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Going forward we hope to feature people in the industry. Those who are bold and colourful those who make an impact, and those 
who buck the trend, who knows?  This person might be you!  We want the world to know the people behind the scenes whose 
work make hotels and resorts the iconic landmarks they are.

Cause we are young, we need the numbers to grow, so if you like what you see and read, forward this publica  on to those who you 
think might like it, or those who should read it or those who should be featured within our pages. SUBSCRIBE TO TO US! 

Finally, contact us to talk about your development, design, product or ideas. Maybe you want to adver  se with us. Just contact us.
We want to promote this industry that is Hospitality| Development|Design &Construc  on!

When it rains it pours and when it pours it some  mes 
 oods. Flooded it has here in Thailand. Although 

we are not a  ected by the  ooding, we are experiencing 
some di   cul  es with our distribu  on so we have decided 
to double up and run some of the features in last week�’s 
issue again. 
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The property market in Vi-
etnam has slowed down as 

poten  al buyers  nd it increas-
ingly di   cult to borrow money 
to  nance their purchases. The 
sluggish nature of the market is 
blamed on higher interest rates. 

In a  on in Vietnam hit 22.42% in 
September of this year, making it 
one of the worst in Asia. The 
country�’s central bank has also 
raised its re nancing rate from 
9% at the beginning of the year 
to 15%.    

VIETNAM’S PROPERTY MARKET SLOWS DOWN

Lanson Place Hospitality Man-
agement has reached an 

agreement with Shanghai Luxi-
angyuan Proper  es to manage 
the serviced residences of the 
soon-to-be-completed Luxiangy-
uan Project in Shanghai. Due for 
comple  on in 2013, the project 
is ideally located in the centre of 
Shangahai�’s commercial districts 
and combines 79 high-end resi-

den  al units with a gym, a break-
fast lounge, and suppor  ng com-
mercial facili  es.

It will be the third residen  al 
property in Shanghai managed 
by Lanson Place and the compa-
ny�’s ninth property management 
contract in Asia. Lanson Place is a 
wholly owned subsidiary of Wing 
Tai Proper  es Ltd. 

LANSON PLACE AGREES THIRD PROPERTY 
MANAGEMENT CONTRACT IN SHANGHAI

Wyndham Hotel group has 
raised its pro le in China 

with the addi  on of  ve new 
Ramada hotels following the 
signing of franchise agreements 
on new proper  es in Jiangsu, 
Shandong, and Guangxi prov-
inces. Wyndham currently has 
a por  olio of 43 Ramada Hotels 
in China, and a total of 425 ho-
tels across the Asia Paci c re-
gion. 

WYNDHAM ADDS 5 
NEW RAMADA 
HOTELS IN CHINA

www.linuxxo   ce.com

InterCon  nental Hotels Group 
(IHG) has signed 12 contracts 

as it prepares to launch a new 
hotel brand in China. The ho-
tels under the yet-to-be-named 
brand will be mostly in second-
ary and ter  ary Chinese ci  es 

with a lesser number in Shanghai 
and Beijing. The  rst of the new 
hotels is scheduled to open in 
late 2012 as IHG plans that 25% 
of its new hotel rooms over the 
next 5 years will be in China. 

INTERCONTINENTAL HOTELS GROUP TO LAUNCH 
NEW BRAND IN CHINA got news?

keep us updated 
send your news to

editor@qube-3.com

D|D&C is produced
by Qube Media 
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The Building and Construc-
 on Authority (BCA) of Sin-

gapore has set an ambi  ous 
target of turning 80% of the 
city state�’s buildings green by 
2030. However, while ensuring 
new buildings adhere to green 
standards is a rela  vely easy 
task, retro   ng buildings that 
were constructed before the 
new energy e   ciency guide-
lines were introduced is a dif-
ferent ma  er altogether. Since 
Six Ba  ery Road became the 
 rst opera  onal o   ce building 
in Singapore�’s business district 
to be �“greened�” in 2010, only 
12% of the city�’s buildings have 
followed suit �– prac  cally all of 
them new structures.

Six Ba  ery Road a  ained the 
Green Mark Pla  num Award in 
2010 by introducing such eco-
friendly features as an indoor 
ver  cal garden in its lobby to 
absorb air pollutants and re-
duce heat gain. The la  er re-
sults in lower energy consump-
 on on air-condi  oning, and it 

is such energy-saving bene ts 
that are likely to prove the big-
gest mo  va  on for the owners 
of old buildings considering go-

ing green. Green features, like 
LED lights and mo  on-sensor 
taps, can improve energy e   -
ciency by around 20% and lead 
to energy savings as high as 
25%. Some es  mates predict a 
payback period of between 4 
and 6 years and a return on in-
vestment of 8%. In addi  on to 
the energy savings, turning a 
building green can also add as 
much as 2% to its overall value.

