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Dear All

Aman Travels Limited is proud to have completed 25 years of successful operations.
We wish to thank all our clients in India & worldwide, who have supported us during this
time. We appreciate and are grateful to all our industry partner-Hotels, Airlines, Transport
Companies, Tourism Boards, Associations, Travel Agents and Tour Operators, Well-
Wishers & Friends and a special thanks to all our ex-colleagues who were part of our
journey at some point of time for their support over the past 25 years without which we
would not have achieved this Successful milestone!

Thank you!

Celebration Of Excellence in Services

L

Aman Travels Limited
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Indlia rides high at ITB Berlin

Having bagged the first prize for India pavilion, ITB Berlin proved to be successful for the Ministry
of Tourism. KJ Alphons, Union Minister of State (I/C), Tourism, shares responses from the event,
record-breaking arrivals and plans to develop night tourism activities around the country.

*Nisha Verma

ITB success

The India pavilion won the
first prize in the region at ITB
Berlin. K J Alphons, received
the award and shared that the
response at the exhibition was
overwhelming for India. Speak-
ing at a press conference in
New Delhi, he said, “We won
the first prize at ITB Berlin for
the India pavilion in the Asia,
Oceania, Australia region. We
had fruitful interactions with
the media and other ministers
of participating countries.”

Another highlight was the
release of a new advertisement
on yoga released by MOT at
[TB. “Called ‘Yogi on the race-
track’, the 60-second promo-
tional video received 7 million
views in just four days. This ad

depicts a motorcycle racer who
found solace in Yoga to calm
himself, and realised that this
ancient practice was needed to
be successful even in motorcy-
cle racing. It's a new approach
of conveying that peace of mind
is required in every aspect. Six
such ads will be released in a
couple of months and will be
played in specific countries and
regions,” he added.

Record arrivals

Alphons announced that
they have crossed 10 million
foreign tourist arrivals last year.
“We recorded 10.2 million for-
gign tourist arrivals in 2017,
bringing in income of US$27
billion last year, which is equiv-
alent to about 1,80,000 crores
and constitutes about 6.88 per
cent of the GDP. We are provid-
ing jobs to approximately 43

million people which is about
12.3 per cent of total employ-
ment. Our international tourist
arrivals, which also includes
NRIs, is about 16.5 million. This

not just FTAs which will bring
jobs in India, but Indians see-
ing India also generates plenty
of business. We will also be
putting ads for domestic tour-

k£ We recorded 10.2 million foreign tourist
arnvals in 2017, bringing in income of
US$27 hillion last year, which is equivalent
to about 1,80,000 crores and constitutes
about 6.88 per cent of the GDP 9y

means our country has done
extremely well,” he informed.

Domestic in focus

Talking about domes-
tic tourism, he shared, “The
number of trips booked by Indi-
ans has gone up to 1.8 million
in 2017 compared to 1.6 million
in 2016. We believe that it's

ists. We have 23 million Indians
going abroad. We are running a
campaign in electronic media
for domestic tourists and NRIs
to visit India. Our dedicated
campaign, ‘Dekho Apna Desh’
runs in countries like Ganada,
USA, etc. We want to double
the numbers and generate huge
revenues in the next three years.

Night tourism

The Ministry is also
considering to develop night
tourism around various monu-
ments in the country. “We plan
to illuminate all our monu-
ments for night visits and
are in talks with ASI
to make such visits
possible by stretch-
ing the opening
hours till  9-10pm.
Spic Macay is doing
cultural evenings for
us at various loca-
tions including Red
Fort, Humayun’s
Tomb, as well as on
Varanasi Ghats. These
are initiatives to cre-
ate life around our
rich cultural heritage
to have tourists to
indulge in activities in
the evening. &~

Technology to personalise travel

The third edition of Federation of Indian Chambers of Commerce and Industry (FICCI) Digital Travel,
Hospitality & Innovation Summit held recently in New Delhi saw stalwarts of the travel technology
industry speak about the trends that will change the landscape of the travel industry in the future.

*TT Bureau

ttended by frontrunners of

the industry, the FICCI Digital
Summit started with a welcome
address by Ashish Kumar, Co
Chairman, FICCI Travel Technol-
ogy Gommittee & Partner, Agni-
tio Consulting. Talking about the
industry’s need to stay updated,
he said, “Major digital platforms
are now vying for a slice of the
industry’s pie. However, the

industry would have to reach
out to the hinterland where the
use of internet is pervasive. No
other industry has changed the
way the travel industry has due
to the impact of technology.”

Dhruv Shringi, Chairman,
FIGCI Travel Technology Gom-
mittee and CEO and Co-Found-
er, Yatra Online, shared that the
travel technology world will be
guided by some key innova-

Dhruv Shringi
Chairman, FICCI Travel Technology
Committee & CEQ, Yatra Online

k£ Virtual Reality is going to be adopted
In many realms, particularly hospitality
where hotels can offer a more immersive
experience of the property 3y

tions. “Today the Indian govern-
ment, Ministry of Civil Aviation
and AAl is testing the facial
recognition system at airports,
where travellers are scanned at
the gate itself, without having

to carry any ID through a proc-
ess called Digiyatra,” he said.
Listing the key trends that will
emerge in 2018, Shringi added,
“Voice is going to be a key driv-
er, especially in travel. Virtual

Reality is going to be adopted in
many realms, particularly hos-
pitality where hotels can offer
an immersive experience of the
property. Voice and personalisa-
tion will be big differentiators in
the competitive market.”

The event also saw the
launch of FICCI & KPMG India
jointly unveiling the Knowledge
Paper 'Expedition 3.0 - Travel &
Hospitality Gone Digital". &
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A secret to share, A story to tell..

Srinagar « Laipie on o ESttnh

Dharamshala —_— «Manali

« Kasauli
L ke
Palampur «—— sttty |‘ « Pragpur
Aﬂ]nmf _-_:_“I. -\,.||—"_: ....- _—
Panchkla «2himia -7 e il
Hansl e—————i g 2 y
=Nathuakhan

P h Wik
Sawai Madhopur |_._.|:nrhett —= Gangtok

= Mussoarie
= Ranikhet

[aipur

Nawalgarh +-

Jalsalmey +—————<mi
Delhi - -

Jodhpur «———
Ranakpur + .
Mount Abu

wil

Wi

Ahmedabad = = 4 =y - = \faranasi
Kota
Bijay Nagar
Pachmarhi

Panjim «— &4
Sandur =—

Mysore ~———
Coorg T e

WelcomHeritage WelcomHeritage WelcomHeritage
Urvashi's Retreat, Manali Kasmanda Palace, Mussoorie Taragarh Palace, Palampur

WelcomHeritage WelcomHeritage WelcomHeritage
Windsor Lodge, Ranikhet Gurkha Houseboats, Srinagar Glenview Resort, Kasulj

WelcomHeritage spanning across 15 States with over 40 Hotels

our constant endeavour is to curate the best of Palaces, Forts, Havelis and Resorts,
we present three categories to choose from..

