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Trade’s CSR initiatives
With big companies and MNCs being involved in a number of initiatives under Corporate Social Responsibility 
(CSR), it is time to look within the travel industry. TRAVTALK finds out what the different associations are doing to give 
back to the community. While many associations are very active, it’s time that the others wake up too. 

TT BUREAU

Guldeep Singh Sahni
President  
OTOAI

Since inception, OTOAI has been ac-
tively involved in CSR activity. Initially, 
the Ladies Wing helmed by Vasudha 
Sondhi and Punam Singh had adopted 
an old-age home in Shahdara for a year 
and provided food, provisions, medi-
cines, recreational goods and building 
materials to the residents. This was fol-
lowed by contributions in cash and kind 
to an orphanage in Sarita Vihar. OTOAI 
has also contributed in both cash and 
kind to the Uttarakhand and recently the 
Chennai flood victims. The association 
also supports some children of the eco-
nomically-weaker sections in the trade 
for their education.

TAFI has time and again participated in 
CSR activities. We have in the past do-
nated wheelchairs at Chennai and Ben-
galuru airports. During calamities, we 
send appeal letters to our members and 
contribute jointly to recognised associa-
tions like Rotary Clubs. Further, we also 
through our Secretariat in Mumbai send 
social and important updates on health 
cleanliness and other tourism improve-
ment policies of the Central and state 
governments. We even promoted the gov-
ernment’s ‘Swachh Bharat’ campaigns at 
our various chapters and got our mem-
bers to clean streets at a designated time and venue.

It is very important for us to give back to the 
industry. The biggest initiative that we’ve 
taken is training of students in all our hotels 
under skill development. We are working 
with the Ministry of Tourism on this under 
the Hunar se Rozgar Tak scheme. These 
training courses range from 6-8 weeks and 
the only qualification for the same is to pass 
10th or 12th grade. Such children, who do not 
have the means for professional courses, 
can have employment as well as a bright fu-
ture after the trainings as they are absorbed 
in the hotel industry. We need professional 
skills and such activities result in talent 
generation. Other than that we are also involved in a number of  
environmental activities.

Pradip Lulla
National General 
Secretary, TAFI

Bharat Malkani
President 
FHRAI

We are supporting two girl children in 
Bengaluru through Rohini Ghadiok Foun-
dation for their education, till they gradu-
ate. We also offered support at the time 
of Nepal earthquake through Skål Nepal, 
which also rebuilt a school there. We invit-
ed Mark Tuli and raised around `6-7 lakh, 
which were given for the Nepal earth-
quake victims through various means. 
We had also given aid to the Uttarakhand 
flood victims with Goonj. In addition, we 
help children who need support and finan-
cial aid after our committee’s approval on 
the same. We raised around `2-3 lakh through the Skål ball for 
this purpose and will be putting the money to good use very soon.

Sanjay Datta
President 
Skål Delhi 

CSR is on our agenda. Now that all large 
organisations have been advised by the 
government to devote a part of their prof-
its to CSR so within the industry partners 
there are a number of partners that TAAI 
is aware or want to work with who are 
qualified for CSR activity and collectively 
with TAAI it could be a good beginning 
for us to get on some charitable cause 
as well. Something that comes to mind 
straight away is there a provision under 
CSR funding and that is training. So if 
some corporate who are ready to devote 
some funds towards training is interested in working with TAAI 
then I think we can go in this direction because education is  
required for strengthening this industry.     

Sunil Kumar
President, TAAI

It’s only been a month after 
the elections and IATO is 

already in action. “There has 
only been one Executive Com-
mittee meeting after the elec-
tions, and we have already 
started work on a few things,” 
says Matthews. Elaborating 
further he says, “The enquir-
ies that come on the Ministry 
of Tourism (MOT) website 
have been connected to the 
IATO system for the last two 
years. All these enquiries are 
supposed to be distributed 
on rotation to every five IATO 
members. However, before 
elections we have had mem-
bers coming to us saying that 
either they have not got any 
enquiries or have only got re-
quests from domestic market. 
Hence, a committee has been 
constituted under me that will 
look into it and see where the 
problem is and get it rectified.”

The next thing on IATO’s 
agenda is to increase the 

number of members. Mat-
thews says, “Being there for 
more than 25 years, IATO 
only has 344 active members. 
There are a huge number of 
allied members as well. How-

ever, now we are on a drive 
to increase membership of  
IATO all over India and in 
the last EC meeting we had  
decided that for the North  
East states, and Andaman & 
Nicobar, we will waive off the 
registration fee of `5000 till 
March 31, 2017. In addition, 
we have written to our chapter 
chairmen to focus on increas-
ing the membership. How-
ever, we have to be careful  
since many operators can  
default as well.”

He also said that one 
of the priorities for them is 
to work on the convention. 
“There hasn’t been a date and 
venue for this year’s conven-
tion because of the elections. 
While the team was contem-
plating to do it in Chennai, 
nothing has been decided as 
yet. Our first priority is to block 
the dates and then we will de-
cide on the venue.” He also 
added, “We are also looking 
at making an all women com-
mittee, apart from reshuffling 
the earlier committees.” 

NISHA VERMA

Boosting membership and its upcoming convention, 
are few of the things that IATO is focusing on, reveals  
Lally Matthews, Honorary Secretary, IATO. 

NE agents register free

The recently held ADTOI 
convention was a huge 

success, claims Kapur, and 
now he says that the next step 
is to spread their wings. “We 
are in the process of launch-
ing a new chapter in Chhat-
tisgarh. We have done the 
homework and spadework for 
that and it will be launched 
within a few weeks. We are 
also looking at launching a 
chapter in Rajasthan.”

While expansion is on 
the cards, the election too is 
a huge concern, especially 
after the legal problems that 
erupted after last elections. 
Kapur clarifies, “We did have 
some legal issues and we 
are trying to look into that. 
Modalities are being worked 
out, and if need be, we will 
have a relook at the MoA 
or the constitution to have a 
foolproof election process in 
the next few months. How-
ever, the elections will be 

held in the next few months,  
and we would love to have a 
new team.”

Kapur also talked about 
the meeting they had with 

Kapil Misra, Minister, Delhi 
Tourism, on the roadmap 
to promote Delhi as a des-
tination. He also mentioned 
a few suggestions for the 
government to make Delhi  
more than a transit hub. 
“Delhi, till date, has been  
promoted as a political hub, 
or for medical treatments, or  
for transit or come and 
meet relatives. The first 
step towards attracting 
tourists to Delhi is by pro-
moting it as a standalone 
destination. The govern-
ment needs to protect and  
promote Lutyens Delhi, which 
is culturally and historically 
very rich. This, along with 
monuments in and around 
the capital should be pro-
moted to domestic tourists 
along with international tour-
ists. Delhi also should have  
information offices in other 
states, especially neighbour-
ing states, so that interna-
tional tourists as well as 
domestic tourists visit the 
destination,” he said. 

After a successful convention, Association of Domestic 
Tour Operators, is gearing up towards expansion, says 
Jyoti Kapur, President, ADTOI.

ADTOI in Chhattisgarh

TT BUREAU

We are in the  
process of  
launching a  
new chapter in  
Chhattisgarh. It will 
be launched within 
a few weeks

Jyoti Kapur
President 
Association of Domestic Tour Operators

For the North East, 
and Andaman &  
Nicobar, we will 
waive off the  
registration fee  
of `5000 till 
March 31, 2017

Lally Matthews
Honorary Secretary 
IATO
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Focus on promotion abroad
The Ministry of Tourism (MOT) opts for a joint effort with the state governments and the private sector for various 
projects, targeting rapid growth in the industry.

With the base for de-
velopment in tour-
ism strengthened 

by MOT the previous year, it 
is safe to say that their efforts 
have gradually begun to reap 
benefits. The first four months 
of 2016 have witnessed a 
10.1 per cent growth with 
31.08 lakh foreign tourists 
who visited India as com-
pared to the FTAs of 28.23 
lakh with a growth of 3 per 
cent in January-April 2015.

Joint Secretary Suman 
Billa expresses that while 
the progress is encouraging, 
there still are some aspects 

that need to be reworked. 
MOT appointed India Tourism 
offices in various parts of the 

world to address the issue 
of overseas promotion. “The 
work they do is mainly cre-
ate awareness about India, 
engage with the local media, 
participate in roadshows, etc., 
– things that cannot be done 
from here,” he says. 

However, with the way 
things are fast changing all 
over the world, a simple bu-
reaucratic approach to han-
dling tourism promotion over-
seas may not be as effective. 
Billa comments, “One of the 
ideas is to make the overseas 
offices a nucleus for vendor 
management which will have 
specialised PR agencies and 
marketing representatives who 

act on your behalf. Since we 
are not a private organisation, 
the bureaucracy has certain 

hindrances. Hence, we have 
already appointed three PR 
agencies in China, the UK and 
Germany which have knowl-

edge about how things function 
in the respective countries and 
will target the right crowd for 
events like roadshows.”  

It is evident from  
the developments that the  
involvement of the private sec-
tor as well as the state govern-
ment is crucial in achieving a 
fast-paced growth. Under-
standing this need, MOT and 
CII will be organising a Tour-
ism Investment Summit from 
Sept 21-23, 2016, in New 
Delhi to encourage the partici-
pation of the private sector for  
tourism’s growth. Billa  
reveals, “For the summit, we 
will be reaching out to the 
Indian private players and 
foreign investors. But most 
of the investments will have 
to come from the states – 
there’s very little that we  
can do here except for high- 
level clearances.”

He further adds that con-
sultants, who will be knowl-
edge partners to the states, 
will be appointed to help pick 
up the best practices in In-
dia. “They will examine the 
present policies, incentives 
and subsidies offered by 
states for investment so that 
the states can make the cor-
rect pitch at the Summit. They 
need to take the advocacy 
role and figure out how to ef-
fectively improve the attrac-
tion quotient. We’re covering 
a lot more ground rather than 
it being just another summit, 
more importantly we will be 
getting the states to make  
the right pitch and driving the 
private sector to fuel growth  
to tourism.”

AHANA GURUNG

a nucleus for vendor management which will  
have specialised PR agencies and marketing  
representatives who act on your behalf. Since we 
are not a private organisation, the bureaucracy has 
certain hindrances.

Suman Billa  
Joint Secretary

Ministry of Tourism, Government of India

 5.99 lakh foreign tourist 
arrivals in April 2016

 10.7% growth in FTAs 
over April 2015 

 Bangladesh, USA and 
the UK top three source 
markets in April

 31.08 lakh FTAs  in 
Jan-Apr 2016

 10.1% growth recorded 

months of 2016

Monthly Highlights

Taking a cue from the Ministry’s recent initiatives to boost coastal tourism and  
develop ports/marinas, travel & tourism industry is feeling optimistic about  

this segment. In a recent poll conducted by TRAVTALK, all the responders 
came back saying the only way for cruise tourism to go  
is up. Some even predicted a growth rate of 8-9% per cent   

per annum for South East Asia. According to the Ministry, up to 91,000 Indians  
took cruise trips in 2014 and in the wake of aggressive campaigning and  

increased focus, this number is only going to rise.

Industry buoyant about Cruise Tourism
offices in v

this segment. In

per 
took c

nd 

o 

PATA India and the Min-
istry of Tourism’s (MOT) five-
city US roadshow began in 
San Francisco and went on 
to cover the West Coast. Im-
parting more details on the 
roadshow, Vikram Madhok, 
Hony. Treasurer, PATA India, 
said, “One of our mandates 
for PATA membership is to 
add value so we embark 
on roadshows across the 
world, primarily in the main 

feeder markets. The road-
show in the U.S had over 20 
people from every segment 
participating. It commenced 
on May 24 in San Francis-
co, May 25 in Los Angeles 
(Orange County), May 26 
in Los Angeles (Beverly  
Hills), May 31 in Vancouver 
and finally concluded on 
June 1 in Seattle. Another 
roadshow in Europe is cur-
rently in the pipeline.”

US & Canada roadshows
We have already appointed three PR  
agencies in China, the UK and Germany who 
have knowledge about how things function  
in the respective countries and  
will target the right crowd for events  
like roadshows
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BULLETIN

The Global Mice Travel Mart 
(GMTM) was held from 

May 19-21, 2016, at The La-
lit, New Delhi, where close 
to 32 buyers from 12 coun-
tries participated. Organised 
by the Federation of Indian 
Chambers of Commerce and 
Industry (FICCI) in association 
with the Ministry of Tourism 
(MOT) and India Convention 
Promotion Bureau (ICPB), the 
conference is a step towards 
promoting India as a MICE 
destination, expressed Dr. 
Jyotsna Suri, Immediate Past 
President, FICCI, and Chair-
person, FICCI Tourism Com-
mittee at the inaugural session  
of the mart. 

She revealed that around 
800 pre-scheduled meetings 
were held over the three days, 
adding that, “MICE tourism 
has shown the maximum po-
tential across the globe and 
a deep impact in developing 

a destination and its econo-
my.” In all, 42 buyers and 27 
sellers were in attendance.  
The next edition of GMTM 
will be held in July 2017,  
Dr. Suri said.

According to Chander 
Mansharamani, Vice Chair-
man, ICPB, the International 
Congress & Convention As-
sociation (ICCA) recorded 
more than 12,000 events all 
over the world in 2015 where 
India’s share was very nomi-
nal. “But this year, India’s glo-
bal ranking for the number of 
meetings hosted in 2015 has 
improved from 35th to 31st 
position,” he revealed. “The 

major concern here is how 
we market the destination. 
Roadshows are quite effec-
tive for this purpose.” 

Not only does tourism of-
fer a direct person-to-person 
connection but is also ex-
tremely good for business, 
opined Dr. A Didar Singh, 
Secretary General, FICCI. “In-
dia is the only large economy 
which is growing at more than 
7 per cent – 7.6 per cent is the 
rate we aim to grow this year 
and is an indicator that busi-
ness is growing in India. This 
means that tourism is continu-
ously growing with the MICE 
segment comprising over 50 

per cent of business travel; this 
is a tremendously strong busi-
ness that is enhancing per-
sonal interaction,” he shared.

Suman Billa, Joint Sec-
retary, Tourism, identified 
some obstacles in the area 
and remarked, “The challenge 
is really to be able to drive 
growth on a multipronged area 
where the communication 
strategy works across different 
segments and platforms. If we 
have to make these numbers 
grow with the quality we want, 
I think that the growth has to 
come from MICE.” 

The FICCI-MRSS re-
port on ‘India Inbound MICE  
Tourism – Trends and Oppor-
tunities’ was released during  
the inauguration which also 
saw a panel discussion on 
‘Furthering MICE Tourism 
into India – Rejuvenating the  
Roadmap’ take place with  
several well-known industry 
professionals. 

TT BUREAU

The maiden edition of the Global MICE Travel Mart hosted 32 buyers from 
12 countries and witnessed around 800 pre-scheduled meetings.

32 foreign buyers at 1st GMTM

TT_June-1st-2016 FINAL.indd   5 03-06-2016   10:37:50



COMMENT

VIEWPOINT

CIN: U22210DL2012PTC230432

Vikramajit
Chairman

SanJeet
Editor & Publisher 

Editorial 
Devika Jeet 

Kanchan Nath 
Nisha Verma 
Hazel Jain 

Ahana Gurung 
Ankita Saxena

Ruchi J Singh
Desk Editor

Shivani Kaul
Asst. Desk Editor

Oliur Rahman
Photographer

Advertising
Gunjan Sabikhi

Asst. Vice President
Anand Dutt

Sr. General Manager
Karishma Khanna

Deputy General Manager
Gaganpreet Kaur

Asst. Manager Marketing
Naveen Kumar

Executive Marketing

Advertising (Mumbai)
Suchita Saran 

Branch Manager
Harshal Ashar

General Manager
Priyanshu Wankhade
Manager Advertising

Susan Eapen
Marketing Co-ordinator

 Advertisement Designers
Vikas Mandotia / Nitin Kumar

Design: Nityanand Misra 
Sudhir Mudgal

Production: Anil Kharbanda
Circulation: Ashok Rana

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 ac-
curate  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 publication, however caused. Similarly, opinions/views 
expressed by third parties in abstract and/or in interviews 
are not necessarily 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. 

information contained in this publication which is provided 
for general use, and may not be appropriate for the read-
ers’ 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 
publication in writing. The same rule applies when there 
is a copyright or the article is taken from another publica-
tion. An exemption 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 per-
mission 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 

the right to refuse, withdraw, amend or otherwise deal with 
all advertisements without explanation. 

All advertisements must comply with the Indian and Inter-
national Advertisements Code. The publisher will not be 
liable for any damage or loss caused by delayed publication, 
error or failure of an advertisement to appear.

MUMBAI: 
504, Marine Chambers, 43, New Marine Lines, Opp. SNDT 
College, Mumbai - 400 020, India, Ph.: +91-22-22070129; 

22070130

MIDDLE EAST: 
Durga Das Publications Middle East (FZE) 

Z1-02, PO Box: 9348, Saif Zone, Sharjah, UAE  
Ph.:+971-6-5528954, Fax: +971-6-5528956

TRAVTALK is printed, published and edited by SanJeet on behalf 
of Durga Das Publications Pvt. Ltd., printed at Cirrus  

Graphics Pvt. Ltd., B-62/14, Phase II, Naraina Industrial  
Area, New Delhi - 110 028 and published at  

72, Todarmal Road, New Delhi - 110 001 
Ph.:+91-11-41669575, 41669576

In India, higher-yield premium and luxury trips are outpacing other travel 
markets. India’s luxury CAGR is highest among any other BRIC nation.

India tops luxury travel growth

From now until 2025, the number of luxury trips from Brazil, Russia, India and China (BRIC) will increase. China’s luxury travel 
market will continue to experience double-digit growth at 12.2%, albeit at a slower pace than in the past. Russia’s luxury market 
will recover from its dip from 2013-2015, and experience a growth rate of 9%, despite the nation’s economic reliance on global oil 
prices and the fact that Western sanctions are set to remain in place until 2017. Brazil’s lack of an established middle class and 
the weakness of the Brazilian Real against other global currencies means the growth of its luxury market is slow at 4.2%. India’s 
luxury market’s CAGR of 12.8% is higher than any of the other BRIC nations, and the highest of the 25 countries explored in this 
report. India’s booming middle class presents great potential for luxury travel investment over the coming decade.

2015-2025

6.7%
5.9%

2011-2015

3.6%
7.1%

2011-2025

5.8%
6.3%

Europe

Luxury travel trends 
2011-2015 
North America and Europe 
currently account for  
64% of the world’s outbound 
luxury trip but represent only 
18% of global population and 
this dominance  
will continue

Price will  
follow quality

Are you plagued by demanding customers 
who insist on negotiating rates every time 

they buy a service? That means you are in 
India! Indians (and we have all been guilty 
of this at one time or another) suffer from a 
unique trait of trying to extract the most amount 
of service at the least possible price. In such 
times, it is good to believe that price will, after 
a point, follow quality. If the quality of service 
provided is satisfactory or, let us hope, exceeds 
expectations, the need to drive down the price 
will lessen, and hopefully die a natural death.   

This is especially true with mature travellers 
who understand the value of such services and 
are in all probabilities coming to you because: 
a) they couldn’t do it themselves; b) they didn’t 
have the time or the patience to do it themselves. 
These are the customers you want to reach out 
to and keep. Good service doesn’t go unnoticed, 
specially when cutting corners has become a 
norm these days. Improve the quality of your 
service and it will force your customers to think 
twice before haggling on the price. 

Coast to cost

Much has been said about developing 
coastal tourism in India. States like 

Karnataka have been trying to get Coastal 
Regulation Zone (CRZ) norms relaxed and 
develop tourism infrastructure and facilities at 
the coast. Goa, on the other hand, remains one 
of the only destinations that attracts tourism for 
its beaches. Tamil Nadu and Kerala are still 
getting projects cleared. Most beaches are far 
from being world class. Yachts and marinas 
are even far-fetched thoughts. Add to it the 
immigration processes at ports as well as high 
taxes for both big and small vessels. The MOT’s 
decision to identify a Coastal Circuit under 
Swadesh Darshan and forming a task force 
to address the issues might be the first step 
to reap the potential of the 7,500-km coastline 
that India boasts. Also, the decision to develop 
Standard Operating Procedures (SOPs) for 
cruise terminal operations might just be the 
game changer.

TRAVTALK  brings to you the news and events that made headlines 25 years ago 
and are relevant to the travel & tourism industry even now. 

Now & Then

Krishan Kumar Amla (K. K. Amla) was Secretary, PATA 
in 1991 and today he is the Chairman and Managing  
Director of Broadway Hotel, Srinagar, Kashmir. From then 
to now he is going strong in the travel industry.

