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THE ANANTI CLUB SEOUL, SOUTH KOREA

ourism is now the third biggest industry in the world. But why do 
people travel? Originally, voyages of education and discovery were
made literally to broaden horizons. At the time, our view of the 
world  – essentially the first world map published by Anaximander
(610-546 BC) – was very different and encompassed a mere two 

continents: Europe and Asia. Organised tours began only with the advent 
of the steam engine at the beginning of the 19th century, but were also 
fuelled by growing expenditure on leisure pursuits, financial resources, 
regional mobility and a newfound desire to experience faraway places. 

The rapid global expansion of international 
tourism began only in the 1980s following 
the deregulation of airlines. Tourism has 
touched every corner of the world. It has 
created a global movement and society, 
blurring the line between national identities. 
Travelling appears to be human nature, but 
why do we continually set course for foreign
lands? For one, it appeals to our sense of 
curiosity: when we travel we encounter 
strange and unfamiliar things and attempt 
to understand them. According to escape 
theory, some people want to break free from
everyday life, to leave their worries behind 
under the illusion that those troubles will 
not accompany them to their destination.
Others simply cannot resist the appeal 

of exoticism and frequent travellers often lose a sense of home or will 
constantly return to beloved places, including hotels. With that in mind, 
GHM strives to create havens where its guests feel truly comfortable, 
as though part of a big family – in short, places they will never forget.  

James Graf, a truly cosmopolitan man with Swiss roots, earned an enviable reputation in Europe 
as a freelance research journalist and photographer for media and TV companies. However, being
an expert on gambling, he has also advised government bodies in the USA, Canada and Thailand,
and in 1991 helped to pave the way for the legalisation of casinos in Switzerland. He also mentored
PhD students at the universities of Zurich and Basle and the Business and Hotel Management
School in Lucerne on political and economic aspects of lifting the ban on gambling. For many years
now he has been based in Asia, where he writes studies on people in hotels and has got to know
some of the world’s top establishments. It was through this work that he became a good friend 
of GHM President Hans Jenni, with whom he developed the idea behind THE MAGAZINE. Graf is
passionate about what he does and always strives for perfection. THE MAGAZINE is his attempt to
produce a publication whose original concept brings to life the GHM slogan: A Style to Remember.
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Great news: three GHM properties have once again made it onto the Gold
List 2011 compiled by Condé Nast Traveller, the most widely read publication 
in the travel industry and a yardstick for seasoned travellers. The Setai South
Beach in Miami has just cemented its position as a leading hotel, receiving
two top ratings: Best Hotel Ambience and Design in The Americas and the
Caribbean and the prestigious Readers’ Choice Awards Top 100 Best Hotels
in the World. The Datai Langkawi was recognised for its individuality in the
Gold List 2011 as the Best Hotel for Rooms in Asia and ranked third on the
Gold List 2011 for the Best Leisure Hotels in Asia and the Indian Subconti-
nent. The Chedi Muscat was also awarded the title Best Hotel Ambience
and Design in Africa, the Middle East and the Indian Ocean. Indeed, Gold
List contributor Fiona Lintott singled out the hotel for personal praise, saying
The Chedi was the sort of place where people “swim quietly so as not to 
disturb each other”. Moreover, The Datai and The Chedi Muscat have been
dubbed “classic” esta blishments, having appeared five or more times on 
the Gold List. GHM properties are also all members of The Leading Hotels 
of the World, an organisation that sets high standards via its strict member-
ship criteria and regular anonymous quality checks on affiliated hotels
(through the company Leading Quality Assurance). In early 2009, The Lea-
ding Hotels of the World revamped its catalogue of quality criteria in a bid 
to meet guests’ changing needs and expectations. As a result, the social
skills of hotel staff are more closely scrutinised than ever before. Are they
doing enough to meet guests’ individual needs and wishes? Are guests truly
appreciated or do staff just do the minimum necessary to meet standards?
GHM is clearly operating at this high level since two of its establishments 
on the list of Leading Hotels of the World 2010 have just been awarded 
top-level accolades: The Chedi Chiang Mai in the Commitment to Quality
Awards and The Nam Hai in the Commitment to Excellence Awards. The
Nam Hai (Vietnam) was also named Best Destination Spa 2010 in the 
Asia Spa and Wellness Festival Gold Awards.

