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F O C U S  O N  A S I A
With winter months coming, a trip to Asia can be an unforgettable expe-
rience. This refers both to business trips and those taken for sheer tourist 
pleasure. Nothing can quite match the feeling of waking up in sultry Singa-
pore in November, sipping morning coffee on the banks of the Kinabatan-
gan River in Borneo or watching monitor lizards - the Earth's last dragons 
- walking lazily on the island of Lombok.

In this issue of Business Traveller we invite you to Cambodia and its my-
stical temple of Angkor Wat, where time has stopped. Angkor is one of the 
largest religious sites in the world. Built as a Hindu temple with masterful 
architecture that replicates elements of the universe: the surrounding moat 
a symbol of the oceans, the soaring temples stretching to heaven. Having a 
guide provided invaluable insight into the various features and secrets of the 
remarkably well-preserved complex: the square holes that were once sacred 
pools; the mysterious doorway that only echoes when a person beats their 
chest; the 3,000 unique apsaras (celestial nymphs) carved into the walls; 
and the numerous decapitated Buddhas. 

Though it’s mostly hidden under jungle canopy, the sprawling 400sq km 
Unesco World Heritage site contains scores of ancient temples from the old 
Khmer Empire. The entrance is guarded by two snaking lines of fearsome 
stone warriors holding nagas (mythological serpents) in front of a large 
archway topped with a four-sided face. The Buddhist temple of Bayon is a 
maze of galleries, towers and more steep steps, but is most famous for the 
hundreds of giant, smiling stone faces carved into its walls and towers.

Enjoy your reading.

E D I T O R - I N - C H I E F
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FASHION
ROYAL DUDS -
 A 21ST CENTURY CLASSIC
Royal Duds brand created by Anna 
Żuromska-Mihułka over a year ago, is a 
result of chasing dreams, determination 
and admiration for beautiful things. Ti-
meless elegance, a little bit of glamour 
of the past aristocratic world - all this 
presented in a modern form. All the 
products are made in accordance with 
the highest standards of bespoke tailo-
ring. The designs are the answer to the 
needs of a modern woman seeking top 
quality clothing. With luxury fabrics 
and refined details used by Royal Duds, 
she is guaranteed that the  dresses and 
tops she wears will feel comfortable and 
just perfect. The increased popularity 
of bespoke tailoring and clothes made 
to measure is a reflection of the desire 
to own unique things and wear them 
for years.
Royal Duds meets the expecta-
tions of women who favour the 
supra-chic classics, but also don't 
want to miss the latest trends; royal-
duds.com; contact@royalduds.com

HAWAII FOR  
THE WHOLE YEAR
Endless beaches, the best surf spots in 
the world, fragrant rainforests, volcano 
peaks that are no strangers to snow, 
waterfalls winding in the middle of uns-
poilt valleys, and mountains emerging 
against the background of a rainbow 
sky - all known from numerous film 
productions that were made here. It 
was here, in Hawaii, where they shot 
scenes for “The Jurassic Park”, “Indiana 
Jones”, “The Descendants” and “The 
Hunger Games”. It's here where the 
whole world meets. Businesspeople
and hipsters surf together on the 
biggest waves, make the shaka sign to 
each other, which is the local gesture 
of friendly intent.  Famous actors and 
Japanese tourists gorge in the delicious 
mahi-mahi fish. Yoga enthusiasts and 
sports aficionado climb here onto the 
top of Maui’s highest volcano called 
Haleakala.    

NEW FLIGHT 
SCHEDULE
Air France KLM Group continues to invest in its 
route network. Compared to last year's winter 
season, this winter it will offer 44 new routes 
and the total number of seats on offer will 
increase by 2.5 per cent. Air France-KLM Group 
is also very active in Poland. For example, this 
spring, the air carrier launched a service on 
Wrocław- Paris route; from 9 October Transavia 
has been offering flights between Cracow and 
Eindhoven, while KLM is increasing the number 
of seats on its Cracow - Amsterdam route. The 
French-Dutch group is investing in new cabins, 
as well as on board wifi solutions. The number 
of routes served by the state-of-the art Boeing 
B787 Dreamliner will soon increase to 29.
KLM and Air France, together with their new 
brand Joon, will offer six new routes for the 
autumn-winter season. Five destinations depart 
from Paris-Charles de Gaulle in continuation 
of the summer season: Seattle (USA), Taipei 
(Taiwan), Nairobi (Kenya) with Air France and 
Fortaleza (Brazil) and Mahé (Seychelles) with 
Joon. Also KLM will fly on Amsterdam - Fortale-
za route; airfranceklm.com

Throughout 2018, Prague hosts unique cele-
brations, exhibitions, concerts and social and 
cultural events, commemorating the centenary 
of Czechoslovakia.

On this unique occasion, the National Gallery 
in Prague has prepared several new exhibitions 
extending over two floors of the Trade Fair Pa-
lace. The exhibition entitled: “1918-1938: The 
First Republic” presents works of art from the 
period stretching from the foundation of Cze-
choslovakia until 1938. However, in addition 
to examples of fine art, on display there are also 

other items from the inter-war period when 
the First Republic existed. Those include 
books and examples of design or functional 
graphics.

The National Museum of Technology 
has launced an exhibition entitled “Made 
in Czechoslovakia” (19 October 2018 - 30 
June 2019), presenting the development of 

technology and industry in Czechoslovakia 
and the unique products of that time that 
conquered the world.

In Plzeň, western Czechia, you can go on 
a city tour in the style of the First Republic. 
The city hall has put on display the original 
manuscript of the Czech national anthem. 
Brno in Moravia is also celebrating the 

100th anniversary of Czechoslovakia. The 
Museum of the City of Brno at Špilberk 
Castle has organized an exhibition called 
“1918 – What the war took and gave 
us…”, where until the end of this year 
you can admire 9 out of 20 paintings from 
the renowned “Slav Epic” series by Alfons 
Mucha; czechtourism.com

One hundred 
years of  

Czechoslovakia

PRESS M
A

TERIA
LS

P R A G U E  C E L E B R A T E S
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Beauty pioneer, creative visionary and powerho-
use entrepreneur Anastasia Soare is Founder, 
CEO, and driving force behind Anastasia Bever-
ly Hills—one of the fastest-growing brands in 
the global beauty industry. Soare immigrated to 
the US from Romania without language skills 
or financial means; instead she leveraged a fierce 
resolve and education in art and architecture 
to fuel her entrepreneurial vision and unique 
approach to beauty. In 1990, she introduced 
a new “brow-shaping” service 
to clients—later patented as 
the “Golden Ratio” method—
that has gone on to become a 
staple service and enduring new 
category in modern beauty. This 
method has become one of the 
basic cosmetic procedures and 
initiated a new category of servi-
ces in the contemporary beauty 
world. Soare continues to push 
boundaries today, expanding 
beyond the brow category with 
the company’s leading prestige 
cosmetics line. Her capacity 
for driving growth through 
innovation and organizational 

focus on customers has become a hallmark of 
her leadership and the ABH brand. Soare’s gift 
as artist and entrepreneur is complemented by 
an ease and grace with customers with whom 
she connects daily in video tutorials and personal 
appearances around the world. The new beauty 
brand is available at Sephora stores; 
sephora.com

VILLA 44 IN ŚWINOUJŚCIE - A PERFECT PLACE BY THE SEA

V i l l a 4 4 is a modern apartment building located at ul. Marii Konopnic-
kiej 8 in Świnoujście, just 250 metres from the beach and 90 meters from 
the bustling promenade. The building consists of five above-ground floors 
and underground car park with individual parking spaces. The layout of 
the property's 24 apartments has been refined to perfection to guarantee 
maximum comfort and adapt it to the needs of the residents. The ground 
floor apartments ranging from 26 to 85 sqm have gardens, while the ones 
situated on other floors feature spacious balconies and terraces. The standard 
of finish of the turnkey apartments includes both modern and high-end 
solutions, meticulously selected finishing materials, as well as high quality 
appliances. V i l l a 4 4 will be completed and fully functional in Q2 and Q3 
2020.  The future owners of the apartments will also be offered services of a 
professional rental management company, as well as full deduction of VAT 
from the purchased property. I see the EIT as an investment for the future. 
V i l l a  4 4 is located in a picturesque spa district of Świnoujscie, offering 
tranquil atmosphere, which promotes relaxation.  Details and reservation: 
villa44.pl

Punta Cana GoDominicanRepublic.pl

New  
cosmetics

PRESS M
A
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W O R D S  M A C I E J  P R Ę D K I

The main aims of the events 
organized by Travel Bidder 
are to motivate, boost 
per formance, build lasting 
relationships, as well as the 
awareness of belonging to 
one of the most innovative 
and fastest growing MICE 
markets in Europe.

KU
BA

 KILJA
N

 W
hen Travel Bidder started organi-
zing business meetings seven years 
ago, barely few foreign companies 
were able to notice the huge po-
tential of this market. It was diffi-
cult to convince them that Poland 
is a country of fast growing busi-

ness opportunities, as well as a market 
with numerous professional agencies 
specializing in incentive travel.

The company started by making 
sure that its customers are aware of 
the uniqueness, size and condition of 
the Polish market. It presented basic, 
publicly available statistics about this 
40-million country, regularly updating 
the data, which every year looked more 
and more favourable. Travel Bidder has 
always firmly emphasized the professional 
nature of the Polish MICE market.

There are several trade associations in 
Poland, including SOIT (Incentive Travel 
Organisers Association) or SBE (Events 
Industry Association), as well as Polish 
branches of international organizations, 
such as SITE Poland (Society for Incentive 
Travel Excellence) or MPI Poland Chapter 

MEET 
THE  
BIDDER
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The company started 
by making sure 
that its customers 
are aware of the  
uniqueness, size 
and condition of the 
Polish market.

→

SMART FAIRS 
POLISH MICE MARKET ON THE RISE

C O V E R  S T O R Y
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(Meeting Professionals International), 
which are absent in most countries ne-
ighbouring Poland.

Polish market is perfectly organi-
zed, as evidenced by numerous initia-
tives taking place here, including 
B2B meetings, trainings and various 
workshops. Polish event organizers are 
keenly interested in the new Act on To-
urist Services, join associations, follow 
global trends, conduct market research 
and love novelties. Polish universities 
offer courses aimed at educating futu-
re MICE specialists. New associations 
mushroom across the country, including 
GAR - the Consortium of General Sales 
Agents and Representations in Poland. 
Everyone plays in one team defined by 
SITE Poland as the PITCH - Polish In-
centive Travel Central Hub.

SMART FAIRS - FOCUS ON POLAND 
Seven years ago, the company began a series of B2B me-
etings named Meet The Bidder and dedicated to the nar-
row scope of incentive travel.

“Our ambition was to actively participate in the de-
velopment of the industry in Poland, and the aim of the 
workshops we organized was to facilitate and improve the 
work of Polish event organizers,” says Katarzyna Kałuża-
-Nawrot, Business Development Director at Travel Bidder.

The idea turned out to be a great challenge, as for years, 
Polish agencies had it as a habit to attend only large, foreign 
trade fairs. This time, as part of Meet The Bidder Smart 

Fairs, Travel Bidder decided to bring foreign contractors to 
the domestic market.

Meet The Bidder events are held three times a year - in 
March, June and November. So far, 22 editions have ta-
ken place. Later, the Meet The Bidder name received the 
“SMART Fairs” moniker, which perfectly defines the pur-
pose and character of the event, which is: „Specific, Me-
asurable, Achievable, Relevant and Time-bound”. So far, 
the Meet The Bidder events have been attended by around 
600 exhibitors from all over the world, nearly a thousand 
managers and incentive travel professionals. The fair is de-
dicated to all Polish incentive travel organisers, including 
those specializing in luxury trips.

Every year they attract a number of foreign exhibitors, 
including representatives of hotels and DMC companies 
specializing in planning business travels in their countries. 
Other attendees include airlines, convention bureaus, re-
gional promotion offices, as well as numerous other MICE 
service providers seeking collaboration with their Polish co-
unterparts. They are also increasingly popular with event 
organizers from other markets who purchase these servi-
ces. As a result, Meet the Bidder has decided to create the 
Hosted Buyers programme, launched on a larger scale this 
November.

For several years Meet the Bidder events have been en-
joying growing popularity, trust and attendance, proving 
that even in the era of the ubiquitous Internet nothing can 
replace the most important thing - the direct contact be-
tween contractors.

 
GROUP STRENGTH
Meet The Bidder is open to collaboration with various 
organizations, associations, promotion bureaus, industry 

1 2

→

Seven years ago, 
the company began  
a series of B2B 
meetings named  
Meet the Bidder.

