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W ill the eccentric billionaire 

Elon Musk revolutionize 

the space industry by having his 

engineers construct a reusable 

rocket-powered spacecraft? There is a 

chance that by drastically reducing the 

costs of space travel, will allow us for 

further explorations and revealing the 

secrets of the universe.  Later this year, 

if all goes to plan, two very wealthy 

amateur astronauts will lift off in a 

rocket from Kennedy Space Center’s 

Pad 39A – the same launchpad used by 

the Apollo missions back in the 1970s 

– before looping around the Moon and 

returning to Earth. The spaceship will 

skim its surface, go quite a bit further 

into deep space and then loop back to 

our planet. The flight is expected to last 

a week, and the price remains 

undisclosed.

One thing is certain - never before was a trip to Mars as likely as it is today. 

Conquering the Red Planet is one of the major goals and ambitions of Elon Musk. He 

has recently announced that he will be able to launch a private expedition to Mars by 

2024, more than a decade ahead of what the American agency NASA plans. So far, 

SpaceX has sent 10 communication satellites into orbit.

You can find out more about the future of space tourism by reading our cover article 

entitled "Fly me to the Moon". Enjoy your reading.

      Marzena Mróz.
      editor-in-chief

FLY ME TO MARS!
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IBIS HOTELS FILLED WITH MUSIC

Hotele
ibis

The “ibis. where music lives” campaign aimed at discovering young, tal-
ented musicians, has come to an end. The idea to use music as the main 
theme of the project, as well as appointing Sarsa the campaign ambas-
sador, have brought results that far exceeded the expectations of the organ-
izers. The young artists selected by Sarsa were given a chance to record 
their singles under the supervision of Universal Music Polska producers in 
a one-of-a-kind recording studio designed at ibis Warszawa Ostrobramska 
hotel. During the final concert at the ibis Warszawa Centrum property the 
winners performed their songs in front of live audience. They were also 
joined by Sarsa who sang her greatest hits from the last “Pióropusze” 
album. The recordings made by the competition finalists will also be avail-
able via Jukebox by Deezer system in Eastern European ibis properties, as 
well as on SoundCloud platform.
The aim of the campaign was to present the ibis family as an inspirational 
space and places guaranteeing fascinating experiences. This brand com-
munication strategy has turned out to be a big success. The campaign has 
been popular with Polish Internet users as and mass media, reaching a 
total of 10.8 million people. Music-based communication is part of the long-
term strategy of the ibis hotel family and it will be continued in the future.

Norway
Architecture

WOODEN  
TOWNS

Air France is rolling out new amen-
ity kits on its long haul flights 
for both business class and first 
class (La Premiere) customers. 
The business kit contains Clarins 
products, while first has products 
from luxury French skincare brand, 
Carita.
 With its arabesque shape, ba-
roque influences and cocktail of 
bright colours, this new kit is any-
thing but conventional. It comes 
in four colours: yellow, green, red 
and blue. To ensure maximum 
comfort for Business Class cus-
tomers, this kit contains: Clarins® 
moisturizing cream, Clarins® 
repairing lip balm, toothpaste, 
a night mask, ear plugs, an Air 
France pen, a disinfectant wipe, a 
sachet containing 2 toothpicks. As 
part of Air France’s commitment 
to sustainable development, ac-
cessories like the toothbrush, the 
comb and the shoehorn are made 
of biodegradable corn starch. The 
French airline also offers new kits 
to Economy Premium passengers 
on intercontinental routes. The kits 
sport modern, geometric shape 
with light decorative elements. 
Available in yellow and orange col-
ours, the kits include toothpaste 
and a toothbrush, an eye mask, 
ear plugs, headphone  
protectors and a pair of travel 
socks.

Air France
Airline

NEW GADGETS 
ON BOARD

In December 2018, the town of 
Brumunddal set on the shore of 
Norway’s biggest lake, Mjøsa, 
will see the opening of the 
world's tallest wooden building. 
The construction will comprise 
18 floors, reaching the height 
of 80 metres. In addition to 
apartments, there will also be 
a 25-metre swimming pool, a 
hotel, office spaces, as well as 
hq of several institutions. The 
intention of the authors of the 
project is for Mjøstårnet to 
become a symbol of Norwegian 
architectural tradition, and - 
with its convenient location just 
a 4-hour drive from Langesund 
port - a major tourist attrac-
tion. The prices of apartments 
start at 2.69 million Norwegian 
kroner.

Historic timber buildings 
are located in many centres 
of Norwegian cities, such as 
the famous Bryggen wharf in 
Bergen or the Gamle Stavanger 
open-air museum. However, 
the greatest number of wooden 
buildings (some of them nearly 
200 years old) is to be found 
in the sailing town of Skude-
neshavn, near Stavanger. The 
town boasts more than 200 
timber buildings, dating back to 
mid-19th century.



ZANZIBAR WHITE SAND LUXURY VILLAS & SPA
Zanzibar White Sand Luxury Villas & Spa is an eco-luxury resort bringing a new standard and experience of luxury in Zanzibar. 
Family owned, operated by a passionate team, we strive to bring you an authentic, generous and unique experience with a 
personal touch.
In April 2017, Zanzibar White Sand Luxury Villas & Spa became the first Tanzanian property to join the prestigious label Relais & 
Chateaux. The resort effectively promotes the values and ambitions to share the arts of living while preserving local culture and 
diversity, to commit to our respect for the culinary arts, to provide you with an genuine, humane experience of luxury hospitality.
Located on the beachfront of Paje, Zanzibar White Sand Luxury Villas & Spa faces the crystalline waters of the Indian Ocean and 
the pristine white sands of one the most beautiful beaches in the world. The exclusive resort seeks to serve guests seeking an 
unforgettable experience in a peaceful, comfortable and stylish retreat.
The resort consists of 11 villas ranging from 4 to 1,600 sq m, and spread over 4 hectares of a tropical garden. Each villa comprises 
two units connected by an exotic garden with a terrace, private swimming-pool and outdoor bathtub. All of them offer stunning 
views over the picturesque beach. With all check-in formalities completed in the villas, optional meals served in the rooms and the 
services of a private butler, guests are ensured of complete personal attention at all times.
The intimate restaurant serves freshly caught fish, tropical juices and fine cuisine mixing local Zanzibari dishes with an accent of 
international fusion. Local vegetables and fruits are homegrown for guaranteed quality and all meals are prepared under eco-
friendly conditions.
Nestled amongst the verdant gardens, the White Sand Spa comprises two massage rooms, a steam room, sauna and tropical 
seating area where you can relax by a soothing waterfall. The Spa offers a wide range of treatments based on natural, locally 
sourced ingredients such as sea salt, cloves and seaweed.
With its steady year-round winds, flat shallow waters protected by coral reef and paradise sandy beach, Paje is well-known as one 
of the top kitesurfing destinations in the world. The hotel owners also own the neighbouring high-end Kitesurf club: Zanzibar Kite 
Paradise, offering high quality service and equipment, classes and support across all levels of proficiency. You can also rent here a 
wide range of water sports equipment; whitesandsvillas.com
Prices start from $445 per person per night full board.



8    |    M a r c h  2 0 1 8

B u s i n e s s  t r a v e l l e r  |  O n  To p

Programme
Top Employers 2018

EMPLOYERS WITH CERTIFICATION

Keukenhof - this famous Dutch gar-
den that stretches between Leiden 
and Haarlem, in spring turns into a 
real paradise on earth. Each spring, 
32 acres of the garden are filled 
with over 7 million flowers - tulips, 
hyacinths, daffodils and jonquils. 
No wonder then that the place is 
one of the most frequently visited 
and photographed spots in the 
world.

If you decide to pay a visit to 
Keukenhof between mid-March to 
mid-May, you will certainly notice 
colourful fields of red, blue and yel-
low on your way there. It presents 
the world's largest collection of 
bulbous plants, gathered in one 
place. This is probably the most 
popular attraction of the Nether-
lands and Europe.

GARDENS OF EUROPE

The Netherlands
Keukenhof

The main goal of the Top Employers Polska programme is to acknowl-
edge employers who take best care of their employees. The certificate is 
valid for one year to guarantee that the candidates applying for a position 
within a company will be offered attractive conditions of employment. It’s 
not surprising then that the certificate is sought after by corporate leaders 
of the labour market. Suffice to say that this year's winners’ pool included 
companies that have participated in the Top Employers Polska for at least 
five years, while four of them have won the Top Employers title as many 
as nine times! Poland also ranked eighth in Europe in terms of the num-
ber of certified organisations by Top Employers Institute.Top Employers 
Institute has been certifying working conditions in organizations world-
wide for 25 years. The 2018 Top Employers certification was won by 1,300 
companies and organizations in 113 countries.

Airline
Finnair
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SIGNATURE MENU
Finnair continues its Signature Chef programme by introducing the air-

line’s first Japanese Signature Chef. Tokyo-based top chef, Rika Maezawa, 
has designed a series of five seasonal signature menus to be served in 
the Business class of Finnair/s flights from Tokyo to Helsinki, as of 7 
February 2018. “Beautiful Japanese sceneries of each season are incorpo-
rated into these in-flight meals,” says Chef Rika Maezawa about her food 
philosophy and the meals she created for Finnair. “Through my cuisine, 
I would like to share with travellers the unique Japanese sentiments and 
sense of season.” “Food plays an important role in our customer experi-
ence,” says Maarit Keränen, Head of Inflight Service at Finnair. “I am 
sure our customers will enjoy the Japanese seasonal flavours that Ms. 
Maezawa’s meals will bring onboard,” she adds. Finnair started its Sig-
nature Chef program in 2013, and has worked since then with a series of 
acclaimed chefs.   
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FIRST BIRTHDAY

Hotel
Leonardo Royal Hotel Warsaw

Switzerland
Zermatt

SPRING IN THE 
MOUNTAINS

With LOT to Billund. This Danish 
city is the the fifth destination 
served by the Polish national car-
rier. The flights will be operated 
twice a day from Monday to Fri-
day and once a day at weekends. 
The first flight from Warsaw to 
Billund is scheduled for 2 July.
The journey will take 1 hour and 
40 minutes. The route will be 
served by Embraer 170 and 175 
aircraft, offering 70 and 82 seats 
in three travel classes: Busi-
ness, Premium Economy and 
Economy.
“Billund is one of the most im-
portant business and research 
centres in Scandinavia, while the 
Southern Jutland boasts one of 
the highest GDP per capita in 
Scandinavia. Importantly, there 
are several thousand Poles living 
in that region. The new connec-
tion will certainly also be ap-
preciated by people travelling to 
Billund and the surrounding area 
for holidays,” says Adrian Kubicki, 
Corporate Communications 
Executive Director at LOT Polish 
Airlines.
LOT serves five Scandinavian 
destinations.  In addition to Bil-
lund those are: Copenhagen, 
Stockholm, Gothenburg and 
Oslo. lot.com

LOT
Linia lotnicza

WE WILL FLY 
TO BILLUND

In March 2018 Leonardo Royal Hotel Warsaw celebrates its first year of 
activity on the Polish hotel market. The hotel located in the JM Tower 
building at the junction of Grzybowska and Żelazna streets was taken over 
by the Leonardo Hotels group on 15 March 2017. The 4-star Leonardo Royal 
Hotel Warsaw offers 178 rooms, including 11 suites, 450 sqm of conference 
facilities divided into 6 rooms, Leo Bar and Vitruv restaurant. Following the 
acquisition, the Leonardo Hotels chain began renovation and launched 
a number of investments aimed at upgrading the property. One of the 
major changes included refurbishment of hotel rooms and adding to them 
useful amenities.  Throughout the hotel you can observe the changes in 
line with the brand's “Feeling Good” motto. Especially for businesswoman 
Leonardo Royal Hotel Warsaw has prepared the Women Friendly rooms, 
with additional amenities to make their stay even more pleasurable. At 
the same time, the brand has undertaken activities aimed at changing 
the guest profile, by offering special incentives to cooperate clients and 
conference groups. There is also a separate offer of weekend stays.

Leonardo Hotels is a dynamically developing hotel chain that currently 
has five brands in its portfolio: Leonardo, Leonardo Royal, Leonardo 
Boutique, NYX and Jurys INN acquired in December. The chain has about 
170 properties throughout Europe and Israel. In the last year, in addition 
to Leonardo Royal Warsaw, it also launched new hotels in Milan, Prague, 
as well as 36 properties throughout the UK. In 2018 the chain plans to 
continue with its expansion in Europe, including new properties in Poland. 
leonardo-hotels.com/warsaw-hotels

March in Switzerland usually 
means the perfect weather and 
equally ideal skiing conditions. If 
you’re planning a spring getaway 
to Helvetia, you might want to visit 
Zermatt, one of the most charm-
ing towns situated in the canton of 
Valais at 1,610 metresm at the foot 
of  the Matterhorn, the sixth high-
est mountain in the Alps. Zermatt 
is also known as a winter sports 
and mountain climbing resort. For 
environmental reasons it’s only 
available for vehicles powered 
by electric motors. The ski area 
surrounding Zermatt includes 
more than 60 cable cars and ski 
lifts taking ski aficionado to over 
300 kilometres of different types 
of pistes. The most popular ski 
areas are Sunnegga-Rothorn Para-
dise, Gornergrat-Stockhorn and 
Schwarzsee-Matterhorn Glacier 
Paradise. One of the biggest at-
tractions in Zermatt is the Gorner-
grat mountain (3,089 metres) and 
the Gornergratbahn rack railway 
that takes skiers to its peak. There 

you can enjoy a beautiful pano-
rama of Matterhorn surrounded 
by numerous four-thousanders, 
as well as the Gorner glacier. The 
view is described as one of the 
world's seven tourist wonders, 
which is why the peak is also very 
popular with tourists in summer. 
It’s also in Zermatt where the fa-
mous Haute Route ends.
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FLY ME  
TO THE MOON

…and beyond. Spaceflight companies are  
already taking bookings for trips into Earth’s orbit and even 

around the Moon. Suddenly, a two-week holiday  
in the Caribbean looks very dull indeed
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Later this year, if all goes to plan, two 
very wealthy amateur astronauts 
will lift off in a rocket from Kennedy 
Space Center’s Pad 39A – the same 

launchpad used by the Apollo missions 
back in the 1970s – before looping around 
the Moon and returning to Earth. Presum-
ably they’ve both remembered to reserve a 
window seat.

SPACEX IS READY
This very ambitious mission is being 
staged by a Californian spaceflight compa-
ny called SpaceX. Founded by Elon Musk – 
he of Tesla and PayPal fame – SpaceX won’t 
yet reveal very much about the mission, not 
even the two astronauts’ names; only that 
they will be launching on a 70-metre-high 
Falcon Heavy rocket, and then circumnavi-
gating the Moon in a much smaller autono-
mous Dragon 2 spacecraft.

“This would be a long loop around the 
Moon,” Musk revealed. “It would skim its 
surface, go quite a bit further into deep 
space and then loop back to Earth. So I’m 
guessing, distance-wise, maybe 300,000 or 
400,000 miles.” The flight is expected to 
last a week; the price, undisclosed.

Much shorter and less ambitious are 
the spaceflights currently planned by 
British entrepreneur Richard Branson’s 
spaceflight company Virgin Galactic. For a 
$250,000 (return) ticket, ordinary punters 
will get a trip aboard SpaceShipTwo, a re-
usable, rocket-powered winged spacecraft 
with capacity for two pilots and six pas-
sengers. The amateur astronauts will fly 
into space, 60-plus miles above the Earth’s 
atmosphere, where they will “experience 
a thrilling, dynamic rocket ride; true un-
encumbered weightlessness; and the best 
possible view of Earth and the blackness of 
space”.

Virgin Galactic wouldn’t commit to a 
precise launch date for the first commer-
cial flight, but its commercial director Ste-
phen Attenborough did tell Business Trav-
eller: “It’s on the horizon but one can never 
be entirely certain as to how far away that 
horizon is.” Paying passengers are merely 
a stepping stone towards the company’s ul-
timate goal of industrial spaceflight, with 
reusable craft. “Our quest is to reduce the 
cost of space launch, so reusable vehicles 
are the holy grail,” Attenborough says, sug-
gesting that, in the future, Virgin Galactic 
may sell its transport services to asteroid 
mining companies, scientists, or compa-
nies and governments wishing to place as-
tronauts or satellites in space. For example, 
it’s currently collaborating with communi-
cations company OneWeb, which aims, via 

Musk has the mind-bogglingly ambitious target date of 2024 to send 
humans to the red planet. First, in 2022, there will be an unmanned 

spaceship mission.
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Within space industry, asteroid mining is an intriguing possibility. Asteroids are composed mainly of 
metals and rock, many of which could be depleted from Earth within the next 50 to 60 years.

a satellite network, to offer internet broad-
band to everyone on the planet.