  

STARWOOD TO IN-
TRODUCE W HOTEL 
BRAND INTO 
INDONESIA

New York-based interna-
 onal hotel chain Starwood 

Hotels and Resorts Worldwide 
has reached an agreement with 
Ciputra Property of Indonesia to 
manage a new 5-star hotel set 
to open in Jakarta. Ciputra, one 
of Indonesia�’a largest construc-
 on companies, will invest USD 

$113 million in the project with 
the construc  on phase sched-
uled to last from 2013 to 2015. 
Once it is completed, the 300-
room W Jakarta luxury hotel 

SINGAPORE’S GREEN DREAM

will be managed by Starwood as 
part of its W Hotels Worldwide 
brand for 25 years.

The W Jakarta is aimed prima-
rily at expatriates and business 
travellers and although there 
is limited demand for 5-star 
proper  es in Jakarta at the mo-
ment, the rise of the Indonesian 
economy is expected to see this 
demand increase in the coming 
years. 

Starwood is keen to strengthen 
its presence in Indonesia, which 
it sees as a less vulnerable mar-
ket than Europe or the US. The 
company has been opera  ng 
the W Hotels Worldwide brand 
for 12 years and currently man-
ages 41 proper  es around the 
world. It hopes to take that total 
to 50 by the end of 2012 with 
deals to manage new proper-
 es in Bangkok, Mumbai, Sin-

gapore, Abu Dhabi, Shanghai, 
Guangzhou, Paris, Milan and 
Santa Fe.   

SOFITEL TAKES SO TO 
SINGAPORE

So tel Luxury Hotels is set to 
introduce its new So brand 

into the Singapore market a  er 
signing a management agree-
ment with Royal Group Hold-
ings. Having spent 9 years 
searching for an appropriate 
property, So tel has found the 
perfect loca  on for its So brand 
in an iconic property built in 
1927.  Located in the heart of 
the city�’s Central Business Dis-
trict, So So tel Singapore will 
feature 135 rooms and suites 
and is set to open in 2013.  RGH 
will invest S$130 (US$103) mil-
lion to S$150 million in the 60-
year leasehold property.   
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With the hotel trading en-
vironment across the 

Asia Paci c region on the up, 
Thailand is also experiencing a 
strong level of hotel investment 
interest. While the  gures for 
2011 are unlikely to reach any-
where near the 16 billion baht 
generated in 2006, the signs are 
encouraging that they will be 
the highest for the last 4 years. 
Hotel transac  ons for 2010 to-
talled 5.5 billion baht, while 3.4 
billion baht has already changed 
hands during the  rst half of 
2011.

With one excep  on, the seller 
pro le has consisted of ins  tu-
 onal investors and large cor-

pora  ons. Investment has come 
from a variety of sources, in-
cluding private investors, public 
companies, investment funds 
and high net worth individuals. 
Due to foreign ownership limi-
ta  ons, most investments have 
been domes  c, although re-
gional private equity  rms have 
also started to make major ac-
quisi  ons.
 

STRONG INVESTMENT INTEREST IN THAI HOTELS

There are currently 1,309 hotels 
and a total of 314,433 rooms 
in the pipeline across the Asia 
Paci c Region, according to the 
September 2011 STR Global 
Construc  on Pipeline Report. 

India showed the largest predict-
ed growth at +34%. More than 
half of its new developments 
are upper-upscale and upscale 
projects. The region�’s other 
major market, China, has an ex-

pected growth rate of +13.4% 
with a focus on the luxury seg-
ment. There was also signi cant 
growth in Vietnam (+26.6%) and 
Indonesia (+16.7%).
 

ASIA PACIFIC REGION HOTEL ROOM SUPPLY REPORT

dver sing 

A
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The widespread  ooding 
across Thailand has hit 311 

residen  al projects that were 
either under construc  on or al-
ready on the market. A total of 
34,908 units with a value of 98 
billion baht have been directly 
a  ected. Another 226 projects 
with 23,908 units and a value of 
76.5 billion baht are also at risk.

The  ooded projects are in 
western Taling Chan-Suphan 
Buri, Tiwanond-Srongprapa 

Road, Nakorn-In Road, Navana-
korn-Rapipat, Bang Bua Thong, 
Pathum Thani-345 Highway, 
Rangsit-Nakhon Nayok, Canals 
1-7, Rangsit-Bang Poon, Ratcha-
phruek-Tha-It, Lum Luk Ka, and 
Bang Pa-in-Wang Noi. The 226 
�“at-risk�” projects are in Klong 
Sam Wa-Nong Chok, Pinklao, 
Thon Buri, Rangsit-Canals 7-15, 
Ramkham-haeng, Min Buri, Su-
winthawong, Lat Krabang and 
Sai Mai

With the  oods expected to 
take weeks to dissipate, devel-
opers with projects hit by the 
 oods are faced with growing 
 nancial worries. In addi  on to 
extra building costs of up to 5%, 
revenue genera  on could be de-
layed by as much as half a year, 
resul  ng in increased costs of 
6.7 billion baht based on aver-
age monthly interest payments 
of 0.5%. 

web design|web development|internet marke  ng|
network server admin| print services
www.fxsiteworks.com

Adver  sing ARE YOU BEING SEEN?

