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Four Seasons Hotel Seoul to Open in
May 2015

Four Seasons Hotels and
Resorts announces its en—
try into Korea. Four Sea-
sons Hotel Seoul is cur—
rently under construction
and projected to open in

May 2015. The announce—
ment is made in partner—
ship with Mirae Asset Global Investments, the market leader in real
estate investment in Korea. Four Seasons Hotel Seoul will open in a
prime location in the Central Business District of Seoul, where major
financial institutions, government offices, shopping venues, and his—
toric sites are located. It is expected to become a landmark in Seoul
for both domestic and foreign travellers.

Movenpick Hotel Enshi Opens in Central
China’s Hubei Province

Moévenpick Hotels & Resorts an-—
nounces the opening of the first in—
ternational five—star hotel in the city
of Enshi, in central China's Hubei
province. The new 14-storey Mov—
enpick Hotel Enshi is located close
to the convention centre in the city’s
thriving business district, just a short drive from the train station, with
fast connections to the strategic cities of Wuhan and Chongging, and
the newly built airport.

Sino Group Opens The Johnston Suites
in Hong Kong

Sino Group of Hotels,
the hospitality man-
agement arm of Sino
Group and an affiliate
of Sino Land Company
Limited (HKSE: 083),
operates and manag-—

es a growing portfolio of hotels, a yacht club, serviced apartments
and residential club houses. Sino Group of Hotels announced today
the naming of The Johnston Suites, the first serviced apartments
under its management, situated in a prime location where busi-
ness travellers can experience the vibrancy and excitement of Hong
Kong, the diverse and attractive heritage that parallels the evolution
of the city, weaving together history, tradition, and new develop—
ments.
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Radisson Hotel JFK Airport Announced

Radisson today announced the signing of the Radisson Hotel JFK Air—
port, located at 135-30 140th Street, Jamaica/Queens with an expect—
ed opening of Oct. 10, 2013.

The hotel will then immediately undergo a multi—=million dollar reno—
vation while remaining open. With 385 guestrooms, this full-service
hotel is adjacent to John F. Kennedy International Airport and ideal for
business or leisure travelers.

Hilton and Hilton Garden Inn Properties
Coming to Georgia

Hilton Worldwide today announced the signing of two management
agreements which mark its entry into Georgia. Hilton Hotels & Re—
sorts will debut in the coastal city of Batumi in summer 2014, whilst
Georgian capital Thilisi will be the location for a mid—market Hilton
Garden Inn property in 2016. The two projects are entirely separate
with different partners but jointly represent Hilton's arrival into Geor—
gia. Patrick Fitzgibbon, senior vice president, development, Europe
& Africa, Hilton Worldwide, said, “Georgia is a growing business and
leisure tourism destination and we are delighted to have reached
agreement on two separate deals to bring two new world class hotel
brands to the country for the first time. Hilton Worldwide is growing
across Eastern Europe and we see significant potential to bring quality,
branded accommodation to the region.”

Ritz-Carlton Plans to Add 20 Hotels
Through 2016

The Ritz—Carlton Hotel Company, L.L.C. has an—
nounced a major expansion and development
initiative that will bring the total number of prop—
erties in its portfolio to 100 hotels and resorts
around the world by 2016. Ranging from Morocco

to Japan and lIsrael to India, this plan will expand

the brand to urban capitals and emerging tourist destinations, some
of which are a first for the JD Powers luxury hospitality leader. “The
robust pipeline of hotel projects indicates a continued strong demand
for Ritz—Carlton products and services. We are delighted at the com—
pany’s continued positive growth,” said Herve Humler, president and
chief operations officer. “Across the globe, and especially in Asia and
the Middle East, we will be the undisputed top—tier luxury hospitality
brand by 2016,” Humler predicted.

