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India may not have formerly
appointed anyone as our
Tourism Brand Ambassador,

but Prime Minister Narendra
Modi sure seems to be doing a
great job at that. While detrac-
tors may criticise Modi’s fre-
quent foreign visits and call him
an ‘NRI Prime Minister’, 
Dr Mahesh Sharma, Minister
of State for Tourism and

Culture (Independent Charge)
and Minister of State for Civil
Aviation, put forward statistics
that herald the PM as a true
brand ambassador for tourism. 

Based on the countries
that Modi has visited after tak-
ing charge, Dr Sharma said the
increase in tourism from these
places have been as follows:
US (10.3%), Brazil (13.7%),
Mauritius (26.3%), Canada

(7%), Germany (5.7%),
Bhutan (18.6%), Uzbekistan
(49%), Myanmar (30%) and
Seychelles (8%).

Dr Sharma said the
tourism industry can be the
strength and backbone of our
country, be it in foreign revenue
earning, women empowerment
and employment generation.
Lauding the efforts of tour oper-
ators, he said, “Since  the world

has become a global village we
need to link it with various indus-
tries and tourism is a very
important tool.” Dr Sharma,
added, “The participation of 
private stakeholders as partners
should be explored with greatest
potential so that it helps to make
tourism an important industry.
Until and unless we have partic-
ipation of stakeholders in 
making decisions it's not possi-
ble to achieve that target.”

Modi India’s best ambassador

Dr Mahesh Sharma
Minister of State for Tourism and Culture
(Independent Charge) and Minister of
State for Civil Aviation

PEDEN DOMA BHUTIA

Media ‘hypes’! What’s your role?
In an affidavit filed before the Supreme Court in response to a PIL, the Delhi Police have claimed that media’s ‘exaggerated
characterization’ has led to tourists developing a ‘distorted notion’ about the law and order situation in the city. 

asks industry stalwarts how they are working to correct this image and paint a better picture of Delhi.

We have started a 24x7 helpline
which is right now in two languages
and very soon we'll have in 12 lan-
guages. We have also asked the
state governments to appoint tourist
police and launch mobile apps to
help domestic and foreign tourists.
I request the media to not overplay
it because it affects negatively.
Security issues are there in most of the countries, it depends
on how you handle it. On behalf of my ministry and the gov-
ernment, we are handling it sensitively and on priority basis.

Dr Lalit K Panwar, Secretary, Tourism, MOT

The foreign media always
describes India as having the
maximum number of rapes, but
this is not true. During the 9/11
tragedy American media tackled
it very well. Media should get
more responsible. The govern-
ment should host more confer-
ences for the media and interact
more often with the group. This is the only solution.

Subhash Goyal, India Travel Award Winner 
and Chairman, Stic Travel

It is not that India has more rape inci-
dents; it is that there is a greater outcry
now at such things in India than in other
countries. India has much lesser rapists
than the US while having four times the
population. Media has a significant and
indispensable role. One-upmanship is
a natural phenomenon in any competi-
tive field. But, the media should be
aware of their responsibility and exer-
cise more restraint while reporting such cases.

Biji Eapen, Chairman & CEO, SpeedWings Aviation Academy

Contd. on page 35

TT BUREAU
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BULLETIN

India’s premium B2B meet-
ings platform for luxury play-

ers, the second edition of
Vkonect Luxury will be held on
October 10-11 at The Westin
Sohna Resort & Spa. This was
announced by Punam Singh,
Promoter and Director,
Vkonect Events at the recently
concluded Vkonect MICE. 

Over 30 Indian travel and
hospitality companies partici-
pated in Vkonect MICE, India’s
premium B2B meetings plat-
form for MICE from July 10-11.
The two-day event, held at the
Holiday Inn, Aerocity, New
Delhi, included a networking
session between corporate
buyers and exhibitors on Day
1. At the event, speakers
shared their thoughts and
ideas pertaining to growing
popularity of MICE destina-

tions. On Day 2, travel trade
met the exhibitors for exclusive
business session in a tabletop
and round ribbon format.

According to Singh,
Vkonnect MICE witnessed
over 600 meetings, in a format
which included both table-top
and networking meetings. “The
event was specifically retai-
lored to meet the requirements

of many exhibitors and corpo-
rate B2B buyers. The first day
saw interactions between
exhibitors and corporate host-
ed buyers. The second day
saw interactions between
exhibitors and B2B hosted buy-
ers,” she says.

Outlining the details
about the event, Vineet
Gopal, Consultant and

Advisor, Vkonect, adds, “The
idea was to bring the corpo-
rate and travel agents in direct
contact with the principals.”
The industry partners who
participated in the event
included Tourism boards of
France, Germany, Canada,
Munich, Philippines, Reunion
Island, Singapore, and Oman.
Other partners included
Lavasa, Hello Tourism
(Turkey), Shanti Maurice- 
A Nira Resort, C&C 
Alpha Group, GRT Hotels,
Radisson Blu – Temple Bay
Mamallapuram, Holiday Inn,
Fanatic Sports, Zuri Hotels &
Resorts, Taj Hotels Resorts
and Palaces, Sahara Star,
Aamby Valley, Premier Hotels
of Asia, Meritus Hotels &
Resorts, Marriot International,
Starwood Hotels & Resorts
Worldwide, Anantara – Minor
Hotels, ITC Hotels and Via
Rail Canada. 

The recently concluded Vkonect MICE at the Holiday Inn, Aerocity, 
New Delhi, witnessed over 600 meetings, in a format which included 
both table-top and networking meetings.

TT BUREAU

Vkonect Luxury from Oct 10-11

(L-R): Vineet Gopal, Consultant and Advisor, Vkonect; Punam Singh, Promotor
and Director, Vkonect Events; Ravinder Talwar, Area Sales Manager - India, 
Thai Airways; Sanjay Soni, Treasurer, ICPB, and Runeep Sangha, 
Executive Director, PATA India  
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STATISTICS

VIEWPOINT

What is the tourism industry doing to
offset the perception created by the

Indian media about Delhi being the ‘Rape
Capital’, or the safety hazards of travelling
to India in general? How many industry
leaders have seriously talked to the media
to explain the damage it is causing our
country? It’s time to talk to others rather than
talk within ourselves (it’s what the travel
industry does best)… Media sets the
perception and today perception is the Truth! 

Who bears the brunt when tourists stop
coming? Not so much the airlines, or big
hotels or large travel companies… it’s the
smaller companies and individuals who have
put all their efforts and monies into this
industry. They need the support of travel &
tourism associations, the government and
leaders. The industry needs to start talking
and taking the responsibility of quashing this
reputation. 

Why is India being seen as an unsafe
country to travel? Do other countries not face
the problem of rape? In fact, if you compare
the size of our population vis-a-vis other
cities, the cases of rape are actually much
lower in Delhi. Then why do these cities still
continue to get tourists in much larger
numbers than India? (International visitors
in 2013: London 15.96 mn, New York 11.4
mn, Paris 15.29 mn, Bangkok 15.98 mn,
Delhi 2.30 mn). 

We realise it is important to wake
ourselves up and send out a strict message
to our citizens that sexual violence against
women will not be tolerated by any of us, 
but that has to be done in a responsible
manner, without hurting the country’s 
image internationally, and our economy in
the long run. 

The travel industry sits back saying it is
not their fault, they portray themselves as
the victims. They are still waiting for the police
and the government to find solutions. The
travel industry has a responsibility to itself
and its own. It needs to befriend the media,
bring about a transformation… to change
the outward perception of our country, while
fighting for what is right within.

Change! Now or never…

TRAVTALK is a publication of DDP Publications Private Limited. All
information in TRAVTALK is derived from sources, which 
we consider reliable and a sincere effort is made to report 
accurate  information. It is passed on to our readers without any 
responsibility on our part. The publisher regret that he cannot 
accept liability for errors and omissions contained in this pub-
lication, however caused. Similarly, opinions/views expressed
by third parties in abstract and/or in interviews are not neces-
sarily shared by TRAVTALK. However, we wish to advice our readers
that one or more recognised authorities may hold different views
than those reported. Material used in this publication is intended
for information purpose only. Readers are  advised to seek specific

advice before acting on information contained in this publication
which is provided for general use, and may not be appropriate 
for the readers’ particular  circumstances. Contents of this 
publication are copyright. No part of TRAVTALK or any part of the 
contents thereof may be reproduced, stored in retrieval system
or transmitted in any form without the permission of the pub-
lication in writing. The same rule applies when there is a copy-
right or the article is taken from another publication. An exemp-
tion is hereby granted for the extracts used for the purpose of
fair review, provided two copies of the same publication are sent
to us for our records. Publications reproducing material either
in part or in whole, without permission could face legal action. 

The publisher assumes no responsibility for returning any 
material solicited or unsolicited nor is he responsible for 
material lost or damaged.

This publication is not meant to be an endorsement of any 
specific product or services offered. The publisher reserves the 
right to refuse, withdraw, amend or otherwise deal with all 
advertisements without explanation. 
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The Government of India has undertaken several measures to ensure
a much-needed boost to the inbound tourism to the country. Statistics
below tell the growth story of tourism in India.

35.4 lakh FTAs till mid 2014

1997 2.37 3.8
1998 2.36 -0.7
1999 2.48 5.2
2000 2.65 6.7
2001 2.54 -4.2
2002 2.38 -6.0
2003 2.73 14.3
2004 3.46 26.8
2005 3.92 13.3
2006 4.45 13.5
2007 5.08 14.3
2008 5.28 4.0
2009 5.17 -2.2
2010 5.78 11.8
2011 6.31 9.2
2012 6.58 4.3
2013 6.97 5.9
Jan-June-
2014 3.54(P) 5.2@

Foreign Tourist Arrivals
(FTAs) in Inda, 

1997-2014
Year FTAs from Tourist % change

in India over the 
(in Million) previous year

(P) Provisional, @ Growth rate over Jan-June 2013
Source(i) Bureau of Immigeration, Govt. of India, for 1997-2013

(ii) Ministry of Tourism, Govt. of India, for Jan-June-2014

January 681002 720321 719965 5.8 0.0
February 681193 688569 737870 1.1 7.2
March 606456 639530 668896 5.5 4.6
April 447581 450580 504211 0.7 11.9
May 374476 417453 420976 11.5 0.8
June 433390 451223 491833 4.1 9.0
July 485808 506427 – 4.2 –
August 445632 486338 – 9.1 –
September 411562 453561 – 10.2 –
October 556488 598095 – 7.5 –
November 701185 733923 – 4.7 –
December 752972 821581 – 9.1 –
Total 6577745 6967601 3543751 5.9
Sub Total
(Jan-June) 3224098 3367676 3543751 4.5@ 5.2@

Month-wise Foreign Tourist Arrivals 
(FTAs) in India, 2012-2014

Month Foreign Tourist Arrivals (FTAs) in India Percentage Change
2012 2013 2014(P) 2013/2012 2014/2013

P: Provisional,@ Growth rate over January-June of previous year
Source(i) Bureau of Immigeration, Govt. of India, for 2012 & 2013

(ii) Ministry of Tourism, Govt. of India, for  2014
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The Adventure Tour
Operators Association of

India (ATOAI) is going to organ-
ise the first-of-its-kind Indian
Himalaya – Mountaineering and
Tourism Meet 2016 from
January 15-17, 2016 at 
the Indian Mountaineering
Foundation in New Delhi. The
event will take place

in collaboration with Indian
Mountaineering Foundation 
and the Ministry of Tourism,
Government of India. The initia-
tive has been taken to 
promote mountaineering in 
the country. According to 
Captain Swadesh Kumar,
Chairperson, Indian Himalaya
Mountaineering and Tourism
Meet and Advisor, ATOAI, one
third of the Himalayas is in
Nepal and two third is in India
but in terms of tourism it is just

the other way round. The event
will focus on Himalayas and its
eco system and training and
preparation for expeditions and
mountaineering experiences
and adventure activities. It
intends to invite about 150 for-
eign tour operators who pro-
mote mountaineering and
adventure tourism. About 50
mountaineers will also be invited
who might advise the Indian tour

operators to improvise moun-
taineering and promote it in a
better way. Kumar says,
“Mountaineering has become
stagnant and is not growing and
we, in the industry, should make
it grow. So, the association
decided to have a mountaineer-
ing meet and coordinate it with
tourism. This meet has got very
interesting objectives and one
of them is to promote mountain

climbing at the
Himalayas and let peo-
ple know that the Indian
Himalayas are not only
for summers but also for
winters.”  He informs that
there was a time when
there used to be 100 to
90 mountain expeditions
from overseas to India but it is
just 40 to 30 now and every
expedition used to have 15 to 20

mountaineers but now there are
three to four only. So now a time
has come to promote moun-

taineering, the mother of adven-
ture tourism. 

