.

WHERE IS IT?
The hotel is situated in Choc-
zewo municipality, in the 
northern part of the Kashubian 
region. It’s only 60 kilometres 
away from the Tri-City, 12 kilo-
metres from Łeba and 5 kilome-
tres from a deserted wild beach. 
It’s also close to the famous 
moving dunes of Słowiński Na-
tional Park, as well as the his-
toric lighthouse in Stilo.

In addition to the palace, the 
100-ha estate features a 22-ha 
landscape park with a small 
Chełst river, as well as another 
hotel property named Powozo-
wnia, which houses suites for 
guests with pets. The rooms 
feature nautical décor. Outside 
the palace there are picturesque 
green pastures, a horse pad-
dock, ponds with rowing boats 
and fishing piers, hiking and 
cycling trails, as well as some-
thing for golf lovers - a 12-bay 
driving range shaded by old 
trees and opening out to a vast 
meadow. Many trees on the 
grounds of the complex are nat-
ural monuments, including the 
magnificent Oak Avenue.

Each of the rooms has been designed and furnished individually.  
The interiors were designed by the owners.

Tried & Tested
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CONTACT
Pałac Ciekocinko  
Hotel Resort & Wellness
Ciekocinko 9
84-210 Choczewo
tel.: +48 58 572 25 08
www.palacciekocinko.pl

PRICE
Double room with breakfast - 
from PLN 800

ROOMS
Each of the 30 rooms has been 
designed and furnished indi-
vidually. Particularly demand-
ing guests may book the Tower 
Suite (Apartament w Wieży), 
offering a stunning view on all 
four sides, or the Presidential 
Suite with a 35 sqm terrace. 
Each room comes with an LCD 
TV, wifi, a safe, a minibar and 
espresso machine. Powozownia 
houses 10 Country Cottage & 
Sea with seaside style décor. 
All the interiors are decorated 
in eco-friendly colours of white 
and blue with the addition of 
wooden elements.

Ciekocinko in its current 
incarnation is a true architec-
tural gem. The interiors were 
designed by the owners, whose 
priority was to restore the pal-
ace with utmost attention to 
detail and highlight the historic 
atmosphere of the place. The 
palace features restored Art 
Nouveau and Biedermeier fur-
niture that was purchased in 
various parts of Europe. I was 
particularly impressed with the 
handmade wallpapers made by 
Bradbury & Bradbury in San 
Francisco, luxury British Per-
rin & Rowe and Lefroy Brooks 
bathroom fittings, as well as 
bed linen and towels by Irish 
company Liddell. The owners 
also created the unique corner, 
called the Green Room (Zielony 
Salon), where you can have a 
cup of genuine English tea and 
read old books.

The rooms situated on the 
ground floor are open to all 
visitors who would like to learn 
more about the turbulent and 
extraordinary history of the pal-
ace and its surroundings. You 
will find there old prints, photos 
and albums that will give you a 
better idea of how much had to 
be done to restore the palace to 
its former glory.
 
RESTAURANT AND BISTRO
One of the highlights of the 
whole complex is the 1906 
Gourmet Restaurant that offers 
a tasting menu, as well as the 
atmospheric Luneta & Lorneta 

Bistro Club. Both are located in 
the basement of the palace and 
are a good option for lunch or 
exquisite dinner with live jazz 
music. Both restaurants are 
managed by Paweł Dołożonek, 
recognized in 2015 by the Yel-
low Guide Gault & Millau as 
“The Chef of the Future in 
Northern Poland”. There is 
also something for wine and 
spirits lovers. The hotel cellar 
stores more than 140 wines 
and champagnes, as well as 
280 types of vodka, cognac and 
whisky.       

VERDICT
History and modernity have 
met here to create something 
very unique. The palace offers 
the luxury of the highest order, 
but without being pretentious. 
It’s a perfect place to unwind at 
the weekend or organize events 
and conferences. A real treat for 
horse aficionado and a unique 
spot for equestrian training un-
der the watchful eye of the own-
er - Sandra Piwowarczyk-Bałuk, 
a member of the national eques-
trian team.  

Katarzyna Siekierzyńska    
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BUY ON BOARD: 
SNACK ATTACK

British Airways is the latest full-service carrier to start  
charging for short-haul food. Is there anything to be gained 

for the passenger, asks Marisa Cannon.

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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Lufthansa, Premium Economy

Back in 1987, former American 
Airlines boss Robert Crandall 
worked out a way to save the car-
rier US$40,000 every year, simply 

by removing the olive from each salad that 
was served on board. At 20 cents apiece, the 
garnish went down in history as one of the 
most marginal, yet effective cuts to save an 
airline money.

HOW TO BE COMPETITIVE
Crandall’s cost-cutting techniques are just 
as relevant today. While recessions and low 
passenger counts plagued airlines in the 
1990s, the past 20 years have presented the 
industry with a different set of challenges.
In Europe, many of these have come from 
budget carriers, the growing networks and 
low fares of which have seized 40 per cent 
of the short-haul market. To compete, full-
service airlines have begun charging for 
“perks” once included in the cost of a ticket, 
such as seat allocation, checked baggage 
and, now, meals.

On its European flights LOT Polish Air-
lines has been offering Economy class pas-
sengers only free water and a chocolate bar. 
For sandwiches, salads and wraps, as well 
as for hot drinks and spirits you have to 
pay extra. In September, British Airways 

announced that it would axe its short-haul 
meal service for economy class passengers.  

NO MORE FREE LUNCHES?
Full-service carriers in the US have been 
charging for food for years. Deregulation in 
the 1980s meant that airlines had to get ag-
gressive on price, and one way of doing this 
was by charging for additional services. By 
the early 2000s, United, Delta and Ameri-
can Airlines had all trialled buy-on-board 
menus on their domestic flights.

Dan McKone, head of travel and trans-
portation at consultancy LEK, says that buy-
on-board is part of a much larger ancillary 
revenue movement among airlines. “Low-
cost carriers were the first to embrace ancil-
laries but over the past decade, it has come 
to legacy carriers,” he says. “United was the 
first to launch bag fees in the US, but this 
was part of a much larger ‘Travel Options’ 
programme that it introduced over time.”

Travel Options is part of a trend for “a la 
carte” pricing among some airlines, which 
allows passengers to opt for chargeable 
extras on top of a basic fare. Other North 
American carriers have followed suit – Air 
Canada has a version that offers four fare op-
tions covering various sets of add-ons, such 
as priority boarding, additional air miles 

and an onboard meal voucher. In 2015, 
Delta rolled out five different categories of 
ticket, from Basic Economy to the business 
class Delta One fare. American Airlines had 
a similar bundle system but has just discon-
tinued it in favour of a system of customis-
able add-ons.

Back in Europe, Irish airline Aer Lingus 
has charged for food and drink on its Eu-
ropean economy flights since 2003. “The 
reason was simple – only some customers 
wished to eat on board and others didn’t 
wish to pay for it,” says Declan Kearney, its 
director of communications. “Yes, it was a 
cost issue but it was equally a customer pref-
erence issue in that the product offering was 
no longer relevant.”

ATTRACTIVE FARES
Low-cost carriers have an edge in that they 
know what a large part of the market is and 
isn’t willing to pay for. Kearney says Aer Lin-
gus had to respond to the success of budget 
rivals such as Ryanair, which has tried to 
buy the flag carrier three times since 2006.

“We radically reduced our cost base to 
provide attractive fares that were relevant 
to the market,” he says. “We differentiated 
ourselves from Ryanair in that we provided 
better service, central airports, assigned 
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seating and other features but the blanket 
provision of meals on board flights of one to 
three hours was not something that custom-
ers said they wanted or were willing to pay a 
fare premium for.”

Despite this, some full-service airlines 
see in-flight catering as an opportunity to 
build brand loyalty with  customers. An-
dreas Koster, senior director of sales at Luf-
thansa for the UK, Ireland and Iceland, says: 
“The Lufthansa product includes all food 
and drink within the cost of the ticket and 
we have no plans to change this. We see the 
full-service offering as a positive investment 
in customer satisfaction and retention.”

According to BA’s Cruz, it’s difficult to 
compete on choice and quality in economy 
without charging. “We could have spent 
more money and increased the amount of 
food on board but the logistics and cost be-
hind it would have become prohibitive and 
completely uncompetitive,” he said.

QUALITY CONTROL
Setting aside the matter of cost, you may 
find the  variety of buy-on-board menus 

preferable to a free bag of nuts or pretzels. 
On f lights over 900 miles, Delta Air Lines’ 
Flight Fuel menu offers a fruit and cheese 
plate, Starbucks coffee and wraps from 
health-oriented brand Luvo,  which are 
under  500 calories and have limited salt 
and sugars. Air Baltic allows you to “cre-
ate your own tray” by pre-ordering from 
a selection of 70 small dishes, including 
Latvian-style chicken breast, salmon teri-
yaki, and a cheese and cured meats break-
fast platter.

Food waste is one issue that the buy-on-
board model is able to handle more effec-
tively because airlines can forecast demand 
for products based on the  profile of each 
flight. Certain flights will sell more items 
than others depending  on  the sector, the 
time of day and whether it is a business or 
leisure route, and the flight can be stocked 
accordingly.

As a source of revenue, buy-on-board is 
an example of companies developing “prod-
uct edges” – ways to monetise services that 
already exist within the business. McKone 
says: “Buy-on-board allows airlines to fulfil 

this customer need only for the segment of 
customers that requires it. We have seen in-
creases in both airline profit and passenger 
satisfaction resulting from opt-in enhance-
ments like buy-on-board.”

Airlines today have their work cut out 
to turn a profit and, despite the initial un-
popularity, buy-on-board might be one of 
the few ways that traditional carriers can 
gain a competitive edge. As more and more 
of them adopt the policy, it’s likely that trav-
ellers will get used to expecting it on every 
flight.

WHO SERVES WHAT
IBERIA
● Hot food: Yatekomo chicken noodles 
(€3.50), Jerez consommé (€2.50)
● Sandwiches and tapas: cured pork loin 
with breadsticks (€6.50), croissant with egg, 
cheese and salad  (€6.50), Spanish sausage 
with breadsticks (€3.50), cheese and turkey 
ham toasted sandwich (€5.50)
● Alcohol: Arnegui rioja (€5), Cava Anna 
Codorniu Brut (€6.50), Maestra beer (€4), 
Gin Mare and tonic (€11.50)

Food waste is one issue that the buy-on-board model is able to handle more effectively because airlines 
can forecast demand for products based on the profile of each flight.
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DELTA AIR LINES
● Sandwiches: Mesquite-smoked turkey com-
bo ($10), Luvo southwest grilled chicken wrap 
($9.99), honey maple turkey breakfast ($8.49)
● Snacks: fruit and cheese platter ($8.49), ta-
pas box with Calbee Harvest Snaps Snapea 
crisps, Pick Pocket hummus dips, Quinoa 
Queen with pepper dip, Madi K’s almonds 
and Endangered Species dark chocolate 
($8.99); crave snack box  including Nabis-
co Original wheat thins, Cheez-It crack-
ers, Hormel hard salami, cheddar cheese 
spread, Skittles and Tic Tac mints ($7.99)
● Alcohol: Bombay Sapphire gin, Canadian 
Club Reserve whisky, Dewar’s Scotch ($8), 
pink martini, margarita ($8), Blue Moon 
and Samuel Adams beer (£$7), Wente Vine-
yards wines ($8)

BRITISH AIRWAYS
● Fresh food: yogurt with berry compôte 
and granola (£1.95), fruit salad (£3.10)
● Sandwiches: Aberdeen Angus beef and red 
onion chutney bloomer (£4.75), bacon roll 
(£4.75), cheddar cheese ploughman’s (£3)

● Snacks: sea salt and balsamic vinegar 
hand-cooked crisps (£1), wasabi peas 
(£1.60), oriental snack mix (£2), superfruit, 
nut and seed flapjacks (£1.45), Percy Pig 
sweets (£1.85), chocolate pretzels and candy 
popcorn (£2.45)
● Alcohol: Bombay Sapphire gin, Johnny 
Walker Red whisky, Smirnoff Red vodka 
(£4.50), mixers (£1.50), red or white wine 
(£4.50), Prosecco Bottega Gold (£6), Becks 
lager (£4)