Best Hotel Ambience & Design The Americas & Caribbean, The Gold List 2011/2009 (Condé Nast Traveler); The Gold List 2011 (Condé Nast Traveller UK); 
Most Excellent Hotel in the USA and Canada 2011/2009 (Condé Nast Johansens Awards); Readers’ Choice No.2 in the Spa & Wellness Hotel Americas 2010 

(Centurion Magazine); The World’s Best Places to Stay, The Gold List 2010 (Condé Nast Traveler); Readers’ Choice Awards, Top Ten Hotels in the USA 
and The No.1 Hotel in Florida 2010 (Condé Nast Traveler); Best Hotels in the World 2010, Top 10 United States 2010 and Best Hotel in Florida, The Gold List 2010 

(Condé Nast Traveler); Most Wonderful Suite 2010 (VIP International); US-World's Best Large City Hotels 2009/2010 (Travel + Leisure); Award of 
Excellence 2010/2009 (Wine Spectator); World’s Sexiest Hotels 2010 (Trip Advisor); and Readers’ Choice Awards, Best Hotels Overseas Leisure Hotels-

The Americas & the Caribbean 2009 (Condé Nast Traveller UK)

Travelers' Choice Award 2009, Top 100 Luxury World (Trip Advisor);
Travelers' Choice Award 2009, Top 10 Luxury Asia (Trip Advisor)

Commitment to Excellence Awards 2010 (The Leading Hotels of the World), Best Destination Spa 2010 
(Asia Spa & Wellness Festival Gold Awards), The Hot List 2010 (Property Report Asia); Commitment to Quality 

Award 2009, Regional Winner Asia & Pacific 2009 (The Leading Hotels of the World); Best Destination Spa 2009 
(Asia Spa & Wellness Festival Gold Awards); The Hot List (Property Report Asia 2009); 5-Star Architecture 

Award 2009 (Asia Pacific Property Awards); Best Resort 2009 (Hotel & Lodge Magazine)

Commitment to Quality Awards 2010 (The Leading Hotels of the World); Best Kitchen in Asia, Maximum Points 
in The Gold List 2010 (Condé Nast Traveller); The Gold List 2009 (Condé Nast Traveller); Selection Awards 2009, 

Excellence in service, accommodation and guest satisfaction (Tablet Hotels)



Best Hotel for Rooms Asia (The Gold List 2011), Readers’ Travel Award 10 – No.3 in Leisure Hotels Asia and Indian Subcontinent (Condé Nast Traveller); 
The Gold List 2010 (Condé Nast Traveller); Best Design Hotel in Malaysia (The Gold List 2010, Condé Nast Traveller); The Gulai House Winner of Innovative 

Restaurant (Malaysian Tourism Awards 2009); Runner up Best Spa in Asia 2009 (Condé Nast Traveller); Readers‘ Award No.4 in Leisure Hotels Asia and 
Indian Subcontinent 2009 (Condé Nast Traveller); Readers’ Award No.25 in The World's Top 100 2009 (Condé Nast Traveller)