Kumar says that this
event will ensure that a mes-
sage is spread worldwide that
India is a friendly country with
easy documentation. He hopes
to reach the audience through
different channels and is sure
that the Indian travel agents will
benefit a lot from this.

A passionate mountaineer himself, Captain Swadesh Kumar, Chairperson, Indian Himalaya – Mountaineering
and Tourism Meet and Advisor, ATOAI, calls out Indians to venture into mountaineering. Kumar tells about
the purpose behind the mountaineering meet scheduled to be held in January 2016.

Scaling new heights

SA M A P T I DAS
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Reaching 
the pinnacle

Indian Himalaya
Mountaineering and
Tourism Meet 2016 will
see about 150 foreign
tour operators and about
50 mountaineers 

One third of the
Himalayas is in Nepal
and two third is in India

This meet has got
very interesting
objectives and
one of them is to
promote mountain
climbing at the
Himalayas and let
people know that
the Himalayas are
not only for
summers but also
for winters

Captain Swadesh Kumar
Chairperson, Indian Himalaya –
Mountaineering and Tourism 
Meet and Advisor, ATOAI
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The government has liber-
alised this remittance

scheme – from $75,000 to
$125,000 and now to 
$ 250,000 – because our forex
reserves are at an all-time high
right now. Very good invest-
ments are coming in, thanks to
the Modi government. That is
why he wants to encourage
businessmen here and also
invest in foreign shores. 

However, this won't
encourage the travel industry
to invest abroad. We might
see a slight surge in travel but
nothing significant. This is
basically government to gov-
ernment and business to
business. The tourism indus-
try will not see any effect unle -
ss one of the local tourism
companies goes out and
invests abroad. 

On the other hand, how-
ever, the exchequer is losing a
lot of foreign exchange
because of the high indirect
taxes – mainly service tax and
VAT in the country today. India
is losing out on the domestic
tourists travelling within India

as well as inbound traffic.
Somebody from the UAE or
the SAARC countries coming
into India has to pay a high
level of indirect taxes. So they
would rather go to some other
country than come to India. 

The service tax has to go
and the VAT needs to be syn-
chronised as per global stan-
dards and allow travellers to
claim a refund. Since this new
allowance will affect foreign

exchange reserves, only com-
panies bringing in forex should
be permitted to invest back a
percentage of their earnings
overseas.   The forex earning in

India through tourism has
increased by over 20 per cent
year-on-year in May 2015. This
is due to the eTV facility. This
can be substantial if indirect
taxes for foreigners is waived
and/or credit on VAT be permit-
ted to foreigners. 

If the Indian investor (or
in this case the Indian tour
operator) wants to set up an
office in the UAE or Mauritius
or Switzerland, he will benefit

from this allowance by having
a global presence. However,
he will still have to pay indirect
taxes in India whereas in
those countries you don't.

There are a few countries 
that give a tax holiday 
for foreign investors. 

So the government also
needs to reduce indirect taxes
in India for this move to be
completely beneficial to
Indians. With regards to indi-
rect tax and other tax-related
issues, TAAI has already sent
a representation and is in dis-
cussion with the Finance
Ministry officials. 

No doubt it is good as an
open policy but in the next few
years we will lose foreign cur-
rency. It’s a cycle. But if the gov-
ernment gives indirect tax
rebates in India, people will
invest in India itself. So the gov-
ernment should boost the infra-
structure in India rather than
facilitating overseas invest-
ment. It’s getting very difficult
to compete in the global mar-
ket because of these taxes.
TAAI has taken a stance with
the finance ministry for this, to
arrange for VAT refunds for for-
eigners. That is how it will be
easier for Indians to compete
in the global market. 

Unfortunately, it seems
that the Government of India is
neither interested in the travel
industry, nor is it supporting it.
A number of representations
have been made by TAAI 
but no crystallised solutions
have come up. 

The government says
that this is a commercial matter
so it cannot intervene. But this
is not a commercial issue, it’s
about the livelihood and the
revenue generation of the trav-
el agents across India.

Tax rebates are the need of the hour
It’s good news that the RBI has doubled annual overseas investment ceiling for individuals to
$250,000, but what about the indirect taxes? The government needs to reduce indirect taxes
in India for this move to be completely beneficial to Indians.

The author is Marzban Antia, 
Treasurer, Travel Agents Association 

of India (TAAI)

The service tax has to go and the VAT
needs to be synchronised as per global
standards and allow travellers to claim a
refund. Since this new allowance will
affect foreign exchange reserves, only
companies bringing in forex should be
permitted to invest back a percentage 
of their earnings overseas

Seclude's 
boutique hotel
opens in
Mussoorie

Seclude recently opened
The Seclude City Mussoorie,
a freshly restored seven-bed-
room boutique hotel, in the
hilly town of Mussoorie.
Situated picturesquely atop a
small verdant plateau, afford-
ing the residents peaceful pri-
vacy, the property overlooks
the stunning lights and valley
of Dehradun. A short walk
away is the Picture Palace
entrance of the busy Mall
Road of Mussoorie.

The bungalow has 
been conceptualised and 
designed by the multi-award 
winning architectural firm,
Spacematters, under the lead-
ership of architect Amritha
Ballal who has brought life to
the house by giving it vibrant
colours, concept lighting, nat-
ural interiors and furniture, an
open air cinema and a living
landscape outdoors. 

The yellow and sky blue 
bungalow houses ‘Babboo’s
Cafe’, the all-day dining 
café and restaurant named so
after the quixotic owner,
Babboo Puri. Each of the
seven bedrooms of the bunga-
low is colour-themed on 
popular songs.
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The announcement listing
the details of the 31st IATO

Convention was made by
Subhash Goyal, President,
IATO, at The Park Hotel, New
Delhi, in the presence of 
Dr Mahesh Sharma, Minister
of State for Tourism and
Culture (IC) and Minister of
State for Civil Aviation. 

In his address, Dr
Sharma appealed to the mem-
bers to take the benefit of this
national convention of IATO.
He also mentioned the initia-
tives taken by the Ministry of
Tourism to boost tourism, both
domestic and international.

Dr Lalit Panwar,
Secretary, Ministry of Tourism,
Government of India, talked
about the work being done by
the Ministry and the achieve-
ments that have been made
especially in getting e-Tourist
Visa which has already been
implemented for  77 countries.
He requested the members to
give it a wide publicity and
encourage tourists to make
use of this facility.

Ashwani Lohani,
Commissioner Tourism &
Managing Director, Madhya
Pradesh Tourism Development
Corporation, expressed his
happiness about IATO’s 
decision to hold its annual 
convention in Indore.  He 
also appealed to the 
members to attend the con-
vention in large numbers and
attend the post convention
tours especially being
designed for the members.

Goyal said, “We had
been looking into the options
among Jammu and Kashmir,
Tamil Nadu and Madhya
Pradesh. As per our policy we
always try to reach a new des-
tination and try to boost

tourism to the state. Hotel the
Grand Bhagwati will be the
venue for the inaugural func-
tion and business session etc.”

“We are returning to
Madhya Pradesh nearly after
22 years when we had 
our 10th IATO convention 
at Khajuraho, in 1993.
Concurrently with our conven-
tion, there will be Indian Travel
Mart. It is an opportunity for

exhibitors to showcase exciting
and diverse range of destina-
tions, conference and Incentive
venues. This will facilitate 
discerning buyers from the
travel trade and corporate
world to reinforce their choice
for business travel, incentives
etc. Also interesting business
sessions are being planned
with social evenings” said
Pronab Sarkar, the Chairman
of the Convention. 

The 31st annual IATO Convention will be held in Indore from August 20-23, 2015. Along with the convention there
will be Indian Travel Mart, which allows exhibitors to showcase destinations, conference and incentive venues.

The Heart of India to welcome IATO
TT BU R E AU

Event Details
Hotel the Grand Bhagwati
will be the venue for the
inaugural function and
business session etc

IATO is returning to
Madhya Pradesh nearly
after 22 years when it had
held it’s 10th convention at
Khajuraho, in 1993

It is an opportunity for
exhibitors to showcase
exciting and diverse 
range of destinations,
conference and Incentive
venues
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New team paves the path
The new OTOAI team wants to work closely with NTOs and remain stringent on
the induction procedure. speaks to new members and chapter heads.

Challenges galore
The greatest challenge is the intro-
duction of GST and the uncertainty
around it coupled with our fight
against airlines on their zero per
cent commission policy, the most
recent being the introduction of
service fee by Lufthansa. 

New countries on the map
Croatia and East Europe in general, Portugal, Ireland,
Seychelles, Tahiti, Argentina have shown surprising 
surge in tourist traffic. Popular destinations such as 
the US, Canada, Europe and Australia have seen more 
than usual traffic.   

New initiatives this year 
Our objective is to have a stronger membership base con-
sisting of quality outbound tour operators who can add value
to the overall objective of OTOAI. We are also trying to make
our eastern chapter stronger thereby, breaking the myth
that OTOAI is a Delhi-centric organisation. 

Rohit Shorey
Member, Executive Committee 

Uphill task
Customers are more aware in
today’s day and age. As a tour
operator, we thus have to keep
reinventing ourselves to ensure we
add value to the customer’s knowl-
edge and expectations and
demonstrate that by working with
us, we will make a difference to his
holiday. Getting trained quality staff continues to 
be a challenge. 

Growing outbound
Spain, Greece, Turkey, New Zealand are some destinations
which have shown a remarkable growth.

Amod Thatte
Member, Executive Committee

MEGHA PAUL

Roadblocks 
Increase in Service Tax is going to
be a challenge. Unfortunately, even
the rupee is weak against the dol-
lar and it has been like this for a
year now. A lot of travellers have
faced delays in receiving the visas
this summer. 

Selling like hot cakes
Greece, Switzerland, Spain are the flavours for 
this summer.

Ankush Nijhawan
Member, Executive Committee 

Not a smooth ride yet
The air connectivity and air fare is
a major problem. Going forward,
the Income Tax requirement to fur-
nish foreign travel disclosure will
have a huge impact on outbound
travel. The service tax (3.5 per
cent) is also exorbitantly high.

