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Being a world leader means that every step 
you take has to be into the unknown, and 
that is certainly the case for the SHTM. We 
headline this issue of Horizons with a series 
of conference hosting firsts – highlights of 
the inaugural joint APacCHRIE & EuroCHRIE 
Conference, organised and managed by our 
undergraduate students at Hotel ICON in May; 
the International Conference on Wine Market 
and Cultures of Consumption, the first of its 
kind in Asia, which we organised at Hotel ICON 
in June; and China Tourism Forum 2019 – USA 
in July, the only time our co-hosted event has 
been held outside of the Greater China region.

We also feature the School’s annual Career 
Day for our hospitality and tourism leaders of 
tomorrow, the latest batch of Elite Management 
Trainees to benefit from tailored internships 
at Hotel ICON, and the numerous research 
projects we have been able to undertake in 
the world’s first purpose-built teaching and 
research hotel.

Coverage of our latest Executive Development 
Programmes is rounded out with an update 
on the industry-changing SHTM+ICON 
Consultancy. We then turn the spotlight 
on another industry pioneer, Mr Girish 
Jhunjhnuwala, founder of Ovolo Hotels, who 
inspired students, staff and honoured guests 
alike by passionately explaining his company’s 
all-inclusive approach to hospitality at our 
Dean’s Distinguished Lecture in August.

In this issue, siblings who have studied at the 
School reflect on their experiences, and Ph.D. 
graduates who now hold positions in the UK 
universities describe the SHTM advantage in 
the international job market.

Our regular overview of the latest cutting-
edge findings from leading SHTM academics, 
Research Horizons, is complemented with 
highlights of events along with student 
achievements and activities, among other 
exciting developments. Whether at the 
frontline of organisaing ground-breaking 
conferences, nurturing our students for the 
future or advancing the industry, we take no 
backward steps. That is what it means to lead. H
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For the last 40 years, the SHTM 
has sought to spearhead change in 
the hospitality and tourism sector 
by forging connections between 
researchers and practitioners 
worldwide. Yet never has such 
a fusion been so triumphantly 
achieved as at this year’s inaugural 
APacCHRIE & EuroCHRIE Joint 
Conference cum 4th Global Tourism 
and Hospitality Conference, co-
organised by APacCHRIE and 
EuroCHRIE and proudly hosted by 
the SHTM on 22-25 May 2019.

Themed “East Meets West in 
Hospitality and Tourism Education”, 
the conference took place where 
East does indeed meet West – 
Hong Kong, a uniquely global 
centre for hospitality and tourism. 
Hotel ICON, the world’s first 
purpose-built teaching and research 

hotel, was the perfect setting for 
academics, industry leaders, journal 
editors and young scholars to come 
together to formulate a roadmap 
for the future of the industry.

A n d  n e i t h e r  c o u l d  t h e 
conference’s timing have been 
more auspicious. Speaking at the 
opening ceremony, APacCHRIE’s 
founder Professor Kaye Chon, 
SHTM Dean, Chair Professor 
and Walter Kwok Foundation 
Professor in International Hospitality 
Management, noted that the event 
marked the 40th anniversary of the 
SHTM, which over four decades 
has refined a world-leading vision 
of hospitality and tourism education 
and research.

The conference was also the 
single largest event hosted by 

the School in its distinguished 
40-year history, with more than 
750 delegates from 42 countries 
and regions worldwide. The 
resounding success of the event 
testifies to the dedication and 
hard work of its organisers – 57 
talented undergraduate students 
from SHTM’s Special Events class, 
who designed and orchestrated 
a programme like no other for 
the conference’s international 
delegates.

Student representative Karen 
Choy spoke at the Gala Dinner that 
topped off the event. “Organising 
a conference such as this”, she 
said, “is like piecing together a 
giant puzzle, with each of us taking 
responsibility for one small part”. It 
is difficult to think of a more fitting 
analogy for the synergy created by 
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the conference itself, which invited 
the best minds at every level of 
the hospitality and tourism sector 
to pool their research efforts and 
industry experience in areas ranging 
from tourism analytics to service 
design and educational innovation.

Connecting 
the Dots

Kicking off the conference on 
22 May was a series of workshops 
on important topics facilitated by 
leading academics and practitioners 
from around the globe. Highlights 
included an interactive workshop 
on hotel revenue management 
co-facilitated by Mr Peter Russell 
and Ms Heidi Anaya of Russell 
Partnership Technology, and a 
session in which Ms Lindsey Dixon 
of the Taylor & Francis Group asked 
participants what will come next for 
the tourism and hospitality industry.

After this energising warm-up, 
the conference’s official opening 
ceremony took place on 23 May at 
Hotel ICON. Dr Peter Kim, President 
of APacCHRIE, warmly welcomed 
the attendees, urging them to both 
learn from and share their ideas with 
others. Next on stage was Dr Ralph 
Burbach, President of EuroCHRIE, 
who offered fascinating insights into 
CHRIE’s “truly international” scope. 
The final speaker was Dean Chon, 
who explained how the SHTM’s 
achievements in hospitality and 
tourism education, research and 
practice made it the perfect setting 
for this ground-breaking conference.

F resh l y  i n sp i red  by  these 
insights, the delegates went 
on to attend a series of plenary 
sessions on pressing topics in the 
field of hospitality and tourism. In 
the first, renowned scholars and 
industry leaders discussed ways 
of “Connecting the Dots between 
Research and Industry Practices”. 
This forward-thinking perspective 
was maintained in the subsequent 
sessions on service design and 
educational innovation.

To conclude this remarkable 
event in style, delegates, organisers 
a n d  g u e s t s  c a m e  t o g e t h e r 
for a Gala Dinner and Closing 
Ceremony on 24 May. This was the 
perfect opportunity to celebrate 
outstanding achievements at every 
level of the industry – from a Best 
Paper Award for undergraduate 
students to the APacCHRIE Lifetime 
Achievement Award, which went to 
Dr Jennifer Cronin, Chairman of the 
SHTM Industry Advisory Committee 
and President of Wharf Hotels 
Management Ltd.

It is impossible to overstate 
the importance of this inaugural 
conference, which offered a forum 
for the exchange of ideas that 
will shape the future of the global 
hospitality and tourism industry. 
The SHTM is delighted to have 
played a part in fostering closer 
collaboration between APacCHRIE 
and  EuroCHRIE  to  advance 
hospitality and tourism education 
and research, and will continue its 
ongoing efforts to lead the sector 
into a bright future. H

The SHTM has always been a 
flagbearer for innovation, and its 
dedication to remaining abreast of 
the latest trends in the hospitality 
and tourism sector was resoundingly 
demonstrated on 3-5 June this year, 
when it hosted the first International 
Conference on Wine Market 
and Cultures of Consumption. 
Organised in collaboration with 
the UNESCO Chair in Culture and 
Traditions of Wine at the University 
of Burgundy, this pioneering event 

brought together academics and 
practitioners from all over the world 
to discuss the realities of today’s 
world of wine – with a special focus 
on Asia, one of its largest markets.

Few cities are better suited to 
hosting such an event than Hong 
Kong. It is now just over a decade 
since the government abolished 
taxes on wine, and the city has 
already established itself as the hub 
of Asia’s booming wine trade. The 

local wine scene is thriving, and 
not only through re-exportation to 
mainland China; the last 10 years 
have also seen an influx of wine 
professionals and companies into 
Hong Kong, with obvious benefits 
for hospitality and tourism.

Ever vigilant, the SHTM has 
always kept a finger on the pulse 
o f  the  booming As ian  w ine 
indust ry.  Welcoming guests 
at the Conference’s opening 

Market Demand
Pioneering Wine

Conference Echoes

2019 APacCHRIE & EuroCHRIE Joint Conference opening ceremony

Professor Haiyan Song (left) participating in the panel discussion
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Among the SHTM’s most prized 
assets are the partnerships it has 
built with industry and academia 
to address emerging challenges in 
the global hospitality and tourism 
sector. Rarely have these efforts 
been so timely or borne more fruit 
than the China Tourism Forum 2019 
– USA, co-organised by the SHTM 
and the School of Sport, Tourism 
and Hospitality Management at 
Temple University, Philadelphia.

Launched by the SHTM in 2004, 
the annual China Tourism Forum 

has long been one of China’s 
foremost tourism and hospitality 
management events. For over 
a decade, the region’s leading 
academics and industry practitioners 
have come together in mainland 
China and Hong Kong to air their 
views on trends in China’s rapidly 
growing tourism industry – from 
theme parks and cultural villages 
to nature tourism and post-disaster 
recovery.

One such trend is globalisation. 
China is already one of the world’s 

most popular tourist destinations, 
and as household incomes climb, 
more and more Chinese are 
expected to travel overseas. Tourism 
exchange with the US grew at a 
particularly fast rate from the 1990s. 
However, the forecast is now looking 
less robust. The recent outbreak of 
a trade war between the US and 
China, along with restrictive new 
visa policies, has dampened the 
flow of tourists in both directions, 
creating tremendous challenges for 
the countries’ respective tourism 
industries.

ceremony, Professor Kaye Chon, 
SHTM Dean, Chair Professor 
and Walter Kwok Foundation 
Professor in International Hospitality 
Management, proudly noted that 
the School “offers the first of its kind 
International Wine Management 
programme at postgraduate level”. 
Graduates of the programme 
represent a new generation of wine 
professionals with the advanced, 
specialised training and global 
perspective needed to meet the 
rising demand for premium wine 
knowledge and skills in Asia.

There could have been no better 
way to uncork the potential of 
this rapidly growing market than 
inaugurating a conference on the 
wine trade in partnership with 
experts from one of the great 
winemaking regions of France. 
The UNESCO Chair in Culture and 
Traditions of Wine was created 
in 2007 to share and exchange 
knowledge of viticulture, especially 
with new markets such as China. 
The preparation for this conference 
began three years ago with a simple 
but momentous question: why had 
such an event never before been 
held in Asia?

Dialogue 
between 

Academia 
and Industry
K ick ing  o f f  t he  th ree -day 

conference was an opening 
ceremony at Hotel ICON on 3 June, 
with welcoming remarks from such 

honoured guests as Mr Alexandre 
Giorgin, Consul General of France 
in Hong Kong and Macau. Mr 
Giorgin explained that over the 
years, “wine has become part of 
Hong Kong culture”, making the 
conference not only timely but also 
of cultural significance. 

Divided into four plenary sessions, 
the packed programme began with 
discussion of “Spaces, Flows, Actors 
and Territories” in the wine trade. 
Following a fascinating account 
of the rise of Burgundy wine, the 
speakers set their sights closer to 
home, exploring the oenological 
preferences of Chinese consumers 
and the demand for imported wines 
in China. The second session, in the 
afternoon of 3 June, took a more 
regulatory focus, with presentations 
from eminent overseas speakers 
on the market for northern grapes 
and how geographical indications 
can be used to protect wines from 
specific regions. That evening, 
guests had the chance to wind 
down and learn more about their 
host and each other with a tour of 
the SHTM, cocktail reception and 
gala dinner.

On the third and fourth days, the 
Conference’s participants went on 
to engage with diverse aspects 
of viticulture in Asia and beyond. 
Plenary Session III saw the SHTM’s 
own Ms Jeannie Cho Lee, Master 
of Wine and SHTM Professor of 
Practice, give a talk on “the taste 
of the terroir”, and the fourth and 
final session addressed the ever-
important topics of wine pairing and 
appreciation.

Not only did these sessions offer 
food for thought, but participants 
also had the chance to sample 
a range of wines for themselves. 
Complement ing the plenary 
sessions were masterclasses on wine 

from Ningxia, China sponsored by 
Helan Qingxue Vineyard and the 
favourite vintages of Hongkongers 
today sponsored by Watson’s Wine.

This ground-breaking event 
culminated on a high note on 5 
June, with a Best Paper Award 
Ceremony and Concluding Panel 
Discussion on the future trends 
and perspectives of the wine 
consumption and trade in the 
region and beyond chaired by the 
SHTM’s Haiyan Song, Associate 
Dean, Chair Professor and Mr and 
Mrs Chan Chak Fu Professor in 
International Tourism. The SHTM is 
honoured to have provided Asia’s 
very first platform for academics and 
practitioners in the wine industry 
– from sommeliers to students 
– to share their expertise and 
experience, and vows to continue 
exploring the potential of this rich 
market for hospitality and tourism in 
Hong Kong and beyond. H

Joins East and West
Landmark Forum

Officiating party at 
the opening ceremony
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AsiaWorld-Expo Management Limited 
Auberge Discovery Bay Hong Kong 
Butterfly Hospitality Group 
Cathay Pacific Catering Services (H.K.) Limited 
China Travel Service (Hong Kong) Limited 
Classified Group 
Connexus Travel Limited 
Conrad Hong Kong 
Cordis, Hong Kong 
Dorsett Hospitality International 
Eaton HK 
Emperor Hotels Group 
Four Seasons Hotel Hong Kong 
Harbour Plaza Hotels and Resorts 
Hilton Garden Inn Hong Kong Mongkok 
Hong Kong Airport Services Limited 
Hong Kong Convention and Exhibition Centre 
Hong Kong Disneyland Resort 
Hotel ICON 
Hotel VIC 
Hyatt Hotels Corporation 
InterContinental Hotels Group 
Kerry Hotel Hong Kong 
Kew Green Hotel Wanchai Hong Kong 
Lai Sun Dining Limited 
Lanson Place Hospitality Management Limited 
L’hotel Management Company Limited 
Mandarin Oriental Hotel Group 
Marriott International 

New World Millennium Hong Kong Hotel 
Ngong Ping 360 Limited 
Ocean Park Corporation 
Ovolo Hotels 
pentahotels 
Plaza Premium Group 
Rosewood Hong Kong 
Rosewood Hotel Group 
Shangri-La Hotels and Resorts 
Sino Hotels 
Soho House Hong Kong 
Swire Hotels 
The Clearwater Bay Golf and Country Club 
The Club Managers’ Association of Hong Kong 
The Hong Kong Club 
The Hong Kong Jockey Club 
The Langham Hong Kong 
The Mira Hong Kong/Mira Moon 
The Peninsula Hong Kong 
The Silveri, MGallery by Sofitel and Novotel Citygate Hong 
Kong 
Travel Circle International Limited (KUONI) 
Travel Industry Council of Hong Kong 
UBM Asia Limited 
Universal Beijing Resort 
Wharf Hotels 
Wing On Travel 
Worldwide Flight Services Holding S.A. 

The School held its 2019 Career Day on 22 March, providing both graduate and undergraduate 
students with opportunities to find out more about potential employers in the hospitality 
and tourism industry. Fifty-six companies set up exhibition booths on the day, including local 
organisations and international chains in the hospitality, catering and tourism industries.

The School thanks the following organisations for contributing to a very successful event. H

Meeting 
Potential 

Employers

The inaugural China Tourism 
Forum 2019 – USA could not have 
come at a better time. July this year 
saw a milestone in the history of 
this important event, with the forum 
held outside China for the very first 
time. It is difficult to think of a more 
fitting setting than Philadelphia, the 
US’s first World Heritage City, nor 
a more capable co-organiser than 
the SHTM’s distinguished partner at 
Temple University.

B u i l d i n g  o n  t h e  f o r u m ’s 
established success, this year’s 
two-day US edit ion fostered 
strategic dialogue not just between 
academics and practitioners, but 
also between East and West. 
Linking cutting-edge research 
with innovative practice across 
the Pacific, the China Tourism 
Forum 2019 – USA provided 
an unprecedented platform for 
scholars and industry leaders to 
formulate strategies for supporting 
and reinvigorating China-US tourism 
– a major stream of revenue for 
both countries.

Joining Hands 
across the 

Pacific
On the morning of 21 July, the 

Forum’s attendees crowded eagerly 
into the lobby of DoubleTree by 
Hilton Hotel Philadelphia Center 
City for registration. They also 
had the opportunity to attend two 
roundtable discussion sessions on 
cutting-edge tourism and hospitality 
issues.

The next  stop was Temple 
University’s main campus, where 
the Forum began with a series of 
stand-up and poster presentations 
on a variety of China-tourism 
related topics. The attendees 
learned about and debated topics 
as diverse as destination image, 
hotel performance and social media 
in China’s hospitality and tourism 
industry. To end the first day in style, 
guests were invited to attend a 
reception generously organised by 
the forum’s strategic partner Fliggy 
– Alibaba’s Travel Division – in the 
Kimmel Center for Performing Arts.

Kicking off the second day of 
the Forum were keynote speeches 
by industry leaders and renowned 
academics from the US and China, 
such as Roger Dow, President and 
CEO of the US Travel Association, 
and the SHTM’s Professor Kaye 
Chon, Dean and Chair Professor 
and Walter Kwok Foundation 
Professor in International Hospitality 
Management.  More keynote 
speeches followed in the afternoon, 
w i th  ins ights  f rom Rochel le 
Cameron, CEO of Philadelphia 
International Airport; Ray Wang, 
Deputy General Manager, Hotel 
Business, Alibaba Fliggy; and 
Professor Xiang (Robert) Li from 
Temple University’s U.S.-Asia 
Center for Tourism and Hospitality 
Research.