The St. Regis Istanbul to Open 2014 in Turkey

St. Regis Hotels & Resorts, part of Starwood Hotels & Resorts World—



wide, Inc. (NYSE:HOT), has signed
an agreement with Nisantasi Kon—
aklama ve Otel Hizmetleri A.S.
(Demsa Group) to open a St. Regis
hotel in Istanbul. Set to open in
the first half of 2014, The St. Regis
Istanbul will mark the debut of the luxury brand in Turkey and extend

Starwood's presence in the country.

Park Inn by Radisson Pulkovo Airport to
Oen Q1 2014 in St. Petersburg, Russia

The Carlson Rezidor Hotel Group announces the Park Inn by Radisson
Pulkovo Airport in St. Petersburg. The mid—market property featuring
200 keys is scheduled to open in Q1 2014. Carlson Rezidor's portfolio
in Russia now comprises 42 hotels in operation and under develop—
ment. In St. Petersburg alone, the group operates and develops 6 ho—
tels with more than 2,800 rooms. “We further strengthen our position
as the leading international hotel operator in Russia/CIS & Baltics.
This region remains one of our key focus areas for future business
development”, commented Wolfgang M. Neumann, President & CEO
of Rezidor. “We also remain committed to grow Park Inn by Radisson
at major travel hubs and to penetrate deeper into selected markets”,
Neumann continued.

Renaissance Izmir Hotel Opens in Turkey

Renaissance Hotels announced
today the opening of the new
Renaissance lzmir Hotel in Tur—
key. With its chic design and
architecture, the new hotel is
ideally located minutes from the
city centre and sea front prom—
enade. “We are thrilled to grow
our portfolio in Turkey to ten hotels with this unique property as
well as introduce the Renaissance Hotels brand to lzmir,” said Amy
McPherson, President and Managing Director for Marriott Inter—
national in Europe. “With its sophisticated ambiance and signature
Renaissance Hotels programmes including NAVIGATOR and RLife
LIVE, we are confident the hotel will be a popular destination for
guests and locals alike.”

Abu Dhabi 2013 Chinese Hotel Guest
Numbers Up 36%

Abu Dhabi welcomed 23,618 Chinese hotel guests in the first seven
months of 2013, up 36 percent over the same period last year, with
the emirate expecting further increases as the local industry devel—
ops tailored products and attractions to cater for the lucrative Chi—

nese market. According to
Abu Dhabi Tourism & Culture
Authority (TCA Abu Dhabi),
Chinese visitors accounted
for 44,094 room nights in the
emirate’s 146 hotel and hotel
apartments from January to

July this year, up 38 percent
over the same period last year, with average length of stay increasing
marginally by two percent to 1.87 days. Addressing the 2nd Chinese
Visitor Summit taking place at the five—star The Ritz Carlton Abu Dha—
bi, Grand Canal and attended by 75 top—tier Chinese travel buyers,
Mohammed Al Dhaheri, Director of Strategy & Policy, TCA Abu Dhabi,
said the emirate’s tourism industry is now acutely aware of the need
to tailor to specific Chinese needs.

Largest Hotel Suite in the United Arab
Emirates Unveiled

The St. Regis Saadiyat Is—
land Resort, Abu Dhabi,
(NYSE: HOT) has unveiled
the resort’s flagship Roy—
al Suite, the largest hotel
suite in the United Arab
Emirates. Trumping elabo—

rate hotel suites throughout

the region, the Royal Suite spans nearly 22,600 square feet with four
bedrooms, a private study, cinema and game room, spa treatment
room and sauna as well as full living and dining room. The suite, which
occupies the top two floors of the resort’s west wing, is priced at AED
130,000 (approx. USD $35,000) per night.

Hilton Queenstown in New Zealand Renamed

“We felt somewhat confined by the original name, which didn't quite
communicate the expansiveness of the guest experience here,” said
Andrew Nisbet, general manager. “As a resort and spa, we're real—
ly embracing this destination as a place to experience some of the
greatest natural wonders and most exhilarating pursuits available in all
New Zealand.”