CROSSING CONTINENTS
Virgin Galactic also has its sights on oper-
ating long-haul air travel above the Earth’s 
atmosphere, where lower gravity and lack 
of air resistance would save huge amounts 
of time and fuel. Flight times of a couple 
of hours from London to Sydney have even 
been mooted.

“With the exception of Concorde, we’ve 
been travelling through the air at a little 
below the speed of sound for many, many 
years,” Attenborough adds. “This would 
leapfrog supersonic speeds and probably get 
into hypersonic, in excess of Mach 5.”

One of Virgin Galactic’s rivals in com-
mercial spaceflight is Washington State-
based Blue Origin, which has already se-
cured contracts to deliver satellites into 
space, and successfully launched New Shep-
ard, a reuseable launch systerm. Company 
boss is Jeff Bezos, the man who earned his 
fortune through Amazon. He hopes space 
tourism will give his rocket scientists the 
practice they need to reduce the cost and in-
crease the efficiency of space travel, with the 
ultimate goal of moving heavy industry off 
planet Earth altogether.

“It is a step towards a spacefaring civilisa-
tion,” he said in a recent BBC documentary, 
The 21st Century Race for Space. “We have 
sent robotic probes to every planet in the so-
lar system and we know, without a shadow of 
a doubt, that Earth is the best one. This is the 
best planet! The only way to really protect it is 
to eventually move heavy industry off Earth.”

Bezos understands why critics of space 
exploration want to see our home planet’s 
myriad problems solved before we head into 
space. However, he contends that space is 
“part of the solution” to Earth’s problems.

“Space is a much better place to do heavy 
manufacturing. In space, you have 24/7 so-
lar power. Every kind of element that you 
need is available in very large quantities. 
Over the next couple of hundred years, that 
will allow us to both continue to have a dy-
namic, expanding, growing, thriving, inter-
esting civilisation, while protecting the dia-
mond of a planet that we evolved on.”

FOREIGN BODIES
Within space industry, asteroid mining 

is an intriguing possibility. In 2014 the Eu-
ropean Space Agency landed (and inadvert-
ently bounced) a probe on the surface of a 
comet called 67P/Churyumov-Gerasimen-
ko. This was just the start. While comets 
tend to be dust and ice, asteroids are com-
posed mainly of metals and rock, many of 
which are invaluable to the products and 
industry essential to modern life and that 
could be depleted from Earth within the 
next 50 to 60 years. Over the following few 
decades it’s thought spaceflight companies 
will send robotic probes to asteroids in or-
der to extract valuable minerals and metals. 
A single asteroid of the right type would be 
worth a fortune if brought to Earth.

There are two major companies leading 
the way in this field. One is California-
based Deep Space Industries, which has 
partnered with the government of Luxem-
bourg. The other is Washington State-based 

Planetary Resources, which plans to mine 
metals for use in extra-terrestrial construc-
tion and spacecraft components. The latter 
suggests there are around 16,000 near-Earth 
asteroids, containing two-trillion tonnes of 
water.

Back at SpaceX, Elon Musk could well 
do with some of that rocket propellant. His 
cleverest boffins have designed the Falcon 
Heavy rocket, which they claim is three 
times more powerful than its predecessor, 
the Falcon 9. Musk states the new model 
can not only propel long-haul commercial 
flights up above the Earth’s atmosphere, 
or spaceflights around the Moon inside 
the Dragon 2 craft, but will also eventually 
transfer cargo and passengers to Mars, Ve-
nus, even Jupiter and Saturn.

“We should have a lunar base by now. 
What the hell’s going on?” Musk said at the 
International Astronautical Congress in 
September 2017. “And then, of course, Mars, 
and becoming a multi-planet species. Beats 
the hell out of being a single-planet species.”

Musk has the mind-bogglingly ambitious 
target date of 2024 to send humans to the 
red planet. First, in 2022, there will be an 
unmanned spaceship to “confirm water re-
sources, identify hazards and put in place 
initial power, mining, and life support in-
frastructure”.

Two years later the manned mission is 
scheduled to follow. “Then we will build up 
the base, starting with one ship, then mul-
tiple ships, then start building up the city, 
then making the city bigger. And over time 
terraforming Mars, and making it a really 
nice place to be.”
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Much of Musk’s zeal stems from his fear 
that our planet might eventually succumb 
to an extinction caused by an asteroid strike 
or a global pandemic. Should this happen, 
he argues, a human colony on Mars will en-
sure the human race doesn’t die out.

Despite all the promises (some might 
call them pipe dreams) from billionaires 
Branson, Bezos, Musk et al, space tourism 
has so far been a niche activity. There have 
only been seven amateur astronauts in 
space so far.

The very first was American investment 
specialist Dennis Tito who, in 2001, paid 
Russia’s space agency $20 million to visit 
the International Space Station and spend 
a week orbiting the Earth.

“The beauty of private space flight [is] 
you can be goofy if you want to,” Tito said 
in a BBC documentary that showed him 
aboard the station sipping a mocktail. 
“There’s no one to criticise you. You’re pay-
ing your own bill. You’re not having this 
trip on government money. So there’s a lot 
more freedom.”

Tito remembers spending half of every 
Earth orbit staring out of the spaceship 
porthole at the incredible views, while lis-
tening to opera. “I never got bored looking 
out. It was such an awesome experience 
being off the planet and being one of the 
privileged few humans to do this. It’s never 
left me. I think of it every day.”

UNIQUE EXPERIENCE
What else can wide-eyed space tourists ex-
pect to behold? On any future space flights, 
the views of Earth will no doubt rapidly fill 
up the memories of their mobile phones. 
Zero gravity is another out-of-this-world ex-
perience they will surely dine out on.

George Pantalos works in bioengineer-
ing at the University of Louisville in Ken-
tucky. He was lucky enough to experi-
ence weightlessness on NASA’s KC-135 
zero-gravity plane, otherwise known as the 
“vomit comet”.

“In weightlessness, you are effortlessly 
floating,” he explains. “The most compara-
ble feeling is floating in water without the 
sensation of water on your skin. Because 
you feel so light, you can move about with 
the slightest amount of effort. Pushing off 
a surface too hard, which is the common 
mistake of all first-time free-floaters, results 
in you zinging around like a ping-pong ball. 
Nice and easy does the trick. Peter Pan never 
had it so good, and Michael Jordan only got 
a few seconds of hang time. In weightless-
ness, you have all the hang time you need.”

Given the rapid advances in reusable rock-
et technology, it’s fair to assume that space 
travel will eventually become as common as 
visiting the poles or climbing Mount Ever-
est. Virgin Galactic plan to build a whole 
fleet of spacecraft for tourists. “There have 
been 560 or so people who have been into 

space to date,” Attenborough says. “I would 
expect that we would fly that number of peo-
ple in a small number of years.” He refused, 
however, to be more precise than this on 
passenger numbers.

Space tourism, he believes, is far more 
important than simply an opportunity for 
multi-millionaires to boast about their holi-
days.

“We’re going to offer people an extraor-
dinary, profound and life-changing expe-
rience. If you read the accounts of profes-
sional astronauts who have gone to space in 
the last 50 years, most of them came back 
talking about their experience for the rest of 
their lives. They come back with a clear per-
spective: there is only one [habitable] planet 
we know of. There isn’t an alternative home 
for us within reach at the moment. Earth 
is extremely beautiful; it looks very fragile 
from space. There is a sense we’re all in this 
together, and that there’s much more that 
unites us than divides us. By being able to 
give a lot more people a similar experience, 
we think spaceflight has a powerful, poten-
tial force for good in its own right.”

Until then, ticket prices remain at 
$250,000 a flight. Naturally, Richard Bran-
son, the boss of Virgin Galactic, has a seat 
reserved on the inaugural commercial 
flight. And Attenborough, as the first em-
ployee hired by Virgin Galactic 13 years ago, 
won’t be far behind.

There have been 560 or so people who have been into space to date. We may expect that soon we will fly 
that number of people in a small number of years.
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Tried & Tested

Hotel TAJLANDIA
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A large outdoor swim-
ming pool with palm 
trees, an impressive 
lobby, excellent Asian 

cuisine, and the direct link to 
the departures and arrivals 
halls - these are just a few of the 
most striking features of Novo-
tel Bangkok Suvarnabhumi.

WHERE IS IT?
Novotel Suvarnabhumi is the 
only airport hotel in the Thai 
capital, offering a direct connec-

tion to the departures and arriv-
als halls of the airport in Bang-
kok - Asia's second largest air 
hub after Singapore’s Changi 
Airport. It’s here where most 
travellers start their journey to 
Vietnam, Laos, Burma, Malay-
sia and the Philippines.
The hotel is linked to the airport 
via an air-conditioned under-
ground passage, allowing you 
to reach the terminal in just five 
minutes. Novotel Bangkok Air-
port Hotel, as well as the whole 

airport, is well connected to the 
city centre. Getting there takes 
just 20 minutes by the direct 
Airport Rail Link.

LOBBY AND ROOMS
The hotel’s five-storey high lob-
by, resembling luxurious inte-
rior of the best shopping malls, 
looks very impressive. On the 
ground floor there are restau-
rants, the reception area and a 
long, open hall, decorated with 
exotic trees.

NOVOTEL BANGKOK  
SUVARNABHUMI 
AIRPORT HOTEL

CONTACT
Novotel Bangkok Suvarnabhumi 
Airport Hotel
999 Suvarnabhumi Road  
Nongprue Amphoe Bang Phli
Chang Wat Samut Prakan 10540
Bangkok, Thailand
www.novotelairportbkk.com
www.novotelairportbkk.com
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With the head-spinning num-
ber of 612 rooms, Novotel Bang-
kok Suvarnabhumi Airport is 
well-prepared to cater for even 
the largest groups of guests. 
The windows of some of the 
rooms overlook the hotel’s in-
door lobby, while others offer 
the views of the swimming 
pools and the relaxation zone. 
Most rooms are 35 sqm, avail-
able in three configurations: 
Superior King/ Superior Twin, 
Executive King/ Executive Twin 
and Deluxe King/ Deluxe Twin.
All come with automatic air-
conditioning, a separate shower 
cabin and a bath, as well as a 
safe, WiFi and minibar.  More 
demanding travellers had better 
opt for the larger 56 sqm Junior 
Suite (consisting of two rooms) 
or the 64 sqm Executive Suite. 
All rooms feature pleasant, 
bright décor, reminiscent of the 
elegant comfort offered by No-
votel (an Accor Group brand) in 
its properties worldwide.

RESTAURANTS
All the seven restaurants at No-
votel Bangkok Suvarnabhumi 
Airport offer quality food served 
in pleasant setting. The hotel's 
main eatery is the all-day The 
Square restaurant, which serves 
breakfasts and lunches in the 
form of buffet.
If you wish to try some of the 

local delicacies, you should visit 
Sala Thai restaurant, open for 
lunches and dinners, and seat-
ing up to 60 people. Then there 
is Kinsen Japanese Restaurant, 
another excellent dining choice, 
seating up to 40 guests. You can 
come here to try delicious sushi, 
teppanyaki, as well as a wide ar-
ray of a la carte dishes.
Finally, the Golden Village Chi-
nese Restaurant is a popular 
venue, specializing mainly in 
Cantonese dishes with a local 
twist.
Other culinary venues include: 
Atrium Lounge (where you can 
try delicious cocktails, snacks 
and light a cigar), Le Gourmet 
(open 7-10 am, offering French 
pastries, coffee and tea), as well 
as Splash Poolside Terrace (a 
poolside bar serving cocktails 
and healthy snacks).

POOL AND SPA
Novotel Bangkok Suvarnabhu-
mi Airport, as one of only few 
airport hotels, boasts a wonder-
ful outdoor swimming pool sur-
rounded by rows of palm trees. 
All this in the immediate vicin-
ity of the airport. In this way, 
you can swim or relax poolside, 
at the same time enjoying the 
view of  planes taking off and 
landing.
 The hotel spa with nine treat-
ment rooms is also a very im-

pressive facility. Visiting Bang-
kok, you simply must try the 
strong Thai massage, which, 
of course, is just one option out 
of many various procedures of-
fered here. Or you can pop into 
the hotel gym to try to burn 
some calories consumed in the 
hotel’s excellent restaurants.

MEETING 
FACILITIES
The hotel offers ample 2,700 
sqm of event and conference 
space, divided into 12 well-
equipped rooms. The largest 
one is the 814 sqm Suvarnabhu-
mi Grand Ballroom with high, 
6-metre ceilings and the capac-
ity of 1,000 guests.
The amenities available for 
business guests include a dedi-
cated helpdesk in the airport 
terminal, as well as a business 
centre with Internet access.

VERDICT
Novotel Bangkok Suvarnab-
humi Airport is, unquestion-
ably the best airport hotel in the 
capital. It’s a perfect place for 
transit passengers waiting for 
their connecting flights. With 
the unique atmosphere of this 
place and its outdoor pool, the 
hotel is much more than just a 
typical airport hotel, but more of 
an exotic resort.

Rafał Sobiech

Novotel Suvarnabhumi 
is the only airport 
hotel in the Thai 
capital, offering

 a direct connection  
to the departures 
and arrivals halls 

of the airport 
in Bangkok - Asia's 
second largest air 

hub after Singapore’s 
Changi Airport.

It’s the only airport hotel in the capital of Thailand with a direct connection to the departures  
and arrivals halls of the airport in Bangkok.
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Tried & Tested

Hotel TAIPEI

PR
ES

S 
M

AT
ER

IA
LS

, F
OT

OL
IA

 
The Mandarin Oriental 

Taipei opened in 2014, 
adding a luxury urban 
retreat to a city pre-

dominantly served by upscale 
business brands.  

WHERE IS IT?
Located in Songshan district, 
a five-minute cab ride from 
Songshan International air-
port or a 40-minute drive to 
Taoyuan International airport. 
Songshan is a major financial 
centre, with many banking in-
stitutions on Dunhua North 
Road. Entertainment options 
will most likely require a taxi 
journey.

WHAT’S IT LIKE?
The grand exterior is inspired by 
classic European architecture, 
with a large cobbled forecourt 
and steady stream of taxis sur-
rounding an ornate fountain. 
The extravagant style continues 
throughout the property, from 
the giant 1,400kg chandelier in 
the lobby to the 1,700 pieces of 
artwork dotted throughout the 
hotel. As I was booked into a 
suite, a staff member escorted 
me to my room for a personal-
ised in-room check-in.

ROOMS
The hotel has 256 guestrooms 
and 47 suites, starting at a very 

generous 55 sqm. My 86 sqm 
one-bedroom Club City Suite 
was beautiful. The bedroom 
was steeped in Parisian ele-
gance with oriental flourishes, 
and the king-size bed was pos-
sibly the most comfortable bed 
I’ve ever slept in, with luxurious 
480-threadcount satin bed lin-
en, and goose-down pillows and 
duvets. By the side of the bed 
was an easy-to-use control panel 
for the curtains and blackout 
blinds, as well as a master light 
switch and dimming control. 
Universal power sockets were 
also available.

French-window doors opened 
onto a stunning marble bath-

MANDARIN ORIENTAL TAIPEI

CONTACT
158 Dunhua North Road, 
Songshan District, Taipei, 10548; 
+886 2 2715 6888;
www.mandarinoriental.com/taipei

PRICE
Internet rates for a one-night 
stay in a Club City Suite in mid-
March start from NT$23,500 
(£581).
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room with heated flooring, 
double sinks, a smart toilet and 
walk-in shower with an almost 
alarming number of jet nozzles 
and showerheads. Bathroom 
products were by Diptyque.

The separate living room also 
featured classic, contemporary 
décor and stylish lighting. I’m 
not the biggest fan of circular 
work desks, but this one was 
large and positioned next to a 
full suite of connectivity options 
with the option to stream devic-
es to the television. High-speed 
wifi is available for up to six 
devices. The City Suite design 
makes it easy to host business 
meetings as the sleeping quar-
ters can easily be partitioned off.