A long  w i th  two  breaks  to 
socialise and enjoy refreshments, 
the attendees enjoyed a trio of 
panel discussions delivered and 
moderated by hospitality and 
tourism professors from both sides 
of the Pacific. The first, on the 
trends and challenges in Chinese 
outbound tourism, offered a 
gateway to understanding the 
needs and preferences of Chinese 
tourists overseas. Attention turned 
to China’s own tourism industry 
during the second panel discussion, 
when the attendees learned about 
local hotel development. The final 
session took a more future- and 
education-oriented perspective, as 
panelists mused on the best ways of 
nurturing tourism talents.

Indeed, securing a brighter future 
for the industry lies at the heart of 
the SHTM’s efforts to foster and 
strengthen its connections – not 
only with the US but also around 
the globe. As demonstrated by this 
ground-breaking forum, the School 
is committed to seeking new ways 
to address and overcome challenges 
in this constantly evolving – and 
constantly globalising – industry. H

Dr Qu Xiao (left) moderates a panel discussion
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Revolutionary
 Approach

Revolutions imply a return to 
basics, and that is just how Mr 
Girish Jhunjhnuwala, visionary 
hotelier and founder of the Ovolo 
Group, described his road to 
success in his Dean’s Distinguished 
Lecture on 26 August. Speaking 
to an audience of new students, 
experienced academics and special 
guests as part of the Welcoming 
Day activities that marked the start 
of the 2019-2020 academic year, 
Mr Jhunjhnuwala carefully outlined 
to eager listeners his concept of all-
inclusive hospitality.

Tracing the history of his business 
through a series of critical turning 
points, Mr Jhunjhnuwala showed 
how taking the pulse of the global 
climate has always allowed him to 
remain one step ahead. From his 
bold decision at the turn of the  
century to sell his family’s watch-
making factory and open his first 
serviced apartment, “one thing led 
to another”, he told his audience. 
The Ovolo Group now owns and 
operates a collection of innovative, 
a w a r d - w i n n i n g  h o t e l s  a n d 

apartments in Hong Kong, Australia 
and soon Indonesia.

Having “learned a lot about 
what hotels shouldn’t do”, from 
awkwardly located mobile phone 
charging stations to extortionately 
priced mini-bars, Mr Jhunjhnuwala 
was committed to doing something 
entirely different. His goal was to 
“make everything effortless”, he 
explained.

Yet the road to success was far 
from smooth. For the first three and 
a half months, Mr Jhunjhnuwala had 
just one tenant, he recalled, and 
financing his “people’s business” 
was not always easy. It was not until 
Ovolo Woolloomooloo in Sydney 
became Australia’s number one 
hotel that he felt able to call himself 
a hotelier.

Mr Jhunjhnuwala’s revolutionary 
approach is perfectly exemplified 
in his company’s name and logo. 
“Ovolo”, he explained to the 
audience, means “egg” in Italian, 
and just as an egg contains the 

promise of growth and change, so 
his company strives to remain at 
the cutting edge of the hospitality 
business.

Citing pioneers throughout 
history, from Einstein to Prince, 
Mr Jhunjhnuwala encouraged 
new SHTM students to believe in 
themselves and soak up all of the 
many experiences offered by the 
School. “Be a part of everything!”, 
he urged them.

Yet the greatest lesson of all 
is patience. When something is 
truly revolutionary, cautioned Mr 
Jhunjhnuwala, it needs time to 
gain acceptance and appreciation. 
This may be an especially valuable 
lesson for the students. The School 
thanks Mr Jhunjhnuwala for his truly 
informative and inspiring lecture. H

Since its inception, Hotel ICON, 
the world’s first purpose-built 
teaching and research hotel, has 
spearheaded the School’s efforts 
to further develop the hospitality 
sector. Central to the SHTM’s award-
winning educational model, the 
hotel is cultivating an outstanding 
new generation of hoteliers, and 
as a test-bed for innovation it is 
helping the School to consolidate its 
place at the forefront of hospitality 
research.

A key part of this process is the 
Elite Management Programme, 
whereby the hotel provides sector-
focused, on-the-job learning 
opportunities to the best and most 
promising of the School’s Year 2 
Bachelor of Science (Honours) in 
Hospitality Management students. 
On 27 May, the hotel hosted a 
ceremony to welcome this year’s 
talented recruits, Miss Seohee Choi, 
Miss Jinsun Hong, Miss Ha-yeon 
Park, Mr Wiebe Rietberg, Mr King-

yin Tso and Mr Chang-yu Yu, who 
began the first phase of their full-
time training in June.

One of the most integrated and 
intensive training initiatives in the 
industry, this 11-month programme 
gives outstanding students the 
career-defining opportunity to 
shadow top managers at Hotel 
ICON. Equipped with a strong skill-
set and the wisdom that comes with 
hands-on experience, graduates 
are perfectly positioned to become 
hospitality leaders in Hong Kong 
and beyond.

The SHTM prides itself not only 
on nurturing new industry leaders, 
but also on its extensive research 
achievements through Hotel ICON. 
In April, the Hotel ICON Research 
Showcase 2019 presented the very 
latest advancements in hospitality 
knowledge by SHTM academics 
and graduate students – from a 
talk by Professor Rob Law on the 

“temporal dynamics” of browsing 
behaviour on the hotels’ website to 
a group presentation by Master of 
Science students on service failure 
recovery, among others.

The showcase provided both 
a forum for learning and – just 
as importantly – a relaxed and 
informal setting for interaction. 
Mingling freely in the foyer space 
while enjoying a range of exciting 
poster presentations, scholars and 
practitioners came together to 
discuss ways of enhancing industry 
practice through future research 
collaboration.

Ra i s ing  the  s tanda rds  fo r 
hospitality training and research 
a l ike,  these two pioneer ing 
platforms testify to the SHTM 
and Hotel ICON’s dedication to 
strengthening Asia’s reputation for 
excellence in the hospitality and 
tourism industry. H

Hospitality
Excellence

Raising the Bar for
The new batch of Elite Management Trainees

Mr Girish Jhunjhnuwala delivering his Dean’s Distinguished LectureMr Girish Jhunjhnuwala delivering his Dean’s Distinguished Lecture
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Choosing to study at the same 
university may seem like a bad idea 
to some siblings. Luckily, this was 
not the case for some of our recent 
students who studied together at 
the SHTM.

Ms Amanda Ban and Mr Tony 
Ban are twins who completed their 
undergraduate degrees in Beijing. 
They both then graduated from the 
SHTM’s MSc in International Tourism 
and Convention Management 
programme – Amanda in 2013 
and Tony in 2014. Amanda had 

just graduated with a BA Tourism 
Management when she came to 
study at the SHTM, but Tony’s 
undergraduate degree was in 
Journalism and he had been lucky 
enough to secure a trainee position 
after graduating.

So what prompted the change 
to tourism? Tony said he willingly 
changed his career path when 
Amanda began her studies at the 
SHTM and enthused to her family 
about her passion for the tourism 
industry and the university.

The twins have always been 
close. There was certainly no 
sibling rivalry between them, even 

when they attended the same 
schools as children. In fact, Amanda 
said that when she looks back at 
student life, she feels “so lucky 
and appreciative” to have had her 
brother to study with.

“Having a ‘big’ brother means 
someone who can take care of you, 
who can help and protect you with 
all your troubles and problems…
I think we were born to help and 
support each other”, she said, while 
eager to point out that Tony is “only 
15 minutes older!” Perhaps their 

complementary characters – Tony 
said he is the “quiet and steady” 
one, while Amanda described  
hersel f  as “more br ight and 
cheerful” – make it easier for the 
twins to be supportive rather than 
competitive with each other.

Reflecting on their experiences 
at the SHTM, the twins reminded 
prospective students that university 
life is “not just about learning in 
class and writing essays” but also 
about enjoying a wide range of 
experiences, broadening your views 
and taking opportunities to get 
involved in different programmes 
and the industry. They cherish their 
time at the SHTM and advised 

future students to “study hard and 
play hard! You will never have such 
a great time in your life like this”.

Inspiration 
and Guidance
Sisters Dr Vera Lin and Ms 

Rongrong Lin are further apart 

in age, yet they share a similarly 
strong bond. Rongrong, the 
younger sibling, first encountered 
the SHTM when she attended her 
sister’s Ph.D. graduation in 2013. 
Searching for a new direction after 
feeling bored with her first degree 
in Chinese language, she was struck 
by the “rigorous yet lively academic 
atmosphere” at PolyU, where the 
campus was “overflowing with 
laughter and confident faces”. 

This was exactly what Vera had 
planned: she had invited Rongrong 
to her graduation in the “hope of 

    Sibling
Synergy

inspiring her and helping her find 
a new direction in life”. Vera had 
always been a role model for her 
younger sister, and had pushed 
her hard throughout her school 
years. Vera’s first experience at the 
SHTM was as a Research Assistant 
on a research project for Professor 
Haiyan Song, which she describes 
as the “turning point” in her career. 
Within a year, she had produced 
two journal articles in top-tier 
journals “under Professor Song’s 

patient and professional guidance”, 
and this success motivated her to 
embark on a Ph.D. specialising in 
tourism and economics.

For both sisters, the first-class 
teaching staff and international 
reputation were important factors 
in their decision to study at the 
SHTM. Vera had her sights set on 
an academic career, and “firmly 
believed” that Professor Song was 
the right person to help her develop 
the necessary skills and experience 
t o  p ro d u c e  i n t e r n a t i o n a l l y 
recognised research work.

Two years after her graduation, 
Vera has certainly achieved her 
ambition: she is now an Associate 
Professor at Zhejiang University 
and has had great success as an 
independent researcher, securing 
research funding to advance 
her research programme and 
undertaking consultancy projects. 
She credits a large part of her 
success to the experience she 
gained at the SHTM and the close 
network of researchers from the 

School with whom she continues to 
collaborate.

At present, Rongrong has no 
plans to follow her older sister 
into academia. Instead, she plans 
to apply what she has learnt at 
the SHTM to build a career in 
“smart travel” and “live up to my 
expectations”. In the meantime, 
she is enjoying learning from the 
School’s “first-class teaching and 
research staff”, and she pointed out 
that the teachers “are not proud 
at all and talk to us like friends and 
help us solve problems”. She is 

particularly enjoying the lively and 
interactive style of teaching and 
learning and finally feels that her 
“potential has been released”. H

Mr Tony Ban (left) and Ms Amanda Ban Ms Rongrong Lin (left) and Dr Vera LinMr Tony Ban (left) and Ms Amanda BanMr Tony Ban (left) and Ms Amanda Ban
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The SHTMAdvantage
environment and welcoming 
attitude toward academics from 
different backgrounds, while others 
were attracted to the UK because 
universities there offered excellent 
opportunities to advance their 
academic careers.

Experience in 
Asia is valued
The interviewees noted both 

similarities and differences in the 
academic approach to tourism 
studies in the UK and Hong Kong. 
According to Dr van der Veen, 
universities in both places focus on 
research that addresses “societal-
driven themes” and transforming 
the tourism and hospitality industry 
to “drive positive social, economic, 
technological and environmental 
change”. However, one difference 

noted by several interviewees was 
that the UK seems to place greater 
emphasis on qualitative and mixed 
methods research than Hong Kong, 
where quantitative research is 
dominant.

Asked to comment on how the 
“Asian wave of tourism” is affecting 
the UK, Dr Snow Wu commented 
that “many industry practitioners 
regard Asian tourism (especially 
Chinese tourists) as one of their 

most important tourism markets” 
and she has also seen an “increasing 
number of Asian students as well as 
Asian academic staff”. This “global 
expansion of employment” could 
further enhance the SHTM’s brand 
and the competitive advantage of 
its alumni. Dr Daisy Fan added that 
the “knowledge, background and 
network” of SHTM alumni offer 
a “great advantage” for research 
collaborations with UK academics 
interested in exploring the Asian 
market.

Given their extensive experience, 
what advice do the alumni have for 
current graduates seeking to enter 
academia? Dr Miju Choi advised 
“Be competitive . . . you should 

be ready for a fierce job market”, 
and suggested that the SHTM is 
the “ideal place to engage with 
teaching and research, and to 
expand personal and professional 
networks”. This theme was echoed 
by almost all of the interviewees, 
who mentioned the importance 
of graduates adding teaching 
experience to their CVs.

Dr Ji, for instance, noted that it 
“might go unnoticed that teaching 

experience proves to be very 
important in the UK academic jobs 
market”, while Dr Wu emphasised 
that “any teaching experience you 
gain from the SHTM will become a 
competitive advantage for you”.

Finally, Dr Wassler reminded 
students that although academia 
is not an “easy choice”, it can be a 
“rewarding one”. If it is your chosen 
career, he commented, “follow your 
passion, don’t be afraid to speak 
up for yourself, and remember that 
there is a life outside of your job”. 
There could be no better guidance 
for graduates entering the academic 
job market and the School offers its 
sincere thanks to these exemplary 
a lumn i  fo r  the i r  i nva luab le 
observations and advice. H

In keeping with the SHTM’s 
international outlook, our alumni 
pursue careers in all parts of the 
world. We recently caught up with 
former graduate students who are 
currently working in UK universities 
to ask them what drew them to 
academic life in the country, and to 
talk about how their experiences at 
the SHTM had helped shape their 
career choices.

We  b e g a n  b y  a s k i n g  t h e 
interviewees what they thought was 
the most important benefit of being 
an SHTM graduate. Two themes 
recurred in almost every one: the 
SHTM’s global reputation and the 
rigorous research training they had 
received. Dr Hanqun Song, who 
graduated from the School with 
an MSc, commented that “the 
research outputs that I produced 
with the SHTM faculty members 
definitely shortened my job hunting 
journey”, while Dr Philipp Wassler 
noted that the School is so well 

respected that “graduates usually 
pass the first round of job-interview 
selection based solely on this”. Dr 
Kate Ji reinforced this advantage, 
noting that the “very high research 
standard” set for SHTM students 
creates a positive advantage for 
graduates in the employment 
market.

Another common theme was the 
strength of the networks that the 
graduates had made through the 
SHTM, which continue to provide 
them with strong collaborations 
that result in high quality research 
outputs. All seven of the research 
papers published by Dr Anyu 
Liu since joining the University of 
Surrey in 2017, for example, were 
produced in collaboration with 
“at least one SHTM colleague or 
alumnus”.

However, less formal contact with 
SHTM staff and alumni can also 
provide invaluable information and 

advice on everything from research 
and teaching to where to find the 
best jobs and accommodation. Dr 
Robert van der Veen, for instance, 
said that he enjoys bouncing ideas 
around with his SHTM network and 
contact with the “tight-knit group of 
fellow graduate students” continues 
to be “support ive,  thought-
provoking and entertaining”.

What was it, then, that drew 
so many of our graduates to the 
UK? Dr Thi Hong Hai Nguyen 
answered this question quite simply 
with her description of the UK as 
“surely one of the most popular 
study destinations in the world”. 
Indeed, several interviewees 
were drawn by the international 

in theWorld
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The SHTM places great emphasis 
on developing the people and 
organisations most capable of 
advancing hospitality and tourism, 
ensuring they remain ahead of 
the curve in a dynamic industry. Its 
internationally lauded Executive 
Development Programmes and 
newly established SHTM+ICON 
Consultancy are driving change 
throughout the region and beyond, 
as recent events attest.

The School’s mission to upgrade 
skills and knowledge this year 
began on 20 February, with a three-

day training course for teachers 
from the Guangdong Vocational 
College of Hotel Management. 
Thirty participants spent two 
days training in Dongguan and 
one day at the SHTM in Hong 
Kong, learning about aspects 
of hospitality education ranging 
from ccontemporary curricular 
design to faculty competence 
and career development. Finding 
the programme inspiring, many 
of the participants reformulated 
their approaches to teaching on 
returning to the College.

Just three days later, on 25 
February, 29 Master of Science 
students from FERRANDI Paris, an 

internationally renowned culinary 
arts school, began a four-week study 
programme at the SHTM focusing 
on innovations in hospitality and 
tourism development in Asia.

The future of the industry was 
in the spotlight again on 3 April, 
when the SHTM organised a lecture 
on “Innovation and Leadership in 
Hospitality” at the Grand Bay Hotel 
Zhuhai. Later in the month, on 25-
26 April, the School delivered an 
Executive Development Programme 
for 21 senior managers from the 
Huatian Hotel Group in Hunan.

Skill upgrading was the focus of 
the next event, with Dr Fred Mayo 
visiting the School to deliver a very 
well attended Certified Hospitality 
Educator (CHE®) Workshop on 
9-12 July, offering participants the 
opportunity to gain the prized 
CHE® designation.

Also on the agenda in recent 
times was consultancy, with the 
School just about to complete a 
project for China Gingko Education 
Group Company Limited to which it 
has been providing advice on and 
recommendations for a teaching 
hotel to be built in Yibin, a city in 
southeastern Sichuan province, 
China. This is but one of the projects 

undertaken since the launch of the 
SHTM+ICON Consultancy, which 
leverages the School’s research 
prowess and Hotel ICON’s practical 
experience to craft innovative and 
sustainable hospitality-related 
solutions for industry and academia.