SECTOR NAZWA COUNTRY

DMC AAA Travel South African Countries

DMC Abenteuer Afrika Safari Namibia

Hotels Accor Hotels Various destinations

DMC Across Spain Spain

Hotels Adaaran Resorts and Heritance Resorts Maldives, Sri Lanka

DMC ADN Amazonia French Guiana, Suriname

DMC Aitkenspence Maldives, Sri Lanka

Hotels Alimara Hotel Spain

Media All Inclusive magazine Poland

DMC Amani Tours Jordan

Hotels Aquaworld Resort Budapest Hungary

DMC Ascope Hub Sri Lanka, Indonesia, Morocco

DMC Asian Trails Travel Vietnam, Laos, Cambodia, Myanmar, Thailand, 
Indonesia Malaysia, China

Hotels Bahia Principe Hotels & Resorts Various destinations

Hotels Barcelo Hotels and Resorts Various destinations

Hotels Barcelona Princess Hotels Spain

DMC BTL Group Georgia, Azerbaijan

DMC Canadian Tours International Canada

DMC Carla Travel Service Spain

DMC Cashel Travel UK and Irelanda

Convention Bureau Catalunya Convention Bureau Spain

DMC China Star Group China

DMC Condor Verde Mexico, Guatemala, Venezuela, Costa Rica

Hotels Continental Hotel Budapest Hungary

Cruise Cruise & Travel Group Poland

Cruise Cruise & Travel Group Various destinations

DMC CS Events Italy

DMC Day Tours Caribbean Cuba

Hotels Deutsche Hospitality Various destinations

DMC Discover Valencia Spain

DMC Discovery Bespoke Jordan

DMC DMC Japan Japan

Tourism Board Dominican Republic Tourism Board Dominican Republic

DMC Dynamic Tours Hungary

DMC Easia Travel Vietnam, Laos, Cambodia, Myanmar, Thailand

DMC Escapes Vip Costa Rica, Panama, Guatemala, El Salvador, 
Honduras

Hotels Evenia Hotels Spain

DMC Explore Georgia Georgia

Hotels Falkensteiner Hotels & Residences Various destinations

DMC Farscape Greece Greece

DMC Ferrer Y Saret Spain

DMC Fun Travel/ YogaCycle USA

DMC Glamour Tours Jamaica

DMC Global Star Tours & Travels Kenya, Tanzania, Uganda, Rwanda

DMC Golden Travel France

Hotels Gran Meliá Don Pepe Marbella, Spain

Hotels Grand Hotel Kempinski High Tatras Slovakia

DMC Hebei Sinotogo International Travel China

REP Hermitage Group Various destinations

DMC Hi! Tours – Indie Sri Lanka, Maldives, Nepal, India

Hotels Hilton Worldwide Various destinations

Hotels Hotel Las Americas Golden Tower Panama Panama

IT Hotelston Various destinations

C O V E R  S T O R Y
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The exhibitors at the winter’s Meet The Bidder Grand Edition 2018



1 4

N O V E M B E R   2 0 1 8b u s i n e s s t r a v e l l e r . p lN O V E M B E R   2 0 1 8 b u s i n e s s t r a v e l l e r . p l

This year’s winter 
Meet The Bidder 
Grand Edition, 
will take place on 
21 November in 
Warsaw.

media and personalities eager to build the Polish MICE 
industry.

Travel Bidder is a member of the Warsaw Tourist Orga-
nisation. Along with this organization and the Warsaw Co-
nvention Bureau, the company promotes Warsaw among 
foreign guests, presenting it as a perfect place for business 
and an attractive European city, ideal for organizing inter-
national events.

IT’S GONNA BE GRAND!
This year’s winter edition of Meet The Bidder Grand 
Edition, which will take place on 21 November in Warsaw, 
is a true reflection of how fast the Polish incentive market 
has developed in the last few years. Suffice to say, that the 
last year's edition was attended by 50 foreign exhibitors, 
while for the current one the organizers have confirmed as 
many as a hundred participants! Such high appeal of the 
Poland-based event shows clearly how rapidly the Polish 
market has evolved for the last seven years. Polish organi-
zers are sending more and more groups abroad, they travel 
all over the world, and their potential contractors seek the 
best ways to reach them and get their attention.

The results of the international SITE Index 2018 Results 
and Findings survey confirm how successful such events can 
be. For more than half of the organizers (51 percent), B2B 
meetings are crucial when selecting destinations and bu-
siness they want to collaborate with. In addition to trade 
fairs, Meet the Bidders events also include study tours or-
ganised for the industry professionals. In this way, they can 
see for themselves how the attractions discussed at the MtB 
table can be used in the final programmes.

But Meet the Bidder is more than just a B2B meeting. 
For years, the company has been trying to diversify the for-
mula of the events, introducing additional elements of the 
programme - starting from games, through inspirational pre-

sentations of certain destinations, educational 
sessions, and industry debates, as well as joint 
sightseeing tours of Warsaw and banquets 
combined with networking and presentation 
of market novelties. Another important part 
of the programme is the so-called exhibitors 
briefing, aimed at introducing foreign bid-
ders to the specifics of cooperation with the 
domestic MICE industry. This year SITE Po-
land will be organizing the first in a series of 
workshops for incentive travel tour managers. 
SITE Poland will soon become a certifying in-

stitution for coordinators and incentive pilots, 
which will most likely improve their qualifica-

tions and prestige of this profession.
A new element of the fair is also the Hosted Buy-

ers programme, attended by selected agencies from 
outside Warsaw, as well as agencies and PCOs from other 

markets, such as the Great Britain, France, Spain, Russia, 
the Czech Republic and Hungary.

During this year’s edition, the organizers will turn di-
gital thanks to the technological assistance provided by 
ConnectTo, a company that specializes in supporting com-
munication and optimizing event management processes 
through digitization services.

The event will finish with the Incentive Travel Excellence 
Night, whose Strategic Partner is SITE Poland. The closing 
party will take place at the Sofitel Warsaw Victoria hotel, 
part of the Accor Group.

Travel Bidder does its best to make sure that the Meet 
The Bidder events motivate, boost performance, build la-
sting relationships, as well as the awareness of belonging 
to one of the most innovative and fastest growing MICE 
markets in Europe.
travel-bidder.com | meet-the-bidder.com
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SEKTOR NAZWA KRAJ

Tourism Board Hungarian Tourism Board Hungary

Hotels Iberostar Hotels & Resorts Various destinations

DMC Iberotravel Spain

Hotels IHG Jordan Jordan

IT IncentiveApp Poland

DMC Itravex Spain

Tourism Board Jamaica Tourist Board Jamaica

Association Jordan Inbound Tour Operators Association Jordan

Tourism Board Jordan Tourism Board Jordan

DMC Karma House DMC Jordan

Hotels Kempinski Portorož Slovenia

DMC Latitud 90 Chile Chile

Hotels Le Méridien Beach Plaza / Le Méridien Nice France, Monaco

DMC Liberty Incentive Armenia, Georgia

Convention Bureau Lloret Convention Bureaux Spain

DMC Lotus Asia Tours Indonesia, Malaysia, Myanmar, Singapore

Hotels Marco Polo Gudauri Georgia

DMC Mason's Travel Seychelles

DMC Master Group Italy

REP MICEadvice Poland Various destinations

DMC Mimino Travel Georgia

DMC Momentous Asia Travel & Events China

Convention Bureau Moravia Convention Bureau Czech Republic

DMC Mountaineers of Iceland Iceland 

Hotels NaturMed Hotel Carbona Hungary

DMC New imagination DMC China

Hotels Novotel Warszawa Centrum Poland

DMC Oswald Arrigo DMC Malta

DMC Polviet Vietnam, Laos, Cambodia, Myanmar, Thailand

Hotels Princess Hotels & Resorts Dominican Repbublic, Mexico

DMC Quetzal Motivo Panama, Costa Rica, Belize, Honduras, Nicaragua, 
Guatemala

DMC Quimbaya Tours
Argentina, Bolivia, Brazil, Chile, Cambodia,  
Costa Rica, Ecuador, Guatemala, Meksyk, 
Panama, Peru

DMC Ready 4 Travel LLC – tour operator USA, Canada

REP RepsPoland Poland

DMC Russian Rhapsody Russia

Hotels Sheraton Al Nabil Hotel Jordan

Tourism Board Singapore Tourism Board Singapore

DMC Singexpress Singapore, Malaysia

DMC SIT Malta Malta

REP STR CEE Various destinations

DMC Suncare DMC Professionals Cyprus

Convention Bureau Tallinn Convention Bureau Estonia

DMC Tania Tours Jordan

DMC Tatra Bis Moldova

DMC Tays4MICE Morocco

DMC Top Kinisis Travel Public Ltd Cyprus

REP Travel Bidder Various destinations

REP Travelmediate Various destinations

REP TravelReps Various destinations

Convention Bureau Valencia Convention Bureau Spain

DMC Viajes Munditravel Spain

DMC White Blue Greece

C O V E R  S T O R Y

The exhibitors at the winter’s Meet The Bidder Grand Edition 2018
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 S
amsung has unveiled the launch of Galaxy Note9, 
the latest in its Premium Note series, known to 
include the latest breakthrough innovations. Be-
cause of this reputation, Galaxy Note9 comes in 
the form of an advanced smartphone that offers 
optimal performance and for the first time a con-
nection to S Pen and Samsung's smartest camera 

so far.
Galaxy Note9 continues the tradition of the Note series, 

offering premium technology and many industry defining 
innovations.

"Galaxy Note9 is designed for delivering performance, 
power and intelligence. It meets today's expectations and 
needs," said DJ Koh, CEO of Samsung Electronics IT and 
Mobile Communication Division. 

"Note fans are Samsung's most loyal users. We know that 
they will get the best of this smartphone, especially when it 
comes to work and games, and the Galaxy Note9 is the only 
phone that can keep track of their busy days - he adds.

Galaxy Note is the technology for those who require more. 
The new smartphone exceeds the expectations of even the 
most demanding users, focusing on what is most important 
in today's mobile world.

ALL-DAY PERFORMANCE
Galaxy Note9 is a smartphone you can rely on in any situ-

ation. It offers a capacious battery, even more 
space for data and high performance. With a 
capacity of 4000 mAh, Galaxy Note battery 
is the largest ever battery on a Galaxy phone. 
Now you can fully enjoy extended battery life 
all day so you can talk, write, play or watch 
movies from dawn to dusk, without any wor-
ries. 

SAVE MORE, REMOVE LESS 
Samsung Galaxy Note9 is available with two 

internal storage options ranging from 128 GB 
to 512 GB. The device also offers the capability 
to insert a micro SD card that offers a storage 
capacity of 1 TB. The user is guaranteed to have 
enough space to hold all their favourite photos, 
films and applications.

SPEED AND POWER
Galaxy Note9 is an extremely powerful smartphone that 

houses a state-of-the-art 10nm processor and the fastest ne-
twork speed from Mar (up to 1.2gigabit per second) to stre-
am and download without slowing down. It also includes a 
water cooling system, Sams young proprietary technology 
and an AI-based performance adjustment algorithm to give 
the device powerful and stable features.

THE S PEN EVOLUTION
S Pen represents the Noter Series brand thanks to which Sam-
sung has managed to give a new dimension to the smartpho-
ne performance and the users stand out. What was originally 
a tool for writing and drawing now gives more control and 
control in their hands. With the integrated Bluetooth Low-
-Energy (BLE) system, the new pen revolutionizes the use of 
the note. A simple click gives selfies, group photos, scrolls, 
breaks, videos and more. In a second step, developers will be 
able to integrate the new BLE features into their applications.

RENDERING OPTIMIZER 
Currently, the Galaxy Note 9 camera is the most intelligent of 
Samsung cameras. It uses AI to identify elements in a photo as 
a scene or topic to automatically advance to its classification in 

one of the 20 categories and, based on this sorting, optimize 
them directly. The result is a great picture of both the color 
content and the dynamics of the definition. If the first image is 
never perfect, Galaxy Note 9 immediately informs the user of 
a possible defect so that he can renew the shot without losing 
for a moment of the moment or the scene to shoot. The came-
ra immediately sends a notification that the image is blurred, 
the subject being shot blinks, the lens is stained or the image 
quality is affected by poor retro lighting. Combining advanced 
features and leading premium hardware, the camera on board 
Galaxy Note9 is one of the best on the market. It’s equipped 
with advanced noise reduction technology and a double aper-
ture lens that adapts to the light in much the same as the hu-
man eye. Whatever the lighting conditions, the Galaxy Note9 
delivers sharp shots, day or night.

PREMIUM CLASS - AT WORK AND PLAY
The Galaxy Note 9 has the largest screen ever installed on a 
note. The super slim, slightly curved side-sided Super AMO-
LED screen with a 6.4-inch diagonal provides an absolutely 
wonderful multimedia experience.  This screen is supplemen-
ted with stereo speakers, connected by AKG, giving an un-
necessary Dolby Atmos® sound. With the Galaxy Note9, 
mobile videon has never been so beautiful. With Samsung 

New Galaxy Note9 
- for those who wish  
to have everything

L A T E S T  T E C H N O L O G Y

Galaxy Note9 is 
designed for delivering 
performance, power 
and intelligence, 
meeting today’s 
expectations and needs.

IN THE PHOTO: 
The new Galaxy 
Note9 with S Pen 
stylus
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DeX, Galaxy Note9 also offers an experience similar to that 
of a computer. With easy-to-use HDMI adapters, users can 
use their phones to work on presentations, edit photos and 
watch their favourite programs. Connected to a monitor, Ga-
laxy Note9 can stream a virtual desktop and even function as 
a fully functional second screen. Take notes with the S-pen 
while viewing a video or using Galaxy Note9 as a trackpad, 
right-click to drag it and use multiple windows on a monitor, 
never be more productive. 

SAMSUNG GALAXY STANDARD
The Galaxy Note9, like other premium Galaxy series smart-
phones, comes standard with fast wireless charging. It’s also 
waterproof and offers services such as Samsung Health, Sam-
sung Knox and biometric security options, including finger-
print scanning, iris and face recognition, which ensure the 
security of important data.