AER LINGUS
● Hot food: Irish breakfast with sausages, 
bacon, black and white pudding, hash 
browns, grilled tomato, McCambridge 
brown bread, tea or coffee (€10)
● Sandwiches: chicken and stuffing; 
croque monsieur; cheese, coleslaw and  
rocket (€5)
● Snack packs: Tex-Mex nacho rice crackers 
and bruschetta dip, Jacob’s crackers with soft 
cheese, Dairy Milk bar; gluten-free multi-
seed crackers, hummus, mixed seeds, dried 
fruit and Belgian chocolate biscuit cake (€5)

● Alcohol: Senorio de los Llanos tempra-
nillo, Dudley’s Stone chenin blanc (€6), cava 
(€7), Cork dry gin, Smirnoff vodka, Bacardi 
rum (€6), mixers (€1.50)

EASYJET
● Hot food: The Food Doctor couscous 
and lentil pot (£2.70), Heinz tomato soup 
(£2.50), Moma porridge (£2.50)
● Sandwiches: hot focaccia caprese; hum-
mus and falafel wrap; chicken Caesar or 
hot bacon baguette; croque monsieur 
(£4.50)
● Snacks: Mezze box with green olives, 
feta cheese and roasted red pepper dip, 
hummus, rosemary crackers and baklava 
(£4.50), Joe and Seph’s salted caramel pop-
corn (£1.80), Michel et Augustin cookies 
(£2.50)
● Alcohol: Absolut vodka, Jack Daniel’s, 
Bacardi (plus mixer, £5.60), Aperol spritz 
(£4.50), Magners cider (£4), Malbec Calvet 
Varietals, Paul Sapin organic sauvignon 
blanc (£4.50) half-bottle Piper-Heidsieck 
champagne (£16)

As a source of revenue, buy-on-board is an example of companies developing “product edges”  
– ways to monetise services that already exist within the business.
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Lufthansa, the most 
popular German airline 
among passengers fly-
ing from Poland, con-

sistently expands its flight net-
work. The summer schedule of 
the carrier will see the addition 
of two new destinations - Nantes 
in the Pays de la Loire region of 
France, and Santiago de Com-
postela in northern Spain. In 
addition, Lufthansa is introduc-
ing eJournals on board its air-
craft.

NEW SUMMER 
DESTINATIONS 
FROM MUNICH
Starting next summer, Luf-
thansa will be extending its 
route network from Munich to 
include two great new flight des-
tinations. From 28 March 2017, 

there will be flights six times a 
week from Munich to Nantes 
in the Pays de la Loire region of 
France and, at the beginning of 
the Easter holidays, on 9 April, 
Lufthansa will for the first time 
be offering flights from Bavar-
ia‘s capital city to Santiago de 
Compostela in northern Spain. 
In addition, from 27 March 
2017 onwards, there will also be 
flights departing from Frank-
furt every Monday, Thursday 
and Friday to the pilgrimage 
destination in Spain. On top 
of this, travellers will also have 
the chance this summer to fly 
non-stop to Marrakech for the 
first time. There will be flights 
twice a week to the Moroccan 
royal city - popular with lovers of 
culture - departing every Friday 
and Sunday.

 As well as these new des-
tinations, the summer flight 
schedule is also being expanded 
to include more flights to some 
already popular destinations - 
more weekly flights to Malta, 
Dublin, to the Romanian city of 
Sibiu and to Geneva.   

North America fans will be 
happy too - both the Canadian 
city of Montreal and Denver in 
the USA will feature daily in 
the flight program in future.  
There is also something special 
coming for Lufthansa passen-
gers traveling to Boston - from 
March onwards, the new Luf-
thansa A350-900 will be flying 
to this city in New England. 
This aircraft is currently the 
most advanced and most envi-
ronmentally-friendly long haul 
aircraft in the world. And if you 
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don't want to wait until then for 
this amazing new flight experi-
ence, starting on 10 February, 
you can fly in the Airbus A350-
900 to New Delhi.  Lufthansa 
will be operating daily flights 
to the Indian capital city right 
through the summer.
 
DIGITAL READING ABOVE 
THE CLOUDS- LUFTHANSA 
HAS A WIDE SELECTION
A huge selection of magazines 
and newspapers, available at any 
time and never out of print. A 
dream? Not at all! Lufthansa is 
introducing eJournals on board 
its aircraft.

Whether it's sport, news or 
cars, or perhaps travel, celeb-
rity gossip, music or food – the 
range of themes covered by the 
magazines and newspapers on 
offer is wide. Currently there 
are more than 250 digital ti-
tles available, including quite a 
number for children, and with a 
choice of 18 different languages. 
Interestingly, the digital content 
can be accessed by Lufthansa 

passengers up to three days be-
fore their date of travel.  There 
are plans to extend the selection 
even further in the future.

Downloading the digital read-
ing material works very simply 
- by going to lh.com/eJournals 
via the Lufthansa app, and enter-
ing their name, plus either their 
booking code or ticket number, 
passengers can select their fa-
vourite titles, download them 
and then save them on their own 
electronic device. The reading 
material chosen is then available 
to them as a PDF file, even after 
the flight for an unlimited period.

Depending on which booking 
class the passengers are in, any-
thing between one and twenty 
digital magazines/newspapers 
can be selected per flight, in a 
period starting from up to three 
days before the flight and run-
ning up until to the end of the 
journey. If they wish, they can 
also download further digital 
newspapers or newspapers on 
top of this for a fee. By switching 
over to digital reading material, 

Lufthansa is not only able to pro-
vide a better service to its passen-
gers through the considerably 
wider spectrum of magazines 
and newspapers - in far more 
genres and languages – which it 
can offer. A contribution is also 
made towards protecting the 
environment; the e-journals are 
more sustainable, as no paper 
or printing ink needs to be used 
and there is no requirement for 
logistics services for their distri-
bution. The reduction of printed 
reading materials at the same 
time means less weight on board 
and so also helps to reduce kero-
sene consumption.

In the Lufthansa lounges 
and in the First Class sections 
on long haul flights, the usual 
printed reading material will 
still be provided. In addition, at 
Lufthansa's Frankfurt and Mu-
nich hubs, as well as at Berlin, 
Stuttgart, Hamburg and Düs-
seldorf airports, newspapers 
will be offered to all Lufthansa 
passengers from one of several 
central distribution points.

Lufthansa is 
introducing eJournals 
on board its aircraft. 

A huge selection 
of magazines and 

newspapers, available  
at any time and never 

out of print.  
Currently there are 

more than  
250 digital titles 

available, including 
quite a number for 
children, and with a 
choice of 18 different 

languages.
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NOVOTEL GUARANTEES 
SUCCESSFUL MEETINGS
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Why are four and 
five-star hotels 
so popular with 
event organizers? 

This is because those properties 
are mostly situated in large cit-
ies and offer extensive facilities 
tailored to the needs of MICE 
industry. In Poland, MICE or-
ganizers often turn to Novotel 
hotels, as they offer spacious 
meeting venues equipped with 
state-of-the-art technology.

GLOBAL SOLUTIONS 
Novotel hotel chain boasts years 
of experience in organizing vari-

ous types of events. Basing on 
this experience, the brand has 
prepared a special offer for event 
organizers, called Meeting at No-
votel.  The offer is available across 
all hotels of the brand and indi-
vidually tailored to the needs of 
the customer. What is more, the 
offer is continuously improved, 
as the brand keeps introduc-
ing new technological solutions 
and upgrades to its product, to 
make it even more competitive. 
The well-trained team of experts 
is able to meet even the most 
unusual challenges requested 
by customers. A good offer for 

MICE industry should meet the 
needs of the customer, but also 
guarantee good solutions and a 
flexible team of specialists. Event 
organizers are provided with 
the assistance of a professional 
coordinator and offered modern 
conference facilities, as well as 
an excellent catering offer. Now-
adays, rigidly defined solutions 
may hinder success, especially 
on such a demading and com-
petitive market. 

BIGGER IS BETTER
There are a total of 13 Novotel 
hotels in Poland - all of them 

Novotel Warszawa 
Centrum is one  

of the landmarks 
of the capital and has 
been part of the city’s 

landscape for more than 
40 years now.

Novotel Warszawa Centrum
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are situated in city centres or 
areas that are well communi-
cated with central districts. The 
largest Novotel properties, re-
garding meeting facilities and 
number of rooms, are Novotel 
Warszawa Centrum and Novo-
tel Wrocław Centrum.  Their 
biggest advantage is the state-of-
the-art equipment that matches 
the most advanced solutions of-
fered by the brand in other ho-
tels around the world.

NOVOTEL WARSZAWA
CENTRUM
This hotel is one of the land-
marks of the capital and has 
been part of the city’s land-
scape for more than 40 years 
now. In 2002 it was rebranded 
under the Novotel name.  The 
property is one of the brand's 
largest in Europe with 742 air-
conditioned guest rooms and 
more than 1,200 sqm of confer-
ence space. Event organizers 
can make use of its 9 confer-
ence rooms that can accommo-
date up to 600 people at a time. 
Regardless of the configura-
tion of the conference space, 
delegates are always guaran-
teed free access to Internet, as 
well as multimedia screens, 
overhead projectors and the 
central panel to control vari-

ous functions of the rooms. In 
addition, the hotel has 7 dedi-
cated meeting rooms that are 
perfect for smaller business 
meetings. Another advantage 
is the hotel’s car park for 600 
vehicles. These figures clearly 
show that Novotel Warszawa 
Centrum is a perfect venue 
to organise events of diverse 
scale and character.

NOVOTEL WROCŁAW
CENTRUM – IBIS WROCŁAW 
CENTRUM
This unique property on the 
business map on Wrocław, is 
an innovative combo concept, 
where under one roof AccorHo-
tels group offers two types 
of hotels - a mid-scale and a 
budget one. Implemented in 
2016, the combo concept signif-
icantly improves the property’s 
attractiveness, as it offers in 
total 304 rooms, including 112 
ones that will appeal to more 
cost-conscious guests. Novotel, 
on the other hand, offers im-
pressive conference facilities 
that comprise 11 rooms. Five of 
them can be combined to cre-
ate one larger room for up to 
500 guests. Most of the rooms 
are equipped with multimedia 
panels to control lighting, the 
sound system or the overhead 

projectors.  Broadband inter-
net is available across all the 
rooms.

MOMENT OF PLEASURE AND 
REWARDED LOYALTY
One of the indispensable ele-
ments of each conference or 
business meeting is the coffee 
break. Novotel hotels are known 
to provide remarkable event 
catering, including spicy and 
sweet snacks that will be a real 
treat for the participants. Chefs 
at NOVO2 Lounge Bar are work-
ing hard to produces new and 
innovative culinary solutions, 
tailored to the needs of even the 
most demanding gourmets.
 No need to say that a returning 
customer is a happy customer. 
Within the Le Club Accorhotels 
loyalty scheme, there is now a 
new programme - Le Club Ac-
corHotels Meeting Planner, 
aimed at event organizers. The 
programme enables organizers 
to collect points both for indi-
vidual hotel stays and events or-
ganized in the property.
Novotel hotel chain is continu-
ously developing its offer. Every 
day the ongoing projects are 
hone to perfection, while teams 
of specialists work on new con-
venient solutions for guests. 
novotel.com

Novotel hotel chain  
is continuously 

developing its offer. 
Every day the ongoing 
projects are honed to 

perfection, while teams 
of specialists work 
on new convenient 

solutions for guests.

Novotel Wrocław Centrum
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PERFECT  
BUSINESS LUNCH  

 FAST AND HEALTHY
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Many people live 
in a constant 
rush, which is 
understandable, 

because celebrating meals is 
against the corporate lifestyle. 
However, fast business lunch-
es can also be healthy. Fusion 
restaurant, one of the most in-
teresting culinary venues on 
the business map of the Polish 
capital, knows how to meet the 
expectations of businesspeople. 
Dishes that are prepared here 
with passion and care by chef 
Janusz Korzyński, appeal to its 

international clientele, includ-
ing the guests of The Westin 
Warsaw hotel, where the restau-
rant is situated.