To learn more about SHTM+ICON 
Consultancy and how its team of 
world-class experts plans to redefine 
the future of the hospitality sector, 
please visit https://www.shtm.com.
hk. H

Ahead
of the 
Curve

Dr Fred Mayo delivering the Certified Hospitality Educator Workshop
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Restaurateurs will finally have the 
opportunity to gain comprehensive 
ins ights  in to  tour is ts ’  d in ing 
p r e f e r e n c e s  a n d  b e h a v i o u r 
through analysis of online reviews 
thanks to a  ground-break ing 
study by the SHTM’s Professor 
Rob Law and his co-researchers. 
Having developed a data-mining 
framework to analyse more than 
40,000 reviews of restaurants in 
Sydney and Melbourne, Australia, 
the researchers reveal a range of 
tourist preferences and suggest that 
their method could be extended to 
other areas of tourism.

What Do People Like?

Everyone has to eat, and food 
is an important part of our lives. 
This is especially true when on 
holiday, the researchers argue, 
when food plays a “central role” in 
tourists’ experiences and accounts 
for around a third of their overall 
spending. It is hardly surprising, 
t h e n ,  t o  f i n d  t h a t  t o u r i s m 
practitioners demand “insightful 
understanding” of tourists’ dining 
behaviour and preferences so they 
can improve their product offerings 
and marketing campaigns. They 
are not only interested in tourists’ 
food type preferences, but also 
the “actual dishes they consume” 
for different meals. Yet this kind 
of information is scarce, mainly 
because traditional investigations 
using methods such as surveys 
cannot capture such a level of 
detail on a large scale.

Fo r tuna te l y ,  h i gh l y  popu la r 
websites such as TripAdvisor and 
Airbnb encourage users to share 
their travel experiences and reviews 
of restaurants, hotels and other 
services, providing a rich source 
of information about tourists’ 
preferences and behaviour. The 
researchers thus sought to develop 
a general research framework 
that could process and analyse 
restaurant reviews and provide 
insights into the “preferences and 
subjective opinions of tourists”.

To most ef fect ively test  their 
framework, the researchers realised 
they should focus on reviews of 
restaurants in Melbourne and 
Sydney, the two largest cities in 
Australia. They note that “cuisine-
related tourism has become an 
essential component” of Australia’s 
international marketing strategies, 
and that the country offers a 
“global cuisine” melding the foods, 
flavours and cooking styles of the 
substantial migrant population.

Data from TripAdvisor

Using TripAdvisor as an example, 
the researchers developed web 
crawler software to extract review 
contents automatically. Various 
pre-processing techniques were 
then applied to turn the content 
into usable data. For instance, 
a geocoding tool was used to 
identify reviewers’ locations. Text 
mining techniques were used 
to identify the words of interest 
in the reviews, such as different 

food types or dishes, so that they 
could be searched for and used in 
subsequent analyses. A previously 
trained model was applied to the 
reviews to estimate the sentiment 
expressed in them, and then 
to categorise each sentence as 
positive, negative or neutral.

The data collection software was 
then applied to 40,948 reviews of 
2,265 restaurants in Melbourne 
and Sydney posted on TripAdvisor. 
The location information showed 
that the reviewers came from 
167 out of all 195 countries in the 
world. Given this wide spread, the 
researchers decided to focus the 
case study on the 14 countries that 
contributed the highest number of 
reviews, ranging from the UK with 
almost 11,000 to Germany with 
fewer than 500. These countries 
were then grouped as e i ther 
Western or Asian.

Preference for the 
Familiar

I ta l ian was the most popular 
type of cuisine – almost 20% 
of the reviews were for Italian 
restaurants – followed by Chinese 
and Japanese. Certain tourist 
groups, particularly those from 
Italy, India and France, showed a 
strong preference for their “own 
national cuisines”, whereas tourists 
from Malaysia preferred Chinese 
r e s t au ran t s  and  those  f rom 
Indonesia preferred Japanese and 
Thai food. The researchers advise 
that tourism practitioners should 

Restaurateurs, Insights Await!

Dr Fred Mayo delivering the Certified Hospitality Educator Workshop
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Film-lovers’ nostalgia can very 
effectively maintain the profile of 
destinations that have served as 
film locations, according to SHTM 
professors Sam Kim and Brian 
King. In a recently published study 
focusing on Taiwanese fans of 
Hong Kong films, the researchers 
highlight that there is increasing 
eagerness to step into the shoes 
of favourite film stars and visit 
places they have only witnessed 
on screen. However, film tourism 
of this kind brings both challenges 
and oppor tuni t ies :  wi th  new 
blockbusters released every day, 
memories of older films can quickly 
fade. The researchers suggest that 
understanding just what drives 
nosta lg ia-based f i lm tour ism 
will help destinations overcome 
potential obstacles to this growing 
market segment.

Nostalgic Film 
Tourism

In recent decades, places featured 
in films – from restaurants and 
tower-blocks to coastlines and 
even whole cities – have become 
increasingly popular with tourists, 
who travel across the globe to visit 
the locations where their favourite 
films were made or shot. Films that 
represent past eras are especially 
good at evoking nostalgia for 
what the researchers describe as 
the “good old days”, leading fans 
to visit particular destinations to 
experience for themselves the 
worlds of the films they love.

This trend, known as nostalgia-
driven film tourism, is becoming 
more and more noticeable. “Films”, 
explain the researchers, “are a 
window into the past, mirroring the 
ethos and interests of the everyday 
lives and experiences of earlier 

times”. Audiences tend to miss 
old films and their associations, 
remembering them fondly over the 
years, and this sense of nostalgia 
may even motivate them to visit 
the places they have seen so often 
on screen.

As media technologies develop 
rapidly, audiences are exposed 
to  t hese  “p i vo ta l  nos t a l g i a -
generat ing media”, argue the 
researchers, through a growing 
number of channels – not only 
cinema and television, but also 
DVDs and Internet platforms such 
as YouTube. At the same time, 
the development of customised 
tour programmes and tourism 
facilities worldwide has made it 
ever easier to stand in the steps of 
our favourite actors, experiencing 
familiar film locations from the 
perspect ive of the characters 
themselves.

Yet studies have rarely examined 
nostalgia as a potential driver of 
film tourism. Most have focused 
on film tourist intentions to travel 
shortly after film releases; few have 
tested the influence of nostalgia 
on future tourism intentions. To 
fill this gap, the researchers set out 
to explore the mechanisms of film 
nostalgia and, most importantly, 
discover how this “window into 
the past” shapes film-goers’ future 
travel decisions.

Hong Kong Films in 
Taiwan

Ta iwan  was  cons ide red  the 
perfect setting for this exploration. 
Ta iwanese c inema-goers  are 
among the most passionate film 
tourists,  t ravel l ing frequent ly 
to Hong Kong to step into the 
shoes of much-loved characters 

and explore the backdrops of 
their favourite comedies or crime 
thrillers. This is hardly surprising 
given the phenomenal popularity 
of Hong Kong films in Taiwan – 
since the 1970s it has been their 
second largest inbound market 
after mainland China.

Not only have these films won 
Taiwan’s most prestigious cinema 
awards, but they have also shaped 
the daily lives and hobbies of a 
whole generation of Taiwanese. 
The craze is particularly strong 
amongst those aged 40 and above, 
who, the researchers note, “may 
be influenced by nostalgic feelings, 
hankering back to the ‘good old 
days’ when they were exposed to 
Hong Kong films”.

As much of Hong Kong has been 
featured in film sets, international 
tourists have endless opportunities 
to indulge such nosta lg ia  by 
persona l ly  exper ienc ing f i lm 
location attractions. Some explore 
the temples featured in Kung Fu 
films; others try authentic Hong 
Kong food in the cafés, bars and 
restaurants of Lan Kwai Fong; and 
others again imitate the martial arts 
pose of Bruce Lee’s statue on the 
Avenue of Stars.

Based on these observations, 
the researchers hypothesised 
that fi lm nostalgia encourages 
Taiwanese film tourists to engage 
in several tourism behaviours, 
from visi t ing Hong Kong f i lm 
sets and museums to tast ing 
Hong Kong food and buying film 
memorabi l ia .  They ident i f ied 
various film characteristics likely 
to evoke nostalgia, such as the 
special effects used for explosions 
in Kung Fu films, and various ways 
of exhibiting this nostalgia, such as 
re-enacting dialogue or gossiping 
about characters.

Let Tourists Hanker for the 
Good Old Days

“pay special attention” to these 
groups and highlight the availability 
of their preferred food options to 
improve their “dining experience 
and satisfaction”.

The preference for own-country 
c u i s i n e  d i d  n o t ,  h o w e v e r , 
n e c e s s a r i l y  t r a n s l a t e  i n t o 
satisfaction with the food. For 
instance, although many Italians 
left positive reviews, considerable 
numbers expressed quite negative 
sen t imen t ,  pa r t i cu la r l y  w i th 
reference to sauce  and pasta . 
Indian tourists seemed to be more 
satisfied with restaurants serving 
Indian food, particularly “wine, 
fish, curry and lamb”. Restaurant 
managers would do well to take 
note of the sentiments expressed in 
tourists’ reviews, as understanding 
which types of food are preferred 
and receive the most positive 
comments can help managers to 
plan menus and direct different 
customers to the most popular 
dishes among that group.

Tourists love Wine

The study also looked at which 
types of food and drink were 
of fered by d i f ferent  types of 
restaurant. As Australia is “famous 
for its wine production” and wine 
tourism is growing in popularity, 
the researchers were not surprised 
to find that wine was consumed 
in 11 out of 13 restaurant types, 
especially those serving Western 
cuisines. In pubs, however, beer 
was almost four times as popular 
as wine, while cafes were most 
popular for “light food items” such 
as coffee, dessert, egg, cake and 
chocolate.

Fewer tourists left reviews for 
places where they ate breakfast 
than for other meals, but when 
they did so, they were most likely 
to take breakfast in a café, possibly 
because their options are limited 
by the opening times of other 

types of restaurants. As cafes are 
the least popular place for dinner, 
they might do well to focus on 
offering “more light food items in 
the breakfast menu” to encourage 
more visitors at this time of day.

Indian restaurants were the least 
popular place for lunch, whereas 
cafes were the least popular for 
d inner.  Restaurant managers 
should take note of the different 
k inds  o f  foods pre fer red for 
different meals and tailor their 
offerings accordingly. Wine, steak 
and lamb seem to be h igh ly 
popular options for dinner, for 
example, whereas salad, burger, 
fish, chips and beer should be 
reserved for lunch.

Westerners Prefer 
Pubs

Western tourists were more likely 
than Asians to visit pubs, probably 
because they originated in the UK 
and, as the researchers note, “many 
countries in Europe and North 
America are under the influence of 
British culture”. There seemed to 
be little difference in the preference 
for cafes, although Indian tourists 
were the least likely to visit them. 
Given Westerners preference for 
pubs, tourism practitioners could 
promote “pub-dining experiences” 
to this group.

For many tourists, the features of a 
restaurant may be just as important 
as its cuisine when deciding where 
to dine. The most important feature 
was service followed by staff and 
price, while value and atmosphere 
were rarely mentioned. Noting 
that restaurant features seem to be 
more important to Western than 
to Asian tourists, the researchers 
suggest that restaurants that are 
more popular with Westerners, 
such as Italian restaurants and 
pubs, should focus on the quality 
of service and other features. 
M a n a g e r s  o f  C h i n e s e ,  T h a i 

and Vietnamese restaurants, in 
contrast, should “direct their limited 
resources to improve food quality”, 
as Asian tourists are more likely to 
visit these types of restaurant and 
are less concerned about features.

Further Potential

Given the comprehensiveness 
of their findings, the researchers 
comment that their data-mining 
framework could be successfully 
extended to other areas in need 
of better understanding tourists’ 
preferences. They suggest, for 
instance, that with refinement it 
could be used to analyse reviewers’ 
photos of food and restaurants 
to “provide insight into tourists 
own exper ience and spec i f i c 
interests”. Indeed, the potential of 
such techniques opens up exciting 
possibilities for understanding all 
kinds of consumer attitudes and 
behaviour.

Huy Quan Vu,  Gang L i ,  Rob 
Law and Yanchun Zhang . 
(2019).  “Explor ing Tourist 
Dining Preferences Based on 
Restaurant Reviews”. Journal of 
Travel Research, Vol. 58, No. 1, 
pp. 149-167.

POINTS TO NOTE
• Online restaurant reviews offer the 

possibility of informing practitioners 
about tourists’ dining preferences.

• The researchers developed the first 
effective way of analysing such 
information.

• Food and beverage preferences 
depend on restaurant type.

• Western and Asian tourists have 
d i f fe ren t  food and res taurant 
preferences.
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O w n e r s  o f  s m a l l  b u s i n e s s 
accommodation in rural China face 
a difficult choice over whether to 
expand or retain their authenticity, 
according to the findings of a study 
by the SHTM’s Honggen Xiao and 
his co-researchers. In a recently 
published study, the researchers 
aim to sett le a long-standing 
debate over whether business 
expansion is beneficial or harmful 
to rural tourism businesses, and 
conc lude tha t  en t repreneurs 
must make a “trade-off” between 
“enhancing guest experience and 
achieving economic goals” because 
growth brings both advantages and 
disadvantages.

Success of Rural 
Tourism in China

Small accommodation businesses 
(SABs) such as B&Bs, homestays 
and guesthouses are especially 
important in rural areas, where 
t h e  r e s e a r c h e r s  n o t e  t h e y 
“play a central role in tourism 
development, poverty relief and 
rural revitalization”. Visitors to rural 
China are most likely to stay in a 
type of accommodation known as 
Nongjiale (Happy Farm House), 
which emerged in the 1980s in 
response to the “flood of tourists 
heading to rural areas for leisure 
and sightseeing”. The government 
later initiated an official programme 
to encourage peasants to start their 
own accommodation businesses, 
and by  2012 the  number  o f 
Nong j ia le  had soared to  1 .5 
million.

Yet the researchers note that 
as these businesses expanded, 
problems started to emerge. Unlike 
in developed countries, where 
entrepreneurs tend to open SABs 
for “lifestyle motivations”, rural 

SABs in China tend to be profit-
motivated, and as demand grew, 
owners were inclined to expand 
to increase their incomes. Yet 
expansion also brought greater 
homogenisation of products and 
damage to the rural culture and 
environment. In response, the 
government introduced a new 
pol icy that  encouraged SABs 
to “take more delicate growth 
strategies”. At the same time, new 
entrants began to offer what the 
researchers describe as “small-
scale, exquisite, and well-designed-
and-decorated” accommodation, 
referred to as Minsu (Local Home 
Stay), in an effort to overcome 
fierce competition.

B o t h  N o n g j i a l e  a n d  M i n s u 
are popular with tourists, and 
local governments encourage 
their development as a means 
o f  r e v i t a l i s i n g  r u r a l  a r e a s 
while preserving rural culture 
and foster ing rural  nostalgia. 
Nevertheless, the researchers 
comment that there remains a 
debate over whether growth in 
this sector has positive or negative 
effects on the small business 
owners’ profits and on guests’ 
satisfaction. As businesses grow, 
they can expect to increase the 
number of guests and to expand 
the range of services and facilities 
offered, which should provide 
greater satisfaction for guests and 
greater potential for profits due to 
economies of scale.

Such expansion, though, eventually 
changes the nature of the business 
from a host family accommodating 
occasional guests in peak seasons 
to a business enterprise attracting 
customers year round. Along with 
these changes, the researchers 
observe, the family home becomes 
more “specialised for market needs 
than for family use”, the owners 

become more business-oriented 
and entrepreneurial and business 
managemen t  and  ope ra t i on 
r e l a t i onsh ip s  become  more 
important than family relationships. 
While these changes might have 
positive effects, they may also 
influence guests’ perceptions of the 
business as offering an “authentic 
experience” of rural life.

SABs and Guests 
Surveyed

The issue of whether expansion 
is good for SABs and their guests 
has remained unresolved, argue 
the researchers, because previous 
s tud ies  have  taken a  “s ta t i c 
perspective” that does not take 
account of how SABs grow and 
change over time. In this study 
they collected data from 188 rural 
SABs and 873 of their guests that 
enabled them to examine the 
relationship between business size, 
financial performance and guest 
experience.

The SABs were located in five 
vi l lages in Zhej iang province, 
in China’s Yangtze River Delta, 
described as “the most popular 
p l a c e  a m o n g  r u r a l  t o u r i s m 
entrepreneurs in China”, where 
SABs account for the great majority 
of the available accommodation. 
The number of SABs offer ing 
accommodation in these villages 
g ives some indicat ion of  the 
popu lar i ty  o f  tour i sm in  the 
area: Guzhu, for instance, with a 
population of just over 2,500, had 
the highest number of SABs (312), 
while Lingkengli, with a population 
of less than 1,500, had the lowest 
number (53).

The  SAB owners  comp le ted 
a  ques t i onna i r e  abou t  t he i r 

Growth or Authenticity? A Difficult 
Choice for Rural Tourism

Film Nostalgia 
Measured

The next step was to test these 
hypotheses. Based on preliminary 
i n t e r v i e w s  w i t h  T a i w a n e s e 
tourists, students and film-lovers, 
the researchers painstakingly 
developed and pi lot- tested a 
quest ionnaire that  measured 
nostalgia for Hong Kong films, 
familiarity with film locations and 
future intentions to travel to Hong 
Kong for nostalgia-fuelled film 
tourism.