SmartThings makes the Galaxy Note9 a perfect remote 
control for multiple connected home devices. Bixby - a per-
sonalized, intelligent assistant helps you manage your time 
and access necessary information. Galaxy Note9 is available 
in colours: Midnight Black, Lavender Purple with stylus in  
a colour matching the case, as well Ocean Blue with yellow 
S Pen. samsung.pl
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Switzerland is working hard to attract group business to its cities.
We take a look at some of the best venues and attractions in Lausanne,
Bern and Lucerne, where you can mix business and pleasure
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The conference centre
KURSAAL BERN
The Kursaal Bern complex offers 
the four-star superior Hotel Al-
legro, restaurants and bars, the 
Grand Casino Bern, and outstan-
ding conference and meeting faci-
lities, including the 100-year old 
auditorium (renovated in 2012). 
There are 30 rooms for conferen-
ces and meetings – with capacity 
from two to 1500 persons.
Kursaal Bern, Kornhausstrasse 3, 
3000 Bern
kursaal-bern.ch

The venue
THE GRANARY 
(KORNHAUSKELLER)
Built between 1711 and 1718, this 
Bernese High Baroque beer hall 
originally served as everything from 
a granary to a market hall, but has 
been an event space for over a cen-
tury now. Whatever the weather, 
the venue can host a crowd of up to 
500, all of whom will marvel at the 
Munger frescos and the size of the 
wine cask at one end of the hall.
Kornhausplatz 18, 3011 Bern
bindella.ch/de/kornhauskeller-
galeriebar.html

Time off
SCOOTER TOUR OF BERN
Situated on a peninsula in a loop 
of the Aare River, Bern has fa-
bulous scenery and a beautiful 
historic centre that can easily be 
explored in just a couple of hours. 
Of course, you can take a walking 
tour, but a scooter tour is much 
more fun and covers a lot of gro-
und without causing blisters. For 
the truly adventurous, it’s pos-
sible to organise swimming and 
rafting in the crisply clean Aare 
River.
Find out more at bern.com
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Bern; conference 
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Kursaal Bern

PREVIOUS PAGE: KKL 
Luzern Culture and 
Convention Centre, 
Lucerne. 
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terraces; The 
Olympic Museum

The conference centre
SWISSTECH CONVENTION CENTRE
Opened in April 2014, the SwissTech 
Convention Centre is as impressive 
inside as out, with a state-of-the-art 
system allowing its major auditoria to 
be converted into theatres with rows 
of chairs emerging from the floor at 
the press of a button. It is located on 
the campus of the École Polytechnique 
Fédérale de Lausanne (EPFL), around 
three miles from the city centre, and is 
accessible using the metro system and 
train station. Security at the SwissTech 
is strong after holding UEFA and 
Olympic events, including France’s 
President Macron’s presentation last 
year in support of Paris holding the 
2024 Games.
Quartier Nord EPFL, Route Louis-
-Favre 2, 1024 Ecublens
stcc.ch

The venue
THE OLYMPIC MUSEUM
Opened in 1993, The Olympic Mu-
seum is one of the principal tourist at-
tractions in Lausanne, but is also host 
to over 350 events each year, taking 
advantage of its position right on Lake 
Geneva and with an esplanade and 
gardens available for use in the sum-
mer. A major renovation in 2013-14, 
costing CHF 50 million, has increased 
the attractions, with a large audito-
rium, a restaurant overlooking the 
lake and outdoor terrace areas. Visitors 
also get access to the museum with 
tickets that can be used at a later date.
Quai d’Ouchy 1, 006 Lausanne
olympic.org/museum

Time off
LAVAUX WINE TASTING
Lausanne isn’t short of attractions, but 
just outside the town is the UNESCO 
World Heritage Site of the Lavaux vi-
neyard terraces, stretching for 30km 
along the south-facing northern shores 
of Lake Geneva. Dating back to the 
time of the Benedictine and Cistercian 
monasteries of the 11th century, this 
is a scenic area of twisting roads, dry-
-stone walls and small villages, with 
endless wineries welcoming visitors to 
enjoy everything from simple tastings 
to full lunchtime and evening meals. →
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AWE-INSPIRING

ANGKOR
Cambodia’s majestic temple exceeds expectation

 S
unrise at Angkor Wat is one of those rare buc-
ket-list activities that deserves the hype. My 
experience began with a 4.30am wake-up call 
and a short trek through pitch-black Cambo-
dian jungle. As dawn filtered into the night sky, 
a trio of soaring structures emerged from the 
darkness. The sheer height of the ancient towers 

was beyond my expectations: more than 200 metres of intri-
cately carved sandstone.

Entering the 163 hectare complex from the deserted Ta 
Keo east entrance (most people arrive from the west gate) 
afforded me a rare tourist-free moment to absorb the magni-
tude of the 1,000-year-old site – a faint chorus of chanting 
from Buddhist monks providing the perfect ethereal sound-
track. By the time I arrived at the western entrance, a group 
of bleary-eyed tourists were gathered, cameras at the ready, 
to capture the majestic sight of Angkor Wat reflected in the 
moat as the sunrise flecked the sky with a kaleidoscope of 
reds, oranges and purples.

The awe-inspiring temple is one of the largest religious 
sites in the world, built as a Hindu temple with masterful 
architecture that replicates elements of the universe: the sur-
rounding moat a symbol of the oceans, the soaring temples 
stretching to heaven. Having a guide provided invaluable 
insight into the various features and secrets of the remarka-
bly well-preserved complex: the square holes that were once 
sacred pools; the mysterious doorway that only echoes when 
a person beats their chest; the 3,000 unique apsaras (celestial 
nymphs) carved into the walls; the numerous decapitated 
Buddhas, whose heads were plundered to sell on the black 
market.

At 7.30am I joined the queue to climb the 100-plus serio-
usly steep steps to Bakan, the summit of the central tower 
– there’s a strict limit on numbers, so it’s best to go early to 
avoid the queues. From the lofty height of Bakan you can 
look over the grounds of Angkor Wat and beyond. Though 
it’s mostly hidden under jungle canopy, the sprawling 400sq 
km Unesco World Heritage site contains scores of ancient 
temples from the old Khmer Empire.

Bayon, a short drive away, was next on our hit list. The 
entrance is guarded by two snaking lines of fearsome stone 
warriors holding nagas (mythological serpents) in front of a W O R D S  T A M S I N  C O C K S

2 4
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large archway topped with a four-sided face. The Buddhist 
temple of Bayon is a maze of galleries, towers and more steep 
steps, but is most famous for the hundreds of giant, smiling 
stone faces carved into its walls and towers. There are also 
some incredibly detailed stone bas-reliefs depicting everyday 
life – from childbirth and cooking to gambling and war – 
with nationalities, dress and expressions all clearly visible in 
this fascinating historical narrative.

The final stop of my tour was Ta Prohm – world famous 
thanks to its Hollywood debut in Lara Croft: Tomb Raider. 
The iconic silk-cotton and fig tree roots creeping over the 
temple’s doorways and stone walls are incredibly photogenic. 
Visitors have free rein to explore and soak up the atmosphere 
and, of course, pose for the iconic Tomb Raider shots.

REST IN STYLE
By the time I’d enjoyed these three magnificent ruins, it 

was around 1pm. Hardcore temple hunters can continue on 
to many more sites but, for me, some food and a nap were 
in order. I retreated to the beautiful Shinta Mani Angkor 
boutique resort (adjoining the Shinta Mani Shack resort), 
a short tuk-tuk ride or walk from the centre of town. The 
collection of 37 rooms was designed by renowned architect 
Bill Bensley, whose distinctive style is everywhere – from 
the optical illusion floor of the pool to the Khmer-inspired 
modern artwork. Favourite features of my beautiful Deluxe 
Poolview suite included a fresco directly above my bed that 
greeted me first thing in the morning, the spacious terrazzo 
bathroom and rainshower, and the balcony overlooking the 
pool.

In addition to international dishes, the hotel’s on-site 
Kroya restaurant features a dazzling array of Khmer cuisine, 
which is all about contrasts. The seven-course tasting menu 
includes fine-dining delights such as sun-dried fish with wa-
termelon, beef lok lak and crisp fermented pork with roasted 
aubergine and papaya slaw. After dinner, we headed up to the 
relaxed Bensley’s Bar for some modern cocktails and booked 
a rejuvenating treatment at the on-site spa (top tip: try the 
popular Khmer Coffee Scrub for a local twist, which combi-
nes white clay and organic Cambodian coffee beans from the 
hill tribes of Ratanakiri Province, which borders Vietnam).

In December the hotel launched a super-luxe collection of 
ten private villas (shintamani.com). The exquisite two-storey 
villas feature lush gardens, spacious accommodation, private 
pools and butler service, plus service add-ons in the form of 
fast-track immigration at the airport.

FOOD, DRINK AND NIGHTLIFE
If not for the temples at Angkor, Siem Reap 

would likely have remained a small, unknown 
Cambodian village. However, the tre-
asured heritage site has seen the town 
blossom since the end of the political 
troubles in the late 1970s. Whi-
le once there was little to do apart 
from temple tours, Siem Reap is 
developing its tourist appeal fast, 
with a raft of new hotels, fine-di-

ning establishments, cultural activities and 
entertainment on offer.

The heart of Siem Reap’s nightlife emana-
tes from the spirited Pub Street – a collection 
of bars and restaurants that merges happily 
with the customary Southeast Asian night 
market. One more distinctive addition – not 
for the faint-hearted – is the presence of food 
stalls selling local snacks in the form of scor-
pions, snakes, crickets and fried tarantulas. 
If, like me, the latter is the stuff of night-
mares, bragging rights can still be gained by 
posing for a photograph for a very reasona-
ble US$0.50. For a more upmarket serving 
of such critters, visitors can head to the Bugs 
Café (bugs-cafe.e-monsite.com) for some in-
sect tapas or perhaps a scorpion salad. The 
café is open from 5pm till late.

Alternatively, try ducking down one of 
the quieter streets to find more high-end 
options. The vivid red interiors of Miss 
Wong (misswong.net), located on The 
Lane, beckon to those looking for an at-
mospheric cocktail lounge, with a mo-
dern drinks list and selection of food. 
Fine-dining establishments can also be 
found in the centre of town: The Ste-
akhouse, just off Pub Street, offers a re-
fined setting with prime cuts of meat 

and a great wine list.

More cultural tastes can also be satisfied. A slew of ecoto-
urism ventures have opened up, helping guests give back to 
the community. Become a farmer for the day, try your hand 
at a cooking class or join a homestay with a local family. Eco-
tourism initiatives have also merged with the mainstream to 
help employ locals and generate profits to give back to the 
community. Phare (pharecircus.org), the Cambodian circus, 
is one such initiative, which offers audiences a fire-dancing, 
acrobatic and aerial flying extravaganza in a modern retel-
ling of classic Cambodian stories. Launched in 2013, it has 
become one of the hottest nights out in Siem Reap, with 
nightly performances at 8pm.

To satisfy shopping habits, cross Siem Reap River to 
the newer Art Centre Night Market, which is filled with 
a mixture of craftwork ranging from textiles to paintings. 
Many of the artworks pay tribute to the temples of Ang-
kor, along with carved ornaments, lacquerware, textiles 
and other trinkets that make for charming souvenirs. For 
an even more modern take on traditional handicrafts and 
foodstuffs, head to Kandal Village – a cool, hipster enclave 
that wouldn’t be out of place in a major city. Here you’ll find 
an eclectic mishmash of cafés, bars and boutique shops offe-
ring high-quality alternatives to the usual tourist tat. The-
re’s Trunkh, with its collection of homewares, souvenirs and 
knick-knacks; Louise Loubatieres, featuring lacquerwork, 
ceramics and textiles; and Saarti, with an array of aroma-
tic and eco-friendly candles. While there is a huge selection 
of lovely products to take home as keepsakes, for me, the 
ultimate souvenir was the unforgettable memory of Angkor 
Wat at sunrise – a truly amazing experience.

Food stalls selling 
snacks in the form 
of scorpions, snakes, 
crickets and fried 
tarantulas are not for 
the faint-hearted

TEMPLE TOURING
The main temple complex is open from 5am 
to 5pm (certain temples 7.30pm). Tickets are 
available for purchase from Angkor Enterprise 
on Street 60, Siem Reap. An English-speaking 
guide with an air-conditioned van costs around 
US$80. Additionally, a one-day pass for the tem-
ples costs US$37; a three-day pass US$62; and a 
seven-day pass US$72. visit-angkor.org

CULTURE AND THRILLS
These days adrenaline junkies can find an array of options 

to satisfy them, from quad biking or horse riding through the 
countryside to ultralight flights over the temples and Tonlé 
Sap lake. Zip lining through the trees and trekking to lit-
tle-visited waterfalls are also on the itinerary for the adven-
turous. Anantara Angkor Resort (angkor.anantara.com) has 
recently launched a range of 45 curated activities to help visi-
tors extend their stay beyond the typical 48 hours.
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large archway topped with a four-sided face. The Buddhist 
temple of Bayon is a maze of galleries, towers and more steep 
steps, but is most famous for the hundreds of giant, smiling 
stone faces carved into its walls and towers. There are also 
some incredibly detailed stone bas-reliefs depicting everyday 
life – from childbirth and cooking to gambling and war – 
with nationalities, dress and expressions all clearly visible in 
this fascinating historical narrative.

The final stop of my tour was Ta Prohm – world famous 
thanks to its Hollywood debut in Lara Croft: Tomb Raider. 
The iconic silk-cotton and fig tree roots creeping over the 
temple’s doorways and stone walls are incredibly photogenic. 
Visitors have free rein to explore and soak up the atmosphere 
and, of course, pose for the iconic Tomb Raider shots.

REST IN STYLE
By the time I’d enjoyed these three magnificent ruins, it 

was around 1pm. Hardcore temple hunters can continue on 
to many more sites but, for me, some food and a nap were 
in order. I retreated to the beautiful Shinta Mani Angkor 
boutique resort (adjoining the Shinta Mani Shack resort), 
a short tuk-tuk ride or walk from the centre of town. The 
collection of 37 rooms was designed by renowned architect 
Bill Bensley, whose distinctive style is everywhere – from 
the optical illusion floor of the pool to the Khmer-inspired 
modern artwork. Favourite features of my beautiful Deluxe 
Poolview suite included a fresco directly above my bed that 
greeted me first thing in the morning, the spacious terrazzo 
bathroom and rainshower, and the balcony overlooking the 
pool.

