
o stranger to Asia, 
Peter Pottinga is at the 
helm of the Harbour 
Grand Kowloon hotel 
at an opportune time. 
Bringing with him a 

rich tapestry of hospitality experience 
across major brands across China, Pottin-
ga has fresh challenges. 

The Harbour Grand Kowloon is more 
than an establishment. It is a veritable 
family icon for two reasons. Most staff 
have been loyal, some even for decades; 
and its location, novel amenities (like 
its rooftop swimming pool), food & 
beverage outlets serving authentic fare 
and its competitive rates have made it 
one of Hong Kong’s most frequently 
visited family hotel. The hotel also offers 
serviced apartments the guests of which 
are mostly long term. 

           
The Future is Now!        

Helping to set up the refurbished 
hotel to meet the challenges of successive 
generations of guests, will not be easy. 
The hotel sits on an enviable location, 
offers amazing views and private 
ocean-side walkways, a stone’s throw 
away from the new Whampoa MTR 
station and in the midst of a rapidly 
growing and changing Hung Hom.  

“We are catering to an upmarket, 
internet-savvy, market that’s spoilt for 
choice. Competition is increasing while 
guests are growing increasingly discern-
ing. The younger generation is constantly 
seeking change and it is up to the best of 

Please Watch, 
We’re Changing!  

HARBOUR GRAND KOWLOON

Hong Kong’s hospitality icon HARBOUR GRAND KOWLOON is undergoing a 
massive refurbishment programme to give guests a refreshing, rejuvenating 
and exciting experience over the coming 20 years says its General Manager 
PETER POTTINGA.

Peter Pottinga: “As a competitive service provider we can’t rest on our 
laurels. We need to constantly be up to speed with a view to exceeding the 
customer’s expectations.



the industry to provide that fresh, ‘wow’ 
factor,” says Pottinga. 

He adds: “New markets like India, 
Indonesia and Thailand are showing fresh 
promise but everyone knows that the 
biggest market for us all is China.”  

Built to Serve        
The market for Meetings, Incentives, 

Conventions and Exhibitions (M.I.C.E.) 
is a lucrative one. Competition between 
hotels in the same class ultimately boils 
down to quality of service from experi-
enced and well-trained staff. The Harbour 
Grand Kowloon hosts the biggest busi-
ness awards in Hong Kong to perfection 
each year. Hundreds of Hong Kong’s 
top business people enjoy the hotel’s top 
quality service carrying home with them 
fond memories of the quality of service 
they enjoy here. 

“We have an experienced team of 
MICE professionals who put together the 
most demanding of events, seamlessly. 
We offer a one-stop-shop that takes away 

the bother of organisers. We bring to the 
table a wealth of ideas and suppliers that 
help make your event a success from 
start to end. We believe meeting must be 
inspiring, energizing, refreshing, pro-
ductive and that our product is a story of 
urban oasis.”

Boom Time        
Bright days are ahead for the hotel 

what will soon get around 360 new 
rooms by the end of 2018 alongside a 
phased renovation of the existing struc-
ture. Whampao with its new MTR station 
is now less than 20 minutes away from 
the CBD and the whole area is poised for 
a new look. 

“As a competitive service provider 
we can’t rest on our laurels. We need to 
constantly be up to speed with a view to 
exceeding the customer’s expectations. 
Put simply, we are in the hospitality 
industry and will ultimately be judged on 
the way we make our guests feel,” says 
Pottinga.

“We have to be able to make a per-
sonal connection with our guests because 
at the end of the day, we are not selling a 
room or a bed. We are offering an expe-
rience. For the time the guest stays with 
us, we see ourselves as playing a role in 
their lives. We have to serve in a way that 
makes them want to stay longer or return. 
We have to constantly raise the bar in 
order to maintain our lead as a ‘go-to’ 
hotel for lifestyle, leisure and business,” 
he concludes.

For additional information, please 
visit www.harbourgrand.com

“We have to be able to make a personal connection with our 
guests because at the end of the day, we are not selling a 

room or a bed. We are offering an experience.”