PERFECT LUNCH
To meet the expectations of em-
ployees who work in companies 
located near the hotel, Korzyński 
has created an excellent offer of 
business lunches. Inspired by 
seasonal ingredients, the Super-
FoodsRX menu is healthy and 
provides energy for the whole 
day. One of the advantages is also 
the option to book a table online. 

It’s a very convenient solution for 
those who want to reserve a table 
without too much hassle and at 
the same time have access to spe-
cial offers.

Business lunch at Fusion res-
taurant is an excellent choice 
for a meeting with customers, 
a break from work or simply a 
calm moment after a busy day 
in the city. Each day the chef 
offers a different lunch menu 
that fits well with the Eat Well 
- Jedz Dobrze philosophy. From 
Monday to Friday from 12:00 
to 16:00, the chef offers a two-
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course business lunch in fusion 
style, for PLN39. The menu var-
ies every day. The price of the 
lunch includes apple lemonade 
with ginger. Apart from the 
main dishes, you can also opt 
for delicious dessert for only 
PLN15.

WEALTH OF FLAVOURS
The dishes on the business 
lunch offer include Thai-
style duck, udon noodles with 
shrimp, herring tartare with 
green apple, ginger and chive 
sauce, or Cappellacci with 
stewed veal in mushroom 
sauce. Interestingly, to comple-
ment the standard lunch, the 
restaurant also offers a number 
of buffet dishes served in the 
“all you can eat” form. The offer 
changes seasonally.

On Fridays the restaurant or-
ganizes Fish Market evenings 
with rich buffet menu, best 
seafood (including oysters and 
mussels), as well as the most 
exquisite types of fish. There 
are also cooking stations where 
you can compose a dish of your 
choice. This, of course, is done 
under the watchful eye of the 
chef who helps you select the 
most appropriate ingredients. 
Fish Markets are a unique op-
portunity to enjoy delicious fu-
sion style snacks, as well as sal-
ads and wok dishes. The feast 
ends with delicious dessert pre-
pared by the restaurants chief 
confectioner Adam Jakubowski.

SECRET OF SYNERGIES
The cuisine offered at Fusion 
combines the flavours of the 
East and West. Dishes are pre-
pared with SuperFoodsRX in-
gredients as well as fresh, sea-
sonal products. The key idea is 
to obtain synergy between all 
the ingredients, by combining 
them in an appropriate way. 
“Our guests are often sur-
prised to learn that the dishes 
offered in our SuperFoodsRX 
menu have been created in 
collaboration with nutrition-
ists,” says Janusz Korzyński. 
SuperFoods contain lots of 
vitamins that are healthy, 

but above all, improve a per-
son's mood and concentration.  
Janusz Korzyński began his cu-
linary adventure about 30 years 
ago. His career was bolstered by 
his travels e.g. to RSA, where he 
tried products that were una-
vailable in Poland at that time. 
In Warsaw he began at the Mar-
riott hotel, then he was hired by 

Sheraton. He has been the head 
chef at Westin for 13 years. “The 
most pleasant aspect of my work 
is the fact that cooking is a pas-
sion to create, which adds to the 
joy of working,” says Korzyński. 
“Eating is pure pleasure. I often 
start and end my day in our pa-
tisserie, because I have a soft 
spot for sweets,” he adds.

Business lunch at Fusion restaurant is an excellent choice  
for a meeting with customers, a break from work or simply a calm moment 

after a busy day in the city.
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LEISURELY  
WEEKENDS
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Do you feel like un-
winding? Are you 
looking for an unu-
sual place to do so? If 

you have answered “yes” to both 
those questions, then we think 
we have a good offer for you. 
Głęboczek Vine Resort & Spa is 
a hotel designed for people who 
appreciate leisurely lifestyle, 
away from the hustle and bustle 
of the big city.

The hotel is located in a 
charming spot of Brodnickie 
Lakeland, on the shore of For-
bin lake. The unique design of 
the resort is a combination of 
the historic manor and farm-
stead architecture with the ele-
ments of ethno style and mod-
ern technological solutions. Do 
you like luxury stays, but at the 

same time long for the rustic at-
mosphere and being close to the 
nature? This is the right place. 
Głęboczek is a truly unique spot 
that ticks all those boxes.

HOTEL WITH A VIEW
The hotel is surrounded by 
vineyards, where almost 150 
types of seedlings are planted. 
The restaurant has the Slow 
Food recommendationt and 
its guests can be assisted by 
a sommelier or take part in 
Wine Academy organized by 
Głęboczek Vine Resort & Spa, 
where they can explore the se-
crets of winemaking.

SPA ZONE
The atmosphere in the spa 
zone of the resort is unique, al-

most idyllic. You will find there 
swimming and vitality pools, 
as well as Brodnickie Baths 
zone with an aroma-therapeu-
tic sauna, a floral steam bath 
and a peat and mud bath. It’s 
enough to spend a weekend at 
Głęboczek to completely forget 
about the worries of everyday 
life. The rich offer of the on-
site spa treatments and rituals 
is also based on vinotherapy. 
Try Smak Shiraz - a complex 
spa ritual for the face and the 
body for couples. It’s extremely 
popular with Głęboczek's regu-
lars.

Głęboczek Vine Resort & 
Spa is the place to visit. It's the 
perfect sport for a romantic 
getaway for two. A place where 
silence brings joy.

CONTACT

Głęboczek Vine Resort&SPA 
Wielki Głęboczek 1
87-313 Brzozie
tel.: 22 380 59 00
e-mail: recepcja@gleboczek.pl
www.gleboczek.pl
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Serviced apartment companies are introducing new brands to attract all breeds  
of business traveller, reports Marisa Cannon

ROOM TO BREATHE

When you’re away from home 
(and not on holiday), space, 
privacy and the freedom to 
cook when you want can be 

the Holy Grail of a comfortable stay. Ser-
viced apartments offer the allure of famil-
iar creature comforts and the ability to live 
more like a local. The demand is reflected in 
the numbers – the sector has been forecast 
to double in size over the next two years, ac-
cording to a 2015 Spotlight report by Savills 
and the Association of Serviced Apartment 
Providers (ASAP).

STRENGTHEN THE BRANDING
Still, there are plenty of people who wouldn’t 
automatically think about trying one. To 
make themselves more attractive to busi-
ness travellers – and attract a wider variety 
of them, from all generations – serviced 
apartment operators are working hard to 
strengthen their branding.

That’s not only in terms of building rec-
ognition but, in a move that mirrors the 
hotel sector, in breaking their offering into 
different sub-brands. Saco is one example 
of an established operator that has recently 

introduced a new concept – Locke, a design-
led aparthotel brand designed to “combine 
the best aspects of boutique hotels and ser-
viced apartments” with communal spaces 
that “connect you to a community of like-
minded locals and travellers”.

Russell Kett, chairman of hospitality con-
sultancy HVS, says: “It has happened [be-
fore] in the hotel business, where you have a 
lot of niche products playing to an audience 
[looking] for something that isn’t necessari-
ly cookie-cutter. You’re seeing this now with 
serviced apartment providers, too.”
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A report last June from the consultancy 
highlights the number of new brands that 
will soon or have recently launched – there 
is Mode Aparthotel from Bridgestreet, the 
Prem Group’s Premier Suites and Premier 
Suites Plus, and Apple Apartments’ Ex-
clusive brand, which features only luxury 
properties.

BE LIKE AIRBNB
Such moves are no doubt also designed to re-
spond to the threat posed by Airbnb, which 
facilitated 40 million stays in 2015. Airbnb 
isn’t just a home-stay platform for peer-to-
peer transactions but a way of distributing 
serviced apartments. Last year, global opera-
tor Bridgestreet was the first to partner for-
mally with Airbnb’s corporate programme, 
Airbnb for Business, which means its inven-
tory can be booked by Airbnb clients.

Airbnb has had a positive impact on the 
sector in that it has made people more ac-
customed to staying in  apartments for lei-
sure, and so perhaps more comfortable do-
ing it for business as well. This year’s Global 
Serviced Apartments Industry Report re-
vealed that 88 per cent of companies now 
used  apartments for “one business reason 
or another”.

However, it hasn’t been welcomed by eve-
ryone. Thomas Emanuel, director of busi-
ness development at hotel data specialist 
STR Global, says: “Some [serviced apart-
ment] brands are embracing it and others 
aren’t. There are areas that are concerning 
in terms of taxation, and health and safety, 
but ultimately operators will have to adapt.”

Overall, Kett believes that Airbnb has 
raised the sector’s profile. “In the same way 

that Uber and the black taxis of London 
are at loggerheads, it’s a similar issue with 
Airbnb,” he says. “The sharing economy is 
here to stay. It is bringing in new custom-
ers, and expanding the market. I think it’s 
a complementary opportunity, not a contra-
dictory one.”

LOYALTY IS THE KEY
All the same, more still needs to be done to 
increase awareness. A survey conducted by 
market research company BDRC Continen-
tal earlier this year found that most opera-
tors, unless attached to a major hotel group, 
were largely unknown to the public. Many 
can be found through online travel agen-
cies, but this year’s Global Serviced Apart-
ments Industry Report estimated that 28 
per cent of serviced apartment inventory 
was still not bookable online.

Visibility is where hotel groups with 
extended-stay products, such as Marriott, 
Accor and Intercontinental Hotels Group, 
have a clear advantage. John Wagner, found-
ing partner of hotel management company 
Cycas Hospitality, which works with IHG’s 
Staybridge Suites, says: “[It] enables imme-
diate awareness and recognition, particu-
larly in areas where the sector is less well 
known.”

Kett cites the opening of properties by 
some large groups that comprise both ser-
viced apartment and hotels in one. “There’s 
a good example in the combined Holiday 
Inn and Staybridge Suites development 
near the Olympic Park in Stratford,” he says. 
“They’re focusing on both aspects of that 
market; people that want a straight hotel 
and those that want a serviced apartment.” 

In April, UK operator Staying Cool part-
nered with luxury group Bespoke Hotels, 
announcing plans to open mixed-use devel-
opments that combine hotels and serviced 
apartments.

For frequent travellers, loyalty pro-
grammes are an obvious advantage of the 
big hotel names – and that’s something that 
some apartment providers are starting to 
think about. George Westwell, director of 
London operator Cheval Residences, says 
that customer feedback has shown that its 
guests would like a loyalty scheme. “We 
need a programme that has an international 
currency, such as airline miles. We are try-
ing to find a solution that will be beneficial 
to our customers,” he says.

Still, Jason Delaney, director of brand, 
product and marketing at Staycity Apartho-
tels, doesn’t think the lack of a points system 
is a deal breaker. “While loyalty schemes are 
popular, we believe that guests are no longer 
booking specifically because of one. Book-
ing the room they want, situated in the area 
[they want] is their key concern.”

As the sector continues to grow, main-
taining consistent levels of quality remains 
a challenge. “From property to property and 
brand to brand, it’s hard to tell what you’re 
going to get”, Miles Agbanrin, a research 
analyst for Euromonitor says. “There’s ex-
tremely good quality, and flexible accom-
modation, but if you’re going to appeal to 
business travellers, standards need to be 
maintained. It’s important because the in-
dustry is in so much flux and there are so 
many options available.”

With 162 owners, operators and agents 
as members, the Association of Serviced 

Staycity Heathrow Oakwood Fitzrovia
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Apartment Providers is well placed to meas-
ure quality within the industry. The associa-
tion’s Quality Accreditation Programme en-
sures minimum compliance of health and 
safety and informs standards around book-
ings and facilities.

“Accreditation is flying in the UK, Nor-
way, Switzerland, Holland and is soon to 
be in Barcelona and Madrid,” says James 
Foice, ASAP’s chief executive. He reports 
that participation in the accreditation 
programme has grown steadily since it 
was first introduced in 2014, and has now 
reached 75 per cent of its members. This 
means you can be confident that an apart-
ment will meet your needs the next time 
you check in.