New markets for East 
Europe did extremely well this summer. Even Sri Lanka has
picked up as they have introduced direct flights from Calcutta
now. Far East, including Thailand, and Malaysia have been
all-time favourites with Indians. 

Members in the making
Currently our chapter has 15 members. By the year-end,
we are looking at adding another 35 members, thus increas-
ing the chapter strength to 50 members.

Sajan K. Gupta
Chairman-Eastern Chapter

Way forward
We need to target the Tier-II cities
like Hyderabad, Kochi, Calicut,
Pune, Nagpur, Chandigarh,
Amritsar, Lucknow in a bigger way.

New challenges
There should be flexibility and
increase in air connectivity across
India. Few Asian countries offer
Visa-on-Arrival, which is convenient in terms of time and
expense. The same facilities should be introduced in max-
imum number of countries. 

What sold this summer
Being a vanilla island, we had to develop the brand aware-
ness in Indian market for Seychelles. But Seychelles has
really picked up well with FITs and MICE segment. 

Sujit Nair
Member, Executive Committee 

Bridging the gap
Since most of the tourist offices are
based in Mumbai or Delhi, it’s difficult
for agents in south to get real-time
information from the tourist office or
to even build relation with the NTOs.
The NTOs should try to reach out to
states down south. We are looking
at bridging this gap with OTOAI.

Viable markets 
We have seen more outbound traffic to Turkey, Scandinavia,
Canada and Spain

New targets
New initiatives would be rationalisation of taxes, creating
meaningful alliances with NTOs and representations, edu-
cation, expansion of chapters, creating awareness with the
government regarding the contribution of outbound tourism
like creating jobs, utilisation of infrastructure, etc.

Manish Kriplani
Chairman-Southern Chapter

Biometrics challenge
The proposed implementation of Biometrics for Visa in Schengen countries will be a challenge for
clients from cities where there is no Biometrics facility. Also, there is a huge concern about the implication
of VAT once it gets implemented. 

New strategies 
We will invest more time and energy to update and educate the members to face the challenges of the
business. The chapter will arrange for interactive seminars or workshops concerning the industry and invite
leaders from different industries /National Tourist Boards/Consulates to understand their view and perspective
of the outbound industry. We also will discuss how social media can be utilised as a medium for boosting travel.

Mahendra Vakharia
Chairman-Western Chapter 
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Q How significant is
the Indian tourists’

contribution to New
Zealand during the
shoulder period?

India is an important
market for New Zealand, par-
ticularly as Tourism New
Zealand focuses its efforts on
driving visitor growth in the
shoulder season. Indian trav-
ellers visit New Zealand in
autumn and spring shoulder
seasons, making the country
an important market to support
the overall visitor arrivals.

Q How different is
India vis-a-vis other

Asian markets?
India is one of our priority

emerging markets and we aim
for double digit growth from the
destination. We are seeing a
trend of experiential holidays
among Indian travellers. We
are also seeing a growth in
corporate travellers visiting 
the destination, which 
makes it a key market in the
MICE segment.

QWhat are you doing
to tap the Indian

market more effective-
ly? How critical is the
Indian MICE crowd 
for Destination New
Zealand?

As we enter the third year
of our three-year marketing
strategy, India stands as a
country that has responded
well to our activities and cam-
paigns for the ICC Cricket
World Cup 2015, the Hobbit film
trilogy, the ambassador pro-
gramme with Stephen Fleming
and our programmes with the
travel trade fraternity. While we
continue to focus on the inde-
pendent professionals and fam-
ilies travel segments, MICE will
be one of our key priorities in
the upcoming months. We cur-
rently host many incentive
groups from India annually with
sizes usually ranging from 50-
150 participants. However, it is
not uncommon for larger
groups of up to 400 people to
travel to New Zealand from
India. Tourism New Zealand
has witnessed an increase in
the Incentive business to New

Zealand and has also hosted
close to 900 passengers during
the period of July’14 – Jan’15.

Q The Cricket World
Cup showcased

New Zealand to Indian
tourists, how will you
take this initiative 
further?

The ICC Cricket World
Cup 2015 was an ideal plat-
form to showcase New
Zealand’s beautiful landscape
and engaging activities to
Indian travellers. We undertook
a range of initiatives in India,
including events, media pro-

grammes as well various other
trade activities and business
events surrounding the ICC
Cricket World Cup 2015.

We’ve just launched the
evolution of Tourism New
Zealand’s 100% Pure New
Zealand campaign that has fur-
ther defined the country’s
unique offer to travellers with a
focus on the range and close-
ness of New Zealand’s attrac-
tions.  The new strategy and
100% Pure New Zealand com-
mercial comes as one of the
world’s longest running destina-
tion campaigns turns 16 making

it among the world’s most suc-
cessful. The message, “Every
day a different journey,” brings
the campaign to life while new
typography and hand crafted
logo, developed by local design-
ers and artists, cements the
work as unique to New Zealand. 

Apart from this, our
upcoming activities include
campaign partnerships, trade
training platforms, familiarisa-
tions and events, such as
Tourism New Zealand’s organ-
ised event, Kiwi Link India that
was hosted recently. This year
there were more than 30 New
Zealand companies participat-
ing. The airlines we work closely
with as well as Immigration New
Zealand were also invited. We
aim to continue the momentum
by introducing new initiatives 
in the market for travellers 
across segments.

QHow will the Air New
Zealand-Air India

code-share agreement
help develop tourism?

The code-share agree-
ment between Air New

Zealand and Air India pro-
vides seamless connectivity
to travellers visiting the desti-
nation. In the past we have
worked with multiple airline
partners to make New
Zealand a more accessible
destination for Indian 
travellers. 

QHow do events such
as TRENZ and

MEETINGS help boost
New Zealand's tourism
potential?

Events such as TRENZ
and MEETINGS are an
important opportunity for the
New Zealand tourism industry
to showcase what New
Zealand has to offer to key
international travel and busi-
ness events buyers.

These events not 
only offer face-to-face meet-
ings with New Zealand 
operators, it also provides
buyers with the opportunity 
to experience products 
they go on to promote, 
with a series of pre- and 
post-famils.

According to Steven Dixon, Regional Manager – South and South East Asia, Tourism New Zealand, the
country is pulling out all the stops to drive outbound from India by holding campaign partnerships, trade training
platforms, FAMs and events to engage the Indian travel trade. 

Kiwis lean on India for shoulder

PE D E N DO M A BH U T I A

We’ve just launched the 
evolution of Tourism New
Zealand’s 100% Pure New
Zealand campaign that has
further defined the country’s
unique offer to travellers.

Steven Dixon
Regional Manager – South and South
East Asia, Tourism New Zealand
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QHow do you position
your hotel?
Vesta is a part of Warren

Tea Ltd Group, having its head-
quarters at Kolkata. We cur-
rently have three hotels under
the Vesta brand - Vesta
International and Vesta Maurya
Palace in Jaipur and Vesta
Bikaner Palace in Bikaner. We
position our hotels as inde-
pendent boutique and design
hotels with an emphasis on
unique design and local
flavour. In terms of star 
category, Vesta Maurya 
is a three-star hotel, while the
other two hotels fall in the 
4-star category.

QDo you have any
expansion plans? If

so, what are the cities that
you are looking to grow in?

We are aggressively
looking to expand within the
state of Rajasthan in the short
and medium term and there-
after move to other states in
India. We have already
acquired land in Jodhpur to
build a 65 room hotel. We 

are also currently engaged 
in speaking with various 
people in Jaisalmer, 
Udaipur and Ajmer to acquire
existing assets.

QWhat is the USP of
your hotel?

Our focus is on creating
design hotels. What this essen-
tially means is offering a space
to our customers which is truly
unique both in terms of design
concept and service. We
emphasise on creating a fusion
of contemporary with local
design so as to give our guests
all modern day comforts within
a setting which characterises
the local area.

QWhat do you need to
continue to thrive in

this market?
Understanding customer

needs and adapting to them is
extremely important if one
wants to remain competitive in
this market. Needless to say,
customer service and latest
technology is a must.

QWhat is the kind of
relationship that you

share with the travel
agents and tour operators?

For the last five years, 
we are actively working with
the most renowned travel
agents, both offline and online,
and we have been very suc-
cessful in this. 

Always at your service
Vivek Goenka, Chairman, Vesta Hotels & Resorts, says
they want to offer a space to customers, which is truly
unique both in terms of design concept and service.

TT BUREAU

We are engaged
in speaking 
with people in
Jaisalmer, 
Udaipur and
Ajmer to acquire
existing assets

Vivek Goenka
Chairman
Vesta Hotels & Resorts

Getting to the Toronto
Pearson Airport on time is

a whole lot easier now. As
North America’s first dedicated
air rail link, UP Express con-
nects Union Station to Toronto
Pearson International Airport
all within 25 minutes rail jour-
ney. The trains leave every 15
minutes, everyday from 5:30
am to 1 am. 

For UP Express, the jour-
ney is as important as the des-
tination. UP has partnered with
CIBC (sponsors of free Wi-Fi
and the lounge at Union
Station - CIBC UPstairs),
CISCO, Rogers and Deloitte,
as well as retail partners
Drake’s General Store,
Balzac’s Coffee Roasters 
and Mill Street Brewery, 
the most comprehensive 
customer experience.

Featuring level boarding,
so passengers can simply roll
their luggage aboard, UP
Express trains have been
designed keeping comfort 
and convenience in mind.

Amenities include Wi-Fi, 
comfortable seating with 
table trays, power outlets, 
luggage racks, infotainment as
well as flight information.

Outbound guests depart-
ing from UP Express Union
Station can enjoy amenities
ranging from Wi-Fi, retail, 
airline check-in kiosks, 
charging stations to flight infor-
mation screens. CIBC ATMs
are present at both Union and
Pearson Stations with
Canadian dollars, US dollars,
euros, British pounds and
Mexican pesos available. UP
Express Pearson Station is
conveniently located right
beside the Link Train at
Terminal 1, connecting trav-
ellers to Terminal 3.

Bruce McCuaig,
President, Metrolinx, and
Kathy Haley, President, UP
Express centre, were joined by
Howard Eng, President and

CEO, Greater Toronto Airports
Authority; Michael Coteau,
Minister of Tourism, Culture
and Sport, and Cristina
Martins, Member of Provincial
Parliament for Davenport for
the official ribbon cutting.

Destination Canada is
Canada's National Tourism
Marketing organisation. 
India has recorded an 
increase of 19.3 per cent
Indian tourist arrivals in the
year 2014 with a positive
growth in each month in 
comparison to 2013. 

Toronto airport-downtown link 
Metrolinx celebrated the official opening of Union
Pearson Express (UP Express), the new air-rail link
connecting Union Station to Toronto Pearson Airport. 

TT BUREAU
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It was a perfect setting for the
trade to bid farewell to

Catherine Oden, who has
spent nine years as Director
for Atout France in India. She
has been overseeing the mar-
ket in two stints: from 2002-05
and from 2009-July 2015. She
leaves official duty from July
31, 2015 and takes up charge
of Greater China region from
August 1, responsible for
Taiwan, China, Hong Kong,
and Macau and will be based
in Beijing.

Oden has worked with
Atout France for 31 years and
was instrumental in setting up
its India office. She hands over
the mantle to Sheetal
Wadhwa-Munshaw who will
take charge as Director of
India from August 3, 2015. Of
the 33 tourist offices globally,
India is the only market where
they have appointed a non-
French national as director.