THAI RESIDENTIAL DEVELOPMENTS HIT BY FLOODS

got news? keep us updated 
send your news to

editor@qube-3.com
D|D&C is produced

by Qube Media 
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At the culmina  on of what 
has been described as a 

year of  �“acquiring and building�” 
with 3000 rooms under con-
struc  on in 19 hotels spanning 
three countries, Red Planet Ho-
tels is set to open its  rst hotel 
in Hatyai, Thailand in December. 
The hotels will be operated un-
der a franchise agreement with 
Tune Hotels, the accommoda-
 on associate of low cost carrier 

Air Asia, and will deliver a �“lim-
ited service�” product.

The rooms are notably small at 
just 11-12sqm but with an em-
phasis on two things that trav-
ellers want: a comfortable bed 
and a high performance shower. 
Similar to its airline counterpart, 
the hotel will sell �“add-ons�”�—
TV, towels, air-condi  oning, and 
all other ameni  es are available 
for purchase and can be ac-
cessed through the electronic 
key card system. Facili  es are 
minimal, with no  lounge, pool, 
or spa while food and beverage 
and other conveniences will be 
available and serviced by inde-
pendent operators.

This model of o  ering �“rooms 
-only�” combined with the 
routes  own by low cost carri-
ers  �“is slowly and quietly revo-
lu  onising and democra  sing 
the leisure and business travel 
industry�” says the charasmas  c 
CEO of Red Planet Hotels, Tim 
Hansing. The access to conven-
ient routes at cheap prices com-
bined with easily accessible no 
frills accommoda  on ensures 
that those who couldn�’t previ-
ously a  ord leisure and busi-
ness travel now can. 

 �“We are using the Ford model 
of construc  on�” says Hansing 
when discussing the process of 
design and development for the 
proper  es. He adds the process 
is a bit like a hotel building fac-
tory, with sites going in at one 
end and hotels coming out of 
the other but with an emphasis 
on �“keeping each step simple, 
doing each step properly�”.
 
Travellers are not the only ones 
bene  ng from this winning 
formula. These developments 
provide a value connec  on for 

the organisa  on and have been 
chosen as a model that would  
enable the company to get a 
faster return and far more reli-
ability, due to the low construc-
 on build cost  and opera  ng 

costs. With a por  olio of  hotels 
in Thailand, Philippines, Indone-
sia and sites for development in 
China, risk is diversi ed over the 
whole region rather than in one 
country.

Following this business model, 
Red Planet Hotels currently has 
projects worth US$120 million 
under development and hopes 
to raise another US$100 million 
in equity by the  rst quarter of 
2012. 

A  er the  rst hotel opens in 
Hat Yai, Thailand in December, 
another hotel will open ever 
month for the foreseeable fu-
ture. 

FINDING THE  
VALUE CONNECTION

Le   :
Tim Hansing CEO

Below:
Tune Hotel Room

with Red Planet Hotels Chief Execu  ve O   ce 
 Tim Hansing

For more informa  on on
Red Planet Hotels or Tune Hotels
h  p://www.tunehotels.com/
h  p://www.redplanethotels.com/
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Pro le | River Birches and the Co  age at River Birches

Refurbished from an old octago-
nal Lockwood house, the original 
lodge at River Birches was rede-
signed to provide an understated 
elegance to  house and bring the 
outside environment in.

Addi  onal rooms  were added, 
exis  ng spaces were re-organised 
and internal walls were removed 
to express the unusual volume of 
the lodge.

Situated on the banks of the Ton

gariro River and just minutes from 
world famous trout  shing pools, 
this low slung cedar clad lodge is 
perfect for  shing vaca  ons, excu-
 ve retreats, family holidays, hon-

eymoons and hideaways.

Designed by David Page, Architec-
ture Page Henderson , chosen for 
his ability to work with the envi-
ronment and create a ambiance 
of understate luxury, River Birches 
is an iconic des  na  on for anglers 
the world over.

Pr
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Bangkok based
owner Jason Bleibtreu

“I was drawn to the location of 
River Birches 

because of a feeling of 
peace and tranquility 

that I felt the moment I arrived. 

I loved the way the light   ltered through the trees as 
well as being so close to the river 

that you can hear the
rhythmic sounds of the running water.”