Suite guests have access to 
the Oriental Club lounge on the 
sixth floor – an elegant, spacious 
area with an adjoining outdoor 
terrace. Breakfast (served in the 
lounge until 10.30am or 11am 
on weekends) is extensive, with 
buffet and à la carte options. 
Other lounge amenities include 
private meeting rooms, refresh-
ments throughout the day, a 
shoe-shine service and garment 
pressing.

FOOD AND DRINK
There are six F&D venues. The 
three restaurants include Café 
Un Deux Trois, offering all-day 
international fare. The high-end 
perfumery at its entrance offers 
a unique twist, as does Pages, a 
creative café concept with a li-
brary of glossy magazines and 
books. Located on the third floor 
is Ya Ge, a fine-dining Chinese 
restaurant with 11 private din-
ing rooms. The third restaurant 
is casual Italian eatery Bencotto, 
featuring an open kitchen, chef’s 
table and private dining room 
that can seat up to 50 diners.
To the right of the lobby en-
trance is the Jade Lounge, a 
beautiful space to enjoy classic 
afternoon tea and pastries. For 
something a little stronger, try 
the MO cocktail bar, open from 
5pm and featuring a DJ at week-
ends. Sweet treats can also be 
found in the Mandarin Cake 
Shop.

The hotel is located 
in Songshan district, 
a five-minute cab ride 

from Songshan 
International airport

or a 40-minute 
drive to Taoyuan 

International airport.

MEETINGS
A number of meeting options 
are available from the 960 sqm 
Grand Ballroom to five Oriental 
Rooms. The large foyer is a good 
space for pre-function cocktails 
or coffee breakouts.

LEISURE
At 3,500 sqm, The Spa at Man-
darin Oriental is one of the big-
gest in Taipei, featuring 12 treat-
ment rooms including two VIP 
suites, four double and six sin-

gle rooms, a beauty salon, spa 
tea lounge and spa boutique. 
There’s also a spacious 24-hour 
fitness centre and 20-metre 
heated outdoor pool, plus an 
adjoining arcade with luxury 
boutiques.  

VERDICT
Fantastic. I couldn’t find any-
thing to fault during my stay, 
from the design and facilities 
to the service – top marks all 
round. Tamsin Cocks
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Tried & Tested

Hotel MOSCOW

Open since 1992, the 
Kempinski is one of 
the most established 
five-star hotels in 

Moscow and has an enviable po-
sition by the Moskva River with 
some 50 per cent of its rooms 
looking towards the Kremlin, 
Red Square and the domes of 
St Basil’s. It has recently under-
gone an extensive renovation.

WHERE IS IT? 
In the Zamoskvorechye Dis-
trict, surrounded by high-end 
office buildings and apart-
ments. It is about one hour from 
Sheremetyevo International 
Airport, though the duration 
of the 35km drive depends on 
Moscow’s infamous traffic.

WHAT’S IT LIKE?
The hotel’s façade dates back 
to 1898, but a recent multi-
million pound renovation and 
restoration by designer Zuzana 
Cambelova has modernised the 
interior. It looks and feels like 
a grand European hotel, with a 
sweeping spiral staircase and 
wrought-iron balustrade, Mu-
rano glass chandeliers, white 
Italian marble, wall mirrors in 
vintage frames, grand piano and 
art deco furniture.

ROOMS
The hotel has 227 rooms and 
suites. The rooms are split into 
Superior, Deluxe and Grand 
Deluxe. The 57 entry-level 
Superior rooms (35-40 sqm) 

overlook surrounding streets 
or the inner atrium function 
space. All rooms have a good 
size working desk, f latscreen 
TVs, in-room safes, direct-dial 
satellite telephones with voice-
mail, in-house mobile phones, 
high-speed wifi internet ac-
cess, iPod docking stations, 
fax and PC connections. The 
95 Deluxe rooms (37-47 sqm) 
are slightly larger, but are in 
red and beige and have views 
of the Kremlin, Red Square 
and St Basil’s Cathedral. 
Both the Superior and Deluxe 
rooms were last renovated in 
2007, but are still smart and 
have 24-hour room service, 
“Les Clefs d’Or” concierges, 
personalised guest-relations 

BALTSCHUG KEMPINSKI

CONTACT
Ul Balchug 1, 115035; 
+7 495 287 2000;
www.kempinski.com/moscow

PRICE
Internet rates for a flexible 
midweek stay in March started 
at 17,000 rubles (£219) for a 
Superior room.
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employees (called “Ladies in 
Red”), complimentary in-room 
newspaper and mineral water 
each day. The 38 rooms and 
suites on f loors 2 to 4 were up-
graded in 2015 and have heat-
ed marble f loors in the bath-
rooms, new rain showers, big 
bathrooms and large mirrors. 
These are now called Grand 
Deluxe rooms (37-47 sqm) and 
have a different design by Slo-
vakian firm Cadé, who created 
a new range of light colours for 
them – warm pastels, golden 
and yellow shades – as well as 
new hardwood furniture, brass 
lamp accents and lithographs 
by Russian painters. The ho-
tel’s 36 suites include six Studio 
suites (68 sqm), 11 Executive 
suites (70-80 sqm), six Kremlin 
suites (68 sqm), six Red Square 
suites (75-85 sqm) and six De-
sign suites (70 sqm).

FOOD AND DRINK
The Baltschug Grill serves break-
fast, lunch and dinner on the 
ground floor. European-style 
Café Kranzler is both bar and res-
taurant, serving Russian speciali-
ties such as vareniki stuffed with 
Georgian Sulguni cheese, served 
with morels, leeks and cham-
pagne sauce. The Lobby Lounge 
serves drinks and light snacks.

MEETINGS
The second floor has 12 meeting 
rooms including the atrium in 
the centre of the hotel, which is 
capable of seating 250 for a ban-
quet. Other rooms include the 
Vladimir room, which holds up 
to 150 for a banquet; it has silk 
wallpaper and Swarovski crystal-
decorated wall lights. The eighth 
floor Library room holds 50 for a 
banquet and has views directly 
across to the Kremlin.

LEISURE
As well as excellent jogging 
trails along the river, the hotel 
has a swimming pool, small fit-
ness centre (7am-11pm), a whirl-
pool, and men’s and women’s 
saunas in its basement. It also 
has a beauty centre on the sec-
ond floor with hairdressing by 
La Biosthetique and face and 
body treatments using cosmet-
ics by Sothys. New to the hotel 
is the Truefitt & Hill barbershop 
on the ground floor, which of-
fers shaving, manicure and 
haircuts for gentlemen.

VERDICT
This is an outstanding hotel 
with a very successful redesign 
and exemplary service. Its loca-
tion is hard to beat, particularly 
for the views across the river to 
Red Square. 

Tom Otley

Baltschug 
Kempinski with 

its stunning interior, 
advanced solutions

 and exemplary
 service, is undoubtedly, 

one of the best hotels 
in Moscow.
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From reactive hotel rooms to alternative 
commutes, we identify the business travel trends 

you need to know about for the year ahead

NEW TRENDS  
IN BUSINESS

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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EXPERIENTIAL REWARDS
Hotel loyalty is moving away from rewards 
in the form of room upgrades and free stays 
to money-can’t-buy experiences and hyper-
personal gifts. Small Luxury Hotels of the 
World, for example, redesigned its loyalty 
scheme in September, renaming it Invited 
and introducing preferential treatment to 
elite members in the form of birthday gifts 
and invitation-only events.

Intercontinental Hotels Group, mean-
while, has joined forces with Opentable and 
Grubhub to allow guests to earn and redeem 
points on meals in restaurants. Global Hotel 
Alliance’s Discovery programme offers “lo-
cal experience” rewards for Platinum and 
Black members, such as seabob snorkelling 
in the Maldives or scenic cycle rides around 
Bali. The scheme also applies to Kempinski 
hotels. The hotel group says: “Whether it’s a 
rare elephant ride in the jungle, a private tour 
of a Geneva watch factory usually closed to 
the public, a traditional Adumu dance with 
Maasai warriors in Kenya, or a tour of Malta’s 
presidential palace and gardens, these expe-
riences present the best of local gastronomy, 
culture and craftsmanship.”

FACIAL RECOGNITION
The iPhone X isn’t the only employer of fa-
cial recognition as a means of identification 
and added security. Airports and airlines 
are increasingly integrating the technol-
ogy into their biometric boarding and im-
migration systems to help reduce queues, 

paperwork and the required staffing levels 
on checkpoints. While you may be anxious 
that this undermines your privacy, there is 
no way to turn the tide, so you may as well 
accept the benefits of a less stressful journey 
through the terminal as recompense.

Last summer, Delta Air Lines introduced 
its first biometric bag-drop stations at 
Minneapolis-St Paul International airport, 
requiring a facial scan at the self-service 
points to verify the passport holder. Dubai 
airport, in partnership with Emirates, is go-
ing further by creating camera-lined facial 
recognition tunnels that you walk through 
without pausing to stare at a screen. The 
first tunnels should be in place at Dubai’s 
Terminal 3 by the end of summer 2018.

Meanwhile, British Airways is the first 
airline to use self-service biometric board-
ing gates on international flights out of 
the US, starting with Los Angeles Interna-
tional. BA has been using biometric gates at 
London’s Heathrow Terminal 5 for domes-
tic flights since March 2017. Amsterdam 
Schiphol airport and KLM are working on a 
similar initiative, as is JetBlue, which has re-
placed boarding passes with facial scanning 
at Boston Logan airport.

British Airways said that its new tech-
nology, created by Vision-Box, “will create 
a smoother journey for customers, as they 
will no longer need to present their pass-
port or boarding pass at the gate – only at 
check in and security. Instead travellers can 
simply look into a camera prior to boarding, 

wait for their biometric data to be verified, 
and then walk onto the aircraft”.

In the US, Customs and Border Protection 
is trialling its Biometric Exit US in a handful 
of airports (such as Chicago O’Hare and Las 
Vegas McCarran), but there are plans to in-
stall it at every airport in the country within 
three years. The endeavour is being pushed 
forward by President Trump, who wants to 
use facial recognition to track visa holders as 
they leave the country (or not).  

ALTERNATIVE COMMUTES
With congestion on roads getting ever-worse 
and train services frequently unreliable, get-
ting to work has become a daily ordeal that 
pushes stress to unhealthy levels and eats 
into time that could otherwise be spent 
more productively. Some commuters (about 
40 per cent in Copenhagen) have turned to 
cycling as an alternative mode of transport.

A recent study from the International Jour-
nal of Workplace Health Management has 
found that cyclists arrived at work feeling less 
stressed than people who had driven. Reflect-
ing increased awareness of ways to improve 
mental health, a growing subset of people are 
being more creative in the ways they get from 
A to B, often using their commute as an op-
portunity to get fit. Some people are running 
to work, while others, in cities such as Mu-
nich, Basel and even London, are kayaking, 
surfing, paddle boarding or even swimming 
down the rivers, packing their laptops and 
suits in waterproof bags.

Airports and airlines are increasingly integrating facial recognition technology into 
 their biometric boarding and immigration systems.
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UNPREDICTABLE MOTHER 
NATURE
Business travellers need to prepare for flight 
delays and cancellations in the year ahead 
by having appropriate insurance, up-to-date 
duty-of-care policies and watertight back-up 
plans ahead of disruptive weather condi-
tions sweeping the planet. Many experts 
are putting this down to global warming 
(the last three years have been the hottest 
recorded), and 2018 is expected to be just as 
bad, if not worse.

Last year, Hurricane Harvey caused 
deadly flooding in Houston, leaving 80 peo-
ple dead and £140 billion worth of damage 
and, along with Irma and Maria, wreaked 
destruction on many Caribbean islands. 
Some of California’s worst-ever wildfires led 
to mass evacuations across the state – the 
Thomas fire, in December (not normally 
a month prone to many blazes), proved 
the largest on record, burning more than 
272,000 acres of landscape, while mudslides 
killed 15 in January. Severe monsoon flood-
ing in Bangladesh took the lives of 1,200 
people and affected more than 40 million 
people – aid agencies said it was one of the 
worst humanitarian crises the region had 
seen in years.

Seismic activity is also causing problems. 
Two earthquakes hit Mexico last autumn, 
one of which proved the deadliest in 30 
years; and a 7.3-magnitude earthquake in 
Iraq and Iran killed up to 580 people not 
long after. Scientists predict that due to a pe-
riodic slowing of the Earth’s rotation, there 
will be more quakes in 2018. 

IN-ROOM FITNESS
Hotels know all too well that the gyms they 
invest in often aren’t used – people can be 
inherently lazy, yet the desire for better fit-
ness remains. With that in mind, some 
brands are taking steps to make it as easy as 
possible for guests to workout during their 
stays by putting fitness equipment in bed-
rooms instead. A growing number of Mar-
riott’s Westin Hotels & Resorts in the US, 
for example, are now offering some rooms 
with Peloton exercise bikes and online spin-
ning classes streamed live or on-demand to 
built-in screens.

At the same time, Hilton has been rolling 
out its Five Feet to Fitness concept to hotels 
in North America, featuring mini studios 
with Wattbikes, Gym Rax units with TRX 
straps, medicine balls from Lyft, Hyperwear 
Sandbells, yoga mats and meditation chairs, 
plus a screen for bespoke on-demand exer-
cise classes created by Aktiv Solutions.

Ryan Crabbe, former senior director of 
global wellness at Hilton, said: “The variety 

of activity the room enables is motivating. 
One morning a guest can decide to roll out 
of bed for a quick guided stretch and yoga 
poses. Then later that evening, they might 
return from a stressful day and take a brisk 
bike ride while catching up on a favourite 
show or the day’s business news.”

NEXT-GEN AIRLINES
Aimed at millennials, Air France launched 
a new low-cost subsidiary airline for hip-
sters in December, ushering in a new era 
for trendy aviation created for the younger 
generation. Richard Branson did a good job 
of making flying sexy with Virgin Atlantic, 
but Air France’s Joon is looking to inspire 
a different kind of ethos, much in the way 
hotel chains have all launched “lifestyle” 
brands. Crew are dressed in “basic, chic” 
uniforms that consist of royal blue cardi-
gans, polo shirts, block-print shift dresses, 
gilets and retro-styled white trainers. Trav-
ellers who download the YouJoon app will 
be able to stream entertainment on-demand 
to their devices while in the air. There will 
also be individual touchscreen monitors on 
long-haul flights.

On short-haul A320 flights, food and 
drink (with the exception of one free tea 
1or coffee) has to be paid for, but on long-
haul A340 services it’s free. The menu 
lists items such as Sicilian lemonade, 
smoothies, craft beer, tapas and organic 
quinoa salad. Unlike typical budget air-
lines, intercontinental services also have 
premium economy and business class 
cabins with fully flat beds. At the time of 
writing, there were one-way fares available 
from Paris to Barcelona, Oslo and Rome 
from €49, and Istanbul from €99 (starting 
in March), Tehran and Cairo from €149, 
and Cape Town from €279 from April.

FAREWELL TO JUMBOS
The unmistakable B747, with its humped 
upper deck, first took to the skies in 1969 – 
and almost 50 years later, it’s finally reach-
ing the end of its life. Aircraft manufacturer 
Boeing says that it sees “no significant de-
mand” for the jumbo jet anymore, and has 
dropped the plane from its 20-year forecast. 
Instead, it predicts airlines will be choosing 
Boeing’s more efficient B787s and B777Xs 
for long-haul flights. In 2017, both Delta and 
United retired the last of their B747s, mean-
ing no US airline flies the jumbo any longer. 
There are still around 500 in service global-
ly, but a recent delivery of a B747-8 to Korean 
Air may prove the last to be built.

In contrast, a new entry to fleets around 
the world is the smaller, single-aisle B737 
MAX. It has already become the fastest-
selling plane in Boeing’s history, with more 
than 4,000 orders from 92 carriers. The 
aircraft comes with Boeing’s new Sky In-
terior, “modern sculpted walls and window 
reveals”, LED lighting and larger overhead 
bins for luggage. It comes in four variants – 
the MAX 7, 8 , 9 and 10 – installed with 172 
to 230 seats. Last year, Norwegian, South-
west Airlines, Air Canada, Silk Air and 
Westjet all received their first B737 MAXs. 
In November, it was announced that Fly-
dubai had placed a monster US$27 billion 
order for 225 of the planes.