SERVICED APARTMENTS 
– NEW OPENINGS
● Saco First Locke aparthotel from Saco 
group opened in London’s Aldgate last 
month. Housed in a new-build on Leman 
Street, Leman Locke has 105 studios and 63 
one-bedroom suites, as well as two meeting 
rooms, a gym and a 24-hour reception. The 
brand’s all-day catering concept, Treves and 
Hyde, will feature in the ground-floor bar 
and terrace and in a Scandinavian-inspired 
restaurant and bar on the first floor. Dishes 
include buttermilk wood-roasted chicken, 
smoked lobster rolls, ceviche and slow-
cooked brisket. Rooms start at 29 sqm and 
feature bespoke furnishings by New York’s 
Grzywinski and Pons, kitchens with Smeg 

appliances and Nutribullets, Hypnos beds, 
rainshowers, smart HD TVs, high-speed 
wifi and yoga mats. In April, Saco opened 
the Cannon, a 77-room aparthotel on Can-
non Street, which has a 24-hour commu-
nal area offering free tea and coffee and a 
library. sacoapartments.com

● Staycity  Aparthotels Dublin-based Stay-
city Apartments has this year expanded 
into York and Birmingham, and added new 
apartments to its Heathrow site. A further 
125 one- and two-bedroom apartments were 
installed in the airport property in March 
alongside a new lounge, café and breakfast 
area. Located in York’s Barbican district, the 
new 197-apartment property has a mix of 
studio, one- and two-bedroom units plus a 
café, lounge, gym, laundry and locker room. 
The group has also launched 170 apart-
ments in Birmingham’s Newhall Square, 
with plans to open properties in London’s 
Covent Garden, Liverpool and Manchester 
next year. staycity.com

● Apple Apartments Apple Apartments has 
expanded its UK portfolio this year with new 
properties in London, Edinburgh and New-
castle. Part of the new Exclusive brand, the 
duplex penthouses on London’s Park Lane 
have a porter, daily cleaning, private outdoor 
terraces and Bang and Olufsen sound sys-
tems. Not far from Heathrow airport, Ap-
ple’s new Kew Bridge property has 14 units. 
Housed in a Victorian property overlooking 

the New Town, the Exclusive Edinburgh is 
the group’s first in the city. The Newcastle 
property has seven units.
apple-apartments.com

● Oakwood This summer, Oakwood add-
ed three new London options in Canary 
Wharf, Kensington and Fitzrovia. Stylishly 
furnished, the Canary Wharf property of-
fers studio and one-bed apartments within 
walking distance of South Quay DLR sta-
tion. The Oakwood Fitzrovia is housed in a 
Victorian building just off Oxford Street and 
contains luxury studio, one- and two-bed-
room units, while the Kensington property 
is within walking distance of Gloucester 
Road station, and has studios and one-bed 
units. All are cleaned weekly and come with 
wifi, Bluetooth speakers, toiletries, and a 
Sky TV package (on request). oakwood.com

● Skyline Global operator Skyline has 
launched a new property minutes from Lon-
don’s Mornington Crescent Underground 
station, just north of the newly regenerated 
district around King’s Cross.  Located in 
an Edwardian-era warehouse conversion, 
Carlow House by Skyline has a mix of art 
deco-themed studio, one- and two-bedroom 
loft-style apartments positioned around 
a four-storey atrium with a dome. Bright 
and airy, the apartments have wifi, a meet-
and-greet service and weekly cleaning. The 
group also opened properties in Canary 
Wharf earlier this year. liveskyline.com
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 We meet in the beautiful 
Club Med village in 
Maldives- Kani. Maldives 
are usually a honeymoon 
destination for couples. 
What is behind the decision 
to introduce kids’ activities 
here?
Club Med Kani will still be a 
honeymoon paradise, but after 
the renovation of the village we 
managed to create facilities to 
combine both groups of clients 
thanks to the opening of Happy 
Children’s Corner. Maldives are 
a very specific destination with 
many luxurious villa resorts 
for couples. However, there are 
an increasing number of fami-
lies travelling to the Maldives 
in search of extraordinary holi-
days, and Club Med is primed to 
offer the ultimate family experi-
ence here.

 What are the main tourism 
trends which CM wants to 
follow?
The main trend is to try as much 
new experiences as possible in a 

short time. Club Med unveiled a 
series of “Must-Try Experiences” 
for all resorts in East South Asia 
Pacific, and Club Med is trans-
forming its resorts to have great-
er appeal to today’s travellers. 
Weaving in unique experiences 
that offer enriching and enlight-
ening moments, the new “Must-
try Experiences” maintain an au-
thentic and sustainable approach 
for each destination. 

ex. Guests in Club Med Kani 
and Finolhu Villas can enjoy 
marine sports such as surfing* 
for teens, night diving*, glass 
bottom kayaking, fly boarding* 
and more. Guests can also enjoy 
snorkelling, paddle boarding, 
sailing, water-skiing*, wake-
boarding* and more for a spot 
of excitement and adrenaline 
in the crystal waters of the Mal-
dives. (*extra cost)

For the guests who prefer to 
have a peaceful moment, we 
newly constructed overwater 
swings at the resorts allowing 
them to admire the ocean land-
scape of Maldives. 

Being a pioneer in so many 
ways since the beginning, 
are there new ideas/trends 
CM wants to set?
Thanks to its unique upscale 
all-inclusive holiday concept, 
Club Med is the only one able 
to provide a complete answer to 
multiple expectations of fami-
lies & couples with unequalled 
cost effectiveness. 

This ambition is based on a 
vision of the needs and expec-
tations of a high-end clientele 
over the coming years: the need 
to let go and live intensely the 
present moment, the need to 
live one's passions, the need to 
be with one’s family or relatives, 
the need of attention & consid-
eration and the commitment to 
the best value for money. For ex-
ample Club Med launches "Club 
Med Signatures": exclusive ser-
vices and gestures embodying 
the uniqueness of a Club Med 
holiday, which now becomes 
global brand commitments; 
whether this is the reservation 
of ski equipment according 

Magdalena Boratyńska talks to Xavier Desaulles, CEO of Club Med  
East South Asia Pacific

Club Med is the worldwide leader 
in upscale Premium All-Inclusive 
holidays. It has been established 
in 1950 by a group of Olympic 
players and sports enthusiasts. 
Ever since it has been a pioneer 
in inventing holidays innovations 
like the all inclusive concept, 
buffet served food, GOs- , Mini 
Clubs, Passworld for teenagers 
and much more. Club med had 
come a long way in guiding the 
worlds tourism industry for the 
last 67 years, not only adapting to 
the fast changing innovations and 
needs, but also showing the travel 
industry how to best adapt them 
to create the perfect holidays.
Club Med guests have the free-
dom to enjoy the wide variety of 
services and activities that these 
Resorts (called villages) offer, be it 
on their own or with others. The 
extraordinary Club Med experi-
ence includes accommodation 
with refined comfort, all gourmet 
meals, all-day bar and snacking, 
a wide selection of sports and 
leisure, night entertainment and 
parties, as well as children’s clubs 
for all ages. 
With around 70 resorts located at 
the most beautiful destinations in 
the world, vacationers may look 
forward to spending a truly unfor-
gettable holiday at exotic locations! 

WHAT IS CLUB MED? 

LET IT GO..
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to skill level, boot size, to save 
time on arrival thanks to the 
"Easy Arrival" service, or taste 
French fresh bread and pastries 
in each of Club Med Resorts in 
the world. 

And to continually extend 
these "Club Med Signatures": 
Club Med has created the "Club 
Makers": a laboratory for ideas 
comprising voluntary clients to 
continually improve these atten-
tions & services. 

And a continually increasing 
number of destinations 

Beyond France, Club Med 
continues to open Premium Re-
sorts and “Circuits Découverte” 
in exceptional destinations with 
especially the re-opening of the 
mythical Club Med Cefalù Re-
sort in Sicily, foreseen for sum-
mer 2018: the first luxury 5-Tri-
dent Resort in Europe, in Club 
Med's historical cradle, on an 
exceptional seaside site known 
as one of the most prestigious 
tourist destination. 

What are the new destina-
tions of development in the 
world? Is Asia a priority? 
What about Europe? 

Thanks to a successful renovation 
of the Kani resorts in the Maldives 
we meet at a press conference 
organized for journalists from all 
over the world.
Surrounded by crystal waters, 
white sandy beaches, lush marine 
life and endless sunshine – the 
natural beauty of the Maldives cre-
ates a slice of paradise on earth. 
Located in the northern Atolls, 
Club Med Kani and Finolhu Vil-
las are about 35 minutes away 
via boat ride from International 
Airport in Malé. A picture-perfect 
destination, Club Med Kani is a 
haven for children and adults alike, 
with newly renovated accommo-
dations including interconnecting 
options that are designed for 
optimal family comfort. Designed 
with the refreshing nature of Mal-
dives in mind, the rooms boast 
a relaxing and calming ambience 
with airy white timber ceilings 
and splashes of bright and lively 
oceanic colours of aquamarine, 
coral and sand. Newly renovated 
and opened facilities at the resort 
further enhance the ideal family 
holiday experience. At the newly 
constructed Happy Children’s Cor-
ner, fun and educational activities 
such as arts and crafts, cooking 
lessons and more are facilitated 
by dedicated G.Os, creating happy 
memories for children aged 4 to 
10. Main areas such as the Recep-
tion, Main Restaurant, Beach Bar, 
Theatre, Rooms and more have 
also been renovated, giving the re-
sort a fresh and lively atmosphere. 

Asia is a rapidly growing mar-
ket and we have been adding at 
least one resort in China to our 
offer but Europe remains our 
biggest market. France repre-
sents Club Med’s number-one 
destination in the world with 
24 Resorts and, together with 
French-speaking European 
countries, represents its largest 
market in terms of clients. 

Over the next 5 years, Club 
Med will invest over €300 mil-
lion in France through the 
opening of three new mountain 
Resorts, open both in winter 
and summer, and the exten-
sion of 2 sea and nature Resorts 
(Opio-en-Provence and La Pal-
myre-Atlantique). 

In the mountains, the open-
ing of the Samoëns-Morillon 
Resort in December 2017 repre-
sents an investment of €95 mil-
lion. It will be followed by the 
realization of two new Resorts 
in the Alps, foreseen for open-
ing by 2020. These Premium 
Resorts are also intended for an 
international family-oriented cli-
entele. Club Med is thus playing 
a role of driver for the promotion 
of France's tourism heritage.

ENDLESS TURQUOISE  
PLAYGROUND

Club Med Kani 
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TEHRANS OPENS UP 
TO THE WORLD
No longer an isolated nation under embargo,  

a landmark nuclear agreement with world  
powers means Iran is opening up for business.  

Jenny Southan  reports from the capital.

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 
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Iran has been isolated from the rest of the 
world for about a decade, so there is a de-
gree of paranoia to contend with. The US 
started imposing sanctions as far back 

as the 1979 Revolution, but the UN clamped 
down in 2006 after the country refused to 
cease its uranium enrichment programme. 
In 2012, Iranian banks were disconnected 
from the Swift network that enables overseas 
financial payments to take place electroni-
cally.

Sam Cordier, managing director of Teh-
ran-based marketing and communications 
agency PGT, was educated in the UK but re-
turned to his birth country to join the family 
business in 2009, “just before the worst sanc-
tions Iran has ever faced”. He says: “A lot of 
our clients were international and the sanc-
tions basically meant they couldn’t work over 
here. So we lost a lot of business that way. It 
also affected our rial, which devalued mas-
sively. It was a tough period.”

The good news is relations are now im-
proving. Following a landmark nuclear deal 
on July 14 last year between Iran and the UK, 
US, France, Germany, Russia and China, 
economic sanctions were finally lifted on 
the country in January (certain restrictions 
related to the military, terrorism and human 
rights remain).

“Lifting the sanctions will unfreeze bil-
lions of dollars of assets and allow Iran’s oil 
to be sold internationally,” the BBC reported. 
In return, Iran has had to scale down its nu-

clear programme significantly, and will need 
to continue to submit to spot checks from 
world powers.

Following the lifting of sanctions, Presi-
dent Hassan Rouhani tweeted: “I thank God 
for this blessing and bow to the greatness of 
the patient nation of Iran.” Philip Hammond, 
the then UK foreign secretary, said: “I hope 
British businesses  seize the opportunities 
available to them through the phased lifting 
of sanctions on Iran; the future is as impor-
tant as the landmark we’ve reached today.”