Speaking about her
experience in India, Oden said,
"It was a great pleasure to start

and work from scratch – learn-
ing about the market, visiting
travel agencies and meeting
agents. The last six years in
India have been a good amal-
gamation of successful and
challenging experiences. I
have enjoyed my time discov-
ering this wonderful country
and its warm people.”

Commenting on her
appointment, Munshaw said,
“I am overwhelmed and hon-
oured. I would like to express
my gratitude to Catherine, who
has been a great mentor, col-
league, and friend. She intro-
duced me, over a decade ago,

to Maison de La France and
gave me some of the most
memorable moments of my
career, and now has reintro-
duced me in a new avatar to
Atout France. She will be
deeply missed but her valuable
ideals will be followed.”
Munshaw has served as the
former Deputy Director of
Atout France in India in 2004.
She was director of Avant
Garde Consulting and repre-
sented Chamonix Mont Blanc
in India. 

Of 83.7 million visitors
France received in 2014,
359,000 were from India. A
series of developments over
the last two years have result-
ed in a stronger positioning of
France. These include effective
visa facilitation measures, in
particular visa issuance within
48 hours and the opening of
new VFS centres all across
India. These resulted in an
increase in the number of
visas issued by French
Consulates by 60 per cent in
the period January to May
2015 as compared to the
same period last year.

Having spent nearly nine years in the country as Director of Atout France, Catherine Oden had become the
face for the destination in India. Sheetal Wadhwa Munshaw will take the helm once Oden steps down. 

Welcome Munshaw! Au revoir Oden 
HA Z E L JA I N

Lasting impressions
QOne thing you will

miss the most
about India.

During my tenure, I have
had the opportunity to meet
and interact with people from
different cultures. The one
thing that I will miss the most
is the wonderful fun friends
that I have made. I believe I
have made some lasting
friendships here which will
continue to flourish no matter
the geographical distance.

QOne way in which
you have seen the

India market change
over the years. 

The suspension of bio-
metrics tot ally changed the
positioning of France. Travel
agents and tour operators
really took great efforts to re-
program France in the best
manner possible. A recent
study conducted by us on pro-
gramming trends taking as a
base itineraries published by

30 travel agencies, revealed a
staggering 166 per cent
increase in the inclusion of
France in travel itineraries and
a 148 per cent increase in the
allotment of bed-nights for

France. It almost made me
feel as if we had reopened a
new office here in India. From
opting for group tours to pre-
ferring customised holidays to
booking holidays online,

today’s Indian traveller has
certainly come a long way. 

QOne message you
want to give to the

travel trade.
I would like to thank the

entire trade for their support
extended to me during my
time. Their invaluable support
has subsequently helped our
efforts of promoting France as
a tourist destination. I would
request the trade fraternity to
continue giving the same sup-
port to my successor.

QOne perspective
you want to share

with your successor.    
The Director is nothing

without the team. Our work
revolves around our partners
– Indian and French, so estab-
lishing and maintaining part-
nerships is also a crucial ele-
ment for successful initiatives.
I am confident that Sheetal will
do a wonderful job.

Catherine Oden
outgoing Director- India
Atout France

Sheetal Wadhwa Munshaw 
Director- India
Atout France
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Kia Ora, say the Kiwis to Indian agents
From 4WD Bush Safaris, bungee jumps, luges to geothermal dips, claybird shooting and visiting Hobbiton, Indian agents got a great opportunity to
experience the North and South Islands of New Zealand. Before landing in Auckland for MEETINGS 2015 the agents also toured around Rotorua, Wanaka,
Christchurch and Queenstown. 
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The High Commission of
Rwanda in India and

Rwanda Development Board
(RDB) organised the first busi-
ness seminar– Remarkable
Rwanda – in India for travel
agents and investors. Ninety

travel agents from Delhi-NCR
attended the event. The semi-
nar showcased Rwanda as the
land of thousand hills and mil-
lion smiles, a country located
in the heart of Africa, known for
its unity, political stability, good
governance and promising
future and one of the greatest
wild life experiences. In 2014,
Indians were the second
largest visitors to Rwanda 
after Americans.

Joseph Kabakeza, the
first Counselor, Deputy Head

of Mission, High Commission
of Rwanda, says, “We want to
tap the potential of Indian
tourist and investors to
Rwanda.” He highlights
Rwanda's economic progress
in the last decade as well as
the policies put in place to stim-
ulate tourism in the country. He

mentions safety, cleanliness
and zero tolerance on corrup-
tion as the main reasons to
visit and invest in Rwanda.

Kabakeza mentions that
one of the reasons to visit
Rwanda is the easy visa policy.
“We are trying to market the
whole East African region as
one tourist destination and are
looking at having one tourist
visa. So, now, one can travel to
Rwanda, Uganda and Kenya
with only one tourist visa. It is
just for $100 and is valid for

three months with multiple
entries. But we also issue 
separate visas for business
people and tourists, those who
want to come only to 
Rwanda,” he says.

Clarence Fernandes,
India Representative, Rwanda
Development Board, says,
“We are looking forward to
keep having these kinds of
events in other cities in India
too. One of our other initiatives
is also to focus on Bollywood
and see if we can have at least
one movie shot in Rwanda.”

The diplomats promise
to be more pro-active with
Fam trips and roadshows in
major cities in the near future. 

Rwanda comes calling 
During the ‘Remarkable Rwanda’ seminar held in Delhi,
agents and investors were acquainted with specialties
of the African destination and its easy visa facility. 

SAMAPTI DAS

Explore Rwanda
Travellers can visit
Rwanda, Uganda and
Kenya on one 
tourist visa

Rwanda diplomats
promised agents more
fam trips to Rwanda and
roadshows in major
cities in India

Q Tell us about your
upcoming ventures?
Our newest venture is 

our recently launched online
hotels booking and Indian 
travel packages portal
http://tapmyhotel.com

Minar believes in technol-
ogy driven growth and change
with change. Our aim remains
to present our clients a unique
kaleidoscope: unfolding places,
people, experiences, festivals,
celebrations, holidays and
business, all that they will ulti-
mately count as their lives’
greatest treasure. 

QWhat is the USP of
the Minar Travels?
Our main USP is to offer

services to tourists in all the
verticals of travel industry. 
As a premier destination 
.and Aviation Management
Company, our aim is to give
high quality service with inno-
vative ad-ons. We at Minar are

committed to march forward,
create employment, national
wealth and harmony among
nations, through tourism.

Q How do you 
think technology has

changed the face of
tourism?

Technology has brought
the world to the door step of
travellers. Now it has become
easier for suppliers and oper-
ators to communicate with
each other and grow business.
Response time has become
shorter and planning easier.

Q What are your
impressions on 

the present tourism 
scenario?

After the government has
introduced the e-Tourist Visa,
we are looking forward for hard
measures by the Government
to remove bottle necks in the
growth of Indian tourism such
as menace of touts, cleanli-
ness of tourist places, rational-
isation of taxes, lack of trained
staffs and executives. There is
a need to make law enforcing
agencies accountable else, the
path of reforms would be at a
snail pace.

Tech-tonic for agents
With the launch of its new online portal, Minar Travels is
looking forward to a technology driven growth, says 
HS Duggal, Managing Director, Minar Travels.

TT BUREAU

As a premier
destination and
Aviation Management
Company, our aim is
to give high quality
service with 
innovative ad-ons

HS Duggal
Managing Director
Minar Travels
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DEEPA SETHI FROM TORONTO
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QHow has the Indian
market worked for

Hahn Air?
India is one of the most

important markets for Hahn Air.
It is one of our top 10 markets
worldwide. We service more
than 4,800 Indian travel agents
who can issue tickets of 276 air
and rail partners on the HR-
169 document via the standard
GDS process. To acknowledge
the importance of the market,
we have established a dedicat-
ed service desk for India 
which can be reached by
phone on +91-(0)124-4675169
or by e-mail at serviceindia@ha
hnair.com. Indian travel agents
can also call our toll free 
number 1800-1026-169.

QWhat have been 
the expectations for 

the market?
Our foremost goal is to

make the life of travel agents
easier. Therefore, it is crucial
for us to communicate the
advantages of our products
and services to make them
understandable for our part-

ners. For example, it is impor-
tant for travel agents to know
that they can issue tickets of
our partners on the HR-169
document even if the airlines
do not sell via BSP in India. We
also offer additional content of

non-GDS carriers via the code
H1. And finally, we are the only
ticketing provider to offer com-
plimentary insolvency insur-
ance with each ticket. With 40
per cent of travel agencies in
India already trusting in and
using our solutions, we have
established Hahn Air as the
leading ticketing specialist in
the market. We continue 
to see strong revenue 
growth in the Indian travel
agencies’ business with Hahn
Air tickets which underlines the
high potential of our services
for this market.

QWhat are the chal-
lenges you face in this

market?
India is an ever changing

market with very innovative
partners. This is both a chal-
lenge and a great fortune as it
enriches our experience and
expands our horizon. In addi-
tion, India is an extremely large
market. We acknowledge this
by having appointed three pro-
fessional representatives, each
of which is responsible for mar-
keting and sales activities in
their region.

High potential in India
Kimberley Long-Urbanetz, Vice President Sales and
Agency Distribution, Hahn Air, tells how they are
working to make the lives of travel agents easier.

DE E PA SE T H I

Temporarily breaking away
from its parent—the China

National Tourist Office (CNTO)
—based in New Delhi, a high-
level delegation comprising 18
members from Zhejiang
Provincial Tourism Bureau vis-
ited Mumbai recently to meet
the travel fraternity.

Henghui Zheng,
Director, Zhejiang Provincial
Tourism Bureau, who was
heading the delegation, said,
“Our aim is to promote China
and create awareness about
the Zhejiang province in India.
We have been doing it on a
large scale with CNTO from
New Delhi but the various
provinces sometimes come
separately to showcase their
products as and when they
get a chance, which is what
we are doing right now.” 

Revealing the budget
that the province has allocat-
ed for the Indian market,
Zheng said, “We come here
with the support of some of
the big travel agencies in the

province and have jointly ear-
marked more than CNY 1 mil-
lion [more than `1 crore] for
2015. It can be more than this,
but not less.” Zheng Xiyuan,
Chinese Consulate-General
in Mumbai, was also present
at the networking event 
that was jointly organised 
with Air China.

The delegation met peo-
ple from the industry. “We want
to understand the market as it
is a new market for us. The
province records double-digit
growth from India and last year
alone saw more than 1,26,000
travellers from India — most of
whom were business travellers. 

“Most businessmen fly
either to Hangzhou or Yiwu
that is known for the toy mar-
ket. About 20 per cent of all
traffic from India to China
goes to Hangzhou. Our aim is
to balance this traffic with
leisure travellers and want to
see at least a 10 per cent
increase this year with
1,65,000 tourists,” Zheng
said.  She hopes that this year
will see a spike in tourism
between India and China
because of 2015 declared as
‘Visit India Year’ in China. She
added that this visit will soon
be followed by another one
that will have smaller agents
from the province.  

Over ̀ 1cr alloted for India
Zhejiang, China, sees huge potential in Indian tourism
sector. It has kept aside a huge budget for activating
the market and educating the trade.