This is part of a wider trend for airlines 
buying smaller aircraft, instead of larger 
planes with far greater operating costs. 
Even though fuel is currently cheap, carri-
ers such as Qantas and Air France have can-
celled orders for the A380 superjumbo, and 
there are rumours that Emirates is going to 
ditch its A380 programme.  

LIFESTYLE TRAINS
German rail company Deutsche Bahn has 
come up with a proposal for new, futuristic 
double-decker trains for commuters, with 
facilities such as noise-cancelling seats to 
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help passengers focus on work, as well as 
nap pods, fitness studios, video game zones, 
massage chairs, TVs, high-tech dining car-
riages and lounges designed to be like “roll-
ing living rooms”. “The Idea Train” aims to 
help people make the most of travel time, 
and reflects the way work and leisure are 
no longer segregated aspects of our lives. 
Other companies are following the example 
of airlines in offering various new forms 
of on-board entertainment –  Eurostar, for 
example, recently partnered with Amazon 
Prime to allow people travelling on its new 
e320 trains to stream shows direct to their 
personal devices via free wifi to the Eurostar 
app while on the train.

AIRBNB HOTELS
Given Airbnb’s ambitions to become a one-
stop shop for travel – from home rental to 
experiences and possibly even flights – it 
makes sense that the company is partner-
ing with property developers to build its 
own branded accommodation. In Florida, 
Airbnb is working with Newgard Property 
Group to open a 300-unit apartment tower 
for early 2018 (called Niido Powered by 
Airbnb) in Kissimee, near Orlando.

Tenants will be able to rent apartments 
on Airbnb for up to 180 days a year, and 
there will be hotel-style support in the form 

of cleaning and linen services, keyless en-
try systems, in-room safes and concierges. 
According to the Financial Times, Airbnb 
plans to unveil another five such projects 
over the next two years. There are also ru-
mours that Airbnb will launch a “Lux” por-
tal aggregating high-end private residences 
this year, allowing it to compete with One 
Fine Stay (now part of Accorhotels).

SMART LUGGAGE BAN
Business travellers have endured liquid and 
laptop bans in recent years, but 2018 looks 
to be the year that high-tech smart luggage 
with built-in batteries is embargoed. In De-
cember, American Airlines announced that 
suitcases containing lithium-ion batteries 
pose a fire risk when they are placed in the 
cargo hold of an aircraft.

As a consequence, from January 15 2018, 
all smart suitcases were banned from be-
ing checked in unless the power pack can 
be removed. Other airlines, such as Delta 
and Alaska, have issued similar rules and 
EU carriers may follow suit, while Cathay 
Dragon and Cathay Pacific banned smart 
suitcases from January. (Smart luggage will 
continue to be allowed in the cabin.)

Brands that manufacture this sort of lug-
gage, which can charge devices, be tracked 
and even move on its own in some cases, in-

clude Away, Barracuda, Bluesmart, Horizn 
Studios and Modobag.

AIRPORT GYMS
Instead of sitting in the airport lounge eat-
ing platefuls of free food and drinking wine, 
many of us would feel better at the end of our 
journey if we’d done a workout instead. Last 
autumn, Lennart Meri Tallinn airport in Es-
tonia became the first in Europe to install a 
pop-up gym within its terminal near gate 6 
(complete with runway views). Operated by 
My Fitness, the light, expansive gym has high 
ceilings, with Technogym weight machines, 
an elliptical trainer, a rowing machine, exer-
cise bike, treadmill and staircase trainer. The 
only problem is there are no showers.

Roam Fitness is also taking gyms for jet 
setters seriously, having opened its first in 
Baltimore airport last year. The 109 sqm 
facility and has cardio equipment, free 
weights, medicine balls, TRX suspension 
straps and space for stretching. Mercifully, 
there are four private bathrooms with show-
ers. You can also buy healthy snacks and 
drinks on-site, and even rent Lululemon 
fitness clothing if you haven’t packed any 
of your own. Roam Fitness says it plans to 
open three more US locations this year and, 
within five years, hopes to have 20 locations 
including some overseas.

Instead of eating platefuls of free food in an airport lounge, you can now hit an on-site gym.
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REACTIVE ROOMS
Marriott International has partnered with 
Samsung and Legrand (a specialist in elec-
trical and digital building infrastructures) 
to create a prototype internet of things 
(IoT) hotel room, which it hopes to one day 
bring to its portfolio of properties. Marri-
ott believes in a sci-fi future where mirrors 
talk and your shower recognises you when 
you walk in. It says the IoT Guestroom Lab 
allows users to ask a virtual assistant for 
a wake-up call, to start a yoga routine on 
a full-length mirror, or set the shower to 
the temperature stored in their customer 
profile.

The Irvine Marriott in California has 
been experimenting with a smart shower 
door, whereby people can draw or write 
down ideas in the steam on the glass, and 
then have them beamed to an iPad. A select 
number of Marriott’s Aloft hotels already 
have voice-activated rooms.

BUSINESS CLASS TAX HIKES
This year, business class tickets are set 
to become more expensive as UK air pas-
senger duty (APD) is increased again. In 
November, chancellor Philip Hammond 
announced a freeze on short- and long-

haul rates, bumping up taxes on premium 
tickets instead. From April this year, APD 
on business and first class fares (plus any 
premium economy cabins fitted with seats 
with more than 40 inches of legroom, such 
as Norwegian) for flights over 2,000 miles 
will be £156 instead of £150, going up to 
£172 in April 2019. Alan Wardle, director 
of public affairs at ABTA said: “We believe 
this is a missed opportunity to decisively 
cut this tax. We will continue to have the 
highest levels of APD in Europe and among 
the highest in the world. We will continue 
to push for a substantial cut which will 
help travellers and ensure the UK is well 
placed to trade with the rest of the world 
post Brexit.”

AFFORDABLE LUXURY
Good news for budget-conscious busi-
ness travellers is the continued growth of 
affordable luxury in both hotels and air-
lines. Boutique hotel mogul Ian Schrager 
launched his new high-design Public ho-
tel brand in New York’s Lower East Side 
in 2017, with 367 pared-down rooms, open 
plan co-working spaces, a florist, cocktail 
bars, a deli, rooftop events space and free 
wifi. The idea is you get everything you 

need to work and relax on-site and in style, 
but for lower prices than you might expect 
(from US$195 a night).  

In a similar vein, Dutch chain Citizen M 
offers just one category of compact room 
and no in-room dining, swimming pools or 
gyms. Instead, guests benefit from gener-
ous amounts of communal space for work-
ing and eating, and a hip canteen open 24 
hours. Again, there is an emphasis on cre-
ating a trendy but homely environment. A 
night at the new Citizen M La Défense in 
Paris costs from €71 a night, and the chain 
plans to expand across North America and 
Asia over the coming years.

The new Moxy Times Square (from Mar-
riott) is another example of a hotel chain 
that has chosen to invest in imaginative in-
terior design, lively social spaces and superb 
dining at unusually low rates (from US$124 
a night) by eliminating extraneous facilities 
and levels of service.

Affordable luxury is coming to airlines 
too. The Lufthansa Group’s budget subsidi-
ary Eurowings has announced it will be in-
stalling a business class cabin – with fully 
flat beds – on board its long-haul wide-body 
aircraft departing Dusseldorf from the end 
of April 2018. 
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MGALLERY BY SOFITEL 
TARČIN FOREST  

RESORT & SPA, SARAJEVO

UNFORGETTABLE STAY
MGallery by Sofitel has opened 
its first hotel in the Balkans, 
providing visitors with the 
unique opportunity to discover 
Bosnia and Herzegovina - a land 
with an enchanting history, rich 
culinary traditions and natural 
beauty. The country’s versatile 
nature with spectacular moun-
tains crisscrossed by emerald 
rivers, picturesque landscapes, 
charming forests and cascading 
waterfalls, is the ideal setting 
for an unforgettable holiday.

MGallery by Sofitel Tarčin 
Forest Resort and Spa is a mod-
ern, elegant property, designed 

to perfectly blend with the natu-
ral landscape. Design-wise, the 
hotel is a tasteful combination of 
high ceilings, minimalist interi-
or and a peaceful atmosphere of 
a mountain villa. Guest rooms 
are cosy and spacious, while 
bay windows and balconies with 
beautiful views of the forest and 
mountains offer a sense of con-
nection with nature. The inte-
rior is decorated with natural 
wood, wool and subtle accents 
of traditional kilim patterns. 
On site there is a restaurant, a 
café, a business centre, a VIP 
lounge, luxury spa and wellness 
facilities with gym, as well as 

one-of-a-kind conference centre 
with a number of well-equipped 
function rooms. The restaurant 
offers exquisite dishes of both 
local and international cuisine.

NATURE, WILDLIFE AND 
SPORTS ALL YEAR ROUND
MGallery by Sofitel Tarčin For-
est Resort and Spa is located in 
the middle of a beautiful green 
forest, surrounded by refresh-
ing alpine nature and crystal-
clear air and water. It’s a perfect 
place to escape from the drags 
of modern life and move into 
a state of emotional and men-
tal tranquillity. The pristine, 

MGallery by Sofitel 
Tarčin Forest Resort 
and Spa is a modern, 

elegant property, 
designed to perfectly 

blend with the natural 
landscape.

Discover nature's paradise in a new location
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blooming nature makes Tarčin 
Forest one of the most beauti-
ful places on earth, regardless 
of the season. With its location 
at the foot of the four Olympic 
mountains of Sarajevo, this 
wonderful holiday resort offers 
access not only to winter sports 
but also to summer activities 
such as climbing, tennis, raft-
ing and horseback riding.

RELAXATION 
AND REJUVENATION
The resort offers unparalleled 
panoramic views of the moun-
tains, as well as soothing and 
calm environment, which is 
a guarantee of a relaxing stay. 
Guests can enjoy here spe-
cially designed adventure pro-
grammes, such as the Secrets 
of the Nature – a personalized 
expedition to explore the most 
heavily guarded secrets of the 
nature or Nature Adventures - 
exciting whitewater rafting ex-
perience followed by rejuvenat-
ing spa treatment. You can also 
relax in the resort’s saunas and 
Turkish baths, enjoy a natural 
pool with spring water, offering 
a wonderful view of the moun-
tain peaks. Or you can opt for a 
series of holistic treatments and 
rituals. The luxury on-site spa is 
a true haven of tranquillity and 
rejuvenation. The place, where 
nature itself feels at ease.

With its location just a 30-min-
ute drive from the centre of Sara-
jevo, the resort enables guests to 
immerse in the culture, history 
and natural beauty of this fas-
cinating, dynamic and multidi-
mensional city. Famous for its 
ethnic and religious diversity, 
Sarajevo offers amazing archi-
tecture, history and adventure. 
The old town with its charming 
cobbled streets and colourful 
roofs, is an enchanting architec-
tural mixture of medieval Ot-
toman and Austro-Hungarian 
buildings, where you can hear 
a mosque calling for prayer and 
just a moment later the sound 
of church bells. The city, histori-
cally situated at the crossroads 
of East and West is nowadays a 
vibrant, dazzling metropolis.

Worldwide, MGallery brand 
has 90 exciting properties and 
is developing another 30. Each 
hotel is inspiring and offers its 
guests unforgettable moments. 
Thanks to the attractive combi-
nation of Heritage, Serenity and 
Signature hotels, each MGallery 

property is a unique place with 
a rich history. In the coming 
months, MGallery will expand 
its collection with new, thrill-
ing hotels, including MGallery 
Doha, Qatar; MGallery Dubai, 
UAE; MGallery Livorno, Italy; 
and MGallery Istanbul, Turkey.
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THE PLACE 
TO WORK AND RELAX 

Warsaw is a city 
that bustles with 
business, cultur-
al and entertain-

ment life. The capital of Poland 
is enjoying prosperity and ac-
cording to “Poland Your Place to 
Invest 2017” it’s considered the 
most attractive market for inves-
tors. This good economic situa-
tion and the location in the centre 
of Europe make Warsaw a truly 
attractive venue for organizers of 
events that help businesspeople 
develop new ventures and make 
new contacts.

THE ICON OF WARSAW
Located in the very centre of 
Warsaw, Sheraton Hotel has 
been perceived for more than 
20 years as the place where the 
worlds of business, politics and 
private travel intertwine. The 
hotel perfectly fits the capital’s 
character. Its luxurious rooms, 
extensive conference and en-
tertainment facilities, as well 
as world-class cuisine, greatly 
contribute to the prestige of the 
property and strengthening the 
brand’s reputation.

NEW CHAPTER IN HISTORY
2018 will be a special year for 
the property, as its 350 rooms 
(including suites) have just un-
dergone a thorough renovation. 
The unique interiors were cre-
ated by the renowned London-
based designer Alex Kravetz, 
who was skilfully combined the 
elegant contemporary design of 
rooms with the hotel's heritage. 
Club rooms and suites have also 
been refreshed. The are situated 
on upper floors of the building, 
providing an easy access to the 
revamped Sheraton Club® 
Lounge. The Lounge is an exclu-
sive space where guests can en-
joy such free amenities, as Wi-Fi, 

Located in the very centre of Warsaw, Sheraton Hotel has been 
perceived for more than 20 years as the place where the worlds of business, 

politics and private travel intertwine



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

M a r c h  2 0 1 8     |     33

breakfasts, drinks and snacks, as 
well as cocktails.

The elegant and spacious 
suites are ideal both for work, 
socializing, and relaxation after 
a busy day, packed with numer-
ous meetings. The Sheraton 
Signature Sleep Experience set 
includes the iconic custom-de-
signed bed, which helps elimi-
nate uncomfortable pressure 
points that cause tossing and 
turning, and improves blood 
circulation, ensuring a peaceful, 
refreshing sleep. In the rooms 
you will also find high-end archi-
tectural elements, such as multi-
level, non-intrusive lighting or 
bespoke furniture.

FOR BUSINESS CUSTOMERS
Sheraton Warsaw Hotel offers 
excellent facilities for organizing 
larger meetings. The property 
has 12 meeting rooms, while the 
event and banquet space extends 
over two floors and the area of 
more than 1,000 sqm.
The rooms are equipped with 
all necessary equipment for 
presentations and workshops, 
including 16:9 widescreens, 
state-of-the-art projectors with 
a powerful 4000-lumen light 
source; an integrated PA system, 
reliable Wi-Fi connection, and 
the option to connect to the ho-

tel's broadband wired network. 
The hotel staff make every effort 
to ensure that every event organ-
ized at Sheraton is perfectly or-
ganized.

WORLD CLASS CUISINE
Sheraton Warsaw Hotel boasts 
its top-class cuisine. The head 
chef Marcin Sasin together with 
his team guarantees guests 
sophisticated culinary experi-
ences. InAzia restaurant offers 
delicious dishes with South-East 
Asian influences. It’s also a per-
fect place for an evening meet-
ing and discussions in a pleasant 
atmosphere. SomePlaceElse bar 
is, in turn, a great option for an 
informal ceremony or an after-
noon relaxation. For even more 
sophisticated culinary experi-
ences with food prepared in live 
kitchen, go to Poland’s small-
est restaurant - Chef’s Table. To 
learn more about the hotel's culi-
nary offer, got to sheraton.pl/pl/
restauracje-bary

The culinary offer for busi-
ness includes coffee breaks, but 
also a catering service that guar-
antees the success of your event 
regardless of the venue.

NEW GENERAL MANAGER
The beginning of the year has 
brought personnel changes in 

the hotel. Sheraton Warsaw now 
has a new general manager. On 
1 February 2018 this position 
was assumed by Fadlallah Zayat, 
a businessman to the core and 
a perfect example of how you 
can develop in the industry and 
achieve success.

Fadlallah Zayat has been 
working for Marriott Interna-
tional Group for 20 years, so 
managing the Warsaw hotel, he 
will be able to utilize his exten-
sive knowledge and experience. 
He started his career in 1994 in 
the finance department of JW 
Marriott in Dubai, and then ex-
panded his operations into West-
ern and Eastern European mar-
kets, managing 54 hotels in 16 
countries. He worked in Warsaw 
before as the Director of Rooms 
Operations, which was his first 
position outside finance in hos-
pitality.  