Masoud Abdollahi, an export/import spe-
cialist in spare auto parts, says: “After the 
revolution, many, many companies left Iran. 
And now those companies are coming back. I 
see all kinds of happiness and hope.”

OPEN FOR BUSINESS
According to UK Trade and Investment 
(UKTI), Iran has the second-largest econo-
my in the Middle East, after Saudi Arabia, 
with a GDP of US$397 billion in 2015. It has 
a population of 80 million, 60 per cent of 
whom are under 30, and 14 million of whom 
live in Tehran.

Here, the roads are clogged with cars and 
the air is gritty with dust from the desert. 
Among the ochre blocks, though, are parks 
and gardens, lively bazaars, trendy juice 
bars and beautiful palaces. In the winter, 
people ski in the mountains beyond.

Oil and gas is the country’s biggest indus-
try (car manufacturing is in second place), 

but an EU import ban took effect in 2012. 
Boasting the fourth-largest oil reserves in 
the world, sanctions have cost Iran more 
than US$160 billion in lost revenue over 
this period alone, according to the BBC. Last 
month, BP bought its first consignment in 
four years from the National Iranian Oil Co, 
and opened an office in Tehran.

Bloomberg reports: “Iran has vowed to 
recover its lost market share by restoring 
its crude oil output to pre-sanctions levels 
of slightly over four million barrels a day.” 
Royal Dutch Shell and France’s Total SA 
have started to buy crude this year. In the 
future, Iran hopes for oil output to hit one 
billion barrels a day.

Travel to Tehran today and you will not be 
able to use your debit or credit cards for pay-
ments or withdraw money from ATMs – you 
need to have sufficient cash for your entire 
trip, which is far from convenient or secure. 
Travellers cheques will not be accepted ei-
ther. Some banks were plugged back into 
Swift in February, but commentators are re-
luctant to speculate how long it might take 
for the whole system to be rewired.

An anonymous source told Business Trav-
eller: “The single-biggest challenge to trade 
will be the banking industry. Although it is 
not illegal to do business with Iran, big banks 
are very cautious about trading with it.” This 
is because a number have been slapped with 
huge fines for breaching US sanctions – BNP 
Paribas SA was forced to pay a record US$9 
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billion for dealings with Iran (as well as 
Sudan and Cuba). HSBC was fined US$1.9 
billion, Credit Agricole US$787 million and 
Barclays US$300 million.

UKTI says that they want to help British 
businesses take advantage of the opportuni-
ties that economic re-engagement with Iran 
will bring, but it also warns that UK compa-
nies should undertake due diligence meas-
ures before engaging in any activity. This is 
because Iran remains a difficult place to do 
business. Nevertheless, EU trade with Iran, 
which stands at about US$8 billion, is ex-
pected to quadruple in the next two years.

KNOW BEFORE YOU GO
Before travelling to Iran, we were informed 
of the strict dress code for women – hair 
needs to be covered with a scarf, and cloth-
ing must be loose and modest. In reality, 
younger Iranian women bend the rules, 
wearing scarves over just the back of their 
head, skinny jeans, heels and tops pulled up 
to their forearms. Still, if you overstep the 
mark, you can expect a reprimand. Men and 
women don’t tend to shake hands, although 
people of the opposite sex can be seen walk-
ing hand-in-hand without a problem (kiss-
ing would not be permissible in public).

Alcohol is completely forbidden, even in 
hotels, and you must make sure any “sensi-
tive” data that you would not want the author-
ities to see is deleted from your phone and 
computer. To be on the safe side, I removed a 
number of apps such as Facebook and Twit-
ter, which are banned. Instagram is allowed.

Photography in places that aren’t obvious 
tourist sites, such as outside embassies, or 
using a laptop in the wrong place could get 
you arrested for espionage. It sounds ex-
treme, but it’s important to remember that 
despite the local people being charming 
and welcoming, and the destination itself 
being low on crime, Iran is ruled by an op-
pressive regime that can arbitrarily detain 
and punish people.

Other challenges include limited internet 
access (my 3G didn’t work and I couldn’t re-
ceive any emails, even via hotel wifi). Make 
a call from Europe to Iran and you may find 
the line crackles or goes down. UKTI high-
lights the risk of bribery, corruption and 
bureaucratic delays in conducting business 
there.

For visitors, one of the biggest cultural 
hurdles will probably be the Persian concept 
of ta’arof. Essentially, it is the act of turn-
ing down an offer, gift or payment a certain 
number of times before accepting it. Cordi-
er says: “If you’re in a taxi and the guy has 
got you to your destination, and you say how 
much, there is a good chance he will say 

don’t worry, the ride is free.” The etiquette 
requires you insist.

“Iranian businessmen and women are 
some of the most accomplished in the world. 
They can be very talented and tough negotia-
tors but it is rare for an Iranian to say no out-
right,” Cordier says. “There are numerous 
culturally unique ways to say ‘no’ without 
ever saying the word. That can sometimes 
lead to confusion. You can expect to run 
around the subject for a long time. Deals can 
be preceded by a lot of chitchat. Only about 
half an hour into the conversation can you 
gently start to begin talking about business.”

THE NEXT CHAPTER
Iran has taken quite a journey from the 20th 
to the 21st century. When Reza Shah Pahl-
avi came to power in the 1920s, he replaced 
Islamic laws with Western ones – banning 
the veil and forcing men to shave off their 
beards. His son, Mohammaed Reza Pahlavi 
– the last Shah of Iran – took the helm in the 
early 1940s, crowning himself king in 1967. 
The oil industry was nationalised in the fif-
ties, women were given the right to vote in 
1963 and good relations were fostered with 
the US and Europe.

However, by the 1970s, despite great 
wealth and freedoms for some, 50 per cent 
of the population lived below the poverty 
line and countless outliers (in their various 
perceived guises) were being persecuted.

In 1971, to celebrate 2,500 years of the Per-
sian Empire, the Shah decided to throw the 
“greatest party on Earth”, in the desert out-
side the ancient ruins of Persepolis. It was 
one of the biggest gatherings of world lead-
ers ever to be seen. The 60 kings, queens, 
presidents, emirs, princes, princesses, 
dukes and duchesses were treated to three 
days of festivities. Maxim’s in Paris did the 
catering, with more than 160 tonnes of food 
flown in – including quail’s eggs  stuffed 
with caviar and 50 roast peacocks – along 
with 25,000 bottles of wine, 12,000 bottles 
of whisky and 180 waiters. In the end, the 
inequity was too much for the general popu-
lous to bear, and demonstrations culminat-
ed with the 1979 Iranian Revolution, which 
forced the Shah into exile.

The US embassy was stormed and staff 
were held hostage for 444 days. Ayatollah 
Ruhollah Khomeini, a Shia cleric living in 
exile in Paris who had been vehemently op-
posed to the Shah’s  reign – as well as the 
“Great Satan” of America – returned and be-
came Supreme Leader. His strict religious 
views demanded a return to the “old ways” 
– and the founding of the Islamic Republic 
of Iran. The love affair with secular Western 
culture was over.

Although views towards the US have sof-
tened only slightly, the lifting of sanctions 
from other parts of the world shows that 
the country is willing to make some conces-
sions in the name of progress. For citizens, 
it’s still a far cry from the liberal lifestyles of 
the middle and upper classes in the 1970s 
(and not everyone would want a return to 
that). Back then, men and women could go 
to the beach in skimpy swimwear, frequent 
nightclubs and drive Cadillacs.

In spite of sanctions, a Western mindset 
has persisted across some sections of soci-
ety. Talking to local people, I was told that 
house parties take place every night across 
the city: “We drink alcohol, we eat pork. 
There are cool guys here – people do what 
they like behind closed doors.” Of course, 
it’s illegal, but there seems to be a certain 
amount of civil disobedience that goes on. 
There are also clampdowns – in February, 
the government banned Valentine’s Day.

Some cinemas show films from Holly-
wood; plastic surgery is wildly popular (Teh-
ran is the nose-job capital of the world); you 
can buy Coca-Cola and Nike trainers. Mc-
Donalds hasn’t quite made it yet but you can 
see copycat fast-food joints like Pizza Hat 
and ZFC. Check out @therichkidsoftehran 
on Instagram and you will see how Genera-
tion Z are living –  they are brand hungry 
and pool-party loving, just like young peo-
ple everywhere. Versace and Roberto Cavalli 

Around the corner from 
Golestan Palac is a network  

of shopping arcades,  
where you can buy everything. 

The vaulted roofs  
are an evocative example  

of traditional Persian  
architecture.
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have opened stores in Tehran this year. De-
benhams, Benetton and Mango have been 
around for a while, but Sephora, H&M and 
Zara are tipped to join them.

TOURIST APPEAL
By 2025, Iran is hoping to attract 20 million 
overseas visitors a year, up from 5.2 million 
last year. With the average person spending 
US$1,700, tourism generated US$8 billion 
for the economy in 2015. The problem in 
Tehran is that there is an undersupply of ho-
tels, which means rooms are booked up fast, 
and standards are lower than in other parts 
of the world.

One of the best properties is the Parsian 
Azadi, along with Irani boutique hotel Ara-
mis and the opulent Espinas Palace, which 
have both opened in the capital in the past 
12 months or so. International brands are 
starting to move in, too. There is an Ibis and 
a Novotel at Imam Khomeini International 
airport, and a couple of Rotanas. Spain’s Me-
lia Hotels International is opening the Gran 
Melia Ghoo in the city of Salman Shahr next 
year, and Jumeirah is also looking to invest.

In total, 125 hotels are to be constructed 
across the country over the coming years. 
One of the biggest and most luxurious 
projects in Tehran will be  the mixed-use 
Didar Complex. Built  on top of an under-
ground car park with 1,700 spaces (a rarity 
in the city), the tower will have 21,000 sqm 
of retail space, a hotel with 270 rooms and 
56 serviced apartments. It will open in 2019, 
off Africa Avenue, in the affluent Shemiran 

part of the city to the north. One of the de-
velopers told Business Traveller: “There is 
some good vibes coming from the govern-
ment –  they are putting on a lot of confer-
ences and inviting different hotel groups.”

In January, Airbus struck a deal to sell 
118 aircraft to national carrier Iran Air. In 
our April issue, Business Traveller con-
sumer editor Alex McWhirter suggested in 
his feature “Persian potential” that Iran Air 
could become the fourth major Gulf airline, 
alongside Emirates, Etihad Airways and 
Qatar Airways: “Iran has a large population 
and a good number will wish to travel.”

By September, the US government had 
given permission for Boeing to sell up to 100 
planes of its own. Valued at US$25 billion, if 
all goes well, it will be the biggest deal for a 
US company since the Revolution. Iran has 
its challenges, and a poor human rights re-
cord, but isolation from the world is never 
going to fix this.

Visit businesstraveller.com/tried-and-
tested for reviews of BA’s London-Tehran 
service. ba.com

Getting a visa
To get a visa for travel to Iran, you first ap-

ply by post for a pre-approval number. Once 
granted, you need to start queuing at the 
consulate at 12pm Monday to Friday – you 
will be fingerprinted so have to appear in 
person. Doors open at 2pm, at which point 
everyone gathers in a basement room to 
continue waiting.

Visas must be paid for in cash (same-day 
single tourist/business visas cost £250) 

and you will be told when to return later 
that afternoon or evening to pick it up. 
Note that prices, procedures and required 
documentation (such as a letter of invita-
tion) can change and visa authorisations 
may not arrive until a day before travel. You 
may also be turned down with no explana-
tion.