The researchers then surveyed 737 
cinema-goers resident in Taiwan. 
Among numerous other questions, 
the respondents were asked how 
many Hong Kong “good old days” 
films that they had watched, what 
they felt about the films’ music and 
backdrops and whether they ever 
searched for news about Hong 
Kong film stars.

Only people who passed some 
important screening questions 
were allowed to participate in this 
part of the research. For example, 
they had to be at least 40 years 
old, and to be familiar with some 
Hong Kong films from the 1970s 
to the late 1990s. About half of 
the respondents were female, and 
most lived in cities. Interestingly, 
more than 90% recognised all 11 
of the most famous Hong Kong 
film stars from the period.

Nostalgia Tourism

The researchers’ analysis of their 
findings “confirmed the potency 
of nostalgia as a fi lm tourism 
motivation”, and suggested some 
paths for promoting nostalgia-
driven film tourism for cultural as 
well as economic gain.

O f  f i v e  ma in  f i lm  nos t a l g i a 
dimensions, one was particularly 
influential for tourism intentions: 
t he  r e sponden t s ’  memor i e s 
of fi lm backdrops, which they 

longed to exper ience “ in the 
flesh”. Interpreting this finding, 
the researchers suggest that the 
nosta lg ia concept  can play a 
significant role in “consolidating 
an association between branding 
destinations and a compelling 
nar ra t i ve  tha t  re l i es  on  f i lm 
locations”. Destination marketers 
can capitalise on the importance 
of film backdrops by featuring key 
locations and landmarks in their 
advertising and tour itineraries.

However, the researchers note 
that film sets should not be overly 
commercialised, because highly 
motivated film tourists want to 
v iew an authent ic  “wor ld on 
screen”. This is an advantage from 
a sustainability perspective, as film-
based nostalgia tourism “does not 
require large investments”. Instead, 
for example, local restaurants 
could simply encourage guests to 
reminisce by developing “good 
old days” menus and creating a 
nostalgic atmosphere with film 
props, photos and music.

Indeed, this kind of social and 
cultural exchange between tourists 
and residents may even promote 
longer-term market viability, “using 
the medium of film to understand 
community culture, traditions, and 
history”. To ensure the sustainable 
management of film destinations, 
dest inat ion managers should 
empower local communities as 
stakeholders in film tourism.

Future Film Tourism

Demonstrating that the emotional 
connections films evoke extend 
to film destinations, this study 
offers novel insights into the 
influence of film-related nostalgia 
on future travel intentions. The 
findings suggest that destination 
marketers and managers alike can 
effectively and sustainably promote 
local tourism through simple and 
creative ideas rather than making 
huge investments.

However, continued vigilance will 
be needed, because audiences’ 
memor i e s  o f  o l d  f i lms  may 
fade as new fads emerge. “To 
plan, develop and manage film 
destinations”, warn the researchers, 
“ w i l l  i n v o l v e  a n  o n g o i n g 
commitment to understanding 
different film tourists’ expectations 
and perceptions of destination 
attributes”.

POINTS TO NOTE

• Film tourism, particularly nostalgia-
driven film tourism, is becoming 
increasingly popular.

• Taiwanese fans of Hong Kong films 
are an especially passionate group of 
film tourists.

• Film-related nostalgia can be used as 
a vehicle for destination marketing 
and management.

• As f i lm-goers’  memories fade, 
ongoing efforts must be made 
to understand and manage film 
tourists’ changing expectations of 
destinations.

Seongseop (Sam) Kim, Sangkyun 
(Sean) Kim and Brian King. 
(2019). “Nostalgia Film Tourism 
and Its Potential for Destination 
Development”. Journal of Travel 
& Tourism Marketing, Vol. 36, 
No. 2, pp. 236-252.
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Tourism marketers and hotel 
managers should take account 
of the distances people travel 
a n d  o f f e r  t h e m  d i f f e r e n t 
p a c k a g e s ,  a c c o r d i n g  t o  t h e 
SHTM’s Dr Sangwon Park and 
his co-researchers. In a recently 
published study, the researchers 
used information collected from 
TripAdvisor to evaluate how travel 
distance affects tourists’ satisfaction 
with the level of hotel service at 
the destination. They found what 
they called an “inverted U-shaped” 
relationship, which suggests that 
there is an optimum point at which 
the distance travelled maximises 
the perception of service quality, 
after which it begins to decline.

Demand Decreases 
with Travel Distance

T h e  d i s t a n c e  b e t w e e n  a 
traveller’s origin and destination 
is an “important parameter in 
understanding tourist demand 
and behaviour”, the researchers 
suggest. Travel distance, they 
note, represents the “effort that 
a tourist makes to overcome the 
geographical obstacles” to travel, 
and the further a destination is 
from the origin, the lower the 
number of  tour ists wi l l ing to 
travel. The distance does not just 
influence demand, but also tourists’ 
behaviour at  the dest inat ion, 
because it makes economic sense 
to stay longer and spend more 
after travelling a long way.

Although signif icant academic 
attention has been focused on the 
influence of distance on tourism 
demand, very little is known about 
how travel distance shapes tourists’ 
experiences, particularly their 
satisfaction, once they have arrived. 
This is rather surprising, given 
that customer satisfaction is one 
of the most prominent elements 

in understanding and enhancing 
cus tomers ’  exper iences  and 
measuring overall competitiveness 
in the hospitality industry.

In the retail context, it is known 
that shoppers prefer to minimise 
the distance they travel to shop, 
and the further they have to travel, 
the less positive their evaluation 
of their shopping experience. 
However, the researchers point out 
that the same may not be true for 
tourism-related travel because for 
tourists, the journey is an inherent 
part of the experience. Travel may 
thus not be regarded as particularly 
onerous, and it may even provide 
satisfaction in its own right. The 
motivation to travel to distant 
places and experience adventure 
and novelty is referred to as the 
“Ulysses factor”, and is associated 
with the willingness to engage with 
different cultures.

Nevertheless, distance is st i l l 
something of a barrier, with travel 
demand increasing with distance 
up to a certain point, and then 
decreasing as both the financial 
and time costs increase. However, 
the extra cost and effort of long-
distance travel may inf luence 
tourists’ expectations of, and hence 
their level of satisfaction with, their 
experiences at the destination.

Measuring Distance 
and Satisfaction

To determine whether distance 
does indeed influence tourists’ 
appreciation of their destinations, 
the researchers collected reviews 
from TripAdvisor. They focused on 
hotels in four cities in the United 
States: New York, Los Angeles, 
Chicago and San Antonio. The first 
three are the three largest cities 
in the US, while San Antonio is 
the seventh largest. They are all 

highly popular tourist destinations 
and have extensive convention 
and event facilities that, as the 
researchers note, “support the 
business travel market”.

The researchers chose to focus 
on the service satisfaction ratings 
provided in guests’ TripAdvisor 
reviews. Overall, there were 81,486 
reviews for New York, 15,340 for 
Los Angeles, 44,922 for Chicago 
and 34,502 for San Antonio. 
However, a high number of these 
reviews were excluded from the 
analysis for various reasons, mainly 
to focus on travellers from other 
US cities rather than international 
tourists. Information about guests’ 
home locations was obtained 
from users’ TripAdvisor profiles, 
so that the geographical distance 
to the travel destination could be 
calculated.

The reviews were mainly left 
by “couple travellers, business 
travellers and family travellers”, 
with fewer solo travellers and 
travellers with friends. Among 
these different types, reviews 
from business travellers were the 
most common in Los Angeles 
and Chicago hotels, and family 
travellers were the most common 
in San Antonio hotels. About 60% 
of guests gave the highest rating 
of five for hotel service, with only 
10% rating the service as poor or 
terrible. Among the cities, New 
York had the highest average travel 
distance of 1,082 miles, indicating 
that the city attracts hotel guests 
from a wider geographical range.

Distance Creates a 
Positivity Bias

Through analysing the results, the 
researchers identified an “inverted 
U-shaped relationship” between 
the distance the reviewers had 

How Far Can They Go?businesses, including the number 
of beds, amount of investment per 
bed, number of staff members per 
bed and annual revenue per bed. 
The guests completed a survey 
about their experiences while 
staying at the SABs. The questions 
were focused on three dimensions: 
functional experience, referring to 
the guest’s perception of the quality 
of goods and services; emotional 
experience, referring to the guest’s 
sensory pleasure and enjoyment 
during the stay; and authentic 
experience, referring to whether 
the guest perceives the SAB as 
providing authentic and genuine 
contact with the local people and 
lifestyle.

Growth Increases 
Profits

T h e  r e s u l t s  c o n f i r m e d  t h e 
researchers ’  expectat ion that 
larger SABs have better financial 
performance. The greatest benefits 
were found among SABs that 
increased investment and the 
number of staff members, whereas 
increasing accommodation capacity 
had less of a beneficial effect. 
Hence, larger businesses with 
more staff and resources seem to 
be “more efficient and effective” 
than smaller ones, and investing in 
these areas would seem to make 
more sense than increasing the 
amount of accommodation in the 
hope of achieving economies of 
scale.

The Cost of 
Increasing Profits

Although the financial implications 
o f  S A B  g r o w t h  s e e m  q u i t e 
straightforward, the effects on 
customer satisfaction are rather 
more  comp lex .  The  s tudy ’ s 
findings showed that the most 
worrying consequence of growth 
is that it reduces authenticity. The 

amount of investment and the size 
of the staff contributed most to this 
loss of authenticity. The number 
of beds had less of an impact, 
although as most of the SABs had 
less than 30 beds, the researchers 
comment that variation in size may 
have been too small “to capture its 
influence on guest experience”.

This finding is a concern because 
although an SAB generally starts 
ou t  o f f e r i ng  au then t i c  ru ra l 
experiences, commercialisation 
and development can turn it into 
what the researchers describe as 
“a profit-oriented organisation 
fully devoted to satisfying market 
needs”. As the primary motivation 
fo r  ru ra l  t ou r i s t s  i s  t o  seek 
authenticity, the loss of small, 
family-run businesses could end 
up diminishing the attractiveness of 
rural destinations overall.

Bigger can also 
be Better

Nevertheless, growth does benefit 
guests in other ways. SABs with 
more staff per bed provide guests 
with more satisfactory functional 
and emotional experiences. The 
researchers comment that this is 
“reasonable as both service and 
hedonic experience are mainly 
related to interaction between 
people”. Employing more staff 
makes it easier to respond to 
customers’ specific needs and 
provide a better level of service, 
although as noted above, this is at 
the expense of authenticity.

The amount of investment was 
not shown to have any effect on 
guests’ emotional and functional 
exper ience .  The researchers 
describe this finding as surprising 
because investment usually means 
improvements in des ign and 
facilities, which “are supposed to 
better serve guests’ physiological 
and  emot iona l  needs” .  One 
potential explanation is that SABs 

may not be investing their capital 
resources in the most effective 
way ,  wh ich  depends  on  the 
“strategy, taste and capability” of 
the owners.

Loss of Authenticity 
may Diminish Tourism

The study’s  f indings provide 
insights into the long-standing 
issue of whether small businesses 
gain or lose from expansion. 
Unfortunate ly,  even with the 
in format ion prov ided by the 
study, owners are still faced with 
a difficult trade-off. Transforming 
a business from a home with 
accommodation to a commercial 
hotel may increase income and 
improve service quality, but it may 
also diminish the business’ unique 
selling point: its authenticity. The 
issue is also one for destination 
management organisations to 
consider when making plans about 
rural SAB development, because 
the loss of an area’s authentic rural 
lifestyle and culture may result in 
fewer tourists overall.

POINTS TO NOTE
• Small accommodation businesses in 

rural China are an important part of 
the tourism industry.

• Owners want to expand to meet 
demand and increase profits but 
there is a trade-off.

• Investment improves economic 
goals and some aspects of guest 
satisfaction.

• Growth diminishes the authenticity 
of guests’ experience and risks 
dissatisfaction.

Shun Ye, Honggen Xiao, and 
Lingqiang Zhou. (2019). “Small 
Accommodat ion  Bus iness 
G r o w t h  i n  R u r a l  A r e a s : 
Effects on Guest Experience 
and Financial Performance”. 
I n t e r n a t i o n a l  J o u r n a l  o f 
Hospitality Management, Vol. 
76, pp. 29-38.
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International migrants abroad 
offer an invaluable market for 
destination tourism, according 
to the SHTM’s Dr Sabrina Huang 
and Dr Kam Hung and a co-
researcher. In a pioneering study 
sampling overseas Chinese in 
North America, the researchers 
recently showed that as more and 
more people migrate permanently 
abroad, they are increasingly 
turning to tourism as a way to 
retain social and emotional ties 
with their homelands. However, 
the travel behaviour of these 
“diaspora tourists” is as diverse 
as the communities they come 
from. The researchers suggest that 
understanding the tourism needs 
of different generations of migrants 
can help destination marketers 
to attract as many homecoming 
migrants as possible.

Homecoming Tourists

Memories of home are like time 
capsules from the past. In today’s 
world of global movement, the 
researchers note, when “more and 
more people can trace their family 
roots to another part of the world”, 
the longing to return home can be 
particularly strong. The desire to 
go further than remembering, to 
physically return to and reconnect 
with places from the past, often 
inspires people to travel.

Nowadays ,  the  yearn ing  fo r 
home may not necessarily result 
in a permanent return to one’s 
homeland. Instead, it may take the 
form of tourism. A special case is 
that of people who have migrated 
abroad who return temporarily to 
their ancestral homelands – a trend 
known as diaspora tourism.

Although diasporas encompass 
an enormous range of migrant 
populations worldwide, they are 

united by their strong sense of 
community and desire to remain 
connected to their places of origin. 
As  t rave l l ing  becomes more 
convenient and affordable, going 
“home” regularly to visit relatives, 
trace one’s family roots or simply 
enjoy the local cuisine is becoming 
easier and easier.

It is not hard to see the potential 
benef i ts  of  d iaspora tour ism 
for destination countries. The 
researchers point out that diaspora 
or “homecoming” tourists are a 
“significant market segment”, as 
they visit their home countries often 
and may stay for weeks or even 
months. Just as important is their 
strong sense of attachment to their 
destinations, which makes them 
“supportive of local development 
and heritage conservation”.

Questions Remain

Curiously, however, we still know 
li t t le about how this sense of 
attachment to a former or ancestral 
home af fec ts  people ’s  t rave l 
decision making. The researchers 
pinpoint an important unanswered 
question. “How big is this ‘home’?” 
they ask. “Is it the actual house, 
neighborhood, hometown or home 
country?”

Answering questions like these is 
not easy, because diaspora tourists 
vary enormously.  In the last 
decade alone, more than 4 million 
people migrated permanently to 
foreign countries every year. How 
they feel about their homelands is 
“largely dependent on the original 
contexts of their exit”, according to 
the researchers. Whereas some are 
forced to flee their homes by war 
or oppression, others travel abroad 
to find new jobs and secure better 
lives for their families.

As diverse as people’s reasons for 
leaving are their motivations to 
return. Diasporic Jews may return 
to Israel as a form of pilgrimage, 
whilst European emigrants prefer 
ancestral or genealogical tourism. 
Many recent migrants who are still 
in touch with their families back 
home return to attend weddings 
and funerals and participate in 
family rituals.

Along with their “complex migration 
histories and national origins”, add 
the researchers, diaspora tourists 
vary significantly by generation. 
Compared with their children and 
grandchildren, first-generation 
migrants have more personal 
experience of their homelands 
and closer social connections with 
friends and relatives there.

Yet l itt le quantitative research 
has been done on how these 
and other important differences 
affect the future travel behaviour 
of transnational migrants. To cast 
light on this issue, and ultimately 
to find ways of enhancing tourism 
in  dest inat ion countr ies ,  the 
researchers set out to compare 
migrant generations in terms of 
their motivations for diaspora 
tourism and examine the notion of 
“homeland” as home country vs 
hometown.

Migrants Surveyed

The first step was to develop and 
pilot-test a questionnaire measuring 
the  p lace  a t tachment ,  t rave l 
motivation and travel intention of 
Chinese diaspora tourists. Then, the 
researchers used the questionnaire 
to gather detailed information from 
808 overseas Chinese respondents 
living permanently in the United 
States and Canada.

 

Bring them Home!travelled and their satisfaction with 
the hotel service at the destination. 
They explain that tourists seem to 
enjoy better service experiences 
when they travel further, but the 
“service quality starts to reduce” 
beyond a certain point.

The f ind ing tha t  sa t i s fac t ion 
increases with distance confirms 
the Ulysses hypothesis that a 
longer travel distance meets what 
the researchers label “people’s 
novelty-seeking motivation”. It 
also confirms that people view 
travel distance in a different way 
depending on the purpose of 
travel: when people travel to shop 
or commute, increasing distance 
has a negative effect on their 
experience, but when they travel 
as tourists, the distance enhances 
their positive perception.