Privately, he is a fulfilled fa-
ther and a great supporter of the 
German national football team. 
He is interested in art; he enjoys 
listening to Tchaikovsky’s music 
and is inspired by van Gogh's 
paintings. This seem to fit per-
fectly into the mission of Shera-
ton Warsaw, being a well-known 
patron of art and culture.

To find out more or to book a 
room, go to sheraton.pl

The meeting 
rooms are equipped 
with all necessary 

equipment 
for presentations 
and workshops.

 The hotel staff make 
every effort to ensure 

that every event 
organized 

at Sheraton is perfectly 
organized.

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



34    |   M a r c h  2 0 1 8

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

If a hotel is well-known for 
its utmost care for every 
detail, this can pose a real 
challenge for the chefs of 

its restaurant. Cuisine at Pro-
Vita hotel has been created out 
of sheer love for detail, local 
produce, nature and unusual 
combinations. Here is the place 
where high quality truly counts. 
Welcome to cuisine with no com-
promise.

LOCAL OR HOME-MADE
The chefs here follow the slow 
food principles. The menu is 
seasonal, adapted to the time of 
the year, as well as to the offer of 
local suppliers. This approach 
helps choose only the healthiest 
ingredients obtained only from 
reliable sources.

All products are supplied to 
the restaurant in raw, unpro-
cessed state. Cakes and bread 
(also gluten-free), are baked 
on site, while the chefs pre-

pare home-made muesli, jams, 
hummus and cold meats. Mak-
ing those delicacies, they me-
ticulously follow traditional 
recipes.

FOR DISCERNING GOURMETS
However, the restaurant chefs 
listen not only to their culinary 
instincts, but also to the needs of 
customers, so the menu is adapt-
ed to different diets and prefer-
ences. In its offer ProVita has 
dishes without gluten, lactose 
and allergens, as well as a wide 
range of options for vegetarians 
and vegans. Of course, there is 
also a special kids menu.

In addition to the seasonal 
menu, throughout the year the 
chefs create 52 weekend menus, 
which hotel sommeliers careful-
ly pair with appropriate wine. In 
this way, each weekend guests of 
the hotel can enjoy new and well 
thought-out culinary composi-
tions.

FOR CONNOISSEURS 
AND CONNOISSEURS-TO-BE
The hotel wine bar has a remark-
able collection of wine from dif-
ferent regions of the world. The 
offer includes 135 labels, while 
another 100 are rotated through-
out the year. The vast major-
ity are wines produced by small 
boutique vineyards, as well as 
those manufactured in Poland.  
But lovers of well-known brands 
will also find here a wide se-
lections of wine by world's top 
manufacturers.  

ProVita collaborates with the 
Association of Polish Somme-
liers, organizing regular tasting 
dinners and monthly Wine Eve-
nings. The restaurant staff are 
also continuously learning new 
things about wine, and are hap-
py to share the knowledge with 
guests. That is why, with ProVi-
ta sommeliers even a complete 
wine dilettante has the potential 
to become a future connoisseur.  

CONTACT
Hotel Wellness ProVita****
ul. T. Kościuszki 17
78-100 Kołobrzeg
tel.: +48 94 355 4000
e-mail: recepcja@hotelprovita.pl
www.hotelprovita.pl

QUALITY CUISINE  
IN KOŁOBRZEG
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THE ART OF THIRST-
QUENCHING

However ProVita is not only 
about wine. You can, for ex-
ample, easily fall in love with 
bitters-based cocktails served 
here. Even though herbal bit-
ter preparations used to give 
balance to cocktails are becom-
ing more and more fashionable 
these days, you can seldom try 
the ones made on-site by bar-
tenders. Why? It's mostly the 
question of time. Bitters need to 
macerate for at least 40 days.   

On the restaurant’s offer 
there is also a wide range of non-
alcoholic beverages. Ice tea and 
lemonades are prepared meticu-
lously with syrups cooked from 
natural ingredients, such as cit-
rus zest, fermented rhubarb, liq-
uorice shots and many others.

Coffee lovers can choose 
among beans harvested in Ethio-
pia, Congo, Guatemala, Brazil 
and Colombia. All coffees have 

the “Specialty” badge and in 
addition to traditional brew-
ing method, you can have them 
prepared with alternative tech-
niques, such as chemex and drip.  

FOR EASTER AND OTHER OC-
CASIONS

ProVita is the place to go 
to celebrate important family 
events, as well as the upcoming 
Easter holiday. You can spend 
that time by the sea, taking part 
in Easter-related activities, walk-
ing, cycling or simply unwind-
ing in the swimming pool or the 
sauna.

Not to mention that ProVita 
has prepared a special culi-
nary offer for this special time 
of the year. The preparations 
have already started, because 
planning, as well as such seem-
ingly trivial activities as grating 
horseradish, must begin well in 
advance. The festive table will 
be abound with classic dishes, 

though some of them will ob-
tain a slightly more modern 
character. Of course the hotel 
chefs will also prepare a range 
of dishes for vegans, vegetarians 
and people with allergies, while 
the team of confectioners will 
prepare delicious mazurek and 
babka cakes.

SLOW FOOD RECOGNIZED
Such care in creating and 

composing the menu couldn’t 
go unnoticed. That's why the 
hotel restaurant has something 
to brag about. For three con-
secutive years, ProVita has been 
awarded by the “Gault & Mil-
lau Polska” guide. In 2016 the 
restaurant received one chef’s 
toque followed by two toques 
in 2017 and 2018! This is hardly 
surprising if you are aware of all 
the principles that the restau-
rant adheres to, and, above all, 
if you try the delicious dishes 
served here.

A comment by a wine critic 
Tomasz Prange-Barczyński
The hotel’s wine list combines 
individuality and versatility. You 
can feel here the sommelier's 
confidence, his inclination to 
selecting biodynamic, natural and 
original wine that goes beyond 
the stereotype and mainstream 
(which is particularly visible in 
the “Our favourites” section and 
the high position of rieslings 
there). You can also observe 
here a desire to offer guests best 
wine from the most prominent 
regions of the Old and New 
World. The extensive section on 
sparkling wine looks respectable, 
with several types of champagne 
from famous houses, but also a 
number of smaller manufacturers 
offering good cavas and prosecco. 
The well-known Turnau winery can 
also be featured in the “Regional 
wine” section, as Baniewice, where 
those excellent wines are made, is 
situated just 170 kilometres away 
from Kołobrzeg.

AT ProVita HOTEL

The wine list 
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FROM BLACK GOLD 
THE CITY OF GOLD 
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Cathay Pacific

Dubai's attractions seem to have been created with 
a touch of a magic wand. Someone decides to build 

a hotel made of gold, a ski slope in the middle
 of a desert, a palm-shaped island or the world’s tallest 

building, then hocus pocus, abracadabra... 
ladies and gentlemen, there it is! 
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In this city everything is simply the best, 
the largest, the most expensive, the 
most magnificent and so on. And if you 
should argue that money is less impor-

tant than talent, wisdom and beauty... then 
the omnipotent sheikh can easily bring all 
the most famous, talented and beautiful 
people to this fabulous country, making 
sure that they all feel like home here.

Interestingly, only half a century ago 
Dubai was a small, poor port town whose 
residents lived in shacks in the sun-
drenched desert, with their camels or don-
keys as the main means of transport. All 
that changed with the discovery of oil depos-
its in 1968. At that time Dubai was inhabited 
by just 58,000 people (of which 25,00 were 
Persians), but today the city boasts 2.5 mil-
lion residents with the number growing 
steadily year-on-year, as new workers rep-
resenting various industries come here to 
build this modern monarchy and the wealth 
of the indigenous people of Dubai.

The visionary sheikh Maktoum bin 
Rashid Al Maktoum, backed by excellent 
PR specialists, have managed to create one 
of the most widely advertised places in the 
world. An exciting temple of luxury and a 
condensed concentrate of the 21st century 
architecture, where overabundance as well 
as ostentatious luxury are there to amaze 
and enchant you at every step. Unimagina-
ble wealth, unbridled shopping experience, 
world's most expensive cars adorned with 
unreasonable amounts of gold, hyper-luxu-
rious hotels like the seven-star Burj Al Arab, 
the greatest theme parks, the grandest sea 

aquariums and the finest restaurants - all of 
this aimed at leaving you dumbfounded and 
exceeding you wildest dreams.

BURJ KHALIFA
This world’s tallest structure is, obviously, 
located in Dubai. And though Saudi Arabia 
is now constructing an even taller one, this 
will soon be dwarfed by another skyscraper 
from Dubai - dubbed Jeddah Tower - which 
upon its completion this year will be the 
jaw-dropping 1.2 kilometre tall. At such a 
great height, its roof is likely to be covered 
with real snow; the tower might also pierce 
the clouds and perhaps even offer several 
climatic zones. Not a bad idea, though, con-
sidering how many beautiful fur coats you 
can buy in this city known for its scorching 
temperatures.

Though much shorter than Jeddah Tow-
er, Burj Khalifa is still an impressive struc-
ture. Standing at 829 metres, this 163-storey 
building is huge and gorgeous at the same 
time. Unfortunately, from the side of the en-
trance (near the fountains after exiting the 
Dubai Mall, which leads to the tower’s lifts), 
it's impossible to take a photo with it in the 
background, as simply no camera can cap-
ture the whole of the building.

Inside, you will see numerous examples 
of how good marketing works. A long hall 
where tourists queue waiting to ascend the 
world’s tallest structure, is decorated with 
a series of amazing photos depicting Burj 
Khalifa's blueprints and consecutive stag-
es of its construction. Finally, you reach a 
large sign welcoming you to the building. 

You are taken to the top of the tower by the 
world's longest lift, covering 10 metres per 
second. Tickets for the ride must be booked 
well in advance, and then be patient, wait-
ing for your turn. The 124th floor features 
a spacious outdoor observation deck. In the 
evening at the foot of Burj Khalifa you can 
enjoy the spectacle of illuminated fountains 
dancing to the rhythm of music. The per-
formance begins with sounds of beautiful 
music. Suddenly, huge water columns soar 
more than 150 metres into the air, waving, 
twisting, zigzagging, lowering and then ris-
ing again. All this illuminated with more 
than 6,000 of colourful lights.

THE PALM
Dubai is a real oasis of modern technologies 
situated in the middle of the desert, with 
ultra-modern multi-lane high-speed roads, 
huge intersections and over 200 skyscrapers 
rising more than 100 metres upwards. All 
this set in an unique desert landscape with 
numerous sandy building sites waiting to 
be developed. However, you can’t navigate 
through this maze of roads on foot, not only 
because of the scorching heat (40 degrees 
Celsius in summer, 25 in winter), but mainly 
because... there are no pavements there. 
Dubai is a drivers’ city, though it also boasts 
an impressive metro system. It takes a one-
hour trip by the Red Line to cover the 52 kilo-
metres separating one end of the metropolis 
from the other.  Most of the route runs over 
the ground, so it's also a good way to sight-
see the city. Add to this a ride on board an 
ultra-modern train, which is by itself an at-

PR
ES

S 
M

AT
ER

IA
LS

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 



M a r c h  2 0 1 8     |     39

Oakwood Fitzrovia

Unimaginable wealth, unbridled shopping experience, hyper-luxurious hotels like the seven-star  
Burj Al Arab, the greatest theme parks, the grandest sea aquariums - all this aimed at leaving you dumb-

founded and exceeding you wildest dreams.

traction. However, by far the most impressive 
are the aerial views of Dubai, and you don’t 
need to fight for a window seat. At Dubai 
Creek you can board a Seawings seaplane 
and fly over the city.  You can opt for a 20- or 
45-minute tour, both allowing you to see up 
close the works of the modern architecture. 
All seats have a window access, but choose 
the one next to the pilot or at the very back of 
the plane, as they offer the best views. This 
is also the only way to see Dubai’s greatest 
miracle - the man-made islands in the shape 
of a palm and a map of the world. Dubai used 
to have 72 kilometres of coastline, but since 
almost all its residents wish to live by the sea 
with access to the beach, the city has built 
several dozens of artificial islands that alto-
gether form the world’s continents, as well as 
two large palm trees. On each “leaf” of the 
tree there is a luxury beachfront villa. In this 
way, the city’s coastline has been extended by 
more than 500 kilometres! 94 million cubic 
meters of sand and 5.5 million cubic meters 
of hard rock were needed to make a 2.5 me-
ters wall above the sea level. From the land 
level the Palm looks hardly impressive. To ap-
preciate its original appearance and design, 
you have to look at it from the air. No wonder, 
seaplane rides are one of the biggest attrac-
tions of Dubai.

The tip of the Palm features a semi-circular 
spit with luxury hotels, such as the renowned 
Atlantis with Aquaventure Waterpark set on 
46 hectares of land (the water attractions 
occupy 17 ha), offering a number of unique 
thrilling slides and rides. One of the most 
exciting ones is a ride in a tunnel running 
along an aquarium full of marine crea-
tures, such as dolphins and sharks. Equally 
popular are large, 8-person pontoons that 
spin while rushing down a steep slide. It’s 
an adrenaline boosting, yet incredibly safe 
experience. Next to the park there is the 
open-air Lost Chambers Aquarium (yes, the 
world's largest, too) with more than 65,000 
species of marine creatures. It’s a wonderful 
and truly educational place, where you can 
learn about the natural history, as well as in-
novative marine technologies. Atlantis The 
Palm hotel is undoubtedly a tourist-oriented 
complex, with dozens of luxury stores, fine 
restaurants headed by world’s famous chefs, 
as well as 700 metres of white sandy beach. 
All of this neat, oozing with luxury and sim-
ply perfect.

YUAN RESTAURANT
Although Dubai is hardly known for its 
farming (except for date and nut planta-
tions), all fruit imported here is fresh and 

delicious. The wide choice of produce is 
available not only in restaurants, but also the 
city's huge malls, with all the goods present-
ed in a charming way. Pop into any grocery 
to see all fruit and vegetables neatly stacked 
in pyramids. Restaurants are a book-sized 
topic in its own right. My daughter, whom 
I showed around the city, has read that the 
best Chinese dim sum dumplings can be 
eaten in Dubai. I like neither dumplings nor 
Chinese cuisine, but we dined at a recom-
mended restaurant situated next to the wa-
ter park, and no need to say that after several 
hours of aquatic fun we were very hungry. 
The park closes at sunset, which is around 6 
pm, making it a perfect time for sumptious 
dinner. We saw the ‘Yuan’ sign and headed 
towards it. With our hair still wet and wear-
ing casual summer dresses, we entered the 
elegant yet still almost empty interiors. We 
chose a convenient table with a view of a 
beautiful room. The temperature was a lit-
tle too low, so we were given soft pashmi-
nas to cover ourselves with. The menu was 
extensive, prices reasonable and wine deli-
cious. My daughter opted for three sets of 
dumplings (three in each one), while I chose 
soup and grilled fish. What we were served, 
was simply unbeatable. The food looked and 
tasted as delicious as you can get. It was a 
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truly pleasurable experience! Compared 
with the culinary offer at the renowned 
Burj Al Arab where most dishes are covered 
with edible gold (every year, the hotel uses 5 
kilograms of gold for this purpose only), the 
food served in Yuan is of far higher quality. 
We tried 10 different dishes and all of them 
were perfect. If I ever return to Dubai, one 
of the reasons will be to dine at Yuan again.

SHOPPING
The glamour of contemporary Dubai is best 
expressed by the main occupation of the 
city’s residents, that is... shopping. All the 
luxury, expensive and well-known goods 
are available in Dubai's enormous shopping 
malls.

These include, of course, the world's larg-
est mall by gross leasable area (548,000 sqm 
- the Guinness World Record holder) - the 
beautiful Dubai Mall, visited every day by 
thousands of tourists and residents: men 
wearing white dishdashas and women 
sporting black loose abayas. The complex 
comprises 1,200 stores and 160 cafes and 
restaurants. And, obviously, the renowned 
Dubai Aquarium where daredevils can dive 
with sharks, while those more fainthearted 
can admire through a giant acrylic panel 
(also recorded in the Guinness Book of 
World Records) 140 marine species: from gi-
ant rays to sharks and... divers. Those who 
prefer water in its solid state (i.e. snow), can 
visit another huger Dubai shopping mall 
called the Mall of the Emirates, known 
for the world’s largest indoor ski slope Ski 
Dubai (obviously another Guinness World 
Record holder). With more than 6,000 tons 
of snow, a 400-metre long run, and ski 
lifts, the slope attracts thousands of skiers 
sporting identical costumes with Ski Dubai 
logos.