    

Posi  oned alongside the 
lodge is the newest addi-
 on, The Co  age. 

Set amidst the beau  -
ful surrounds of the River 
Birches environment, The 
Co  age is a three-bedroom 
self-contained property 
with service op  ons avail-
able if desired. Conceived 
with families and smaller 
groups in mind, those who 
value the privacy and spa-
ciousness of a home.             

The Co  age at River Birches

Jason Bleibtreu
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OUTSIDE LIVING|IN
Small luxuries and brand 

building with 
Anchalika Kijkanakorn and 

AHMS 

From transforming her family beach-
front holiday villa into the award win-

ning Aleenta Resort and Spa, Hua Hin 
�– Pranburi in 2003 and the subsequent 
development of the Aleenta Resort and 
Spa Phuket-Phang Nga in 2006, 2011 will 
see Anchalika Kijkanakorn, launch two 
new brands under Akaryn Hospitality 
Management Services (AHMS); Akaryn 
and Akyra Chura.

Built from her own experiences AHMS is 
a high end bou  que managemnt success 
story. 

Kijkanakorn, believes the the success 
behind AHMS and the group�’s resorts,  
lies in the economy of scale. By  combin-
ing a few small proper  es together and 
centralising  accoun  ng, sales and mar-
ke  ng, purchasing, reserva  ons and in-
terna  onal representa  on, resorts can 
focus on the management of keeping 
guests happy.  

In addi  on by owning the hotels that 
AHMS operates, the AHMS management 
company is able to di  erien  ate itself 
from other hotel management compa-
nies. Having a  nancial interest in the 
proper  es ensures that the company is 
able to carefully manage �“the crimes of 
passion�” of being an owner, and deliver-
ing the service that  is required of being 
an operator.

Inspired by her own travel experiences, 
founder and managing director, Kijkana-
korn of AHMS, has created what is an ex-
ample of how �“high end�” and 
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above: 
one bedroom seaview 
suite Akyra chura 

top le  : 
pool residence Aleenta 
Resort & Spa Phuket - 
Phang Nga 

bo  om le  :
pool residence Aleenta 
Resort & Spa Phuket - 
Phang Nga

top right: 
Aleenta Hua Hin Pranburi 
Resort & Spa 

bo  om right:
Aleenta Resort & Spa 
Phuket - Phang Nga 

�“bou  que�” can perform and deliver for both own-
ers and guests. 

Kijkanakorn, believes by being smaller, AHMS is 
able to stay selec  ve which gives the group an edge 
in the proper  es it develops and manages.

Using inhouse designers, both the resorts and 
the rooms are inspired by the idea of invi  ng the 
outside in and ensuring that guests experience, 

through sight and sound their beachside loca  ons. 

AHMS currently has the following brands, Aleenta, 
Akaryn, Akyra chura and Spa IV all of which symbol-
ize Chic,  luxury, and  bou  que.

 for more informa  on about AHMS:
 h  p://www.theakyra.com/
 h  p://www.akaryn.com/
 h  p://www.aleenta.com/
 h  p://www.ahmshotels.com

for more informa  on about AHMS:
h  p://www.theakyra.com/
h  p://www.akaryn.com/
h  p://www.aleenta.com/
h  p://www.ahmshotels.com
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Des  na  ons Spas. Consumers and people in the hos-
pitality industry themselves don�’t always understand 
the concept. 

This is true, the original de ni  on refers to a health 
resort type facility but its use is o  en applied, by press 
and marketers, to resort spas and hotels with spas - 
which confuses the general public about what a des  -
na  on spa actually is.  

In its most simple terms, what is a des  na  on spa?  

The generally accepted de ni  on of a des  na  on spa 
is a spa, health resort or integrated wellness facility 
whose sole purpose is to provide guests with lifestyle 
improvement and health enhancement through pro-
fessionally administered spa services, physical  tness, 
health and medical services, educa  onal program-
ming and on-site accommoda  ons. Healthy cuisine is 
served exclusively. 

You were managing director for the mul  ple award 
winning  Chiva Som Interna  onal Health Resort for 
many years. What was secret behind the success of 
that product? 

There are three cri  cal factors that have contributed 
to its success:

The Design. 
The original design was cleverly put together and was 
way ahead of its  me. Even though it was created in 
the early 1990�’s, before spa was popular in Asia, it 
had all the essen  al elements. The original design 
cleverly integrated all the key elements of a des  na-
 on spa stay �–  tness facili  es, a generous spa area, 

a well balanced number of accommoda  on rooms 
(ensuring a personal service to every guest), an area 
for comprehensive wellness assessments, two good 
restaurants and a management team housed in the 
centre of all ac  vi  es.  The ability and willingness to 
add new facili  es, as the industry has grown, has en-
sured it has stayed ahead of the compe   on.