Krishan Kumar Amla 
(K. K. Amla)  
Secretary, PATA (1991) 

From the archives 

Krishan Kumar Amla  
Chairman-cum-Managing Director  
Broadway Hotel, Srinagar-Kashmir

Then Now

Source: ‘Shaping the Future of Luxury  
Travel’ report by Amadeus
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Opening the conference, 
Li Keqiang, Premier 

of the People’s Republic 
of China, underlined the  
role of tourism in lifting 
people out of poverty and 
the importance of stepping 
up international coopera-
tion in tourism. The event, 
organised by UNWTO and 
the Government of the  
People’s Republic of China, 
gathered in Beijing 1000 
participants from over  
100 countries.

Premier Li emphasised 
tourism’s capacity to stimu-
late economic growth, cre-
ate jobs and foster inclusive 
development. “The global 
economy is lacking in grow-
ing momentum and needs a 
new driving force. As one of 
the fastest-growing and most 
resilient industrial sectors, 
tourism plays an important 
role in boosting world eco-
nomic recovery” he said. 
During the occasion, China 
announced the launch of  
an international tourism  
cooperation plan.

Addressing the confer-
ence the President of Mo-
zambique, Filipe Jacinto 
Nyussi, emphasised that 
inclusion through tourism re-
quires investment in educa-
tion and capacity building.

The links between 
development and peace 
were stressed by UNWTO 
Secretary-General, Taleb 
Rifai, who said, “There can 
be no development with-
out peace and no peace  
without development.”

In a message delivered 
to the conference by the UN 
Under-Secretary-General for 
Economic and Social Affairs, 
Wu Hongbo, United Nations 
Secretary-General Ban Ki-
moon said, “When tourism 
is well-managed, it has tre-
mendous capacity to create 
decent jobs, provide op-
portunities for inclusion and 
education, and contribute to 
preserving cultural heritage 
and the environment.”

The conference included 
three main panel sessions 
dedicated to the contribution 
of tourism to the Sustainable 
Development Goals (SDGs), 
to poverty alleviation and  
to peace.

Participants in the ses-
sion on tourism and poverty 
underlined that there is a 
lack of understanding and 
research on the impact of 

the sector on poverty lev-
els. They called for better 
monitoring, measuring and 

communication through both 
solid indicators and people-
centered stories.

The role of tourism in fighting poverty and building 
peace were the key focus of the First World Conference 
on Tourism for Development. 

Inclusive tourism

TT BUREAU

 The Pacific Asia Travel 
Association (PATA) has an-
nounced the election of 
Andrew Jones, Guardian 
- Sanctuary Resorts, Hong 
Kong SAR, as Chairman of 
the Association’s Executive 
Board. He replaces Kevin 
B Murphy who was elected 
Chairman in April 2015 and 
who remains a member of 
the Executive Board as Im-
mediate Past Chairman.

Over the past 45 years 
he has worked in numer-
ous senior management and 
corporate positions for pres-
tigious hotels, resorts and 

management companies in 
London, Bermuda, Canada, 
Hong Kong SAR and across 
Asia. In 1996 he founded 
and became the Guardian of 
Sanctuary Resorts, a resort 
management company creat-
ing responsible and sustain-
able tourism experiences.

A Certified Hotel Admin-
istrator of the American Hotel 
and Lodging Association, and 
a Fellow of the Institute of 
Hospitality, Jones was previ-
ously a member of the Board 
of the Indian Ocean Tourism 
Organisation and Director, 
Asia Pacific Affairs for the 

International Hotel and Res-
taurant Association. The new 
Executive Board members 
were confirmed at the PATA 
Board Meeting on May 21, 
2016, during the PATA Annual  
Summit 2016 in Guam, USA.

Andrew Jones
Chairman, PATA Executive Board

New PATA Executive Board Chairman
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TRAVTALK asks travel industry players about their opinion of the talent and skills that is available in the sector
at the moment and what needs to be done to improve on it. A lot, it would appear.

Trade lays emphasis on training 

Need for practical courses
The quality of human resource is 
failing due to shortage of quali-
fied manpower, lack of profes-
sionalism and lack of practical 
education. There is also a short-
age of training institutes with 
qualified trainers for this industry 
as well as lack of proper poli-
cies for human resource devel-
opment. The quality of courses 
for tourism needs to be made 
more practical and the curriculum 
should be designed as per the current scenario with fre-
quently revisions to be at par with the industry scenario. Part 
of the responsibility also lies with us. We need to ensure 
that there is strategic planning in the way we employ people. 

Praveen Nair 

Cozmo Travel

Travel specialist schools
The intrinsic nature of the travel 
industry is still largely human-
dependent. But the passion, 
dedication and the in-depth 
knowledge needed is becom-
ing difficult to source by the day. 
Moreover, the top talent from our 
industry is being drawn away by 
the new-age industries adding to 
the void. What we need is more 
awareness and education about 
our industry in the early stages of 
the learning process to create zeal and enthusiasm about 
the trade amongst the youth. More travel specialist schools 
will also help churn out high quality resource.

Hone interpersonal skills
Often the demand for staff ex-
ceeds the supply and at times, 
organisations are forced to em-
ploy fresh graduates and un-
trained resources. Since superior 
staff yields discernible product 
excellence, investing time and 
money into the recruitment, train-
ing and retention of valued em-
ployees is evolving into a central 
component of the cultural fabric 
of organisations. Since the hotel 
and travel industry is a ‘people’s 
business,’ training should encompass honing interpersonal 
skills as much as learning the ‘mechanics’ of a job.  A core 
component of training is to ensure the staff is fully educated 
about the products. 

Darshan Maheshwari
Country Manager – India, 
The Travel Corporation

Mona Cheriyan
President & Group Head 
- Human Resources 
Thomas Cook (India) 

Zakkir Ahmed
President
TAFI

Jay Bhatia
Hon. National Treasurer 
& Chairman (Tourism 
Council), Travel Agents 
Association of India 

Work with the government
Historically, our industry has 
treated human assets with least 
priority, which has had snowball 
effect and we find ourselves in a 
situation where good resource is 
hard to come by and whatever 
limited is available comes at a 
high cost. The skill development 
program of the government has 
been announced just in time. 
We should work with the Ministry 
of Skill Development and ensure 
that we develop consistent flow of skilled force into our 
industry. Associations should get the universities to incor-
porate travel/tourism courses as part of their programmes. 
The top agenda should be to attract the right talent into the 
industry by showcasing its positives and employees should 
be upskilled through regular training.

Shivadatta Wagle
Director 
Meandering Vacations

Product knowledge is key
We have been unable to get the 
right kind of people who have 
good product knowledge, etc. In 
fact, some tour operators who 
are creating itineraries actually 
do not have complete knowledge 
about their products. The prob-
lem can be improved by having 
effective backend services which 
is important. Also, we need to 
educate the industry to have the 
correct knowledge about their 
products right from the person answering calls at the call 
centre to the person selling the products.

Sushil Bhatt
CEO 
Forvol International Services 

Timely training
A huge gap between supply and 
demand, retention of competent 
employees and high salary of-
ferings from other service indus-
tries have resulted in manpower 
crunch in this industry. Though 
HR is increasingly playing a key 
role in the quality of supply of tal-
ented manpower, we still have a 
long way to go to fill the demand-
supply gap. There is a need to de-
velop human resources strategies 
aimed at the tourism industry personnel. Regular and timely 
training will improve skills and abilities as per the changing 
needs of the industry.

Neelu Singh
CEO & Director 
Ezeego1

HAZEL JAIN

ASSOCIATION SPEAK
Train with TAAI
Despite being one of the larg-
est employment generators, 
the travel and tourism industry 
is facing a challenge of skilled 
employment. A lack of train-
ing centers, qualified trainers, 
lack of proper strategies and 
policies for HRD for the tourism 
industry is affecting the qual-
ity of personnel in the trade. 
Further, the salaries paid are 
much less as compared to the 
other sectors when compared 
with the working hours. Most 
organisations in this industry fall 
under the SME segment and hence HR practices are 
not standardised.

At TAAI, we have embarked upon various training pro-
grammes for members, their frontlines as well as other 
un-skilled employees on topics such as taxation along 
with airlines, tourism boards, GDS companies. Regu-
lar training and updates on visa matters along with 
consulates/VFS and other visa facilitators was held 
across the 20 regions and chapters of TAAI. We also 
presented a white paper to the ministry to standardise 
various norms in HR practices, training, etc., so as to 
sustain and grow the operational practices. We have 
partnered with various educational institutions in the 
country from where the students enjoy internship with 
TAAI members during their summer breaks as well as 
with companies during their course.

Focus on front-line staff
I wouldn’t say that the travel 
industry lacks talent. But yes, 
it is a challenge to find good 
quality people here, like it is 
in any other industry. It takes 
time. The travel industry to-
day runs more on technol-
ogy and that makes it easier 
for companies to deal with 
the scarcity of good labour. I 
would say that it is difficult but 
not impossible to find qualified 
and sincere people. Training, 
not just at the managerial level but also down the 
line for front line staff, is necessary.   
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According to a WTTC report, the total expenditure on 
outbound travel in India was `1020 billion in 2015, and 
is projected to be `2,038 billion in 2026.

Indians big spenders abroad

Steven Dixon
Regional Manager – South 
and South East Asia,  
Tourism New Zealand

Romit Theophilus
Director, Marketing and 

Nishant Kashikar
Country Manager  
India and Gulf 
Tourism Australia

Hanneli Slabber
Country Manager, South 
African Tourism, India.

Contd. on page 42  

Claudio Zemp
Director India 
Switzerland Tourism

Indian travellers visiting New Zealand have started opting for off-beat 
travel experiences such as self-drive tours, hard and soft adventure 
activities and much more. One of our most important travel segments 
from India is the independent professional (including honeymoon-
ers). This is the category that does not just want to sight-see in New 
Zealand but also experience all its offerings first hand. Another key 
focus for us is the MICE segment, which continues to be a high con-
tributor to the economy through travel, as they spend three times as 
much as the leisure visitor.

Average length of stay: 13. 4 days (year ending March 2016)

Total length of stay: 48.2 days as compared to 48.1 in 2015 (year ending 
March 2016)

India is the 10th largest market for spend in Australia. We believe 
that India’s overnight visitor spend has the potential to reach up 
to A$ 1.9 billion by 2020. With each Indian spending A$ 5,185 per 
trip, the spend is in line with the average global tourist spend per 
person. While Indian tourists are extremely value-conscious, they 
do not mind splurging on travel experiences that are unique and  
of top quality.

Total visitors: 233,100 contributed to 3 per cent of total tourists 
during 2015 contributing over A$ 1.1 billion to the Australian  
economy; an increase of 38 per cent over 2014.

Total overnights: 14 million nights in 2015, an increase of 
38 per cent over 2014.

Average length of stay: 65 nights, with 46 per cent repeat visitation. 

In 2015 the total visitor arrivals were 8,903,773 out of which 78,385 
arrivals were from India. According to our arrivals statistics of De-
cember 2015, India is the eighth long-haul tourism source market 
for South Africa. Indian tourists are considered to be big spenders 
who love to shop. They invest a lot of time and money in shopping 
and related spoils during their trip.  In the last quarter of 2014, 58 per 
cent Indians spent their time shopping in South Africa while others 
indulge in exploring the nightlife, marine world and scenic beauty of 
the country.

Total spend: 51 per cent increase in total foreign direct spend from 
India excluding capital expenditure

Average spend: Increased from 10,400 Rand in 2014 to 15,700 
Rand in 2015.

Average overnights: 18 nights in 2015.

India became the 8th strongest market overtaking the Netherlands 
and Belgium. We see all sorts of consumer behaviour from our Indi-
an guests. Some are extremely big spenders and others are looking 
for value for money. India ranks in the top of our list when it comes 
to spending but our guest from GCC for example spend on average 
double of Indian clients, around CHF 500.

Average spend: CHF 250 per day in Switzerland

Overnights: Nearly 600,000 overnights from hotels and an addi-
tional 150,000 overnights expected from apartment and holiday 
homes corresponding to 3 per cent of total overnights and an overall 
increase of 225 over 2014.

Indians in general are known to be high spenders when  
travelling abroad, with a focus on branded goods, souvenirs and 
luxury items. Catering to this segment, Germany has several 
Outlet Cities such as Ingolstadt Shopping village near Munich, 
Metzingen near Stuttgart and Wertheim Village near Frankfurt, all 
offering year round discounts where travellers can shop to their 
heart’s content.

Total Indian overnights: 692,612 visitor overnights in 2015 corre-
sponding to a 6.6 per cent growth as compared to 2014 and 0.6 per 
cent of total visitor overnights to Germany.

Average per day spend: €2741 in 2014 accounting for 0.8 per cent of 
the total spend by international travellers visiting Germany.
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Vikram Madhok 
is new Chairman 
of PATA Industry 
Council

  Vikram Madhok has been 
elected as the next Chairman 
of the PATA Industry Council 
for the term May 2016-17. 
In addition to assuming 
this global responsibility, 
Madhok will also sit on the 
PATA Executive Board. This 
development is expected 
to give India Chapter 
prominence in the PATA 
world and strong voice in 
Tourism Forums. Madhok 
has specialised in luxury 
tourism and hospitality. 
He has served on PATA 
India Chapter for over 20 
years and was also the 
Chairman of World Travel 
& Tourism Council (WTTC) 
India initiative. He has also 
held important positions like 
President of Indo-American 
Chamber of Commerce 
(NI), EC Member – IATO & 
several other positions.

Q Tell us about the new 

Recently, we announced 
the only non-stop flights be-
tween Delhi and Vancouver 
starting October 20, 2016. 
The non-stop service is sea-
sonal, and will operate three 
times weekly on Monday, 
Thursday and Saturday from 
Delhi. The new service nicely 
complements Air Canada’s 
Delhi-Toronto non-stop serv-
ice launched last fall. The 
flight will be operated by  Air 
Canada’s state-of-the-art 
Boeing 787-9 Dreamliner 
aircraft featuring 30 interna-
tional Businesss Class lie-
flat pod suites, 21 Premium 
Economy and 247 Economy 
Class seats with upgraded in-
flight entertainment at every 
seat throughout the aircraft.

QHow would the new 

We have seen positive 
customer response to our 
Delhi-Toronto service and 
this new seasonal Vancouver 

route. We are strategically 
increasing our presence in 
the important Asia-Pacific 
market. This flight offers 
customers travelling to In-
dia more choice. We believe 
in the fact that our non-stop 
Dreamliner flights to our 
Vancouver hub will also offer 
the shortest elapsed flying 
time to other cities across 
Western Canada and USA 
(Calgary, Edmonton, Seat-
tle, Portland and Los Ange-
les) is of tremendous value 
to customers who are doing 
business in either Canada  
or Delhi.    

Q
The numbers tell the sto-

ry and it is really a great story. 
I would like to quote our Pres-
ident and Chief Executive 
Officer, Calin Rovinescu,
“In 2015, we achieved the 
best financial results in 
Air Canada’s history for a 
second year in a row, by a 
substantial margin, under-
scoring the effectiveness 
of our business strategy 
and enhanced competitive  
position. Our results reflect 
the significant progress 

being achieved through  
our various value-en-
hancing initiatives, includ-
ing fleet modernisation, 
international expansion, 
roll-out of rouge and our  
network diversification.” 

Q What are the plans for 
this year?
At this time we are fo-

cused on launching a number 
of new routes that we had an-
nounced last fall. This sum-
mer we are getting ready 
to launch non-stop service 
from Canada to Prague, Bu-
dapest, Warsaw, Lyon, Bris-

bane, Glasgow and Casa-
blanca to name just a few. 

Q  

The sales team based 
in Delhi has been very ac-
tive with the local trade and 
from the reports, our local 
agency partners are thrilled 
about the new non-stop serv-
ice into Vancouver. The local 
team is driving a number of 
initiatives with our partners 
with a focus on Corporate, 
VFR and MICE business. 
The team is also working  
with Destination Canada to fo-
cus on Vancouver as a desti-
nation in upcoming roadshows 
and training for the frontline 
agencies. Travel agents are in-
credibly important partners to 
our business. Not only do they 
drive a significant portion of 
the revenues we generate but 
also drive higher yielding rev-
enue. We count on them as an  
extension of our sales team 
that can of course help  
sell our product and our 
unique selling points to our 
customers. I thank the trade 
for their support. 

Duncan Bureau, Vice President, Global Sales, Air Canada, in an exclusive with TRAVTALK  shares details 
about the upcoming Delhi-Vancouver only non-stop flight and what it entails for the Indian traveller.

Delhi-Vancouver on Air Canada

NISHA VERMA   The local team is driving a number of 
initiatives with our partners with a focus on 
Corporate, VFR and MICE business. The 
team is also working with Destination Canada 
to focus on Vancouver as a destination in 

upcoming roadshows and training for the 
frontline agencies.

Duncan Bureau 
Vice President, Global Sales 

Air Canada

Vikram Madhok
Chairman 
PATA Industry Council
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Amadeus enjoyed a fruit-
ful year in 2015 and wit-

nessed a growth of 10.4 per 
cent in adjusted profit sup-
ported by a revenue increase 
of 14.5 per cent and EBITDA 
growth of 12.2 per cent in 
2015. Giving an insight into 
their developments and in-
novations, Subramanian
Ganeshan, General Manag-
er, Amadeus Labs Bengalu-
ru, & R&D Head – APAC, 
says, “We are constantly 
building innovative solu-

tions for the Amadeus Travel 
Intelligence platform by lev-
eraging key resources like 
the vast data accumulated 
from billions of travellers 
that are on our platform. 
The next generation travel 
Intelligence builds solutions 
so that airports and airlines 
can efficiently serve cus-
tomers in ground handling, 
airport operations etc. All 
these solutions are in the 
market and are getting ac-
tively used by our clients,” 
he comments. 

One of the chief strate-
gies for growth is diversifi-
cation of services, informs 
Ganeshan. “Although our 
primary customer base has 
been airlines and travel 
agencies, Amadeus has 
diversified into other con-
nected areas of travel like 

hotels, rail, airports, payment 
solutions, mobile and travel 
intelligence. This strategic 
direction has been taken 
by Amadeus to ensure that 
the touch points for a travel-
ler can be solved easily by 
our cutting-edge solutions,”  
he elaborates.

With mobile being the 
biggest ongoing trend in the 
industry, Ganeshan feels 
that the evolution of the 

traveller, as well as easy 
accessibility of technology 
has lead it to become the 
biggest technology driver in 
India. “Sensing the mobile 
wave in India and APAC, 
we started a mobile compe-
tency centre in Bengaluru 
around four-five years ago 
where the team covers nu-
merous solutions from the  
branch. Travellers are get-
ting more demanding and 
expect the travel providers 

to live up to their expecta-
tions with more personal-
ised and efficient services,”  
says Ganeshan. 

Commenting on India’s 
travel industry, he states, 
“The travel industry here is 
booming, with a lot of on-
going activity especially in 
the domestic travel sector. 
With the way things are mov-
ing forward, the situation can 
only get better.” 

AHANA GURUNG

Riding high on a profitable past year, Amadeus continues to enhance travel solutions through its travel intelligence 
platform and caters not just to hotels and airlines, but to other connected areas of travel as well.

Diversification: key for growth
Boosting travel start-ups

Amadeus Next has been created specifically to build a  
connection with the start-up ecosystem in 
APAC. We mentor, nurture and partner 
with travel start-ups on their journey to 
scale into booming companies. The in-
dustry in India is relatively quick to adopt 
new technologies and in some ways are 
less hindered by the legacy systems. 

Simon Akeroyd
VP - Corporate Strategy and Business 

Development

Although our 
primary customer 
base has been 
airlines and travel 
agencies, Amadeus 

other connected 
areas of travel 
like hotels, rail, 
airports, payment 
solutions, mobile 
and travel  
intelligence

Subramanian Ganeshan
General Manager
Amadeus Labs Bengaluru, & R&D Head – APAC
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HOTELS

Q
It has good MICE poten-

tial. It is now also developing 
as a major wedding destina-
tion with a number of wed-
dings from various cities. 
Express Inn has also proudly 
hosted international weddings 
in Nashik. It is now becom-
ing a good market for hotels, 
especially with regards to reli-
gious and wine tourism as we 
have many famous temples as 
well as vineyards with many 
more coming up. 

Q
The fact that a lot of na-

tional hotel chains are coming 
up here is a positive growth 
sign for the industry in Nashik 
and is a good sign. We always 
take competition as a healthy 
aspect and it will be good for 
all hotels coming up. 