The researchers explain this by 
referring to “construal theory”, 
a psychological  theory which 
suggests that the further away 
something is, the more abstract 
people’s thoughts about it become. 
So, for instance, if we think about 
visiting a nearby city, we might 
imagine it in fairly concrete detail, 
but when thinking about visiting 
somewhere very far away, we can 
only imagine it in abstract terms, 
which also affects our judgement 
of it. When tourists are planning 
a long-distance trip, therefore, 
their expectations are less specific 
and their judgment while at the 
destination is more favourable. As 
the researchers put it, tourists show 
a “positivity bias when assessing 
hotel service experiences under 
long distance travel”.

Business Travellers 
are Harder to Satisfy

This effect, however, does not 
ex tend to  the  longes t  t rave l 
distances, as beyond a certain point 
service expectations increase along 
with the financial and time costs of 

travel. The researchers pinpoint this 
“inflection point” as approximately 
1,300 miles for travel to New York 
and Los Angeles, and about 950 
miles for travel to Chicago and San 
Antonio.

The researchers also ident i fy 
d i f f e r e n c e s  i n  t h e  l e v e l  o f 
s a t i s f a c t i o n  e x p r e s s e d  b y 
different types of travellers. More 
experienced travellers tend to leave 
less positive reviews, suggesting 
that “the more trip experiences” 
people have, “the more their 
expectations increase”, leading 
to lower levels of satisfaction 
with the service they receive. 
Business travellers are also “more 
demanding” than other travellers in 
most situations, which might reflect 
their greater travel experience.

Hotel managers cannot, of course, 
change where their customers 
travel from, yet the researchers 
still have some recommendations 
for how their f indings can be 
implemented in practice. They 
suggest, for instance, that managers 
could “develop different marketing 
and operational strategies” for 
guests travelling different distances. 
Those who l ive  c lose  to  the 
destination might not “generate a 
sense of getaway”, so managers 
could offer them novel experiences 
that satisfy the quest for adventure. 
Conversely, guests who travel long 
distances, beyond the threshold 
where satisfaction starts to decline, 
might require a higher level of 
service to compensate for their 
increased “psychological, physical 
and monetary” travel costs.

Next Stop, 
International Travel

The study provides interesting 
insights into how travel distance 
affects travellers’ perceptions of 
the service they receive at their 
destination. Although their findings 
currently only apply to domestic 

travellers, the same methodology 
could be used to provide similar 
insights into how distance affects 
international travellers’ perceptions, 
while also taking into account the 
effects of “different countries and 
cultures”.

POINTS TO NOTE

• Travel distance affects both tourist 
demand and sat is fac t ion wi th 
service.

• Satisfaction first increases with 
distance and then starts to decrease.

• Distance satisfies people’s novelty-
seeking motivation until the costs 
become too high.

• M a n a g e r s  n e e d  t o  d e v e l o p 
differential marketing strategies 
depending on travel distance.

Sangwon Park, Yang Yang, and 
Mingshu Wang. (2019). “Travel 
Distance and Hotel Service 
Sa t i s f a c t i on :  An  Inve r t ed 
U - s h a p e d  R e l a t i o n s h i p ” . 
I n t e r n a t i o n a l  J o u r n a l  o f 
Hospitality Management, Vol. 
76, pp. 261-270.
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A Globetrotting GenerationFocusing on the Chinese diaspora 
in North America enabled the 
researchers to “h ighl ight  the 
geographical and cultural distance 
between immigrant sending and 
receiving nations”. The continent 
is  home to huge numbers of 
international immigrants, and 
people with Chinese ethnicity are 
no exception, with populations 
exceeding 4.8 million in the United 
States and 1.7 million in Canada.

The respondents were fairly evenly 
distributed in terms of age and 
gender. About 30% were first-
generation migrants, having been 
born in mainland China, Hong 
Kong or Macau and

then migrated to North America. 
Second-generation migrants made 
up 38% of  the sample,  13% 
were third-generation migrants 
and 19% belonged to the fourth 
generation or later. Around 80% of 
the respondents had been to China 
(Table 2), and most had stayed for 
a maximum of 7-14 days.

Homeland or 
Hometown?

A series of statistical analyses of the 
survey data yielded some intriguing 
insights into diaspora tourism. 
The findings not only contribute to 
research on migration and diaspora 
tourism, but also have important 
imp l i ca t i ons  fo r  des t ina t ion 
marketing organisations (DMOs) in 
home countries, especially those 
with large numbers of international 
migrants living abroad, such as 
China, Mexico and the Philippines.

The results suggest that overall, 
Chinese diaspora tourists have 
a s t rong sense of  soc ia l  and 
emotional attachment to their 
homeland,  which powerfu l ly 
motivates them to return. To bring 
tourism income to as many local 
communities as possible, DMOs 
in home countries should thus 

design advertising campaigns that 
specifically target homecoming 
tourists abroad and highlight social 
and emotional bonds with their 
destinations.

The  nex t  f i nd i ng  was  more 
surprising. Although transnational 
t ies are general ly bel ieved to 
wither down the generations, 
the researchers discovered that 
the third- and fourth-generation 
respondents were actually more 
attached to their home country, 
Ch ina,  than members  of  the 
second generation. Young people 
whose ancestors migrated several 
generations ago may thus be taking 
increasing interest in their ethnic 
origin, in what the researchers term 
a paradigm shift “from assimilation 
to transnationalism”.

Aside from their shared love for 
Chinese cuisine, generations of 
diaspora tourists can even be 
grouped into “dist inct market 
segments”, argue the researchers. 
As the later generations expressed 
a stronger attachment to home 
country than hometown, and a 
greater appreciation for Chinese 
cul ture than fami ly  her i tage, 
marketing for this segment should 
have a national rather than a local 
flavour. Native-born Chinese are 
better enticed by a message that 
stresses “social connection and 
culture”, advise the researchers.

Looking Farther Afield

Tourism is one of the ways in 
which international migrants today 
maintain physical and emotional 
ties with their home countries. 
The researchers extend the scope 
of both migration and tourism 
studies by showing that migrants’ 
homeland attachment significantly 
motivates their travel decision 
making, and indicating ways in 
which DMOs can most effectively 
target and segment this influential 
market of tourism consumers.

However, their findings are based 
solely on the overseas Chinese 
populat ion in North America. 
Ch inese  mig ran t s  today  a re 
members of a labour and trade 
d iaspora  shaped  by  Ch ina ’ s 
economic rise, and thus have 
strong ties with their homeland. 
The researchers thus suggest 
that further studies are needed 
to determine whether the same 
conclusions apply to other modern 
diasporic groups, such as refugees, 
for whom the prospect of returning 
home at all, let alone for tourism, 
is likely to be far more distant.

With globalisation and the rise of 
digital technology, “keeping up with 
the Joneses” is becoming harder 
than ever before. In a recently 
published study, SHTM researchers 
Lauren Siegel and Dr Dan Wang 
show that for the Internet-savvy 
Generation Y, travel experiences 
shared onl ine have rep laced 
material goods as a form of social 
currency. New approaches to 
destination marketing are needed if 
tourism is to realise its potential in 
the information age.

Conspicuous 
Consumption

One might say that envy is at the 
heart of consumer culture. For 
centuries, the researchers tell us, 
people of all ages and generations 
have sought to “keep up” socially 
by doing and buying the same 
things as their peers. Of course, 
their ability to do so depends on 
the visibility of other people’s 
lives, and the last two centuries 
have seen a paradigm shift in the 
way that alternative lifestyles are 
marketed to us.

The researchers point out that from 
printed mail order catalogues to the 
beaming of television commercials 
into homes across the globe, every 
new iteration of mass marketing 
in the 20th century redefined 
consumption preferences and 
further expanded the consumer 
economy. People began to engage 
in conspicuous consumption – 
spending lavishly on luxury goods 
as a public display of status and 
power – and used such visible, 
tangible markers to assess their 
own worth in comparison with 
their peers.

In recent decades, these social 
trends have accelerated with the 
explosion of digital marketing 

and the near-ubiqui ty  of  the 
Internet. Today’s digital world, 
the researchers argue, of fers 
an “unprecedented amount of 
opportunities for individuals to 
quickly and frequently compare 
t hemse l ves  t o  t he i r  pee r s ” . 
Indeed, they point out that “many 
millennials are never without their 
mobile devices, and live in a state 
of constant peer comparison”.

Tourism as a 
Commodity

At  the  same t ime,  however , 
new kinds of consumption have 
emerged. For mil lennials, the 
researchers note, experiences have 
replaced physical possessions 
as markers of status, and in an 
increasingly globalised world, 
travelling is considered one of 
the most meaningful types of 
experience. Whereas a suburban 
young couple of the 1950s might 
have bought a swimming pool 
for their  neighbours to envy, 
millennials today are “keeping 
up with the Joneses” through a 
camera lens, sharing photographs 
of themselves in Phuket or Florida 
on their Instagram accounts.

At this intersection of emerging 
social trends, the researchers have 
unearthed a fascinating yet under-
researched area for exploration. 
How has travel emerged as a 
means of  socia l  comparison, 
and how do millennials’ social 
networking habits influence their 
travel behaviours – and vice versa? 
Social  comparison has rarely 
been explored using travel as an 
indicator of status, and despite 
abundant research on Generation Y, 
we know little about how pressure 
to “keep up” with their peers on 
social media influences millennials’ 
travel decisions.

To answer these questions, and 
ul t imate ly to help t ravel  and 
tourism marketers more accurately 
target this enormously influential 
cohort, the researchers set out to 
directly examine the “embodied 
expe r i ences ”  o f  m i l l enn i a l s 
who actively post travel-related 
photographs and other content on 
social networking sites (SNS).

Millennial Travellers 
Surveyed

The researchers recrui ted 32 
mil lennials (aged between 21 
and 33) via Facebook, one of the 
most widely used SNS worldwide, 
and conducted three phases of 
analysis to explore their activities 
as tourists on social media. As the 
respondents routinely reviewed 
and posted content related to 
their travel experiences online, the 
researchers could be certain of 
extracting the most pertinent and 
up-to-date information available.

In the first phase of the analysis, 
they asked the informants some 
open-ended questions about their 
travels in the last three years, 
and how they felt when they saw 
their friends’ posts about far-flung 
“exotic” destinations. The second 
phase saw the original sample split 
into two sub-groups to explore 
the potential correlations between 
travel behaviours. Finally, the 
researchers conducted 10 face-
to-face interviews to delve deeper 
into the respondents’ motivation to 
“keep up” with their peers’ travel 
experiences on social media.

The young people  who took 
part in the research came from 
similar economic and sociological 
backgrounds, because individuals 
tend to compare themselves only 
with peers whom they perceive 
as similar. They all had enough 

POINTS TO NOTE
• As migration increases, diasporic 

tourism is becoming an increasingly 
popular way of reconnecting with 
home countries.

• Chinese-American diasporic tourists 
have a strong sense of attachment to 
their homeland, which predicts their 
travel intention.

• La te r  genera t ions  o f  Ch inese 
overseas are more attached to 
thei r  home country than their 
hometowns.

• Destination marketers should target 
migrants by generation to attract 
tourist income to home countries.

Wei-Jue Huang, Kam Hung and 
C h u n - C h u  C h e n .  ( 2 0 1 8 ) . 
“At tachment  to  the  Home 
C o u n t r y  o r  H o m e t o w n ? 
Examining Diaspora Tourism 
Across Migrant Generations”. 
Tourism Management, Vol. 68, 
pp. 52-65.
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d isposab le  income to  t rave l 
frequently for fun. Most (77 per 
cent) were female, as women 
are typically more active on SNS 
than men, and they came from 
a range of countries worldwide 
–  p redominan t l y  the  Un i t ed 
States, but also China, Indonesia, 
Germany and others.

Striking Similarities

At f irst  s ight,  the mil lennials’ 
responses to the survey seemed 
rather different. Although many 
“loved” reading about others’ 
holidays online, others felt jealous 
and some were even annoyed 
by the profusion of travel-related 
posts .  Whereas some hoped 
simply to “promote” and “share the 
beauty” of the places they visited, 
others admitted that they shared 
photographs of their travels online 
to show off and “make everyone 
jealous”.

When the researchers took a closer 
look, however, they discovered 
overwhelming similarities within 
t he  pee r  g roups .  A l l  o f  t he 
millennials were familiar with 
the travel history of their SNS 
connections, and all preferred to 
spend their money on experiences 
than on material possessions, 
re f lec t ing the i r  shared sense 
of the “visibility of travel as a 
commodi ty” .  Unsurpr is ing ly , 
therefore, the photo- and video-
b a s e d  S N S  I n s t a g r a m  w a s 
far ahead of Twitter and even 
Facebook as the preferred tool for 
sharing travel experiences.

To stay ahead of the curve in 
en t i c ing  th i s  “acu te ly  v i sua l 
genera t ion” ,  the researchers 
suggest, destination marketers 
– from governments to tourism 
c o m p a n i e s  –  m u s t  p r o v i d e 
ample opportunities for online 
image sharing as a tool for peer 
visibility. At the very least, online 
photographic advertising must 
be of a sufficiently high quality to 
cater to the sophisticated millennial 

“palate” for picture editing, filters 
and lighting. “We’re bombarded 
with way more images than our 
parents were, for sure,” said one 
informant.

The more visible a destination, 
the more likely it is to elicit envy. 
Indeed, the second and third 
phases of the analysis revealed that 
the millennials felt a subconscious 
need to “keep up” by visit ing 
the same destinations as their 
peers. Although “deals and time 
constraints certainly drive decision 
making”, note the researchers, 
“ s o c i a l  i n f l u e n c e  a n d  p e e r 
comparison are also major driving 
forces”.

As travel experiences seem to 
be a marker of status for many 
mi l l enn ia l s ,  the  resea rchers 
recommend that travel companies 
and destination marketers also 
focus on socialisation strategies 
to meet the needs of this hugely 
powerful new cohort of travellers. 
“No longer willing to be passive 
consumers, this generation wants 
to actively participate, co-create, 
and most importantly, be included 
as partners in the brands they 
choose”.

As a thought-provoking concluding 
remark, the researchers speculate 
that with a better understanding 
of their motivations for travel, 
millennial travellers themselves 
may wish to “re-evaluate their 
in ten t ions  and choose more 
sustainable, mindful and purposeful 
travel behaviors”. Indeed, the 
findings may help travellers of 
any age and generation to better 
manage their travel expectations, 
knowing that many people post 
merely “a façade of their journeys, 
which may not represent their true 
experience”.

Future of Tourism

Overall, the researchers provide 
important c lues to the socia l 
motivations of millennial travellers 

a n d  r e c o m m e n d a t i o n s  f o r 
tailoring marketing to the travel 
habits of future generations. This 
wi l l  be part icular ly important 
f o r  deve lop ing  r eg ions  t ha t 
have recently seen a boom in 
international tourism, such as 
China.

However,  the researchers do 
offer a warning. “While social 
comparison remains constant, the 
social networking idiosyncrasies 
of Generation Y will inevitably 
undergo a metamorphosis due 
to the ever-changing nature of 
technology and social networking”, 
they remark. Ongoing study will be 
needed to ensure that the evolving 
needs of this and future cohorts 
continue to be met.

POINTS TO NOTE

• Ubiquitous digital communication 
has led to new forms of social 
comparison.

• For millennials, travel experiences 
have replaced possess ions as 
markers of status.

• Online social influence and peer 
comparison shape millennials’ travel 
decisions.

• Tourism market ing campaigns 
should focus on v is ib i l i ty  and 
socialisation to target this segment.

Lauren A. Siegel and Dan Wang. 
(2019). “Keeping Up with the 
Joneses: Emergence of Travel 
as a Form of Social Comparison 
among Millennials”. Journal of 
Travel & Tourism Marketing , 
Vol. 36, No. 2, pp. 159-175.

Nurturing
Industry
Leaders

The prestigious Waldorf Astoria 
Ballroom in Chengdu, Sichuan 
province was the perfect setting for 
the first mainland activity hosted by 
the SHTM this year, an information 
seminar cum mini-forum on tourism 
learning held on 9 March. The event 
introduced the SHTM’s graduate 
programmes and offered insights 
from such prestigious speakers as 
the School’s own Dr Henry Tsai, 
Associate Professor and Postgraduate 
Programme Director. A highlight 
was a talk on “honeymoon tourism”, 
a crucial area of tourism and travel 
research due to its economic 
significance to host destinations.

On 16 March, at a seminar 
hosted by the SHTM in China’s first 
5-star Spanish-themed hotel, the 

InterContinental Madrid in Shenzhen, 
attention turned to the renowned 
Master of Science in Hotel and 
Tourism Management run jointly by 
the SHTM and Zhejiang University. 
After a programme introduction, an 
extensive alumni sharing session cast 
light on topics such as the booming 
development of townships and 
whether experience matters more 
than education.

More insights into tour ism 
leadership and innovation were 
gained at an SHTM information 
seminar cum mini-forum held in 
Shanghai on 27 March. Educators, 
researchers and leading tourism 
practitioners, such as SHTM Associate 
Dean Dr Catherine Cheung, came 
together to introduce attendees to 

the SHTM’s programmes and explore 
how best to meet the particular needs 
of China’s hospitality and tourism 
industry through education.