Exploring the old district of Dubai-Deira, 
it's worth visiting the local Grand Bazaar. 
Dubai Creek is still full of barges laden with 
goods, and narrow streets are filled with 
loud yells of traders. Everything is on offer: 
from kitschy Chinese toys through knock-
off Chanel handbags and original Kashmir 
pashminas to spices and embroidered leath-
er slippers and dresses.

Gold offered on sale on the Gold Souk 
market can make your head spin. It’s 
undoubtedly the most popular souvenir 
brought from Dubai, not only because of 
the vast selection of this type of products, 
but above all because gold is cheaper here 
than almost anywhere else in the world. 
Many of the buyers come from India, lured 
to the market with good prices and quality - 
for them gold is a real investment.

Magdalena Boratyńska

In this city everything must simply be the best, the largest, 
 the most expensive, the most magnificent and so on.
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The tip of the Palm features a semi-circular spit with luxury hotels, such as the renowned Atlantis  
with Aquaventure Waterpark set on 46 hectares of land (the water attractions occupy 17 ha),  

offering a number of unique thrilling slides and rides.
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VIRGIN LANDS
The Seychelles, in the heart of the Indian Ocean, remains determined to protect 

its natural attractions, says April Hutchinson.
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Few places on Earth are as hopelessly 
idyllic and exotic as the Seychelles, 
where prehistoric-looking giant tor-
toises amble between towering gran-

ite boulders and flour-soft beaches demand 
to be adored. This Indian Ocean archipelago 
is fairly new to the tourism game, with the in-
ternational airport only having opened in the 
early 1970s. The country is still blissfully un-

developed, with the powers that be taking a 
measured, low-impact approach. Even more 
commendable is the placing of more than 
half the country’s land under the protection 
of national parks and reserves.

NOT ONLY FOR CELEBRITIES
The population of just under 95,000 people 
is spread across 115 jewel-like islands, with 

much of the tourism and hotels concentrat-
ed on the main island of Mahé. The second 
most touristy island is Praslin. But where 
the Seychelles comes into its own is in its 
array of castaway luxury resorts set on their 
own remote islands. Little wonder then that 
the country has become the favoured des-
tination of many celebrities, from George 
and Amal Clooney to the Duke and Duch-FO
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ess of Cambridge. The Seychelles’ appeal 
runs much deeper than mere celeb-spotting 
though. The islands the stars adore for beauty 
and privacy are actually pioneers in conser-
vation. Take Fregate; the size of Monaco yet 
with only 16 villas, it’s a Jurassic Park-like 
retreat. The current 2,200-strong population 
of Aldabra giant tortoises were bred from a 
population down to just 150 only 25 years ago, 
and they now roam freely across the island. 
Fregate is also responsible for saving the little 
Seychelles magpie robin from disappearing 
forever, and there are now more than 200 of 
these dainty little birds back in the archipel-
ago. Fregate’s popularity is further bolstered 
by its seven beaches and the excellent Rock 
Spa resort.

SAVING THE NATURE
North Island – which has just 11 villas – is 
also known for its conservation work, with its 
“Noah’s Ark Project” involving rehabilitation 
and restoration of a once ecologically devas-
tated island. Like many in the Seychelles, 
North Island’s natural state was destroyed 
by intensive plantations more than a century 
ago, but the mission since has been a return 
to its pre-human state: many species of birds 
have returned, while hawksbill and green tur-
tles nest on its beaches once again.

One of the best examples of the Seychelles’ 
Eden-like paradise – and one you don’t have 
to be a guest at a luxurious private island to 
experience – is Vallée de Mai Nature Reserve, 
the only place with all six of the country’s 
endemic palm species. Set deep in the heart 
of Praslin, this UNESCO-recognised site ex-
ists almost in its prehistoric state and is fa-
mous for being the home of coco de mer, a 
palm tree that produces the largest seed in 
the plant kingdom and now found only in 
the Seychelles. The utter beauty of Praslin’s 
beaches will impress even the keenest beach-
combers; two of the best are Anse Georgette 
and Anse Lazio, fringed by takamaka trees 
and bordered by the large granite boulders 
so typical of the Seychelles. Places to stay 
include the highly desirable hillside villas of 
Raffles Praslin, or the more established Con-
stance Lemuria, which has the country’s only 
18-hole golf course and three beaches on site.

A ferry runs from Mahé to Praslin, but from 
May to September, it’s not so pleasant if seas 
are rough; it is also possible to fly between 
the two. Praslin is also a handy island-hop-
ping base, with Cousin and Curieuse islands 
nearby, both with strong conservation stories 
to tell. Curieuse is the only other island where 
coco de mer grows today; but in its past, the 
island was destroyed by fire, pillaged of its re-
sources and tortoise population, and used as 
a leper colony. Its story now is a very positive FO
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The Seychelles’ appeal runs much deeper than mere 
celeb-spotting. The islands the stars adore for beauty and privacy 

are actually pioneers in conservation.
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one, as it’s managed as a reserve you can visit 
by day trip. Cousin Island Special Reserve is 
another success story. This former coconut 
plantation is now a species-saving sanctuary, 
and has become the most important nesting 
site in the western Indian Ocean for the criti-
cally endangered hawksbill turtle.

CYCLING ROUND LA DIGUE
The Seychelles’ third most populated island 
is La Digue, a charming place where most 
people use two wheels to get around. Boat 
tours from Praslin usually include bike 
hire, so you can soak up local life there and 
head to beaches such as Petit Anse, Grand 
Anse and Anse Source d’Argent, one of the 
Seychelles’ most famous. Félicité is a larger 
island where the new Six Senses Zil Pasyon 
took up residence this year, occupying less 
than a third of the island, with 30 villas and 
17 private residences.

The hot new hotel opening for 2018 will be 
Four Seasons Resort Seychelles at Desroch-
es Island, which will open on March 1, 2018, 
as the only resort on that island. Home to 
40 suites, here days might be spent with 
a picnic and hike into the jungle, check-
ing out 15km of beaches, or bumping into 
some of the 150 giant Aldabra tortoises. You 
could pair a stay at Desroches with the new 
British Airways flights – after a decade, di-
rect flights will resume from Heathrow on 
March 24, 2018, with a twice-weekly service 

to Seychelles International airport in Mahé.
There’s plenty to see and do on the main 

island too, where the capital Victoria is about 
as bustling as the Seychelles ever gets. For 
a moment of respite, step inside Kenwyn 
House, one of the oldest and best examples 
of French colonial architecture on the island 
and a place to shop for arts and crafts. An-
other popular option on Mahé is the island’s 
rum distillery, Takamaka, where you can 
learn about rum making – and get a little 
taster. If you’re craving healthier, outdoor 
activities, head to the highest point in Sey-
chelles, Morne Seychellois – at 905 metres.  
It’s a three-hour hike and sits inside a na-
tional park that claims an impressive 20 per 
cent of the whole island.

SEGA DANCES
Culturally, Seychellois are mainly de-
scended from African slaves brought by the 
French and later freed by the British, while 
Chinese merchants and traders also started 
arriving about 150 years ago, contributing to 
the Creole mix. Festival Kreol is a big deal 
for the Seychelles (in late October 2018). If 
you’re visiting at that time, expect a week of 
events showcasing the colours, sounds and 
flavours of Creole culture. Joining in with 
the hip-swaying, foot-shuffling Sega dance 
will be a must – especially if you’ve had a 
drop of that rum to give you a boost of con-
fidence.
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IMPORTANT INFO

Where to stay
● Constance Lemuria constancehotels.com
●  Four Seasons Resort Seychelles at Desroches 

Island fourseasons.com
● Fregate Island Private fregate.com
● North Island north-island.com
● Raffles Praslin raffles.com
● Six Senses Zil Pasyon sixsenses.com

What to do 
● Vallée de Mai Nature Reserve sif.sc 
●  Cousin Island Special Reserve cousinisland.net 
●  Curieuse Marine National Park seychelles.

travel
● Takamaka takamakarum.com 
●  Morne Seychellois National Park seychelles.

travel
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HILLTOP DRAMA
Escape the hubbub of India’s capital to marvel at the magical  palaces and forts  

around the towns of Gwalior and Orchha
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Delhi. It’s another long weekend. 
You yearn to escape the urban 
jungle but have already done 
the Taj Mahal and “Pink City” 

of Jaipur. Some kind of tranquil alternative 
beckons, but where?

Orchha (meaning “hidden place”) stands 
beside the Betwa River in Madhya Pradesh 
state around 420km south of Delhi. Its lit-
tle-known confection of now-empty palaces 
and muscular crenellated walls enclosing 
half-forgotten temples is among north In-
dia’s most romantic destinations.

While it’s a lengthy journey to undertake 
in one go, there are several worthy distrac-
tions en route. Which is why I’m standing on 
the edge of a squat watchtower peering down 
between battlements. Far below stretch the 
little lanes and flat roofs of the city of Gwalior 
from which children fly kites amid drying 
chillies and traditional charpoy beds.

GWALIOR’S FORT
Three-and-a-half hours by express train 
from Delhi, Gwalior is famed for its colossal 
historic fort, perched on a plateau looming 
over the city. With roots in the sixth century, 
the fort has changed hands dozens of times 
during its millennia-long history. Although a 
rebellious contingent of its sepoys joined the 
1857 uprising, the British took control and 
returned the city to the loyal Scindia family 
in 1886. Until Independence in 1947, Gwalior 
was one of more than 500 princely states, 
with its Scindia ruler important enough to 
merit the Raj’s most prestigious 21-gun sa-
lute on formal occasions. Post Independence, 
the Scindias evolved into one of the country’s 
most prominent political families.

Even if you’ve driven up the solitary access 
road to the fort, the setting is best explored 
by foot. It’s a patchwork of venerable monu-
ments from different eras, with ancient 
temples, barracks, halls and water tanks 
contained within broad, sinuous walls. The 
15th-century Man Singh Palace is probably 
Gwalior’s most photographed monument, 
with remnants of blue, turquoise and yellow 
tilework lending its sturdy walls and towers 
colour that borders on the whimsical. Apart 
from some fine decorative carving, its court-
yards and chambers seem rather stern, with 
narrow passages and dim stairwells leading 
the brave on into its almost gothic innards.

THE PALACES
Down in the town, the best place to stay 
is Usha Kiran Palace, tajhotels.com, built 
in 1880 by the Maharaja as a guesthouse. 
Among its most celebrated patrons was the 
Prince of Wales – the future King George 
V – who paused here over Christmas 1905.

Gwalior is famed for its colossal historic fort, perched on a plateau 
looming over the city.
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Almost next door stands the vast Jai Vi-
las Palace, jaivilasmuseum.org, erected by 
another Scindia grandee in 1874. Its Brit-
ish architect and designer returned from a 
European Grand tour inspired, or perhaps 
confused, and the architecture encompasses 
styles ranging from baroque to Tuscan with 
a touch of Buckingham Palace and Versailles 
thrown in for good measure.
Although still partly inhabited by the former 
royal family, several wings  –showcasing 
treasures, artefacts, antique furniture, weap-
onry, carriages and palanquins – are open 
to the public. The palaces most celebrated 
features include a pair of chandeliers hang-
ing in the cavernous Durbar Hall. These are 
said to be among the world’s heaviest, and 
several elephants were used to test the ceil-
ing’s strength before they were installed. 
The formal dining room, meanwhile, boasts 
three runway-like tables on one of which lies 
a model railway track. Playful maharajahs 
used a toy train to distribute Scotch and ci-
gars to guests, an antic that perfectly encap-
sulates royal excess during the Raj.

TO ORCHHA
Continuing south towards Orchha, a journey 
that is best undertaken by car with driver 

(you can ask your hotel for help arranging 
this), you’re unlikely to miss an arresting 
fort-palace on the crest of a hill overlooking 
a small lake. This is the rarely visited Datia 
Palace, with its clusters of domes and cupo-
las crowning a superb example of the Indo-
Islamic architecture. This style was favoured 
by the Bundela Rajput clan, which founded 
Orchha State in the 16th century. Its striking 
appearance and unique atmosphere  – per-
haps down to the fact that the substantial 
citadel was never occupied – is a tantalising 
prelude to the town of Orchha itself.

Orchha’s origins lie in the early 1500s 
when, on a hunting trip through forests of 
silk-cotton and flame-of-the-forest trees, 
Maharaja Rudra Pratap paused at a pictur-
esque turn of the Betwa River. What began 
as a military camp became the capital of 
Bundelkhand, a knot of feudal kingdoms 
ruled by the Bundela clans.

Today Orchha is a small one-street town 
surrounded by farmland and forest. Its his-
toric heart lies on an island created by the 
braiding of the Betwa. Strolling across an 
arched bridge I reached a massive wooden 
gate bristling with rusty elephant-defying 
spikes and climbed steps towards a court-
yard and trio of palaces. To my right soared 

Continuing south towards Orchha, you will find an arresting fort-palace on the crest of a hill overlooking 
a small lake. This is the rarely visited Datia Palace.

●  This three-day itinerary uses India’s fast, 
comfortable daily Shatabdi Express trains, 
with a 0600 departure from New Delhi 
reaching Gwalior at 0928. The return leg 
departs Jhansi (near Orchha) at 1840 
arriving New Delhi at 2330. A return 
fare in an Executive seat is Rs2915/£34. 
Tickets can be bought online through 
irctc.co.in

●  By far the most stress-free way to take the 
trip is via a company such as Delhi-based 
Bridging Journeys, bridgingjourneys.
com, who can arrange tailored tours. 
A three-day/two-night excursion from 
Delhi with trains and car with driver for 
two days, staying in the hotels below, 
costs Rs47875/£551 single occupancy or 
Rs28750/£331pp double occupancy and 
includes breakfast and entrance fees.

●  In Gwalior, the Usha Kiran Palace, 
tajhotels.com, is a good accommodation 
option with deluxe double rooms from 
Rs7375/£84 including breakfast. In 
Orchha, try the Amar Mahal, amarmahal.
com, deluxe double rooms from 
Rs5880/£67.

TRAVEL ESSENTIALS



the Raj Mahal while ahead loomed the Ja-
hangir Mahal.

Topped with parapets and domed kiosks, 
the 16th-century five-storey Raj Mahal was 
the first major palace built by Orchha’s roy-
als. Relatively plain on the outside, its nu-
merous dark rooms and breezy apartments 
range around two deep courtyards. Elegant 
audience halls – once the seat of local gov-
ernment – retain ceiling murals of royal 
processions, hunting and geometric motifs.

ROYAL CONNECTIONS
The jewel in Orchha’s crown is the Jahangir 
Mahal. Built by Vir Singh Deo in the early 
1600s to honour the visiting Moghul Em-
peror Jahangir, it’s an exotic well-propor-
tioned edifice with tapering bastions and 
elongated hanging balconies topped with 
pavilions, kiosks and cupolas. For all their 
wealth and power, the Bundelas were sub-
servient to their Moghul overlords and Vir 
Singh sought to pay an extravagant compli-
ment to them.

From the main quadrangle I climbed nar-
row stairs through a succession of terraces 
with more airy rooms and chambers. Fres-
coes and mosaics – whose turquoise and la-
pis came from Afghanistan – once adorned 
its creamy domes, parapets and walls; now 
few traces remain. 

Jahangir’s compact apartment, with its 
sleeping dais and carved lattice screens, 
faced west, towards Mecca. The emperor 
stayed here just once and allegedly the pal-
ace was rarely occupied again.

Settling down in a lofty pavilion I sur-
veyed the view. Orchha’s town is dominated 
by the Chaturbhuj, the original royal temple 
with four storeys of ogee arches topped by 
conical towers. Its vaulted interior is remi-
niscent of a church and for a fee you can 
usually reach its upper levels. Down by the 
river, Bundela royalty is immortalised with 
a row of imposing straw-coloured chhatris 
containing memorials to them, which are 
particularly picturesque when fired by the 
first rays of dawn. Local bathers often clus-
ter near here, too, soaping their limbs and 
pounding laundry on the smooth rocks.