Q
We have used every part 

of the hotel for banquets and 
have extensive venues avail-
able for all types of events be it 
a private party, small celebra-
tions, large weddings, conven-
tions, corporate launches and 
events. We can accommodate 
anything from 20 persons to 
1,000+ persons.  

Q
Yes, we will soon be start-

ing our newest project in Au-
rangabad followed by units in 
other cities in Maharashtra. 
We are also in the process 
of opening regional offices in 
other major metros in north 
and south India.

Q -

The hotel industry is giv-
en a step-motherly treatment 
and there is practically no as-
sistance from the government. 
Taxes are extremely high in 
Maharashtra. Moreover being 
Nashik is a wine capital, tour-
ism in Nashik is not being pro-
moted. We need to highlight 
pilgrimage tourism, since we 
have many religious places 
close to Nashik like Trimbake-
shwar, and Shirdi. 

Q
Staff at Express Inn have 

played a major role in its suc-
cess. Our attrition rate has 
been minimal in these last 
six years since we opened 
on 1 May, 2010. Our Presi-
dential Enclave consisting of 
Presidential Suite, Chairman’s 
Suites and our Exclusive 
Suites also stands apart. The 
hotel is also well connected to 
Mumbai, Pune and Gujarat (by 
road and rail). If the airport op-
erations do start, it will become 
the most well-connected city in 
northern Maharashtra.

A business luxury hotel in Nashik, Express Inn Hotels 
& Resorts is tapping the MICE and pilgrim segments 
while promoting the local culture. Narayan Shelar, CMD, 
Express Inn Hotels & Resorts, reveals more.

Nashik Express Inn to  
focus on MICE, pilgrims  

TT BUREAU

Narayan Shelar
CMD 
Express Inn Hotels & Resorts

While many players have 
already established 

themselves in the budget hotel 
aggregation segment, Tubby 
Kapur, Co-founder, Qik Stay, 
says that they don’t want the 
customers to look for every-
thing between zero star to four 
star with them. “With Qik Stay 
we want to create Standard 
of Operations (SOPs), and 
we want to be the drivers of 
that. We want to be the brand 
of the premium budget seg-
ment, where customers know 
what they are getting into and 
there is no trust deficit, which is  
currently prevalent in the  
market. Our name reflects 
what we want to offer. We are 
selling good stays and not  
just hotel rooms.”

The strategy is to co-
partner and co-brand hotels 
to offer an experience which 
is synonymous with Qik Stay, 
says Kapur. “There are a 
number of individually owned 

hotels, which are well laid out 
and run by second party. The 
first thing we did was to audit 
all the hotels which did not 
fall under a particular brand 
and did our enquiries. After 
that we went ahead and part-
nered with the hotels to either 

co-brand with us or took over 
properties to manage it en-
tirely under Qik Hotels. We 
have photographed each and 
every hotel of ours and have 
made sure that the location 
of the hotel is decent. Cus-
tomers’ trust and security is 

of prime importance for us. 
We are actually upgrading 
the partner hotels by putting 
technology, improving fa-
cilities and reservation plat-
forms. We have worked very 
hard on the partnership front. 
We co-partner and have an 
agreement with the hotel, 
and retain the name of the 
hotel alongside.”

It was only after a year and 
a half of homework and plan-
ning that they launched Qik 
Stay in the market in January. 
Explaining about Qik Hotels, 
he says, “At the properties we 
are fully taking over, we are 
upgrading the food manage-
ment, technology, as well as 
the structure. Those will be 
operated fully by us and not co-
branded, and will become Qik 
Hotels. We are already in dis-
cussion with 5-6 hotels and in 
the next one year we will have 
over 1000 properties across In-
dia, out of which we are hoping 
to fully run 300-400 hotels in 
the next three years.”.

In the increasingly competitive market of budget hotel  
aggregators, Qik Stay wants to create a niche for itself.

Selling great stays 

TT BUREAU

Tubby Kapur
Co-founder 
Qik Stay
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GUEST COLUMN
WelcomHeritage 
Mani Mansion, 
Ahmedabad 
reopens

 The latest addition to 
WelcomHeritage portfolio 
– WelcomHeritage Mani 
Mansion – is a 94-year-
old heritage property that 
was once home to the 
Dalal family. The property 
reopened on May 9 after 
it had shut for renovation 
last year. Built by the 
legendary social worker and 
acclaimed businessman, 
Manibhai Dalal in 1923, 
the property was formerly 
known as ‘Corporate Suites 
– The Heritage Home 
Stay.’ The property aims to 
preserve the rich cultural 
heritage associated to the  
ancestral home. 

WH Mani Mansion is 
a boutique heritage hotel 
with 21 suites providing an 
experience of ancient era 
in Ahmedabad. WH Mani 
Mansion has also received 
heritage property stature 
from the Government of 
Gujarat. While staying at 
WelcomHeritage Mani 
Mansion, one can explore the 
attractions of Ahmedabad 
like Kalupur Temple, Calico 
Museum of Textiles, Gandhi 
Ashram, Adalaj, Hatheesing 
Jain Temple, Sarkhej Roza, 
and Vishala Vessel Museum. 

Shri Narendra Modi, our 
Prime Minister, has been 

marketing India Tourism dy-
namically during his foreign 
tours and earned for himself 
the title of ‘Brand Ambassa-
dor’ for Tourism. It appears 
that the 14 overseas India 
Tourism offices lack the PM’s 
enthusiasm in view of the 4.4 
per cent increase in Foreign 
Tourist Arrivals (FTAs), of 
8.16 million in 2015 from the 
7.67 million FTAs in 2014.
The concerned officials are 
undoubtedly aware of India’s 
tremendous tourism poten-
tial but are unable to trans-
late that into increasing the 
number of tourists to India.

The current overseas 
promotional marketing and 
investment are unlikely to in-
crease the planned share of 
India’s ranking in FTAs from 
the present meagre 0.68 per 
cent to 1 per cent by 2020 
and take it to 2 per cent by 
2025. Fund allocations are 
going unutilised instead of 
being used to create result-
oriented and pro-active mar-

keting campaigns of India’s 
5,000-year-old history, wealth 
of cultures, exotic destina-
tions, range of adventure ac-
tivities, sun, sea, sand, and a 
variety of natural attractions. 

I suggest privatisation of 
overseas promotion marketing 
which the Ministry of Tourism 
would oversee as a regulator. 
Private marketing companies 
in India and abroad should be 
selected to promote specific 
circuits. They should be made 
accountable, with their appoint-
ment based on novel market-
ing strategies, experience and 
fulfillment of the committed 
target. The Ministry could pay 
these companies a minimum 
fee and an incentive fee if they 
exceed their set targets.

The one-size-fits-all ap-
proach in a country the size 
of India and its varied prod-
ucts is impractical. There-
fore, the selected companies 
could be assigned to promote 
the diverse tourism products 
in different regions.The Bud-
dhist circuit in the South-East 

market, the Sufi circuit in the 
West Asian region, the Chris-
tian circuit in Europe and the 
USA and the Hindu circuit 
could be highlighted for NRIs.

The Ministry of Tourism 
and Culture along with Air 
India and ITDC should or-
ganise Festivals of India on a 
grand scale, with wide-rang-
ing displays of food, culture, 
yoga, wellness, heritage, etc. 
The present Festivals of  
India that the Ministry of Cul-
ture organises are a poor imi-
tation. There are the standard 
classical, folk dances and 
music, theatre, puppetry and 
an occasional food festival. 
There is no noticeable rush  
of people from those coun-
tries to India. 

The Ministry of Culture 
along with the Ministry of Tour-
ism and Air India should raise 
the level of inter-action by 
opening a window of modern 
India’s rich and lively tourism 
products for the potential tour-
ist, showcase novel experi-
ences and new destinations, 

prioritising reasons to visit such 
places.The portfolios of Tour-
ism, Culture and Civil Aviation 
have been combined so that 
the framework of their synergy 
is utilized beneficially. 

How some of neighbour-
ing countries attain impressive 
figures in foreign tourist arrivals 
every year is because of their 
offerings to the tourists. Com-
pare India’s 8.16 million FTAs 
with the 30 million of Thailand, 
29.57 million of Malaysia and 
15.2 million of Singapore in 
2015. Their GDP contribu-
tion from tourism is equally 
impressive. India’s tourism in-
dustry contributed 6.3 per cent  
of GDP, Thailand’s 20.8  
per cent, Malaysia’s 13.1  
per cent and Singapore’s  
10 per cent in 2015. 

These three neighbours 
are among the many coun-
tries where tourism is the 
major revenue earner. Their 
tourism products, both busi-
ness and leisure related, are 
of such high standards. It is 
important to create awareness 

among the Indian public and 
stakeholders concerning their 
role in the country’s economic 
well-being, educating them of 
the importance of displaying 
our culture by greeting visitors 
with a Namaste or the form 
of greeting in their mother  
tongue by all stakeholders 
and staff such as taxi and 
scooter driver, railway officials,  
airport staff, etc.

In the wake of less-than-expected growth in Foreign Tourist Arrivals, it is probably time for  
Ministry of Tourism to take private stakeholders into the fold and resort to privatisation of overseas 
promotion marketing, which will in turn yield better inbound traffic.

Privatised marketing way forward?

Anil Bhandari 
Chairman

AB Smart Concepts
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(The views expressed 
are solely of the author.  

The publication may or may 
not subscribe to the same.)
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When it comes to giving back to the society by humane practices, the travel industry is not far behind.  
TRAVTALK asked some of the key players of the industry about the CSR initiatives they are involved in and the 
answers might just give many others some goals. 

Industry’s responsible side

NISHA VERMA

The many travel and tourism related 
organisations in the ATE group offer 
various social responsibility serv-
ices. KIMS Healthcare is pioneer-
ing medical value travel on a large 
scale. It offers schemes like Hrida-
yaspandanam (Heartbeat) which 
extends free heart surgeries to poor 
heart patients. We started Guru-
vandhanam (honouring the teach-
ers) in 2011, which offers better 
quality of life, and free knee replace-
ment surgery to retired teachers. A 
total of `150 lakhs each was ear-
marked under these two schemes.

EM Najeeb
Chairman &  
Managing Director, Air 
Travel Enterprises Group 
of Companies (ATE)

At present, we have a class of about 
300 students in five different loca-
tions in India who are being trained 
by professionals to join the travel 
industry. Besides this, we have 
sponsored many programs for the 
existing employees who are work-
ing in travel agencies and need fur-
ther skill development. We are also 
looking at a post-graduate program 
specifically for girls to instil manage-
rial and leadership skills. I think CSR 
is a must for every organisation as it 
should be our duty to repay the trade 
for what we have gained. 

Anil Parashar
President & CEO 
InterGlobe Technology 
Quotient (ITQ)

I’ve helped out with cash donations 
and a computer for the village school 
near my farm in Raigad district. Simi-
larly, when I used to organise inter-
national kite festivals until 2015, I 
would support traditional kite makers. 
For two years I organised an event 
called Kites for Peace at the Priya-
darshini Park in Mumbai where we 
would teach street children to make 
white kites, which they would paint 
with their own images or slogans for 
peace and we would all fly together.

Ajay Prakash
Chief Executive 
Nomad Travels

Bird Group’s social initiatives touch 
every level of society that needs 
help. Through Parvarish, the down-
trodden and underprivileged chil-
dren of the society are taken care 
of. Sukarya aims at making modest 
steps towards assisting women of 
marginalised communities in gener-
ating additional income. 

The Bird Foundation also  
organises the ‘We’ conference to 
bring eminent female achievers to-
gether on a common platform to 
discuss how their achievements can guide and influence  
the women of today.

Radha Bhatia
Chairperson 
Bird Group

Sita is the first Indian Destination 
Management Company to have re-
ceived a CSR Tourism certification 
from a private German, not-for-profit 
organisation. Sita is a signatory to 
The Code for Protection of Children 
from Sexual Exploitation in Travel 
and Tourism. Sita works with Literacy 
India, to empower underprivileged 
children and women by making them 
self-sufficient. The company also 
supports Swati, a project that aims 
to reach out to children and women 
in two slums of New Delhi and offers 
them education, self-help & motivation.

Dipak Deva
Managing Director 
Travel Corporation India 
(TCI)

In a bid to play its role as a respon-
sible corporate, Nijhawan Group 
manages CKRDT foundation from 
its New Delhi office. The foundation 
works for uplifting the underprivi-
leged, and is involved in the bet-
terment of down-trodden women 
and children in different parts of 
the country. In addition, Nijhawan 
Group runs a home for orphan girls 
and provides shelter to 79 girls. 
CKRDT foundation also helps to  
perform marriages of many poor 
girls, annually.

Ankush Nijhawan
Managing Director 
Nijhawan Group of 
Companies
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Q 
We are looking at  

doubling the operations by 
2017 in terms of the number of  
cities we operate in. 

Q 
Our strategy is to devel-

op a new destination city by 
launching flights with SilkAir 
or Tigerair that operate narrow 
body planes. As the destina-

tion matures, the Group then 
deploys wide-body planes of 
SIA or Scoot. For instance, 
SIA used to operate on the 
Amritsar-Singapore route until 
2008 as the full service model 
was not suited for this route. 
The A320s of Tigerair did not 
have the range for this route, 
which is why we are restart-
ing this route on Scoot with 
Dreamliners. Scoot will take 
over Tigerair’s Chennai-Singa-
pore services as the destina-
tion has grown enough to fill 
wide-body planes. 

Q  -

Filling our capacity is 
important. So we unbundle 
everything so that guests  
can customise as they 
choose. Since we only  
stock what sells, we 
need less storage space,  
smaller galleys and can fit in  
more seats – this gives  
us efficiency.  

Q 
 

Tigerair is a natural part-
ner for Scoot as our networks 
are almost entirely comple-
mentary. They operate princi-
pally within four hours’ radius 
of Singapore and we operate 
mainly beyond four hours.  On 
the few routes we overlap, we 
have anti-trust immunity (ATI) 
to operate as joint venture. 
Together we can offer more 
itineraries than either could 
do alone, and ensure greater 

seamlessness from a booking 
and customer experience per-
spective.  We will be increas-
ing this integration with the  
merger of the two airlines’ res-
ervations systems, to improve 
on connections, flight times 
and destinations.

Q -

Scoot’s focus is on the 
leisure market, specially 
groups, which is why we  
want to work closely with 
the travel agents here. With 
Chennai, Amritsar and 
Jaipur, India will become  
the number two market 
for SIA  after China. For 
Scoot, India will become the  
third market after China  
and Australia.

HAZEL JAIN

Bharath Mahadevan, Country Head – India, Scoot, 
says the airline aims to double the number of cities it 
operates in by 2017.

Fly Scoot to Amritsar 

Bharath Mahadevan
Country Head – India
Scoot

LATAM brand premiers with new  
aircraft, uniform and airport designs
 LATAM Airlines Group 

has revealed its new air-
craft design at simultane-
ous launch events in South 
America, ahead of the Oce-
ania launch in Sydney on 
May 3. In addition to the new 
image of LATAM aircraft, 
the company presented a 
number of other changes 
that will be visible from May 
onwards, including new 
uniforms, airport signage 
and counter design as well 
as a consolidated website:  
www.latam.com.

Enrique Cueto, CEO, 
LATAM Airlines Group, said, 
“In the coming weeks, our 
passengers will start to ex-
perience LATAM with the 
ability to book tickets via the 
LATAM website, accumulate 
kilometers using LATAM’s 
frequent flyer program, 
check-in at LATAM counters, 
relax in LATAM VIP lounges 
and most significantly, fly on 
LATAM-branded aircraft.”

The first flight of a 
LATAM-branded aircraft, a 

Boeing 767-300ER, departed 
from Rio de Janeiro on May 
1 on a one-off journey to Ge-
neva to collect the Olympic 
torch. The specially prepared 
aircraft then returned on May 
3 to Brasilia, the starting 
place of the Rio 2016 Olympic 
Torch Relay between more 
than 300 Brazilian cities. Also 
the official airline supporter 
of Rio 2016 Olympic and 
Paralympic Games, LATAM 
Airlines is additionally the  
official supporter of Rio 2016 
Olympic Torch Relay.
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SpiceJet is Hahn Air’s 
50th H1-Air partner

  Hahn Air Systems, the 
global consolidation service 
connecting small, medium 
and low-cost airlines to all 
major GDSs worldwide, has 
reached 50 H1-Air partners 
with the latest addition being 
low-cost carrier SpiceJet.

With this new entrant, 
Hahn Air has nearly doubled 
its network of regional, low-
cost airlines and tour opera-
tors since the beginning of 
2015. Established in 2012, 
Hahn Air Systems, the sister 
company of airline and dis-
tribution specialist Hahn Air, 
offers its H1-Air product to 
non-GDS airlines enabling 
them to be booked through 
over 95,000 travel agencies 
in 190 markets. These non-
GDS airlines can benefit 
from Hahn Air’s economies 
of scale and have the poten-
tial to increase their revenue 
streams by being able to 
penetrate new markets and 
expand their reach to even 
more travel agencies. The 
H1-Air network is an innova-
tive distribution solution with 
the potential to accelerate 
SpiceJet’s sales by linking 
it to global markets. As a 

result, SpiceJet’s domestic 
and international services 
will be available in all GDSs 
and will be issuable on the 
Hahn Air HR-169 document.

Alexander Proschka, 
Head, Hahn Air Systems, 
said, “We are proud to wel-
come SpiceJet as the lat-
est airline to join the H1-Air 
network. This is especially 
momentous as they are 
Hahn Air System’s 50th 
partner and we are happy 
to share the occasion with 
them. Going forward, we will 
redouble our efforts to grow 
our portfolio of H1-Air part-
ners and to globally connect 
more airlines, in turn offering  
our travel agent partners 
greater possibilities.”

“We are looking for-
ward to a great association 
with Hahn Air Systems. We 
are hoping that this asso-
ciation will help us reach 
out to many more untapped  
markets which will ulti-
mately result in our busi-
ness growth,” stated Amit 
Srivastava, SpiceJet’s 
Vice President, Business 
Development.

Lufthansa co-created the 
Startup Expo in Gurugram 

recently to offer a platform for 
rising entrepreneurs. Speak-
ing at the event, Will said, 
“We are delighted to be the 
co-creator of the Startup 
Expo from the conceptual 
phase to the implementa-
tion and execution. It is part 
of our philosophy of ‘nonstop 
you’ where we engage with 
people, communities and 
with our target groups. We  
believe that at such a fo-
rum, we really can enable 
Indian entrepreneurship and  
contribute our part to the 
success and growth of the  
Indian economy.”

However, the Indian 
market is highly competitive. 
Wolfgang agrees, “Competi-
tion is there in aviation all 
the time and I think it’s very 
important because it makes 
you think about new ideas 
and new ways to promote 
your products and services. 
India is a very competitive 

place and we are very happy 
to have reached a high level 
of customer satisfaction and 
a huge customer base here.”

Lufthansa has had a 
reputation of being one of 
the first airlines to cut agent 
commissions in India. When 
asked about the same, Will 
said, “The aviation and the 
travel industry at large have 
changed completely. If you 
look back 20 years ago, most 
of the airlines were state-
owned, and there was a lot 

of regulation everywhere. 
Today the reality is very dif-
ferent. Our customers look 
for best deal and we cannot 
keep formulas, which in the 
past have functioned very 
well. Yes, Lufthansa is fa-
mous for being disruptive and 
this is what most start-ups 
are also doing — being dis-
ruptive. We have to look for 
new formulas. I know that’s a 
really painful way and there is 
a lot of struggle in the avia-
tion sector. But we are happy 
that with our brave moves 
we have reached a financial 

base which at the end is not 
only good for the company 
but for our employees and 
ones who are giving us their 
trust and money because we 
can offer them reliable serv-
ice of very high standards.”

On the upcoming civil avia-
tion policy, he said, “I welcome 
every move of the authorities 
to ease up the aviation sector. 
I know there are issues about 
safety and security and one can’t  
compromise it all. How-
ever, on the commercial 
front, there should be liberty  
and freedom.” 

Wolfgang Will, Director, South Asia, Lufthansa Passenger Airlines, speaks 
with TRAVTALK on being part of the Startup Expo, and why airlines need to 
innovate to sustain themselves in today’s market.

LH engages with start-ups

TT BUREAU

 India is a very competitive 
place and we are very happy 
to have reached a high level 
of customer satisfaction  

and a huge customer 
base here.

Wolfgang Will 
Director 

South Asia Lufthansa 
Passenger Airlines

 Headquartered in Ger-
many, Lufthansa Group 
employs around 120,000 
staff worldwide. The air-
lines operate through the 
Frankfurt, Munich, Vienna, 
Brussels and Zurich hubs.