In addition to international dishes, the hotel’s on-site 
Kroya restaurant features a dazzling array of Khmer cuisine, 
which is all about contrasts. The seven-course tasting menu 
includes fine-dining delights such as sun-dried fish with wa-
termelon, beef lok lak and crisp fermented pork with roasted 
aubergine and papaya slaw. After dinner, we headed up to the 
relaxed Bensley’s Bar for some modern cocktails and booked 
a rejuvenating treatment at the on-site spa (top tip: try the 
popular Khmer Coffee Scrub for a local twist, which combi-
nes white clay and organic Cambodian coffee beans from the 
hill tribes of Ratanakiri Province, which borders Vietnam).

In December the hotel launched a super-luxe collection of 
ten private villas (shintamani.com). The exquisite two-storey 
villas feature lush gardens, spacious accommodation, private 
pools and butler service, plus service add-ons in the form of 
fast-track immigration at the airport.
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If not for the temples at Angkor, Siem Reap 

would likely have remained a small, unknown 
Cambodian village. However, the tre-
asured heritage site has seen the town 
blossom since the end of the political 
troubles in the late 1970s. Whi-
le once there was little to do apart 
from temple tours, Siem Reap is 
developing its tourist appeal fast, 
with a raft of new hotels, fine-di-

ning establishments, cultural activities and 
entertainment on offer.

The heart of Siem Reap’s nightlife emana-
tes from the spirited Pub Street – a collection 
of bars and restaurants that merges happily 
with the customary Southeast Asian night 
market. One more distinctive addition – not 
for the faint-hearted – is the presence of food 
stalls selling local snacks in the form of scor-
pions, snakes, crickets and fried tarantulas. 
If, like me, the latter is the stuff of night-
mares, bragging rights can still be gained by 
posing for a photograph for a very reasona-
ble US$0.50. For a more upmarket serving 
of such critters, visitors can head to the Bugs 
Café (bugs-cafe.e-monsite.com) for some in-
sect tapas or perhaps a scorpion salad. The 
café is open from 5pm till late.

Alternatively, try ducking down one of 
the quieter streets to find more high-end 
options. The vivid red interiors of Miss 
Wong (misswong.net), located on The 
Lane, beckon to those looking for an at-
mospheric cocktail lounge, with a mo-
dern drinks list and selection of food. 
Fine-dining establishments can also be 
found in the centre of town: The Ste-
akhouse, just off Pub Street, offers a re-
fined setting with prime cuts of meat 

and a great wine list.

More cultural tastes can also be satisfied. A slew of ecoto-
urism ventures have opened up, helping guests give back to 
the community. Become a farmer for the day, try your hand 
at a cooking class or join a homestay with a local family. Eco-
tourism initiatives have also merged with the mainstream to 
help employ locals and generate profits to give back to the 
community. Phare (pharecircus.org), the Cambodian circus, 
is one such initiative, which offers audiences a fire-dancing, 
acrobatic and aerial flying extravaganza in a modern retel-
ling of classic Cambodian stories. Launched in 2013, it has 
become one of the hottest nights out in Siem Reap, with 
nightly performances at 8pm.

To satisfy shopping habits, cross Siem Reap River to 
the newer Art Centre Night Market, which is filled with 
a mixture of craftwork ranging from textiles to paintings. 
Many of the artworks pay tribute to the temples of Ang-
kor, along with carved ornaments, lacquerware, textiles 
and other trinkets that make for charming souvenirs. For 
an even more modern take on traditional handicrafts and 
foodstuffs, head to Kandal Village – a cool, hipster enclave 
that wouldn’t be out of place in a major city. Here you’ll find 
an eclectic mishmash of cafés, bars and boutique shops offe-
ring high-quality alternatives to the usual tourist tat. The-
re’s Trunkh, with its collection of homewares, souvenirs and 
knick-knacks; Louise Loubatieres, featuring lacquerwork, 
ceramics and textiles; and Saarti, with an array of aroma-
tic and eco-friendly candles. While there is a huge selection 
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Wat at sunrise – a truly amazing experience.
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The main temple complex is open from 5am 
to 5pm (certain temples 7.30pm). Tickets are 
available for purchase from Angkor Enterprise 
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guide with an air-conditioned van costs around 
US$80. Additionally, a one-day pass for the tem-
ples costs US$37; a three-day pass US$62; and a 
seven-day pass US$72. visit-angkor.org
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These days adrenaline junkies can find an array of options 

to satisfy them, from quad biking or horse riding through the 
countryside to ultralight flights over the temples and Tonlé 
Sap lake. Zip lining through the trees and trekking to lit-
tle-visited waterfalls are also on the itinerary for the adven-
turous. Anantara Angkor Resort (angkor.anantara.com) has 
recently launched a range of 45 curated activities to help visi-
tors extend their stay beyond the typical 48 hours.
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 R
eturning to Cairo after a break 
of more than a decade, it can 
seem like nothing has changed. 
The negatives still jump out 
at you: it’s chaotic, hot, over-
-populated and under-served 
by its infrastructure. At the 

periphery of the city, ugly modern blocks 
of apartments are built right by the side of 
the road, always unfinished. Things improve 
closer to the centre with the faded grandeur 
of the 19th-century belle epoque streets. 
Highlights include the relics of the ancient 
civilisation of Egypt collected in the dilapi-
dated Egyptian Museum on Tahrir Square, 
while towards the city’s outskirts are the py-
ramids. There’s almost a lulling continuity 
to these observations; visitors to Cairo have 
been saying the same things for more than 
a century. Yet Egypt has had a remarkable 
decade, and the turmoil is still continuing.

Roll back to the 2011 revolution, follo-
wed by elections that brought the Muslim 
Brotherhood into power, and it seemed eve-
rything would change; and it did, with a 
few years of unrest and instability. Then the 
Brotherhood were overthrown in a military 
coup, and Abdel Fattah el-Sisi was installed 
as president.

This year he won the legitimate election 
practically uncontested, but enthusiasm was 
still in short supply for his election victory. 
Newspaper Al-Ahram said that only 42 per 
cent of the eligible population voted (tho-
ugh that is still around 25 million voters), 
and more than one million Egyptians spo-
iled their ballot papers. The positives of this 
result are that the security situation is defi-
nitely improving, and there are fewer atro-
cities. Speak to Egyptians and they will say 
they are glad there is stability, and that they 
support the government’s measures to ma-

Egypt’s capital is suffused 
with history and tradition, 
but scratch the sur face and a 
city undergoing change at a 
dizzying pace is revealed

A N C I E N T  A N D  M O D E R N
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intain security. Such conversations are 
self-selecting, however, since you are 
talking to people who stand to benefit 
from that security. Go online and dis-
sent isn’t hard to find, and that’s de-
spite the government cracking down 
on freedom of speech and political 
activism. Egypt’s parliament gave the 
state powers to block social media ac-
counts and penalise journalists held to 
be publishing “fake news” – and that 
includes Twitter and Facebook acco-
unts, and blogs with more than 5,000 
followers.

FACING CHALLENGES
Everyone is against fake news, but a 
free press matters. To take one exam-
ple, the crash of EgyptAir Flight 804 
from Paris to Cairo in 2016 killing all 
66 people on board was blamed by the 
Egyptian authorities on terrorism and 
lax security at Charles de Gaulle Air-
port. French aircraft investigator BEA 
disagreed and, in turn, criticised the 
Egyptian authorities. BEA believes it 
was an on-board fire that caused the 
crash. Whatever the truth, after vio-
lent unrest and bombings in Cairo, it 

provided more reasons for internatio-
nal visitors to avoid the country.

According to the World Travel & 
Tourism Council’s (WTTC) latest eco-
nomic impact report on Egypt: “To 
overcome these challenges, a govern-
ment-sponsored ‘Egypt in our Hearts’ 
initiative subsidised domestic holidays 
for Egyptians.” This contributed to a 

“five-fold increase in the city’s [Cairo] 
domestic visitor arrivals over the past 
decade – the highest of all ten cities 
[the report measured] across both the 
Middle East and Africa regions. By 
2016, nationals accounted for two-
-thirds of all travel spending in Cairo.”

But what about international visi-
tors? Well, it’s not an empirical me-

ABOVE:
 The panorama 
of Cairo; a small 
street in the old 
part of the city
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thod of assessing the popularity of a 
city break destination, but finding 
a guidebook to Cairo isn’t easy, with 
editions by well-known publishers at 
least two years out of date. Meanwhi-
le, there is no shortage of political or 
historical volumes detailing recent 
events, although inevitably these be-

come quickly outdated as more tur-
bulence overtakes their narratives.

Fortunately, the improving security 
situation is encouraging visitors to re-
turn. The latest WTTC figures show 
that tourism’s contribution to GDP 
in 2017 grew by 72.9 per cent com-
pared to 2016. For the UK, 61,481 
Brits travelled to Egypt in the first 
two months of 2018, an increase of 
almost 40 per cent compared to the 
same period last year.

The WTTC does, however, forecast 
that the tourism sector’s contribution 
to Cairo’s workforce at 1.6 per cent in 
2016 will experience an annual gro-
wth of 5.7 per cent – nearly double 
the 3 per cent annual growth predic-
ted for the whole country.

POUND FOR POUND
Visitors will be encouraged by the 
exceptional value for money the de-
stination now represents. The deva-
luation of the Egyptian pound in 
November 2016 saw the exchange 
rate move from nine to 18 Egyptian 
pounds to the US dollar. The impact 

of currency devaluation made Cairo 
one of the least expensive cities to live 
in and, according to Mercer’s Cost of 
Living Survey of 2018, it fell by 45 per 
cent and 22 places in the ranking as 
the Egyptian pound lost half its value. 
However, with the removal of subsi-
dies on petrol and electricity, and infla-
tion running at 11 per cent this year, 
most benefits are felt by foreigners.

What Egypt wants, of course, is 
investment: in power, in infrastructu-
re, in new cities. Egypt’s population is 
around 100 million, but the majority 
live in Cairo, Alexandria and the Nile 
Delta. The most obvious consequence 
of this, to tourists at least, is the appal-
ling Cairo traffic, but to those living 
there, it’s the housing that is more 
problematic and, as people are forced 
further from the city centre, this puts 
more strain on the road and rail infra-
structure as they strive to get to their 
place of work every morning.

Cairo’s population has doubled in 
the past 20 years to 26 million. Ac-
cording to The Economist (June 14, 
2018), Egypt has a shortage of three 

BELOW: Traffic jams in 
the streets of Cairo
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million homes and almost one million 
Cairenes live in slums, which the go-
vernment considers unsafe, without 
basic amenities such as sewerage sys-
tems or clean water, while thousands 
are still making their home in the 
four-mile-long El’Arafa cemetery on 
Cairo’s outskirts.

The unfinished houses you see on 
the ring road around the city are evi-
dence of this housing shortage, with 
the completed floors occupied and fur-
ther floors waiting for additional mo-
ney. The Economist estimated that “of 
Egypt’s 43m homes, 9m are vacant 
and half of those are incomplete”.

Just behind the five-star hotels on 
the Nile, such as the Conrad Cairo, the 
St Regis Cairo and the Nile Ritz-Car-
lton, is Boulaq, an area that is home 
to thousands of people living in slum 
conditions. It is prime real estate and 
the intention is to turn it into a high-
-end area called the Maspero Triangle, 
according to a Foster+Partners de-

up staying close to where their com-
panies are located in New Cairo to 
the south east, where there is a Dusit, 
Westin and Renaissance Cairo, in the 
affluent suburb of Maadi or the new 
satellite town 32km from the centre 
that is known as 6th of October.

Some respite will come from offsho-
re. In the past, Egypt enjoyed greater 
investment whenever the price of oil 
went up and stimulated foreign direct 
investment from nearby Gulf states.

Egypt also has the 
advantage of massive 
natural gas fields, inc-
luding Noor, discove-
red by Italian compa-
ny Eni off the coast of 
North Sinai; and the 
Zohr field, also in the 
Mediterranean. These 
will allow it to beco-
me a net gas exporter 
during 2019, and help 
Egypt’s aim of being 

a regional oil and gas 
trading hub. And, of co-

urse, Egypt controls the 
Suez Canal, still one of the 

world’s most important trade 
routes.

 
LABOROUS NATION
The importance of creating jobs is 
obvious in Egypt, where unemploy-
ment stands at 13 per cent, with 41 
per cent of the 100 million population 
under the age of 20 and 61 per cent un-
der 30. No wonder the country is the 
leading exporter of cheap labour to the 
Middle East and neighbouring Medi-
terranean countries – nearly ten million 
Egyptians live and work abroad, a signi-
ficant brain drain on the economy. It’s 
where many of us have met Egyptians 
– in senior positions in hotels around 
the world, but particularly in the Mid-
dle East. Ironically, hotels in Cairo have 
trouble keeping staff since hospitality 
doesn’t pay particularly well in the co-
untry, so once trained they tend to move 
abroad.For all the problems Egypt has 
had, it’s the people that may be the 
solution. Making generalisations abo-
ut 100 million people is never a good 
idea, but the resilience and hard work 
of those you meet is obvious, as is their 
renowned sense of humour. Egyptians 
might not greet you with a smile, but 
it doesn’t take long for one to appear 
once you start chatting. Reason enough 
to return, along with the new Egyptian 
museum opening at the end of the year.

The Egyptian 
government is 
promising reforms 
that should improve 
ease of doing 
business

sign. Rent controls mean people live 
here cheaply, albeit in poor-quality 
accommodation, but the relocation of 
these residents will turn it into a ne-
ighbourhood for the well-off.