TT BU R E AU

It is important for
agents to know that
they can issue tickets
of our partners on the
HR-169 document
even if the airlines 
do not sell via BSP 
in India

Kimberley Long-Urbanetz
Vice President Sales and Agency
Distribution, Hahn Air

Henghui Zheng
Director
Zhejiang Provincial Tourism Bureau

Zhejiang Calling
Zhejiang province 
will be promoting nature, 
shopping, history and
culture in India 
South Korea is the top
source market for
Zhejiang with India on
the 11th position 
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QHow was the response
from India for the 

World Cup?
It is estimated that approxi-

mately 8,000–10,000 Indian
tourists travelled to Australia for the
ICC Cricket World Cup. Indian
cricket fans not only witnessed the
Indian team in action, but also got
to visit popular attractions including
the Sydney Opera House,
Sydney Harbour Bridge, the
Great Ocean Road, the Great
Barrier Reef, amongst others.
Recently released data by the
Australian Bureau of Statistics
reveal that a record 200,000
Indians visited Australia for the
year ended January 2015, an
increase of 19 per cent over
previous year. The month of
January 2015 recorded a 35
per cent growth over previous
year for Indian arrivals. India is
now the ninth largest inbound
market into Australia. Arrivals
from India are expected to per-
form well with an average
annual financial year growth
rate of 7.2 per cent through to
the financial year 2021-22. 

QIs Australia intro-
ducing any new

schemes to woo Indian
travellers?

In keeping with Tourism
Australia’s direct-to-consumer
marketing strategy in India,
there will be collaborations
commencing from the begin-
ning of our next financial year
(July-June) for offer-led cam-
paigns with key aviation and
distribution partners. Executed
on consumer media platforms
including print, TV, digital and
out-of-home, the campaigns
will provide great value to
potential travellers and encour-
age early bookings. 

QWhat are you doing
with the trade?
There is also a robust

trade development programme
in place led by the training initia-
tives that Tourism Australia
undertakes to provide support
to the travel agent fraternity in
their efforts to sell Australian hol-

idays. Apart from that, we have in-
person training aimed at frontline staff
of travel agencies to educate and
update them on new products and
experiences in Australia.

QHow was 2014 for the
Australian tourism

industry vis-a-vis the Indian
market.

Tourism Australia organised
several initiatives in India in 

2014 including the launch of the
Restaurant Australia campaign
focusing on the best food and 
wine experiences in Australia. 
To leverage the visit of the 
Indian cricket team, Tourism
Australia collaborated with 
leading online travel agent
yatra.com to execute a high 
visibility campaign with Star
Sports, the official broadcaster of
all the cricket games.

Nishant Kashikar, Country Manager – India, Tourism Australia, talks about how the Cricket World Cup helped
them augment the Indian visitor arrivals. According to the Australian Bureau of Statistics a record 200,000 Indians
visited Australia for the year ended January 2015, an increase of 19 per cent over previous year.  

Howzzat! Aussies bowl over Indians

The month of January 2015 recorded a 35
per cent growth over previous year for Indian
arrivals, indicating a strong start to the calendar
year. With the achievement of this milestone,
India has improved its rank to be the ninth
largest inbound market into Australia.

Nishant Kashikar 
Country Manager – India, Tourism Australia
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PE D E N DO M A BH U T I A

Thriving 
Down Under

The month of January
2015 recorded a 35 per
cent growth over 
previous year for Indian
arrivals in Australia

Australia offers trainers
to conduct 
in-person training 
aimed at frontline staff 
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Vkonect MICE 2015: A boon for travellers
Over 30 Indian travel and hospitality companies participated in Vkonect MICE, India’s premium B2B meetings platform for MICE on July 10 & 11, 2015.
The two-day event, held at the Holiday Inn, Aerocity, New Delhi, included a networking session between corporate buyers and exhibitors on day one. 
On day two, travel trade met the exhibitors for exclusive business session in a tabletop and round ribbon format. 
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QWhat are the key 
features of Resurgent

Rajasthan Partnership
Summit 2015?

The key features of Resurgent
Rajasthan Partnership Summit 2015
are to realise the state’s endeavour
to realise its vision of inclusive growth
and long-term, all-round develop-
ment by harnessing the power of
partnerships. Rajasthan recog-
nises the role that businesses
can play in achieving this goal.
Therefore, it is placing special
emphasis on deepening
engagement and forging part-
nerships. At present, the state is
focusing on thrust sectors such
as tourism, agro and food pro-
cessing, defence manufactur-
ing, healthcare, auto and auto
components, MSME, renewable
energy, IT and ITeS, financial
services, mines and minerals,
cement, road construction, 
textile, urban infrastructure,
drinking water. 

QHow is it expected to
boost tourism in 

the state?
In 2014 the state

received 33 million domestic
and 1.5 million foreign tourists.
Tourism is one of the key sec-
tors for investment in the state.
Resurgent Rajasthan will give
boost to tourism by way of
attracting investment in tourism
infrastructure. This could be by
way of new hotels, resorts,
investment in existing heritage
properties for converting them
into heritage hotels develop-
ment of new circuits, etc. This
will give a rise to inbound
tourist arrivals as well.

QWhat are your other
plans for Rajasthan

Tourism this year? 
Some of the new upcom-

ing tourism projects are Mega
Desert Circuit (Jaisalmer-
Jodhpur-Bikaner-Sambhar-
Pali-Mount Abu), Mewar
Complex (Haldighati, Gogunda,
Deever and Chhapli). Lighting
of well-known monuments to
promote night tourism is high
on agenda. The Government is
also planning to start spe-

cialised circuits for birding, handi-
crafts and spiritual segment. The
new Tourism Unit Policy 2015 which
has recently been released will
induce new    investments in hotels. It
has made land conversion easier
and given a host of other incentives
for such properties. The new
Tourism Policy is also in the process
of being formulated. The policy will
focus on optimum utilisation of rich
tourism resources of the state for

Socio-economic development of its
people. This will be done by syner-
gising the government and private
sector resources and efforts. The
State Government has made com-
mitment of constructing 20,000 kms
road network in the State. The con-
nectivity of the Jaipur international
airport is going to greatly improve
with the expansion of the runway. All
the big passenger carriers will now
be able to land in the Pink City. 

In a tete-a-tete with , Shailendra Agarwal, Principal Secretary, Tourism, Government of Rajasthan, talks
about the recent launch of Rajasthan Tourism Unit Policy 2015 (RTUP-2015) and the upcoming ‘Resurgent
Rajasthan Partnership Summit 2015’ which are expected to induce fresh investments in tourism infrastructure.

Will Rajasthan Policy resurge tourism?

ME G H A PAU L

Past Glory
Nearly 1,500 Tourism
Units Projects were
approved by the Tourism
Department involving an
investment of approxi-
mately ̀ 12,500 crore
during the operating 
period of Tourism Unit
Policy, 2007 from 
2007 to 2015

In 2014 the state received 33 million domestic
and 1.5 million foreign tourists. Tourism is 
one of the key sectors for investment in the 

state. Resurgent Rajasthan will give boost to
tourism by way of attracting investment

in tourism infrastructure.

Shailendra Agarwal
Principal Secretary, Tourism, Government of Rajasthan
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Best Airline Representation Company
Group Concorde
It feels great to receive North India Travel Award. We are happy that
the industry supports us and we will continue to see hope. This
encourages us to work harder and harder to achieve more success
in this industry with the help of all other stalwarts of the industry. 

Prithviraj Chug
Director

Best Foreign Destination in the Rest of the World 
South Africa
We are absolutely touched. Over three lakh people vote for these
awards so it definitely means something. You see your hard work and
you are never quite sure how it will be perceived and how the average
man will see what you are doing and then this award is really a
validation of the hard work of the guys in office, the incredible South
African Tourism team that we have in India.

Hanneli Slabber
Country Manager

Best Boutique Tour Operator
Shanti Travel
We are very proud and thankful about receiving this
award. This is the tenth anniversary of Shanti Travel and
receiving the ‘Best Boutique Tour Operator’ award means
a lot to us. We are trying to give a wonderful experience
to our guests in India, especially South India as we love
the destination. So, this encourages us to go even further.

Maud Le Bras
General Manager India and HR Group Manager

Best Hospitality Marketing Franchise
Company
Alliance Hotels & Resorts

I am glad to receive this award, especially which is
organised by such a reputed publication house. It is a good
system that has been started by SanJeet which also
focusses on low profile business people who otherwise
don’t get the deserved recognition. This unique initiative
will help everyone from each region to bring out the best
for the whole country.

Zia Siddiqui
CEO

Best Tour operator
World Travel Studio
The western region has a lot of potential and this kind of
a regional award will definitely boost tourism here. The visa
policy that India has started is a big boom and will 
double the inbound tourism in India. India Travel Awards
was a big opportunity for us where we launched
worldtravelstudio.com for domestic offering.

Haresh Koyande
Founder & Managing Director

Best Inbound Experiential Tour Operator 
Vasco Travel
I think India Travel Awards is a great initiative taken by
the DDP Group. This is going to boost inbound as well
as domestic tourism within the nation. Even the
government has taken a big step by introducing e Tourist
Visa. It gives a good signal to the industry that the
Government is thinking about tourism. This will definitely
increase tourism and will take it to a right direction. 

Vikas Abbott
Managing Director

What it takes to be a winner

Best Business Travel Agency 
7M Tours
I flew all the way from the US to receive the award and the experience
was totally worth it. US is growing much for the Indian outbound as
well as inbound. Thousands of travellers from the country are willing
to travel to India. So, its business both ways and we are a gateway
to that. We definitely look forward to have more business from India
and support our local friends and travel agents from here in all needs
of the corporate and students.

Akarsh CK
Director
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India Travel Awards honors and rewards the most discerning travel trade professionals. It supports, promotes and 
develops the Indian travel and tourism industry by identifying excellence in the trade. The winners share with 

what it takes to be a champion of the trade. 

Best Innovative Product
Roomsxml Solutions
This award is the best thing that could happen. This time we have
won the award in the West and next time we hope to receive this for
India with our hard work. Thank you India Travel Awards and DDP for
this great initiative.

Prakash Bang
Managing Director

Best Digital Marketing Campaign 
ibis Bengaluru City Centre
We at the ibis Bengaluru City Centre are proud of this award. Since
the beginning, ibis as a brand has its focus set on breaking traditional
conventions using digital platforms. The campaign was a success
because it celebrated the pulse of Bengaluru as a city and its different
flavours. Innovative and integrated campaigns are an integral part of
our marketing strategy to drive brand preference for our business.

Firoz Jangaria
Hotel Manager

Best Family Travel Destination 
Ramoji Film City
India Travel Awards is a great encouragement to any organisation.
Tourism is business which certainly requires more boost. Compared
to the world, India’s GDP is low and we have to learn a lot. This kind
of award ceremonies will encourage all of us to give our best to the
business.

Rajeev Jalnapurkar
CEO

INDIA TRAVEL AWARDS
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Maya for the best in trade

The award was given to Kesari MICE and received by its Director, Zelam  Choubal

The award was given to World Travel Studio and received by its 
Founder & Managing Director, Haresh Koyande

Having travelled to all parts of the country, India Travel Awards was welcomed with open hearts in the South,
West, East and North India. The bigwigs of the travel trade marked their presence in this award ceremony
and were also honoured for their achievements. 