A final seminar for the first half of the 
year was held in Xiamen on 11 May. 
The School is proud to have hosted 
such fruitful activities in collaboration 
with its mainland partners, and looks 
forward to future events. H

For four decades, the SHTM has refined 
a unique vision of hospitality and tourism 
education not only locally, but also by forging 
and strengthening links with the mainland. 
Central to these efforts are the world-class 
postgraduate degrees it offers in partnership 
with Zhejiang University, along with numerous 
other activities on the mainland that nurture 
leaders with the expertise and drive to take 
China’s hospitality and tourism industry to 
new heights. This March was an especially 
packed month, with a series of information 
seminars cum mini-forums on ways of 
fostering global and domestic knowhow for 
the benefit of the industry.
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Research Funding Success 
SHTM staff members were very successful in obtaining major publicly funded 
competitive research grants this year. The General Research Fund of the Research 
Grants Council (RGC) will provide funding for six projects.

The successful applicants include Dr Basak Denizci Guillet for her project “The Joint 
Influence of the Timing and Framing of an Upselling Message on Consumer 
Perceptions: The Roles of Construal and Reactance”, Dr Kam Hung for her project 

“From Luxury Goods to Luxury Service: Understanding Experiential Luxury Consumption among Chinese 
Travelers in Hong Kong”, Dr Jinsoo Lee for his project “Exploring the Process of Creating Value Propositions for 
Exhibition Service Innovation in Service-Dominant Logic”, Dr Sangwon Park for his project “Labor Productivity 
and Destination Competitiveness”, Dr Ksenia Kirillova for her project “Consumer Resistance in Tourism: Moral 
Triggers, Destination Image, and Mitigating Strategies” and Dr Mehmet Koseoglu for his project “Coopetition 
Strategies for Competitive Intelligence Practices: Evidence from Full-Service Hotels in Hong Kong”.

In Brief . . .
SHTM Leads the Rankings

The SHTM has continued to excel in the world academic 
rankings recently, taking first place in the “Hospitality and 
Tourism Management” category of ShanghaiRanking’s highly 
respected Global Ranking of Academic Subjects 2019. That 
acknowledgement, achieved for the third year in a row, came 
on the heels of the School taking top spot in the “Hospitality, 
Leisure, Sport and Tourism” category of the research-based 
Centre for World University Rankings for 2017 and ranking first in “Commerce, Management, Tourism and 
Services in the University Ranking by Academic Performance 2017-2018 produced by the University Ranking 
by Academic Performance Laboratory.

Donation to Support Student Development
Hospitality Financial and Technology Professionals, a leading non-
profit organisation dedicated to advancing the hospitality sector, has 
very generously donated US$160,000 to the School. The donation 
will be used to support our students’ professional development by 
helping them to attend international conferences and other events, thus 
offering opportunities to network and interact with globally renowned 
scholars and leading industry professionals. It will also further SHTM-Hotel 
ICON integration in the advancement of hospitality education and sector 
development.

SHTM 2018 Outstanding Student 
Miss Amanda Wantono, a final-year student in the Bachelor of Science 
(Honours) in Hotel Management programme, received the Outstanding 
Student Award, School of Hotel and Tourism Management 2018 from 
Professor Philip Chan, PolyU Interim President, Deputy President and Provost, 
at PolyU’s Outstanding Student Awards Presentation Ceremony on 21 
February 2019. These prestigious awards are granted annually to full-time 
final-year students who excel in both academic and non-academic pursuits 
during their studies.

Showing Passion in London 
A team of SHTM student members of the Institute of Hospitality (IoH), including Miss 
Tanika Gambhir and Miss Amanda Wantono, Bachelor of Science (Honours) in Hotel 
Management programme, and Mr Thibault Druesne, a Master of Science student in 
the International Hospitality Management programme, won the Passion4Hospitality 
debate competition in London organised by the IoH on 11 March. Focusing on 
the topic “Will AI and robots take away hospitality jobs or make life easier for both 
employees and customers?”, the team displayed their wide knowledge and careful 
thinking about the future of the hospitality sector.

Pioneering Agreement 
Renewed 

The SHTM, Lausanne Hotel School (EHL) 
and Conrad N. Hilton College of Hotel and 
Restaurant Management at the University 

of Houston (UH) recently signed a Memorandum of Understanding to continue delivering the ground-
breaking tripartite Master of Science in Global Hospitality Business programme. Held at the SHTM, the 
signing ceremony was presided over by Professor Kaye Chon, SHTM Dean and Chair Professor, and Walter 
Kwok Foundation Professor in International Hospitality Management; Dr Ines Blal, EHL Executive Dean; and 
Professor Dennis Reynolds, Dean of UH’s Conrad N. Hilton College of Hotel and Restaurant Management.

MicroMasters Autumn Courses
The SHTM’s world-leading MicroMasters in International Hospitality 
Management, delivered on the edX online learning platform, has just 
entered its Autumn run, which will continue until 21 November.

As the only online hospitality and tourism MicroMasters in the world, the MM 
programme prepares learners for careers that are in demand today by offering expertise 
in the dynamic field of international hospitality management through four courses: “Luxury 
Management”, “Hospitality and Tourism Technology and Innovation”, “Managing 
Marketing in the Hospitality and Tourism Industry” and “Managing Human Resources in 
the Hospitality and Tourism Industry”.
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Campus life is a fundamental part 
of any university education, full of 
rich opportunities to forge lasting 
friendships and make memories 
that will last a lifetime. Since 2005, 
the SHTM Students’ Association 
(SHTMSA) has tirelessly sought 
to nurture a sense of belonging 
among its members. Celebrating the 
next phase in the evolution of this 
pivotal student-run organisation, an 
inauguration ceremony on the theme 
of “efflorescence” was held on 11 
April 2019 for the newly elected 15th 
Session of the SHTMSA.

Hear t i l y  congratu la t ing the 
15th Session on its inauguration, 
Professor Kaye Chon, SHTM Dean, 
Chair Professor and Walter Kwok 
Foundation Professor in International 
H o s p i t a l i t y  M a n a g e m e n t , 
commented that the SHTMSA plays 

an irreplaceable role as a “bridge 
between our School and the student 
body”. He reminded his audience 
that their experience as SHTMSA 
members would richly contribute to 
their own development “as students, 
as highly regarded SHTM alumni, 
and as valuable participants in their 
professions and community”.

The  ce remony ’s  theme was 
particularly meaningful for the 12 
students who proudly took their seats 
on the new Executive Committee. 
The word “efflorescence” comes from 
the Latin florescere, “to blossom”, 
and this is exactly how the group 
vowed to serve the SHTMSA’s 333 
members. Just as a flower unfurls its 
petals in sunlight, so the Committee 
will use its talents and skills to provide 
welfare and organise activities to 
bring students together.

The new Executive Committee has 
already been hard at work developing 
a fun-packed and inclusive event 
schedule for 2019-20 to ensure that 
members “gain fruitful experiences 
and make delightful memories”, 
in the words of the new SHTMSA 
President, Mr Jack Ng. A series of 
orientation activities is planned for 
autumn, and highlights of the 2020 
calendar include a singing contest 
and annual dinner.

This memorable inauguration 
event would not have been a success 
without the generosity of sponsors 
such as Hotel ICON and El Florid. The 
Executive Committee extends special 
thanks to honourable guests from 
PolyU and other tertiary institutions, 
as well as to SHTM student helpers 
and former Committee members. H

Connections Blossom

Distinguished Lecture
Mr Gregory Rockett, SHTM Professor of Practice (Hotel 
Management) and a seasoned industry professional with more than 
35 years of experience in international hospitality real estate with 
Hilton and Marriot, delivered a highly insightful D.HTM Distinguished 
Lecture on “Forrest Gump, Tracking ‘Big Game’ and Adventures in 

Hotel Development” at the School on 28 May.

Staff Updates
Ambassador Dho Young-Shim, founder 
of  the UNWTO’s Sustainable Tour ism 
E l iminat ing Pover ty  programme and 
Chairperson of the International Charity 
Foundation, was appointed Professor of 
Practice (Tourism Policy) with effect from 1 
January 2019.

Dr Long Wen  joined the School as a 
Postdoctoral Fellow on 8 January 2019.

Dr Richard Qiu joined the School as a 
Postdoctoral Fellow on 13 February 2019.

Mr Lawrence Chan, founder of the Seal of 
Love Charitable Foundation and CEO and 
founder of Park Lane Hotels International 
N.A. and C&L Financial Inc., was appointed 
Professor of Practice (Hospitality Asset 
Management) with effect from 1 March 2019.

Dr Vincent Tung was promoted to 
Associate Professor with effect from 1 
July 2019.

Ms Karcsi Lam joined the School as an 
Executive Assistant on 29 July 2019. She 
provides administrative support for the 
MicroMasters Programme.

Dr Yoo-Hee Hwang joined the School 
as an Assistant Professor on 1 August 
2019.

Dr Joongwon Shin joined the School as 
an Assistant Professor on 1 August 2019.

Dr Philip Chen, former CEO of Cathay 
P a c i f i c  A i r w a y s  a n d  A d v i s e r  t o  t h e 
Chairman and Non-Executive Director 
of Hang Lung Properties, was appointed 
as Professor of Practice (Hospitality and 
Tour i sm St ra tegies )  w i th  e ffect  f rom 
1 March 2019.

Ms Kelly Wang was promoted to Assistant 
Officer with effect from 1 June 2019.

Dr Sabr ina Huang  was  promoted to 
Associate Professor with effect from 1 July 
2019.

Dr Maxime Wang joined the School as 
an Assistant Professor on 1 August 2019.

Ms Madeline Ngan joined the School as 
an Executive Assistant (Marketing) on 1 
August 2019.

Dr Kwanglim Seo joined the School as a 
Visiting Assistant Professor on 5 August 
2019.
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The SHTM prides i tsel f  on 
nurturing students ready to make 
the most of every opportunity to 
learn from and contribute to the 
hospitality and tourism industry. 
Talent, passion and creativity were 
in plentiful supply in recent times, 
with our students excelling in a host 
of activities both overseas and here 
in Hong Kong.

On the 
World Stage
The Kwok Hospitality Awards 

were estab l i shed to  enable 
outstanding Hong Kong students 
to study at some of the world’s 
greatest hospitality institutions, and 
it is difficult to imagine worthier 

inaugural recipients than SHTM 
Hotel Management students Miss 
Agnes Chan Tsz-ling and Mr Angus 
Wong Yik-hang. Studying for a 
semester at world-renowned Cornell 
University was a “rewarding and 
unforgettable” experience in 2018 
said Angus. Agnes, in turn, recalled 
that the “golden opportunity” 
would help her to realise her “dream 
to revolutionise the industry and 
improve our society”.

A second pair of ambitious 
Hotel Management students, Miss 
Scarlet Wong and Mr Gerald Chen 
followed in the pioneering footsteps 
of Agnes and Agnes in late 2018 
and early this year, respectively. 
Scarlet continued with her passion 
for table tennis while on exchange, 
joining the Cornell table tennis 
team, and Gerald excelled in his 
studies, making the Dean’s list.

During March, yet another pair 
of outstanding SHTM students, 
Miss Eunice Park and Miss Amanda 
Wantono, were fortunate enough to 
represent the School at the three-
day Young Hoteliers’ Summit at the 
Ecole hôtelière de Lausanne. “We 
have learned and grown more than 
we had ever imagined in these three 
days”, said Eunice and Amanda.

Delegates at the summit not only 
gained invaluable technical insights 
from the speakers and workshops, 
but also forged connections with 
students from over 40 other hotel 
schools worldwide. One of the 
most important pieces of advice, 
from HOSCO founder Oliver 
Bracard, was to “know where your 
interest and passion lie”. This is 
certainly true of these exemplary 
ambassadors for the SHTM, who are 
helping to realise the School’s vision 
of cultivating a new generation of  
 

GraspedOpportunityEvery
knowledgeable, passionate and 
socially responsible hospitality 
leaders.

Opportunities 
to Learn 

and Grow
Forging connections with the 

industry and with society at large 
is an indispensable part of the 
education provided by the SHTM. 
This was particularly evident in 
March, which saw our students 
rewarded for their productive 
links with industry leaders and 
organisations.

T h e  S c h o o l ’s  M e n t o r s h i p 
Programme matches up students 
with SHTM alumni and other 
professionals and leaders in the 
hospitality industry for advice, 
guidance and the wisdom that 
comes with practical experience. 
Every year, just one student and 

one mentor are honoured for their 
outstanding participation in the 
programme. This year’s Outstanding 
Student Mentee was final-year 
Hotel Management student Miss 
Karena Mak, mentored by Ms 
Nancy Cheung, Director of Sales for 
The Leading Hotels of the World.

Speaking at a luncheon award 
ceremony in March, Karena thanked 
the SHTM and above all her mentor 
for “this excellent opportunity 
to learn and grow”. Karena had 
received not only invaluable career 
advice from Ms Cheung, but 
also the chance to help out at a 
showcase for her mentor’s company 
– an “unforgettable and meaningful 
experience”. Also honoured at the 
ceremony was Outstanding Student 
Mentor Mr Paul Cheng, who kicked 
off his inspiring presentation on 
good mentorship practice with a 
Robert Frost poem.

In the same month, a trio of SHTM 
students rose to a very different but 
equally exciting industry challenge: 
designing a new haunted house for 
Ocean Park’s Halloween Fest 2019. 
Miss Amy Janday, Mr Jason Ng 

and Miss Toffee Wong, all of whom 
took the Attractions and Visitor 
Management class last semester, 
came up with the thrilling theme 
of “Ship of Spectre”, featuring 
ghosts, laser guns and a full five-
dimensional sensory experience.

They produced and personally 
presented to the selection panel 
a concept board and artwork 
illustrating five chambers inside 
the haunted house, with all of the 
trappings needed to give theme 
park visitors a good fright. These 
achievements not only took the 
team all the way to the final round 
of the competition, but also won 
them an invitation to join Ocean 
Park’s design team on a per-project 
basis.

The School sincerely congratulates 
its students on their accomplishments. 
It is proud to be represented on 
the international and local stage by 
students so committed to advancing 
knowledge, responsibility and 
creativity in the hospitality and tourism 
industry. H

Miss Agnes Chan

Mr Angus Wong

Miss Scarlet Wong

Miss Karena Mak 

Mr Paul Cheng

Miss Amanda Wantono (right) 
with her team members

Miss Eunice Park (right) with her team members

Mr Gerald Chen (middle)

Miss Eunice Park (right) with her team membersMiss Eunice Park (right) with her team membersMiss Eunice Park (right) with her team members

Miss Agnes Chan

Mr Gerald Chen (middle)

SHTM students participating in the Ocean Park Halloween 
Haunted House Design Competition
SHTM students participating in the Ocean Park Halloween 
Haunted House Design Competition
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Guidance from Industry Experts 
The SHTM Mentorship Programme 2019 kicked off in the Silverbox Ballroom of Hotel ICON, the SHTM’s teaching 
and research hotel, on 2 March. Over 50 student mentors and 90 student mentees attended the event.

After welcoming the participants, Professor Kaye Chon, SHTM Dean, Chair Professor and Walter Kwok Foundation 
Professor in International Hospitality Management, presented the SHTM Outstanding Student Mentor of the Year 
Award 2018 to Mr Paul Cheng, General Manager – Market and Connectivity Development, Airport Authority 
Hong Kong, and the Outstanding Student Mentee of the Year Award 2018 to Ms Karena Mak, a Year 4 student in 
the Bachelor of Science in Hotel Management programme.

The event culminated in a hotel and School tour for the mentors.

Over the remainder of the year, the 103 student mentors and 106 mentees – including both Year 3 full-time 
undergraduates and full-time Master of Science students – will maintain regular contact to achieve the learning 
objectives they have agreed on.

The School thanks the following senior industry professionals for acting as student mentors and helping to nurture 
the next generation of leaders. H

HIGHER DIPLOMA IN HOTEL 
MANAGEMENT
CHEUNG Hiu Lam
NGAI Chi Sheung
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CHAN Tsz Ching
FUNG Ka Yiu
KWONG Pui Ying Priyanka
LEE Pui Shan
LEUNG Hoi Wan
LI Wing Man
LO Tsz Yan
LUI Wing Kwan
WONG Yik Hang Angus
YEUNG Hiu Ching
ZHUANG Jin

BACHELOR OF SCIENCE 
IN TOURISM AND EVENTS 
MANAGEMENT
CHUI Wing Ting
LIU Xinying
WONG Adelina Jia Hng
YUAN Peiyi

Outstanding Achievements

The School’s premises was the scene on 13 March for an Academic Achievement Award Ceremony honouring 
undergraduate students who performed very well during Semester 1 2018/19. Accompanied by proud parents, 
students who achieved grade point averages of 3.7 or above during the semester received certificates. Also 
recognised on the day were students who had satisfactorily completed the requirements of the SHTM Student 
Ambassador Scheme.