Best Hotel Ambience & Design Africa, Middle East & Indian Ocean (The Gold List 2011 Condé Nast Traveller); No.1 in Spas in Middle East, Africa & Indian Ocean,
Readers' Award 2009 (Condé Nast Traveller)
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Gambling can be traced as far back as 3000 BC when
the earliest known six-sided dice, discovered in China
and what was once Mesopotamia, were made from
bones or ivory. The prevalence of gambling in the 17th
century gave rise to scientific studies on probability,
but even before that Galileo Galilei had conducted
mathematical investigations into certain forms of
gambling. People tend to have a rather skewed view
of probability. According to prospect theory, people
are risk-averse when dealing with potential gains and
risk-seeking when dealing with potential losses. How -
ever, when money is divided into small units for slot
machines or substituted with chips in casinos, its real
value is less obvious and the risk harder to perceive.
Moreover, a near-miss phenomenon is often obser-
ved, suggesting that the next win is ‘just around the
corner’. For instance, gamblers who almost make the
mark in a game of skill or bet on a number next to
where the ball lands in roulette are led to believe that
only a little more skill is required to hit the target, so
they carry on playing and spending money.
Slot machines, casinos and lotteries are the most 
widespread forms of gambling along with horse racing,
especially in countries where the practice is gene ral-
 ly forbidden, such as Thailand. In casinos, electronic 
games are increasingly being preferred to slot ma -
chines. In fact, even roulette, poker and blackjack are
no longer played in some establishments. This is be-
cause players are demanding ever more dynamic 
games, so classic table games now account for less
than 20% of casino games worldwide. In this connec-
tion, some slot machines now accept not only coins
and tokens, but increasingly also Ticket-In, Ticket-
Outs (TITOs), allowing players to move from one slot
machine to the next and alienating them still further
from the concept of real money. The rapid rise of
smartphone gambling is poised to revolutionise the
industry, and is already causing growing concerns 
for traditional operators.
As the statistics demonstrate, the future of the in dus -
try lies in Asia: in Macau, turnover in the casino sector
recently rose by 15%, while in Europe and North Ame -
rica revenue fell by 12% and 18% respectively.
The trend towards liberalisation in Asia is quite as -
tounding. Macau leads the way with 34 casinos, fol-
lowed by the Philippines with 25, South Korea with
16, India with seven, Singapore with two and Malaysia,
whose single casino has 3,000 slot machines and
500 table games. Equally astonishing is the market
deregulation in developing countries like Cambodia,
whose 27 casinos boast 1,900 slot machines and
1,275 table games. Kyrgyzstan has two casinos, Myan -
mar five, Nepal nine, North Korea two, Sri Lanka nine,
Vietnam five and Turkmenistan two.
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THE CHEDI CLUB TANAH GAJAH, UBUD, BALITHE CHEDI CHIANG MAI, THAILAND
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The economic and political events of the past few years have categorically 
disproved the End of History theory put forward in 1992 by the American poli-
tical scientist Francis Fukuyama. In almost no time at all, world-renowned 
corporations have collapsed, countries once revered as shining examples have
gone practically bankrupt and the most unlikely socio-political changes have
erupted across a host of countries. The world is changing, and faster than ever
before. In the wake of these developments, security has taken on a whole new
meaning at every level, including in the world of investment: asset protection 
is back on the radar of investors while precious metals – especially gold – are
undergoing a true renaissance, remaining remarkably stable despite currency
trends. However, those looking to secure their assets for themselves and 
future generations are keen to make the right decisions.
As a result, a growing number of wealthy individuals are going into private 
banking and basing their choice of banks largely on one key factor: the personal
recommendation of other wealthy individuals. Private banks not only try to in-
volve family members from an early stage, but much more, from assisting cus -
tomers in structuring their assets to helping them leave a legacy for the next
generation. One such institution is the Liechtensteinische Landesbank, the oldest
and most traditional bank in Liechtenstein which has successfully negotiated
every global eco nomic development and upheaval since 1861 (www.llb.li).