There are also plans for a new ad-
ministrative capital twenty-five miles 
outside of Cairo, which will see many 
government departments and foreign 
embassies and consulates relocate to a 
huge development financed and built 
by Chinese money, the intention being 
that it will eventually house five-mil-
lion people. It’s a grand ambition, but 
previous new towns have not helped 
relieve the pressure on Cairo very 
much. Many business people will end 
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Ask an average person about their first 
associations with Latvia, and they most probably 
will come up with something as unexciting as 
“a cold sea” or “an odd language”. The truth is, 
however, that Latvian is one of Europe’s oldest 
languages, and in ancient times the land itself 
was the continent's real treasure trove.  Af ter all, 
it was on the Latvian coast where archaeologists 
unearthed a vast collection of Roman jewellery 
and Arabic silverware. Join us for a trip to this 
remarkable country.

WEEKEND ON THE DAUGAVA

FROM THE LEFT:
the panorama of 
Riga; St. Peter’s 
Church; an old 
town street; 
Jurmala. Riga couldn’t be better situated to become 

a port, as with the Daugava’s sweeping es-
tuary and a number of islands sheltering the 
entrance to the bay, the city was well protec-
ted against any potential enemies who might 
want to attack it from the sea. In the 13th 
century, Germans used this unquestionable 

advantage, building their own trading port here. At that 
time, Riga was an important trade centre, on par with such 
large cities of the region, as Gdańsk or Stockholm. German 
settlers would build here numerous houses, schools and inns, 
surrounding them with high walls. Latvians were allowed 
into the city only as workers during the day; after dark Riga 
was fully dominated by its German residents. Not surprisin-
gly, at that time German residents came up with “Nur für 
Deutsche” (For Germans Only) - a slogan, which was also 
later used during the WWII in countries occupied by Nazis. 
Such state of affairs lasted in Latvia until the First World War. 
After WWII, the country was collectivised and Sovieticised, 
becoming a Soviet Republic. An extensive programme to im-
pose bilingualism was initiated, limiting the use of Latvian 
language in official uses in favour of Russian. As a result, 
today half of Latvian population knows only Russian langu-
age. After regaining independence, in an effort to revert the 
effects of the Russification, the Latvian government decided 
that Latvian citizenship wouldn't be automatically extended 
to former Soviet citizens who settled during the Soviet oc-

cupation, or to their offspring. This, however, didn't solve the 
problem. Since the Latvian language is quite difficult to spe-
ak and learn, the government’s policy resulted in emergence 
of the category of “non-citizens”- residents of neither Latvian 
nor Russian nationality (sometimes referred to as “stateless 
persons”). Interestingly, passports issued to non-citizens fe-
ature a dark grey cover instead of the usual red one.  Latvia 
is also the place with a considerable Polish diaspora.  When I 
visited a Polish church in Riga, there were eight elderly ladies 
sitting in a pew and talking in Latvian and Russian. However, 
once the mass began, they all started praying in Polish with 
a slight Russian drawl.

FOR THE BODY AND THE SOUL
Riga impresses with its rich architecture. Many streets are 
lined here with beautiful German Art Noveau town ho-
uses built in late 19th century. The Old Town is equally 
impressive, especially its medieval section. Strolling along 
its picturesque streets, you will eventually reach the most 
prominent building - the Riga Town Hall  This beautifully 
decorated red brick building is distinguished by four sculp-
tures on the main wall, as well as blue elements and gothic-
-like motifs. History lovers will be interested to know that 
it was here, in the Riga Town Hall, where Soviets and Poles 
signed the treaty ending the Polish-Bolshevik War of 1920. 
All in all, with its beautifully restored buildings, fancy re-
staurants, cosy cafés and well-stocked souvenir shops selling 

amber products, the capital of Latvia is a perfect weekend 
destination.

The best place to stay in Riga is the Tallink hotel (tallin-
khotels.com) with elegantly decorated rooms and, primarily, 
excellent location just 300 metres from the centre. If you like 
culinary adventures, then head to Rozengrals restaurant (ro-
zengrals.lv), where a meal is a feast and an exciting journey 
through history. With its medieval décor, fancy waiters’ uni-
forms, long candles instead of electric bulbs, as well as wine 
served in large, stylish goblets, Rozengrals always delivers on 
its promise to combine good food and unique atmosphere.

THE PRE-WAR FEEL
Not far from Riga there is a charming coastal town of Jur-
mala. Not much different from the Polish Jurata resort, Jur-
mala boasts, however, a number of well-preserved wooden 
buildings dating back to the end of the 19th century. The 
scenery here evokes the memories of the atmosphere of 
the Polish coast of the 1920s. With its intricately decora-
ted, colourful houses and villas, vast sandy and uncrowded 
beaches, Jurmala attracts tourists seeking tranquil relaxa-
tion. Add to this huge pine forest nearby, picturesque hil-
ls, scenic walking paths and the iodine-filled air, and you 
immediately know how precious and unique this place is. 
It’s also worth visiting an open-air museum situated in the 
lush forest, where wooden fishermen's huts, large nets and 
kerosene lamps blend perfectly into the scenery of endless 
woods and peaceful beaches. The best accommodation in 
Juramla is the elegant Lielupe by Semarah hotel (lielupe.se-
marahhotels.com). Recently renovated, the property offers 
such amenities as spa, salt cave and a well-equipped gym.

Riga and the area around it are an ideal destination for 
all those seeking ultimate peace and quiet. The capital of 
Latvia isn't impressively large, but it impresses tourists with 
magnificent buildings, seaside delicacies and stalls full of 
amber products. There is one more thing Latvians are pro-
ud of. The locally-produced Balsam liqueur is something 
that will send your taste buds on a real journey! You may 
skip the standard, herbal version, which may be a bit too 
erm... herbal, but try the blackcurrant and cherry flavours, 
which are simply delicious. Anyone seeking a moment of 
respite and rest from the hustle and bustle of Central Eu-
ropean cities, should definitely visit Riga. 

You can fly to Riga with airBaltic – the airline known 
for its highly competitive prices. For more info go to  
www.airbaltic.com
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W O R D S   A L E X A N D E R  F R E E M A N

The airline industry 
has been subject to 
disruptive forces for 
decades. But what 
has this meant for 
passengers,  
and is it time for 
us to rethink our 
expectations  
of air travel?

TU B NLUR E
TIMES

 W
hen we hear about disruption in  
aviation, we tend to think of lost  
luggage, flight delays or can-
cellations. However, disruption 
can also have a  wider meaning 
for the aviation industry and 
business in general.

Disruption displaces established practices and challen-
ges the status quo. As Uber did for taxis, Airbnb for ho-
spitality and Amazon for retail, new business models also 
subject the aviation industry to disruption. The difference 
is, unlike Uber, Airbnb and Amazon – whose rise came 
with the evolution of the internet and digital technology 
– disruption for airlines has been happening for longer 
and for several reasons. It has had many positive effects 
for travellers, and some negative ones; but to understand 
where things are heading, it’s necessary to remind our-
selves how we got to where we are today, and why airlines 
often seem unprepared.

RULES AND REGULATIONS
Generally speaking, airlines aren’t fond of change – yet 
if the events of this century are any indication, change in 
aviation is inevitable. In the “Future of Airline Industry 
2035” report, IATA (the International Air Transport As-
sociation) points out that, “As arguably the most global 
of industries, the externalities international air transport 
faces are numerous. The winds of change buffeting the 
industry can come from many directions.”

Take the enormous cost of capital investment, add 
complex levels of regulation and the omnipresent influ-
ence of states and geopolitics and this “buffeting” can be-
come severe turbulence.

Regulation is often thought to stifle innovation, but 
that doesn’t always hold true. States have traditionally 
controlled air travel in the form of bilateral air services 
agreements (ASAs), which regulate the number of flights 
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and airlines permitted to operate between countries. An 
airline can only operate services where these ASAs allow 
it to. Traditionally, ASAs were restrictive and protectio-
nist, harking back to the “glory days” when state-owned 
airlines dominated the industry. With global trade incre-
asing, it has been the loosening of these ASAs – as part of 
what the industry calls “liberalisation” – that has allowed 
increased competition, with free market access leading to 
a greater movement of passengers and cargo.

That was certainly the case in 2016, when the UK and 
China agreed to expand the number of flights permitted 
between the two countries from 40 per week for each na-
tion up to 100 (which subsequently rose to 150 in 2017). 
Restrictions on the number of destinations that the air-
lines could serve were also lifted – meaning that flights 
could now operate from any city in the UK to any city 
in China. Previously, airlines could only fly to six destina-
tions in each country.  

Off the back of this expansion, airlines such 
as China Southern, Hainan Airlines and Tian-
jin Airlines have commenced direct services from 
their regional Chinese hubs to the UK. Direct 
services from Tianjin and Chongqing to London, 
for example, would have been unthinkable ten 
years ago when services were largely limited to 
the state flag carriers such as Air China and Bri-
tish Airways operating between the main hubs of 
Beijing, Shanghai and London. Still, this change hasn’t 
been good for everyone. The rising presence of Chine-
se carriers has been a headache for the British Airways.  
It was forced to stop services to Chengdu in 2016 due 
in part to this significant rise in competition from Chi-
nese carriers flying similar routes.

LIBERALISATION AS DISRUPTION
Liberalisation as a form of deregulation has been 
disrupting the airline industry for the last 30 years by 
breaking monopolies, increasing competition and setting 
the stage for the airline industry of today.

It was first pursued by the United States in the early 
1990s, in the form of bilateral open-skies agreements, 
so that carriers could operate any route between coun-
tries without significant restrictions on capacity, frequ-
ency or price. The same happened in Europe with the 
creation of the single EU aviation market in the 1990s, 
which put an end to the system of individual ASAs be-
tween EU member states – the effect being that Eu-
ropean airlines could operate freely within the EU, so-
mething we take for granted today (although Brexit  
may change that). 

In 1992, the EU signed its first open-skies agreement 
with the United States, which is one reason why there 
are more flights per day between London and NYC than 
there are between London and Dublin. In Asia, the ten 
members of ASEAN (Association of Southeast Asian 
Nations) introduced the framework for an open-skies 
agreement in 2015, although implementation rema-
ins ongoing, and similar open-skies agreements exist in 
many other markets.

LOW-COST CARRIERS
The liberalisation and deregulation of open-skies 
agreements has created the conditions for the greatest 
disruption in aviation of the last 40 years – the rise of the 
low-cost carrier (LCC), starting with Southwest Airlines 
in the US, followed by Ryanair and Easyjet in Europe. 

When they created the company strategy, the team 
behind Southwest avoided copying what other airlines 
were doing. Instead, they adopted a bus company model, 
providing lower service standards compared to the other 
airlines by cutting free meals, drinks and hold luggage, 
and issuing simple paper tickets. The plan was to create a 
product none of the full-service carriers would take serio-
usly. Southwest flew to smaller regional airports, helping 
to lower operating costs to almost half that of US legacy 
carriers. The result was much lower fares than the incum-
bents, and the creation of a whole new market of plane 

travellers who previously wouldn’t have considered 
air travel. This disruption hit not only the airlines but 
also the bus and rail industries, which lost customers 
to this new airline concept.

The Southwest model quickly came to Europe 
through the rise of Ryanair and Easyjet, with both 
airlines using a similar model focused on flying out of 
regional airports that established carriers such as Bri-
tish Airways, Lufthansa and Air France would never 
have dreamed of using. How things change – Easyjet 
was the biggest carrier at Gatwick in 2017.  

Ryanair is now the second largest airline in Europe, 
narrowly beaten by the Lufthansa Group. The libera-

lised EU open-skies policy has allowed Ryanair, Easyjet 
and more recent additions such as Wizz Air and Nor-
wegian to operate freely out of several hubs in different 
countries within Europe, including to the US, Asia and 
beyond. Norwegian even went a step further: registered 
in Dublin, subsidiary Norwegian Air International was 
set up to take advantage of Ireland’s aviation-friendly 
regulatory environment – operating as a fully integra-
ted subsidiary to its Norway-based parent, using hubs in 
Spain, Italy, the UK and Denmark among others.

DISRUPTION FROM THE GULF
Looking beyond Europe and Asia, liberalisation has also 
fuelled the disruptive effect of the Gulf carriers on the 
full-service airline market globally. Taking advantage of 
location and the open-skies agreement with the US da-
ting back to 2002, the “ME3” of Emirates, Etihad and 
Qatar Airways have risen to become market leaders in 
both product and technology, with Emirates currently 
keeping the A380 in production. 

Concerns raised by certain US carriers over subsidies 
seem to have quietened with the US recently reaffirming 
the open-skies agreement with the UAE (and the na-
tion of Qatar) in return for greater transparency and a 
promise that Emirates would drop any plans to launch 
further direct flights between the US and destinations 
other than via the UAE. In any case, Qatar Airways and 
Etihad have had enough on their plate, with the former 
still restricted in where it can fly within the Gulf, and Eti-

How things change
 – Easyjet was the  
biggest carrier at 
Gatwick in 2017

B2B
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had announcing a US$1.52 billion loss in June 2018, an 
improvement on the US$1.87 billion it lost the previous 
year following the failure of its ambitious Air Berlin and 
Alitalia experiments. Sometimes, disruption and change 
doesn’t pay.

NEW BRANDS AND NEW TECHNOLOGY 
Disruption fuels change and encourages competition, re-
sulting in lower prices and a significant expansion in the 
types of fare products available (see the “Economy à la 
carte” feature in Business Traveller’s July/August 2018 
edition). It has also resulted in an expansion of brands. 
In 2017 BA and Iberia’s parent company, IAG, launched 
Level – a low-cost brand targeting the cost-conscious 
leisure market. In 2018 Air France followed suit with 
Joon, which focuses on lower-yielding destinations such 
as South Africa. Lufthansa has done the same with Euro-
wings out of its Munich hub to leisure destinations such 
as Bangkok, while operating the mainstream Lufthansa 
services out of Frankfurt.