 In 2015 more than 107 
million air passengers 
were welcomed on board.

The Flying Genius
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At a round-table organised 
by the Indian Merchants’ 

Chamber’s Travel, Tourism 
& Hospitality Committee in 
Mumbai, Valsa Nair Singh, 
Principal Secretary, Tourism 
& Culture, Government of Ma-
harashtra, spoke about Ma-
harashtra’s intention to reposi-
tion and promote Mumbai as 
a MICE hub and a destination 
for niche tourism.  

Singh said, “We have 
recognised niche areas in 
tourism in which we want to 
promote Mumbai. We want to 
make the city the event capital 
of Maharashtra. Asia’s biggest 
convention centre is coming 
in Mumbai next year followed 
by two more convention cen-
tres. We are also working on 
a single-window license for 
hospitality sector. Other ar-
eas that we are focusing on 
in the city are adventure tour-
ism, Bollywood tourism and 
medical tourism. We will be 

offering incentives and look-
ing at tax exemptions for 20 
years.” According to her, 2.5 
lakh tourists enter Mumbai for 
medical tourism. The govern-
ment is therefore working on 
e-medical visa and medical 
reimbursement.  

Paraag Jaiin Nainuttia, 
IAS, MD, MTDC, said, “We 
are now working on facilitat-
ing commercialisation of yacht 
tourism on Mumbai’s coast 
through a possible tie-up 
with private companies. As of 
now we have 93 yachts in the 
Mumbai harbour.” 

The Maharashtra Government is 
keen on repositioning Mumbai as 
the events capital of the state.

Reposition Mumbai 
as MICE hub 

Riding high on the newly 
announced trains and 

offers, Dr. A.K. Manocha, 
CMD, Indian Railway Cater-
ing and Tourism Corpora-
tion (IRCTC), claims, “The 
Railway Minister is focused 
on capacity growth, which 
means more rooms, trains, 
and more length of trains, 
which doesn’t necessarily 
mean increased number of 
coaches, but also the haul-
age capacity that needs to be 
maintained. It also includes 
platform length, shelter, and 
the maintenance capacity. 
However, these are huge ca-
pacity investments.”

The completion of the 
`2400 crore worth dedicated 
freight corridor is one of the 
biggest developments for 
IRCTC in 2016, says Mano-
cha. He asserts that Internet 
ticketing as well as cancella-
tion facility on 139 from home 
(even after the chart is pre-
pared), will be improved. Be-
sides, a multi-lingual software 
for reservation would also be 
launched, he adds.

Foreign tourists are im-
portant for the Railways, but 
business from them has not 
been as great, Manocha 
points out. “The numbers 
have slightly declined this 
year, because there was a lot 

of competition from airlines, 
which have become cheaper 
and are an option for many 
in emergencies as well. The 
same is true for short distanc-
es, as metro has come in at a 
lot of places,” he notes.

“Foreign tourists love to 
come to India. The biggest 
chunk is NRIs. The British are 
also fond of India, and there 
are Dutch, Portuguese, and 

Russians who also come in 
good numbers. Our tourist 
trains are 100 per cent safe. 
We will be launching ticket-
ing trough IRCTC website for 
foreign card holders as well,” 
Manocha says.

Out of the new rail 
projects launched this year, 
Manocha is very upbeat 
about the Gatiman Express. 
“Gatiman Express is still 
to pick up. It’s a small train 
with only 12 coaches now. In 
time it would be double the 
length, and soon there will 
be high demand. In fact, look-
ing at the interest in Agra, we 
have launched an Executive 
Lounge in Agra, which we 
would initially run ourselves 
and later give it to private 
players. It would have Wi-Fi, 
television, and other business 
facilities,” adds Manocha.

In another first, Manocha 
says the Railways will soon be 
launching glass top coaches 
in Srinagar in the next sea-
son, which will be very similar 
to the Swiss coaches. “Start-
ing with two AC luxury coach-
es, we will offer a different ex-

perience. We will also improve 
the Gatiman experience and 
will launch the super luxury 
Tejas,” he adds.

However, IRCTC is not 
just a railway ticket booking 
platform. One can book airline 
tickets as well as tour pack-
ages for both domestic and 
international visits. “We had 
launched 67 foreign packag-
es last year and prior to that 
we had only one third of that 
number. Many people don’t 
know that we book around 
2500-3000 air tickets every 
day. We are tying up with Air 
India and have joined hands 
with Pawan Hans and signed 
a MoU for a mutual share of 
services for passengers,” re-
veals Manocha.

When asked about the re-
cent cancellation of the Palace 
on Wheels train for the first 
time in history, he says, “It is 
a luxury train and we are mak-
ing strides. This year, however, 
the growth was slightly less in 
the tourism segment and it is 
not possible to run the train 
with occupancy less than 20-
25 per cent.” 

NISHA VERMA

Buoyed by a good Railway Budget which includes new trains and services 
for the common man, Indian Railways is certainly moving in high speed.

IRCTC on a fast track

Dr. A.K. Manocha
CMD, Indian Railway Catering and  
Tourism Corporation (IRCTC)

HAZEL JAIN

Valsa Nair Singh
Principal Secretary, Tourism & Culture, 
Government of Maharashtra
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QWhat are the new de-
velopments at ANA?
We are currently busy 

promoting our state-of-the-
art aircraft the Boeing 787 
Dreamliner that started flying 
ex-Mumbai from March 27, 
2016. The new aircraft has 
four times more capacity than 
the aircraft which we used to 
operate, so passengers can 
have a comfortable flight. 
We have been the only daily 
non-stop, direct service from 
Mumbai to Tokyo (Narita) 
since September 2007. 

QHow are you promot-
ing this among the 

trade?
To promote awareness 

about this in the Indian mar-
ket, we successfully conclud-
ed our promotional fare cam-
paign that was initially offered 
only till March 31 but was later 
extended till April 30 because 
of exceptional demand. We 
observed good sales on the 
promotional fare in both busi-
ness and economy class. A 
lot of agents have also uti-

lised our promotional fares. 
We hope this shall help to 
build contact with local coun-
terparts (DMC) in Japan and 
tap into the huge potential 
that Japan holds for tourism.

QWhat are your plans 
for the rest of the year?
With 46 fully flat beds in 

Business, 21 seats in Premi-
um Economy and 102 seats 
in Economy, along with cor-
porate travel we are now also 
tapping the MICE segment 
as well as the seaman and 
leisure markets.

With the awareness on 
Japan as a tourist destination 
increasing steadily, we hope 
Japan shall be the preferred 
destination for Indians, and 
look forward to flying them 
on ANA.

QHow are you tapping 
into the MICE market?
We have been discuss-

ing MICE and even tour pack-
ages with some travel agents. 
The market has huge poten-
tial and we are working close-
ly with more and more travel 
agents. Currently, we operate 
two flights from India to Ja-
pan, one from Mumbai and 
one from Delhi. We would 
like to expand our business 
in India but currently we shall 
continue to focus on Mumbai 
and New Delhi.

TT BUREAU

Tsuneya Katagiri, GM, All Nippon Airways (ANA) 
Mumbai, informs they are engaging agents to promote 
their latest Boeing 787 Dreamliner flying ex-Mumbai.

ANA Dreamliner from BOM

Tsuneya Katagiri
General Manager
All Nippon Airways (ANA) Mumbai

We have been 
discussing MICE 
and tour packages 
with some agents. 
The market has huge 
potential and we are 
working closely with 
travel agents 

The city of Pearls – Hy-
derabad – may be the 

next destination on Nepal 
Airlines’ radar, making it the 
fourth touch point in India to 
be directly connected to Kath-
mandu. The other three cities 
are Mumbai, New Delhi and 
Bengaluru. CA Janak Raj 
Kalakheti, Director, Com-
mercial Department, Nepal 
Airlines, who led a big del-
egation from Nepal to India, 
revealed, “We are looking at 
adding another city to our In-
dia network, possibly Hydera-
bad by September-October 
but it is yet to be confirmed 
and we are still working on it.” 
He added that even Kolkata 
shows a lot of traffic to Nepal 
and Nepal Airlines is conduct-
ing a feasibility report on it.

The airline is also keen 
on increasing current fre-
quencies. “We are looking to 
up the current 10 flights per 
week from New Delhi to 14 
flights per week probably by 
July end. We are also plan-
ning to increase Mumbai and 

Bengaluru frequencies dur-
ing the upcoming summer 
holidays,” Kalakheti added. 
At the moment, Mumbai and 
Bengaluru have three flights a 
week. Summers are the peak 
season and the airline expects 
huge traffic from leisure and 
adventure tourists from India. 

The delegation visited 
the three cities to organise a 
thanksgiving ceremony for its 
travel agent partners which 
was the first such event since 
it started these flights in India 
six months ago. Each city 
saw 100-plus agents attend 
the event. 

Bird Group is the GSA 
for Nepal Airlines for all India. 
Praful Khosla, Executive 
Vice President, Bird Group, 
said, “Nepal is a popular des-
tination for Indians mostly 
because of its proximity. It is 
also the only destination in 
the world where Indians don’t 
require a passport; an elec-
tion ID is also valid. We have 
been promoting Nepal Air-
lines and Nepal as a destina-
tion aggressively In India. It is 
the only airlines right now to 
connect three cities in India 
directly to Kathmandu and 
has a lot of expansion plans 
for India.” 

TT BUREAU

As the only airline to offer direct flights between India and 
Nepal, its national carrier is looking at adding another city 
to its network – Hyderabad – from September 2016.

KTM-HYD from September
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The Travel Agents Federa-
tion of India (TAFI) has 

been busy with its ongoing 
chapter elections and will 
soon be conducting its na-
tional team election along 
with its Annual General Meet-
ing (AGM) by June end.  Re-
vealing this information is Za-
kkir Ahmed, President, TAFI, 
who said, “A lot of our chap-
ters like Tamil Nadu have 
completed their elections and 
the rest will be done by the 
end of May or early June. We 
will now be sending out noti-
fication for our AGM to all our 
members that will be com-
bined with our national com-
mittee elections around June 
end. We are still deciding on 
the city and venue.” 

Speaking about the Joint 
Bank Guarantee Scheme, he 
added, “By July, we will be 
able to finally roll out our Joint 
Bank Guarantee Scheme. A 
lot of members were finding it 

difficult to deal with insurance 
and its premium charges, 
and there is only one insur-
ance company. Agents also 
have problems getting tick-
ets stock under insurance.  
This scheme has a lot of 
benefits for agents. Ticket 
stock availability will be better 
with this with minimum cost 
involved. We have received 
about 150 applications right 
now.” TAFI had earlier de-
ferred the Joint Bank Guar-
antee scheme last June cit-
ing unsuitable legal terms for 
its members.

The association is currently busy with 
its elections as well as rolling out its 
Joint Bank Guarantee by July 1.

TAFI national  
elections by June-end

HAZEL JAIN

Zakkir Ahmed 
President 
TAFI

Four members of the Travel 
Agents Association of India 

(TAAI) Managing Committee 
met in Mumbai in the middle of 
May to review the applications 
the association received from 
its members for its Joint Bank 
Guarantee (JBG) Scheme. 

Sunil Kumar, President, 
TAAI, said, “We received over 
130 applications from mem-
bers who are keen to join the 
guarantee. We have started 
slowly but our past experience 
has shown that the numbers 
keep growing year-on-year, 
depending on how well we 
perform as a team. We are 
working under the timelines 
defined by IATA for this. Our 
members will soon know 
whether they will be joining 
the guarantee or not once 
IATA completes its verification 
process. After that, they will 
have three options: one is to 
be a part of the JBG, second 
is to get onboard with the in-
surance cover, and third is to 
give an individual guarantee 

to IATA. The options are with  
the members.” 

Among the Office Bear-
ers present were Marzban 
Antia, TAAI’s Vice President; 

Lokesh Bettaiah, TAAI’s 
Secretary General; and  
Imtiaz Qureshi, TAAI’s 
MC member who looks  
after Legal. 

Bettaiah added, “We 
scrutinised each and every 
application received from 20 
regions and chapters across 
India and the TAAI audi-
tors released the final list by  
May end. That list was sent 
to IATA which is  now con-
ducting its own verifications.  
We do multi-level checks and 
follow stringent procedures, 
which takes a lot of time. It’s 
a huge responsibility on us to 
pick the right members. There 
has been a good response for 
it this year. 

“TAAI has been success-
ful in managing this scheme 
earlier as well and lot of 
members have benefitted 
from it monetarily as well as  
for smoother day-to-day  
business as far as capping 
issues are concerned. If  
anyone else is interested 
to join, they can do so the  
following year.” 

TT BUREAU

Once TAAI’s auditors review these applications, they  
will go through another round of scrutiny at IATA before 
the final number is known.  

130 agents apply for JBG

Lokesh Bettaiah
Secretary General
TAAI

We do multi-level 
checks and follow 
stringent proce-
dures, which take 
a lot of time. It’s a 
huge responsibility 
on us to pick the 
right members

Air India’s self 
check-in kiosks 
at 26 airports

 National carrier, Air 
India has become the first  
airline to launch self  
check-in kiosks for its  
domestic flyers that aims to 
make the check-in process 
expeditious. 

The exclusive service 
presently covers 26 domes-
tic centers at Aurangabad, 
Bangalore, Bhopal, Bhu-
baneshwar, Calicut, Coim-
batore, Cochin, Chennai, 
Goa, Hyderabad, Indore, 
Jaipur, Jamnagar, Jodhpur, 
Kolkata, Lucknow, Nag-
pur, New Delhi, Mumbai, 
Mangalore, Raipur, Rajkot, 
Trivandrum, Udaipur, Vi-
sakhapatnam and Vara-
nasi. Under this initiative, 
started on May 1, 2016, 
customers can procure  
the boarding pass by  
using the self-check-in ki-
osks also known as CUSS 
(Common Use Self Service) 
near the check-in area at 
the airport.

With their motto of being 
home of Sri Lankan 

hospitality, Jetwing Hotels 
is poised to offer quintes-
sential experience of the 
destination. “We believe in 
providing our guests the  
experience of staying with 
a local family, and to do so 
in an atmosphere of open 
space and comfort. Our 
properties are novel in am-
bience and design, and 
we are firmly committed to  
preserving the environment 
through green technol-
ogy and the development of  
local communities,” says 
Ishanth Gunewardene, 
Head of Marketing,  
Jetwing Hotels. 

He revealed that on 
average the highest ar-
rivals come to them from 
Europe, China, and India.  
“China and India, for exam-
ple, are fast-growing mar-
kets with extremely high 
potential, in a variety of ar-
eas – families, MICE, wed-
dings and honeymoons,”  
he added. 

Speaking further on the In-
dian market, he said, “We have 
a lot of faith in the Indian mar-
ket, due to the high potential in 
terms of visitor arrivals and rev-
enue. Over the past few years 
for example, Jetwing Blue in 

Negombo has become the  
number one venue for In-
dian weddings in the region, 
as the property features a  
variety of areas for differ-
ent functions – a 600 pax 
ballroom, an expansive gar-
den and beach stretch, and 
the pool area. We look for-
ward to attracting individual  
travellers, couples, and  
MICE travel.”

He agreed that  
relationship with travel 
agents is advantageous  
for them, both in India  
and Sri Lanka. 

“We take part in regular 
travel fairs in major Indian 
cities, and have appointed a 
dedicated sales representa-
tive in the country as well. In 
Sri Lanka, we focus on key 
travel agents and operators, 
along with a commitment 
to online sales and e-com-
merce,” he added.

Elaborating on the new 
additions in the group, he 
said. “We’ve just launched 
the first luxury hotel in the 
North of Sri Lanka, Jetwing 
Jaffna, along with Sunrise by 
Jetwing in Passikudah. Over 
the next few months, we 
will unveil Jetwing Colombo 
Seven, our very first hotel 
in the capital of the country 
with 70 rooms and 28 serv-
iced apartments; Jetwing 
Lake, a 94 room property 
in Dambulla overlooking a  
lake and Jie Jie by Jetwing, 
the first Chinese service ho-
tel in Sri Lanka.”

TT BUREAU

For Jetwing Hotels, India and China remain the top  
performing markets when it comes to visits at their  
properties in Sri Lanka.

1st luxury hotel in Jaffna

Ishanth Gunewardene  
Head of Marketing 
Jetwing Hotels

Q
Our USP is our person-

alised and excellent cus-
tomer care. Each one of the 
Montcalm Luxury Hotel offers 
guests, height of indulgence 
and relaxation combined with 
outstanding facilities and ex-
ceptional service. 

Q
India is a very important 

market for us as Indian out-
bound is a rising force with 
a huge potential for them to 
travel abroad. Now Indians 
are moving beyond budget 
accommodations to experi-
ence luxury and we have a 
range of products to cater to 
the Indian market. 

Q
We promote our brands 

by aggressive online mar-
keting and attending  

various travel trade shows 
and exhibitions. 

Q
Other than India, our 

biggest markets include  
Europe, USA and the  
Middle East. We get a 
lot of business from these 
countries.

Q  

Currently we have six 
Montcalm properties in 
great locations in London. 
We are planning one more 
Montcalm property to start 
from September this year 
in Central London. In addi-
tion, we are also exploring 
various other markets for  
new properties. 

Q
As India is a very  

important market for us, we 
offer a range of customised 
services specifically for  
our Indian guests from  
Indian cuisine to Indian TV 
channels. We also have  
staff of Indian origin well-
versed with various Indian 
languages to take care of 
our guests. 

TT BUREAU

For Ramesh Arora, Managing Director and VP of Mar-
keting, Montcalm Luxury Hotels, the brand is perfect for 
the connoisseurs of magnificence and luxury.

Indian touch to luxury

We offer a range 
of customised 

-
cally for our Indian 
guests from Indian 
cuisine to Indian TV 
channels. We also 
have staff of  
Indian origin

Ramesh Arora 
Managing Director and VP of Marketing 
Montcalm Luxury Hotels
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According to the stud-
ies conducted by Ernst 
and Young India for 

the Ministry of Shipping, over 
91,000 Indians took a cruise 
vacation in 2014. This number 
has been growing at 36 per 
cent annually since then. As 
a response to this, the Min-
istry of Shipping is working 
with the concerned ministries 
(Ministry of Tourism, Ministry 

of Environment, etc.), state 
governments and other rel-
evant agencies towards capi-
talising on this opportunity. 

Many initiatives are be-
ing taken for development of 
various coastal and marine-
based tourism projects and 
this includes cruise shipping. 
In fact, representatives of 
Carnival UK, Royal Carib-
bean International and Royal 
Museums Greenwich had 

met with government officials 
at the Maritime India Summit 
2016. The summit was held 
in Mumbai this April where 
Dr. Mahesh Sharma, Minis-
ter of State (IC) for Tourism & 
Culture, and Minister of State 
for Civil Aviation, had an-
nounced intentions to devel-
op necessary infrastructure 
of global standards as well 
as bring favourable policy in-
terventions for foreign as well 
as domestic tourist.

4 major terminals
In order to support this 

sunrise segment, Ministry of 
Shipping has also devised a 
vision plan. It has identified 
four major ports for devel-
opment of cruise terminals: 
Goa, Cochin, Mumbai and 
Chennai. A Task Force has 
been formed under co-chair-
manship of Secretary, Minis-
try of Shipping, to facilitate 
promotion of cruise tourism 
in India. The Task Force is 

working towards develop-
ment of Standard Operat-
ing Procedures (SOPs) for 
cruise terminal operations 
and has identified Cochin 
port for implementation of 
these SOPs on pilot basis.

Green channel
The Central Board of 

Excise and Custom Depart-
ment of Revenue (Ministry 
of Finance) has permitted 
green channel facility to all 

international passengers  
arriving on-shore for tour-
ism purposes. Indian na-
tionals have been per-
mitted to travel from one 
Indian port to another, in 
foreign cruise ships/ vessels 
during its domestic leg. Ad-
ditionally, foreign flag vessels  
carrying passengers have 
been allowed to call at  
Indian ports for a period  

HAZEL JAIN

In order to reap the economic opportunities available in cruise tourism, the ministry has proposed to develop 
existing ports to match global standards. Whether its implementation will go unanchored is anybody’s guess. 

Will India cruise smoothly?

Contd. on page 29  
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QTell us about your  
three brands and 

how are they different 
from each other?