By definition, rare cars are in short supply. And now Aston Martin – Prince Charles’
manufacturer of choice  – has produced one of those exclusive, beautiful dream 
machines. Before it even went on the market, the One-77 had already been voted
‘most beautiful fast car’ by the panel at the 2009 Concorso d’Eleganza Awards on
Lake Como. Although its name was kept secret, the car was released in early 2011.
However, stocks were limited: only 77 examples of the supercar were built. Most of
those have already been sold and the first of 77 was delivered just before Christmas
2010, ahead of the official release date. The other discerning buyers will have to 
turn up in person at the factory in Gaydon. Prince Charles is unlikely to be making an
appearance – he is sticking to the DB6 given to him as a gift by Queen Elizabeth II,
built in 1964 and featured in the James Bond film Goldfinger. The sale price has not
been officially disclosed, money being something of a side issue with cars of this
class. However, given the 2,700 man-hours needed to complete it, and bearing in
mind that the One-77 is wholly handmade, the price is likely to be around the €1.5
million mark. The car is relatively light thanks to its magnesium and carbon-fibre
construction – a machine-crafted aluminium body being out of the question. In their
never-ending battle with Porsche, the British have wheeled out the heavy artillery.
The 7.3 litre V12 Cosworth engine nestling under the bonnet has a horsepower of
760, making it the most powerful naturally-aspirated engine in the world. It can 
propel the coupé from 0 to 100 km/h in just 3.5 seconds, and reaches a top racing
speed of 320 km/h. Porsche – consider the gauntlet well and truly thrown down!
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The Gotthard massif is the main divide in Europe
between the Mediterranean and North Sea. It 
is also home to source rivers like the Rhine and
Rhône. The Gotthard Pass, which has for many
years served as the main north-south link across
the Alps, has a troubled history. Over the years,
kings and emperors have battled with the difficult
terrain and hazardous conditions there to find
viable pathways for messengers, soldiers, and 
later for goods and people. By the early 15th cen-
tury, some 10,000 people and 9,000 pack ani-
mals were crossing the pass each year. In winter,
the journey required a sleigh and two oxen. In
1775, an Englishman and geologist named Greville
travelled over the mule track for the first time
and insisted on using four wheels. To this end, 
he was accompanied by 78 men who dismantled 
the coach in the most difficult spots, carried it
around the given obstacle and put it back toge -
ther again. At the time, most travellers preferred
to cross the Gotthard by horse or on foot, as 
Johann Wolfgang von Goethe did three times.
1842 marked the start of the glory days for the
Gotthard mail coach. At that time, a five-horse,
ten-seat carriage was driven daily in both direc-
tions and in winter, 100 men were needed to 
clear the snow on both sides of the pass. The fast
coach was run at a loss, despite the high number
of travellers (the record being 72,000 in 1875),
and the price charged for the 50-hour journey
from Basel to Milan (CHF 68.60 – a lot of money
at the time). In 1882, the Gotthard railway ope-
ned and carriages fell out of favour. In 1921, the
last ever horse-drawn carriage travelled over the
Gotthard Pass.
Nowadays, the Reisepost takes tourists on ex -
clusive pleasure rides from Andermatt to Airolo
in a Landau Coupé (a horse-drawn carriage). 
The ride will undoubtedly be a highlight for future
guests at The Chedi Andermatt, the resort in 
the Swiss Alps set to open its doors in 2013. At
around the same time, the Gotthard Base Tunnel
is also due to open. At 57 km long (and built at a
cost of CHF 12 billion), the tunnel will be among
the longest railway tunnels in the world along
with the Hokkaido-Honshu tunnel in Japan 
(53.9 km long).
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Few plants are so highly prized for both their 
nutritional and medicinal properties as ginger.
Ginger grows in the tropics and subtropics and 
is cultivated in places such as Indonesia, India, 
Vietnam, China, Japan, Australia, South America
and Nigeria. Although its native land is not known
for sure, some think it may have originated in the
Pacific Islands. Nigeria has the largest growing
area dedicated to ginger, with a surface area of
181,000 hectares and a yield of 125,000 tonnes 
in 2005, while in the same year China exported
some 232,000 tonnes of the plant – more than
any other country. Ginger is a herb and can grow
to over a metre tall. It smells pleasantly aromatic
and tastes fiery, hot and spicy. The plant’s main
ingredients are a kind of essential oil, resin acids,
neutral resin and a sharp, aromatic substance 
called gingerol. Ginger also consists of shogaol,
diarylheptanoids and zingiberene while its roots
contain vitamin C, magnesium, iron, calcium, 
potassium, sodium and phosphorus.
Ginger is one of many well-known kitchen herbs
and spices and goes well with poultry, lamb, fish
and other seafood. It can be used alone or as a
spice in mixtures (curries, chutneys, marmalades
and sauces). Cakes, biscuits, rice pudding, fruit
salad and tea can all be refined with ground ginger.
Ginger jam is popular in Britain, while in Japan
pickled ginger is eaten between sushi courses in
the form of Gari, which is served in sushi restau-
rants all over the world.
The rhizomes of the ginger plant are used as a 
remedy for coughs and other ailments, primarily
in southern and eastern Asia. The ginger rootstock
contains a thick balsam (oleoresin) made from
essential oils and spicy substances called gingerol
and shogaol. In Asian alternative medicine, it is
prescribed to treat rheumatism, muscular pain,
headaches, nausea and, thanks to its soothing
properties, mucous membrane disorders and skin
wounds in particular. In Malaysia, a mixture of
freshly shaved ginger root, honey and lemon juice
is dissolved in tea to produce a wonder drug for
treating high blood pressure and gastric or bowel
complaints and for slowing down blood clotting. Z
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DORIN SCHUSTER