In Australasia, the pattern is similar. Scoot, and 
previously Tigerair, has allowed the Singapore Air-
lines Group to compete on cost and product with 
Malaysia’s mega LCC AirAsia, also flying long haul 
to destinations such as Athens. Jetstar has done the  
same for Qantas, being used as that airline’s growth ve-
hicle for expansion into Asia. Tigerair subsequently mer-
ged with Scoot in 2017, but the brand lives on under 
Virgin Australia as that airline’s competitor to Jetstar.  

Scoot, Jetstar, Joon, Level, Eurowings and Norwegian 
all offer a premium cabin partially aimed at capturing 
the cost-conscious corporate market, particularly SMEs. 
More “premium economy” than “business” (Joon excep-
ted), it’s not yet clear how disruptive this will be, with 
customers facing more choice than ever. The strategy 
isn’t new – British Airways tried it short haul with Go, 
and United with Ted; both cannibalised their parent’s 
products, lowering profits, and so these sub-brands were 
dumped. 

GOOGLE FLIGHTS TAKES OFF
All this comes at a time when airline-related technology 
is also subject to enormous change. Just when the likes of 
Expedia and Skyscanner felt they had consolidated their 
positions, in 2011 along came Google Flights – which 
allows users to track prices, check pricing graphs, and 
factor in alternative dates and flight options at alterna-
tive airports. While this is happening, Google is able 
to collect (and react to) data already available from the 
booker’s use of the search engine, something most other 
sites (including the airline’s own) can’t do, giving Google 
an advantage.

Technology is important for most frequent travellers. 
IATA’s 2017 Global Passenger Survey found that pas-

sengers expect technology to give them more “personal 
control over their experience”, with aviation think tank 
CAPA (Centre for Aviation) reporting that the “majori-
ty of passengers just want to get through the airport as 
fast as they can”. It explains why traditional check-in de-
sks are almost retro in 2018, with smartphone check-in 
followed by automated boarding often replacing human 
contact. 

Technology also presents a challenge to travel mana-
gement companies, who are being forced to present their 
customers with solutions that provide a similar level of 
immediacy and flexibility throughout the travel mana-
gement process. In the case of direct bookings, where the 
technology reduces the number of staff needed and can 
often cut costs for passengers, for a TMC it’s an extra 
facility to provide that has no impact on staffing require-
ments. The added expense is then passed on to consu-
mers, in the short term at least. Disruption has brought 
greater choice and cheaper tickets, but sometimes less 
comfort as airlines pack more passengers into the same 
space. Space can no longer be taken for granted, even on 
established carriers; legroom in economy shrinks while 
the more profitable premium economy, first and business 
classes expand. As technology hastens the advent of ultra-
-long haul aircraft, which can currently fly non-stop for 
17 hours, this will raise new issues, including health and 
safety: spending a day in an economy seat may not be 
appealing or even feasible for some. 

WHAT IT MEANS FOR PASSENGERS
Consumers have seen the impact of disruption in avia-
tion more than in many other industries. The variety of 
options available today would have been unthinkable 

only a few years ago. On the one hand, the-
re are fully enclosed suites available in first 
class; on the other, some airlines are char-
ging for water. 

Given the cyclical nature of most econo-
mies, airlines face the challenge of finding 
sustainable business models that attract con-
sumers, but are also profitable. What inno-
vation we will see over the next ten years will 
also depend on the increasingly high expec-
tations that demanding, but fickle, travellers 
continue to set. The hope is that competition 

will improve customer experience, and new 
airlines will continue to launch. 
Paradoxically, without state support, many 

well-known legacy and national airlines would fail; 
and without regulation, mergers would reduce choice 
and perhaps competition. We all want to enjoy the best 
service (and safety) for the lowest price, yet we frequently 
complain about what we receive. These complaints tend 
to be most often directed at the airline and often thro-
ugh social media, but the overall industry may also be to 
blame; and behind that, governments; and perhaps, ulti-
mately, ourselves. Disruption is inevitable, but we need 
to realise it is partly driven by what we, the consumers, 
demand.

Ryanair is now
the second largest 
airline in Europe, 
narrowly beaten by 
the Lufthansa Group
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 I
n 2018, the Mercure brand is carrying out successive 
instalments of the Mercure Fashion Night by... The last 
such event took place at the Mercure Poznań Centrum 
hotel in collaboration with the Polish Fashion Acade-
my. The stylish interiors of the hotel were a perfect 
venue to present several Polish fashion brands and de-
signers, including Maciej Zień, a winner of the Złota 

Super Pętelka (Gold Super Loop) award. The gala event was 
hosted by a journalist Dorota Gardias, Dominik Górny, the 
Vice-President of PFA.

MERCURE FASHION
The great gala held at the Mercure Poznań Centrum ho-
tel, gathered a number of representatives of the world of 
fashion, culture and business, who admired the most beau-
tiful collections by awarded Polish designers.

Mercure Fashion Night by.... is a series of fashion shows 
held in Mercure hotels and carried out in collaboration with 
popular local designers who present their collections during 
those events.Launched in 2016, the project includes unique 
fashion shows held in Poland, the Czech Republic and 
Hungary.“We are extremely proud to be able to support 
both novice and recognized Polish designers,” commented 
during the show Sebastian Marona, the General Manager of 
Mercure Poznań Centrum.

The Polish Fashion Academy is a major Polish association, 
promoting local fashion and designers for nearly 30 years. 
Based in Poznań, the PFA bestows prestigious Gold and 
Silver Loop awards. It’s deep in Mercure's DNA to draw 
inspiration from local history, alluding through design and 
menu to the traditions of cities where hotels are located, so 
the collaboration with PFA is something natural.

Mercure Fashion Night by the Polish 
Fashion Academy and novelties  

at Mercure Poznań Centrum

H O T E L S

Mercure Fashion Night by the Polish Fashion 
Academy is one of the major fashion events  
in Poland. Once again, the organizers awarded  
the best Polish designers, both aspiring ones and 
those well-known to the Polish fashion scene.

THE POLISH FASHION ACADEMY AWARDS
Mercure Fashion Night by the Polish Fashion Academy is 
one of the major fashion events in Poland. Once again, the 
organizers awarded the best Polish designers, both aspiring 
ones and those well-known to the Polish fashion scene, who 
presented their collections to the public in Poznań.

The award-winning designers included: Julia Knop 
(Silver Loop), Just Unique and Hannah Hanna Bieńkowska 
(Gold Loop). The Gold Super Loop Award for exceptional 
merits for Polish fashion was awarded to Maciej Zień. The 
Top Moda (Top Fashion) statuette went to the collection 
presented by Vicher brand. The chapter also awarded the 
Gold Loop and the prestigious Labor Omnia Vincit Award 
presented by the Hipolit Cegielski Society to Barbara Ch-
wesiuk, the owner and the chief designer for Bialcon brand. 
Marka na Topie (Top Brand) statuettes awarded for pro-
moting fashion in Poland, were presented to: OSM Czarn-
ków and Press Service. We also met the best Hair Fashion 
Designers (Magdalena Kwiatkowska and Mariusz Nowac-
ki), as well as the 2018 Make-up Artist (Olaf Tabaczyński).

CHANGES IN MERCURE POZNAŃ CENTRUM
The event attracted nearly 250 guests - customers, business 
partners of the Mercure brand, friends of the Polish Fashion 
Academy, as well as media and celebrities. It was also the 
first official appearance of Aleksandra Grysz who won Miss 
Earth Poland title on 6 September, and will represent Po-
land at the Miss Earth grand pageant to be held in the Phi-
lippines. In Poznań she was accompanied by the organizers 
of the Polish edition of the contest - Łukasz Czarnecki and 
Francys Barraza-Sudnicka. Mercure Fashion Night by Po-
lish Fashion Academy was also an opportunity to present 
the Mercure Poznań Centrum following the completion of 
the latest stage of its renovation.

“Someone who visited our hotel five years ago, wouldn’t 
recognize it now,” said Sebastian Marona and added: “The 
public areas, including the lobby and restaurants, were 
thoroughly revamped two years ago; before the last year's 
show we launched a new banquet hall, and this year we 
have unveiled the whole floor with state-of-the-art Privilege 
Rooms. 

BELOW FROM THE LEFT:
Bialcon collection; 
Just Unique 
collection; Maciej 
Zień collection

FROM THE LEFT: 
Przemysław 
Konieczyński 
(AccorHotels), 
Aleksandra Grysz – 
Miss Earth Poland 
2018, Małgorzata 
Kalinowska-Klimek 
(AccorHotels), 
Agnieszka 
Kalinowska (AH), 
Katarzyna Thiem 
(AccorHotels), 
Sebastian Marona 
(AccorHotels), 
Łukasz Rudziński 
(AccorHotels);  
Joournalist Dorota 
Gardias, Sebastian 
Marona – General 
Manager, Mercure 
Poznań Centrum
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 L
ocated 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. Its luxurious rooms, 
extensive conference and entertainment facilities, 
as well as world-class cuisine, greatly contribute to 
the prestige of the property and strengthening the 

brand’s reputation.

OFFER TAILORED TO BUSINESS NEEDS
Guests of the Sheraton Warsaw hotel can choose from 350 
rooms (including suites), each being a convenient place to 
work, socialize or relax. The unique interiors were created 
by the renowned London-based designer Alex Kravetz, who 
was skilfully combined the elegant contemporary design of 
rooms with the hotel's heritage. Each room is equipped with 
a minibar, tea and coffee making facilities and a TV with 
multilingual channels. All rooms also come with a spacious 
bathroom with a hairdryer.

The place  
to work and relax

H O T E L S

Its luxurious rooms, extensive 
conference and entertainment 
facilities, as well as world-class 
cuisine, greatly contribute to 
the prestige of the property and 
strengthening the brand’s reputation.

Club rooms and suites are located on the top floor of the ho-
tel. Guests staying in those rooms gain access to the newly 
refurbished Sheraton Club - a private space with compli-
mentary wifi, breakfasts, drinks and snacks offered during 
the day, as well as evening cocktails 
Sheraton Warsaw Hotel offers excellent facilities for orga-
nizing larger meetings. The hotel’s 12 meeting rooms are 
equipped with all necessary equipment for presentations 
and workshops. The event and banquet space extends over 
two floors and the area of more than 1,000 sqm.

WORLD CLASS CUISINE
Sheraton Warsaw Hotel boasts its top-class cuisine. The 
head chef Marcin Sasin together with his team guarantees 
guests sophisticated culinary experiences. For even more so-
phisticated culinary experiences with food prepared in live 
kitchen, go to Poland’s smallest restaurant - Chef’s Table. 
Curious, what is behind this name?
To find out more or to book a room, go to sheraton.pl

FROM LEFT:
 Executive Suite; 
InAzia Restaurant
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Avis, one of the favourite car rental companies in Po-
land, now has 5,500 stations in 170 countries. What is 
the company's success story?
Avis is, undoubtedly, one of the world’s leaders and most 
experienced brands in car rental, as well as mobility servi-
ces. The first Avis rental station was launched at Willow Run 
Airport in Detroit. Interestingly, at the same time it was the 
very first rental station located at an airport, so you could 
say that Avis was able to forsee the upcoming travel trends. 
Non-linear thinking and the ability to respond to ever-chan-
ging needs of our customers is, therefore, deeply rooted in 
our brand's DNA.

Only a few years later Avis started its international 
expansion in Europe.
In Poland, the company opened its first stations in 1991. 
Both were located in Warsaw: at Chopin Airport and in the 
centre of the city, at the Marriott Hotel. Over these 27 years, 
we have managed to vastly expand our business here. Our 
cars are available in 39 major cities of Poland. We manage 
a fleet of nearly ten thousand cars. We offer a wide range 
of vehicles, including SUVs, small and compact cars, as well 
as vans and trucks. Throughout all those years, our primary 
goal has always been the ultimate satisfaction of our custo-
mers. We are constantly adapting our offer to their needs, 
implementing new technologies to make their travel even 
more comfortable.

What technologies are we talking about here?
One of the latest technologies that make our services even 
more convenient is the mobile application. It allows you to 
manage the entire rental process with your smartphone or 
tablet - choose a car, select additional equipment such as a 
child seat, GPS or Wi-Fi, as well as make changes or cancel 
a reservation from anywhere in the world.Recently we have 
also implemented the Flight Arrival Notification (FAN) 
system. The technology sends a text to customers upon 
arrival into the airport, giving them details of the best 
route to the rental location to pick up their car. It also 
ensures staff are on hand in case of flight delay. Should this 
happen, the customer can be sure that they will be able to 
pick up the car even outside the standard opening hours 
of our station. The only thing they have to do in order to 

use the FAN service, is to enter their flight number when 
booking a car.

Another groundbreaking technology is our Maintenance 
and Damage Management System (MDSM) that utilizes a 
360-degree image technology. By taking pictures before and 
after the rental, the staff can quickly and accurately deter-
mine whether new damage has occurred during the rental 
period. It offers extra transparency and empowerment to the 
renter on return of the car.

What services offered by Avis are most frequently used 
by business people?
For companies we offer short-term rentals ranging from 24 
hours to 30 days, medium-term rentals ranging from 1 to 
24 months, as well as long-term rentals ranging from 24 to 
48 months.

One of our flagship services is Avis Flex. This is a flexible 
offer for companies, which doesn’t require a long-term com-
mitment from them. This means that the customer has the 
ability to replace the car with another model during the term 
of the contract and can adjust the duration of the contract to 
their needs, without hidden costs. For each of the cars rented 

Avis is an Experienced Leader

I N T E R V I E W

MARZENA MRÓZ talks to SASCHA HÜMMERICH,  
the General Manager for Poland and the Czech Republic  
at Avis Budget Group.
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by businesses we offer assistance service and insurance protec-
tion if the car breaks down or gets stolen.