The So  ware. 
Whilst a  en  on on the hardware �– maintenance 
and adding new facili  es �– was always considered 
an important ac  vity to meet guest expecta  ons, 
it was the emphasis on so  ware (people/services) 
that took precedence and ensured sta   were con-
 dent and skilled to deliver real bene ts to guests. 
Developing sta  , bringing in highly quali ed trainers, 
sending sta   overseas to develop new skills �– this 
was where we laid the emphasis ensuring guests 
would be given the best help and guidance to fur-
ther their wellness goals. This took resources and 

  with Des  na  on Spa Development consultant; 
Joy Menzies,

 Des  na  on Spa Management    
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dedica  on but was a winning 
formula.

Integra  on. 
With over 300 sta   and 100 
wellness prac   oners the most 
important factor that leads 
guests to return  me and  me 
again is the seamless integra-
 on of all services in a way that 

meets guest goals. Understand-
ing, consistency, progression.

Other hospitality companies 
have since unsuccessfully 
launched a similar product 
here in Thailand. Why do you 
think they were unable to suc-
cessfully establish the product?

Posi  oning their products in 
the market is very important.  
Des  na  on Spas are in a niche 
market and clients are travel-
ling from all over the world. It 
is cri  cal to make sure industry 
contacts and consumers under-
stand the concept. Early pitches 
created some misunderstanding 
of the des  na  on spa concept 
and what it could deliver caus-
ing disappointment to many us-
ers.

A des  na  on spa is managed in 

a very di  erent way to a hotel 
property with focus being on 
the individual guests.  Whilst 
a group may be successful at 
opera  ng hotels and resorts 
there has to be an adap  on to 
an individualised guest focused 
approach for a des  na  on spa 
property. Standard hotel and 
head o   ce guidelines have to 
be adjusted to suit this kind of 
experience

Des  na  on Spa�’s are marketed 
in a di  erent way to hotel prop-
er  es. Larger groups may auto-
ma  cally assume their current 
marke  ng team can handle the 
property sales. This is unlikely to 
be the case as the requirements 
are very, very di  erent.

You are now with Des  na  on 
Spa Management. What de-
 nes DSM in the market place 
and is DSM di  erent from a ho-
tel management company  or is 
it a spa management company?

DSM, operates very much like 
a hotel management company, 
where hotel management com-
panies specialize in hotels we 
specialize in des  na  on spas, 
health resorts and wellness fa-

cili  es. There are signi cant 
di  erences in the way a des-
 na  on spa is developed and 

managed and DSM has all the 
experience and know how to do 
this well.  Between the key di-
rectors the DSM team has over 
50 years of des  na  on spa/
health resort experience from 
design, set up, implementa  on 
and management and we are 
well posi  oned to assist owners 
develop and brand successful 
des  na  on spas

What are the cri  cal ques  ons 
an owner or investor should 
ask themselves if they wish to 
develop a des  na  on spa? 

The four key ques  ons I always 
ask are the following:

i. Are you a regular des-
 na  on spa goer or have you 

stayed in des  na  on spa? If the 
answer to this ques  on is nega-
 ve I know the project is going to 

have di   cul  es!  The successful 
des  na  on spas we know of are 
almost always either driven or 
supported by the owners dedi-
ca  on to the des  na  on spa 
experience. If they�’ve never en-
joyed and bene  ed from the
experience they will have di   -
culty to understand the needs 
of the project and it is unlikely 
to succeed.

ii. What are your ROI ex-
pecta  ons?  

Owners need to be willing to 

take a long term view. 
Capital expenditure on non-ac-
comoda  on areas is very di  er-
ent to a hotel model and in most 
cases, such as in Asia, there is a 
major requirement for training 
in order for wellness providers 
to meet interna  onal standards   
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iii. Is your land in an area of outstanding 
natural beauty? Most (although not all) des  na-
 on spa�’s are built in areas of outstanding natural 

beauty. It is important for the guest in soothing and 
calming their minds. Beau  fully designed gardens 
and open spaces would be essen  al in an area that 
does not o  er natural beauty

iv. Are you prepared to take an eco approach 
to the development?  This is necessary to meet the 
needs of spa goers who are par  cularly sensi  ve 
to eco issues and look for proper  es that are do-
ing their best to support the environment and local 
community

What should owners be looking for in their con-
sultants in developing their Des  na  on Spa?