EXECUTIVE CHEF, 
THE LEGIAN BALI

At The Legian we use various pre -
parations of ginger and different
varieties such as fresh ginger (young
and mature), galangal and turmeric,
which are all part of the wonderful
ginger family. Due to the multiple
health benefits of ginger, its nutritio-
nal value and aromatic, pungent and
spicy taste, the plant is a staple in
many of the dishes on our menu. 
Of course, we also serve a famous
dish called Bumbu Bali, a traditional
Balinese spicy paste consisting of
young ginger, turmeric, galangal,
garlic, chillies, shallots, candlenuts
and other ingredients. Last but not
least, we use ginger in fries, curries,
desserts and cakes, where it adds 
a slightly fruity, floral taste.
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EHC Arosa, the Swiss ice hockey team whose
finan cial situation forced it to voluntarily drop out
of the professional ice hockey league after win-
ning a total of nine championships over the years,
had to wait over two decades to notch up another
title. With GHM as its main sponsor, the club 
made it back onto the path to success at the end
of the now ended 2010-2011 season, winning 
East Switzerland’s League One as rank outsiders,
leaving way behind other former National League
teams like Winterthur, Bülach and Herisau. 
GHM received all-round plaudits for this achieve-
ment. “One thing is clear: without GHM’s com-
mitted support this success would never have 
been possible”, said the club’s up-beat president,
Roger Meier, summing up its unexpected victory.
“EHC Arosa and GHM teamed up just at the right
time, when the ice hockey club had a real head-
ache over severe austerity measures”, he went on.
“Cuts in sport inevitably lead to a loss in quality,
but GHM’s backing enabled us to continue down
our chosen path after all. Success in sport is not
exactly something that can be planned, but if the
finances aren’t there, no objective can realistically
be pursued in the first place”, Meier concluded.
By reaching the threshold of the professional ice
hockey league, EHC Arosa, which has a popular
following nationwide and fan clubs spread all 
over Switzerland, earned both the club and GHM
unexpected media coverage throughout the coun-
try. Newspapers dedicated articles to it and TV
channels produced special programmes after
Champions, the feature film about the team, had
already caused a furore throughout Switzerland. 
The next target for EHC Arosa, which will be in-
augurating a new stadium next year, remains the 
fulfilment of its five-year plan to make it back 
into the professional league. The extremely young
team has real chances of achieving that goal, es-
pecially since its juniors performed incredibly well
last season, with two teams no less winning their
groups, and one of them gaining promotion to the
country’s top league. As the club’s main sponsor,
GHM once again intends to lend the long-stand -
ing club its financial support during the coming
2011–2012 season.



Imagine turning your back on the stress and hum-
drum of everyday existence and embarking on a 
life at sea – many people dream about it, very few
actually do it... Sophie and Gilles are among the 
select band who have left it all behind for a taste 
of paradise under the Asian sun. Sophie was a den-
tist in Paris, Gilles organised recreational activities
for people with mental disabilities. Gilles had always
had a passion for sailing: he bought his first boat 
at the age of 17 and what started out as a hobby 
gradually grew into a way of life. For the past 11
years, Gilles has lived on board his boat. An avid 
globetrotter, he crossed the Mediterranean, the 
Sahara desert, California and Eastern Europe before
buying his first big boat, the Eloïse, a luxurious 
55-foot vessel designed by a Dutch architect, capa-
ble of resisting any storm the Roaring Forties or 
the Furious Fifties can throw at it.
After completing their first round-the-world trip, 
Sophie and Gilles sailed into Langkawi, which Gilles
describes as “one of my favourite stop-off points in
Southeast Asia, in front of The Datai and opposite
the beach”. For Gilles, Datai Bay is synonymous with
tranquillity and unadulterated pleasure: “The hotel 
is in a stunning location. I particularly like its discrete
architecture, which blends into the forest, and the
fact that it’s so close to wildlife. The Datai is nothing
like any of the luxury hotels I’ve stayed in around 
the world.”