Less obvious yet utterly tranquil are the 
peaceful half-forgotten crumbling stables, 
mansions and temples of the island, all 
within sight of the palaces. Some have been 
colonised by villagers, whose lush plots of 
lentils and mustard add to the picturesque 
scene. Strolling along a warren of paths 
and tracks, I found myself up among the 
furthest ramparts of the town gazing down 
at the surging Betwa. A handful of white-
water rafters floated by cheering, their con-
tentment echoing mine. 

The jewel in Orchha’s crown is the Jahangir Mahal, built by Vir Singh 
Deo in the early 1600s.
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SWING LOW 
SWEET 

CHARLOTTE
An important centre for banking, this US city also has 
some of the best golf courses in the US on its doorstep

PINEHURST
WHERE 146km east of Charlotte.
● Why Although it’s a two-hour drive from 
Charlotte, Pinehurst is worth the pilgrim-
age for any keen golfer. This cathedral of 
golf has nine courses, three hotels and an 
historic clubhouse, making it the US equiv-
alent of St Andrews.

Designed by Donald Ross in 1907 and 
restored in 2010, the iconic Pinehurst No 2 
hosted the 1951 Ryder Cup, as well as three 
US Opens in the past 18 years. Snaking 
through pine trees with ultra-fast saucer 
greens and acres of hard-pan sand dotted 
with wiregrass, it’s a fiendishly difficult 
track. While too demanding for higher 
handicap golfers to score well on, for anyone 
with a sense of golfing history, walking the 
hallowed fairways is a memorable experi-
ence. The members’ favourite is the gentler 
Pinehurst No 8. 
● PriceAdvance tee times are reserved for 
members and resort guests. Pinehurst No 
2: US$270 in Dec-Feb rising to US$340 in 
March/Nov, US$360 June-Aug and US$450 
April-May, Sept-Oct; can be booked 24 hours 

in advance. Best walked with a caddie. All 
other courses can be booked five days ahead. 
Caddies US$90, forecaddies (one per four-
some) US$30 per player. Titleist, Callaway 
or Taylormade club rentals US$80.
● HoursSummer 7am to dusk, winter 8am 
to dusk.
● Facilities No 2 is 7,588 yards par-72, with 
caddies or forecaddies recommended. There 
are a further eight 18-hole courses, acad-
emies, video swing analysis, driving range, 
short game area and an 18-hole short course.
● Max Handicap Handicap certificate not 
required.
● Food & Leisure The clubhouse accom-
modates the Deuce bar and restaurant, the 
91st Hole for snacks and coffee, and a well-
stocked pro shop. The buffet breakfast at the 
nearby and rather swish 230-room Carolina 
Hotel is legendary. Also on the resort are the 
82-room Holly Hotel and, next to the Brew-
ery, the 42-room Manor Inn, as well as 42 
condos, a spa, pools and tennis courts.
● Contact 80 Carolina Vista Drive, Pine-
hurst, North Carolina; +1 855 235 8507; 
pinehurst.com
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BALLANTYNE
WHERE 29km from downtown Charlotte.
● Why Close to plush office blocks housing 
the likes of the Wells Fargo Bank HQ, this 
course is aimed squarely at the business/
corporate market, and guests staying at the 
on-site Ballantyne Hotel. A well-manicured, 
relatively straightforward track featuring 
lakes or creeks on ten holes, it’s one of the 
most popular public courses in the Char-
lotte area. Most players take a cart, although 
it’s also an easy walk.
● Price Mon-Thur US$62, Fri-Sun US$82 
(with cart); Titleist club rentals US$60.
● Hours Summer 7am-7pm, winter 8am-5pm.
● Facilities 6,740-yard par-71 with a driv-
ing range, indoor and outdoor practice ar-
eas, and Dana Rader Golf School with both 
LPGA and PGA teachers. Well-provisioned 
halfway house.

● Max Handicap Handicap certificate not 
required.
● Food & Leisure The five-star Ballantyne 
Hotel has a fine restaurant, a bar featur-
ing nine draft beers and many whiskies, a 
well-equipped spa, tennis courts, plus in-
door and outdoor pools. It’s close to Quail 
Hollow, which hosts the annual Wells Fargo 
PGA event, so many tour players stay here.
● Contact 10,000 Ballantyne Commons 
Parkway, Charlotte, North Carolina; +1 866 
248 4824; golfballantyne.com

SPRINGFIELD
WHERE 29km from downtown Charlotte.
● Why Designed by the prolific Clyde John-
ston and opened in 2001, this is an undulat-
ing course routed through delightful woods, 
with creeks feeding the nearby Catawba 
River in play on 13 holes. Fairways are wide 

open and inviting, and greens that were re-
laid in 2010 are fast and true. Off the back 
tees, it’s long enough for scratch players; 
from the forward tees it’s still an enjoyable 
treat for novices. The club has few members 
so is very welcoming to visitors.
● Price Weekdays US$46 (including cart 
share), weekends US$61; after 3pm, week-
days US$39, weekends US$52. Over 55s 
US$36 during the week. Weekdays and af-
ter 1pm on the weekend, players are permit-
ted to walk. Nike and Titleist rental clubs 
US$40.
● Hours 7am-7pm summer, 7.30am-5pm 
winter.
● Facilities 6,906-yard par-72. Driving range, 
practice putting green, chipping green with 
a bunker, teaching professional.
● Max HandicapHandicap certificate not re-
quired.

The iconic Pinehurst No 2 hosted the 1951 Ryder Cup, as well as three US Opens 
 in the past 18 years. It’s a fiendishly difficult track.
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Designed by Dan Maples, the Rocky River is a typical daily-fee, public-access affair with good facilities.

● Food & Leisure A modest bar serves beer, 
sandwiches and snacks.
● Contact 639 Hambly House Lane, Fort 
Mill, South Carolina; +1 803 548 3318; play-
springfield.com

ROCKY RIVER
WHERE 26km from downtown Charlotte.
● Why This course, designed by Dan Ma-
ples, is a typical daily-fee, public-access af-
fair with good facilities. Generous fairways 
run between elevated tees and pristine 
greens with snarly Bermuda rough and 
surrounding wetlands best avoided. A gi-
ant boulder on the long 5th was too big to 
blast, so has now become a feature of the 
round.
● Price Mon-Thur US$49 (including cart 
share), Fri US$59, weekends US$69; Dec 

to mid-March, weekdays US$44, weekends 
US$52. Adams and Callaway rental clubs 
US$40.
● Hours Tee times from 8.10am to 4.50pm.
● Facilities6,970-yard par-72. Driving range, 
chipping and putting greens, plus three 
teaching professionals.
● Max HandicapHandicap certificate not re-
quired.
● Food & LeisureThe clubhouse’s Stone-
house Grille has all the basics plus large 
TVs on which to watch the ballgame. For 
NASCAR fans, Charlotte Motor Speedway 
is just across the road. The club is owned 
by the neighbouring Embassy Suites Hotel, 
which has attractive stay-and-play packages.
● Contact 6,900 Bruton Smith Boulevard, 
Concord, North Carolina; +1 704 455 1200; 
rockyrivergolf.com

●  Charlotte is a major centre in the US motor-
sports scene, home to the NASCAR Hall of 
Fame. Charlotte Motor Speedway is also just 
21km north east in Concord.

●  The corporate headquarters of Bank of 
America are located here and the city has the 
honour of being the US’s third-largest bank-
ing centre after New York and San Francisco.

  ●  Charlotte is the birthplace of influential 
preacher Billy Graham. Now aged 99, he 
has given spiritual counsel to every US pres-
ident from Harry Truman to Barack Obama. 
The Billy Graham Library in Charlotte is 
dedicated to his life and achievements.

FROM THE GOLF

Away 
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THINKPAD X – A NEW 
GENERATION LAPTOP
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Nowadays, we often work 
outside the office - on the 
move, at meetings, on busi-
ness trips. What’s Lenovo’s 
response to such a work 
style?
Indeed, the trend for mobile 
work is developing at an ex-
tremely dynamic pace, and as 
a hardware manufacturer we 
need to react equally quickly to 
all those changes. Invariably, for 
the last 25 years we have been 
meeting the expectations of us-
ers, offering them new versions 
of our flagship Lenovo Think-
Pad brand. These devices are 

a smart compromise between 
mobility, intuitiveness, comfort 
of work, and data security. In 
the ThinkPad X series we fo-
cus on lightweight and durable 
designs, narrow frames around 
the screen, providing the widest 
possible working area, as well as 
efficient batteries that allow for 
several hours of operation on 
a single charge. ThinkPad X1 
Carbon (6th generation), intro-
duced in January this year at the 
CES in Las Vegas, is a perfect 
example of this approach. It’s 
the lightest and thinnest busi-
ness laptop in the world, with up 

to 15 hours of continuous work 
without recharging.

And since we are talking 
about business applications, it’s 
worth noting how secure the de-
vice and its data is. A fingerprint 
reader, data encryption and face 
recognition - these are just some 
of the advanced technologies 
found in our products. Our lap-
tops are also resistant to spills, 
falls, dust, shock and tempera-
ture fluctuations. In this way we 
can offer reliable equipment and 
guarantee our customers peace 
of mind at work, anywhere in 
the world. Literally.

Marzena Mróz interviews Andrzej Sowiński, the Country General Manager  
at Lenovo Polska.
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The ThinkPad series has 
recently celebrated its 25th 
anniversary. For the last 
quarter of a century, Think-
Pads have epitomized what 
a real business computer is 
all about.  What has made 
them a benchmark for the 
industry for such a long 
time?
I think we have managed to 
become a point of reference 
for the whole market thanks to 
the reliability of our equipment 
and our precise response to 
the needs of users. Customers 
choose ThinkPads because they 
provide a sense of security in 
business. For 25 years we have 
been a leader in implement-
ing innovative solutions to our 
laptops. With the iconic red 
TrackPoint, the introduction of 
touchscreens, SSDs, biometric 
security, application of a con-
vertible design into a business 
laptop, we are in a continuous 
dialogue with our customers, 
trying to get up to the job and 
offering exactly what they need. 
Are all our ideas on the right 
track? Well, not always, and we 
know it thanks to the feedback, 
with which we can design and 
manufacture better devices.

The personal computer 
market is very demand-
ing. There is a non-stop 
competition for the title of 

the lightest, thinnest and 
the most powerful laptop. 
Which features of the devic-
es are the most crucial when 
choosing a typical business 
computer?
Research shows that two most 
important factors for businesses 
are security and the brand repu-
tation. I’m talking here about 
the  security of data stored on 
the device, the security of files 
and cloud-based processes, as 
well as the security of the device 
itself and its protection against 
physical damage, failure or mis-
use. As I have pointed out earli-
er, ThinkPads are synonymous 
with reliability. Combined 
with a design that successfully 
passes stringent military-grade 
tests, the series guarantees safe 
use under all conditions. Anoth-
er unquestionable advantage of 
ThinkPads is its international, 
business warranty. Users also 
have access to technical sup-
port almost all over the world, 
which is a great advantage for 
any entrepreneur. Add to this, 
the comfort of work, the fastest 
available data transfer technolo-
gies, widely understood mobili-
ty and software standardization.

Many analysts have been 
predicting the end of the 
laptop era. What are your 
predictions for the future 
developments in the person-

al computer segment? Will 
ThinkPad celebrate its 50th 
anniversary?
On the one hand, I’m quite op-
timistic, and on the other, I at-
tentively analyse global markets 
and trends in personal comput-
ers. That's why I’m confident 
that laptops will have a bright 
future and I’m looking forward 
to the new exciting develop-
ments in this field. I can see 
from the ThinkPad example 
that every year, for the last 25 
years, we have been able to in-
novate, surprise competition 
and successfully respond to the 
needs of our users. That’s why, 
I’m quite sure that ThinkPad 
will celebrate its 50th birthday.

“Business Traveler Poland” 
is an inseparable companion 
of business people on their 
trips. Where do you most 
often travel on business and 
what is your favourite pri-
vate travel destinations.
I travel most frequently to Milan 
for business, where Lenovo has 
one of the main European of-
fices, while in my private time I 
often visit the Caribbean. In the 
future I’d like to visit New Zea-
land, because though I have vis-
ited all world’s continents (apart 
from Antarctica), I still haven’t 
been to New Zealand.

Thank you for the interview.

It’s worth noting
 how secure the device 

and its data is. 
A fingerprint reader, 

data encryption 
and face recognition - 
these are just some 

of the advanced 
technologies found in 

our products.
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With a host of new cars arriving into showrooms in 2018, 
Business Traveller looks ahead to see what’s on its way

DRIVE  
& AMBITION

BMW I8 ROADSTER

Bold and beautiful

Price: from €138,000; bmw.pl On sale: July
Four years on from the introduction of BMW’s i8 petrol-electric hybrid 
supercar and there’s still nothing else like it on the road, in looks or ethos. 
This new drop-top Roadster version looks set to cement that position, with 
a number of updates to make this, and an updated Coupé, as desirable as 
ever. Under the bonnet, the 1.5-litre, three-cylinder turbo petrol engine has 
been boosted while the batteries have also been uprated to 34Ah giving it 
a combined 374bhp. Thanks to that and its low 1.6-tonne weight, it boasts 
a 0-60mph time of 4.6 seconds and a 155mph top speed with emissions of 
just 46g/km. We loved the i8 when it first arrived in 2014, and the lack of any 
similarly powered hybrid competition even now underlines how daring it was 
then and indeed still is today. If this new i8 Roadster isn’t one of our best cars 
of 2018, we’ll eat our fedoras. 

BMW X2

Bestseller

Price: from £38,000; bmw.pl On sale: March
X marks the spot for BMW in 2018. This new X2 will arrive in spring, sitting 
imaginatively between the existing X1 and latest X3, all alongside the Bavar-
ian firm’s current X4, X5 and X6. The end of 2018 will also see a further 
addition with, you’ve guessed it, a new larger seven-seater X7. BMW is 
nothing if not thorough in appealing to all levels of the booming crossover 
and 4x4 markets.The X2 is promising a sportier driving experience than 
most family-oriented cars of the sector, although initially it will only be avail-
able with a single turbo-diesel engine. Other diesels, petrols and an electric 
version will join that in time, while there will also be two- and four-wheel 
drive models. We’re just not convinced about the extra BMW roundel on 
the C-pillar behind the rear door echoing the CSi of the 1970s. 

B u s i n e s s  t r a v e l l e r  |  M o t o & Te c h n o



PR
ES

S 
M

AT
ER

IA
LS

, I
ST

OC
K

RENAULT ALPINE A110

Classic redefined

Price: estimated €50-55,000; renault.pl  On sale: May
If you don’t think that the Alpine A110 of the 1960s is one of the most 
beautiful automotive designs of all time, then we’ll happily direct you to the 
nearest optician. This modern interpretation of that classic from Renault is 
meant to tempt buyers out of their Porsche Caymans and Audi TTs, which 
is nobody’s idea of an easy task.
Not that this new A110 isn’t equipped for it. There’s a 1.8-litre turbo engine 
with 249bhp, which might not sound much given its rivals, but its light-
weight aluminium body means some very impressive performance in-
deed. Experts are predicting a 0-60mph time in an incontinence-inducing 
4.5 seconds. With speed and style, if any car can get buyers to look beyond 
the talented German competition, it should be this new Alpine. 

VOLVO XC40

Cool as a Swede

Price: from €31,000; volvo.com On sale: March
Volvo has arguably two of the hottest 4x4s in showrooms right now with 
the latest XC60 and larger XC90, so this new and smaller XC40 was always 
only going to be a matter of time. Borrowing styling cues from its big 
brothers with a sharp kick-up on the side window line and gorgeous rear 
lights, we think it’s stunning.
Initially, there will just be traditional petrol and turbo-diesel engines to 
choose from, but given Volvo’s announcement last summer about all of 
its new models having electric power from 2019, it wouldn’t be a surprise 
to see plug-in and hybrid versions eventually. It will also be the first model 
to be sold under the Care By Volvo scheme, wrapping up all of your car’s 
costs including insurance and maintenance into one monthly payment. 
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INFINITI QX50

Small yet powerful

Price: estimated from €35,000; infinity.pl
On sale: December
Could this be the car that sees Nissan’s Infiniti break though into the mass 
consciousness of the British car buyer? With the current boom in crosso-
vers, and alongside the new Jaguar E-Pace and Volvo XC40, you’d have to 
say so.
This new QX50 is set to be the baby of Infiniti’s crossover range and it cer-
tainly has the look to stand out in what’s becoming a competitive area of 
the market. Under the bonnet is just the choice of one engine, however: a 
new 2.0-litre turbo-petrol with 268bhp, which Infiniti claims can give petrol 
performance with the grunt and economy of a diesel. If it can deliver on 
that promise, the QX50 should be a very impressive prospect indeed.