Best MICE Operator

Best Tour Operator

The award was given to atlastravelsonline.com and received by its 
Executive Director, Hussain Patel

Best Emerging Travel Portal

The award was given to Terra Ignota Tours and received by its Managing Director, 
Nitin Sambhi and Sr. Executive Tours, K Krishna

Best Luxury Tour Operator

The award was given to Wish Bone India and received by its Directors, 
Amit Aggarwal and Rishi Khandelwal

Best Corporate Incentive Tours Operator

The award was given to Minar Travels and received by its 
Managing Director, HS Duggal and COO - Tours, Madan Kak

Best Inbound Tour Operator
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QAre there any new initiatives
in the technology domain

from MakeMyTrip? 
We have made significant invest-

ments in Technology to create the broadest
selection of travel products and services
in India. Our earliest offering was flight tick-
ets, but we quickly scaled up to offer a
range of services including complete road
transport solutions (Bus, Rail, cab), hotel-
reservations in over 25,000 domestic prop-
erties and over 200,000 inter-
nationally, as well as holiday
packages to over 300 destina-
tions in 40 countries.  

This technology enables
not just the customer-experience
but also affiliate and partner expe-
rience with our portal. No other
travel player can claim to offer
more than 40-50 holidays that are
completely book-able online by
affiliate partners. 

QWhat are the new
trends that you see in

holiday booking in India? 
Traditionally, travel agents

sourcing inventories through
larger companies or through
wholesalers were able to view
the details online but had to
book offline. This caused multi-
ple points of failure:  airline price
would fluctuate while the hotel
price was being confirmed
thereby changing the price of
the holiday,  one or the other
element would be pending con-
firmation till closer to the dead-
line for travel,  and due to fluc-
tuating air prices a confirmed
quote (price) could not be com-
municated to the customer. With
MakeMyTrip, such hassles are
a thing of the past.

The MakeMyTrip B2B affil-
iate program provides travel
agents the flexibility to book
online, with a small token amount
to confirm the booking. There is
no dependency on a sales team,
no requirement to wait for a
query-response or bargain on
rates. Another unique aspect of
our model is that the travel agent
can view prices and dates outside
of their query range, and if they
find a cheaper alternative they
can opt for the same. Similarly,
they have the flexibility to change
the hotel category and also pick
up value-adds (such as activities,
itinerary) online in some pack-
ages.The process is fully auto-
mated, thereby offering choice,
transparency and convenience -
the hallmarks of MakeMyTrip’s
customer value-proposition to our
partners as well. We already have
a base of 2000 agents and 300
priority partners, and we are keen
that more people from the travel
fraternity explore and experience
the value of our offerings and
partner with us. 

QHow has the business fared
over the last one year?
In fiscal 2015, we exceeded $1.6 bil-

lion in total gross bookings. Our net rev-
enue (or revenue less service cost) was
nearly $139 million, representing a yoy
growth of 32 per cent in constant curren-
cy terms, a result ahead of both our 
guidance and plan. More importantly, 
our net revenue from Hotels & Packages
business grew by nearly 58% yoy 
to reach $62.6 million.

QHow has acquiring new firms
facilitated the business in

your company?
Since launch, we have focused on

innovation, customer-delight and ensur-
ing we cover all ends of the market. 

If there is a user who wants to
access the travel-benefits offered by
MakeMyTrip on the Internet, our touch-
points will ensure that we reach out to
them sooner than our competitors.

Ranjeet Oak, Chief Business Officer – Holidays, MakeMyTrip tells about the company’s latest offering
‘MakeMyTrip B2B affiliate program’ which provides  agents the flexibility to book online.

MakeMyTrip opens doors for agents 

TT BU R E AU
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In 2015, we exceeded $1.6 bn in
total gross bookings. Our net 
revenue was nearly $139 mn, repre-
senting a yoy growth of 32% in con-
stant currency terms, a result ahead
of both our guidance and plan.

Ranjeet Oak
Chief Business Officer – Holidays,

MakeMyTrip
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France strengthens India connection
A unique initiative was launched by H E François Richier, Ambassador of France to India, as a token of appreciation for travel agencies that have
programmed France in their published itineraries. The initiative culminated in the French Ambassador's Travel Awards soiree, which took place in Mumbai
recently, as well as the announcement of Sheetal Wadhwa Munshaw as the agency's first Indian Director globally.
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Ethiopia’s national carrier -
Ethiopian Airlines – has

launched its holidays package

brand in India called Ethiopian
Holidays and is looking to pro-
mote it through the travel trade.
Introducing the brand in India,
Tedesse Tilahun, Regional
Director (India Subcontinent) of
Ethiopian Airlines, says, "We are
looking for sales partners in
India to market this new brand
of holidays and invite interested
agencies to contact us." 

The sales partners can
be from anywhere in India
capable of selling the pack-
ages and promoting the desti-
nation across the country
through joint marketing and
promotions. Tilahun adds,
“Mumbai and Delhi are show-
ing good numbers already. But
these are not through well-
organised, formal packages.
With Ethiopian Holidays, it will

be more organised. We prefer
to sell this only through the
trade because they are the
experts. The website, however,
is also open to the public who

can buy the packages online.
We are looking for at least two
to three selling partners since
it is difficult to sell Ethiopia in
India at the moment.” 

Ethiopian Holidays is also
planning a familiarisation trip for
the trade in the next couple of
months. In India, it will start 
with 10 package tours that 
can be customised. They 
are short-duration packages 
but can be tailored to create
longer itineraries.   

Tilahun says, “We want to
introduce Ethiopia as a new
destination to the Indian market
and request the travel trade to
include Ethiopia in their itiner-
aries and promote the same.
The reason travellers and the
trade do not know about

Ethiopia is because we 
have not our job to promote
Ethiopia in India. We are late but
not too late.” 

Mesfin Gebremariam,
Consul General of the FDR,
Ethiopia in Mumbai, elaborates
on the transformation that
Ethiopia is currently going
through. “We are investing a lot
in upgrading its infrastructure.
Our economy is growing – it
was around 8.6 per cent this
year and a lot of new hotels are
coming up across Ethiopia. It’s
also a safe destination. We
urge tour operators to take
advantage of this. We will help
them in contacting Ethiopia’s
travel trade fraternity,” he says. 

The Ethiopian Holidays
website has a shopping cart
where users can bundle 
products. Tilahun adds, “As of
now, we are not planning to
work with any other African
tourism board in India. We
would like to partner with them
in future though once we have
established ourselves in India.” 

Meanwhile, Ethiopian
has ordered new aircraft from
Boeing and is opening three to
five new destinations during
every IATA season. This 
April, it launched Dublin
(Europe), Los Angeles (North
America), Cape Town,
Caproni, and Goma (Africa),
and Manila (Asia).

Ethiopia looks for PSAs
Ethiopian Airlines that recently launched its holiday brand
in India invites the Indian travel trade to be part of its
network to promote Ethiopia and its holiday packages. 
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Aportable hotspot device
that offers unlimited

Internet in Europe, “My
Webspot” is looking at the India
market in a big way. It is being
promoted by Atout France in
many countries including India
and has helped develop a 
network for the company here.  

Ruddy Giorgi, Managing
Director, My Webspot, says,
“For now, we are investing in
communication through Atout
France. We have found a great
partner in them as they have
helped us develop a network of
travel trade professional in
many countries including India.”
For now, it is only available for
people travelling to Europe. 

“We hope that we will are
able to open an office in India
and offer a worldwide service to
Indian travellers and not just
Europe. If we ever set up a
branch in India, we would prefer
to engage with a local entity
who has access to the Indian
market. India is on our list of top
countries to invest and develop
our business,” Giorgi adds. 

For now, they are looking
for sales partners in India who
are able to offer this service to
their customers. It offers differ-
ent kinds of partnerships, from
simple sourcing (in which 
the partner has a coupon code

for his customers to identify
every sale coming from him), to
integrated partnerships where
My Webspot’s offer is integrated
into the sales brochure. 
The company offers commis-
sion from the first rental, corre-
sponding to a percentage of
gross sales. 

Giorgi says, “We are also
offering partnerships to the
travel trade selling European
destinations including France
to Indian travellers. We believe
that this service can also give
hotels and tour operators a
competitive edge. We would
also like to engage in partner-
ships with companies that have
a branch in Europe who end up
spending billions of dollars on
data roaming.” 

Catherine Oden, outgo-
ing Director – India, Atout
France, says, “My Webspot
offers the perfect solution for
Indian web users. We felt that
this product needed to be com-

municated to the direct traveller
through our network of travel
agents. Since the organisation
has just forayed into the Indian
market, it is too early to gauge
results. We are of the belief that
the product will gain popularity
with Indian travellers in the
months to come.”

Speaking about the kind
of travellers they are targeting,
Maxime Chardonnereau,
Chairman, My Webspot, says,
“Our customers are connected,
Smartphone users who want
to be able to use their apps

(GPS, Viber, Facebook, etc)
and communicate with their
family/friends/co-worker back
home when traveling abroad.
They are also professionals
who need a reliable access to
the internet so that they can
communicate on a constant
basis with their headquarters
in India.” At the moment, it is
offering a coupon code so that
the Indian travel trade can test
its products. 

Unique offering for Indians
Promoted by Atout France, ‘My Webspot’ has a unique
proposition for Indians travelling to Europe and it’s looking
to make in-roads in India through the travel trade.

TT BUREAU

Maxime Chardonnereau, MD, My Webspot and Ruddy Giorgi, MD, My Webspot

The Enterprising Travel
Agents Association

(ETAA) South India Chapter
has recently announced its
new five-member committee
that will be headed by MP Joy
as its Chairman. The
announcement was made
during its third anniversary
celebrations in Bengaluru last
month. The networking event
was combined with a travel
agent engagement program
that was attended by 
around 75 members. The out-
going committee, led by its
chairman Patrick George,
was also honoured.  Talking
about the broad plans that the
new committee has chalked
out, Joy says, “We are planning
a host of activities for our mem-
bers. This includes two training
programs, three workshops,

and two destination expert pro-
grams this year. Moreover, we
will be working with the
Karnataka Government and
the Department of Tourism for
the PATA conference that will
be held in Bengaluru this
September.”  He added that
one of the committee’s long-
term plans is to focus on creat-
ing a quality group of genuine
travel agents and tour opera-
tors from the region who can
be the first point of contact for
customers for their holidays.

Sharing more details
about the workshops, Joy
says, “We will be conducting
frequent destination expert
programs to update the knowl-
edge of our members. Our
training programs on various
travel products and etiquettes
will help our members. Our

focus will be to empower them
through these activities.” 

ETAA South India
Chapter is currently in the
process of adding more mem-
bers. “This is important to
strengthen our organisation.
ETAA South India chapter is
just three years old now with a
strong membership base of
115 and growing. We are in
touch with genuine travel
agents and tour operators to

increase this number. Our
committee members as well as
our members have committed
to refer one member per month
to us. We also have a special
membership committee to
accelerate this process. We are
also in talks with members in
other states such as Tamil
Nadu, Kerala and Andhra
Pradesh to start our regional
chapters at the earliest with a
minimum of 25 members in
each chapter,” Joy says.

He underlines a few burn-
ing issues that the new commit-
tee will be discussing such as
cut-throat competition leading to
reduced margins, online travel
companies that are taking the
business away, and getting cus-
tomers to again book through
them rather than online. “Take
for example Lufthansa’s latest
announcement of charging
agents on all GDS bookings.
Such moves by airlines should
be opposed by the trade as it is

a huge threat to our industry in
the long run. Other airlines may
follow the same later. The deci-
sion on how ETAA should 
react to this will be taken 
from the head office which will
be discussed in our next meet-
ing,” Joy reveals.   

The Enterprising Travel Agents Association (ETAA) South India Chapter announced its new Committee which is
busy planning an engaging year ahead for its members.