Legend Hotels Heritage Hotels Nature Resorts

For reservations: Y. 011-46035500 & www.welcomberitagehotelsin

To Join Brand: =~ sunil.gupta@welcamheritagehotelsin * sanjeev@welcomheritagehotels.in
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Palaces « Forts « Havelis « Resorts

25, Shopping Centre, Basant Lok, Vasant Vihar, New Delhj -110057, India
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Inbound bets big at GITB 2018

The 11" Great Indian Travel Bazaar (GITB), to be hosted from April
22-24 in Jaipur, is set to witness over 11,000 B2B pre-fixed meetings.

*TT Bureau

Over the years, GITB has
emerged as one of the
most important travel marts
for inbound tourism. This
year, the mega tourism and
hospitality show is expecting
an attendance of over 275
buyers from 51 countries.
The show will offer an op-
portunity to buyers and sellers
from across industry domains
to network and transact busi-
ness.  Approximately 280
exhibitors and sellers partici-
pating at the show belong to
various tourism and hospital-
ity domains like hotels, tour
operators and representatives
of state governments, informs
Rahul Chakravarty, Consult-
ant—Tourism,  FICCl.  The
theme states at this edition
of GITB are Gujarat and West
Bengal. The states of Odisha
and Telangana are the part-

Rahul Chakravarty
Consultant—Tourism
FICCI

ner states at the show while
the other participating states
include Goa, Punjab and Mad-
hya Pradesh.

Chakravarty says, “This
year around 90 per cent of
the foreign buyers attending
the show are completely new.
These are some important in-
dustry players who have not

attended the show till date and
shall offer a new perspective
to the trade in terms of busi-
ness. The increased positive
response from the industry

benchmark a little higher,
wherein the total number of
pre-scheduled meetings is
expected to cross the 11,000
mark, adds Chakravarty. He

&£ This year around 90 per cent of foreign
buyers attending the show are completely
new. These are some important industry
players shall offer a new perspective to the
trade in terms of business 39

shows the strong business
sense that GITB provides year
after year.”

From over 3,000 B2B
meetings in 2008, to 10,800
meetings in 2017, the show
has come a long way in
becoming a premier show
for promotion of tourism in
the country. This year, the
show expects to raise the

believes that GITB’s agenda
is to provide a platform for
the Indian tour operators to
promote the country as a
choice destination for tour-
ism to leading outbound
operators. This year two
reports, the FICCI-YES Bank
Report and  FICCI-MRSS
Knowledge Paper, will also
be released at the inaugural
session of the exhibition. &
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VIEWPOINT

T TURBULENT EAST. RATLHAY REWS: CLARIDGES AN HETRER

years Irav Talk

TRAVIAK brings to you news and events that made headlines 25 years ago with

Officially outbound

relevance even today. From the archives, we present the April 1993 issue:

Post a great winter season, the outbound market
is all pepped up for the summer season. While
bookings are underway, travel agents, along with
destinations and airlines are coming up with inno-
vative packages and discounts to lure customers to
long and short-haul destinations. Travellers, on the
other hand, are spoilt for choice and are not shy- R
ing away from booking the best of properties at the
most exotic destinations, if it comes to getting the
right price and experience. While budget travellers

of opportunities.

These include quality of adventure tourism product, environmental
safeguards, marketing in both domestic and foreign markets,
operational norms and visitor convenience. Adventure tourists
are very knowledgeable and therefore, also hard-nosed about the

ADVENTURE TouRrRISM PROMOTION

Looking atthe range of natural assets that India has, and recognising
the potential of this diverse tourism resource, the National
Action Plan made for tourism in 1993 incorporated adventure
as a major product for diversification. Under the action plan,
five key areas were marked that merit attention in the scenario

product or destination he wishes to consider.

 FRANKLY SAD ...

* But how can you have blisters already?
We've only walked down the garden path*

4

are wanting to taste luxury by opting for one or two

nights’ stay in a luxury property, luxury travellers are
spending on experiences, curated specific to their
needs. Adventure tourism is also seeing destinations
taking out special packages and listing adventure
activities not just in major cities, but also in smaller
towns. Infact, our country is considered such a huge
outbound market that right from NTOs to internation-
al hotel chains, boutique hotels and activity provid-
ers, everyone wants a bite of the big Indian outbound
pie. We wish outbound operators and agents a great
season ahead with lots of selling across sectors!

FROM THE ARCF

Then (1993)

Capt Swadesh Kumar
MD
Shikhar Travels

Capt Swadesh Kumar
President, Adventure Tour Operators’
Association of India (ATOAI)
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Vikram Madhok
Director - Sales & Marketing
Oberoi Group of Hotels, Corporate Office

Now (2018)
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Vikram Madhok
Managing Director
Abercombie & Kent

Talking tech seriously

Captain Swadesh Kumar, MD, Shikhar Travels has come
along way in the last 25 years, by creating a niche for his
company and taking adventure tourism to new heights in
the country. Currently, he is President of Adventure Tour

Vikram Madhok, Managing Director, Abercombie & Kent,
used to work with the Oberoi Chain of Hotels, now known
as Oberoi Hotels & Resorts. Right from working in the
hospitality business to heading one of the biggest inbound

he last few years have witnessed a great push

Operators Association of India (ATOAI).

companies in India, Madhok has come a long way.

towards travel technology, with both new and
old companies working on innovations in the sector.
Such new innovations are acting as enablers in tak-
ing the experience of the actual travel a notch higher.
Right from OTAs and GDSes, technology today has
entered the realm of virtual reality, artificial intelli-
gence and blockchain. Companies are embracing
products based on these innovations to enhance
productivity and experience of the client. Smart-
phones have turned out to be the biggest innovation
of the century wherein the future would be guided
by voice commands. Companies are increasingly
investing in bots, which not only could cater to spe-
cific needs of customers but can also speak to them
in their native language. What is going to set one

Direct contribution of travel and tourism to

GDP (INR billion)

CAGR: 6.8%

9,948.5

business apart from another is content and how it is 48098 51411

presented. India is witnessing a great shift towards

technology in both the bigger cities as well as in

Tier-Il and Tier-lll cities. It's time for travel compa- 2016 2017E 2027F

nies to take firm decisions on specialisation and
then jump on to the technology bandwagon.