Our broad product of-
fering is geared to suit 
every conceivable taste, 
price preference and target 
market, including contem-
porary, premium and ultra-
luxury. Princess Cruises 
is a 50-year-old premium 
cruise brand while Cunard 
and P&O Cruises-UK are 
the British brands catering 
to the luxury segment with 
legacy of over 175 years. 
Awarded as the Best Cruise 
Line itineraries since nine 
consecutive years, Princess 
Cruises boasts of a fleet of 
18 magnificent ships. When 
it comes to elegance and 
poise, Cunard is the name 
to be trusted upon. Its three 
luxury liners — Queen Eliza-
beth, Queen Mary 2 and 
Queen Victoria make you 

explore the world with grace. 
Cunard is famous worldwide 
for the very sophisticated 
‘white star service’, which 
sets standard by which all 
others are judged. The P&O 
Cruises-UK line consists of 
eight ships in all, with the 
newest ship, Britannia, join-
ing the fleet in March 2015. 
The ships are divided into 2 
categories —exclusively for 
adults and family friendly. 

QWhat makes you dif-
ferent from others?
Cruise Professionals 

enjoys impeccable support 
and loyal association of the 
prestigious travel compa-
nies because of friendly and 
focused B2B approach. We 
provide same attention to all 
business queries — be it for a 
single cabin or for 20 cabins. 
Cruise Professionals is the 
only cruise representative 
company which introduced a 
toll-free line almost six years 
ago so that we could interact 

with our distributors and pas-
sengers on a zero cost basis 
and could provide consistent 
service with a central reser-
vation office. To provide local 
support we have our busi-
ness development managers 
located in various regions of 
the country. 

We work on a model 
where the costs are man-
ageable, our services and 
responses are swift and our 
approach friendly. We follow 
strict financial discipline and 
are aggressive in promotion-

al activities across the spec-
trum. We are the only cruise 
representative company 
which does not promote any 
other travel product or ser-
vice hence we’re not com-
peting with any travel agent. 
We have total transparency 
in our business.

QThrough what 
channels do you 

sell your products?
While none of the dis-

tribution channels could be 
ignored today, primarily we 
work with B2B distributors, 

which means that we sell our 
cruise brands through travel 
agencies which are spread 
across India. To boost sales, 
periodically, we come up with 
lucrative incentive schemes 
and sale windows for our 
channel partners, which  
result in a win-win scenario 
for both the sides. We con-
sider OTAs as part of B2B 
distribution only. Yes, cor-
porate sale and direct con-
sumer need to be educated 
a lot about various offerings 
and our communication to 
them is purely from product 
enrichment perspective.

QHow has the 
cruise industry in 

India evolved?
Cruise industry in India 

has had its ups and downs 
but when you look at different 
segments of the cruise indus-
try, you would find only the 
outbound segment doing well 
on a sustainable basis. Cruise 
tourism in its complete sense 

has huge potential when you 
look at the combined oppor-
tunities of inbound cruising, 
outbound cruising, coastal 
cruising and river cruising. 
India’s geographical position 
is very strategic in terms of 
enticing world cruise vessels 
for a stopover, or running 
scheduled coastal and river 
cruises and also continue to 
support the outbound cruise 
segment, which is currently 
contributing a small volume to 
the international cruise indus-
try. India has a long way to go 
to make good use of cruises 
as an industry.

QWhich cruise 
routes are popu-

lar among Indians?
While Alaska, Scandi-

navia, Russia, Mediterra-
nean, Japan, and Southeast 
Asia sailings are popular 
every season, the upcoming 
new regions for cruising in 
the year 2017-18 would be 
Taiwan and Australia.  

TT BUREAU

Nishith Saxena, Director, Cruise Professionals, speaks on the three cruise brands they represent and  
how B2B engagements are the core of their business.

Cruises for ultra-luxury seekers 

 To boost sales, periodically, 
we come up with lucrative 
incentive schemes and  
sale windows for our  
channel partners.

Nishith Saxena
Director 

Cruise Professionals

periodically, 
ucrative 
and 
ur 

h Saxena
Director
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The concept of cruising has not really taken off in India despite our beautiful coastline. Even the ministries of 
shipping and tourism are now ready to invest in developing it. But are Indians ready for it?  

Getting ’em onboard

With the evolving Indian traveller of today, fresh new experiences 
are now de rigueur and cruise vacations are hence finding strong 
interest. Round trips to South East Asia, European destinations like  
Scandinavia, France, Spain and Italy, the all-time favourite USA,  the 
Caribbean Islands, Alaska and Mexico are top favourites.

We have witnessed high uptake for packages for European destinations 
from Amsterdam to Basel, Paris to Normandy and Croatia to Amster-
dam, amongst others. Destination Greece too, which is best discovered 
by sea, has been emerging strongly. We see Mexico as a vibrant op-
portunity as well. Mumbai-Singapore and Cochin-Singapore cruises are 
getting popular due to unique itinerary and easy embarkation. We are 
witnessing an impressive growth rate of over 24 per cent for our cruise 
segment and this is across segments be it group, individual as also the HNI-UHNI luxury set. 
With options available from budget, value to premium, cruising fits every price point.

Rajeev D. Kale 
President & Country Head 
(Leisure Travel, MICE), 
Thomas Cook (India)

The demand for cruise holidays has been growing year-on-year and 
this year it is in the range of 25 per cent. The most popular short-haul 
cruises are Star Cruises out of Asia. A significant number of cruise 
liners are stationed in Singapore, Hong Kong, Penang and Langkawi. 
This provides an excellent opportunity for Indian travellers to com-
bine land and cruise package. Other cruises such as NCL are also 
very popular in the long-haul cruise market. 

However, while we have a long coastline the country does not have 
a cruise policy. Our terminals are not equipped to handle cruise pas-
sengers. The current government has promised to give an impetus 
to cruise tourism and we remain confident that it can be achieved. 

The Ministry has announced budgets for developing cruise ter-
minal in major ports in India. Once this happens then I am sure 
more international cruise companies may look at weaving itinerar-
ies around Indian ports, thus increasing inbound tourism for India. 
Cruising as a vacation option is bound to open up for most Indians 
who want to experience the product but currently have no option 
within India. 

The biggest challenge for most cruise companies however is to 
see that the ship is sold to its full capacity through the year, which 
can be quite a challenge even in a city like Mumbai. 

Karan Anand
Head, Relationships
Cox & Kings 

Anju Tandon
CEO 
Ark Travels

The cruise market is growing at approximately 30 per cent year-on-
year. The potential of domestic cruises is very high which can be 
developed with the much-needed infrastructure, cruise ship invest-
ments, upgrade port facilities and simplified regulations. MSC Cruise 
that essentially circles Europe is one of our most popular cruises. 
They offer value to travellers across budget and super deluxe cruises 
with their range of price points. Mostly, these cruise vacations are an 

extension of land holidays for Europe. Apart from ensuring good 
infrastructure at passenger terminals, quick completion of immi-
gration formalities and hassle-free custom clearance is important. 
On these lines, the government is taking various steps to promote 

cruise and coastal tourism in the country that include financial assistance to ports for 
development of infrastructure for cruise and process simplification.

Neelu Singh
CEO & Director
Ezeego1

Cruising is growing rapidly in the region. Clients did not know ear-
lier the differentiation between contemporary and luxury cruise lines. 
Today, the Internet allows customers to research independently, 
and they are demanding the best. This has translated into growing 
business for premium and luxury brands like Crystal Cruises, Dis-
ney Cruise Line and Oceania Cruises. While Alaska, Europe and 
Singapore remain mainstays for cruising, we have seen increasing 
popularity in the river cruise segment along the Rhine and Danube, 
and to regions like Galapagos, Tahiti and Bora Bora, and Antarctica.

What has also been interesting is to see the shift towards smaller ship 
experiences from the mega ship experiences. These ships are able to go to ports and 
destinations that larger ships are unable to visit. As an industry, we need to educate the 
travel trade to be able to differentiate between the various cruise offerings. Cruising is still 
quite nascent, and there is a huge opportunity to grow this exponentially.

Kiran Bhandari
Co-founder
CruiseClub Vacations 

Uniworld did pretty well in 2015 with a growth of almost 30 per cent. 
The industry can be further developed by educating the trade and 
the masses about river and ocean cruising. Introducing special early 
booker fares is a good way of doing this. Fam trips for agents or spe-
cial agent fares are another way of pushing the concept because as 
we all know ‘seeing is believing’.

Fear of experimenting and preconceived notions associated with cruis-
ing like: it is very expensive, it is for the elite, etc, have led to the slow 
growth of cruising in India. Many Indians prefer a land package to a 

cruise as they want to pack in as much as possible in one trip. However, 
there has been a change in people’s attitudes and they are gradually 
opening up to the idea of cruises. Another challenge is that of availability. 
Indians are usually last-minute travellers and cruises get booked well in 

advance (since Europeans etc tend to plan their travel early on). However the way to get 
around this is to constantly educate travel agents and push them to book in advance.

Jenaifer Daruwalla
GM, Maison de Voyage 
(India PSA for Uniworld 
Boutique River Cruise 
Collection)

TT BUREAU

For us, Norwegian Cruises to the Bahamas are the highest selling 
cruises along with Star Cruises to Singapore. Our clientele for cruise 
tourism, which comprises mostly of business travellers to the US and 
Europe, prefers to take cruises for their business trips. The demand 
for cruises has definitely increased over last year as the market in 
all segments is expanding. Cruises are also looked at as popular 
MICE destinations and the demand is growing from both individual 
and group segments. Even though the knowledge about cruises is 
low in the market, but the interest is increasing, opening up avenues 
for more holidays on a cruise.

Sriram Rajmohan
CEO & MD
Club 7 Holidays

Contd. on page 34  
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CMV Cruises (Cruise and 
Maritime Voyages) UK that 

specialises in traditional British 
cruise experiences, has appoint-
ed Mumbai-based Griffon as its  
GSA in India. Vivek Jain, Man-
aging Director, Griffon, says,  
“I am confident that CMV  
Cruises – UK has a very bright 
future in the India market. They 
have sailings from various ports 
in UK and mainly from London 
Tilbury. Business this year is 
good and going as per our pro-
jections. We have signed agree-
ments with two new cruise com-
panies and will be rolling out their 
itineraries shortly.” 

CMV Cruises-UK offers 
exceptional value cruising holi-
day aboard five stylish, medium 
size ships combining attentive 
and friendly service with stylish  
entertainment, delicious cuisine, 
daytime activities and guest 
speakers, and craft programmes 
on most sailings. These medium-
size ocean liners are accessible  
to more ports of call then 
larger resort style ships,  
offering more varied and  
interesting itineraries.

Itineraries from the UK include 
the Norwegian Fiords, Baltic cities, 
British Isles, Iceland, Arctic explo-
ration to Iceland and Greenland, 
World Cruise and from Perth for 

three-four nights sailing during Oc-
tober to March each year. Promo-
tional fares are being launched for 
India market by Griffon and will be 
valid for travel in 2016-2017. Griffon 
specialises in cruising world and 
has experience of over 15 years in 
cruise industry in India.

Speaking about the pop-
ular cruises among Indian  
travellers, Jain adds, “The  
cruises we represent are mainly 
in Europe and have different  
life-on-board such as Greek, 
Spanish, French, Russian,  
English, etc. We give a flavour  

of the country to the passen-
gers and they enjoy local hospi-
talities which is unique to other  
cruising companies. As all our 
sailings are in Europe, some 
of the popular ones are West  
Med, Greek islands, and Baltic 
and Fjords.”

TT BUREAU

As the India GSA for UK-based Cruise & Maritime Voyages (CMV), Griffon has launched 
promotional fares for the India market that will be valid for travel in 2016-2017.

A British cruise experience 

Vivek Jain
Managing Director
Griffon

Task force  
for SOPs

  Contd. from page 25  

of 10 years without obtaining a  
licence from the Director General  
of Shipping.

Simultaneously, Ministry of 
Tourism under its scheme for 
assistance to central agencies  
(CFA) extends financial assis-
tance to various agencies, in-
cluding ports and lighthouses 
for development of cruise re-
lated tourism infrastructure. 
The assistance is extended 
for smooth operation of cruise  
liners that call on Indian ports  
and also for upgradation of  
existing cruise passenger  
terminals. Ministry of Tourism 
has also identified ‘theme-based’  
circuits (such as ‘Coastal Circuit’) 
under the Swadesh Darshan 
scheme to encourage cruise  
tourism. 







Choose the right cruise

Contemporary Cruises
 These ships are floating resorts including fun-filled activities 

for guests of all ages, large entertainment spaces, kids programs, 
a range of dining options etc. Examples: Carnival Cruise Line, 
Norwegian Cruise Line, Star Cruises. 

River Cruises
 Intimate and beautiful, river cruises offer a spectacular way to 

experience the destinations up close, especially since charming 
towns and cities are peppered along the world’s best waterways. 
Popular itineraries include: Rhine, Danube, the French Rivers, and the 
Mekong Delta. Examples: Ama Waterways, Avalon Waterways, 
Crystal Cruises, Emerald Waterways, Scenic Luxury Cruises 
and Tours, Tauck River Cruising, Viking Cruising. 

Upscale (instead of Premium)
 Offering a more refined experience, these ships attract guests 

with better buying power and who are used to great entertainment, 
high quality dining, and larger accommodations. These ships also 
usually have more unique itineraries. Examples: Disney Cruise 
Line, Oceania Cruises, Dream Cruises

Niche Cruises
 Niche or specialty cruises are destination experts and provide 

guests with an opportunity to immerse themselves deep in the 
culture of the destinations that they are visiting. Examples: Celestyal 
Cruises, Hurtigruten

Ultra Luxury
 Catering to those who seek the finer things in life, guests on these 

all-inclusive ultra-luxury cruises enjoy exceptional personal service and 
attention to detail. Inclusions usually include gratuities, celebrity chef 
dining, liquor and beverages, and sometimes even shore excursions as 
part of the cruise cost. Examples: Crystal Cruises, Regent Seven 
Seas Cruises, Silversea, Paul Gauguin Cruises

Expedition Cruises
 These cruises allow you to journey to some of the most remote 

regions. Here, it is about immersing yourself in the landscape and 
habitat of the region, with the help of experts who can illuminate all 
that you can use. Popular destinations include: Arctic, Antarctica, and 
Galapagos. Examples: Lindblad Expeditions, Hurtigruten, Polar 
Latitudes, Quark Expeditions, Silverseas Expeditions. 

This ready reckoner, from Tarique Hussain, Director, Cruise Club*, classifying 
cruises, will facilitate agents in choosing the right ships for their clients. 

*Cruise Club Vacations is India’s leading multi-brand cruise specialist, and represents an unprecedented range of more than 25 cruise  
brands in India, from luxury to mainstream cruises, and expedition to river cruises

An entertainment cruise 
called ‘The Big Bang Nau-

tical Fiesta’ is available for the 
trade to be sold to tourists who 
are looking to have a carnival 
at sea. Mumbai-based Ark 
Travels is excited to bring this 
special ‘The Big Bang Nauti-
cal Fiesta’ cruise to the travel 
agents as it will be the  first 
entertainment cruise by Ark 
Travels in alliance with Star 
Cruises. Kishan Biyani, MD, 
Ark Travels, says, “We are 
introducing a new concept 
of entertainment cruises for 
which we have chartered two 
sailing of SuperStar Gemini ex 
Singapore on August 10, 2016 
and August 14, 2016. These 
sailings will add more fun, 
entertainment and food in ad-
dition to the normal inclusions 
onboard Star Cruises.”

The 2016, sailing is a 
normal two night’s cruise 
to Port Klang and August 
14, 2016, is a three nights 
sailing to Penang and Port 
Klang. He added that Star 
Cruises has been over the 
years recognised as a brand 
among the masses and it 
understands the needs of 
the Indian customers. “They 

are flexible in their approach, 
thus lending support to the 
corporate companies as well 
as the travel fraternity. Be it 
an Indian wedding or a prod-
uct launch or a film shooting, 
Star Cruises has satisfied all 
segments and delivered on 
all counts,” Biyani adds.

Speaking about the fun 
quotient onboard this exclu-
sive cruise, Anju Tandon, 
CEO, Ark Travels, says, 
“There will be Bollywood/Tol-
lywood celebrities onboard 
to perform and entertain the 
guests. A carnival onboard 
has been planned with party 
games and pool games all 
day long. The cruises promise 
all-night fun with ‘War of the 
DJs’ on the open deck. Guests 
can party till the wee hours of 
the morning. It will be an ideal 
place for people to celebrate 

the long weekend or special 
occasions with family and 
friends. We are educating our 
trade partners and are looking 
for tremendous support from  
them as it is one of the  
first of its kind with loads of fun 
and games.”

According to Biyani, 
cruise tourism has grown 
by 14 per cent last year and 
he is expecting a growth of  
8 to 10 per cent in the  
year 2016. Dream Cruises  
is touching Mumbai port 
in October this year. Star  
Cruises is showcasing its 
newest ship, its offering an 
opportunity for Indians to 
sail ex-Mumbai to CMB and  
Singapore. Ark Travels 
expects the numbers to  
grow from India with Dream 
Cruises sailing ex-Nansha 
from November.

Ark Travels is excited to bring ‘The Big Bang Nautical Fiesta’ to the trade in  
alliance with Star Cruises that will have two sailings onboard SuperStar Gemini.

Redefining entertainment

TT BUREAU

Kishan Biyani
MD
Ark Travels
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While Alaska, European and Caribbean sailings have usually been a hit, places like South America, Antarctica,  
Australia and New Zealand are gaining popularity among Indian travellers.

S. America, Antarctica on bucket list

Richa Goyal Sikri
Director – Group Business Development
Stic Travels

With decades of experi-
ence in the travel indus-

try, Stic Travels also represents 
three cruise brands ranging 
from premium to luxury. Richa  
Goyal Sikri, Director – Group 
Business Development, says 
that all the cruise lines in their 
portfolio of offerings are award 
winning brands in their respec-
tive categories which sail to 
multiple destinations all over  
the world.

Stic currently promotes 
three world renowned cruise 
liners in India such as Holland 
America Line, Seabourn Cruise 
Line and Windstar cruises. “The 
Holland America Line’s fleet of 
14 modern classic ships offers 
more than 500 sailings a year to 
the Caribbean, Alaska, Europe, 
Mexico, South America, the 
Panama Canal, Australia, New 
Zealand and Asia — as well as 
unique voyages to the Amazon, 
Antarctica and our extended 
Grand Voyages.  The Seabourn, 

a fleet of three intimate, all-suite 
ships is a small, ultra luxurious 
vessel and continues to repre-
sent the pinnacle of that unique 
style of travel. It carries between 
450 and 600 guests each and 
sails to the world’s most desira-
ble destinations in Europe, Asia, 
Arabia, Africa & India, Australia 
& New Zealand, Caribbean, 
South America & Antarctica, 
Canada & New England etc.  
Windstar Cruises operates a 
fleet of small luxury cruise ships 

and its three sailing yachts  
carry just 148 to 310 guests and 
cruise to 50 nations, calling at 
150 ports throughout Europe, 
the South Pacific, the Caribbe-
an, and Central America,” she 
elaborates.

Sikri informs that of late, 
people are more eager to 
experience luxury on board 
and take premium cruise 
liners. “The younger genera-
tion, with ample disposable 
income, has shown increas-
ing interest in opting for 
cruise holidays and explore 
exotic locations,” she says. 
Worldwide, the cruise indus-
try has an annual passenger  
compounded annual growth 
rate of 6.55 per cent from 
1990-2019.                                                                                                                     

In terms of destinations, 
Indians are majorly opting for 
Alaska, European and Carib-
bean sailings but have gradu-
ally shown interest in South 
America, Antarctica, Australia 

and New Zealand where we 
see the numbers increasing, 
Sikri reveals.

When asked about  
some of the major chal-
lenges, Sikri responds  
that awareness about cruises 
is still needed in the country.  
She comments, “Even  
though cruising is growing 
in India every year, there is  
still lack of awareness among 
the consumers and agents 
also seem to be hesitant  

in suggesting cruising as  
a viable travel option to  
their clients.

Therefore, we want to build  
more awareness and edu-
cate the target audience 
about the benefits of taking 
an all-inclusive and at the 
same time make the agents  
also understand that sell-
ing a cruise vacation is 
more hassle free and  
generates a higher value in  
terms of commissions.”

 TT BUREAU

Luxurious Neptune Suite on the new Holland America Line ms Koningsdam

Seabourn – The ultra luxury cruising in Antartica



Singapore: Top choice
We are glad to see more and more Indian families including  
cruising in their annual summer vacations. The most popular  
routes this year have been Europe Mediterranean sailing and  
the Baltic sailing with Scandinavia and Russia. Our popular Fly+Cruise 
packages with seven to 12 nights itineraries are fully booked. 