In terms of the consul  ng team I think there are 
three important elements:
 
i. Integra  on of the development teams.  
The teams must be fully integrated and fully on 
board with the owners vision.  Whilst this may 
mean more mee  ngs and more consulta  on be-
tween them it will bring the best results in the end. 

ii. Experience over Ego! For all consultants I 
would be making sure they are pu   ng the guest ex-
perience and sta   needs before their own! Anyone 
who wants to put �‘wow�’ over func  on is probably 
not the best for this project.  Look for consultants 
with des  na  on spa experience.  All consultants 
�– hydro, spa, design, medical, management, F&B, 
should have successful des  na  on spa clients or 
have personal experience themselves. Whoever 
the consultants are they must understand the 
needs of the target market and never lose sight of 
them in pursuing the best services and facili  es.

iii. Appoint a project leader who has worked 

extensively on des  na  on spas and who has overall 
responsibility to bring the many par  es together in 
a manner that makes sense for a wellness guest �– 
co-ordina  ng training, environmental programme, 
facili  es and all services.

What should owners be aware of in opera  ng 
their own des  na  on spa? 

Keep abreast of wellness trends �– whilst the basics 
are always the same �– good nutri  on, relaxa  on, 
medita  on, holis  c health, exerzise - there is a lot 
of development in the diagnos  c and an  -aging ar-
eas �–whether you decide to incorporate these new 
services/equipment or not your guests will be ask-
ing about them and you need to clarify why you 
have or have not included them.

Don�’t believe everything you read or hear about. 
There are a lot of fads and gimmicks out there.  Be 
careful what you introduce - your guest needs to 
trust you have done the research before presen  ng 
the services to them.

How much does design and aesthe  cs dictate the 
bo  om line when it comes to the des  na  on spa 
experience?

Design and aesthe  cs are important to a  ract 
press, industry agents and early consumers. Pho-
tography of facili  es and any unique features will 
be important to a  ract clients via ar  cles and the 
web. Ul  mately however it is the services, packag-
es and programmes that will have guests returning 
 me and  me again and spreading the concept by 

word of mouth

You are working with Jean Paul Blisse   of Syntax 
a prominent spa architect. What are some of the 
essen  al concepts that need to be incorporated in 
to spa design?

The great thing about working with someone with 
JP�’s and Syntax�’s experience is their ability to really 
understand the guest  ow. This is really cri  cal in 
wellness based resorts. 



It is easy to decide to have Watsu, 
20 treatment rooms, hydro area, 
gym, yoga studio but it�’s the jour-
ney between them that can make 
the biggest di  erence ensuring 
the guest feels completely com-
fortable and at ease.

Whilst it is important to incorporate the most up-to-
date designs and facili  es its equally important to 
understand the interac  on between them and how 
the guest will use these facili  es.

Keep things simple.  It is impossible to lead the guest 
toward renewal if there is an assault on the senses.  
Vibrant gardens may be beau  ful in some se   ngs 
but it is a calming group of textured green plants 
which works more magic in the spa environment.  A 
balance between design and comfort is essen  al.

Sensible materials and ergonomics are also a key fac-
tor.  Curved  les in the steam for a so  er seat and a 
so  er look. Those beau  fully designed sofas in the 
relaxing area need to be made of material that can 
be cleaned of oil stains.

Temperature and noise take on a new level in the 
spa environment. Will the guest be wet, undressed, 
wan  ng to sleep or chat? These things and many 
more have to be considered in the design way before 
the guest uses the facili  es.

What are some of the factors from a development 
and concept point of view that enables a des  na-
 on spa to perform pro tably?

In the concept stage it is important to iden  fy where 
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DSM is a des  na  on spa management company assis  ng owners and investors of well-
ness proper  es with concept and feasibility studies, pre-opening implementa  on and 
des  na  on spa management. Des  na  on Spa Management includes opera  ng the en-
 re property, managing the marke  ng, sta  , services, facili  es and ul  mately deliver-

ing return on investment. to  nd out more about DSM 
h  p://www.des  na  on-spa-management.com/

spend and resources are best applied. For instance, 
a conven  onal hotel is likely to have a �‘wow�’ lobby 
because this is where a lot of ac  vity takes place.  
In a wellness property the lobby plays only a small 
role (mostly check in and check out) so there is no 
need to put a lot of resources there. For good ROI 
results we need to put the capital spend in the are-
as that ma  er the most to a wellness guest. I would 
want to strangle the architect that gave me a huge 
guest room and yet there is only space for 6 people 
in the yoga class!

Pay a  en  on to sta   areas.  If sta   have good facili-
 es (for rest, relaxa  on, food) they are less likely to 

leave. Their long service will become an important 
factor in maintaining pro tability via repeat guest 
visits.. Guests love to come back to the same sta   �– 
it is an important factor in building repeat business. 
A happy sta   team means a happy guest.

Put training facili  es near to the property.  Guests 
love sta   who know more than they do, can guide 
them in the right way and can deliver results.  
Guests will spend more if they are con dent in the 
sta  .  Employees are con dent when they know 
what they are doing and can competently deliver 
what is required of them. Put training facili  es 
close to the property so that you can take sta   out 
of opera  ons for slower periods whilst having them 
at hand when guests need them.