Meet the tech-friendly traveller

Indian travellers are displaying high affinity towards technology usage in
travel with the rising adoption of various tools and digital platforms.

Direct contribution of travel and tourism to
employment (INR billion)

CAGR: 2.1%
31.9
254 25.9
2016 2017E 2027F

The Indian travel and tourism sector also contributes significantly to the country’s GDP and employment

Source: Travel and Tourism Economic Impact 2017 India, World Travel & Tourism Council, March 2017
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India reaay for Peruvian call?

The Commercial Office of Peru in India is undertaking a host of marketing and promotional
activities in Indian cities to apprise the travel trade of various tourism opportunities in Peru.

ﬁAnkita Saxena

n 2017, more than 7000

Indian tourists visited Peru,
registering a growth of 20 per
cent over 2016, informs Luis
Miguel Cabello, Economic
and Commercial Counsellor,
Commercial Office of Peru in
India. He points out that the
popular travel segment visiting
the destination is usually the
high-end leisure travellers who
have both time and money to
spend in Latin America. “Peru
can cater to every traveller. As
one of the world’s best cu-
linary destinations, we have
abundant experiences to offer

;,._

Luis Miguel Cabello

Economic and Commercial
Counsellor, Commercial Office of
Peru in India

to the Indian clientele. | feel
with our aggressive efforts to
engage with the trade, we can
expect a growth of 25 per cent
or at least 8000 Indian visitors
to Peru,” Cabello said.

The average length of
stay at the destination is about
15 days but some travellers
spend over 21 days as well.
“Earlier, travellers would travel
to Latin America and visit three
countries but since they were
mostly stuck in long flights and
at airports for transit than spend
time in various cities, there is
a shift in interest. Peru is now
seen as a stand-alone desti-
nation,” explains Cabello. He
further adds that  some
of the popular destinations visit-
ed by Indian travellers are Cusco,
Lima and Machu Picchu. How-
ever, the Indian tourists also look
out for unconventional places
like the north of Peru.

Cabello points out that
there are daily flights available
from various European des-
tinations and the US to Peru
but currently no direct flights
are available between the two
countries. He says, “India and
Peru are amidst their negotia-
tions of trade agreement and

this means that an increased
number of business travellers
from India will travel to Peru
and vice versa. We are hopeful
that direct flights will soon be
operational between the two
destinations to boost traffic.”

Cabello notes that the
Indian travel trade has been

*
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£ £ As one of the world’s best culinary
destinations, we have abundant
experiences to offer to the Indian clientele.
With our efforts to engage with the trade,
we can expect a growth of 25 per cent or at
least 8000 Indiian visitors to Peru §9
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doing business with South
America and Peru too but the
destination will do its own
promotions  to increase
engagement with the trade.
‘We are visiting key In-
dian cities to find the de-
sired customers and travel
agents with  whom we
can work. We will then offer
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Fam trips to help them get a
first-hand experience of the
destination.” The turnaround
time to get a Peruvian visa is
about 3-4 working days, be-
lieves Cabello. He adds, “Indi-
ans who have a valid Schen-
gen, UK, Canadian, the US or
Australian Visa do not need a
visa to enter Peru.” &
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QUICKBYTES

Networking rules the roos

1B

Team India showed up with great strength at ITB Berlin, held from March 7-11. While the India pavilion
was a melting pot of cultural shows and activities, participants from India rued about dipping footfalls.

ﬁPeden Doma Bhutia from Berlin

The first day was very productive as
we were busy with appointments. Since
we finished most of our engagements on
the first day, the second day was relatively
more relaxed with meetings scheduled
for the day. We had pre-booked meetings
on tour operators and people who could
help us with driving in more tourists to the
state. We have also been meeting the me-
dia and promotional agencies. ITB is one
of the most important markets that we look
forward to participating in every year.

Nitin Jawale

Director, Tourism & Managing
Director, Odisha Tourism
Development Corporation

We've been participating at ITB Berlin

for the last seven to eight years and it's

a good experience to be here. We hope

to get some good response from the buy-

ers here. Karnataka has an abundance of

natural resources and our heritage and

wildlife tourism are great attractions for

| fourists, we also want to promote our

beaches. Right now we want to promote

Karnataka all over Europe, so we aren't

focusing on a particular region. We do not

expect an immediate result from this fair,
but it will gradually start percolating.

o

Venkatesh B

Executive Director

Jungle Lodges and Resorts
Government of Karnataka

[TB was fruitful for networking
with our existing clients and promoting
products to European tour operators.
We have been attending ITB for over a
decade. However, the organisers must
now rethink their approach and bring in
more buyers to the fair, else it will lose
its charm. The exhibitors spend time and
mongy with the expectation that they get
opportunity for new business as well as
gain knowledge on global travel trends.
The way we were doing business before is not the same as the
business environment is now fast changing. Therefore, traditional
travel fairs like ITB should work to retain its importance.

Ravi Gosain
Managing Director
Erco Travels

Trans India Holidays has been a
regular exhibitor at [TB Berlin, and as in
the past, this year too we had a success-
ful [TB. With increased interest in India
amongst travellers and FTOs, we were
able to meet several new operators look-
ing to include the Indian subcontinent
amongst the list of destinations that they
promote. Being the largest show in Eu-
rope, it serves as an important meeting

Kapil Goswamy
Managing Director

ground with both old and new agents, not  Trans India Holidays

only from Germany and Western Europe, but also for establishing
relationships with agents from Eastern, Central European and other
emerging markets.

[TB Berlin is one of the most impor-
tant shows for us to meet our clients and
various trade partners. The show provides
us with a great exposure in the European
market and also helps to generate substan-
tial number of leads for us. In my opinion,
India is increasingly becoming one of the |
top destinations for European customers i
and this show in turn helps the Indian Gaurav Chiripal

. Chief Executive Officer
travel trade to showcase our heritage and  gyagias
culture to the global audience. This is how
we promote the destination and welcome
more travellers to our country.