Gilles’s life of adventure really began in 2000 when he decided to
leave France, take to the seas alone and start the new millennium in
the middle of the Atlantic Ocean. Determined to live out his dreams
to the full, he crossed oceans and continents for seven years, taking
part in numerous regattas. He then settled in Phuket, where he met
Sophie, a Parisian who had moved to Johannesburg to provide medical
assis tance to the people of South Africa. Together, they set about res -
toring a classic 55-foot sloop, and after 18 months of work the Eloïse
was shipshape and ready to take to the waves once more. When they
leave Datai Bay, Gilles and Sophie charter out their boat around Asia. S
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Pintor was inspired to become an artist through a combination of interest in visual
communication, joy in building objects without any rules and an attempt to redefine
beauty, involving complex human issues in a cross-cultural context. As a child, he
was interested in art and making objects. Today, Pintor is a leading artist who pursues
a very distinctive path as a sculptor: “The general thought is to have the artworks 
become like a trigger for different thoughts and emotion within the context that is
stated in the title of the work. For this I need to put together a set of clues that are 
interesting, not too obvious, open and kind of sexy.” He exhibited one of his pieces at
the ARTParis+ Guests art fair, held at the Grand Palais in Paris in 2010. The sculpture,
entitled “Democracy Kills” (photo), came with a six-figure price tag and established
Pintor as an outstanding artist. Over 20 sculptures in his car series have since been
sold in different sizes, the most expensive being “Desire”. “The idea of using an F1 
racing car as an allego ri cal object for my art came when I was invited for a group show
which asked the participating artists to make contempo rary fetish. I thought of  what
would be the object which many Asians worship and chose the Formula One car; 
it created quite a stir at the F1 race in Singapore,” says Pintor, who himself drives a
vintage Mercedes. Backed by GHM, Pintor is currently working on two projects: 
“The first one is a series which re vol ves around a large-scale airplane sculpture whose 
fuselage is covered with newspaper headlines about Indonesia. The title of the work
is “Mythic Airways”. The second series I am working on makes a connection between
Indonesian tribal art and our more global current situation,  taking the cultural angle
of cross-cultural misunderstanding that is often very funny.”   

Born in Braunschweig, Germany in 1962,  Pintor Sirait moved with 
his family to Indonesia in 1967, and later to the USA and France. Among 
other things, he acquired a Bachelor’s Degree in Liberal Arts from the 
University of Nevada-Reno (USA), com pleted a Stone Carving Workshop at 
the Institute of Technology-Bandung (Indonesia) and was accepted into the 
graduate programme at the San Francisco Art Institute (USA). In 1994, he received 
a public award from the French government at the 6th Symposium d’arts plastiques 
de la ville de Pergueux (France). Exhibitions of his work have been held all around 
the world, including in Singapore, China, Indonesia, the USA, Germany, the Philippines,
France, the Netherlands, Korea and Malaysia. He has also collaborated to great acclaim
with Linda Garland, an Irish designer based in Bali, at the Hanover Expo in 2000 and 
with the world-renowned, Australian-born Balinese landscape artist Made Wijaya
in Ubud in 2002 and 2004. www.pintorsirait.com
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THE DATAI • Jalan Teluk Datai
07000 Pulau Langkawi • Kedah Darul Aman, Malaysia

Phone (60) 4 959 2500 • Fax (60) 4 959 2600
E-mail datai@ghmhotels.com • GHMhotels.com
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THE CHEDI CLUB TANAH GAJAH, UBUD
Jl. Goa Gajah, Tengkulak Kaja • Gianyar, Ubud, Bali 80571, 

Indonesia • Phone (62) 361 975 685 • Fax (62) 361 975 686 
E-mail chediclububud@ghmhotels.com • GHMhotels.com

THE CHEDI MUSCAT • North Ghubra 232
Way No. 3215, Street No. 46 • Muscat, Sultanate of Oman

Phone (968) 24 524 400 • Fax (968) 24 493 485
E-mail chedimuscat@ghmhotels.com • GHMhotels.com