What are the poten  al pi  alls that an owner 
should be aware of when developing and operat-
ing their own spa/ des  na  on spa?

Make sure you have enough funding to carry you 
through the  rst few years. It takes  me for a des-
 na  on spa to successfully break into the market.  

Once it does it will be a road to fortune but if funds 
become short you will be tempted to make chang-
es that may not be the best for the brand or the 
market you are trying to a  ract.

Don�’t copy others, they have each developed un-
der the personality of their owners. Sample them, 
choose the things you like but ul  mately put your 
own personality into yours. 

Joy Menzies
Co-Founder 
Des  na  on Spa Management
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BLINK 
  REVOLUTION

Alan Barr 
Crea  ve Director 
Blink DG

Blink Design Group has been 
acquired by Asian design  rm 
Space Matrix as Space Matrix  
sets its sights on becoming a 
leading player in the hospital-
ity design industry. 

Founded by Clint Nagata, a 
Hawaiian-based Japanese ar-
chitect, Blink already boasts 
an impressive list of clients 
that includes Conrad, Hilton, 
Jumeriah, Langham Place, Le 
Meridian, and Sheraton. The 
group is now looking to ex-
pand in the Asia Paci c region 
with projects in Thailand, In-
dia, Indonesia, Sri Lanka, Chi-
na and Macau. 

The strategic acquisi  on brings 
together a highly crea  ve 
partnership between Blink�’s 
Clint Nagata and Alan Barr, 
who currently leads the Space 
Matrix Hospitality Group as 
crea  ve director. All Space 
Matrix�’s hospitality projects 

will now be developed under 
the Blink brand, while Blink 
will have dedicated studios in 
Bangkok, New Delhi and Sin-
gapore as well as access to the 
new resources that the acqui-
si  on provides. 

�“Evolu  on as a de-
sign process just 
isn�’t good enough 
anymore. A revolu-
 on is here and its 

name is Blink.�”

Addi  onally, Blink will be able 
to o  er an end-to-end solu-
 on that includes a full suite of 

integrated services, including 
master planning, architecture, 
interior design, and branding 
as well as pre-design advisory 
and consultancy services�—
one of the few design agencies 
to do so. This enables clients 
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who are not sure how to proceed with their devel-
opment are guided through the process to ensure 
the right decisions are made to op  mise their devel-
opment to suit the demands of the market and the 
clients needs.

The group also aims to o  er its clients a di  erent 
perspec  ve through the con  nua  on of �“premium 
thinking, innova  on, and design aesthe  cs�”. 

Conceived of the project developers�’ desire to 
achieve �“something di  erent�”, the high rise QBE @ 
Gole Market in Delhi is an example of dedica  on 
to func  on and form fused with aesthe  cs and in-
nova  on. It�’s also an example of the growing trend 
of marrying the concept of hospitality to residen  al 
developments. The �“townhouse in the sky�” develop-
ment as the QBE @ Gole Market is known as,  con-
sists of  ve cubes, each with  ve  oors, with a pool 
on the  rst  oor of each cube. The units are priced 
at around USD$25 million per  oor. 

Speaking about the acquisi  on and the group�’s am-
bi  ous plans, Alan Barr said, �“We o  er a totally dif-
ferent product. We don�’t run with the  ock. We have 
made a conscious decision to be the  sh swimming 
upstream. We have decided to run a di  erent di-
rec  on. There are clients who want that, who want 
something di  erent, and there are clients who just 
want to  t in. We are the di  erent animal, where our 
drum beats a li  le faster, a li  le di  erent. It�’s a li  le 
more rhythmic.�” 

�“We are the di  erent 
animal, where our drum 
beats a li  le faster, a lit-
tle di  erent. It�’s a li  le 
more rhythmic.�”
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What to do a  er the water has 
won the ba  le?

Ok, so you never thought it 
could happen to you. It could 
not possibly rain this much, the 
government was supposed to 
protect your loca  on and not let 
the water in, and the worst of 
the  oods water has passed�…�…. 
But never the less, somehow 
the water has broken through 
the sand bags or dykes or other 
barriers that were in place and 
your business is under more 
than a metre of water. What can 
you do now?

If you had a Business Con  nu-
ity Plan (BCP) in place then you 
would be reviewing that and 
implemen  ng the plans you 
had made previously, but many 
companies in Thailand today 
don�’t have any BCP�’s so let�’s 
begin on the premise that you 
have no plans in place.