JAGUAR E-PACE

Feisty

Price: from €30,000; jaguar.pl
On sale: now
For traditional Jaguar fans, 2018 could see them biting through their pipe 
stems in rage. The British firm might be known for its elegant saloons and 
sleek sports cars, but following the hugely successful larger F-Pace, it’s this 
new E-Pace that’s likely to become Jaguar’s bestseller. Jaguar’s electric I-
Pace will also go on sale too.
Up against the Audi Q3 and BMW X1, the E-Pace enters that fierce small 
premium crossover market, and has immediate good looks, a strong 
engine line-up and sporty, involved on-road handling. It’s this latter fact 
that sets it apart from its prestige rivals and our first experiences behind 
the wheel have only been positive. It’s also larger inside than it looks on the 
outside, which is a bonus.

DS7 CROSSBACK

Stunning crossover

Price: from €30,000; dsautomobiles.pl
On sale: March
Since it started as a luxury sub-brand of Citroën in 2009, becoming a 
standalone brand in 2014, DS has been successful even if it hasn’t fully 
broken through into the mainstream. This new DS7 Crossback might be 
just the car to do that by starting a new generation of DS models beyond 
the current offering. The car chosen by French President Emmanuel Ma-
cron for his inauguration in May last year, the DS7 is perfectly positioned 
to take advantage of the crossover sales boom.
We think it’s one of the most desirable cars ever to come out of the 
Peugeot-Citroën stable with some stunning styling, smart details and 
an interior that boasts more personalisation than rivals. A petrol-electric 
plug-in hybrid will join the range in mid-2019. But will it be enough to get 
buyers out of more established premium-badge rivals? 
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AUDI A8

Back to the future

Price: from £77,200; audi.pl
On sale: now
It might be hard to believe, but this is already the fourth-generation of the 
Audi A8. Not so hard to believe is that the four-ringed badge’s flagship 
saloon continues to get better and better. Along with even more luxury, 
standard 
and long-wheelbase versions and four-wheel drive on all models, this latest 
A8 has also been developed with a higher level of automated driving abili-
ties than ever before.
Legislation means you shouldn’t expect to catch up on that the latest 
Netflix shows on your morning commute to work just yet, but this Audi is 
a definite window into all of our motoring futures. Expect this new A8 to 
offer mild-hybrid plus plug-in hybrid models, as well as more traditional 
versions. 

LEXUS LS

For the chosen ones

Price: estimated from €78,200; lexus.pl
On sale: spring
Lexus has always ploughed its own furrow when it comes to the luxury 
market, but it seems that now it’s really getting into its stride. Along with 
the latest sporty LC coupé, this LS shows a confident independence in Lex-
us’s styling that has been somewhat lacking in its capable-but-sometimes-
bland past. And while that over-sized hourglass grille might not be to every-
one’s tastes, we love it and you certainly won’t mistake it for an S-Class.
As you’d expect, hybrid technology is on offer under the bonnet and the 
build quality and on-road refinement are close to faultless. That confident 
exterior styling extends to the LS’s inside, but this Lexus saloon has never 
been a car for those who want to follow the usual Teutonic crowd – and 
that’s just the way we like it.

BENTLEY CONTINENTAL GT

Luxurious and fast

Price: from £172,000; bentleymotors.com
On sale: May
Don’t dismiss the familiar looks of the new Bentley Continental GT as a 
mere facelift; this is an all-new car with a lot going on under the skin. The 
sleeker and sharper styling continues the Continental’s grand touring role, 
while giving it a sportier and more aggressive feel.
Under the bonnet there’s a revised version of the 6.0-litre W12 engine now 
with an eye-watering 626bhp, but this Bentley is all about mixing perfor-
mance with luxury. A new hand-crafted interior brings the GT right up to 
date with a clever swiveling centre dash section that shows a large touch-
screen sat nav, traditional dials or a continuation of the dash itself. Don’t 
be surprised to see extensions to the Continental family with convertible, 
hybrid and V8 models in due course. 
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How Swiss watchmaker Piaget took the edge in the contest to create the world’s 
thinnest automatic.

ARMS RACE

A difference of roughly a millime-
tre in a new product when com-
pared to a rival’s is scarcely cause 
for consternation. In watchmak-

ing circles, however, the announcement that 
Piaget’s latest dress watch, the Altiplano Ul-

timate Automatic 910P, is setting a new re-
cord for thinness is big news.

We’re familiar with televisions, laptops 
and mobile phones that get thinner and 
thinner, while cars appear to get ever-larger, 
padded out with crash safety features and 

lavish upholstery. There is a degree of sense 
to both trends: we like computers that are 
light and easy to carry, and comfortable cars 
that are less likely to kill the driver or pas-
sengers. But why would you want an ultra-
thin watch?

B u s i n e s s  t r a v e l l e r  |  M o t o & Te c h n o



around the edges of the movement; and the 
dial and hands themselves sit alongside, 
rather than atop, the mechanics that power 
them. If that had your eyes glazing over, just 
take my word for it that 238 working compo-
nents have somehow been brought together 
in a space the size of a poker chip. What’s re-
ally impressive is that along the way, Piaget 
has squeezed out 50 hours of power reserve, 
meaning you can put it down on Friday and 
pick it back up on Monday without a hitch.

This does have consequences upon the 
design and the dial resembles a normal 
watch ensnared in a pincer movement of 
gears and wheels, although Piaget has made 
a virtue of it and you can’t deny every piece 
is finely hand-finished. Piaget happens to be 
right on top of another trend, for so-called 

“skeletonised” watches that show off their 
inner workings. Although, it makes me 
wonder where you go from here – when the 
aesthetics are so tightly bound up with the 
engineering, your options for evolution are 
limited.

Wearing such a watch is uncanny; there 
aren’t many things you can spend £24,100 
on and then forget they’re there. It’s so light, 
it feels as though it has vanished into thin 
air. Which is apt for a watch named after 
one of the world’s largest areas of high pla-
teau. But when you do pay it attention, it’s 
beguiling to think that it works. Watchmak-
ing may not be the most advanced of tech-
nologies, but to misquote Arthur C Clarke, 
it seems almost indistinguishable from 
magic. en.piaget.com

For the 910P Ultimate Automatic 238 
working components have been  

brought together in a space the size  
of a poker chip.

Watches in general have ballooned in size 
since the 1960s, and something that would 
have been seen as a bulky, specialist tool 
back then seems modest by today’s stand-
ards. But there has always been a subset of 
watchmakers competing to make timepiec-
es as wafer-like as possible.

THINNER CAN BE BETTER
There are many reasons that you would 
not want an ultra-thin watch. They tend to 
boast very poor water resistance, because 
the thin case cannot withstand the pres-
sure and has no room for rubber water-
proofing gaskets. They are notably finicky 
and hard to repair when they do go wrong, 
because every piece within them has been 
put on a crash diet, reduced down to its 
barest essence. Typically, they are hand-
wound, because the oscillating weight 
used to drive an automatic watch adds a 
lot of bulk, so you have to remember to 
wind them. They also won’t run for very 
long because you can’t fit a decent-sized 
mainspring inside.

But hold on a second; this is the world of 
luxury watchmaking and such common-
sense concerns are hardly becoming. To 
produce a super-slim watch is to prove you 
can do what others cannot: if we love watch-
es for their feats of micro-engineering, we 
love these slimmer ones all the more. Creat-
ing ultra-thin watches is considered as chal-
lenging as creating watch calendars and 
chronographs.

REASON TO BE PROUD
These constraints mean that when records 
are broken, it tends to be in almost hair-
splitting increments (when Jaeger-LeCoul-
tre pinched the record for thinnest mechan-
ical watch in 2016 it was by a margin of just 
0.05mm). But Piaget has taken an Olympic 
lead on the competition. The previous thin-
nest automatic watch (Bulgari’s Octo Fin-
issimo Automatic) is 5.15mm thick; but 
the Piaget 910P Ultimate Automatic is just 
4.3mm from front to back – that’s 16.5 per 
cent slimmer. This has been three years in 
the making and will be the source of consid-
erable pride for those involved.

So, I hear you cry, how do they do it? 
Piaget has got plenty of experience in this 
field: as far back as the late 1950s this Swiss 
watchmaker was creating ultra-thin move-
ments, setting a record for automatics in 
1960s. For the 910P Ultimate Automatic, 
it has deployed every trick in its arsenal. 
The case doubles as a mainplate; the move-
ment construction is flipped back-to-front; 
it is wound by a peripheral rotor that spins 
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Five highlights for a whistle-stop tour of one of the world’s 
most populous cities

HOURS IN...
SHANGHAI4

NANJING ROAD EAST
China’s most famous shopping street 
has hundreds of outlets to peruse. Start 
from the end that butts onto The Bund, 
the waterfront district on the Huangpu 
River’s west bank. From The Bund you 
can enjoy the best city night views of the 
east bank’s modern skyscrapers, and 
historical art deco buildings on the west. 
Next walk west down Nanjing East Road 
from The Bund to People’s Park. This 
road is thronged with tourists night and 
day, drawn by fashionable boutiques and 
high-end designer brands such as Tif-
fany & Co and Montblanc, but also by 
some of Shanghai’s oldest retailers such 
as Shanghai No.1 Department Store and 
Shanghai First Foodhall. Along the way 
you will discover several restaurants 
serving authentic Shanghainese snack 
food such as xiao long bao (soup dump-
lings).  

PEOPLE’S PARK
After giving your wallet a work out, leave 
Nanjing Road East and enter People’s 
Park. This green oasis is a favourite with 
locals and a great place to observe charm-
ing scenes of everyday life, from card 
game tournaments to locals practising 
tai chi. At weekends, you will find crowds 
of hopeful parents holding paper CVs 
with details of their unmarried adult 
children looking for matches at the mar-
riage market. Hidden in the trees is the 
Museum of Contemporary Art Shanghai 
(MoCA), where you can enjoy the pano-
ramic views of the park as well as mod-
ern art. MoCA Shanghai hosts a variety 
of art and design exhibitions throughout 
the year. You can also visit the Shanghai 
Museum and Shanghai Urban Planning 
Exhibition Center, just five minutes’ 
walk from People’s Park.

XINTIANDI
If you haven’t managed to get your fill 
of shopping on Nanjing Road East, then 

China’s most famous shopping street has hundreds of outlets 
 to peruse. From The Bund you can enjoy the best city night views.
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the offerings just south of Huaihai Road 
in the city’s affluent Xintiandi district 
are a good bet. Beginning south-west of 
People’s Park and People’s Square, head 
down Madang Road past The Langham 
hotel to explore this East-meets-West 
eating and entertaining area. Small in-
dependent fashion shops, art galleries 
and restaurants with indoor and outdoor 
seating are dotted throughout the neigh-
bourhood, and its narrow alleyways 
weaving through old brickwork build-
ings are a joy to explore. Xintiandi is 
home to some of Shanghai’s best restau-
rants such as the three-Michelin-starred 
T’ang Court in the Langham hotel itself, 
and the organic food store and restaurant 
Green & Safe The Barn.

TIANZIFANG
From Xintiandi, make your way fur-
ther south-west into the former French 
Concession – a historic area with pictur-
esque buildings and villas built in 1920s 
French style that line broad, leafy av-
enues. The area is filled with small cafés, 
bars, bistros and restaurants and makes 
a perfect place for a stroll on a summer 
afternoon. A highlight of the French 
Concession is Tianzifang, an arts and 
crafts enclave that has been repurposed 
from a traditional residential area. The 
entrance at Lane 210, Taikang Road, is 
discreet – an ordinary brick arch gate of 
a typical Shanghainese residential area. 
But inside you’ll discover a maze of nar-
row alleys, populated with small houses 
that contain contemporary coffee shops, 
cafés, galleries, gift shops, boutiques, 
restaurants and bars – while locals still 
reside upstairs.

JING’AN TEMPLE
Compared with heritage-laden Beijing, 
Shanghai is certainly lighter on histori-
cal sightseeing opportunities, but the 
Jing’an Temple proves the city is not 
devoid of options. A 15-minute taxi ride 
from Tianzifang will get you to the tem-
ple’s location on Nanjing Road West. 
Tracing its origins back to China’s Three 
Kingdoms period (during the third cen-
tury AD), the Buddhist temple has been 
relocated, refreshed and rebuilt a few 
times, but is nonetheless unmistakable 
for its red walls, golden roofs and tower-
ing pagoda. Comprising multiple build-
ings that enclose a central courtyard, this 
is a good place to take a break from the 
hustle and bustle of the Jing’an business 
district. Open 7.30am-5pm daily, en-
trance fee 50 yuan (£5.69).

People’s Park is a favourite with locals and a great place to observe 
charming scenes of everyday life.
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Change of route Beijing not Singapore
I booked a room in a hotel in Singapore that I later had to can-
cel, because my boss had changed his plans and flew straight to 
Beijing. In the confirmation message I received from the travel 
agent I was informed that cancellations made one day prior to 
arrival are free. I managed to cancel the reservation before mid-
night, but the hotel charged the credit card for the first night. Can 
I dispute the card transaction? My boss was less than happy hav-
ing to pay for that stay.

Sandra

Dear Sandra,
Hotels have different provisions on free cancellation of booked 
stays. Just a few years ago it was possible to cancel your stay un-
til 6pm on the day of arrival, without incurring any costs. Cur-
rently, almost all hotel chains require that booking should be 
cancelled at least one day in advance. This applies to corporate 
rates, too. The new procedure has also recently been introduced 
by the Starwood-Marriott group, because the losses due to last-
minute cancellations were simply too big.

The info you received about free cancellation one day before 
the arrival is quite vague, as it should include the exact hour up 
to which it’s possible to cancel the booking free of charge. As a 
rule, the 24-hour period is counted from the check-in time (i.e. 
the earliest possible time you can check in at the hotel). Usually, 
it’s 2 or 3pm, sometimes earlier.

That’s why, in most booking confirmation emails you will 
find information that cancellation is free of charge until 3 pm 
on the day preceding the arrival at the hotel. It’s important to 
remember that the 3pm deadline refers to the local time (the 
time zone where the hotel is located).

In this particular case, cancellation was possible before 3pm 
(local time) on the day before arrival. Since the hotel was in-
formed about the cancellation just before midnight, this result-
ed in the breach of the terms of the contract and charging the 
credit card for the first unused night. I can’t see any grounds for 
a refund here; you can only ask the hotel for an invoice confirm-
ing the incurred cost.

My company organizes in Geneva a meeting of finance directors 
from our region. I booked the tickets well in advance, the cheap-
est one was for a flight with Lufthansa. A week ago, the venue for 
the meeting was changed to Madrid. However, the travel agent 
refuses to replace the ticket. As it turns out, the ticket I booked al-
lows for changing the date of the trip, not the route. This means, 
that basically, I need to buy a new one. A fellow-employee from 
the London office was able to modify the route for the ticket she 
booked for her boss (a BA flight), at a fee of about PLN 300. Why 
can’t I do the same for a similar fee?

Agnieszka,

Dear Agnieszka
British Airways and Lufthansa have completely different terms 
for changing tickets on European routes. I’ve checked the docu-
ments you sent me, and I can assure you that the information 
you received from your agent is correct.

The terms of BA fares allow for changing both the time of 
the flight (within a one-year period of validity of the ticket), and 
the route (point of departure and arrival). The basic fee for the 
change is £60 plus potential fare differences and additional air-
port charges. That’s why your colleague from the London branch 
was able to change the destination from Geneva to Madrid.

The terms bound with Lufthansa fares are utterly different 
(this also applies to Austrian Airlines and SWISS fares). You can 
change the time and the date at the cost of €80 (for the classic 
fare), but it’s impossible to change the route. Lufthansa allows 
only for making changes to transit point on the route, but the 
points of departure and arrival must remain the same. You can, 
therefore, change a connecting city (e.g. Frankfurt to Munich), 
but you can’t choose a different destination airport.

In this situation, you can do only one thing: purchase a new 
ticket for the different route. And if your boss is planning to visit 
Geneva within the year, you may consider changing the date on 
the first ticket you booked.

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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