THE NAM HAI • Hoi-An, Hamlet 1, Dien Duong Village
Dien Ban District, Quang Nam Province, Vietnam

Phone (84) 510 394 000 • Fax (84) 510 394 0999
E-mail namhai@ghmhotels.com • GHMhotels.com

THE CHEDI CHIANG MAI • 123 Charoenprathet Road
T. Changklan A. Maung • Chiang Mai 50100, Thailand

Phone (66) 53 253 333 • Fax (66) 53 253 352
E-mail chedichiangmai@ghmhotels.com • GHMhotels.com



THE ANANTI CLUB SEOUL • San 90-2, Bangil-ri, Seorak-myeon
Gapyeong-gun, Gyeonggi-do, South Korea, 477-851

Phone (82) 31 589 3000 • Fax (82) 31 589 3333
E-mail ananticlub@ghmhotels.com • GHMhotels.com
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THE ANANTI • Kumgang Mountains, North Korea
Onjung-Ri, Goseong-Gun • Kangwon-Do, North Korea

Phone (82) 2 2261 7377 ext 107 • Fax (82) 2 2261 3522
E-mail ananti@ghmhotels.com • GHMhotels.com

THE STRAND • 92 Strand Road
Yangon, Myanmar

Phone (95) 1 243 377 • Fax (95) 1 243 393
E-mail: strand@ghmhotels.com • GHMhotels.com



GHM PROJECTS

• The Chedi Club Suzhou, People’s Republic of China
• The Chedi Amman, Jordan
• The Chedi Tamouda Bay, Morocco
• The Chedi Andermatt, Switzerland
• The Chedi Thracian Cliffs, Cape Kaliakra, Bulgaria
• The Chedi Taiping Lake, People’s Republic of China 
• The Chedi Club Qutub, New Delhi, India
• The Chedi Club & Residences Kuala Lumpur, Malaysia
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THE CHEDI ANDERMATT, SWITZERLAND
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THE LEGIAN AND THE CLUB AT THE LEGIAN BALI, INDONESIA

NORTH AMERICA

United States, Canada, 1 800 223 6800
Puerto Rico and (toll free)
U.S. Virgin Islands 
New York (1) 212 515 5820
Mexico 01 800 0078200 (toll free)
Mexico City (52) 55 2122 2770

SOUTH AMERICA

Argentina (54) 11 4129 0000
(Buenos Aires)
Argentina 0 800 333 4611 (toll free)
(provinces)
Bolivia 800 100 598 (toll free)
Brazil (Sao Paulo) (55) 11 3171 4000
Brazil (elsewhere) 0 800 014 1819 (toll free)
Chile 800 579 277 (toll free)
Colombia 01 800 754 1376 (toll free)
Costa Rica 0 800 054 2036 (toll free)
Ecuador 1 800 300 100 (toll free)
El Salvador 800 6 534 (toll free)
Guatemala 1 800 300 0067 (toll free)
Panama 011 00800 054 0356
Paraguay 009 800 542 0009 (toll free)
Peru 0 800 50 781 (toll free)
República Dominicana 1 800 751 3354 (toll free)
Uruguay 000 4054 256 (toll free)
Venezuela 0 800 100 5606 (toll free)

AFRICA

South Africa 0 800 997 012 (toll free)

ASIA

Hong Kong 800 96 2518 (toll free)
India 000 800 650 1240 (toll free)
Indonesia 001 803 65 6609 (toll free)
Japan (81-3) 5551 0101
Japan Only 0 120 086 230 (toll free)
Malaysia 1 800 80 1006 (toll free)
People’s Republic
of China 400 1324 582 
Philippines 1 800 1 65 1 0235 (toll free)
Singapore 1 800 737 9955 (toll free)/ 

(65) 6737 9955
Korea 001 800 5210 5131 (toll free)
Taiwan 00801 65 1223 (toll free)
Thailand 001 800 65 6099 (toll free)

AUSTRALIA & NEW ZEALAND

Australia (Sydney) (61) 2 9377 8444
Australia (elsewhere) 1 800 222 033 (toll free)
New Zealand 0 800 44 1016

EUROPE

Austria 00 800 2888 8882 (toll free)
0 800 295284 (toll free)

Belgium 00 800 2888 8882 (toll free)
0 800 1 2123 (toll free)