There are many factors that influence Indian travellers, most impor-
tant being accessibility, luxury, child-friendly, food, entertainment  
and undoubtedly novelty factor. Our Indian ports also have  
huge scope for upgrades to welcome international luxury cruises. 
However, for us, airline seats and pricing are our only challenge.

The cruise product is incredibly diversified with literally a cruise  
vacation for everyone. For us, the most popular region for  
cruises is Singapore. After boarding the ship in Singapore, travellers 
can enjoy voyages of a wide variety of lengths, from short three- 
night jaunts to massive 46 day excursions and in some cases,  
even longer. 

There has also been an approximate 20 per cent increase in  
demand for cruises this year as compared to last year. However,  
this segment can be developed further in India by creating more 
awareness; reaching out to a larger target group; offering competitive 
prices and by offering proper variety of Indian food onboard.

Tasneem Udaipurwala
Director
Wingspan

Sanjay Kothari
Director & CEO
Just Holidays

  Contd. from page 28  

Star Cruises has an-
nounced its SuperStar 

Virgo sailing this season 
from Nansha, Guangzhou, 
China for six and seven 
nights to the beautiful ports 
of Naha and Miyakojima lo-
cated in Okinawa district of 
Japan. Naresh Rawal, Vice 
President, Sales, Star Cruis-
es (India), says, “This will 
be one enchanting journey 
not to be missed. There are 
many advantages and offers 
currently applicable for all 
our valued trade partners. 
SuperStar Virgo will take on 
a new path this winter and 
will call at Nha Trang and 
Ho Chi Minh City from No-
vember onwards. Later on, it 
will offer our guests ports-of-
call at Danang and Halong  
Bay from Shekou in Shen-
zen, China. This will give  
our guests choice of two  
different itineraries for  
winter deployment.”  

Genting Hong Kong 
has recently announced the 
order of two ‘Global Class’ 
ships for Star Cruises. Star 
Cruises has designed the 
‘Global Class’ of ships for 
worldwide cruising, each 
measuring 201,000 gross 
tons with 5,000 lower berths.  
Delivery of these ships will 

commence between 2019 
and 2020 starting with one 
ship a year and eventu-
ally increasing to two ships 
a year.  The first two ships 
ordered in the ‘Global Class’ 
series are designed with 
‘Chinese Characteristics’ 
and they will be the first 
purpose-built cruise ships 
deployed for the contempo-
rary Chinese market.

Speaking about how the 
cruise market is develop-
ing this year, Rawal adds, 
“The cruise market and the 
interest of guests deciding 
to take a cruise vacation is 
consistently increasing year-
on-year with about 20 per 
cent growth and counting.  
We are extremely buoyed 
to see this response from 
the market and will work on 
gaining and gauging more 

and more inclination from 
our consumers through 
trade interactions to ulti-
mately see this continued 
upward graph moving.”

Seeing this upward 
movement, the government 
has announced budgets for 
developing cruise terminal in 
major ports in India. 

To this Rawal adds, 
“This is a definite step for-
ward. A country like In-
dia with a vast coastline 
stretching well over 7,500 
kms will mark its share in 
global cruise tourism. The 
newly-formed task force for 
developing cruise tourism 
will enhance and address 
infrastructure-related issues 
and will seek to simplify  
processes. This will in turn 
be a gain for millions who 
work along the dotted line of 
our coastlines.”

Star Cruises’ SuperStar Virgo will take on a new route 
this winter giving its clients a choice of two different 
itineraries for winter deployment.

TT BUREAU

SuperStar Virgo’s new sail 

Naresh Rawal
Vice President, Sales
Star Cruises (India) 

  SuperStar Virgo will take 
on a new path this winter 
and will call at Nha Trang 
and Ho Chi Minh City 
from November onwards

 It will offer guests ports-
of-call at Danang and 
Halong Bay from Shekou 
in Shenzen, China.

New Route
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Tracing its roots back to 
1928, Avalon Waterways 

and its fleet of royal-blue riv-
er cruises was only launched 
in 2004. “Part of Globus fam-
ily of brands, we are the first 
to introduce floor-to-ceiling 
windows and French balco-
nies on two decks of every 
vessel. We are also the first 
to bring larger staterooms 
and deluxe hotel-style amen-
ities to an entire fleet — and 
to introduce Suite Ships with 
open-air balconies. Each of 
Avalon’s Suite Ships features 
two full decks of accommo-
dations measuring between 
200 square feet and 300 
square feet, which is fairly 
large by river cruise stand-
ards,” says Chopra.

He elaborates, “We call 
ourselves the youngest most 
innovative river cruise line of-
fering a casual luxury experi-

ence with a very high focus 
on quality. Avalon’s state-
rooms feature beds that face 
the windows, unlike others. 
Instead of two dining rooms, 
which is the maximum on riv-
er cruisers, Avalon has been 
creative with timing to give 
guests seven dining options.” 
However, he claims, “One 
of the differentiating factors 
is that Avalon Waterways 
boasts the backing of the 

huge Globus family, because 
of which members of Globus’ 
travellers club, for example, 
receive discounts and other 
perks for travelling within the 
family of brands.”

Avalon currently offers 
sailings in Europe, South 
East Asia, China, South 
America and Egypt. One 
can enjoy an Avalon experi-
ence on rivers including the 

Danube, Rhine, Main, Mo-
selle, Seine, Rhône, Saône, 
Mekong, Irrawaddy, Yangtze, 
Amazon, the Galapagos 
Isles and the Nile. Speaking 
about Indian preferences, 
Chopra says, “Indians pre-
fer sailings on the Danube, 
Rhine, Seine and also on the 
Mekong, Irrawaddy, Amazon 
and Galapagos Isles. There 
has been a very good re-
sponse based on themes 
on special interest cruises 
ranging from Christmas, 
wellness, wine-appreciation, 
culinary specials, golf, art 
and impressionist cruises to 
music, Opera and Jazz.”

He further adds, “India 
has shown 150 per cent 
growth this cruise year and 
we are still not through. The 
market is becoming mature 
and experiential. Travellers 
today understand the exclu-
sivity and quality experience 
a river cruise offers. They 

find it apt to mark special  
occasions on board an  
Avalon river cruise.”

In terms of new offer-
ings, Chopra reveals, “We’ve 
raised the bar of the culinary 
offerings on board with Av-
alon Fresh, for which we’ve 
teamed up with two of Eu-
rope’s rising culinary stars to 
design an exciting collection 
of wholesome menu items so 
mouth-watering, you won’t 
believe they’re healthy.” 

He also revealed the 
offers for the trade, saying, 
“We would like to encour-
age the trade to publicise 
our currently ongoing Buy 
One - Get One free offers 
amongst their discerning 
clients. In fact, agents who 
have completed the Online 
Avalon specialist program 
can even apply for 70 per 
cent discount to get a first-
hand Avalon Experience.”
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Varesh Chopra, Regional Director - South Asia & Middle East, Avalon Waterways- 
a Globus family brand, says that India has opened up to river cruising and that their  
product is niche and fits the bill perfectly.

150% growth from India

 We would like to encourage 
the trade to publicise our 
currently ongoing Buy One - 
Get One free offers amongst 
their discerning clients.

Varesh Chopra 
Regional Director -  

South Asia & Middle East 
Avalon Waterways

Asia Pacific 
Cruise Trends

 Bigger and Better ships – 
Cruise lines have recognised 
the need to bring their best 
ships and amenities to the 
region. Royal Caribbean’s 
Quantum of the Seas took 
the cruising experience to a 
whole new level.  

Experiences for Asian 
market – With larger and 
newer ships, the onboard 
experiences are tailored for 
Asian guests.

Shorter itineraries – 
Asians prefer 2-3 nights 
followed by 4-6 nights and 
cruise lines are responding 
by adding shorter itineraries.

All-inclusive leisure and 
MICE trips –The all-inclusive 
aspect of ships make them 
an attractive alternative 
to land-based venues.  
Meals, entertainment, sports 
facilities, meetings space and 
AV equipment are all included 
in the price, making cruising 
an outstanding choice for Asia 
Pacific MICE.  

Neeti Ayare
Global Sales Manager 

Asia Pacific Landry & Kling 
Events at Sea
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Q 
With the efforts that we 

have made in the past one 
year, there is an increase in 
the knowledge about Zanzi-
bar in the minds of the Indian 
travel trade. Moreover, we 
have seen a definite increase 
in the inquiries especially 
from honeymooners, destina-
tion wedding providers and 
agencies conducting diving 
tours. Although the numbers 
are low at the moment, we 
are confident of a steady in-
crease in travellers from India 
to Zanzibar.

Q
After regular commu-

nication with the travel fra-
ternity in Mumbai, we have 
planned to conduct Zanzibar 
Specialist Workshops in the 
second half of 2016. An-
other proposal taking shape 
is the visit by some of tour-
ism stakeholders from Zan-

zibar such as hoteliers and 
DMCs whose aim is to meet 
the Indian travel agents and 
ink deals for joint promotions  
and representations.

Q 
We have already con-

ducted a study tour in asso-
ciation with the Travel Agents 
Federation of India (TAAI) 
Western Region Commit-
tee and are looking to con-
duct two more such tours  
during the course of this  
year. Simultaneously, we are 
making efforts to host the 
Travel Agents Association of 

India (TAAI) Managing Com-
mittee meeting in Zanzibar 
and utilise the opportunity to 
showcase Zanzibar to them. 
We are also in advanced 
talks with TAAI to assist us 
in conducting roadshows 
and Zanzibar Specialist 
Workshops in various cen-
tres. Dates for these are not  
yet confirmed.

Q 
We are just about com-

pleting a year of operations 
in India and probably too 
early for a budget increase. 
The year has been uti-
lised in reaching out to the  
various associations and 
through them to the large 
travel community as also  
associating with corporate, 
etc. The initial aim was to 
provide travel agents with 
information about Zanzi-
bar which was lacking all 
these years. We have been  
fortunate that alongside, 
we have been able to re-
alise some business in the 
form of honeymooners and  
scuba divers. 
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Zanzibar is looking at joint promotions and representa-
tion deals with Indian trade, says Jilesh Himat Babla, 
Director, Zanzibar Tourism Promotion Centre in India. 

Wooing travel trade

Jilesh Himat Babla
Director, Zanzibar Tourism Promotion 
Centre in India

A 10-member delegation 
from the southern Afri-

can country of Zambia, led 
by Zambia Tourism Agency, 
recently travelled to India to 
conduct roadshows in the 
cities of Mumbai and New 
Delhi – it’s first in the country. 
Felix Chaila, CEO, Zambia 
Tourism Agency, said, “We 
met around 100 outbound 
tour operators in Mumbai and 
New Delhi. This is the first 
time that Zambia has created 
such a dedicated marketing 
platform to activate our des-
tination in this market. We 
have been coming to India 
for about three years now 
but only through attending  
trade shows.” 

He revealed that Zambia 
is expecting to reach at least 
3,00,000 to 500,000 Indians 
to visit Zambia within the next 
three to four years for lei-
sure and incentive purposes. 
“India not only has a huge 
middle class but also more 
HNIs than most other coun-
tries. Our number one source 

market is the US followed by 
the UK and this shows that 
Zambia is an extremely safe 
country. This roadshow will 
not be the end of our rela-
tionship with India; we are 

here for the long term. After  
this, we will invite some  
members of the Indian out-
bound trade to attend the 
Zambia Travel Expo in early 
June,” Chaila said.

The Zambia Tourism 
Agency hopes to get a big-
ger supplier delegation next  
year and add more cities 
for the roadshow. Lubaina 
Sheerazi, COO, Blue Square 
Consultants (India repre-
sentative for Zambia Tourism 
Agency), said, “Zambia has 
been participating in trade 
fairs and conducting sales 
calls in India since the last 
three years. Now, they want 
to get more aggressive since 
India is an emerging source 
market. We will continue 
to engage with the travel  
trade in India.” 

As of October 2015, all 
foreign nationals who require 
a visa for Zambia, including 
Indians, can apply online via 
the e-visa facility for a fee of 
$50 for single entry and takes 
a processing time of three 
working days.
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Introducing itself in a big way to the Indian trade with 
a debut two-city roadshow, Zambia is counting on its  
e-visa facility to rake in the numbers.    

Tapping Mumbai & Delhi

 
time that Zambia 
has created  
such a dedicated 
marketing  
platform to activate 
our destination in 
this market

Felix Chaila
CEO 
Zambia Tourism Agency
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Theatre, music, illuminated buildings, shopping and food stalls...It’s time to make a strong pitch for night tourism in 
India. The travel trade feels night tourism in India would not only generate extra revenue, but make the metro cities 
safer by attracting crowds and seeing improved infrastructure. 

A strong pitch for night tourism

INDER RAJ AHLUWALIA

Night tourism needs immediate and 
substantial promotion. We can’t 
afford to have our cities die after 
sunset.  Especially since India has 
so much to offer in terms of culture 
and heritage. We also need more 
theatres, shopping- malls, and res-
taurants to create more night activi-
ties. Today’s tourist expects full value 
from their holidays and want to op-
timise their options. Creating night 
activities will boost tourism, gener-
ate revenue, and make city districts 
safer. It makes perfect business sense for everyone.

M.S. Chawla
Chairman 
Siddharth Travels

Night tourism is a great niche seg-
ment that would attract and promote 
both inbound and domestic tourism. 
We should focus on promoting this 
segment, placing particular empha-
sis on providing proper safety and 
security to everyone, especially 
ladies. Since our culture is still not 
attuned to night tourism activities, 
some sections of society can be ‘for’ 
and ‘against’ this concept, which can 
create possible law and order prob-
lems, which in turn could lead to ad-
verse publicity for the country. This aspect must be kept in 
mind while going ahead. 

Jyoti Kapur
President 
ADTOI

Night tourism is essential as it has 
several positive aspects. It introduces 
the country’s brand and local culture 
from close quarters. Many interna-
tional destinations like Istanbul, Paris, 
and Hong Kong are renowned for 
their nightlife. India can offer a rich 
night tourism experience, comprised 
of activities like fashion shows; cul-
tural and food festivals;  music con-
certs; city tours covering  illuminated 
monuments; and sound & light shows 
that can enhance tourists’ city expe-
rience. We need to change this im-
age by introducing night activities and attractions. The new  
breed of tourists wants ‘activity-oriented tourism’ and  
‘experiential tourism’. 

Subhash Goyal
Immediate Past President 
IATO

This is a ‘terrific’ input to the Indian 
tourist industry. The government 
must take steps to encourage this 
segment. Indian night tourism can 
have several options. There can be 
‘night markets’ with myriad stalls; 
food bazaars offering authentic cui-
sines, night theatre; and ‘classical 
dance/music shows with dinner’. All 
these would be very popular with 
tourists. Currently, there isn’t a sin-
gle restaurant that features dance 
and dinner evenings. Cultural eve-
nings should be organised by government. The evening 
Ganga Aarti in Varanasi is already very popular.

Lajpat Rai
President 
Lotus Trans Travels

This is the need of the hour. If India 
has to realise its tourist potential and 
compete and be at par with South-
East Asian countries, it has to create 
and promote night tourism. Overall 
revenues will increase; it will ben-
efit people who work late hours and 
night shifts; and safety will be en-
hanced. The scope of night tourism 
is enormous, and can comprise eve-
rything from theatre, comedy shows, 
shopping, and food stalls. The Delhi 
Haat model with its mix of offerings 
would be a great asset at night.  

Punam Singh
Executive Director 
OTOAI

This is actually long delayed and 
overdue, and should be given impor-
tance by the government. Once that 
happens, the private sector will join 
in and things will move in a manner 
that will present gains to all players 
in the industry. Given our wealth of 
heritage and traditions, Indian night 
tourism has the potential to become 
top-class in terms of offering music 
and cultural programmes, backed up 
by local cuisines. One can imagine 
how much good night tourism would 
bring to a city like Delhi, which while being a major tourist 
destination, offers literally nothing to visitors after dark. 

Cdr. C.P. Sharma
Managing Director 
Neptune Travco
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JetSmart, the Bengaluru-
based private air travel 

company, is looking at ex-
panding their present charter 
and non-scheduled opera-
tions through innovations such 
as selling empty seats or ferry 
flights on a real-time basis. 
Speaking at the launch, Abrar 
Ahmad, Partner, Travel Ca-
pialist Ventures, said, “The 
Jetsmart offering allows cor-
porate to service the needs of 
their key executives, provide 
discreet offerings to celebri-
ties and HNW individuals to 
airports closer than legacy 
offerings all the while saving 
valuable time and money.” 

Ahmad claimed that 
with Jetsmart, the ease of 
flying private has reached 
another level. “JetSmart is 
trying to become the easiest 
way to book private jet ex-
periences. One only needs 
to go to the website, enter 
the details of the city they  
want to fly from, select a 
few other preferences and  
payment details.” 

Erfan Haque, CEO, Jet-
Smart.in, said, “If you look at 
a typical Delhi-Mumbai flight, 
the minimum price for busi-
ness class could be around 
`33,000-45,000 during sea-
son. However, booking with  
JetSmart would come to around 
`55,000-60,000, which makes it 
affordable,” Haque revealed. 

Ahmad also shared fu-
ture plans, saying, “We are 
trying to expand the number 
of suppliers, and the aircraft 
available. We will look at how 
the demand is and do tra-
ditional marketing. We have 
established relationships with 

WAP clients, travel agents, 
corporates and are reaching 
out to the consumers directly. 
A huge part of the corporate 
sector has DMCs that they 
work with and we are reach-
ing out to them as well, and 
try to integrate into the GDS 
that they use.” One innovative 
sales strategy is the selling of 
empty legs. Haque explains, 
“We are looking at normal 
charters from point A to B, as 
well as selling return empty 
legs. We are trying to pro-
mote them and tie up with a 
few corporate agencies which 
handle HNIs to try and offer 
this kind of facility to them.” 
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Jetsmart.in, a real-time e-commerce platform, has got 
investments from Travel Capitalist Ventures to make  
private air charter affordable in India.  

Affordable private jets

Abrar Ahmad
Partner 
Travel Capialist Ventures

Erfan Haque
CEO 
JetSmart.in

Indians buying luxury

Shelly Chandhok
Country Manager 
Visit Indonesia Tourism 

India #1 BRIC market in visitor volumes to UK
   2015 was a record year for Indian visits into Britain according to the International Passenger Survey from the 

Office of National Statistics UK. The latest figures show visits from India in 2015 are up 8 per cent, from 390,000 
to 422,000, setting a new record. Indian visitors spent £433 million in Britain last year along with 9.2 million nights. 
These 2015 figures mean that India retains its position as Britain’s No. 1 BRIC market in terms of visitor volume 
and among the 20 top source markets for Britain globally. Growing outbound travel trends fuelled by increased 
flight connectivity into regional Britain has helped India cement its’ position with growing visitor numbers over 2014. 
VisitBritain Director Asia Pacific, Mid East & Africa, Sumathi Ramanathan, said, “India is the top BRIC market for 
Britain in terms of volume and the year-on-year robust visit figures ensure our way to achieve our 2020 target of 
500,000 visits. Our focussed strategy for the India market featuring the Bollywood Britain campaign, combined with 
our trade engagement, targeted consumer engagements and tactical offers with tourism partners will be crucial for 
us to deliver our tourism targets in 2016-2017.”

  Contd. from page 9  

Shivali Suri
Country Manager 
Visit Britain

India is one of the top 10 source markets for Indonesia. Indians 
spend quite a lot of money in Indonesia, especially on shopping 
and weddings and have emerged as one of the biggest spend-
ers while travelling abroad which is why they are being targeted 
aggressively by countries around the world. The highest spending 
segments from India have been identified as families, MICE, hon-
eymooners, golf and weddings.

Average Spend: Approx. $1,000 to 1,200 per person.

Average overnights: 6 to 8 days

India ranks at the 14th position for Britain by value globally. 389,502 
Indian visitors spent a total of £443.63 m in 2014.

Total overnights: 9.5 million

Average length of overnight stay: 24.76

Average spend per visit: £1,139.
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ITQ inspires members to leap forward

InterGlobe Technology Quotient (ITQ) organised an Annual Sales Conference last week in Lavasa, Maharashtra, from May 13th to 15th 2016, 
to celebrate the success and achievements of the team. Various interesting sessions were held to blend in the motivation and learning with  
enjoyment at leisure. Based on the ‘The Leapfrog’ theme, the entire team was encouraged to take the ‘leap’ from being hard workers to owners Speaking about how they 

are way ahead of many 
other charter companies in 
India, Bhatnagar says, “We 
don’t do small private char-
ters. Our charters cater to a 
large number of clients which 
are operated by our principle 
partners overseas and we 
provide the ground handling to 
all clients using these charter 
flights. Within the group we 

have an aviation company with 
the name Jet Concept, which 
takes care of the licensing part 
for various charters operating 
to India and also provide the 
supervisory services to vari-
ous airlines operating charter 
within India.”