New team at ETAA South
HA Z E L JA I N

The team of Enterprising Travel Agents Association (ETAA) South India Chapter New Committee
MP Joy 
Chairman, ETAA South
India Chapter 

Siddalingappa S
Vice Chairman, ETAA
South India Chapter 

Swetha Hegde
Secretary, ETAA South
India Chapter 

Subramania 
Joint Secretary, ETAA
South India Chapter 

Ajay Gopal 
Treasurer, ETAA South
India Chapter 
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The hotel provides guests
with a fascinating glimpse

into the enchantment of the
local culture and history of the
majestic Blue City. Inspired by
the region’s forts and palaces
and spread out as a series of
pavilions around landscaped

courts, WelcomHotel Jodhpur
reveals itself in the same man-
ner as an oasis in the desert
dunes – a beacon to travellers’
in a dramatic landscape. 

Comprising 98 rooms
and private luxurious villas, the
hotel offers a range of accom-
modation options with contem-
porary facilities and bespoke
services to make a guest’s stay
more comfortable, while pro-
viding the perfect getaway for

the leisure traveller with a
plethora of tailor-made experi-
ences such as nature trails,
yoga sessions, purpose-built
sports areas and scrumptious
culinary experiences. 

“Jodhpur is one of the
emerging hospitality destina-
tions within India. Over the past

few years, there has been a rise
in the number of cultural festivals
that are held annually which
tend to attract a large number of
visitors from both the domestic
and international markets.
WelcomHotel Jodhpur provides
a perfect getaway for both the
domestic and international trav-
eller with a plethora of tailor-
made experiences such as
nature trails that provide the
essence of the local community,
yoga sessions, purpose-built

sports areas, authentic wellness
experiences and scrumptious
culinary experiences, while
offering comfort and accessibil-
ity paired with grandeur and
beauty,” says Suri.

The Hotel is equipped with
various recreational, beauty and
fitness facilities including
‘WelcomWellness – The Spa’,
which comprises three treat-
ment rooms, a couple’s treat-
ment room and a Salon, serving
as an ideal rejuvenation retreat.
Additionally, the WelcomHotel
Jodhpur provides unique dining
experiences at the ‘WelcomCafe
Chinkara’ and the ‘Bistro –
Desert Rose’ – from traditional
Rajasthani cuisine to gourmet
indulgences in international cui-
sine. Chef Jodha takes the tra-
dition of the authentic Marwari
cuisine to a different level alto-
gether with his innovative
recipes. Soon to be introduced
will be ‘Sholla’, an exceptional
dining facility inspired and mod-
elled along the lines of a desert
camp – a caravan serai, which
will serve unique desert delica-
cies along with other fare. 

Oasis in the desert
The WelcomHotel Jodhpur is a blissful oasis spread over
10 acres, in the midst of sculpted desert country. The
hotel's general manager, Sumeet Suri, tells how
tailor-made experiences are attracting travellers.
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India is surely not
the crime or rape
capital of the
world. It is a per-
ception and
media is also
doing positive
stories to bring
out its good
aspects as well.
What we need is a constant dialogue
between the travel industry and the media.
This will give a boost to inbound in India.

Rajan Sehgal
Director, Arrivals Air Services

While society may
be tarnished by the
criminal elements
within it, it is irrepara-
bly besmirched by
the insensitivity and
crassness of its law
enforcement mech-
anisms. As individu-
als and as trade association heads it is
incumbent upon each one of us to interact
and intercede wherever possible to prevent
exaggeration, without varnishing the truth.
Today, social media is as powerful, if not
more, than traditional media and I do believe
that it is in this space that each one of us
can make a difference.

Ajay Prakash
CEO, Nomad Travels

Media such as TV channels do tend to resort to 'sensationalisation
of crimes' owing to tremendous competition among themselves. This
has to stop. Tourists feel that the crime/s are not under control and
leads to stress and worry about including that city in the itinerary.
Crimes are happening all over the world and they should definitely
be reported so that people are aware of what has happened and
take precautions but some media tend to harp on these negative
activities whole day long. At the same time, the rise of crime has to
be stemmed in order to attract tourists. How can we expect incoming
tourists, including our own domestic travellers to visit India if the crime rate shoots up? India
is one of the several safe countries in the world and we need to keep this up by all means.
Government should ensure this in all cities of India. Also, we as citizens should contribute to
it by helping our fellow countrymen. This has to be one of the top priorities of our government.

Harmandeep Singh Anand
MD, Jagsons Travels 

Safety is paramount
 Contd. from page 3
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ATTRACTIONS

Must-visits when in Mauritius
Mauritius, the island nation in the Indian Ocean, with its pristine beaches
and crystal clear shoreline, makes for a perfect leisure destination. We list
here top attractions not to be missed when visiting the country.

Undersea Walk at Grand Baie (Solar Sea walk) 
The undersea walk
is one of the ultimate
sensations of being
transported to a
magical world where
you don’t need to
know swimming and
breathing underwa-
ter amongst other
sea life becomes
possible. You can witness firsthand the magnificent marine life
of Mauritius, the beautiful fauna, corals, and a wide variety of
fish, all in their natural habitat. With specially designed helmets
that receive a constant supply of fresh air from the surface, all
Solar Sea Walk’s equipment are operated using solar power.
There is always one trained diver with the participants guaran-
teeing maximum safety. 

Chateau Labourdonnais  
The 19th century
Colonial Mansion
was owned by
Christian Wiehe. It is
beautifully restored
to regain its original
splendour with an
interesting AV on the
restoration. Here you
can see & feel the
lifestyle of the families who lived in the 19th century. Throughout
the house you can see the furniture, utensils, equipments, 
wallpaper, etc used by the inhabitants of the house. The property
is surrounded by beautiful well manicured gardens. Apart 
from learning the history, one can also visit the Boutique 
& the tasting bar to taste their rums & buy souvenirs. You can
also visit the restaurant & cafe for some great tasting menu
inspired by local products.

Sugar World
It is a museum set up
in an old sugar mill in
Mauritius which is
dedicated to the his-
tory of sugar. Here
you not only learn
about how sugar is
manufactured but also the history of the island. Their big
machine explains the actual process of making sugar right from
harvesting to the final product in a detailed & interactive manner.
You can also buy souvenirs like special sugars, Mauritian Rum,
t-shirts, etc. in the museum owned boutique.

Casela
At Casela you can
experience nature
and wildlife closely.
You can visit the park
on quad bikes,
Segway or buses
which take you right
past the animals, giv-
ing you an opportunity to pet them. You can also have the Big
Cat experience, which includes walking with the lions & tigers;
enthusiasts can also interact with tigers.

Seakart
If you enjoy roller coasters & the thrill of driving fast cars, then
Seakart is for you. You can discover the beauty of Mauritius
lagoons while driving your own speedboat. It is an exclusive
water sport activity with the thrill & adrenaline rush of skiing on
the water, sans the safety issue. After a briefing session by
qualified instructors, you are ready to take on the sea on your
own & experience new sensations & beauty of the lagoons.

Submarine
Blue Safari Submarine is offering you the opportunity to live a
unique, thrilling & memorable experience. During the 40 minute
dive, you will view the coral reefs, the fantastic Star Hope ship-
wreck, a 17th-century sheet anchor & myriads of colourful fish.
The submarine is fitted with individual windows viewing out the
underwater world. From inside the cabin, you can also watch
live, on a television screen, the impressive immersion of the sub-
marine. It is a wonderful experience of diving with the submarine
at 35 metres depth, which no one should miss.

Other Attractions
You can visit the Pamplemousses garden, the National Botanical Garden
of Mauritius, do rum tasting & lunch at the Rhumerie & visit Chamarel –
the seven colored Earth & the Curious Corner – a place full of interesting
illusions. The shoppers can have their fill of shopping not only of branded
items but also of the local fares at the Caudan Waterfront. You can also
stay at the InterContinental Mauritius, located on pristine white sands,
overlooking the Bay of Balaclava with banqueting facilities for big wed-
dings and MICE events or the Bluemarine Attitude, Mauritius, which is
quite literally the ideal address for a great family holiday or a romantic
escape. Another place for a great getaway is the Outrigger Mauritius
Beach Resort, an absolutely breathtaking beachfront location alongside
the turquoise lagoons of the Indian Ocean. The 4-star ‘‘Maritim Crystals
Beach Hotel’’ is situated at Belle Mare on the picturesque East coast of
Mauritius stretching along a Turquoise lagoon and one of the most beau-
tiful beaches of the island.

JULY 2015
NATIONAL
16 Kolkata Singapore Tourism Board 

Networking lunch
16 Mumbai Atout France Press Networking 

Dinner
16 Delhi Tourism New Zealand Frontline Training
16 Jaipur Learn South Africa
17 Mumbai Atout France Presentation
17 Delhi Learn South Africa

17-19 Chennai India International Travel Mart
18 Chandigarh Singapore Tourism Board 

Networking Lunch & Cocktail Dinner
20 Jaipur Singapore Tourism Board 

Networking Lunch & Cocktail 
Dinner

20 Jalandhar Learn South Africa
20 Kolkata Thailand Road Show
21 Kochi India Hospitality Awards 

- South and West
22 Lucknow Learn South Africa
22 Pune Singapore Tourism Board 

Networking Lunch & Cocktail Dinner
22 Delhi Thailand Road Show
23 Kolkata Learn South Africa 
23 Hyderabad Singapore Tourism Board 

Networking Lunch & Cocktail Dinner
23-24 Delhi eTailing & Travel Commerce

Conference
24 Vizag Singapore Tourism Board 

Networking Lunch & Cocktail Dinner
24 Mumbai Thailand Road Show
24 Mumbai Learn South Africa 
24-26 Hyderabad Travel & Tourism Fair
25 Pune Learn South Africa 
27 Hyderabad Learn South Africa 
29 Trichy Learn South Africa 
30 Chennai Learn South Africa
30 Nagpur DOT Philippines B2B Roadshow
31 Bengaluru Learn South Africa 
31–Aug 2 Kolkata Travel & Tourism Fair

AUGUST 2015
INTERNATIONAL
5-7 Beijing CIBTM

NATIONAL
1 Kochi Learn South Africa 
3 Mumbai Learn South Africa 
3 Chandigarh DOT Philippines B2B Roadshow
4 Nagpur Learn South Africa
4 Kolkata Tourism Authority of Thailand B2B 

Roadshow
4 Bengaluru Mauritius Tourism Promotion 

Authority B2B Roadshow
5 Lucknow DOT Philippines B2B Roadshow
5 Delhi Mauritius Tourism Promotion 

Authority B2B Roadshow
6 Mumbai Mauritius Tourism Promotion 

Authority B2B Roadshow
6 Lucknow Tourism Authority of Thailand B2B 

Roadshow
7 Delhi DOT Philippines B2B Roadshow
7-9 Vadodara Holiday Expo
10 Mumbai Mauritius Tourism Promotion

Authority B2B Luxury Roadshow
12 Bengaluru Mauritius Tourism Promotion

Authority B2B Luxury Roadshow
13 Delhi Mauritius Tourism Promotion

Authority Trade & Media Dinner
14 Delhi Mauritius Tourism Promotion

Authority B2B Luxury Roadshow
14 -16 Aurangabad IITE
17 Ahmedabad Visit Britain B2B Roadshow
18 -19 Mumbai SATTE West
18 -20 Surat Travel and Tourism Fair
19 Mumbai Visit Britain B2B Roadshow
21 Pune Visit Britain B2B Roadshow
27 Delhi Medical & Wellness Tourism

Summit
28-30 Mumbai India International Travel Mart
31 Kolkata Visit Britain B2B Roadshow
31 Chennai Tourism Queensland & Tourism 

Victoria Roadshow

For more information, contact us at: talk@ddppl.com

KA R I S H M A KH A N N A F R O M MAU R I T I U S
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Sabre Travel Network, Asia Pacific
Singapore
Sabre Corporation has appointed Roshan Mendis as senior vice
president for Sabre Travel Network, Asia Pacific, following the com-
pletion of its acquisition of Abacus International.
Mendis will be responsible for the overall
Sabre Travel Network business in the Asia
Pacific region. Mendis joins the team fol-
lowing 12 years with Travelocity.com. A
native of Sri Lanka, Mendis holds an MBA
in Marketing and Finance from Rice
University, Texas. He earned his Degree in
Economics at the Chaminade University in
Honolulu, Hawaii. Mendis will relocate from
Texas, and be based at Sabre’s 
Asia Pacific regional headquarters
in Singapore.