Hilton has four properties spread throughout the country, with the
Queenstown location being the only resort & spa. Situated at the
foothills of the Remarkables mountain range, the property is a jump-—
ing off point for skiing and snowboarding in the winter and exploring

“w, e il hiking and biking trails in
- the summer, as well as
the numerous adventure
sports in the surrounding
area, including Bungee
Jumping, which began in
New Zealand.
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Under the background of experience economy, tourism
experience is one of the pursuit targets of the tourists; they
are willing to pay for it to obtain the expected experience and
have strong demand on such kind of experience. Driven by the
tourists’ experience need, its consumption way and demand
have taken great changes that visitors’ consumption demand
has developed to a higher level, such as the tourists’ spiritual
demand (including sensory, emotional, mental, spiritual
connotation) proportion and the need of personalized products
and services have become increasingly strong. Tourism
resort village needs design and innovation for the products

and services according to the change of tourist consumption

demand, which is the core element for its branding.
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Brand Building for the Holiday
Villages in Experience Economy Era
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In the era of experience economy, tourists pay more and more attention to gain particular ex—
perience that conforms to their psychological needs and interest in the process of tourism.
Under the condition of convergent products or services provided by each resort management
enterprise, experience becomes a key determinant of value and the main motivation of tour—
ists’ purchase decisions. If resort management enterprises want to survive and develop in the
market with fierce competition, they must pay attention to the tourists' experience, analyze
factors that influence the tourists experience and formulate corresponding strategy specific to

the experience factors.

In other words, the tourist experience is the core of the resort brand building, resort branding
is essentially the branding process of visitors’ experience, and the resort branding must keep
visitors’ experience as the core. For resort villages, superior brand image and the industry
reputation certainly can help enterprises to emerge from the complex competition situation

and occupy a higher market share.
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Brand Building Steps for the Tourist Experience

A successful brand must have its characteristics and customers’ characteristics and require—
ments in great consonance. The resorts branding of the tourist experience, firstly, should
march to the brand positioning that make clear what the value of the visitors experience pass
and ensure that the value is exactly needed to the tourists and different from that of other
competitors, so as to determine the implementation subject of the experience; Secondly, go
on the experience brand building, which is mainly to design the elements that affect visitors
experience value and pass the experience value to the tourists. The elements of the visitors
experience in the design mainly include creating atmosphere to embody the theme features,
designing recreation facilities with great participation and reasonable theme, improving the
employees’ service level, completing the dining feature and quality. Pass through the brand

value through the integration of the experience elements.

In the cliff hotel in Bali, people place themselves in the villa garden with strong local flavor
and customs, and overlook the horizon in distance. The sunset flames the evening glow, and
the folding waves over the sea surface are dotted with broken shadow. Boundless streams
flow along the pool under the tree shadows; on the side of the road, the original stone carving
and woodcarving add more mysterious atmosphere. This is a big garden, all kinds of flowers
and plants send out the breath of life in the damp air. Residents spend their life day after day,

peaceful and orderly, and the passage of time is only engraved on the mottled stone road and
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antiquated cabin, and this is the life of rainforest village.

Leisure resort hotel lies in this mysterious island, thatched cottages scatter on the cliff is the
most natural buildings in the forest. Simple, quite and refined Malay style furnishings show
low—key luster, sending joyful, sweet Bali amorous feelings in a slow rhythm. When living in
the hotel, people will lose themselves in this garden island. This kind of experience is the real
and romantic feeling when being all out in a natural environment. The architectural form of the
leisure resort hotel in Bali is an excellent annotation for the environment, which inspires the

imagination of the traveler and makes people’s mind bathing in the rich Bali amorous feelings.

Domestic Market Lacks of Personalized Holiday Villages

Most of the domestic cities will be scattered around by some resort villages. “Island” and “vil—-
lage” become the leisure place for the city dwellers today. The experience—type and scene-—
type resort modes depend on the depth development of the scenic spot. Though it can yet
be regarded as a joyful leisure way, when we know more examples we only to find that the
homogeneity, development and design of the current leisure resort hotels fail to get rid of
stereotype and stylization, which make the leisure vacation more simple and squeeze people’s
experience space. There are few personalized leisure resort hotels that indeed combine the

scenic area and regional culture together as the leading rules.
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Regional innovation design takes care of the customers’ experience requirements

The so—called regional culture refers to the national culture in a specific area. Regional culture
is formed in the long—term production and life practice by the people in a certain region. Its

formation has three main factors.