Things picked up only on the second
day. Usually, most buyers come to us with
pre-fixed appointments, but we expected
footfalls from other visitors as well. What
I've noticed is that this year, the footfall
from around the entire Asia area has
been very less. Destinations like Europe
or even the Middle East are a lot more in
demand. Only Sri Lanka has been doing
fairly well in the entire Asian region. ITB is

Managing Director

helpful for our business as it is a common  Spiceland Holidays
platform to meet our partners and agents,

and help us plan for the future. Beyond that we haven't really been
able to expect much.

% Mazcda Teavel Ine.
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Set up over two decades ago, Caper has evolved geographically dur-

ing the last decade. We neither have any foreign shareholding or venture

Bharat Bhushan Atree
Managing Director
Caper Travel Company

capitalist as is much the inclination today nor are we under the umbrella of
any foreign brand or travel inheritance history. This makes marketing one of
the foremost activities for us. Participating in tourism fairs around the world
provides us with a platform to make our presence felt in the industry, net-
work with stakeholders, establish new leads and, launch new products and
brochures. At ITB 2018, we have had many fruitful meetings with partners
and suppliers, and secured new contacts. The global mart also helps us
understand the new trends, markets, forecasts of demand and new tech-
nologies in the tourism industry. We intend to put in place all that we have
set in motion at [TB and thus derive value from our participation.

PACKAGE PRICE

# 2895 CAD

With many FTOs working with us, it always feels great to meet them to get a
feel of the market, get new itineraries and understand the overall business from
Europe. We also need to update them about the new products in our portfolio.
India tourism should make sure that we get to meet the relevant people during
such large-scale exhibitons. With the right contacts, they can ensure that at
least 15-20 good buyers can come and meet us. So far, whatever leads we re-
ceive is through what we ourselves do. It is important for us to know about any
new buyer or operator who have entered the field. There should be some form of
appointment system where we can go and book our appointments.

Shubhangi N

General Manager—Sales &
Marketing, GRT Hotels

& Resorts

O DOUBLT SARING

Ashish Phookan
Managing Director
JTI Group

ITB helps us to meet tour operators who assess the previous year’s
programmes and discuss future business. A lot of travel agents and opera-
tors are looking for new products, and we offer river cruises. Similarly, we
also get introduced to new clients. Northeast is generating a good amount
of interest since the last couple of years and we observe that the graph is
only going up. A lot of people even today have little or no knowledge about
the region, and we are trying to educate them about the same. Hopefully,
we can expect to witness good results in the next few years.
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Travel undeterred by hindrances

For India Travel Award Winner — EM Najeeb, MD, Air Travel Enterprises India, India inbound is on a
growth path despite small setbacks, but he's optimistic that these hindrances will not remain for long.

ﬁNisha Verma

alking about growth in tour-

ism in the country, EM Na-
jeeb said, “Tourism in India is
on a growth path despite set-
backs owing to policy changes.
People will travel despite these
issues. They can, at the most,
postpone trips to other places,
but they will not cease to travel.
The major changes in the last
couple of years like GST and
demonetisation will not bring
about long-term changes. How-
ever, we need to find out a way
to tackle these issues.”

Claiming that his outbound
travel company, AT&E India, has
recorded 10-15 per cent growth
for both topline and bottomline,
he said, “A similar trend is seen
in our inbound travel company
Great India Tour Company. We
have been very active in the
field of medical tourism for the
last 10-15 years and have a
chain of hospitals which cater

Embudc&gowﬁwgmdomf

to people from different coun-
tries, including Maldives, Middle
East and West Africa. In terms
of hospitality, we have one hotel

gach in Trivandrum and Munnar

in Kerala. We will soon be open-
ing a new property in Bekal.”

Inbound concerns
According to Najeeb, while
GST is an old issue, it has cre-
ated a negative impact for India
tourism. “Owing to this, India
has become an expensive
destination as compared to its
competitors. We have taken
the issues to all higher authori-
ties, state governments, as
well as the Ministry of Tourism,
but we are yet to see a positive
change come about in the pol-
icy. All the associations have
been pushing for a change.
The solution to this problem
is to move away from the
GST regime and the govern-
ment roll back the tax regime.
| hope they do it soon, because
the foreign tourist arrivals

udmmmmﬁm

EM Najeeb

India Travel Award Winner

Managing Director

Air Travel Enterprises India

would increase only if the
packages to India would
be made more affordable,”

said Najeeb.

Najeeb believes that the in-
creased allocation of funds for
tourism both by the state and
the centre reflects the impor-
tance of tourism today. “States
have not just sanctioned a
huge amount of funds for pro-
motion and development of

E: info{@erahotels.com
www.erahotels.com
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tourism, but have also devised
tourism-friendly policies to en-
courage tourism infrastructure.
We have a very dynamic minis-

GST what is seen is that tourist
transport vehicles and com-
mercial carriages are treated
under one category, and this

£ £ There is an urgent need for partnerships
and consultation between the state
governments and the central government.
Even associations need to strengthen

their relationship with various

industry leaders §9

ter at the centre who has signifi-
cant knowledge and wants to
work in favour of the industry,”
he added.

Najeeb further shares that
with GST, the tourist transport
business between states has
also suffered a lot. “We were
promised that with the imple-
mentation of GST, travelling
between the states would be
made easy. However, post

is increasing the cost of pack-
ages of travel agents. Agents
should work with hotels and
transport operators to bring
down the cost of packages,”
he added.

Need for partnerships
“There is an urgent need
for partnerships and consulta-
tion between the state govern-
ments and central government.
Even associations need to

strengthen  their  relationship
with  various industry lead-
ers,” said Najeeb. He insisted
that tourism products around
the country, be it monuments,
temples, mosques and tourist
attractions, need to be of on
a par with international stand-
ards. “The information facilities
at the destinations should be of
world-class level and have to be
made completely hassle-free.
There is a lot of improvement
in this regard, but a lot of work
stil needs to be done to
present it before international
tourists,” he claimed.

Najeeb believes that do-
mestic tourism has great po-
tential for growth. “Owing to
the government’s recent UDAN
scheme and looking at the
growth in the aviation sector,
there will definitely be growth in
domestic tourism. The aviation
infrastructure  improvements
have supported the increase of
domestic tourism.” &

WTS to inspire travel

World Travel Studio is celebrating its 5™ anniversary.
The company is introducing its video content to bring
together tourism boards and travel agents to help
agents make informed choices about destinations.

