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Achieve year-round mileage
The publication’s comprehensive directory and guides keep it invaluable to travel 
consultants throughout the year.

Make a statement
Join the ranks of the premium luxury brands covered in this publication, selected 
based on the highest levels of luxury.

Create a lasting impression
Distinguish yourself alongside award-winning editorials. The depth and physical 
appearance of this publication will astound readers with its quality.

Reach premium buyers
Reach 10,000 luxury travel and MICE professionals from the Asia-Pacific who sell 
luxury globally.

Your Brand,
Defining Luxury.

Inviting you to be seen alongside the most magnificent in the industry. 
Debuting in October 2012, TTG Asia Luxury is our response to the burgeoning 
Asia-Pacific luxury travel market and the wave of travel companies ready to tap 
this immensely lucrative market. 

For the reading pleasure of premium travel and luxury MICE professionals, the 
latest information on the best luxury offerings in the region and guides to luxury 
travel planning come packaged in breathtaking visuals and insightful editorial.
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guide top 40

The presence of passionate and innovative entrepreneurs is helping 
to define luxury travel in Australia, opening a whole new world for 
platinum nomads to romp-and-roll, says Raini Hamdi 

The Gold List

-
teristics are the same as those we 

-

are the same as those we propose 
to use in FA! Dummy text, it has no 

-
teristics are the same as those we 

Alila
Brand values This is dummy text, it has no 
meaning, although the type characteristics 
are the same as those we propose to use 
in the finished publication. Dummy has no 
meaning! Although the type characteristics 
are the same as those we propose to use in 
FA! Dummy text has no meaning...

No. currently in operation This is dummy 
text, it has no meaning

No. opening and where by 2015 This is 
dummy text, it has no meaning, although 
the type characteristics are the same as 
those we propose to use in the finished 
publication. Dummy has no meaning! 
Although the type characteristics are the 
same as those we propose to use in FA!  

Amanresorts
Brand values This is dummy text, it has 
no meaning, although the type character-
istics are the same as those we propose to 
use in the finished publication. Dummy has 
no meaning! Although the type character-
istics are the same as those we propose to 
use in FA! Dummy text has no meaning...

No. currently in operation This is 
dummy text, it has no meaning

No. opening and where by 2015 This is 
dummy text, it has no meaning, although 
the type characteristics are the same as 
those we propose to use in the finished 
publication. Dummy has no meaning! 
Although the type characteristics are the 
same as those we propose to use in FA! 
This is dummy story – template

Anantara
Brand values This is dummy text, it has 
no meaning, although the type character-
istics are the same as those we propose to 
use in the finished publication. Dummy has 
no meaning! Although the type character-
istics are the same as those we propose to 
use in FA! Dummy text has no meaning...

No. currently in operation This is 
dummy text, it has no meaning

No. opening and where by 2015 This is 
dummy text, it has no meaning, although 
the type characteristics are the same as 
those we propose to use in the finished 
publication. Dummy has no meaning! 
Although the type characteristics are the 
same as those we propose to use in FA! 

Dummy has no meaning! Although the 
type characteristics are the same as those 
we propose to use in FA!

 
 

-

For the first time, the 
voice of Asian luxury 
travel planners on 
the Top 40 most 
prestigious hotel 
brands will be heard 
and featured in this 
directory.
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destinations australia 

The presence of passionate and innovative entrepreneurs 
is helping to define luxury travel in Australia, opening a 
whole new world for platinum nomads to romp-and-roll, 
says Raini Hamdi 

Australian luxury 
defined

Luxury travel planners could be 
forgiven if they found the experi-
ence of searching for luxurious 
places in Australia akin to the 
proverbial needle in a haystack. 

To begin with, these resorts 
were few and far between a few 
years ago – literally, too, consider-
ing the vast distances in the conti-
nent. An idea of what constitutes 
luxury travel in Australia, there-
fore, was as remote as its outback. 

But all that has changed as 
unique, high-end independent 
properties started popping up, 
their critical mass and defining 

traits helping to shape a firm idea 
of Australian luxury tourism. 
And in a move designed to make 
themselves more known and 
accessible to luxury travel plan-
ners, the owners of 16 such resorts 
have come together under a new 
grouping, Luxury Lodges of Aus-
tralia (albeit the only thing that is 
a ‘lodge’ about them is their small 
roomcount).