The next step will be to wait for 
the water to subside, clean up, 
and then claim all the losses on 
Insurance. But be careful, read 
the  ne print. As many compa-
nies a  ected by the Red Shirts 
protests in 2010 found out, 

there are some events for which 
insurance claims are excluded 
�– and a very common one in 
Thailand is  ooding! This makes 
sense in a country that  oods 
on a regular basis of course. So 
if you can get hold of the docu-
ment, do so immediately and 
check the policy wording now 
and quickly start discussions 
with your Insurance provider.
So let�’s assume no plan and only 
basic Insurance coverage.
 
What can you do?

There are many things you can 

EXPECT THE BEST 
PREPARE FOR THE WORST
planning for business continuity 
special feature
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be doing now, and this list is just a few sugges  ons 
based on our many years of experience working 
with many clients su  ering many disasters�….

1.       Get organised
2.       Make a plan
3.       Find the resources for the plan
4.       Implement the plan
5.       Review the outcomes and repeat

Ge   ng Organised 

Find someone with a wide knowledge within your 
business, with a cool head, who will not panic and 
that people will listen to.

Ideally this is not the boss as they will need to con-
 nue running the rest of the business, and will need 

to just oversee the management of the recovery.
The key is to make one person responsible for the 
recovery, and give that person the authority to act .

Making a Plan 

�• Assessing the damage, thinking through the 
various short and long term aims.

�• Consider moving produc  on to other facili  es
�• Break it down into  me periods (hours, days or 

weeks subject to your circumstances) and then 
into di  erent parts of your business (Factory 
 oor, Accoun  ng, Customer Service, IT etc). 

This can be done simply and quickly at a high 
level, then get into some detail (or allocate oth-
ers to provide the detail).

�• Set aims or objec  ves within each  me period 
to work towards.

Find the Resources 

�• Involves obtaining the various elements need-
ed to complete the plan

�• You may need to add to your normal work force, 
for instance some specialist skills such as clean-
ing some of the key equipment or moving and 
re-commissioning machines

�• Planning early will mean you can book these 
people now.

�• A key resource may be to  nd an recovery plan-
ning advisor/assistant such as Coverage (www.
coverage.co.th) if you or your team have never 
been through disasters

Implemen  ng the Plan

Communicate to various sta  , customers, suppliers 
or other stakeholders. Keeping them informed will 
get their buy-in and assistance, as well as knowing 
when to expect you  rst batch of output.

Your plan may have included se   ng up a tempo-
rary site, so you may need an addi  onal plan to 
shut down this temporary site, and re-establish the 
original one.

What is Business Con  nuity Planning? 

Business Con  nuity Management (BCM) or 
Planning (BCP) is a process whereby a company 
makes plans to deal with any damaging events 
that may strike. 

The aim of these plans is to minimize damage to 
the business by these events, and then speed up 
the process of recovery to be able to quickly re-
turn to �“business as usual�”. The types of events 
can include man-made (e.g. IT failures, bombs or 
terrorist a  acks) or natural (e.g.  oods, earth-
quakes, pandemics, typhoons).

Andrew Durieux is a, Director and the 
Principle Consultant for BCP at Cover-
age. For more than 10 years Andrew 
has focused on BCP, Crisis Management 
and Risk Management, providing these 
services on 4 Con  nents and for a wide 
variety of clients which range from 
small Thai opera  ons to US Stock Mar-
ket listed companies opera  ng across 
many countries. 

It is never too late to start your 
recovery plan, and the sooner the 
be  er. The posi  ve side of this is that 
you could win new customers and the 
ongoing trust of your exis  ng custom-
ers and sta   for many years to come by 
ac  ng quickly.
for more informa  on contact  h  p://www.coverage.co.th/
+66 (0) 2261 8485

special feature
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Web Watch  
Innovation

we watch the web for the 
latest, the most innova  ve 
in  design  & construc  on

With much of central Thailand currently  ooded, we take a look at concepts in  
Flood Architecture with Ark Hotel designed by Russian Architectural Firm Remis-
tudio�’s concept of a hotel that can withstand  ooding. 
A self contained biosphere, uses solar panels and rain water to provide power 
and water. �‘The Ark is an a  empt to answer the challenges of our  me.
h  p://remistudio.ru/ sopose / Shutterstock.com 

Understated Luxury
www.riverbirches.co.nz

FLOOD 
ARCHICT-
ECTURE

Green Container Inter-
na  onal Aid  makes 
use of recycled shipping 
pallets, recycled con-
struc  on material, inner 
tubes from trucks to put 
together an amphibious 
structure. 
http://green-container-
intl-aid.com/amphibi-
ous_container

TIME LAPSE
This weeks video is of the stunning  me lapse construc  on video of 

MARINA BAY SANDS
h  p://www.youtube.com/user/ckuruz#p/a/u/1/-CUkEEPhkjc

D|D & C TV Coming Soon
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WANT THIS SPACE?
ADVERTISE WITH US 

accounts@qube-3.comQBE@Gole Market-Blink Design Group