He elaborates “At times 
we do get requests for hiring 
small private jets within India 
by some of our VIP clients and 
there are service providers with 
whom we take costing and pro-
vide the same to the customer.”

For luxury clients, Bhat-
nagar reveals, “We operate 
flights to areas where we do 
not have scheduled aircraft 
such as areas in Rajasthan, 
Himalayas etc.” However, 
when it comes to costing, “it 
differs from type of private 
jet one would like to hire, 
and cost is normally on the 
basis of per hour flying and 
waiting times etc. In fact, we 
keep getting requests for  
cities where scheduled  
flights are not available or 
schedule doesn’t suit the  
client,” he says. While many 
claim that the charter industry 

in India is growing, according 
to Bhatnagar, “Future may not 
be as bright as we would like 
to have as far as international 
tourists are concerned.” 

Deepak Bhatnagar, Managing 
Director, Aamantaran Travel Company, 
part of Caper Group of Companies 
headed by Bharat Bhushan Atree, 
says that the group caters to a huge 
market of charter travellers to India.

Inbound charters 
continue to soar
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Our charters cater 
to a large number 
of clients which are 
operated by our 
principle partners 
overseas

Deepak Bhatnagar
Managing Director 
Aamantaran Travel Company
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Skål Delhi welcomes new members
A hot summer afternoon saw members from Skål Delhi assemble at The Claridges to welcome around 11 new entrants to the family.  
During the gathering, President Sanjay Datta briefed the audience on the latest benefits offered exclusively for Skålleagues after which 

the crowd made merry over lunch. Datta expressed that more and more people have become interested in joining 
the organisation thanks to variety of benefits that come along with a Skål membership.

Networking workshop  
for Jaipur agents

Travstarz Global Group recently conducted a workshop & networking cocktail & dinner for Jaipur agents in 
association with Constance Hotels & Resort. The event was held at The Fortune Metropolitan Hotel, Jaipur 
on May 6, 2016, with more than 60 travel agents in attendance. Sara Juneja, of Nijhawan Group which 
represents Constance Hotels in India, gave a detailed product presentation to the agents about the Constance 
properties while Sucheta Nagpal, Director & CEO, Travstarz Global Group, gave a presentation about the 
company and its latest offerings including its newly launched B2B Portal www.travelrezonline.com.
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AGENTS

OTOAI delegation at  
VisitScotland Expo

OTOAI recently sent a delegation of 27 pan India agents led by Executive Director and Britain expert 
Punam Singh, to Scotland, for the VisitScotland Expo in Edinburgh and a pre with post fam trip to the 
Scottish Highlands over 5 nights / 6 days, in collaboration with Etihad Airways. Agents from Delhi, Punjab, 
Mumbai, Pune and Bengaluru participated as the gateway points were Delhi, Mumbai and Bengaluru only. 
EC members Rajeev Sabharwal (Head – Finance) and Siddharth Khanna (Head – IT), accompanied the 
delegation. The agents completed an incredible 1000 appointments over two days at the Expo.

Recognising the potential 
of the domestic market, 

Bonton Holidays established 
a DMC in Kashmir in an ef-
fort to expand their reach to 
more travellers. Since then, 
their domestic traffic has 
seen a considerable growth, 
informs Asim. “Not just the 
domestic segment, but our 
series departures to Europe 

for the upcoming summer 
vacations have witnessed 
a good demand this year 
and we are very happy with 
the numbers,” he says. He 
adds that in terms of out-
bound destinations, they are  
majorly betting on Mauritius 
and Dubai.

Asim informs that ef-
forts to boost the domestic 
and inbound business are 

being made through their on-
line space where packages 
to different destinations are 
on offer. “Plans to increase 
the number of Indian hotel 
choices on the website are in 
the pipeline,” he says. “Users 
will be able to book transfers, 
tours and sightseeing pack-
ages not just in India, but 
all the other places that are 
backed by our inventory and 
have established DMCs in.” 

2016 has started off on 
a positive note for Bonton. 
The India SME Forum recog-
nised the group as one of the 
leading SMEs in the country, 
reveals Asim and says, “We 
are very proud and grateful 
for being given this accolade 
amongst thousands of other 
SMEs in the country.” 

Additionally, the Bon-
ton Group also recently  

celebrated its 8th anniver-
sary with great fervour.  
Commenting on their  
journey in the travel in-
dustry, Asim shares, “The  
group started off with its first 
DMC in Dubai and now has 
steadily expanded across  
the vast geography of  
India, to Mauritius and now  
to Scandinavia too. Our  
journey has been nothing 
short of amazing.” 

The demand for domestic destinations has been on the positive side as well as for departures to Europe during 
this summer, reveals Syed A Asim, Executive Director, Bonton Holidays.

Betting big on Mauritius & Dubai

TT BUREAU

Syed A Asim 
Executive Director 
Bonton Holidays
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Indian agents experience 
luxurious Ras Al Khaimah

Ras Al Khaimah Tourism Development Authority (RAK TDA) organised an exclusive Fam trip from April 29-May 
1, 2016, to Ras Al Khaimah for six travel trade partners from Mumbai. Representatives from Kesari Tours, 
Cox & Kings, Zest Tours and Travel, Bhatija Travels, Planet Holidays and Bella Corsa Destinations participated 
in the Fam trip. The three-day jaunt showcased some of Ras Al Khaimah’s most luxurious experiences for  
high-end FIT travellers.
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Boosting tourism in Nepal

Nepal Airlines, in association with KGH Group of hotels, successfully organised three Fams from Mumbai, Bengaluru and Delhi. These Fam trips  
were the opportunities to showcase the hotel properties and the tourist hotspots of Nepal.Airlines offering ‘flights + 

hotels’ deals have be-
come the norm in the current 
times. Unfortunately, hotels 
have not been able to capi-
talise fully on this opportunity, 
as the best air deals are al-
ways from the guests’ de-
parture point rather than the 
hotel’s location which is the 
point of arrival. 

Mystifly’s One Point API 
allows hotels access to up 
sell flights to guests, informs 
Rajeev Kumar G, Founder, 
Managing Director & CEO, 
Mystifly. The API platform 
covers over 900 airlines with 
a point of sale fares from over 
70 countries thereby combin-
ing the strength of source 
and destination products.

“A globally consolidated 
airfare API allows hotels to  
either choose the right set of 
airline partners that match 
with the hotel brand expecta-
tions or leverage the entire 
gamut of airlines that is on  
offer,” he says. 

“This enables hotels to 
create private travel deals 
that translate into more loyal 
guests. With the ability to 
combine air, it’s not about 
the hotels offering a discount 
but more it is the hotel’s abil-
ity to take advantage of deep  
airline discounts to offer 
guests a package price that 
will help maintain healthy  
margins,” he adds.

Hotels can further 
chose to offer coach or pre-
mium cabin class or just 
combine their product with  
whatever the airlines offer, 
Kumar comments.  

“It’s all about hotels 
choosing airline partners in 
the same way that airlines 

chose their hotel partners 
combining product strengths 
to deliver better value  
including an attractive price,” 
he says.

The One Point API platform from  
Mystifly has over 900 airlines with 
point-of-sale fares from over 70 coun-
tries, and allows hotels to choose the 
right set of airline partners that match 
with brand expectations.

Better value through 
consolidation

TT BUREAU

Rajeev Kumar G
Founder, Managing Director & CEO
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India Travel Awards aims to recognise and encourage the achievers of our industry from all the four  
regions, who play a key role in elevating the industry to a whole new level. TRAVTALK speaks to South India 
Travel Award winners on how this acclamation impacts them and the industry.

India Travel Awards: A much-
In
re
Tr

 Gallery of Legends: C. Nagendra Prasad 

A tribute to the legend
Making his way to the Gallery of Legends, C. Nagendra Prasad, Chairman, Travel Express, was 
honoured with the Gold Maya. A graduate from Madras University, Prasad started as Managing 
Director of Modern Ad Limited, an advertising consultancy firm but since his heart was set on 
travel, he entered the travel industry six decades ago, when the industry was in its infancy. He 
started Tradewings Limited, one of the first IATA approved agencies in Andhra Pradesh. He was 
the national President-SKAL and became the first Indian to hold the post of President, SKAL Asia. 
He was also TAAI President (1991-1993) and during his tenure he opened doors for the members 
that saw TAAI reach heights.

He is currently the Vice President of Andhra Chamber of Commerce Chennai, an 88-year-old 
organisation. According to Prasad, “It is a very unique Award as it recognises talent at the regional 
levels instead of just one all-India award where regional talents lose out. I value this Award as it 
gives the present generation an understanding of the challenges we faced in the early years with 
many constraints.”

 Best Business Hotel: Aloft Bengaluru Whitefiled

A sensory experience
Aloft Bengaluru Whitefield was awarded the Best Business Hotel. Pankaj 
Gupta, General Manager, Aloft Bengaluru Whitefiled, feels that India 
Travel Awards recognises those behind the success of the travel and tourism 
industry and makes them feel like achievers. He says, “I am happy that we 
have been able to live up to our brand promise of providing flawless and 

authentic hospitality services. Aloft Bengaluru Whitefield has reached yet 
another milestone with regards to facilities and service excellence. This 
prestigious Award helps us to recognise the success and also determine the 
finest hotels among the hospitality industry.” 

Aloft Bengaluru Whitefield features accessible technology, social atmosphere 
and a sensory experience for culture-conscious travellers. “Right from 
accommodation, we have facilities like conference rooms, business centers, 
specialty restaurant, 24 hour coffee shop and in house bakery amongst other 
services,” Gupta adds.

 Best Metropolitan Hotel - Howard Johnson 
Bengaluru Hebbal 

At the heart of business
Howard Johnson Bengaluru Hebbal was awarded the Maya for the Best 
Metropolitan Hotel in southern India. According to Rishi Neoge, General 
Manager, Howard Johnson Bengaluru Hebbal, the hotel is well-equipped 
with all amenities for leisure and business travellers right at the impenetrable 
population of IT companies, defence and industrial  area, shopping area and 
residential area all around the vicinity making it the obvious choice for the 
category for which it was awarded. 

“It’s fairly important for business to be awarded for what we have  
contributed to the economy of India. It showcases recognition across the 
industry and builds the trust in our business partners,” says Neoge. He also 
adds that India Travel Awards is the right platform for new investors to be 
showcased at the right time and to the right audience.

 Best Wedding and Leisure Hotel: Radisson Blu Plaza Hotel, Mysore

The perfect wedding venue
Radisson Blu Plaza Hotel, Mysore won the Best Wedding and Leisure Hotel Award. Harikumar B, General 
Manager, Radisson Blu Plaza Mysore, feels that India Travel Awards were very much needed for the 
industry. The hospitality sector in India is growing fast and catching up with the developed countries in 

terms of facilities and innovation and the Award is an impartial 
way to recognise the true and emerging leaders of the sector.  
“The Award is sure to bring us more customers. The world  
outside Mysore has started contemplating the potential 
of weddings in the city as today weddings are also about  

where it happens. 

“The industry too is set to benefit from the Awards as  
it will push every stakeholder to be the best 
and stay there,” says Harikumar. Expressing 
gratitude, Harikumar adds that the honour has  
justified the wholehearted efforts to create the best 
wedding facility in Mysore. The facility has a capacity of 
up to 1,200, and is one of the largest in the region. The 

space extends from indoors to the beautifully landscaped 
outdoors and can be split into two sizes to accommodate 

smaller gatherings. 

ANKITA SAXENA
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needed morale boost

 Best Leisure Hotel: Hyatt Place Hampi

A memorable getaway
Hyatt Place Hampi was awarded the Best Leisure Hotel. Sameeth Guha, General 
Manager, Hyatt Place Hampi, feels that India Travel Awards truly lives by its aim to give 
regional talents the recognition and encouragement they deserve. “The Award will surely 
benefit us in the hospitality industry as we will be able to reach out to a wider audience 
on various platforms. When we let our audiences know that we are the best in business 
through such Awards, it definitely brings us into the limelight and indeed increases our  
business,” says Guha. The location of the hotel is in a destination that is thriving as a quick 
weekend getaway for 
travellers from Bangalore, 
Hyderabad, Pune and 
Goa along with frequent 
business travellers from 
across the globe that  
are mainly on a  
business visit. 

The hotel delivers a 
different experience 
while representing their 
core values of empathy, 
integrity, creativity, 
humility, fun and respect. Guha explains that offering services to different types of 
travellers is challenging but, at the same time, gives the hotel a chance to prove 
their capability of delivering the best of the services to the guests irrespective of 
their purpose of visit. “What sets us apart is that we deliver memorable getaway 
through our impeccable services,” adds Guha. 

 Best LCC International: Tigerair

The affordable airline
Tigerair received the Maya for Best LCC International. Surya Kuchibotla, Marketing Manager, Tigerair, feels that the complete 
value for money offered to travellers - along with the efforts of all the members to ensure the best travel experience - makes 
Tigerair a worthy winner of the award. “We constantly strive to stay true to our proposition of being an affordable airline without 
compromising on our offerings and safety standards. This is why we are increasingly becoming the preferred airline of choice 
for travellers,” says Kuchibolta. Tigerair has rapidly grown its operations in India by foraying into North India with the addition of 
Lucknow to their network as well as increasing the frequency to Hyderabad and Tiruchirappalli due to the increasing demand.

Lauding the awards, he says that the India Travel Awards is a great platform where the best in the travel and tourism industry 
are recognised for their excellence and is also a great way to bring the entire industry together. “It’s a fair system of selecting 

winners based on votes, jury decision as well as travellers sets a benchmark amongst all the other industry awards. This Award 
showcases our excellence to all our stakeholders in the travel and tourism industry, helps in strengthening their reliance on us and 
propels us to stand out amongst our peers for all the right reasons.”

 Best City Hotel: Holiday Inn Cochin 

Innovation is the key 
Holiday Inn Cochin was awarded the Best City Hotel. The hotel has been operating 
since 2011 and in these few years has been able to position itself in the market with 
correct pricings and exemplary service. According to Soma Mathew, Director Sales, 
Holiday Inn Cochin, the hotel’s food and beverage has always been the highlight and 
the hotel has continued to bring in innovation for its guest’s delight. Lauding the Awards, 

Mathew says, “It’s an excellent and fair platform to reward and recognise the travel and 
hospitality partners. The categories and levels are great to nominate your hotel and 
deserving people makes it more exciting. The recognition motivates us to continue to put  
your best foot forward, the business too gets a boost and helps in building the trust  
of the guest and drive loyalty.”

 Best Luxury Suite Hotel: Park Hyatt Chennai 

Elegant design; exemplary service
Park Hyatt Chennai won the Best Luxury Suite Hotel Award. “The awards are a hallmark 
of what we have on offer in terms of stellar services and world-class facilities. It is a 
veritable stamp of authenticity which we love to communicate to our guests and business 
partners as it helps to renew their faith in our offerings,” says Aashima Sharma, General 

Manager, Park Hyatt Chennai. Lauding the Awards, Sharma feels that the Awards are a 
recognition platform for exemplary hotels and also a benchmark for quality services and 
facilities available in the country now. Since India is making steady progress within the 
hospitality and travel industry, she says that it is interesting to watch who the big winners 
are. “We are delighted to have our suite facility recognised by the travel industry, as they 
are reflective of not only the brand’s elegant design elements but of the exemplary service 
standards that come along,” she adds. The 20 tastefully coordinated suites of the property 
take the hotel’s luxury quotient a few notches higher.

 Best Convention Centre: Hyderabad International 
Convention Centre

Tapping MICE tourism
Hyderabad International Convention Centre (HICC) won the Award for Best Convention 
Centre. Neil Paterson, General Manager, Novotel Hyderabad Convention Centre and 
Hyderabad International Convention Centre, feels that the Award is a nod to the excellence 
in service and product that 
the company yearns to 
provide to those who seek 
it and aids in adding to its 
credibility. The provision of 
the convention centre and 
hotel in one location has 
made it a hub for MICE and 
leisure travellers. Paterson 
says, “HICC and Novotel 
Hyderabad Convention 
Centre (NHCC) were 
introduced to Hyderabad for 
tapping in the MICE tourist inflow from both the domestic and international market. 
We were one of the first to recognise the growth in the market and pre-empt 
demand, and then developed a facility that matches up to the standards of some 
of the most popular international convention centres.” Applauding the process of 
declaring the winners, Paterson adds, “The award winners were chosen by a fair 
and unbiased selection process that comprised online voting and judging by a panel of 
jury consisting of the hospitality industry luminaries, and we are proud to have been 
recognised through such an impartial process.”
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Exploring the exotic side of Canada
Destination Canada-India took its Indian travel trade partners on a Fam to Alberta, Canada, from May 8-16, 2016. The itinerary included 
Calgary, Banff, Jasper, Edmonton and Lake Louise boasting magnificent landscapes.
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W
hat can you 
really say about 
a city with an 
unusual name? 

That it’s historically rich,  
and serves delicious, 
traditional cuisine.

Straddling the mouth of 
the Maros and both sides of 
the Tisza, Szeged is a town 
that would like to be taken 
seriously. It’s South Eastern 
Hungary’s third largest 
provincial town; economic, 
administrative and cultural 
centre; and the seat of 
Csongrad County. It also 
serves the tastiest soups 
money can buy.

They’ve got history here. 
In the 2nd century, Szeged 
was a Roman outpost; in 
the 5th century it was Attila 
the Hun’s seat; in the 9th 

century the conquering 
Magyar chiefs held their 
first national assembly in 
present day Opusztaszer; 
and the 11th century saw the 
settlement become part of 
the royal estate. Today, the 
town thrives on tourism and 
commerce.

Start your sightseeing 
tour at the city’s true icon, 
the ‘Bridge of Sighs’. Walk 
along cobbled streets to the 
downtown area that’s literally 
bursting with cultural and art 
treasures. Built as a park with 

artistic statues, Szechenyiter 
must surely rank among 
Hungary’s most beautiful 
squares. Close by stands the 
grand and artistic Town Hall.

Awaiting your leisure 
is the neo-classic style 

Grunn Orban House that 
features Hungary’s first 
printing house, and the 
famous balcony decorated 
with so-called ‘Attila  
relief’. Art treasures greet 
you in the Palace of Culture, 
a museum strong on its 

depiction of local history. 
From here, move on to the 
neo-classic Zsoter House, 
and end up at Votive Church, 
Hungary’s fourth largest.

The city seems to have 
been overrun by statues. 

There are statues of 
Ferenc Rakoczi; Ferenc 
Deak; Lajos Kossuth; 
Pal Vasarhelyi; Istvan 
Szechenyi; and Lajos 
Tisza, And in the  
pool in front of the  
Town Hall, rest the  
symbolic brown ‘Blessed 
and Destructive Tisza 
Statues’.  

If ever succumbing 
to hunger was a 

delight, it’s here. Like 
most things Hungarian, 
cuisine too is traditional.  
A classic example is the  
Szeged Salami, also called 
‘winter salami’ that has its 
own history. Since the heat 
destroyed it, its production 
was limited to winter, hence 
the name.  And then, of 
course, there’s the famous 
Hungarian paprika. The 
signature dish, however, is 
the celebrated Szeged Fish 
Head Soup, a local delicacy 
with near celebrity status.  

Szeged surprises. It’s 
bigger, livelier, and more 
culturally vibrant than you’d 
have imagined, which makes 
it an interesting stopover. 

ZEGED: 
tatuesoups&S

In our monthly column titled Destinations 
in the Making, TRAVTALK will bring to you 
some unknown, yet exotic destinations 
nestled in the far corners of the world, 
waiting to be explored.

INDER RAJ AHLUWALIA

DESTINATION

Management is effective 
utilisation of limited re-

sources and if we are able to 
utilise the limited resources, 
our work is done. The same 
goes for technology too. 
Technology, if utilised prop-
erly, is definitely a boon not 
only to the business world, 
but to each one of us. Gone 
are the days when to interact 
with a person or have meet-
ing with an overseas client, 
we needed to be physically 
present. With the invention of 
video telephony, it’s become 
possible to conduct meetings 
anywhere, anytime on the 
globe thus saving time and 
its associated costs. 