Switzerland Tourism
Mumbai
Claudio Zemp has been appointed as new Director – India for
Switzerland Tourism. He has taken up this position
with effect from May 1, 2015. Zemp is an inter-
nationally experienced and professional
Tourism- and Marketing Specialist. In his last
position at the ST Switzerland Convention &
Incentive Bureau (SCIB) in London, he was
responsible for the UK and Ireland markets.
Prior to this, he had been working for ten years
for the Switzerland Travel Center STC as an
Aviation Manager based in London. His pro-
fessional background includes positions
as a travel agent at STA Travel in
Auckland and as a Senior Sales
Consultant at Trottomundo in Zurich.

The Westin Gurgaon
New Delhi 
Amit Kumar has been promoted as Director, Food and Beverage,
at The Westin Gurgaon. Kumar began his stint with The Westin

Gurgaon in the year 2011, as Restaurant and
Beverage Manager and was later promoted

to Food and Beverage Manager for the
property. In his current role, Kumar will
continue to oversee the food and beverage
operations at The Westin Gurgaon.

Additionally, he will also be the guiding
force behind the implementation of brand

driven F&B programmes, in order to further
strengthen the presence of the hotel’s eight
F&B venues. Kumar comes with an experi-

ence of over 12 years in the industry, having
been in key leadership roles.

Courtyard by Marriott 
Pune Chakan
Nitin Gosain has joined Courtyard by Marriott Pune Chakan as
the Director of Sales. With 11 years of hospitality experience, he has

had successful innings with hotels such as
The Leela Palace Bangalore, Hyatt Services
India and Radisson New Delhi. 
Prior to joining Courtyard by Marriott
Chakan Pune, he was a key member 
of The Leela Global Team. Gosain is a
Hotel Management Graduate from

Welcomgroup Graduate school of Hotel
Administration, Manipal.

Marriott Hotels
Kochi  
Karan Rahan has been appointed as the Market Director of Revenue
of both Kochi Marriott hotel and Courtyard By Marriott Kochi Airport
which took effect from July 1, 2015. Rahan joins with over four years
of experience in the hotel industry, began and
continues his career with the Marriott
International.  In his last assignment he
served as the Cluster Revenue Manager
for Marriott International Bengaluru. As the
Director of Revenue, Rahan will be respon-
sible for directing the pricing and rate strat-
egy of both the Marriott hotels in Kochi.
Rahan was a part of four pre-opening Marriott
hotels in India in key locations.

Radisson Blu Hotel 
Greater Noida
Faiyaz Alam Ansari has joined Radisson Blu Hotel Greater Noida
as Front Office Manager. He has contributed to the pre-opening
launch and development and management of exclusive luxury hotels
and resorts like – The Imperial Hotel, The Taj
Mahal Hotel (New Delhi) Madinat Jumeirah
Resort Dubai, Six Senses Resort in Zighy
Bay Oman, The Yas Hotel Abu Dhabi, Al
Faisaliah hotel South Wing a Rosewood
Hotels and Resorts in Riyadh, opened The
Hilton Shillim Estate Retreat and Spa a
Luxury retreat, with Luxury City Hotel in
Hilton Jaipur India, Clarks Amer Jaipur group
of Hotels and now with  Radisson Blu
Greater Noida. He has been
in the industry for over
14 years now. 

Talking People is a special dedicated corner, created as a sounding board for the who’s who of the Indian and international travel industry. Talking People is our endeavour to bring you face-to-face with these professionals. Contributed by: Peden Doma Bhutia & Megha Paul

Rishi Puri, Vice President– Operations, Lords Hotels &
Resorts, can be described as a workaholic. But he loves to
spend quality time with his family especially his daughters.

Puri says, “Spending time with family is
such a stress-buster. I love playing
board games with my daughters,
and take them on long drives
whenever possible.” Puri likes to
travel and is a beach lover. Among
his favourite travel destinations are
Goa and Phuket.

K D Singh, Managing Director, Travelbullz, spends most
of his working time mentoring everyone around him and
takes it as a serious job and a social responsibility. He
believes that’s how one gives back to the community. Singh
likes to wear his heart on his sleeve when it comes to being

an Indian and takes on social
awareness, neighbourhood

cleanliness and public courtesy
always with a smile. He is a
strong supporter of sports,
adventure and music. Even
through a non-stop crazy work

schedule, he finds time to
watch and play cricket,
badminton and swimming with

friends. Sundays, if he is not
travelling, he dedicates the

day to his wife and
children who get

the day off
while he cooks
and does the
household
chores.

Faiz Alam Ansari, General Manager, Aloft Bengaluru
Cessna Business Park, says that “free time” is a luxury
that he can seldom afford. So whatever little time he gets
he prefers spending it with his family. “We love taking
family vacations but the location mostly depends on the

time at hand. Having spent most of my
life in Singapore, short vacations are

mostly spent in Singapore, Malaysia
or Indonesia visiting family and
friends,” Ansari says. He tries to
plan at least one family holiday to
a European destination each year

and London has been his favourite
so far. Leisure time in the city is spent

either playing golf or going
for movies.

Keys Hotels & Resorts 
Mumbai
Arpan Dutta, Senior Vice President,
Operations, comes with over 20 years of
experience in the hospitality and enter-
tainment industry and has worked with
companies like The Oberoi, Hyatt
Regency, Taj etc. in leadership roles.
Most recently he was with Cinemax
India Limited as Chief Operating officer
which merged with PVR Limited. He also
serves as a council member for prestigious
global industry expert network Gerson
Lehrman Group.

Shailesh Srivastava joins Keys Hotels
& Resorts as Head- Sales. Srivastava
brings with him years of experience from
diversified industries like consumer bank-
ing, insurance and telecom. He has
worked with organisations like ICICI Bank,

GE, Fullerton India Credit and Reliance-
ADAG group in various roles across geog-

raphies. Most recently he worked for Reliance
Communications. He is a gold medallist

in management and also serves as a
council member for prestigious global
industry expert network Gerson
Lehrman Group.

Harish Rao has been appointed as the
Head - Marketing by Keys Hotels &
Resorts. Rao holds MBA in
Marketing from Pune University and
has over 15 years of experience in
the field of marketing . Rao has
worked for various companies such
as Kingfisher Airlines, Idea Cellular,
Jet Airways and Air Costa before 
joining Keys Hotels.
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Q With the acquisition of
Abacus by Sabre, will we see

an Americanised Abacus or an
Asianised Sabre?

Definitely, an Asianised Sabre. The
acquisition of Abacus is all about gaining
the local insights that will help us become
a much more Asianised business, at a
global level. Of course the magic happens
in the middle – where we can marry the
global best practices of Sabre with the
Asian market knowledge and know-how
of Abacus. You will see Asia’s influence on
Sabre in the way we differentiate ourselves
for the future. Our aim is to make travel
better, through product and service inno-
vation in this region that will also benefit
travel communities in the rest of the world.

QWhat are the growth oppor-
tunities that you envision?
Asia as a market for travel and dis-

tribution is growing at a healthy clip.  Just
being exposed to it and participating with
the share distribution we have across the
region will result in attractive growth rates.
Over and above that, we feel focusing on
certain segments, differentiating in terms
of products and services and being able
to provide both suppliers and agency cus-
tomers with a broader regional and global
proposition will allow us to grow at a pre-
mium to market growth rates.

Q How do you plan to make
Abacus more competitive

regionally?
We are already very competitive in the

APAC market with leading market share,
above market growth and marquee cus-
tomers.  We will endeavour to extend this
position first by serving our existing cus-
tomers with great product breadth and
superior service and secondly by attracting
new customers.  Sabre is committed to a
number of things – increased investment in
products and service, best team on the
ground and an enhanced ability to under-
stand and relate to the goals and ambitions
of our agency and supplier customers.  

QThe market in Asia Pacific is
still old school as they prefer

to conduct a higher volume of
transactions through travel
agents for flights on legacy car-
riers than is common in the US or
Europe. How do you plan to
address that?

Abacus has always recognised the
vital role of the agent, which they have
supported with the latest retail platforms
and productivity tools, plus an exceptional
level of service. We value those estab-
lished relationships and intend to help

every agency, whatever the business
model, to expand and evolve. Agents here
will, in time, gain faster access to global
innovation. That will help them further dif-
ferentiate and grow.

Q Low-cost carriers comprise
about 13% of the revenue vol-

ume in Asia Pacific but their
sales haven’t yet been captured
much by Abacus or the other
GDSs. Will you be looking at this
aspect?

We host the largest portfolio of low-
cost carriers in this region, so we already
provide our agents with access to much
of that content. The increased bookings
have shown there is significant demand.
We’ll be taking a fresh look at how we can
further support the LCCs in developing the
substantial and growing agency channel
in this region.

Q Can we now see Abacus
changing from an airline

office-type support tool to being
a channel to market to travel
agents across Asia Pacific?

At Sabre we talk in terms of being
the world’s largest marketplace for 
travel. We have over 100,000 Abacus 
travel agents joining that marketplace, at
more than 20,000 locations. We have an
incredibly rich and diverse regional 
channel, which we intend to broaden 
and expand.

Q Do you have any India 
specific plans?

I am very excited about the opportu-
nities in India and look forward to an early
visit to understand more about where we
need to invest and how we can better
serve our India based partners. We have
great relationships in India, with the team

building a much larger network of offices
and support staff to help drive growth in
its local markets. That has yielded a wealth
of data on what the sector needs from
technology to move forward faster.

QTravel agents in India are not
happy with the £16 surcharge

that Lufthansa has levied on any
bookings made via GDSs —
Sabre, Amadeus, and Travelport
— covering both offline and
online third party intermediaries.
How will this impact Sabre?

I understand and share this concern.
The agency and GDS channels are vibrant
and growing and Sabre will continue to
prove its value as one the most efficient and
effective channels for distribution.
Lufthansa’s ‘cost distribution charge’ will dis-
advantage both consumers and travel
agents in our rapidly evolving region, where
GDS is the platform of choice for shopping
and managing travel.  We are clear on the
value we deliver through the channel and
will continue to work with all airlines to opti-
mise their content distribution.

After the acquisition of Abacus by Sabre, Roshan Mendis, who recently took over
as Senior Vice President - Sabre Travel Network Asia Pacific, says he looks forward
to visiting India to understand how they can better serve their India partners.

Fast access with Asianised Sabre

PEDEN DOMA BHUTIA

Partners in Profit
Sabre hosts the largest portfolio of
low-cost carriers in Asia Pacific

More than 100,000 Abacus 
travel agents are part of the Sabre
marketplace
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