ﬁTT Bureau

he company’s focus lies on
customised vacations due
to its freshness in the designing
aspect of a holiday unlike group

S Mohan
Director — Products & Services
World Travel Studio

tours, explains S Mohan, Direc-
tor-Products & Services, World
Travel Studio. Talking about the
journey so far, he says, “In a
competitive market where pred-
atory pricing is the norm and

travellers are getting smarter, to
hold your ground and grow has
been a journey worth its time
and effort. While successful
completion of five years calls
for celebration, we desist from
running any offers as the mar-
ket's take on schemes of any

will carry interviews with tour-
ism board heads where they
unfold knowledge and sugges-
tions about the destination they
represent. We will soon launch
the first episode on Australia
followed by shows on other
countries of tourist interest.

k£ Project V (vacation) will carry
Interviews with tourism board heads where
they unfold knowledge and suggestions
about the destination they represent 3y

kind or for any reason is gener-
ally one of circumspection.”

Produced as a Youtube
based show, Project V is the
new initiative of the company.
Mohan informs that the 15-30
minute video content will focus
on bringing representatives of
tourism boards closer to the
trade fraternity to learn about
their next holiday destinations.
He adds, “Project V (vacation)

Viewers can benefit from itin-
erary suggestions and choices
covered in the show.”

Mohan points out that
the company’s innovative
product offerings, superlative
marketing campaigns on so-
cial media, seamless service
delivery, and excellent rela-
tions with trade associates can
be counted as some of the
major achievements. &
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Sterling goes In for @ makeover

Having unveiled its new brand identity, Sterling Holidays is looking at expansion through management
contracts. Ramesh Ramanathan, MD, Sterling Holidays, reveals the plan ahead.

we are selling to everybody and
have people come for two-three
nights because we have built
inventory like that. The experi-
ence and discoveries that we
have are for everybody now.

*TT Bureau

How has the holiday

industry transformed
over the years?

The holiday landscape has
changed tremendously, espe-
cially with low cost airlines and

What does the new

based on what we want
to do. It is very contempo-
rary. It is for those who are
young and those who
are young at heart.
Hence, the colours are
different and have a certain
element of intrigue. The idea

What are your expecta-

tions in 2018? What
would be your growth
strategy in this year?

This year, we will be
looking at the management
contract route, because with
that option we can grow

develop, but the idea is
to do it with management
contract. We will also add
around 400 rooms, and
the overall idea is to add
around 20-25 destinations
over the next four-five years,
which should double the

How is your partnership
Qwith MakeMyTrip?

MakeMyTrip  has  sup-
ported us and we continued to
grow with them. Today, we
are offering one of the larg-
est leisure room nights to
them. Across all the OTAs, we

new routes on offer. We have
also changed with time. Ear-
lier we used to look for regular
holiday locations such as Qoty,
Shimla or Darjeeling. We then
realised that people don’t mind
driving for an hour and a half
for a quick getaway, and thus
we moved there as well. So,
everything from location, na-
ture of hotels, type of holidays
as well as duration of vaca-
tions have changed.

.
Ramesh Ramanathan
MD, Sterling Holidays

£ £ The brand has
evolved based on
what we want to do.
It is very contempo-
rary. Itis for those
who are young and
those who are
young at heart§y

How has 2017 fared

for you?

It has been good as it was
the first full year when we fin-
ished all our refurbishments.
From  April-June,  across
our 2200 rooms, we did al-
most 82 per cent occupancy
with almost 35 per cent
increase in ARRs.

You now follow an

open-to-all chain form of
membership model. What
brought about the change?

We have always been
giving our members holiday
experiences, but we were only
having members and were sell-
ing memberships. It was a va-
cation ownership model. Now

number of rooms from the
current 2200.

to deliver discoveries which
intrigue travellers.

branding entail?
The brand has evolved

NV

INTeRGLOBE

...... T

faster. We already own a
lot of land, which we will

do 20-25 per cent of our
overall business.
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Offer your customers a world of travel choice

An ultimate travel technology that helps you sell more travel with
various available options to offer on its platform, works faster and
empowers you with efficient tools and features for better productivity
and customer experience.

With Travelport Smartpoint (Galileo) sell more:
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« Hotel & Car content

« Cruise & Rail options
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C&K’s ‘Grand Celebration Offer’

Cox & Kings has launched a series of year-long events and offers
curated for clients to mark its 260" anniversary in the travel business.
The company recently hosted a glitzy evening to thank partners.

+TT Bureau

he event was graced by

KJ Alphons, Minister of State
(I/C) for Tourism amongst many
other key stakeholders and
who’s who of the travel and hos-
pitality fraternity. Alphons com-
mented, “Cox & Kings has done

The show was nstrurm-antal
in bringing us together, ltis a
unigque evenl that is
educafive, network-onented
and a platform o exhibit all
products.

Vinod Bhandari*
Wedding Xtraordinaire

Travel

WEDDING SHOW

July 7-8, 2018 (Sat - Sun)
Jaipur Marriott Hotel

an amazing job for the country
by bringing international guests
into India and taking Indians to
destinations across the globe.”

Under the ‘260" Grand Cel-
gbration Offer’, customers can
book any Duniya Dekho, Gaurav
Yatra, Aamhi Travelkar, Instant

Holidays tours, enter exciting
contests and win 260 free holi-
days to Dubai, Thailand, Oman;
Optional tours, 260 gift vouchers
of ~26,000 and ~5,000 each.

Anthony B M Good, Glo-
bal Chairman, Cox & Kings, at-
tributes the success of the com-

This is our second time at
the show and the format of
the show in paricular is s
highlight. Well-timed
meetings aliow us 1o interact
with every axhibitor without
missing anyone.

Rajeev Jain®
Rashi Entertainment

This show acls as a bridge
belween the wedding,
travel, and hospitality
industries. | feel this is the
only show that has adopled
the forrmat of offering one-lo-
one interactons

Serrao Francis Socorro®
Gross Craft

. b

pany to its foresight to changing
trends, He said, "Progress only
comes to those who keep their
eyes and ears open and | hope
we'd never be accused of not lis-
tening to the market feedback.”

With a legacy dating back
to 1758, when Cox & Kings was

appointed as general agents to
the regiment of Foot Guard in
India, Peter Kerkar, Group CEQ,
Cox & Kings believes the com-
pany has shared not only the

el

It l=.an important piatform for
us to meat key players in the
industry, and leam aboult
new products, destinations,
deals, and packages
Enthusiasm amongst
participants is encowraging.