What are the most popular cars offered by Avis?
We asked Poles about the type of car they prefer to rent. It 
turns out that medium sized cars such as Seat Leon and Vol-
kswagen Golf are the most common choices. These vehicles 
are practical, economical and sufficient comfort during the 
journey. They are rented by about 60 percent of all those 
using our rental services. Compact cars are also popular with 
corporate customers and, quite naturally, they are also more 
likely to rent vans. Such vehicles are particularly popular in 
the SME sector. With our rental service smaller companies 
can use such cars only when they really need them, thus 
responding to current needs and workload. This flexibility 
saves them a lot of money - they don't have 
to buy and maintain company cars every day.

How far in advance is it best to rent a car?
Individual customers are always advised to 
book their cars three months in advance, if 
possible. By doing so, they are guaranteed a 
much more attractive price, as well as a wider 
choice of available vehicles.

In the case of corporate clients, we encoura-
ge them to enter into long-term contracts. We know that 
employees often learn about business trips at the last minute 
and cannot book in advance. Fortunately, a com-
pany that has signed a long-term contract with 
us, is guaranteed a fixed price regardless of the 
date when the car is ordered. However, taking 
into account the availability of a wider choice of 

vehicle types and models, it’s still worth booking a car in 
advance, especially if at the time of your trip there are large 
events taking place (e.g. fairs) in the city where you want to 
pick up your car.

How do you see the future for mobility in Poland and 
Europe? Will we own cars or perhaps only rent them?
Both individual and corporate are more and more likely to 
buy a service rather than a product.
Companies are already using a number of solutions that pro-
mote employee mobility. These include car-sharing or long-
term rental. As a result, they often opt out of having their 
own fleet of company cars. It’s more cost-effective and gives 
companies the flexibility they need in their daily activities.

Opting out of owning a car in favour of renting one is also 
an increasingly popular solution with individual customers. 
Instead of spending money on buying a car and its mainte-
nance, they prefer to rent it for as long as they need it. They 
can also choose the car according to their current needs. With 
advances in modern technologies they can book a car even 
more easily, and such a trend is very strong both in Poland 
and in Europe.
 
What are your professional plans for the coming years?
Today, with introduction of such innovative solutions  as city 
bikes, ride-sharing and car-sharing, customers have a diffe-
rent perception of ownership than before. For us, this means 
adapting our services to  expectations of our customers. Such 
services must be easily accessible, via mobile applications, 
comfortable, personalized and automated. We provide such 
solutions through our application, connected cars and a who-
le range of other innovations.

Opting out of 
owning a car
 is an increasingly 
popular solution.
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You joined AccorHotels a bit over a year ago with one 
key mission: building World Class Brands. What was 
the environment you encountered, why this challenge 
is so exciting for you and what are your biggest goals 
on that position?
We have to recognize that AccorHotels has undergone dra-
matic transformation in last two years. Probably the greatest 
transformation in hospitality industry in a last twenty or thi-
rty years. We have gone from being a traditional owner and 
operator of midscale economy hotels. Now, we are moving 
to what we can describe as travel and lifestyle platform. So 
that is a very significant shift. My job is to bring all of tho-
se brands to live that strategy. So the mission we have is to 
get AccorHotels recognized as being a powerhouse in World 
Class Brands.

Will you try to promote an AccorHotels 
Brand itself or brands that AccorHotels 
consists of like Sofitel, Mercure, Novotel 
or ibis?
What is clear is that we have an incredible 
portfolio of world class brands which we will 
use to attract and connect with customers and 
deliver value to our partners and investors. 
Let’s take ibis as an example. It’s one of the 
best known brands in the industry – an abso-
lute category killer in the economy segment 
and we believe ibis can be one of the top 100 
brands in the world across industries. 

Do these plans apply only to ibis or other 
Accor brands, as well?
You could end up with multiple brands in that 
list but ibis obviously could be the first of Accor 
brands on that list. If look at top 100 best world 
brands, there are no hospitality brands. As said, we believe 
that with Accor brands we can be the first.

It’s not a piece of cake to by-pass such brands as Coca-
Cola or Apple. What are you willing to do to achive 
that?

There’s no one single approach. Once more, let’s take ibis 
as an example. We know that consumers are looking for 
more informal and digital welcome experience. So we have 
transformed the arrival experience across ibis hotels by re-
moving reception desks and introducing staff empowered 

Accor among the Top 100 World’s Best 
recognized brands 

I N T E R V I E W

STEVEN TAYLOR, Global Chief Brand Officer, AccorHotels, 
talks to BT Poland’s editor-in-chief, MARZENA MRÓZ.
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with mobile devices to  greet and check in our custo-
mers as they arrive.  

We know that consumers are looking for social hubs in 
hotels therefore we are transforming public spaces in ibis 
and launching music programs, like you’ve already seen in 
Poland.We are going to launch a new advertising campaign 
for ibis in Q1 next year. In 2019, we will focus a lot on our 
brands. We have a great deal of activities planned, which 
will be a real statement of intent to the travel industry and 
beyond.

What is the Accor Way to engage young customers, we 
call them Millenials, as in a few years time they may 
become a gamechanger at the hospitality market?
When you look at this at global basis we have to take a 
dual track approach. One aspect of the strategy is to in-
troduce new brands such as you’ve seen with 25Hours, 
Mamma Shelter or Joe & Joe.  These are brands targeting 
a millennial minded traveller through inspiring social spa-
ces and dynamic, surprising design narratives. We are also 
rejuvenating our universal brands, which have high aware-
ness and history like ibis.  

What are your plans for next acquisitions in hospita-
lity industry? What can you offer potential partners?
With the acquisitions we have made during last 2 to 3 
years, AccorHotels can offer our owners greater choice and 
a stronger brand value proposition than we have been able 
to in the past.   Now, because our multiple brands target 
many customer’s groups and lifestyles, we can offer them 
a brand that works for particular a city or even a specific 
neighbourhood, for example within Warsaw. 

M Gallery is a very good example of collection brand 
we’ve launched, which is positioned to franchises and targe-
ting independent hotels with charm and cha-
racter. These collections are rapidly growing 
in our portfolio as there are many franchises 
operating independent hotels who want the 
distribution capability and expertize that Accor 
can bring. So you are going to see a significant 
increase of these collections in the next years.

What is AccorHotels goal on Polish, and 
wider – Eastern European - market in 
terms of extending hospitality chain here?
If you look at Poland and whole Eastern Europe 
market in the forthcoming years, Orbis – our 
partner is looking to double AccorHotels port-
folio here. The growth potential in this region is 
huge.  I am very excited about the luxury seg-
ment entering this market like Raffles in War-
saw. That is property standard comparable to 
any luxury brand worldwide. I would like to see m o r e 
of our luxury brands coming to Poland like M Gallery, Fa-
irmont and others.

Thank you for the interview.

Our mission is to 
get AccorHotels 
recognized as being 
a powerhouse in 
World Class Brands.

We are moving from 
just focusing on the 
stay and sleep to a 
lifestyle approach 
including the locals 
living near the 
destination.

FROM TOP: 
Mercure Kraków 
Stare Miasto; 
Sofitel Wrocław Old 
Town; ibis Wrocław 
Centrum
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PRICES
from PLN520

CONTACT
La Malmaison Nice

48, Boulevard Victor 
Hugo

06000 Nice
lamalmaisonnice.com

BACKGROUND
Nice is an ideal place for a short holiday in 
winter or summer holidays. The city is also a 
business destination, so when booking a place 
to stay you’d better choose wisely. This four-
star boutique hotel is located in the heart of 
Nice, close to the old town, the beaches and 
the famous Promenade des Anglais. Both its 
façade and interiors are inspired by the 1920s, 
and staying there takes you back in time to the 
magnificent era of Art Déco style.

An Ascend Hotel Collection Member, La 
Malmaison, was thoroughly renovated in 
2016, and today offers 46 stylishly furnished 
rooms and suites.

INTERIORS
The reception and main hall are decorated in 
the colours of the sun of Provence and shades 
of pomegranate. Modern furniture are comple-
mented by stylish art déco details. The decora-
tive lamp in the shape of a golden palm tree, 
standing by a beige couch, attracts the eyes of 
every guest.

The breakfast room is intimate and cosy, 
and buffet breakfast offered in the morning is 
sumptous and varied. In addition to fresh car-
rot and beet juices, there is always a wide se-
lection of cheeses, fish, cakes and fresh seasonal 
fruit. Breakfasts at La Malmaison wouldn’t be 
complete without excellent coffee or kusmi tea 
served by a friendly waitress.

ROOMS
The 20-square-metre Superior rooms feature a 
king size bed, TV and safe. Three-bedded ro-
oms are slightly larger, as their area is 25 sqm. 
They come with three single beds, a desk and 
a comfortable chair. Executive Double Rooms 
also have a balcony overlooking the charming 
Rue Victor Hugo, where the hotel is located. 
Sipping aromatic coffee or delicious wine, you 
can enjoy the real Nice street, elegant neighbo-
uring residences, and even soak in some urban 
sun in the afternoon.

All rooms have been designed in shades of 
brown, white, yellow and beige. They are very 
stylish and give you a sense of space, not least 
because of their above-average height and the 
fact that La Malmaison is housed in a stylish, 
over a century old townhouse.

The 25 sqm Deluxe Suite has also a terrace 
with comfortable armchairs and a table, a large 
mirror, an additional clothes hanger and a spa 
bath. The corner 35 sqm Premium Room, lo-
cated on the top floor, comes with a large desk 
and a comfortable settee. Guests staying there 
also have access to a spacious terrace with a 
spectacular panorama of the city.

SERVICE
The front desk is open 24 hours a day. Break-
fast (€19 per person) is served from 7 am. The 
hotel has an excellent bar offering a number of 

All rooms have been designed in shades of brown, white, yellow and 
beige. They are very stylish and give you a sense of space, not least 
because of their above-average height and the fact that La Malmaison is 
housed in a stylish, over a century old townhouse.

Hotel La Malmaison  
Nicea

signature cocktails, as well as a well-equipped 
business zone. Guests can also use here a de-
dicated e-concierge application. As you might 
expect from this type of property, there is an 
on-site car park for hotel guests. A taxi ride 
from Nice airport to the La Malmaison takes 

no more than 20 minutes. Hotel guests also 
enjoy free Internet access.

Right next to the hotel there are several fan-
cy restaurants offering vast lunch and dinner 
options. I particularly recommend Villa Corle-
one, Bistrot d'Antoine and Le 11ème Art.

VERDICT
Stylish and elegant, perfectly located be-
tween the sea and the mountains, the hotel 
is an excellent base for exploring major at-
tractions of the region. It’s close to the city’s 
museums (Musee Marc Chagall, Musee Ma-
tisse, Le Musee d'Art Moderne et d'Art Con-
temporain), best restaurants, as well as the 
venue of the annual Nice Jazz Festival. The 
hotel staff are very friendly and professional, 
the front desk assistants speak several lan-
guages. Both hot and cold breakfast options 
are a real Provencal feast based on fresh fruit 
and vegetables. The interiors are interestin-
gly designed, and the décor and furnishin-
gs of the rooms provide lots of comfort for 
travellers. It’s a perfect place to stay in Nice 
for business travellers and families who want 
to spend a few unforgettable days on the 
Côte d'Azur. I also recommend this hotel to 
those who are planning a weekend stay in 
Nice. From La Malmaison you can reach the 
famous Promenade des Anglais in less than 
five minutes.

Marzena Mróz.
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W A T C H E S

Watchmaking transformed seafaring 
and changed history. Breguet’s 
maritime heritage is the inspiration 
behind its revamped Marine range

 W
atches and the sea 
have been linked 
for a long time. 
The best-known 
association is with 
divers, from the 
pioneering World 

War II Italian frogmen, whose Panerai 
watches continue to set the template for the 
brand today, to the naval associations forged 
by the likes of Rolex, Tudor and Blancpain 
in the 1950s and ’60s (supplying the British, 
French and Americans respectively, although 
not exclusively).

But this is not where the association be-
gan. Horology has had a key role in seafaring 
for centuries, and timepieces played a pivotal 
part in the geopolitical developments of the 
18th and 19th centuries, particularly the 
spread of empire from Western Europe.

How so? The development of accurate ti-
mekeeping at sea was fundamental to proper 
navigation, as it enabled on-the-go calcu-

lations of longitude, but the challenge of 
creating a reliable and accurate clock to go 
on board a ship was enormous. The seemin-
gly intractable problem was solved, after a 
few prototypes, in 1761 when the English 
clockmaker (and former carpenter) John 
Harrison presented his “sea watch”, the H4 
marine chronometer, to the Royal Society. 
His success helped ensure British naval su-
periority over its rival European powers and, 
indirectly, contributed to the spread of the 
British Empire.

Which brings us to the French. In 1815 
Abraham-Louis Breguet plied his trade as a 
watchmaker in Paris. Already established as 
the era’s pre-eminent watchmaker, having 
created landmark pieces for royalty around 
the world (including Marie Antoinette), 
Breguet was named official supplier of ma-
rine chronometers to the French Navy, and 
was subsequently responsible for a stunning 
number of innovations. He invented the to-
urbillon, a device which negates the distor-

W O R D S  C H R I S  H A L L

THE LONGITUDE
AND 
THESHORT 
OF IT

The special edition Marine Date 
5517 featuring a motif of the Race 
For Water boat isn’t for retail, but 
was specifically produced for the 15 
crew members
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ting effect of gravity. He also made ground-
breaking steps in the manufacture of balance 
springs, shock absorbers, escapements and 
other mechanisms.

Although the modern-day Breguet brand 
is better known for fine works of classically 
designed high-end watchmaking than for its 
seafaring connection, back in 1990 Breguet 
launched the Marine line of watches in hono-
ur of the founder’s post-Napoleonic contract 
to make naval watches. This year the collec-
tion gets its first major makeover since 2006.