The portfolio of Luxury Lodges 
of Australia throws up the Who’s 
Who of Down Under properties 
whose name on their own whis-
pers a certain cache at home. The 

Louise, for example, has etched its 
mark as a vineyard retreat in the 
Barossa Valley, its restaurant Ap-
pellation a gourmand’s best-kept 
secret. Or take the Southern Ocean 
Lodge in Kangaroo Island – dra-
matic architecture springing out of 
the wilderness.

Or the Wolgan Valley Resort 
& Spa bordering the Greater 
Blue Mountains World Heritage 
region, sister to Emirates Hotels 
& Resorts’ conservation-inspired 
Al Maha Desert Resort & Spa 
in Dubai. Or the Lake House, a 
country garden accommodation 
in Daylesford that serves haute 
cuisine.

No two properties are alike, yet 
each is so alike in one huge area: 
a special location or setting that, 

combined, documents Australia’s 
rich and diverse natural attractions 
– the outback, desert, mountain 
ranges, ocean reefs, vineyards, 
etc – and its ability to deliver the 
experiential and extraordinary to a 
discerning clientele. 

“Australia has changed in the 
last eight years,” explained Penny 
Rafferty, former general manager 
of The Louise who now heads 
Luxury Lodges of Australia as its 
executive officer. “Half of these 
properties did not exist eight years 
ago.”

“The presence of innovative 
entrepreneurs who are seriously 
passionate for the region they are 
in is what drove the change,” she 
said.

American Jim and Helen Car-

reker, owners of The Louise, for 
instance, transplanted the Euro-
pean model of destination dining – 
memorable food and wine experi-
ence complemented by luxurious 
accommodation – into the Barossa 
Valley, while owners such as James 
and Hayley Baillie of the Southern 
Ocean Lodge are passionate about 
creating luxury icons in places of 
unique natural significance. 

“The one thing they have in 
common is their individual pas-
sion, and recognising how special 
each region is and the appeal it 
would have for platinum nomads. 
And they put their money where 
their mouth is. 

“Australia has never had this 
critical mass of unique products 
before and that’s why we’re able 

to create Luxury Lodges of Aus-
tralia,” said Rafferty.

The alliance is funded by the 
owners to serve as the central point 
of reference for travel planners 
selling Australia, not as a booking 
engine. 

A suite of tools on the website 
(www.luxurylodgesofaustralia.
com.au) helps travel planners 
connect the dots, and even the 
seasoned ones would appreciate 
the immediate answers to mind-
boggling distances, destination ex-
periences and other details, given 
the diversity and remote regions 
each property is located.

Tools include eBrochures of the 
members in seven languages, nar-
rated videos, hi-res images, prop-
erty fact sheets, getting between 
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Editorial
Cover Story: TTG Asia Luxury “The Gold List”
For the first time, the voice of Asian luxury travel planners on the Top 40 
most prestigious hotel brands will be heard and featured in this directory.

Guides: Responsible Luxury Travel 
Clients want more meaning and experience. Here’s your guide on some of 
the best ideas on responsible luxury travel.

Asian Luxury Travel Markets Section: China & India 
Follow the trajectory of outbound luxury travel markets in China and India.

Destinations 
Thailand, Singapore, Hong Kong, Australia and the Maldives.

Luxury MICE 
Small incentive, big budget, and how to spend it. 
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Positions	 Dimensions	 Normal Rates	 Introductory Rates
	  (WxH)mm	 (USD)	 (USD)

Full Page	 229 x 300	 15,000	 11,500

Half Page (Horizontal)	 199 x 130	 10,000 	 7,500

Double Page Spread	 458 x 190	 25,000 	 18,750

Inside Front Cover 	 229 x 300	 18,000	 13,500

Outside Back Cover 	 229 x 300	 20,000 	 15,000

Booking Deadline: 27 Aug | Material Deadline: 3 Sept | Please add a 5mm bleed all round.

By Country
Brunei/Malaysia	 1,860	 17.4%
Singapore	 1,853	 17.4%
Hong Kong/Macau	 1,582	 14.8%
China	 1,479	 13.9%
India	 979	 9.2%
Australia/NZ	 826	 7.7%
Thailand	 670	 6.3%
Japan	 509	 4.8%
Taiwan	 259	 2.4%
Indonesia	 249	 2.3%
Philippines 	 183	 1.7%
South Korea	 137	 1.3%
Vietnam	 86	 0.8%
Total	 10,672	 100%

Travel trade buyers
4,340 | 40.7%

MICE buyers and  
corporate end users  
6,332 | 59.3%

 By Industry