TEN TOP EXPERIENCES
● Golestan Palace
This beautiful Qajar-era (1785-1925) royal 
palace is decorated with hand-painted tiles 
on the outside, and stunning faceted mirror-
work inside. Dozens of crystal chandeliers 
and 19th-century treasures from around 
the world furnish the many ornate, high-
ceilinged rooms.
●  Grand bazaar
Around the corner from the palace is a 10km 
network of shopping arcades, where you can 
buy everything from sour cherries and fresh 
pistachios to carpets and copper pans. The 
vaulted roofs and pointed archways are an 
evocative example of traditional Persian ar-
chitecture. It’s crowded but you won’t get 
the hassle of Marrakech or Cairo.
● Daf Traditional restaurant
This subterranean venue is an atmospheric 
place to try dizi (also known as abgoosht), a 
stew of lamb, white beans, potatoes, toma-
toes and chickpeas. The broth is strained 
and consumed first with flatbread, while the 
rest is mashed in a stone pot.
● Treasury of National Jewels
Housed in the Central Bank of the Islamic 
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Republic of Iran, this mind-blowing collec-
tion of crown jewels is the most valuable in 
the world. There’s  the 242-carat Darya-ye-
Nur pink diamond – the largest on the plan-
et; the Nadir Throne, which is encrusted in 
more than 26,000 precious stones; and the 
Globe of Jewels, which is made from 34kg 
of gold and more than 50,000 emeralds, sap-
phires and rubies.
● Niavaran Palace Complex
Set in 11 hectares of gardens to the north of 
the city, the site has various museums and 
former royal residences,  including the Ah-
mad Shahi Pavilion, which was the home 
of Shah Reza Pahlavi. You can still see his 
childhood bedroom, where there is a polar 
bear rug and a piece of moon rock gifted to 
him by US president Richard Nixon.
● Saadabad Complex
A 180-hectare oasis of forests and lawns, 
Saadabad has 17 museums (once royal 
households) connected by winding paths. 
The Shah took up residence in the White 
Palace in the 1970s – perfectly preserved 
behind bulletproof glass windows, you can 
peer into the bedrooms, living rooms, ban-
queting halls and private cinema he used to 
entertain in.
● Azadi Tower
Built in 1971 to commemorate the 2,500th 
anniversary of the Persian Empire, this awe-
inspiring 45-metre-tall, white marble edi-
fice is one of the most recognisable struc-
tures in Iran. There is a museum below and 
a lift that takes you to the top for panoramic 
views.
●  Milad Tower
Opened in 2009, the 435-metre-tall tower 
can be seen on the cover of this issue. Part 
of the International Trade and Convention 
Centre of Tehran,  it has a shopping centre 
at its base, a wrap-around viewing platform 
near the summit and a rotating fine-dining 
restaurant.
●  Darband
Set into the base of the Alborz mountain 
range in northern Tehran is the village of 
Darband. Narrow paved paths take you past 
dozens of colourful restaurants and stalls 
selling pickled walnuts and sticky dried 
fruit rolls (lavashak), while waterfalls and 
streams rush down either side. Continue 
onwards and a hiking trail will take you to 
Mount Tochal.
● Farahzad Abshar restaurant
Eat traditional Irani barbecue and smoke 
shisha at this garden restaurant in the 
Farahzad neighbourhood. People recline 
against cushions under the trees on wooden 
beds draped in rugs, while platters of grilled 
meat, saffron rice and crisp salads are deliv-
ered. Alcohol-free beer is available.

The Treasury of National Jewels has a mind-blowing collection of 
crown jewels, including the 242-carat Darya-ye-Nur pink diamond.

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



50    |    F e b r u a r y  2 0 1 7

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 

The ancient glaciers that lie in the very heart of the French Alps,  
worked thousands of years to carve out the Tarentaise Valley. Later it was used by the Jizera 

river that cleared the rocky moraine. Finally, the area became a skier paradise  
and it is now the world's biggest ski resort complex.

SKIING LIKE AN ART

Les 3 Vallées, Paradiski 
and Espace Killy com-
bined into three main 
ski-pass systems, enable 

you to experience all the best 
things that the Alps have to of-
fer. Here skiing is like and art. 
Olympic slopes. A variety of 
sports activities. Regional cui-
sine with its French splendour 
and simplicity. Hotels with in-
spiring decor that reflects the 
local character. Towns and vil-

lages with their historic spots, 
as well as great entertainment.

Road D902 from Bourg Saint 
Maurice goes past several lower 
resorts to end in Val d'Isere. 
Then there is only snow. But Val 
d’Isere, being one of the largest 
and most popular ski resorts, 
is all about snow. Pissaillas 
and Grande Motte glaciers of-
fer more than 300 kilometres 
of perfectly groomed ski slopes 
lined with snow cannons. Add 

to this dozens of lifts: gondo-
las, chairs, t-bars, platter lifts or 
even the traditional rope pulls 
on bunny hills. Finally, there is 
the Funival - a 1,200 mm gauge 
funicular railway. Built in 1987, 
it runs 12 metres per second to 
take you to the top of Bellevarde.

In 1992, Albertville hosted 
the Olympic Games and the 
world’s best alpine skiers came 
to Val d'Isere. In downhill they 
had to face the famous Face de 

Bellevarde slope, with its total 
length of 3 km, 959 m of altitude 
difference and the maximum 
decline of 71 per cent. The race 
was dominated by Austrians 
Ortlieb and Mader who took first 
and third places respectively, 
with Frenchman Franck Piccard 
claiming the second position. 
You can try yourself against the 
winning time of 1:50.37. But the 
super giant slalom was the one-
man show of the famous Italian 



Alberto Tomba. Locals, however, 
like to remember Jean-Claude 
Killy, the most versatile French 
skier who in 1968 won three 
Olympic gold medals: in down-
hill, slalom and giant slalom.

THE CHARM 
OF THE CLASSICS
The differences between green 
and black pistes are particu-
larly big, so it’s worth keeping 
an eye on the signs, because 
going down a black slope is a 
real challenge. The black slopes 
leading from the top of Belle-
varde (2,827 m) take you to the 
town, while on the other side 
of the mountain there are sev-
eral scenic green and blue pistes 
that stretch for 5 km and lead to 
the neighbouring Tignes. From 
there the funicular will take you 
to the highest point of the com-
plex - La Grande motte (3,656 
m). The only things you can see 
there are sharp ridges and the 

snow sparkling in the sun. The 
world below has disappeared.

The untouched slopes tempt 
you to go off-piste. This sort of 
activity is very popular here, 
but it's much safer to do it with 
an experienced guide. A good 
choice of the route is the most 
important thing in freeriding 
and with the help of the guide 
you can take much more pleas-
ure from the lonely ride on 
freshly fallen snow.

The civilized areas attract 
with their numerous bars. The 
unquestionable number one on 
the slopes is La Peau de Vache. 
Soaking up the sun on bales of 
straw or unwinding inside by 
the candlelight, you can taste 
here the goat cheese salad, large 
steak or impressive chocolate 
dessert called the Cow Pie.

Equally popular are events 
held on the slopes, including 
dances on tables and group 
signing. This sort of “apres ski” 

A good choice of the route is the most important 
thing in freeriding and with the help  

of the guide you can take much more pleasure 
from the lonely ride on freshly fallen snow.

BE A STAR  
WITH IBEROSTAR!

The perfect holidays are guaranteed when you choose Iberostar; 
you just have to decide between our range of hotels, which are 
located throughout the best tourist destinations  in the Caribbean 
(Dominican Republic, Mexico, Cuba and Jamaica) and Brazil. 
Ibesrostar Hotels & Resorts will provide you with a dream location 
with the most wonderful beaches in the world, and will offer you an 
exclusive ambience, idyllic surroundings and the most complete and 
professional range of services.

We know what you want from your time off, what your concerns 
are and what you expect from an exemplary holiday. This means we 
can offer you a service adapted to your needs, through our biggest 
asset as a company: our first class professional staff.

We understand fine cuisine as a delicate mixture of different 
tastes and flavors.  This is why our prestigious team of chefs 
offers a complete portfolio to cater for all tastes. Enjoy  the best of 
international cuisine, and, since travelling is about discovery, enjoy 
the emblematic dishes of the gastronomy of each destination.

To complete rest and relaxation, you will also find time for fun, 
leisure and adventure during your holiday. And to make sure this 
all really happens, our entertainment staff have  designed a varied 
entertainment programme throughout the day and great shows to 
entertain you during the evening.

Because at Iberostar Hotels & Resorts,  
you are the Star! 

IBEROSTAR Tucan, Mayan Riviera, Mexico
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activity can be observed in the 
1979 French comedy entitled 
“Les Bronzes font du ski”.

Val d’Isere continues to offer 
a cornucopia of entertainment 
options in trendy bars, clubs and 
discos. It's also known for its ec-
lectic mix of restaurants: from 
local savoyardes to oriental sushi 
eateries.  Of course, you will find 
here a number of trendsetting 
sports stores, visited by the inter-
national crowd. A mix of effort 
and adrenaline is guaranteed by 
the ice track where you can try 
your hand at the wheel of your 
(or better someone else’s) car. 
Obviously the place also offers 
traditional skating rinks, as well 
as water parks. It’s nice to stroll 
around the colourfully lit streets 
of the town, which has retained 
most of its original Alpine cha-
let architecture. The low, steep 
roof houses made of stone and 
wood, date back to the old tradi-
tion of Alpine mountain huts. 
Today they act as hotels and pri-
vate lodgings. Such a unique at-
mosphere is also guaranteed by 
Les Barmes de l'Ours hotel with 
wood and leather interiors, stone 

fireplaces and the remarkable in-
door pool with a glass roof.

The Saint Bernard of Men-
thon Church with its soar-
ing bell tower is a symbol of 
strength and soul of the town. 
Built in 1664, it was one of just 
few churches that survived 
the French Revolution intact, 
thanks to the protection of 
its congregation. Nowadays it 
hosts classical music concerts 
and many other events. Once 
a week there is a market of re-
gional products, which is the 
best opportunity to buy excel-
lent cheese, wine, sausage and 
pates. All come with a full info 
on their origin and the method 
of their manufacture. If you 
want to follow the trail of shep-
herds from the past, you can al-
ways put on the snowshoes and 
hire a guide. The highlight of 
such a trip is a visit to a moun-
tain farm of de l'Ardroit, which 
cultivates the old farming tradi-
tions, including the production 
of Beaufort cheese.

The majesty of the mountain 
nature, the traditions of people 
who live there, as well as the 

modern ski facilities - all of these 
are the essence of Val d'Isere.

SKIING POP-ART
If you feel like having more 
skiing fun and want more ad-
venture, you can always go to 
Val Thorens. The runs here 
are linked by a network of lifts 
which can be accessed after 
purchasing just one ski pass. 
The choice of slopes and their 
difficulty is enormous - from 
bunny hills to black slopes used 
by professionals. I recommend 
going to Cime Caron which, at 
the height of 3,200 meters, is 
the highest spot in the area, of-
fering a magnificent view.

The French promote freerid-
ing, which is skiing on ung-
roomed slopes. Many slopes 
are marked available for such 
pleasures. Below, in the valley, 
there are numerous snow parks 
of various sizes, with jumps 
and other obstacles for freestyle 
enthusiasts. Of course the Val 
Thorens is abundant in ski rent-
al shops as well as ski schools, 
including the famous Ecole du 
Ski Francais. The French are 

masters at inventing unusual 
activities, so no wonder that in 
the French Alps you will find a 
plenty of hard core entertain-
ment which go one step further 
than elsewhere. A thermal out-
door pool in winter may not be 
that extreme, but ice diving in 
a mountain lake surely is. Driv-
ing around hairpins may seem 
quite a challenge, but even more 
extreme is going for the world’s 
longest zip-line run from a 
3,230-metre high slope. La Ty-
rolienne – offers a nearly 2-min-
ute ride and a 1,300-metre long 
run with the speeds of over 100 
km/h. Running down the line 
stretched 250 metres over the 
ground, you can admire views 
which earlier were reserved only 
for eagles.

If after all those excitement 
and adventure you still feel like 
more fun, you can always “work 
out” until the morning, dancing 
in the legendary Malaysia disco.

As you can see, each day spent 
here can be completely differ-
ent, but all of them are guaran-
teed to be memorable.

Barbara Scharf

The French are masters at inventing unusual activities, so no wonder that in the French Alps you will 
find a plenty of hard core entertainment which go one step further than elsewhere.
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One of the best night ski slopes in the Alps, a huge Latemar and Rosengarten massif, 
as well as excellent cuisine resulting from the cultural melting pot of  

two Italian regions - the German-speaking South Tyrol and the Italian-speaking Trentino.  
This is briefly what you can expect from two slightly more intimate  

resorts of Obereggen and Carezza.