The School congratulates the following recipients of the Academic Achievement Award. H
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FUNG Gigi
Assistant Learning Manager
Hyatt Regency Hong Kong, Tsim Sha Tsui

FUNG Ken
Hotel Manager
The HarbourView Place

GIRARD John
Area General Manager Hong Kong
Regal Hotels International

HO Alex
Assistant Director
Talent Development,
Wharf Hotels

HO Antony
Four Seasons Place Manager
Four Seasons Hotel Hong Kong

HO Ronald
Complex Director of Finance
JW Marriott Macau and The Ritz Carlton 
Macau

HUNG Mason
General Manager
Event and Product Development, Hong 
Kong Tourism Board

HUNG Vivian
Food and Beverage Marketing Manager
Conrad Hong Kong

JUNG Peter
Executive Director
Milton Exhibits Group Limited

KIM Renee
Deputy General Manager
Regal Airport Hotel Meeting and 
Conference Centre

KO Byron
General Manager
Hotel VIC

KO Kevin
Assistant Front Office Manager
The Mira Hong Kong

KU Ellis
Head of Learning and Organization 
Development
Maxim’s Group

KUM Matthew
Assistant Guest Relations and Club Floor 
Manager
Hotel ICON

KWOK Philip
Senior Human Resources Manager
Hong Kong Gold Coast Hotel 

LAM Grace
Director of Human Resources
The American Club

LAM Kase
Assistant Human Resources Manager
Hong Kong, Wing On Travel Service 
Limited

LAM Susan
Managing Director
Parklink Hotel Management Limited 

LAU Catherine
Administrator
Fringe Club

LAU Elise
Director of Human Resources
Renaissance Harbour View Hotel Hong Kong

LAU Paula
Deputy General Manager
Chimelong Group (HK) Limited

LAU Una
Public Affairs Director
Ocean Park Corporation

LEE Angela
Director of Learning and Development
Langham Hospitality Group

LEE Simon
Executive Assistant Manager – F&B
The Royal Garden Hotel

LEE Wilson
General Manager
Hyatt Regency Hong Kong, Shatin

LEUNG Cynthia
General Manager, Corporate Affairs
Hong Kong Tourism Board

LEUNG Eric
Director
Marketing and Sales, Asia and Oceania, 
All Nippon Airways

LEUNG Maggie
Assistant Human Resources Manager
Hong Kong Ocean Park Marriott Hotel

LEUNG Portia
Executive Manager, Human Resources 
Hong Kong Jockey Club

LI Christine
SVP, Head of Marketing and Communications
Genting Cruise Line 

LI David
Senior Operations Manager
Maxim’s Caterers Limited

LI Susanna
Vice President
MHK Restaurants Limited – A McDonald’s 
Franchised Business

LO Andrew
Director, Business Development and 
Strategy
Langham Hospitality Group

LO Anthony
Vice President Project Management
Shangri-La International Hotel 
Management Limited

LOCK Michael
Resident Manager
Hong Kong Disneyland Resort

LUI Dino
Director, General Manager
Jardine Airport Service

MA Yvonne
Managing Director
Eighty20 Marketing and Public Relations 
Agency

MAN Ankely
Assistant Director of Revenue Management
Sino Hotels

MULLER Michael
General Manager
Hong Kong Skycity Marriott Hotel

NG Eliza
Learning and Development Manager
AsiaWorld-Expo Management Limited

NG Ringo
Director of Rooms
InterContinental Grand Stanford Hong Kong

NGAI Gary
Director of Rooms
Holiday Inn Golden Mile

PARK Patrick
Director of Front Office
Marco Polo Hotels – Hong Kong

SAWYER Martyn
Group Director, Properties
The HongKong and Shanghai Hotels Limited

SHAM Signory
Director of Human Resources
The Hong Kong Country Club

SHING Phoebe
Manager, Business Development, 
Meetings & Exhibitions Hong Kong
Hong Kong Tourism Board

SIN Daisy
Sales Director
AMADEUS Hong Kong

SUNG Simon
Director of Human Resources
The Aberdeen Marina Club

TAI Frankie
Training Manager – Hotels and Serviced 
Apartments
The Mira Hong Kong and Mira Moon Hotel

TANG Tom
Operations Manager
L’hotel  Group (Chinachem Group)

TAO Rolita
Regional Director of Human Resources
Mandarin Oriental Hotel Group

TCHOU Larry
Senior Advisor – Greater China
Hyatt Hotels Corporation

TEIJEIRO Antonio
Multi-property General Manager
Sheraton Mile Hotel and Element Mile 

TSANG Porsche
Director of Guest Experience
Island Shangri-La Hong Kong

TSENG Thomas
Assistant Director Human Resources
Wharf Hotels

TSE Roni
Restaurant Manager
Hotel ICON

TULADHAR Brihat Man
Country Manager
Nepal Airlines Corporation

WAI Kenneth
Director of Human Resources
Island Shangri-La, Hong Kong

WAI Yvonne
Learning and Development Manager
Hong Kong Ocean Park Marriott Hotel

WANG Anvy
Sales Manager
Silvermine Beach Resort Limited

WONG Ada
Director of Human Resources
Conrad Hong Kong

WONG Catherine
Assistant Manager Digital Experience – 
Mobile
Cathay Pacific Airways

WONG Christine
Director of Rooms
Island Shangri-La Hotel

WONG Dennis
Director of Human Resources
The Langham, Hong Kong

WONG Elaine
Senior Project Manager
Connexus Travel Limited

WONG Johnson
Chief Operating Officer
Plaza Premium Group

YAU Edmund
Director of Front Office
Panda Hotel

YAU Sandy
Director of Human Resources
W Hong Kong

YEUNG James
Guest Service and Safety Manager
Cordis, Hong Kong

YIP Angela
Director of Learning and Development
Hotel ICON

YIP Lawrence
Director
Millennium and Copthorne Hotels (HK) 
Limited

YIU Yuti
Director of Human Resources
Hong Kong Ocean Park Marriott Hotel

YU Samuel
Director of Finance
Courtyard by Marriott Hong Kong

YU Philip
Vice President Operation
Greater China, Hyatt Hotels Corporation

YUEN Calvin
Manager, Corporate F&B
Shangri-La International Hotel 
Management Limited

A key feature of the SHTM’s food 
and beverage (F&B) activities is their 
distinctly global flavour. In recent 
months, the School has hosted 
Panama’s foremost chef, been 
privileged to organise a masterclass 
on a pineapple delicacy from a 
leading Taiwanese entrepreneur, 
hosted the US Consul General at a 
themed event, delved into Mexican 
cuisine with an award-winning 
chef, and left no stone unturned in 
providing guests and students with 
opportunities to learn from other 
international experts.

A Touch of 
Prestige

Early March saw the SHTM 
welcome a pioneer in the culinary 

arts: Chef Charlie Collins, flag-
bearer for the “new Panamanian 
cuisine”, which delves into and 
reinvents the rich gastronomic 
heritage of the country.  Co-
owner and Executive Chef of the 
luxurious Hotel Panamonte in his 
native Boquete, Collins has had 
the honour of cooking for five 
presidents of Panama and their 
foreign guests, including Chinese 
President Xi Jinping in December 
2018.

Fittingly for the year in which 
Hotel Panamonte celebrates its 
100th anniversary and the SHTM 
its 40th, a class of lucky students 
had the chance to meet this award-
winning chef on the morning of 6 
March. Accompanied by a film crew 
recording a documentary on his visit 
to Hong Kong, Chef Collins also 
toured the School’s F&B facilities, 
including Bistro 1979, the SHTM’s 

training restaurant, whose high-
quality meals and service testify 
to a 40-year history of producing 
graduates with on-the-ground 
experience of F&B operations.

Attention then turned to giving 
students the chance to learn 
from ambassadors for the iconic 
Taiwanese brand SunnyHills on 12 
April, with CEO Michael Hsu and 
Master Chef Lan sharing the secrets 
of the success of their internationally 
renowned pineapple cakes.

The students  learned how 
pineapples sourced from farmers 
in Taiwan’s Bagua Mountains are 
simmered without additives into a 
paste to fill the brand’s signature 
ingot-shaped pastry. They even had 
the chance to witness the process 
first-hand, with a pastry-making 
demonstration by Chef Lan himself. 
This was the perfect way to kick off 

Bringing the 
      World Home
Bringing the 
      World Home
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Hong Kong’s first ever “SunnyHills 
Pineapple Tart Afternoon Tea”, an 
indulgent afternoon tea experience 
later available in Hotel ICON’s 
restaurant GREEN for a limited time.

Not long afterwards, a visit from 
prestigious guests gave students 
the chance to learn more about 
the culinary traditions of the 
Americas. On 18 April, final-year 
Hotel Management undergraduates 
had the pleasure of welcoming 
Ambassador Kurt Tong, Consul 
General of the US Consulate 
General in Hong Kong & Macau 
and Mrs Tong, along with Ms Alicia 
Hernandez, Director, US Agricultural 
Trade Office to Hong Kong and 
Macau, for dinner at Bistro 1979.

Although far from home, Mr 
and Mrs Tong and Ms Hernandez 
enjoyed the familiar flavours of 
a US-themed dinner made with 
American ingredients. Posing for 
a photograph with the chefs and 
staff, their big smiles testified to 
our students’ success in perfectly 
evoking the “taste of home”.

Recipe for 
Success

Moving from North to Central 
America, on 3 June the SHTM 
proudly  hosted a  workshop 
delivered by award-winning chef 
Luis Aguilar on an ancient Mexican 
cooking technique: nixtamalisation.

Th is  process  –  d iscovered 
partly by accident by an ancient 
civilization and still used by millions 
of people today – is crucial to the 
preparation of a whole host of 
Mexican specialties, from tortillas 
to tamales. The workshop enabled 
students to discover and experience 
for themselves one of the world’s 
oldest and most vibrant cuisines.

O t h e r  e v e n t s  h o s t e d  b y 
the School’s Food and Wine 
Academy in recent times included 
a masterclass given by Mr Paul 
Gualino from French sustainable 
caviar brand Kaviari. Ms Ivy Ng, of 
Cheese and Wine HK, spent three 

sessions explaining the wines of 
Bourgogne to students and other 
participants, and Mr Jeremy Stunts 
led a highly informative session on 
the great ciders of the world.

The School was also proud to 
host an overview of German wine 
presented by Ms Carolin Klöckner, 
the 70th German Wine Queen, 
and a range of other workshops 
covering everything from US cheese 
to the magic of expresso. From the 
highest levels of Panamanian dining 
excellence to the simple delight 
of a well-crafted coffee, the SHTM 
always sets out to bring the best 
of the world’s F&B experiences to 
Hong Kong. H

Powering Ahead
The SHTM Alumni Association 

powered ahead with its 25th 
anniversary activities in recent times, 
offering members everything from a 
glimpse of things to come to a cosy 
afternoon learning together.

Getting Down 
to Business

The Association’s Annual General 
Meeting was held at the School 
on 17 January, with members 
discussing alumni affairs and 
receiving a preview of the business 
plan for the year. Members also had 
the chance to meet newcomers 
to the Association’s Executive 
Committee, secretaries Ms Adriane 
Li, Mr Calvin Yuen, Ms Molly Chik 
and Ms Celia Wong.

Jewel of 
an Event

On 2 March, Association members 
visited the Hong Kong International 
Jewellery Show at the Hong Kong 

Convention and Exhibition Centre 
in Wan Chai as part of a three fair 
collaborative deal with the Hong 
Kong Trade Development Council. 
Receiving VIP treatment, they were 
led around highlighted pavilions 
and featured design booths, 
learning about the technology and 
equipment used in the jewellery 
industry. Some members even 
managed to buy jewellery at very 
good prices!

Joyful 
Masquerade

With a theme of “Masquerade”, 
the Association’s Annual Dinner at 
The Helena May on 23 March was 
an outstanding success. More than 
100 members attended the joyful 
event, wearing a wide range of 
delightful masks. Each participant 
received the special gift of a 
reusable cutlery set printed with 
their name, and as in previous years 
they each took home a fabulous 
prize from a grand lucky draw.

The Association thanks the staff 
at The Helena May and all of the 
participants for making the event a 
joyful night to remember.

Fostering 
Connections

A highlight of the Annual Dinner 
was the presentat ion of  the 
HK$8,000 SHTMAA Scholarship 
2018-19 to Mr Scorpio Feng Zibing, 
a Year 2 Bachelor of Science in 
Hotel Management student, who 
submitted an outstanding proposal 
on this year’s theme of fostering 
alumni connections. Scorpio 
received a certificate on the night.

Cosy Coffee 
Afternoon

COBO House in Sai Wan Ho was 
the scene for a highly informative 
workshop on 1 June, with Coffee 
master Ms Celia Wong helping 
20 members to appreciate coffee 
by tasting more than 20 different 
varieties. The participants enjoyed 
the cosy Saturday afternoon and 
left far more knowledgeable about 
coffee than the thought they could 
be. H

SHTM Alumni               
   Association News
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Outstanding Professors for a Day
The School offers resounding thanks to the exceptional industry professionals who 

recently served as professors for a day.

Title and Company

Food Program Manager, Accelerate; Associate Portfolio Manager, Brinc
Sales Director (Trade – Wine division), Ponti Trading Ltd
Asia Director, California Wine Institute
Chief Operations Services Officer – Asia Pacific, Marriott International
Senior Solution Engineer, JAPAC Region, Oracle

Director of Human Resources, Marco Polo Hotels – Hong Kong
Manager (Innovation), Sino Land Company Limited
Co-founder, Urban Grow
Head of Human Resources, Emperor Hotels Group
Co-founder and CEO, Walk in Hong Kong
Founder and Director; Chinese Medicine Consultant, The True Nosh Company Ltd
Project and Content Manager, GLO Travel
General Manager – Marketing, Hong Kong Tourism Board
Head of Creative, Hong Kong Trade Development Council
General Manager – Hong Kong, Singapore Airlines
Executive Director; Director; McCormick Chef Coach Consultant, Polybrands 
International Ltd
Head – Content and Partnership, Marketing Development, Hong Kong Tourism Board
Senior Manager of Food and Beverage, Hong Kong Disneyland Resort
Director of F&B and Housekeeping, AsiaWorld-Expo Management Ltd
Asia Regional Director; Sales Manager, Carnival Corporation Hong Kong Limited
Deputy Managing Director, L’hotel Management Company Limited
Asia Pacific Representative, Manfredi
Assistant General Manager, The American Club Hogn Kong
Head of Travel Retail and Duty Free, Gérard Bertrand Wines
CEO; Senior Area Manager; Group Executive Chef; Head Chef of The Pawn; General 
Manager; Director of Human Resources, Classified Group

Senior Director of China Hospitality Education Initiative, The J. Willard and Alice S. 
Marriott Foundation
Director of Talent Acquisition – Greater China, Accor Hotels
Director of Human Resources, Midtown Shangri-La Hotel, Hangzhou
Senior Advisor, Meituan Hotel
Winemaker and Proprietor, Domaine du Pégaü
Head of Research and Consulting; Associate Consultant/Project Manager, 
Euromonitor International
Assistant Revenue Manager, InterContinental Grand Stanford Hong Kong
Head of University and College YMCA Department, Chinese YMCA of Hong Kong

Learning Manager, Grand Hyatt Hong Kong
Digital Marketing Manager, Hotel ICON
Assistant Learning Manager, Hyatt Regency Hong Kong, Tsim Sha Tsui
Managing Director, Blossom Hill Hotels and Resorts
Founding Partner, Niseko Resorts Group
Master of Wine and Proprietor, Heller Beverage Advisory
Lecturer, Department of Chemistry, Hong Kong Baptist University
Senior Director – Strategy Management Office, Marriott International
CEO; Master Chef and RD Director, SunnyHills

Founder and CEO, Wintour Technology Information Co Ltd
Director – Regional Sales, Frasers Hospitality (Hong Kong) Ltd
Director of Revenue Management, W Hong Kong
Director of Revenue Management, InterContinental Grand Stanford Hong Kong

Founder and Chief Executive Officer; Chief Operating Officer, Hong Kong, Ovolo 
Group Ltd
Senior Manager – Revenue Management, Marriot International
Director of Greater China and North Asia, Control Risks Group Holdings Ltd
Programme Officer, UNITAR CIFAL Jeju
Founder, Greywacke
Talent Acquisition Manager; Assistant Food and Beverage Manager, The Peninsula 
Hong Kong

Speaker

Dr Dalal ALGHAWAS; Ms Estefania ALMEIDA
Mr Florian BEAUBOUCHEZ
Mr Christopher BEROS
Mr Bart BUIRING
Mr John BYUN

Ms Cyrina CHAN
Ms Ka Wai CHAN
Ms Miranda Lok-Sze CHAN
Mr Patrick CHAN
Mr Paul CHAN
Ms Renée CHAN; Ms Kitty CHOW
Ms Yoyo CHAN
Ms Tina CHAO
Mr Jason CHEUNG
Mr Chow Hwee CHIA
Ms Sarah CHOW; Ms Alice CHOW; 
Ms Lisa LEONG
Mr Tony CHOW
Ms Cici CHUI
Mr Kenneth CHUI
Mrs Nancy CHUNG; Ms Frances YIK
Ms Sylvia CHUNG
Ms Anna COTELLA
Ms Emma CULLEN
Mr Thibaut DE BRAQUILANGES
Mr Alain DECESSE; Mr Nicolas NG; Mr 
Lawrence YEE; Mr Chris CHAN; Ms Nicoletta 
SCRENCI; Ms Peggy LAI
Ms Joy DONG

Mr Alpha DU
Ms Tanya DU
Ms Jie FENG
Ms Laurence FÉRAUD
Mr Roberto FERNÁNDEZ; Mr Jonathan YORK