’ L |

Three main factors of the formation of regional culture
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[ 1 local geographical environment, natural conditions, seasonal climate

2 historical relic, the ancestors’ directives and living ways

3 folk etiquette, local culture, local conditions and customs, local materials

Different cultures have different characteristics, in—depth study and accurate summary of the

main characteristics of regional culture help the designers to better grasp the law of the re—
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gional culture development and make it serve for the modernization of tourism construction. R I By R R AL

The architectural design concept of the regional culture style resort hotel is not equal to the R

antiquing and instauration of the local traditional buildings, but the development of the modern HE AR ERITBRRAGITESTSE TS
architecture style based on the traditional style. The function and structure follow the modern FHERANGE. EH, MNEEUREARNIEERL
standards and requirements and its connotation and form absorb the essence of traditional ar— GEM-EOFE, EAETENGE RSB RKOIR
chitecture. BERFTR, AAROER EREESRRROENE
Most of the resort hotels are located in resort place or scenic spot that far from the urban EBRERZEMTFRERTNERMBEXAS
area, and rely on the seaside, mountains and other natural resources, including climate re— , WITEBIRUMEFEARAKT R, BIESELRR.

B. MR AES

source, natural vegetation, terrain resources, etc. Fully considering the regional attribute in B AEH 7
TEE. MASMER,
20, XA
EoFIHEBRBR. KU

the design is to fully respect and well use the local resources, reflecting the sustainable prin— Hh 351 2

HEMERHREERA

ciple that design should combine with the nature. For the use of climatic resources is to make BAM L

the structure of the building to adapt to the local climate and have full use of natural ventila—

tion and lighting to save energy, which conform to the trend of the development of ecological HEREHE, BRER

o
)

tourism. Natural vegetation resource is a green barrier for the resort hotel, and the reasonable ERNNEERE, SEAOEYRITERATHENRK
plant design can adjust the micro climate of the environment and improve the indoor thermal %, mxtFthf. HHBRB
comfort. For the use of the terrain and land resource is to design according to the mountain AR EMB TR LGSR, Nt . iR,
potential and conform to the topography & landforms, making full use of the natural environ— EOFAEBATEEER., HEMHETEE T EREHN
ment elements. Regional design avoids the phenomenon of “thousands of hotels in the same TRE—E" MR, RERAETEEREEFEL
pattern”, which is an indispensable design method to realize the characterization of the eco— ENEE % FE
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In the specific resort hotel design, as long as handle well the overall layout and color system

of the regional design, well control the pleasant space environment and construction scale, try BARE.: RENHIHRBIMABRAMEFE LR
to use local building materials and the appropriately add some additional decoration with local Aot A E A KT I, FE U ES M IE
features, and stick to the concept of sustainability all through, it can generally achieve a good Z, RRETUEHR—PMREFHMEL. LR
regional, localized fundamental design scheme. Bt AR

Imperial Palace Hotel in the Lost City of South Africa gives expression to the primal flavor in MIENKEZEHERN, ARUAERTIENRLS
Africa. The designer makes ingenious arrangement and fusion for the African totem worship B, it IENBBERESREAMHNEEET
and primitive jungle murals, and keeps the African ancient tribes palace as the theme to build L ZHSRE, FUIEMNTRBEH *
it into a super luxury hotel. The appearance of the hotel consists of a main ivory—like castle B, BERTPHNBEESITERTEBREHEES, E/E
and four detached buildings, which looks like emulational ivory roof. Images of lions, leopards, BN — M EERRFENBEMR 4 M El

EER—RRHENKRTIEM. ENFHATF. &
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