AT THE BORDER  
OF TWO SKI WORLDS

The South Tyrol (Sudtirol, Alto 
Adige) is one of the top five ski are-
as in Europe, comparable in many 
respects with the Austrian Tyrol, 

Swiss-Italian massif around Zermatt and 

Cervini, or the Three Valleys in France. And 
although a lot of ski and snowboard aficio-
nado are well acquainted with such South 
Tyrolean gems, as the famous Sella Ronda, 
it's also worth venturing into slightly less 

known, but also very interesting parts of 
this ski paradise - the areas of Obereggen 
and Carezza (Karerpass).

Central to both these resorts that lie in Val 
d’Ega valley, in close proximity to Bolzano FO
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(the capital of the South Tyrol), is the giant 
Latemar mountain range.  The name of the 
range derives from the Ladin term “cresta 
de Lac-te-mara", which loosely means “a 
ridge by a lake in a valley”.

The name doesn't mislead - the several 
kilometre wide mountain upheaval with its 
highest peak of Diamantidi-Turm (2,842m), 
rises right above the crystal clear waters of 
the Alpine lake of Lago di Carezza (Kar-
ersee). The upper ridge of the massif is also 
the border between the two regions - South 
Tyrol and Trentino.

OBEREGGEN - ALL YOU NEED 
FOR NIGHT SKIING
At the foot of Latemar lies one of the cosi-
est ski resorts - Obereggen. To get there, you 
need to climb the scenic road leading from 
Bolzano (265 m), up to 1,550 metres. Clear-
ing this steep and winding road takes about 
40 minutes, and quite often the drive from 
the spring weather of the capital of Alto 
Adige, takes you straight to the real win-
ter paradise. The large differences in rela-
tive heights are one of the unquestionable 
charms of this region.

For a perfect stay in Obereggen, look no 
further than Cristal hotel, which sits right 
on the slope and has its own T-bar lift.  From 
there you can go down directly to the lower 
ski lift terminal. The main gondola lift oper-
ates on one of the most interesting illumi-
nated ski slopes in the Alps. The 2-kilometre 

long red run from Laner-Alm provides you 
with a huge adrenaline rush. It’s very well 
groomed, and the floodlights are switched 
on here at 6 pm. A seasoned skier can take it 
at full speed, without even stopping.

The area above Laner-Alm guarantees 
a true high-alpine skiing experience. The 
chair lift takes you to almost 2,200 me-
tres, right at the foot of the rugged rocks 
of Latemar. The view is breath-taking. You 
can ski here on wide and fairly steep slopes, 
but real daredevils will head towards a wide 
field with several odd spruces, which is a 
perfect spot for practising off-piste skiing.

Traversing a bit more to the south, you 
will get to Granischer and Zischgalm 
with a half-pipe and a boardercross track. 
Obereggen is part of a larger resort Ski 
Center Latemar, which also comprises the 
ski centres situated on the side of Trentino. 
It’s worth visiting Monte Agnello (2,180m), 
as well as the charming Predazzo, where 
several years ago Adam Małysz won two ski 
jumping world champion titles.

CAREZZA. UNDER THE PEAK 
OF ROSENGARTEN
On the other side of the Latemar, under the 
peaks of Rosengarten (2,981m) and Tschein-
er Spitze (2,810m) extends the charming 
Carezza Ski resort. According to the official 
data, it’s the sunniest place in South Tyrol, 
with an average of eight hours of sunshine a 
day during the winter season.

Here, similarly to Obereggen, you can 
enjoy 40 kilometres of ski runs, served by 
15 lifts. The lower terminal in Welschnofen 
sits at 1,183 metres, while the highest point 
is the upper terminal situated next to Lau-
rins Lounge restaurant (2,337m). The place 
is famous for its four black pistes, extending 
for almost 3 kilometres and falling sharply 
from Tschager Spitze rocks (2,797m) down 
to Frommer Alm (1,730m).

Slightly less challenging, but at the same 
time more crowded is the centre of the ski re-
sort, above Lago di Carezza. From the warm 
surroundings of Alpenrose restaurant you 
can take one of four lifts to get to various 
areas of the resort. A six-chair lift will take 
you to the stone runs of Paolina (2,125m), 
where you can go down short, but steep black 
pistes. The gondola, in turn, will transport 
you to Passo Costalunga, where you can try 
your luck on the challenging sledge run or go 
down the north slope of Latemar.

Note that South Tyrol is also a perfect place 
to enjoy both skiing and food adventures. 
It’s here where Austrian culinary influences 
mingle with typical Italian flavours. In one 
of 15 (!) mountain taverns and restaurants 
you can try the traditional Tyrolean gröstl 
(fried potatoes with bacon, onion and eggs), 
washing it down with aperol spritz, but you 
can also opt for the exquisite spaghetti aglio 
olio e peperoncino accompanied by the deli-
cious bombardino.

Filip Gawryś

The ski run stretching from Laner-Alm guarantees a huge adrenaline boost. It’s well-groomed  
and illuminated. A seasoned skier can take it at full speed, without even stopping.
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WELCOME TO  
THE VIKING WORLD! 

A cruise on the Baltic 
Sea is not only an 
undeniable pleas-
ure, but also a very 

convenient way to travel. Viking 
Line is a Finnish shipping com-
pany that offers cruises on most 
interesting routes, including 
Helsinki-Tallinn that will, no 
doubt, appeal to Polish tourists 
and business travellers.

Founded in 1959, Viking Line 
operates seven modern cruise 
ships in the area of the Baltic Sea. 
Connecting Finland and Sweden 
via the Åland Islands (Stock-
holm-Turku and Stockholm-
Helsinki) as well as Finland and 
Estonia (Helsinki-Tallinn), the 
company’s ships offer first-class 
entertainment, duty-free shop-
ping, SPA and sauna, conference 
facilities, high comfort and lots 
more! Viking Line is also famous 
for the fine food served on board, 
and is the winner of numerous 
awards, most recently the Grand 
Travel Award 2013 for the best 
shipping company, voted for by 
the Swedish travel trade. 

FROM TALLINN 
TO HELSINKI AND BACK
While in Helsinki, you should 
take at least a one-day trip to 

Tallinn. Many people travel to 
the capital of Estonia to admire 
its grand churches, charming 
cobblestoned streets and the 
historical ring wall. Those 
who love food, shopping and a 
vibrant night life will also find 
reasons to come to this charm-
ing city. In addition, Tallinn is 
a great starting point for your 
trip to Helsinki. Viking Line's 
ship departs the Tallinn port 
in the morning, giving travel-
lers a full day to explore the 
picturesque capital of Finland. 
There is always something go-
ing on in there. Among majes-
tic, historical sights, Helsinki 
is teeming with restaurants, 
cool design quarters and au-
thentic cafés. Note that Hel-
sinki and Tallinn port termi-
nals are conveniently situated 
within a walking distance to 
the centres of both cities.

NEW SHIP 
NEW OPPORTUNITIES
M/S Viking Grace is a new ad-
dition to Viking Line’s fleet, 
serving the Turku-Stockholm 
route and accommodating up 
to 2,800 passengers. The Scan-
dinavian design of the vessel 
is tailor-made to suit the tastes 

of all passengers and ensur-
ing high comfort of voyage,  
as well as scenic views along 
the way. M/S Viking Grace is 
the first large passenger ship 
that utilizes environmentally 
friendly fuel – LPG – liquefied 
natural gas.

LINE WITH 
THE FUTURE
In 2016 the company served 
6,502,191 passengers. The 
year also marked a period of 
thorough modernisation of 
the f leet with extensive dry-
dockings for the Gabriella 
and Amorella. Measures were 
also carried out on the Viking 
Grace and Rosella to increase 
passenger comfort. Viking 
Line’s regular customer satis-
faction surveys in 2016 show 
that these efforts increased 
customer satisfaction. The 
culmination of the year was a 
letter of intent the Company 
signed for a new, innovative 
passenger vessel to be built in 
the near future. Also, a great 
emphasis has been placed on 
environmentally sustainable 
concepts, a high level of pas-
senger comfort and new cus-
tomer experiences onboard.

Viking Line is a Finnish shipping 
company based on the Åland 
Islands. It employs 2,700 people.
● Founded in 1959
● The company operates seven 
vessels in the Northern Baltic area 
between Sweden, Finland and 
Estonia
● Newest vessel MS Viking Grace 
operating on route Stockholm-
Turku-Stockholm
It was built in Finland at STX 
shipyard in Turku.  
It features an eco-friendly LPG 
engine with low exhaust emission.
The ship also has inbuilt  silencers 
to protect the unspoiled island 
archipelago – the noise level on a 
distance of 100 m equals the noise 
of a refrigerator or a dish washer 
Ultra-modern design by a Finnish 
architect “Vertti Kivi & Co.” 

 FAST FACTS

Viking Line 
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Łączymy Estonię, Finlandię i Szwecję... Oferujemy podróże za rozsądną cenę. 
Ciesz się wygodą i przyjazną obsługą, jakie zapewnimy Ci na pokładzie. 
Rozsmakuj się w kuchni skandynawskiej, podziwiaj fantastyczne widoki 
i poczuj świeżą bryzę. 
Witamy na pokładzie Viking Line. 

Przykładowe ceny
M/S VIKING XPRS

2 osoby i jeden 
samochód* 
pakiet od €  50
Pasażerowie
za osobę już od € 20

*pojazd do 5 m długości i 
1,9 m wysokości

M/S VIKING 
XPRS

TALLINN–HELSINKI v.v.
Nowoczesność, wygoda 

i rozsądne ceny 
Skorzystaj z nowej restauracji 

WINE & DINE

Zapytania i rezerwacje: international.sales@vikingline.com
Ceny i rozkłady: www.sales.vikingline.com
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Łączymy Estonię, Finlandię i Szwecję... Oferujemy podróże za rozsądną cenę. 
Ciesz się wygodą i przyjazną obsługą, jakie zapewnimy Ci na pokładzie. 
Rozsmakuj się w kuchni skandynawskiej, podziwiaj fantastyczne widoki 
i poczuj świeżą bryzę. 
Witamy na pokładzie Viking Line. 

Przykładowe ceny
M/S VIKING XPRS

2 osoby i jeden 
samochód* 
pakiet od €  50
Pasażerowie
za osobę już od € 20

*pojazd do 5 m długości i 
1,9 m wysokości
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OPTIMISTIC 
INDIVIDUALIST

Citroën presents its new C3 model, giving a revamp  
to its bestselling car that has sold more than 3.5 million 

units since 2002.With its distinctive design  
and colourful personality, the New C3 is  brimming  

over with an exuberant freshness and optimism that will 
rock the market.

 M o t o & Te c h n o  | B u s i n e s s  t r a v e l l e r
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Its unique morphology and original 
graphic features express energy and 
confidence.  Audacious by design and 
extensively customizable, leaving full 

scope for individual expression. The interior 
is carefully thought out to make driver and 
passengers feel comfortable, to make each 
journey a pleasurable experience. And the 
car is fitted out with the very latest technolo-
gies, including a world première appearance 
for Citroën ConnectedCam™, an on-board 
HD camera that lets you share your road-
trip photos and videos directly.
 
OPTIMISTIC
The New C3 is audacious by design, with a 
strikingly unique morphology whose key-
note features are a high-standing, charis-
matic front end and generous curves, pro-
ducing a powerful, energetic posture.  The 
slick, smooth outline, graphic signature and 
cool colours make the New C3 an undeniable 

trend-setter. And the car’s strong personal-
ity readily accommodates extensive custom-
ization capabilities.  This is an affordable 
mid-range model addressing a broad sector 
of the population with the promise of a sin-
gular car that can match individual tastes 
and aspirations.  For the two-tone exterior, 
there’s a choice of three roof colours. Add 
to this a range of colour options for the fog-
lamps, wing mirrors, rear C pillar graphic 
and Airbumps®.  As soon as you step in, 
the interior feels remarkably spacious, a 
sensation enhanced by the upholstery and 
uncluttered horizontal dashboard. Inside, 
customers can choose between four differ-
ent mood packs addressing three different 
motoring outlooks.