Santosh Kumar Chundury *
Kakatiya Events

\

To register, please contact:

sarika@ddppl.com, +91 98101 91852
punam. singh@gmail.com, +91 98111 58785

Are you looking to attract more clients with bespoke offerings that few offer? Differentiate yourself and build a
stronger network through relevant interactions at Travel Wedding Show.
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nation’s history but also world
history, making it relevant even
today. “One of the significant
milestones was when we went
public. It was ironic that the An-
glo-Indian company became an
Indo-British company because
we did a reverse merger, taking
over our parent company. An-
other major milestone was when
we did a 780 million buyout of
a London FTSE 250 compa-
ny— Holiday Break which was
the market leader in education,
camping and long-haul tours. It
gave us a global scale in terms
of operation,” added Kerkar.

Commenting on  future
trends, Karan Anand, Head—
Relationships, Cox & Kings,
sees demonetisation and GST
as major economic changes
in India. “This has resulted in
more compliance among busi-
nesses. In travel, the immediate
impact is the shift of business
from the disorganised sector to
the organised sector. Small fam-
ily running businesses will also
do well if they concentrate on

k£ Progress only
comes to those who
keep their eyes and
ears openand |
hope we would
never he accused of
not listening to the
market feedback 3y

Anthony B M Good

segmentation. Technology com-
panies are going to continue to
disrupt but the hybrid model of
marrying the offline with online
is relevant today especially for
complex packages.”

Kerkar opines that the
travel agents need to skill them-
selves in terms of destination
knowledge. Once they become
destination experts, clients will
pay for their expertise and not
the commoditised products like
hotels and airlines. He further
adds, “Our franchise partners
are critical to growth. Our fu-
ture investments will be putting
in lot of money in marketing
and driving clients to the
franchise partners.” &
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Kempinski partners with Nijnawan

Kempinski Hotels recently conducted its roadshow in New Delhi, where Theo Ocks, Vice President—Sales,
Kempinski Hotels, spoke about India as a potential market and the group’s strategies towards the trade.

ﬁAnupriya Bishnoi

What was the agenda

for the roadshow?
How beneficial was it for
the group?

This is the first time we
have come to India. We have
a presence of 12 hotels in the
roadshow and 14 representa-
tions. The agenda is to meet
with the key leadership of
travel agencies and tour opera-
tors, and to talk about Kempin-
ski and understand the needs
of Indian travellers, as well as
determing what exactly their
expectations are from us in
terms of services in our hotels,
popular locations, and how we
can best serve them.

see a Kempinski?

We would love to get a
new Kempinski in India. We
used to have a partnership with
Leela which, unfortunately, we
don’t have anymore. That said,

QWhen exactly will India

we are fully committed to the
Indian market and | feel it would
be fantastic to have properties
here. Our development team
is pursuing leads in the Indian
market, especially in Mumbai,
Delhi and Bengaluru, but we
would also like to look into sec-
ondary and tertiary cities.

Which are the top

markets for Kempinski
and how important is India
as a market for you?

Globally, our top markets
are the US, UK, and Germany,
which is our home market.
China is coming up very fast for

us. We have a large number of
hotels in China, about 25 hotels,
not only in primary and second-
ary cities but also in tertiary
ones. In China, we have a good
presence. India, at the moment,
is still a very modest market for
us. We see several hotels be-
ing a great success in hosting

Indian weddings, like Giragan
Palace in Istanbul and Emir-
ates Palace in Abu Dhabi. We
would like to see more of that.
We have an amazing hotel in
Venice, which is a great venue
for weddings and where you
can rent out the entire island. It

is also good for honeymooners
who are looking for spending
some time in Venice.

How supportive are

travel agents in the
Indian market and what
are your strategies
towards the trade?

We have good support
from India, but you really have to
be inthe market for visibility. This
is why we have partnered with
the Nijhawan Group. We looked
into the market for partnership
and to us, Nijhawan Group came
out to be one of the top repre-

sentation groups. During our
roadshow in Delhi, Bengaluru
and Mumbai, we will constantly
be talking to agents to make sure
their needs are met and that they
get answers and quotations
quickly to close business deals.

According to you,

what makes the Indian
market different?

The Indian market is
unique. One of the reasons
we are here is so that we can
get in-depth knowledge of the
market. Our general manag-
ers should observe and learn

about unique requirements of
Indians- what is it that they
need when they are in a hotel.
For instance, we need to make
sure that we have proper Indian
food. In several of our hotels,
we also have Indian chefs.

Globally, where would

you place the Indian
hospitality market?

| think India is just
nudging towards our top 10
markets, but we think there is
more volume to grow; there
is a lot of potential for us to
grow in this market. &

Be Happy - Be Profitable

Everybody has global content...
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with innovative solutions?
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Ynd|a puts up an Incredible show

The India pavilion put up a great show at ITB Berlin and also had more than one reason to cheer for at the event. India’s
big win as the 'Best Exhibitor' at ITB Berlin was strongly applauded. Another feather on the cap was that the short
film - Yogi of the Racetrack - presented by the Ministry of Tourism at ITB, received 3.2 million hits in 60 hours.
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Contd. on page 16 »
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2.6m Indians visit UAE In 2017

The United Arab Emirates recently conducted a
three-city roadshow in India with a plan to surpass
the three million tourist arrival mark from India.

+Haze| Jain

he National Council of Tour-

ism & Antiquities, United
Arab Emirates, recently organ-
ised a three-city roadshow in
India under the theme ‘Visit
UAE" starting in Bengaluru,
moving on to Ahmedabad and
concluding in Mumbai. The
UAE delegation included local
tourism  authorities, national
airlines, prominent DMCs, tour-
ist attractions, hotels and the
Dubai Police.

HE Dr Ahmed Al Banna,
UAE Ambassador to India, said,
“Tourism is an important sec-
tor for us. It contributes about
18 per cent to our GDP and we
want to increase this percent-
age. More than 55 per cent of
Indian travellers are travelling
outside India transit through
UAE, whether it is Abu Dhabi
or Dubai or Sharjah. We are
therefore trying to add more
air capacity between India and
the UAE and look forward to an
Open Sky policy between the
two countries.”