Mr Kenny FOK
Mr Franky FONG

Mr Jason FONG
Mr Terence FONG
Ms Gigi FUNG
Mr Lin GU
Mr Eddie GUILLEMETTE
Ms Sarah HELLER
Dr Koon-Sing HO
Mr Matthew HOWCROFT
Mr Michael Ming-Jen HSU; 
Chef Sha Chung LAN
Mr Truman HUANG
Mr Eddie HUI
Ms NaLe HWANG
Ms NaNa HWANG

Mr Girish JHUNJHNUWALA; Mr Tim ALPE

Mr Jascha JIANG
Ms Ling JIN
Ms Jiyoung JO
Mr Kevin JUDD
Mr Peter KONG; Mr Peter ANGST

Topic

Financial Management for Food and Beverage Startups
Real Companhia Velha: A Portuguese Journey – Wine Tasting Master Class
Meet the Grapes: Discover California Wines
Marriott Corporate Strategy
Integration of Property Management, Distribution and Point of Sales System with 
Digital Marketing and Customer Experience Solutions
Labour Shortage for Hong Kong Hotels
Development of Smart Hotel Guestrooms
Restaurant Multi-unit Management – Supply Chain with Microgreens Urban farming 
Personal and Professional Attributes Leading to Career Success in the Hotel Industry
Alignment of Product, Market and Distribution Channels: The Case of Walk in Hong Kong
Food and Beverage Management
Itinerary Planning and Tour Guiding Skills for In-depth, Intellectual Tours
Marketing of Hong Kong as a Destination
Experience Design in Exhibitions
Singapore Airlines – Branding and Marketing Experiences
Flavours of the world

Content Marketing
Restaurant Multi-unit Management
Events at AsiaWorld-Expo
Cruise Industry Development in Hong Kong – An Update by Carnival Corporation
Geopark Hotel Concept
Piemonte Wine Master Class
Esteemed Managers Series: Women in Club Management
Winemaking and Viticultural Trends in France
Restaurant Multi-unit Management 

Strategic Corporate Social Responsibility: Marriott Foundation

Hospitality Recruitment-current Challenges
HRM Audit
Online Reviews and Marketing
Domaine du Pégaü Masterclass
Consumer Research in the Travel/Hospitality Industry

Revenue Management in application
Recreation Policies and Development in Hong Kong
Leisure Policies in Hong Kong
How to Pursue a Successful Career Path and Opportunities Ahead
Digital Marketing
Environmental Management: Case of a Hyatt Hotel
Business-level Strategy of Blossom Hill
Industry Insights into Startups within Japan (Niseko) – Boutique Luxury Villa Collection
Brand Management and Communication in Wine Business
Colorimetric Testing in Food and Beverage 
What’s Next after the Acquisition?
Brand Journey to International Success

Career Development: Life Long Learning and From Industry to Consulting
Corporate Consumer Behaviour
Pricing and Distribution in the Hospitality Industry
Pricing and Distribution in the Hospitality Industry
Revenue Management in Application
Ovolo 2.0 – The Evolution of Micro Hotels

Insights of Revenue Management in Marriot
Consultancy Project in Hospitality Companies
Sustainable Tourism at UNITAR CIFAL Jeju
Cool Climate Images
Restaurant Multi-unit Management – Leadership and Competencies and 
Talent Acquisition 

1990s
Ms Janet Lai 
HD in Hotel and Catering 
Management 1993 is Director 
of Human Resources at the 
InterContinental Grand Stanford 
Hong Kong.

 2000s
Mr Elton Sun 
MSc in Hotel and Tourism 
Management 2004 is Vice 
President, China of Hyatt Hotels 
Corporation.

2010s
Ms Joyce Kwok 
BSc(Hons) in Tourism Management 
2010 is Manager, Inside Sales & 
New Business, Southeast Asia & 
Hong Kong at American Airlines.

Ms Perry Wong 
BSc(Hons) in Hotel Management 
2010 is Assistant District Officer, 
Central and Western District 
Office of the HKSAR Home Affairs 
Department.

Ms Gigi Fung 
BSc(Hons) in Hotel Management 
2012 is Assistant Learning Manager 
at the Hyatt Regency Hong Kong, 
Tsim Sha Tsui.

Ms Vivian Hung 
BSc(Hons) in Hotel Management 
2012 is Food and Beverage 
Marketing Manager at Four Seasons 
Hong Kong.

Mr Wesley Ling 
BSc(Hons) in Hotel Management 
2012 is Director of Talent & Culture 
– New Project Development at 
Rosewood Hotel Group.

Mr Calvin Yuen 
BSc(Hons) in Hotel Management 
2012 is Manager, Corporate Food 
and Beverage at Shangri-La Hotels 
and Resorts.

Dr Ahmed Salih 
Ph.D. in Hotel and Tourism 
Management 2013 is Minister of 
State for Tourism at the Ministry of 
Tourism, Republic of Maldives.

Dr James Mabey 
Doctor of Hotel and Tourism 
Management 2013 is Chief 
International Business Officer 
and Managing Director of Asia 
and the Middle East at Standard 
International, LLC.

Dr Joseph Tormey 
Doctor of Hotel and Tourism 
Management 2013 is Director 
of the Hospitality Management 
Program at the Jack H. Brown 
College of Business and Public 
Administration, California State 
University, San Bernardino.

Ms Gloria Chan 
BSc(Hons) in Hotel Management 
2009, Master of Philosophy 2013 
is Director, Development Planning 
and Feasibility, Asia Pacific of 
Marriott International Inc.

Ms Pureanae Jang 
BSc(Hons) in Hotel Management 
2013 is Manager, Valuation and 
Advisory Services at Colliers 
International Hong Kong.

Ms Betsy Lam 
MSc in International Tourism and 
Convention Management 2014 is 
Project Leader - Training & Events at 
the 3 Hani Enterprises Limited.

Ms Celia Lian 
MSc in International Hospitality 
Management 2014 is Assistant 
Director of Development at the 
Hopson Development Holdings 
Limited.

Ms Luna Wang 
BSc(Hons) in Tourism Management 
2015 is Assistant Market 
Development and Air Partnership 
Manager of Asia Miles Limited.

Ms Jennifer Lo 
MSc in International Hospitality 
Management 2016 is Senior 
Learning and Development Officer 
at The Peninsula Hong Kong.

Mr Stephen Tai 
BSc(Hons) in Hotel Management 
2016 is Talent and Culture Manager 
at the Rosewood Hotel Group.

Ms Grace Mak 
BSc(Hons) in Hotel Management 
2017 is Captain, Felix at The 
Peninsula Hong Kong.

Dr Benson Tang 
BA(Hons) in Tourism Management 
1995, Doctor of Hotel and 
Tourism Management 2018 is 
Executive Director, Corporate Travel 
at UBM Asia Ltd.

Ms Sandrine Hess 
MSc in International Hospitality 
Management 2018 is Junior Event 
Manager at George P. Johnson.

Ms Miranda Chan 
BSc(Hons) in Hotel Management 
2019 is Guest Service Officer at the 
Mandarin Oriental Hong Kong.

Mr Harry Ha 
BSc(Hons) in Hotel Management 
2019 is Graduate Trainee, Valuation 
& Advisory Services at the Colliers 
International Hong Kong.

Mr Angus Wong 
BSc(Hons) in Tourism Management 
2019 is Executive Trainee of Milton 
Exhibits Group.

Alum-notes
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Speaker TopicTitle and Company

Ms Karen KWAN
Mr Arthur LAU
Mr Calvin LEE
Ms Connie LEE
Mr Gabriel LEE

Ms Mazing LEE

Mr Pierre LEGRANDOIS
Ms Adriane LI; Ms Gloria YU

Ms Anne LI
Ms Crystal LI
Mr Johnny LI
Mr Junning LI
Mr Marco LIBONATI; Mr Marco BELTRAME
Ms Selin LIN
Mr Terry LIN
Mr Wesley LING
Mr Leo LIU
Mr Joeland LO
Mr Terence LUI

Ms Sandy LUO
Mr Robby MA
Ms Tina MA

Ms Holly MCGHEE
Mr Ryo MIURA
Chef Luigi NASTRI
Dr Esterina NERVINO
Ms Carmen NG
Ms Ivy NG
B.S. ONG
Dr Faith ONG
Mr Matthew PINE
Mr Gregory ROCKETT
Ms Betty SIMPSON
Ms Sylvaine SIU
Ms Winnie SO

Mr Benson SOO

Chef Rigel SOTELO SCHMELKES
Mr Jeremy STUNT
Ms Candy SUN
Mr Michael TAM
Dr Benson TANG

Mr Thompson TANG
Dr Guillaume TIBERGHIEN
Ms Vicky TONG

Ms Marina TSANG
Mr Derek TSE; Ms Tammy CHEUNG

Ms Miranda VAN BRUCK
Mr Laurent VARACHAUD; Mr Mickael RIOU

Ms Jane WANG
Dr Kai WANG
Mr Philip WEI
Dr Jutamas WISANSING
Ms Christine WONG
Mr Darren WONG
Mr Joe WONG

Founder, Delightfully Green
General Manager, The Westin Pazhou
Director of Revenue Management, Holiday Inn Golden Mile Hong Kong
General Manager, Kempinski Hotel Changsha
Chief Operating Officer and Executive Director, Union Medical Healthcare Ltd

CEO and Co-founder, Lify

General Manager – Sommelier, Links Concepts Company Ltd
Assistant Manager, Investment Management and Business Development; 
Associate, Shangri-La Asia Ltd
Executive Director, Pico International (HK) Ltd
Industry Manager, Google Hong Kong
Founder and Managing Director, Gateway Group Ltd
Vice President, OYO Hotels
Asia-Pacific and Middle East Manager; Education and Technical Support, Dalla Corte
China Representative, Los Angeles Convention and Visitors Bureaus
Executive Director, Atami Hotel Taipei Onsen
Assistant Director of Human Resources, Marco Polo Hotels – Hong Kong
Senior Manager, Talent Development, Felex
Talent Development Manager, ALVA Hotel by Royal
Director of Talent and Culture, The Silveri MGallery by Sofitel and Novotel Citygate 
Hong Kong
Founder and CEO, PLUS Consulting
Director of Technology, The Peninsula Hong Kong
Guest Relations and Club Floor Manager, Hotel ICON

D&I Manager, Financial Services, Asia Pacific, Ernst & Young Group Ltd
Senior Assistant Director of Housekeeping, Rosewood Hong Kong
Michelin-Starred Chef, Sensi
Director, Retail in Asia (part of Bluebell)
Director of Sustainability, Langham Hospitality Group
Wine and Cheese Educator, Write, and Founder, Cheese and Wine HK
Chief Financial Officer, Scmidt Marketing
Research Assistant, Faculty of Higher Education, William Angliss Institute
Resident Manager, Noah’s Ark Hong Kong
Former Vice President of Development, Hilton Worldwide and Marriott
General Manager, The Helena May
Representative, US Dairy Export Council – Hong Kong Office
Assistant Manager – Corporate Communications, Hong Kong Convention and 
Exhibition Centre (Management) Ltd
Head of Guest Experience and Room Operation, One-Eight-One Hotel and 
Serviced Residences
Home Chef
Pommelier and Fine Cider Merchant, Authentic Cider
Director of Revenue Optimization and Distribution, Sands China
Founder, Café Sausalito
Regional Director, Asia, Association of Corporate Travel Executives

Owner and CEO, Niceland Wedding Group
Lecturer in Tourism, University of Glasgow
Superintendent, Major Events Planning Division, Major Incidents Bureau, Hong 
Kong Police Force
Communications Manager, TUVE Hotel
General Manager; Marketing and Corporate Communications Manager, 
HKTraveler.com Ltd
Program Director – Events, Meeting Professionals International
Director Purchasing/Logistic and Administration; Sales Manager; Gourmet en 
Provence
Cluster Director of Spa and Fitness, The Ritz-Carlton, Hong Kong
Chief Strategy Officer, ATOUR Life
Founder and CEO, BTL Hospitality
Managing Director, Perfect Link Consulting Group
Director of Rooms, Island Shangri-La, Hong Kong
Chairman, Hotel Controllers and Accountants Association of Hong Kong
Commissioner for Tourism, Tourism Commission, HKSAR Commerce and Economic 
Development Bureau

Living Green
Hotels as Convention Venues 
Trends in Revenue Management and Data Analytics
Career Development
Medical Aesthetics and Healthcare Tourism – Strengthening Company’s 
Competitive Position
How Established Global and Startup Brands are Suing Different Positioning and 
Channels to Differentiate Themselves
Wine Consumption and Marketing Trends in Hong Kong/Asia
Hotel Asset Management: Becoming a Successful Asset Manager

Exhibition
Google Search and Brand Advertising
Industry Insights into Startups within Hong Kong  
The Magic of OYO
The Magic of Espresso – Bringing out of the Best Shot
Role of CVB
CPA for Chain Hotels
CSR in Hotels
HRM Challenges and Issues in Hospitality and Tourism Industry
Restaurant Multi-unit Management – Pre-opening Plans for F&B Staffing and Issues 
Environmental Management in Novotel Hotels

Women Leadership
The Future Role of IT in Hospitality Industry
Strategies and Practices to Strengthen Customer Relationship: The Case of Hotel 
ICON’s Club Floor
Creating an Inclusive Culture
Housekeeping Management
Italian Culinary Workshop
Luxury Marketing: Challenges and Opportunities and the Digital Era
Green Initiatives of the Langham
A Taste of French Cheese
Current Trends and the Market in Hong Kong and China Guests
Volunteer Tourism
Strategic Planning of Attractions:  The Case of Noah’s Ark Hong Kong
Hilton and Marriott – The Next 50 Years
Esteemed Managers Series: Women in Club Management
Things to Know about US Cheese
MICE Trends

Service Positioning of One-Eight-One 

Mexican Culinary Workshop
Great Ciders of the World
Trends and Insights of Revenue Management in Sands China
The Magic of Espresso – Bringing out of the Best Shot
Introduction to Corporate Travel Industry and Strategic Meetings Management 
Programme
Creative Ideas and HR Challenges for Tourism and Hospitality Industry
Ecotourism in Kazakhstan
Risk/Crisis Management in Event

Marketing strategies for Boutique Hotel
Managing Ecotourism Business

Event Experience Design 
Plantin Truffle Masterclass

Spa Industry
Atour and IP Hotels
Leading Through Branding Yourself: The Case of WEI
Gastronomy in Tourism
Housekeeping Management
Uniform System of Accounts for Lodging Industry 
Leading Hong Kong’s Tourism Development

Speaker TopicTitle and Company

Mr Johnson WONG
Ms Kitty WONG
Mr T.K. WONG
Mr Timothy WONG; Ms Jaime TUNGE
Mr Billy WU
Mr Bryan WU
Ms Gloria WU
Ms Celia XU
Ms Qing XU
Ms Norma YAN
Ms Michelle YANG

Ms Sandy YAU
Ms Camelia YEUNG
Ms Angela YIP

Mr Calvin YUEN

Mr Manfred YUEN
Mr Colin ZHAI
Ms Athena ZOU

Chief Operating Officer, Plaza Premium Group
Head of Marketing and Communications, The Jockey Club CPS Ltd
Creative Director, TKMW Creative
Learning and Development Manager; Group English Trainer, Sino Group
Assistant Manager, HKSAR Leisure and Cultural Services Department
Co-founder, Gear Coffee
General Manager, E-Commerce Center, China Travel Service (Hong Kong) Ltd
Chief Marketing Officer – Global Marketer, The Dake Data
Chief Culture Officer, Xiamen Zokoo Science and Technology
Owner Representative and Deputy General Manager, Marco Polo Shenzhen
Regional Director of Strategic Sales and Marketing – China, Banyan Tree Hotels 
and Resorts
Director of Human Resources, W Hong Kong
Senior Project Manager, Hong Kong Arts Festival Society Ltd
Director of Learning and Development, Hotel ICON

Manager, Corporate Food and Beverage, Shangri-La International Hotel 
Management Ltd
Founder and Architect, Groundwork Architects + Associates Hong Kong
General Manager, Shenzhen City No. 33 Hotel
Business Development Manager, Wharf Hotels
 

Plaza Premium Group – 20 Years of Growth and Expansion
Marketing of Tai Kwun as a Heritage and Art Attraction
The Branding Process
Training Practices in the Hospitality Industry
Role and Activities of Department of Leisure and Cultural Services
The Magic of Espresso – Bringing out of the Best Shot
Intangible Cultural Heritage and Tourism
Innovations in the Digital Marketing
My Cross-boundary Entrepreneurship Journey in New Retail
HRM Challenges and Issues in Hospitality and Tourism Industry
Corporate-level Strategy of Banyan Tree

Professional Development and Attributes
Experience Sharing of an Event Producer: Local and International Case Studies
Human Resources Strategies and Practices in the Hotel Industry
Creativity Development
Food and beverage Services in Asia/Hong Kong

Trends in Residence Design
HRM Challenges and Issues in the Hospitality and Tourism Industry
Economic Analysis of Hotel Projects

Upcoming Events
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Professor-for-a-Day Programme Calendar of Events
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