One of the greatest inno-
vations of technology today is 
our smartphone. Smartphone 
technology is so successful 
that businesses and their em-
ployees have trouble imagin-
ing a day without them. Not 
only can they call, text and IM, 
they give you access to email, 
video calling and video confer-
encing as well. You can also 
remain connected through so-

cial networking sites like Twit-
ter, Facebook and LinkedIn 
as well as take pictures, use 
GPS facilities while traveling, 
keep track of appointments 
and your contacts. Through 
the installation of various ap-

plications, the list of possible 
smartphone uses multiplies by 
tens of thousands and grows 
longer every day. What’s more, 
the latest smartphones can 
display nearly as much of the 
Internet as PCs, including 
games and streaming high-
definition videos.

We have also moved to 
Google which has enabled us 
to take our emails wherever 
we go from whichever de-

vices we use. This makes the 
users machine-independent. 
A powerful tool like Google 
Drive helps us work, store 
and access any data like doc-
uments, sheets, powerpoints 
or a PDF from anywhere in 

the globe. This makes us 
look at the workplace from a 
whole new perspective.  

As a growing enterprise, 
technology helps our com-
pany to organise and grow 
the work environment – eve-
rything from business opera-
tions to payroll to inventory 
which is managed more ef-
ficiently with well-designed 
software in place. We rely 
greatly on computers and 

software to provide accurate 
information to effectively 
manage our business. One 
way that our organization has 
stayed in line with the new 
demands of the consumer is 
by adopting information tech-
nology on a large scale. 

We have been aggres-
sively working on Enterprise 
Resource Planning (ERP) 
systems to accomplish our 
business transaction and 
data processing needs at all 
our branches both domes-
tically and internationally. 
With our technology arm, we 
are able to reach masses of  
business community and 
consumers with our travel 
products and tools, Riya 
Connect, thus easing the 
process of our operation  
and increased revenue. One 
of the biggest changes that 
technology has helped us 
with is the introduction of  
our mobile app, Riya Con-
nect, which is the first B2B 
mobile application in the 
travel trade, thus allowing 
our clientele to conduct their 

businesses round-the-clock 
through us from the tip of 
their fingers.

Technology will continue 
to evolve, but successful 
enterprises will be the ones 
that evolve with it, instead 
of feeling forced out. Let us 
embrace technology and see 
our progression as individu-
als and as a company.

Is technology a bane or a boon for the travel industry? Here is an objective attempt  
at answering this eternal question from the trade fraternity’s point of view. 

Working smartly with tech

Manoj Samuel
Director

Riya Group

 
B2B mobile application in the travel trade, thus  
allowing our clientele to conduct their  
businesses round-the-clock through us from  

Schengen 
comes home 
for biometrics

   VFS Global has introduced 
the On-Demand Mobile Visa 
Service for Czech Republic, 
Denmark, Greece, Hungary, 
Portugal and Slovenia visas 
applicants across India. 
Travellers can give their 
biometrics data and visa 
application in the comfort of 
their home or office. A well-
trained and professional team 
from VFS Global will visit the 
applicant at his/her chosen 
location anywhere in India to 
collect the details. 

The service is ideal for 
corporate groups, incentive 
groups, on-campus students 
and cultural & sports groups. 
It is available on any day of 
the week, including weekends 
across India. VFS offers a 
dedicated Helpline numbers 
for appointment bookings  
and assistance. 

The applicant can 
call the country specific 
Helpline number to book an 
appointment, pay the fee 
online and receive confirmed 
appointment details, following 
which a team will make a visit 
at a location convenient to the 
applicant on the appointed date 
and time to collect biometrics 
and accept the application.

(The views expressed 
are solely of the author.  

The publication may or may 
not subscribe to the same.)
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NEWS

JUNE 2016
PATA & MOT roadshow Seattle Jun 1

IATA AGM Dublin Jun 1-3

Digital Travel Summit London Jun 7-8

Thailand Travel Mart Plus Chiang Mai Jun 8-10

KOFTA 2016 Seoul Jun 11-14

ITE & MICE Hong Kong Jun 16-19

Connections Luxury Thailand Phuket Jun 19-22

UNWTO Conference on Kiev Jun 20-21
Branding in Tourism

CITE Cebu  Jun 30-Jul 2

JULY 2016
Travel and Tourism Fair (TTF) Kolkata July 8 -10

Travel Wedding Show Gurgaon July 9-10

India Travel Awards East Kolkata July 15

Global Panorama Showcase (GPS) Ahmedabad July 15-16

Travel and Tourism Fair (TTF) Hyderabad July 15-17

GBTA Convention Denver July 16-20

Global Panorama Showcase (GPS) Chandigarh July 21-22

Tourism Investors Meet New Delhi July 28-29

Global Panorama Showcase (GPS) Kolkata July 28-29

PATA – WWF Bagh Mittra Awards New Dehli July 29

 India International Travel Mart Chennai July 29-31

AUGUST 2016
India Hospitality Awards West & South   Pune               Aug 4

Global Panorama Showcase (GPS) Coimbatore Aug 4-5

Hospitality Expo New Delhi Aug 4-6

India Travel Awards West Pune Aug 5

India International Travel Mart Bengaluru Aug 5-7

Tourism Australia-India  Chennai         Aug 18-21
Travel Mission     

SATTE Mumbai         Aug 19-20

Travel Technology Show Gurgaon Aug 20-21

SEPTEMBER 2016
TTF Ahmedabad Sept 2-4

Philippines Travel Mart Pasay Sept 2-4

PATA Travel Mart Greater Jakarta Sept 7-9

TTF Surat Sept 9-11

TTF Mumbai Sept 16-18

Tourism Investment Summit New Delhi Sept 21-23

JATA Tourism Expo Tokyo Sept 22-25

IITM Mumbai Sept 23-25

TTF Pune Sept 23-25

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

The Tourism Authority of 
Thailand (TAT) has come 

up with a special campaign 
with benefits dedicated ex-
clusively for women. August 
2016 has been declared as 
the month for women travel-
lers where the kingdom will 
offer a wide range of activi-
ties, discounts, special of-
fers and privileges to women 
throughout the month.

Elaborating on the cam-
paign, Yuthasak Supasorn, 
Governor, Tourism Author-
ity of Thailand, said, “We’ve 
designated August 2016 as a 
‘month for women travellers’, 
in a way of marking Her Maj-

esty Queen Sirikit’s 84th birth-
day,  to encourage the growth 
of the global and domestic 
female traveller segment in 
conjunct with our strategy 
to promote Thailand to be a 
quality leisure destination. 
Increasingly women are com-
ing to Thailand in groups or as 
solo travellers and expect to 
find activities and attractions 
geared to their needs. So, this 
campaign will broaden their 
recognition on how Thailand 
can cater for a great experi-
ence to female travellers like 
nowhere else.”

TAT is working hand-in-
hand with airlines, hotels, 
resorts, spas and tour op-
erators to arrange various 

activities as well as offer spe-
cial discounts and privileges 
throughout the month of Au-
gust since women are more 
particular than men about 
privacy and safety.

Imparting more details 

on the promotional concepts, 
Srisuda Wanapinyosak, 
Deputy Governor for Inter-
national Marketing Asia and 
South Pacific, TAT, explained, 
“TAT has come up with five 
different promotional con-
cepts: Beautiful Look, Beau-
tiful Shape, Beautiful Mind, 
Beautiful Retreat, and Beau-
tiful Experience, which are all 
designed to meet the varied 
needs of women travellers 
and to boost Thai tourism 
products and services that 
are geared towards female 
travellers.” Various other spe-
cial arrangements like im-
migration lanes, parking and 
airfares only for ladies are be-
ing provided to female travel-
lers during the month.

Q  
Besides offering at-

tractive commissions to the 
travel agents on the products 
and services, CentrumDi-
rect also launches various 
incentives from time to time 
and one such program is Jai 
Ho.3– a contest for the travel  
agent and the tour op-
erator community that has  
been running from April 
through June 2016. Among 
the many attractive re-
wards offered in this contest  

the most exciting one is the 
trip for two to Europe along 
with `1,00,000 given for 
shopping!

Q  A
 

CentrumDirect is com-
mitted to build a robust, alter-
nate channel of travel agents 
across India.  We already 
have more than 2,000 travel 
agents empanelled with us 
whose contribution is signifi-
cant to our overall business 
objectives. We not only have 
revenue-sharing arrange-
ments with them, but we 
also keep launching encour-
aging contest and promo-
tion schemes for them, from  
time to time. 

Q -

We are in the proc-
ess of designing a scheme  
for the travel agents and  
tour operators for the 
forthcoming season of Di-
wali and Christmas. We 
are also working on a 
tech platform to connect  
better in order to drive mutu-
ally-beneficial objectives. 

We are committed to 
building a mutually reward-
ing business association with 
each of them, and to serve 
clients better.

The Etihad Aviation Group 
Board of Directors, un-

der the Chairmanship of 
H.E. Mohamed Mubarak Al  
Mazrouei, have announced 
the new management struc-
ture for the Etihad Aviation 
Group PJSC, which was 
formally established by Abu 
Dhabi Law No. 6 of 2014. Al 
Mazrouei said: “Etihad Air-
ways has been steadily evolv-
ing into the Etihad Aviation 

Group for a number of years. 
This has been driven by the 
formation of new companies, 
including Etihad Airways 
Engineering, Etihad Global 
Cargo Management Compa-
ny, the Global Loyalty Com-
pany, Hala Abu Dhabi, and 
Etihad Airport Services. The 
acquisition of minority equity 
stakes in Alitalia, airberlin, 
Air Serbia, Air Seychelles, 
Etihad Regional operated by 
Darwin Airline, Jet Airways, 
and Virgin Australia, has also 

necessitated the need for a 
dedicated team to manage 
our shareholding, and the  
delivery of wide-ranging syn-
ergies that are beneficial to 
all parties.”

James Hogan, who was 
appointed Etihad Aviation 
Group President and CEO, 
will oversee the key Etihad 
Aviation Group functions led 
by James Rigney as Group 
Chief Financial Officer, Kevin 
Knight as Group Chief Strat-

egy and Plan-
ning Officer, Ray 
Gammell as Group 
Chief Peo-
ple and 
Performance 
Officer, and Robert 
Webb as Group Chief In-
formation and Technology  
Officer. These areas will  
provide leadership, govern-
ance and strategic direction 
in their expert areas across 
all companies in the Etihad 
Aviation Group. 

TT BUREAU

TT BUREAU

TT BUREAU

Ladies can avail a variety of special offers in Thailand throughout August 
such as discounts on select spas, malls, golf, among other activities as part 
of the exclusive campaign.

CentrumDirect’s ongoing contest for its travel trade partners was  
launched to motivate and incentivise them. Guruprasad T C, CEO & MD, 
CentrumDirect Limited, talks about the contest and other plans for the trade.

All businesses of Etihad Airways will be run under the aegis of Etihad  
Aviation Group, which will now be the parent company of the brand.

Kingdom for women

Win a trip for 2 to Europe

Management restructure at Etihad 

Yuthasak Supasorn
Governor 
TAT

Guruprasad T C 
CEO & MD 
CentrumDirect Limited

Plan-
, Ray
 Group

ce
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MOVEMENTS
Hyatt Regency Pune
Pune
Vishal Singh has been appointed as the General Manager of 
Hyatt Regency Pune. Singh stepped into the hospitality industry 

in 1996 and has worked at premium hotels 
in Delhi, Mumbai, Chennai and Goa, 

before moving to Pune. An MBA in 
Marketing and graduate of IHM, 
Pusa, New Delhi, he is passionate 
about Food & Beverage, and has rich 

career with Hyatt in 2002. Singh’s 
tryst with the Hyatt recurred in 2013 

with a takeover Ista property in 
Pune where he joined as its 

under Hyatt brand name. 

Four Points by Sheraton Agra
Agra
Four Points by Sheraton Agra has appointed Paul Gomes as its 
new General Manager. Gomes started his career with ITC and 
went on to work with InterContinental, 
Imperial Group of hotels Dubai, 
Sarovar Hotels and Country  
Inn and Suites. In his the  
new role, Gomes is looking  
at a growth in the domestic 
market which he thinks was not 
covered previously.

Swissôtel Kolkata
Kolkata
Subhrajit Bardhan has been appointed the General Manager of 

Swissôtel Kolkata. Bardhan has a career spanning 
more than 21 years in the hospitality 

industry in India, Europe and Hong 
Kong. He has been associated with 
renowned hotels of the world like 
The Oberoi Group, Hyatt Hotels 
and the award-winning Ananda 
in the Himalayas. Bardhan began  

his career with The Oberoi 
Hotels, after being selected for 

the prestigious Oberoi 
Centre of Learning and 

Development. 

ITDC
New Delhi
India Tourism Development Corporation (ITDC) has announced 
the appointment of Vijay Dutt as General Manager for its 

Delhi. With 28 years of extensive 
experience, he brings a wealth of 
industry knowledge in the luxury 
hotel segment. In his previous 
role he held Senior Management 

positions as General Manager, 
Lalitha Mahal Palace, Mysore; 
Resident Manager of The Ashok, 

New Delhi and Corporate Marketing 
where he led the operation teams 

to drive sales and service 
to excellence.

Anmol Zutshi has been appointed as Resident Manager, 
The Ashok, New Delhi. Zutshi, an MBA in Marketing has 28 
years of experience in the hospitality space since he joined 
as a management trainee at ITDC. He has previously served 

for hosting visiting Heads of Government and State by the 
Honourable Prime Minister of India. As 
Resident Manager, The Ashok, Zutshi’s 
role will be of a chief coordinator for 
operational activities of the hotel.

Rajiv Anand has been given responsibility to head Corporate 
Marketing and Sales; Public Relations; Advertising and Culture 
divisions at The Ashok, ITDC.  He brings with him experience 
of  over 25 years in which he has worked at various positions 
in different divisions of ITDC like Marketing and Hotel Sales, 

Hotels, Duty Free Trade, Corporate Services, 
Tours and Travels.  Anand is working in 

Corporate Marketing and Sales for the 
past one year. 

India Convention Promotion Bureau
New Delhi
Madhu Dubey has taken over as Executive Director, India Convention 

Promotion Bureau. She brings with her 33 
years of government experience, having 

served at India Tourism Development 
Corporation and the Ministry of 
Tourism in various capacities and 
handled diverse portfolios at head 

overseas. She has worked as GM 
(Publicity and Public Relations) ITDC. 
As Deputy Director General, Ministry of 

Tourism, Government of India she 
handled Publicity, Planning 

and Niche Tourism 
Departments. 

Hotel Ambica Empire
Chennai 
Hotel Ambica Empire, Chennai has appointed G. Muralidharan 
as the General Manager. Muralidharan has 19 years of  
experience in the hospitality sector in areas of 
business growth, business development, 
client satisfaction and overall operations. 
He has previously worked with Raj 
Park Chennai & Tirupathi and GRT 
Group of Hotels & Resorts,Tuticorin, 
as General Manager. Muralidharan 
played a key role in setting up the 

speak English, Hindi, Tamil,  
Telugu, Malayalam and 
French Basic.

Shangri-La Hotel
Bengaluru 
Andreas Streiber has been appointed as the General Manager 
of Shangri-La Hotel, Bengaluru. Streiber a native of Germany, 

brings with him over 32 years of hospitality, 
operational and management experience. 

A seasoned hotelier Streiber previously 
served as opening General Manager 

Shangri-La Hotel, Qinhuangdao from 
2014 to 2016. He joined the Shangri-

La Hotels and Resorts group as director 
of food and beverage at Shangri-La 

Hotel, Hangzhou in 2002 and ever since  
there has been no stopping him. He has 

worked with six Shangri-La group 
properties in Asia.

Michel Koopman, General Manager, The Leela 
Ambience Gurgaon Hotel & Residences, loves to 
play golf whenever he gets the time. “I love to watch 

Suits and Narcos. I 
have seen most of India, as I have already been 

here for three years and I would 
like to travel to Mussorie and 
Leh/Ladakh for domestic and 
international to Bhutan. Also, 
I love going to Thailand as I 
have my house there. I like 

Yunnan and Italian cuisine,” 
he says. 

The Director for Tourism Malaysia in Mumbai, Mohd 
, lives life by the motto that everyone 

deserves a second chance. “By second chance I mean 
we have to learn from our past experiences and make 
sure we head in the right direction. My mother has 

been my greatest inspiration from 
whom I have imbibed the right 

values,” he says. Hashim 

as topics of general interest 
to keep abreast of what is 

happening. “My favourite 
past time is playing golf 
and of course travelling. 

My most memorable holiday 
trip was when I visited the 

Mecca, Medina and 
Egypt. It was truly 

an amazing and 
unforgettable 
exper ience,” 
he adds.

Sean Treacy, Managing Director (Singapore & 
Southeast Asia), Royal Caribbean Cruises enjoys 
going for long walks, which helps him clear his head 
and relieves stress. One thing he is more passionate 
about is American football. “Now that I live in South 

at 3 am to listen to their games 
live.  Treacy says he loves 
to travel. “There is so much 
of India I have not seen. I 
am really keen to visit Goa.” 
Not surprisingly, his most 

memorable holiday 
was with his 
wife onboard 
C e l e b r i t y 

Cruises. 

With Talking People
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Q 
The year has been quite good. The 

international visitor spends were up by 
31 per cent. It took 13 years for us to 
increase the visitors from two million to 
three million but we are pacing. In the 
year ending March 2016, over 3.25 mil-
lion international visitors came to New 
Zealand. International tourism is one of 
New Zealand’s largest earners of foreign 
exchange, adding around NZD 11.8 bil-
lion annually to the nation’s economy. 
Our key markets are China, Germany, 
the US, Australia, the UK and Japan.

Q 
We mostly receive honeymooners/

holiday couples and MICE, mostly in-
centive travel.  New Zealand sees a high 
level of interest from Indians as we have 
a lot of common connections — English, 
cricket; both are Commonwealth na-
tions so politics is alike too. We remain 
extremely positive about Indian market. 
Although the base is very small from 
India, it looks very promising and posi-
tive. We know selling New Zealand is  
complicated but we are very keen to 
work with the trade. 

Q
The current numbers are 46,500  

with a growth of 14 per cent (YoY)  
in 2015. The growth has been four  
times in the last three years. These  
are the results of a robust campaign 
in trade and our strategy to have  
opinion leaders like cricketers and film 
actors as the flag-bearers of our cam-
paign. Having Sidharth Malhotra as the 
brand ambassador is also helping us  
spread awareness.

Q  

Air connectivity is a barrier but we 
see it to be improving. Whenever we 

have a direct flight, it would be Delhi or 
Mumbai as these are the two markets 
from where we get maximum Indians 
travelling to New Zealand. 

Q -

New Zealand offers an incred-
ible range of diverse activities. India  
offers us quite a substantial oppor-
tunity, even though the base is too  
small. Indian visitors almost doubled to 
New Zealand as compared to Australia 
during the last one year. Now, we are not 
promoting travel to New Zealand in peak 
season but rather in non-peak season. 
April-May-June is a shoulder season 
for us and for Indians it happens to be  
holiday time. 

This gels well with our strategy of 
promoting New Zealand as a year-round 
destination. Hobbiton/ Middle Earth 
were useful starting points; momentum 
came from them and we are trying to en-
cash the same. India is very much the 
focus for Tourism New Zealand.

Q 
We know that having a well-informed 

travel trade is critical to converting inter-
est into bookings, and the additional 
funding will help us upweight the training 
of travel agents to support their ability 
to sell travel to New Zealand during the 
shoulder seasons. 

Alongside this we will extend our 
investment in aviation partnerships to 
maximise sales in the key May-June 
travel period for Indian visitors.

New Zealand Tourism may be hosting smaller numbers of Indian 
travellers for now, but Kevin Bowler, Chief Executive, Tourism New 
Zealand, is optimistic about the numbers rising as the countries inch 
towards better air connectivity and aggressive trade engagament. 

Kiwis upweight trade training

AMIT BHASIN FROM NEW ZEALAND

We remain extremely positive about 
Indian market. Although the base is  
very small from India, it looks very  
promising and positive. We know selling 

New Zealand is complicated but we  
are very keen to work with the trade.

Kevin Bowler 
Chief Executive 

Tourism New Zealand

New Zealand’s biggest annual international tourism event, TRENZ  
hosted 13 participants from India this year. Last year’s edition saw  
attendance from 11 participants, said Steven Dixon, Regional Manager- South 
and South East Asia, Tourism New Zealand. He noted 
that as once they get sustainable numbers from India, 
direct flight between the two nations would follow.  
An Air Service Agreement has been signed  
between the President of India and New Zealand 
Prime Minister who also holds the tourism port-
folio. “The best part about Indians is they travel 
during the shoulder season viz., April-May-June. 
Indians are right now in the aspirational part —  
planning and buying.”

 
Steven Dixon 

Regional Manager- South and South East Asia,
Tourism New Zealand

13 Indians attend TRENZ 2016
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