‘Indlia is a big
market for UAE’

Omar Bani Hamour, Mar-
keting & Exhibitions Co-
ordinator, Fujairah Tourism
& Antiquities Authority, Gov-
ernment of Fujairah, United
Arab Emirates, who was part
of delegation said that India

is one of the biggest interna-
tional markets in the world
for not just the emirate but
the entire UAE. “We want to
increase the numbers of In-
dian arrivals further. We are
still new to this market but
the visits have showed that
the numbers from India have
been increasing. We will
come to India every year to
push our products. We also
have a plan to open a rep-
resentative office in India.”
Fujairah has 38 hotels with a
total of 3,000 rooms which
will go up with new projects
in the pipeline.

According to UAE’s tour-
ism department, the number
of visitors from India in-
creased from 2.3 million visi-
tors in 2016 to approximately
2.6 million in 2017, indicating
a growth rate of up to 12.8
per cent. Saleh Mohamed
Al Geziry, Director General,
Department of Tourism De-

more than 2.6 million tourists
from India in 2017, a 13 per
cent growth from the previous
year. We want to increase this
percentage further.” Tourists
and visitors from India repre-
sent 10 per cent of the total
number of visitors to the UAE
recorded in 2016, which
reached 24.9 million. Both
countries are linked via 1,065
flights per week. &

15t ever Telangana Tourism Conclave

m The Federation of Telangana
Andhra Pradesh Chamber of
Commerce (FTAPCC) in asso-
ciation with Global Panorama
Showcase (GPS) is poised
to host the first-ever Telan-
gana Tourism Conclave from
June 28-30 at Hotel Marriott.
FTAPCCI has selected Valmiki
Hari Kishan to run the show
under his dynamic leader-
ship by forming the Managing
Committee for the Conclave
2018 supported by Depart-
ment of Tourism, Government
of Telangana. The mega tour-
ism conclave will be a B2B
set-up with an area of 6000 sq

ft, offering an opportunity to
the attendees to network and
transact business. Post show
tours will also be conducted
for the hosted buyers. Kishan
says, “The local travel agents
from Tier-Il and Tier-lll cities,
which have very high tour-
ism potential, are not much
exposed to big travel trade
fairs. We, therefore decided to
showcase Telangana with this
conclave. Harmandeep Sing
Anand, MD, GPS is working
hard to educate travel agents
to excel in trade and is keen to
promote smaller Indian cities
by running GPS roadshows

4

Telangana Tourism Conclave

Valmiki Hari Kishan
Chairman

and educational seminars.”
Kishan further informs that
Andhra Pradesh Tourism Con-
clave is in the pipeline in 2018
and will be hosted at Vishaka-
patnam.

velopment, Government of
Ajman, said, “UAE received

—_—— —
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Travel Accounting Software
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HOTELS
Home away from home

Situated at the heart of Rome, Villa Spalleti Trivelli,
is a 19™ century private property offering the space
and peace of a countryside luxury villa, reveals
owner Andrea Spalletti Trivelli.

ﬁTT Bureau

ternative to the five-stars, not a
five-star, but on the same level

Andrea Spalletti Trivelli re-
veals that the hotel, which
largely caters to leisure travel-
lers, is also a part of Small
Luxury Hotels of the World. Built
in 1901, the property is Trivelli's
family’s villa. “It has been a ho-
tel for the last 10 years and we

of service,” he says.

Trivelli feels that India is
a potential market. He shares,
“The India market had agents
with clients that were happy to
experiment with boutique ho-
tels. They would go past the

£ £ India was one of the markets | wanted
to target. Not only is it a big market with
lots of opportunities, but also one which
travels frequently to Italy 39

have tried to keep it as a private
house, leaving everything as it
was—the furniture, the art col-
lection, to take guests through a
journey in time. We try to bring
them back to 120 years ago, to
the kind of hospitality my great
great grandmother would have
extended to her guests. We
want guests to experience the
kind of modern hotel comforts
including free Wi-Fi, minibars,
wellness centre, rooftop, hot
tubs, etc. We want to be an al-

regular hotel chains. Not only
is India a big market with op-
portunities, but also one which
travels frequently to ltaly.”

Two years ago, the India
market contributed to only 2
per cent of the hotel's busi-
ness, and now it is up to 4 or
5 per cent. India is the most
important market in Asia for the
hotel with Australia being sec-
ond market worldwide. “India
among the new markets is way

Andrea Spalletti Trivelli
Owner
Villa Spalleti Trivelli

above China and they are very
well travelled. They appreciate
being in a 14-room hotel, where
the service is at the same level
as the chain hotel but way more
personal,” he says.

In India, they will be target-
ing for small celebrations and
family group travel. “The villa
works well for exclusive use,
like weddings, multi-generation
celebrations, which comes
from UK, US and Australia. We
want to start pushing that into
India,” Trivelli claims. 4~
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Family travel on Sharjah’s radar

In 2017, Sharjah recorded nearly 138,000 Indian overnights. While family travel is one of the most important
segments for this emirate, Sharjah is targeting the growing potential of Indian outbound, and seeking new

segments and cities in India to market the destination.

9Ankita Saxena

ccording to Khalid Jasim Al

Midfa, Chairman, Sharjah
Commerce and Tourism Devel-
opment Authority, Government
of Sharjah, it is difficult to esti-
mate the exact number of Indian
tourist arrivals into Sharjah. He
says, “UAE is a large country
and there are no borders be-
tween the emirates. The visi-
tors can drive from Abu Dhabi,
Dubai or Ras Al Khaimah to

Khalid Jasim Al Midfa
Chairman, Sharjah Commerce and
Tourism Development Authority,
Government of Sharjah

&€ A notable trend
about family travel
from India is the
demand for edutain-
ment. Indian fami-
lies educate their
children while on a
holiday, and Shar-
jahis well equipped
for the same 9y

Sharjah. However, we calculate
the number of guests based on
hotel reservations. In 2017, as
many as 138,000 Indian guests
stayed at various hotels in Shar-
jah and if this number is multi-
plied by a factor of 2.3, which is
the average duration of stay of
an Indian visitor in Sharjah then
we can estimate that in 2017,
Sharjah recorded as many as
317,400 Indian tourists.”

Midfa believes that the
Indian market is huge and also
very competitive. The emirate is
trying to showcase the destina-
tion and its identity in the Indian
market while informing custom-
ers about various activities and
experiences they can enjoy at
the destination. He points out
that family travel is a major seg-
ment from India to Sharjah but

the destination offers a variety
of products for other segments
too like leisure, solo travellers,
etc. He says, “A notable trend
about family travel from India
is the demand for edutain-
ment. The Indian families hope
to educate their children while
on a holiday, and Sharjah is

well equipped for the same as
all the educational facilities and
museums are suited for this
segment. Festivals are also an
important attraction in Shar-
jah. Light festival is an anchor
gvent which showcases the
destination and its products
along with an opportunity to

exchange knowledge and ideas
across segments.”