HUMAN
The New C3 exudes an unmistakable im-
pression of well-being. The design was 
guided throughout by the Citroën Ad-

vanced Comfort® programme, which 
charts an up-to-the-minute approach to 
Citroën’s time-honoured supremacy in mo-
toring comfort. The sensation of superla-
tive comfort starts with the seats, visually 
as well as physically comfortable, the pano-
ramic sunroof that floods the passenger 
compartment in light, the ingenious stow-
age features, and the generous space allo-
cations.  These first impressions are con-
firmed by the colours and materials, which 
draw overt inspiration from the worlds of 
furniture and travel, consistent with the 
New C3’s aim to make people feel literally 
at home when travelling by car.  The de-
liberately designed cocoon effect filters out 
disturbances from the outside world, and 
offers ergonomic usage with all functions 
accessible from the 7” screen, plus hands-
free ignition. Equipped with 5 doors, the 
New C3 is practical while remaining com-
pact with its length contained to 3.99m.

The New C3 is audacious by design, with a strikingly unique morphology 
whose keynote features are a high-standing, charismatic front end and generous curves, 

producing a powerful, energetic posture.



SMART
The New C3 brings up-to-the-minutes tech-
nologies, starting with the world première 
of Citroën ConnectedCam™, a fully inte-
grated and connected HD camera system 
that films your on-the-road experience for 
immediate sharing on the social network 
or for subsequent viewing.  Advanced driver 
assistance systems include: 3D connected 
navigation with speech recognition, re-
versing camera, lane departure alert, and 
blind spot monitoring.  The efficiency of 
the New C3 also extends to a full range of 
high-performance, high-efficiency engines 
(PureTech petrol, BlueHDi diesel) and the 
EAT6 latest-generation automatic transmis-
sion.

THE CAR ON ALL SIDES
With Citroën’s characteristic two-tier front 
light signature, the car seems to looks up-
ward, enhancing the impression of bonnet 
height.  The double chrome bar underlin-
ing the chevrons runs right through to 
the LED daytime running lamps, enhanc-
ing the impression of width. The round 
headlamps express a strong technological 
content.  The protective bumper below is 
in the body colour. Looking at the side, the 
first detail you notice is the floating roof 
held by the black windscreen pillars, and 
the taut roof curves accentuating the dy-
namic outline.  

The car’s protective function shows 
through clearly in the balanced proportion 
between body panels and glazed surfaces. 
The horizontal belt line continues the de-
liberately high bonnet line, producing a 
steady, stable, reassuring posture.  Body 
surfaces are fluid and unaggressive, extend-
ing down over the wheels, which have the 
largest diameter of any car in this segment 
(640 mm), another strong character feature. 
The large wheels also contribute to vehicle 
comfort, making for a high flank (even with 
17” wheels) and filling the arches, which can 
be fitted with extensions for a crossover ap-
pearance.  At the rear, the generously sized, 
muscular wings give the car a dynamic ap-
pearance, an impression accentuated by the 
very short overhangs.

 The rear of the vehicle emphasizes 
width, with smooth surfaces providing an 
ideal backdrop for the 3D rear lamps, which 
lend a unique, high-tech identity to the New 
C3.  The lower protection affords good eve-
ryday protection.  The C3 badge is different 
to that sported by the previous model: the 
figure 3 appears in black with a chrome sur-
round, recalling the gloss black chevrons 
with chrome surround used by Citroën 
models since C4 Cactus.FO
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Advanced driver assistance systems include: 3 
D connected navigation with speech recognition, reversing camera, 

lane departure alert, and blind spot monitoring.
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Evan Rogers wanders through the Greek capital,  
taking in five millennia of history and some house-distilled 
ouzo along the way.

HOURS IN… 
ATHENS

TEMPLE OF HEPHAESTUS
The Greek capital has been inhabited con-
tinuously for at least 5,000 years and shows 
the marks of every era, white marble ruins 
standing alongside graffiti-spattered con-
crete and colourful Cycladic façades. Begin 
at the Temple of Hephaestus in the Ancient 
Agora, just north of the Acropolis.

The best-preserved Doric temple in the 
world, it was started two years before the 
Parthenon in 449 BC, in the same style. 
Stroll through the overgrown ruins of the 

Agora and up a small hill towards the tem-
ple’s east entrance – friezes above it depict 
the Labours of Hercules, while those on the 
other end show the Labours of Theseus. 
The hillside vantage point affords stunning 
views of the Acropolis. Open 8.30am-6pm; 
entry €4.

HADRIAN’S LIBRARY
Walk a few minutes down Adrianou Street 
to Hadrian’s Library. Originally built by the 
Roman emperor in the second century, it 

shares the site with a number of other build-
ings that cover more than a millennia of ar-
chitecture. Entering on the west side, you’ll 
see the wall of the 12th-century Church of 
Saint Asomatos.

At the centre of the main courtyard are 
the ruins of a Roman tetraconch church 
built in the early fifth century, believed to 
be the oldest Christian church in Athens. 
Tetraconch, meaning “four shells”, refers 
to the ceiling, which would have had four 
semi-domes. Sadly, much of the structure 

4



F e b r u a r y  2 0 1 7     |     65

was destroyed, and two more churches 
have since been built and demolished on 
the same site.

On the north side of the complex loom 
the remains of Athens’ old defensive wall. 
In the eastern end lie the remains of the 
library itself, which had rooms for read-
ing and storing papyrus scrolls, as well  
as lecture halls. The eastern hall and two 
auditoria remain, in which an estimated 
17,000 scrolls were stored before its de-
struction during invasions. Open 8.30am-
3pm; entry €2.

A FOR ATHENS
Take a five-minute stroll north and step 
away from history for a drink at the rooftop 
bar of the A for Athens hotel. A seat over-
looking the Acropolis is best, but every table 
affords breath-taking panoramic views of 
the city and the Attica mountains.

If you’re feeling adventurous, turn to the 
“Athens” section of the cocktail menu and 
try one of the locally inspired concoctions 
– the A for Athens Cobbler mixes Skinos 
mastiha liqueur, white peach, pomegran-
ate shrub and white wine, while the Dirty 
Honey Fizz contains olive brine, prosecco, 

Greek grape distillate and a dash of honey. 
There is also a lunch and dinner menu 
available offering a variety of modern Greek 
dishes. Open Sun-Thurs 11am-2.30am, Fri-
Sat 11am-3.30am; 2-4 Miaouli Street; 
aforathens.com

BENAKI MUSEUM
Back on the ground, take the metro one stop 
from Monastiraki to Syntagma Square, and 
walk about seven minutes east to the neo-
classical white façade of the Benaki Muse-
um. Established by Antonis Benakis in 1930 
in what had been his family mansion, the 
Benaki displays artefacts spanning all ages 
of Greek culture.

The ground-floor display begins with 
50,000-year-old Paleolithic tools and covers 
everything up to the Byzantine period. The 
side-by-side collection of Mycenaean and 
Minoan pottery is a highlight. The first floor 
hosts a vast collection of clothing, objects 
and reconstructed rooms from the Ottoman 
period, with a café and temporary exhibition 
space on the second floor.

On the top level you’ll discover a display 
of portraits, photos, arms and other objects 
connected to the Greek War of Independ-

ence in the early 19th century, including 
Philhellenic battle standards and Lord By-
ron’s pistols. Open 9am-5pm Wed and Fri; 
9am-12am Thurs and Sat; 9am-3pm Sun; 
entry €9. Koumbari 1; benaki.gr

PLAKA
Plaka, Athens, Kentrikos Tomeas Athinon, 
Greece

Go back to Syntagma Square and take 
the metro one stop to Akropoli. Take some 
time to explore the neighbourhood of Plaka 
under the shadow of the Acropolis. Warmly 
hued neoclassical and Cycladic buildings 
line the cobblestoned streets, with splashes 
of greenery climbing up the walls and peek-
ing out over the rooftops. Browse the souve-
nir shops, jewellery stores and art galleries 
on the two main streets of Adrianou and 
Kydathineon, or sit down at a café to sample 
souvlaki or gyros.

Finish with a visit to Brettos bar (pictured 
above), the oldest distillery in Athens. Walls 
lined with colourful bottles and lights add 
to the atmosphere, and cocktails are made 
with house-distilled ouzo. Shops generally 
tend to close about an hour after dark; Bret-
tos is open 10am-2am. brettosplaka.com
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Take a five-minute stroll north and step away from history for a drink at the rooftop bar  
of the A for Athens hotel.
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Charged extra  
for a change of plans

Security check  
at an American airport
A few weeks ago I flew to Los Angeles. We had to change flights 
in Chicago. I also had to pick up the luggage and go through 
security. I barely managed to catch the other flight. Why are 
there so many complications? On my return flight, there was no 
additional security check in Chicago. Is it up to the airline? Next 
month, my mother is flying too. Is there a way she can avoid the 
additional security check?

Iwona

Dear Iwona,
The reason for the inconvenience are the regulations that the 
American immigration and customs must adhere to. The reg-
ulations specify that the immigration control (verification of 
identity, the visa validity, fingerprint verification and  granting 
authorized stay) and customs control (checking the customs 
declaration and luggage check) must take place in the first port 
upon arrival to the US. That's why it was necessary to have the 
interview with an immigration officer. This is also the reason 
why you had to pick up your luggage, so that the customs control 
could take place.

This is a government regulation, nothing to do with the air-
line policy. Each carrier has to comply with the existing regula-
tions. No matter which airline you fly with, the checks must 
be performed in the first port upon arrival. On top of all that, 
before boarding the next plane, you might be requested to go 
through another security check.

No immigration or customs checks are required on the way 
back, when staying at an intermediate airport to leave the US 
territory. That's why the luggage is sent directly to Warsaw, and 
you don't need to pick it up in Chicago. The Immigration Office 
is notified electronically about your leaving the US territory by 
the airline. 

If your mother wants to avoid having to go through security 
in the middle of the journey, she should opt for a connection 
with a change in Europe (for example Frankfurt, London, Paris, 
Amsterdam). In such case, the first port upon arrival to the US 
will be the Los Angeles airport. Currently there are no direct 
flights from Warsaw to Los Angeles. LOT Polish Airlines is 
planning to introduce direct flights in April 2017.

My boss is flying from Frankfurt to Cairo to meet with clients. 
He also has a short meeting at the Zurich airport. I bought him 
a ticket through Zurich. We paid €1,380 for a non-changeable 
ticket in Business Class. But it turns out, that there will be one 
more meeting in Zurich and my boss has to stay there for two 
days. The travel agency wants to charge us €960 extra for chang-
ing the departure date. Why is it so expensive?

Justyna

Dear Justyna,
First of all, I should explain the difference between changing 
flights at the airport and a stopover. In airline terminology, we 
talk about 'transfer' when the time spent at an intermediate port 
between one flight and another is less than 24 hours, while 'a 
stopover' - refers to an interval of more than 24 hours. With your 
original ticket, the stop in the course of your journey was less 
than 24 hours, and so, it was treated as standard transfer. That's 
why your agent could offer you a promotional fare for a Business 
Class ticket.

Stopping in a given city for a time longer than 24 hours (stop-
over) is charged extra. First of all, the lowest rates don’t allow 
for a stopover in Zurich free of charge. Therefore, in this situ-
ation, a higher fare, enabling a stopover, must be applied. This 
is where the first difference in the prices comes from. Second 
of all, in such a case, the agent is obliged to check, if the analo-
gous fare from Zurich (intermediate hub) to Cairo isn't higher 
than the one from Frankfurt to Cairo. If this is the case, the 
additional difference also contributes to the higher price of the 
ticket (Higher Intermediate Fare). Airlines have a very reason-
able explanation for such a policy. A passenger who starts their 
journey in Frankfurt, stops in Zurich, and then continues to 
Cairo, shouldn’t pay less for the ticket, than another passenger 
flying just from Zurich to Cairo (on a shorter route).

Usually, the additional charged is levied when you make a 
stopover in one of the countries with more expensive rates, such 
as the UK, Switzerland or Finland.

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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