The heart of the Marine range is the 5517, 
a 40mm time-only watch that is easily the 
most successful design of the collection. Abo-
ve that sit an alarm watch and a three-register 
(three sub-dial) chronograph that are accom-
plished designs, but not quite as desirable as 
the 5517. The new line-up does away with 
the heavy lugs of the outgoing range in favo-
ur of a slimmer integrated design (which 
also means you can’t change straps with the 
weather, but you can’t have everything). Co-
upled with the introduction of titanium-ca-
sed options, this gives the happy sense that 
the design has been modernised nicely.

It’s a shame that the titanium watches only 
come with a sunburst slate-grey dial and not 
the blue offered with the white or yellow gold 
models, because the blue dial is comfortably 
the easiest thing to love about the new Ma-
rine line. Engraved with a wave-like pattern, 

The wave 
pattern is 

made using 
lathes 

that date back 
to the era 
of Breguet 

himself

it’s a nice nod to the sea-watch story – even 
more so when you realise that the pattern is 
made using hand-operated rose engine lathes 
that date back to the era of Abraham-Louis, 
following techniques laid down by the man 
himself. The pattern isn’t exactly Hokusai, 
but it’s a darn sight more evocative than, say, 
the stylised design on Omega’s new (and ad-
mittedly much more pragmatic) Seamaster. 
It’s nice to see Breguet, a brand usually more 
strait-laced, being more poetic.

What’s also nice to see is that Breguet ti-
mepieces are once again setting forth upon 
the seven seas. Under the auspices of a newly 
signed partnership with the Race for Water 
Foundation, Breguet is supporting a global 
“odyssey”: a 100-tonne solar-, wind- and 
hydrogen-powered vessel is under way as 
you read this, making 35 stops around the 
world to bring scientists and politicians to-
gether to raise awareness around sustainable 
energy, pollution and ocean preservation. 
Naturally, those on board have Breguet Ma-
rine watches to wear, and theirs are a special 
limited edition in titanium – with that blue 
dial. Rather than the wave motif, it bears a 
design of the boat itself (see previous page), 
which – as it is covered in geometric solar pa-
nels – looks more like a mosque, or perhaps 
a Fifth Avenue skyscraper, which has curbed 
my jealousy somewhat. It’s not for sale, so 
will be a real rarity in years to come.

BELOW FROM LEFT:
The Marine Date 5517 in 
rose gold, RRP €24,000; 
Marine Chronograph 5527 
in titanium, RRP €19,000; 
and Marine Alarm 5547 in 
titanium, RRP €23,500
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 C
ertina is a brand that is never fond of su-
perficial solutions. The brand has always 
enjoyed getting to the bottom of things 
– not just in terms of precision and du-
rability, but also where ocean research 
is concerned.  In its latest creation, the 
Swiss watch brand is reviving a histori-

cal model that is just as current today as it ever was. 
The DS PH200M represents a seamless continuation 
of its predecessor's timeless design, combining it with 
a high-performance automatic movement of the latest 
generation.

TIME FOR TRAVELLERS
In the 1960s and 1970s, Certina demonstrated the ro-
bustness of its own timepieces in a series of high-profile 
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research projects and expeditions. These journeys not 
only took the watches to dizzying heights, but also bro-
ught them down to the bottom of the sea. This expe-
rience inspired the brand to develop a new timepiece 
dedicated to life under the sea – the DS PH200M.

LOGO WITH A TURTLE
In 2018, Certina will showcase the new edition of this 
classic. Its stainless steel case with a diameter of 42.8 
mm is fitted with a black unidirectional graduated bez-
el. It surrounds a black dial that contrasts perfectly with 
the Super-LumiNova-coated hands and indices, even in 
darkness. Turning the watch over, one is greeted with 
the relief of a turtle, Certina's brand symbol. The supple 
black/grey NATO fabric strap with a pin buckle and 
the brown calfskin leather strap for formal use put the 
final touches to the model.

MECHANICAL 
PRECISION
ts similarities with the original are more than superfi-
cial; like its predecessor, the new DS PH200M draws 
on the original DS Concept of the 1960s. Unlike mo-
dern Certina watches, this timepiece features a roun-
ded hesalite box glass with anti-reflective coating on 
one face and a scratch-resistant NEX Scratchguard 
coating along with a separate mounting ring that en-
sure double security and water resistance up to 20 bar. 
When it comes to the mechanical timepiece's precision 
and operational performance, however, Certina has 
opted for a modern approach. An innovative Power-
matic 80 movement ensures accuracy and an 80-hour 
power reserve. Thus the new version of the old DS PH 
200 m is a nod to the past while looking decisively to 
the future. Suggested price: PLN 2840;
certina.pl

Faithful to the original, 
the new edition of the watch, 
brings in a hint of the crazy 
atmosphere of the 1960s.

Certina DS PH200M 
is a winner of the 
prestigious “Watch 
of the Year” title in 
“under PLN10,000” 
category. The 
contest was 
organized by ch24.pl 
internet portal. 
ch24.pl.
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4  H O U R S  I N . . .

Helsinki is a city of 
unusual projects, 
sophisticated 
tastes, but also 
unique beaches. 
Planning your 
stay in the capital 
of Finland, don’t 
forget to include 
in your itinerary 
a visit to Alvaro 
Aalta Museum and 
the Temppeliaukio 
Church, as well as 
a stroll down the 
famous Esplanadi 
Street.

1  Temppeliaukio Church, 
Kamppi Chapel
The 1960s were a period of great chan-
ges in Finnish design. Kaj Franck, one 
of the most significant designers in 
Finland, has revolutionised design by 
introducing simple and elegant details 
to maximise the usability of each facili-
ty. He once famously said: “Complexity 
is rarely wise, and it takes bravery and 
spirit to be simple.” The Temppelia-
ukio Church, also known as the Rock 
Church, is a perfect reflection of this 
idea, as its architecture is simple, yet 
beautiful and intelligent. The church, 
which opened in 1969, was designed 
by brothers Tim and Tuoma Suomala-
inen. It owes its name to the fact that 
it was carved in a huge piece of natural-
ly exposed granite stone. The temple, 
deprived of any ornamental features, 
seems to be perfectly suited to fulfilling 
its main purpose - being a place of pray-
er. You will find here only the altar, pipe 

were given the right to vote. It caused 
lots of controversies from the very be-
ginning, not only because it was per-
ceived inappropriate, but also owing 
to the fact that it seemed to objectify 
women at the time when they were fi-
ghting for equality. The marketplace is 
open from Monday to Saturday from 
6.30 am to 3 pm and on the first Sun-
day of the month.

On its corner, directly behind the 
nude lady, you will find the Salutorget 
restaurant. The restaurant offers deli-
cious international cuisine, but it’s also 
worth taking a look at its amazing dé-
cor and a number of precious artworks, 
such as a large mural depicting two 
peacocks. The restaurant and bar are 
open from Monday to Friday from 11 
am until midnight; salutorget.fi

4  Esplanadi
After a sumptuous lunch in Salutor-
get you may want to do some shop-

ping, especially as the restaurant 
is situated at the end of Esplanadi, 
Helsinki's main shopping street.  
You will find here numerous shops 
of quality Finnish brands, but also a 
cornucopia of cosy cafes with al fre-
sco seating, where on sunny days you 
can enjoy live performances of street 
artists. The street, which runs paral-
lel to Esplanadi, also features many 
good stores and large shopping cen-
tres.

5  Karl Fazer Café
A stroll down the Esplanade wouldn't 
be complete without a stop at Karl 
Fazer Café - a coffee shop owned by 
Finland's most famous chocolate ma-
ker, whose history dates back to 1891. 
The old-fashioned décor and atmo-
sphere have been preserved here to 
this day, and its display of old choco-
late and sweet packaging is second to 
none. The overwhelming number of 
sweets available in the shop leaves no-

organ, several pews, and a spectacular 
copper plate-covered dome, connected 
to the natural rock wall by 180 window 
panes that let in natural light.  Another 
place in Helsinki where you can expe-
rience such an austere yet engrossing 
religious experience is the Kamppi Cha-
pel located in the very heart of the city. 
This wooden building in the shape of a 
huge boat, also known as the "Chapel of 
Silence", is a perfect place to calm down 
and have a moment of silence. Open da-
ily, admission is free.

2  Senate Square
The city centre is located near the 
main waterfront of Eteläsatama. Take 
a bus or tram (the tram network in 
the Finnish capital is excellent and 
very extensive) to the Senate Square 
(Senaatintori) - a grand, neoclassical 
plaza designed by Carl Ludvig Engel.  
On its northern edge there is a beau-
tiful Helsinki Cathedral, while the go-
vernment buildings and the Universi-

ty of Helsinki are located on its eastern 
side. The square was built when Fin-
land was part of the Russian Empire, 
so that Helsinki could take over from 
Turku the role of the nation’s capital 
in 1812. In the middle there is a giant 
statue of Emperor Alexander II, who 
finally reformed the country, which 
led to its liberation from Russian rule. 
Open daily, admission is free.

3  Salutorget and the market
To the south of Senate Square you will 
find the South Port and the Main Mar-
ket Square. You can buy here almost 
anything: from souvenirs to fresh fruit. 
All this with beautiful yachts and bo-
ats in the background, lazily floating 
on the water and under the clear blue 
skies. There is also an interesting statue 
of a naked siren called Havis Amanda, 
which stands in the middle of the sea 
lions gushing with water. The statue 
was put here in 1906, when women 

Helsinki
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-one indifferent, regardless of whether 
you are a fan of chocolate or not. From 
beverages you can order only coffee, 
but there’s also a lunch menu. Open 
Monday to Friday from 7.30 am to 10 
pm, on Saturdays from 9.00 am to 10 
pm; fazer.com

6  The Alvar Aalto House
The house of this modernist archi-
tect and designer is today a mecca 
for architects and designers from all 
over the world. Simple and modest 
in its form, but at the same time 
sophisticated in its concept, it gives 
an idea of the humanistic approach 
to the creation of space of this artist 
born at the end of the 19th century. 
With its fantastic, simple, yet very 
thoughtful architecture, as well as 
numerous prototypes of iconic fur-
niture, drawings, sketches and pain-
tings, the house is a mandatory stop 
for any design aficionado; 
alvaraalto.fi
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DIFFERENCES BETWEEN FARES
We are going to an important meeting 
in Munich. Most of the European em-
ployees of the company will fly in with 
Lufthansa. We were ordered to book the 
cheapest air tickets possible. I chose the 
Light fare. We want to extend the trip a 
bit, and stay in Munich for the weekend. 
Howver, it turns out that my ticket for a 
flight from Katowice can't be changed. 
A London-based colleague was able to 
change his ticket for a small fee, and 
his was also a Light fare. Why does my 
ticket have fixed dates? What option 
should I choose next time?

Marek

Dear Marek,
Lufthansa offers fares on European 
routes: Light, Classic and Flex. The Light 
fares are most affordable, but at the 
same time the most restrictive. They 
are non-returnable and non-refunda-
ble, you can only take your hand lug-
gage with you, and should you want 
to choose your seat on board, you 
need to pay extra for this, too. The only 
exception has been made for flights 
starting in the UK, in which case it's 
possible to make changes for a fee of 
€70. Classic fares are more flexible, as 
they allow you to change the date for 
€70 and take one piece of registered 
luggage free of charge. Flex fares, as 
the name suggests, are the most flexi-
ble. Here tickets are refundable (minus 
a €70 charge) and changes are made 
free of charge. You should remember 
that with each change you will have to 
pay the difference for a higher fare.

Your ticket can’t be changed as its 
validity is limited to the booked flights 
only. If you want to return later, you 
need to buy a new ticket from Munich 
to Katowice. The unused section of the 
ticket coupon is non-refundable.

In business travel, it’s best to use 
the Flex fare, which is addressed to the 
business segment. In addition to the 
possibility of changes and returns, you 
can also enjoy here priority boarding, 
option to book a particular seat and 
free registered baggage. The price dif-
ference between the Light and Classic 
fares is quite small.

WHEN AN AIRLINE GOES BANKRUPT
My sister bought very cheap air tickets for her holiday. A 
couple of days ago we read in a newspaper that the airline 
had gone bankrupt. On the carrier’s website there’s only 
information that flights won’t be operated owing to the 
insolvency of the airline. They don’t answer any calls. Is it 
possible to exchange the ticket to one from another airline 
or to get a refund?

Bogusława

Dear Bogusława,
The situation you’re describing is unclear. The insolvency 
of an airline isn’t necessarily tantamount to the decla-
ration of bankruptcy. It often happens that a bankrupt 
line is taken over by another carrier. In such a case, the 
liabilities of the insolvent airline are transferred to the 
new owner. Recent cases of insolvency of Monarch 
or Air Berlin ended up with real bankruptcies of those 
airlines. Passengers had limited possibilities to get their 
money back.

The best situation is when the flight was purchased 
as part of a tourist package. In such a case, it's the tour 
operator who is responsible for the entire trip, as provi-
ded for by the Act on Tourist Services. The tour operator 
bears the risk related to the activities of its contractors, 
including hotel chains or airlines. The tour operator 
should only cooperate with proven service suppliers. 
However, the need to reduce costs imposed by compe-
titors often results in contracts being concluded with 
the cheapest carriers. The travel agency should organise 
another transport in this case. Or it may also suggest a 
change of departure time, rescheduling of the trip or 
reimbursement of expenses.

This is, however, not the case when you purchase an 
air ticket only (as a transport service and not as a tourist 
service). A claim can only be made to the bankruptcy 
receiver, and the chances of recovering the money are 
very small, especially if the ticket was paid by bank 
transfer or cash. In the case of credit card payments, the 
chance of getting your money back is much higher, as 
the consumer is protected under EU law (EU Directives 
2007/64 and 2008/48). You can ask your bank to cancel 
your payment because the service hasn’t been provided, 
citing the charge-back procedure.

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. 
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