Czech Republic 800 14 20 24 (toll free)
Denmark 00 800 2888 8882 (toll free)
France 00 800 2888 8882 (toll free)

088 136 136 (toll free)
Germany 00 800 2888 8882 (toll free)

0800 8521100 (toll free)
Greece 00 800 39 127 0617 (toll free)
Holland 00 800 2888 8882 (toll free)

0800 022 11 23 (toll free)
Ireland 00 800 2888 8882 (toll free)

1 800 409 063 (toll free)
Israel 180 945 4488 (toll free)
Italy 00 800 2888 8882 (toll free)

800 822 005 (toll free)
Liechtenstein 0800 551123 (toll free)
Luxembourg 00 800 2888 8882 (toll free)

800 22978 (toll free)
Monaco 0 800 136 136 (toll free)
Norway 00 800 2888 8882 (toll free)

8810 125 (toll free)
Portugal 00 800 2888 8882 (toll free)

800 780 036 (toll free)
Russia (7) 495 937 5437
Spain 00 800 2888 8882 (toll free)

900 800 217 (toll free)
Sweden 00 800 2888 8882 (toll free)

020 321 123 (toll free)
Switzerland 00 800 2888 8882 (toll free)

0 800 500 1123 (toll free)
Turkey 00 800 39 9075252 (toll free)
Ukraine 8 800 300 8888 (toll free)
United Kingdom 00 800 2888 8882 (toll free)

0800 181 123 (toll free)

MIDDLE EAST

Bahrain 8000 4086 (toll free)
Kuwait 6632 9932 (toll free)
Qatar 974 4434 3113  
Saudi Arabia 800 897 1488 (toll free)
United Arab Emirates 800 532 3464 (toll free) 

(971) 4366 1255

IMPRINT

THE MAGAZINE –

A STYLE TO REMEMBER.

It targets international readers
who are intent on fulfilling
their dreams. 

EDITOR-IN-CHIEF 

AND CONCEPT 

James Graf 
(themagazine@ghmhotels.com) 

ART DIRECTOR 

Priska Neuenschwander 

PHOTOGRAPHY  

James Graf, Guido Brun, 
Rita M. Schmidle, Sandro Stutz,
Dukas Press Agency, Zurich

TRANSLATION

Tele.Translator.Network, Geneva
(www.ttn.ch) 

GHM CORPORATE OFFICE 

All rights re ser ved by 
General Hotel Management Ltd.
1 Orchard Spring Lane
#04 – 02 Tourism Court 
Singapore 247729 
Phone (65) 6 223 3755 
Fax (65) 6 221 1535 
(info@ghmhotels.com)

Published and printed 
in Switzerland

GHM SALES OFFICES  
GHMhotels.com

AUSTRALIA

Phone (61) 2 9498 4859
Fax (61) 2 9498 4859
E-mail ghmaustralia@ghmhotels.com

CHINA 

Phone (86) 21 6289 8900
Fax (86) 21 6289 8900 EXT 111
E-mail ghmchina@ghmhotels.com

EUROPE 

Phone (49) 69 934 90171
Fax (49) 69 934 90172
E-mail ghmeurope@ghmhotels.com

INDIA

Phone (91) 11 2696 5054
Fax (91) 11 2651 1412
E-mail ghmindia@ghmhotels.com

JAPAN

Phone (81) 42 810 5101
Fax (81) 42 725 1432
E-mail ghmjapan@ghmhotels.com

RUSSIA

Phone (7) 499 922 6993
Fax (7) 495 608 0316
E-mail ghmrussia@ghmhotels.com

SINGAPORE

Phone (65) 6223 3755
Fax (65) 6221 1535
E-mail ghmsingapore@ghmhotels.com

UAE

Phone (971) 4 338 7338
Fax (971) 4 338 7337
E-mail ghmuae@ghmhotels.com

UNITED KINGDOM

Phone (44) 20 8780 3843
Fax (44) 20 8780 3485
E-mail ghmuk@ghmhotels.com

USA

Phone (1) 949 487 0522
Fax (1) 949 487 1244
E-mail ghmusa@ghmhotels.com

THE LEADING HOTELS OF THE WORLD