In an effort to tap the po-
tential of the Indian outbound
market, Sharjah’s local rep-
resentative  office, Outbound
Konnections, is responsible for
closely monitoring the market

in terms of new segments, well
performing cities and other mar-
ket trends. Midfa further adds,
“The United Arab Emirates and
India have shared a very close
relationship for centuries now in
terms of trade, commerce, cul-
ture and tourism as well and the
two nationals are not strangers.

However, there is scope for
further development of theses
relations. The UAE now offers
a visa on arrival facility to Indian
nationals who hold a UK, US or
Schengen visa which is an im-
portant step forward in enhanc-
ing the experience of Indians
visiting the country.” &
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Providing a glimpse into the
rich history spanning several
dynasties, Henan province
in China is replete with
cultural relics, traditions

and historic sites.

hina is synonymous with the

multitude of Bruce Lee and
Jackie Chan movies that showcased
Shaolin or Kung Fu. But ever won-
dered where in China did these mar-
tial arts originate? Henan province is
considered as the cradle of Chinese
civilisation due to its location on the
Yellow River. Home to five UNESCO
World Heritage Sites, China's long
history and rich culture have be-
stowed the region with an array of
world-renowned historic and cultural
tourist attractions. Here are four key
places to visit in Henan:

Shaolin Temple: Yes, the original
Shaolin Temple is the pilgrimage
site for martial art clubs across the
globe. Located in Dengfeng, the
temple is listed as a UNESCO World
Heritage Site as part of the Historic
Monuments of Dengfeng. The Shao-
lin Kung Fu performance at the tem-
ple is definitely on the must-do list.

Longmen Grottoes: Listed as a
UNESCO world heritage site, these are
one of the finest examples of Chinese
Buddhist art. The extraordinary stone
carvings were made over a thousand
years ago. Located along the Yi River,
the Longmen Grottogs comprise more
than 2,300 caves and niches carved
into the steep limestone cliffs over a 1
km long stretch.

Yuntaishan Geopark: As a true-blue
heaven for nature lovers and pho-

! 3
b

tographers, the park offers some of
the most unique landscapes, ranging
from cascading waterfalls, dramatic
rocks and mountains, lakes and
gorges. You can spend an entire day
at the park exploring its wonders.
One of the favourite spots is the Red
Stone Valley, famous for the cascad-
ing waterfalls that freeze in winter.

White Horse Temple: This temple
in Luoyang boasts of great antique
architecture  which has remained
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intact for over 1,900 years. The site
embodies profound influence of cul-
tures between India and China. The
Indian-style Buddhist Hall of the tem-
ple was inaugurated by former Indian
President Pratibha Patil.

A key attraction located close
to Henan is the world famous ‘Ter-
racota Warriors’ in the ancient city of
Xi'an. Located less than two hours
from Louyang by train, the Terracotta
Army is surely a sight of delight!

Advertorial



24 TRAVTALK™ APRIL 15" FORTNIGHT ISSUE 2018

AGENTS

La Vallee Village showcases offerings to trade

La Vallee Village in as-
sociation with  Atout
France organised a
tete-a-tete with trade
at Luxury Lifestyle
Weekend in Mumbai
recently. Some of the
key attendees grac-
ing the occasion were
Emmanuel  Suissa,
Director of Tour-
ism Marketing—
Valug Retail, La
Vallee Village and
Patrick  Allais,
Business Devel-
opment Manager,
La Vallée Village.
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n 2017, Aamantaran Travel re-
corded a fair share of growth
, keeping in mind that the com-
pany is relatively young in
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Technology drive
at Aamantran

Aamantran  Travel
itself with technological driven
operations to offer higher quality of
service in real time to its partners.

IS arming

the market, informs Deepak
Bhatnagar, Managing Director,
Aamantaran Travel. He feels
that the last season of inbound
travel was challenging yet good
for the company.

Bhatnagar opines, “In
the recent past, we have ex-
perienced that getting new
business to India has become
more difficult due to various
reasons. In an effort to ease
out the processes, we would

Deepak Bhatnagar
Managing Director
Aamantaran Travel

1

b

like to work along with the
travel trade fraternity as well
as with the Ministry of Tourism
to increase the market size of
inbound business to India for
all stakeholders.”

QOutlining plans in the
pipeline for the coming year,
Bhatnagar informs that the
company is trying to con-
solidate its position in markets
where it already has a strong
presence and at the same time
is seeking out newer markets
and business opportunities to
fuel growth. In terms of new
strategies, Bhatnagar says,
“We are using technology to
drive 100 per cent of our oper-
ations which ensures that our
partners and clients get high
quality services in real time. In
today's business environment,
one must continue to innovate
to stay relevant.” &
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Training young SITE aspirants

The SITE India Young Leaders programme in India
was unveiled at the Young Leader Coffee Meet Up at

Ethiopian Cultural Centre, New Delhi.

ﬁTT Bureau

eaders  from  different

quarters of the travel and
hospitality industry were in
attendance at the Young Lead-
ers  programme.  Providing
opportunities for prospective
leaders below the age of 35,
the event helps connect with
2,000 members of SITE spread
across 88 countries. Speaking
at the event, Nitin Sachdeva,
Co-Chair for Global Young
Leader programme of SITE,
said, “This programme builds
the next generation of incen-
tive travel leaders by providing
education and networking op-
portunities appealing directly
to younger generations. The
mission is to focus on bridging
the gap between generations
and creating a strong group of
individuals who will become
SITE leaders.”

Programme
that connects

Sachdeva added, “Every
chapter has a mandate to cre-
ate a SITE Young Leaders

programme to get the next
generation into incentive travel
and carry the flag in the future.
It helps you grow your connec-
tions. Anyone who enters the
field needs exposure to what's

Nitin Sachdeva
Co-Chair for Global Young Leader
programme of SITE

happening around. It's the
perfect platform for people who
want to enter the incentives in-
dustry. There is also a separate
young leaders conference which
speaks of how this programme
is of great importance to
SITE global. The cost of the
membership of regular mem-

bers of SITE above the age of
35 is $445 and $200 for young
leaders annually. We are look-
ing for best practices among
mature chapters of young lead-
ers like Southern California,
Great Britain, Ireland, among
others to grow.”

Objectives

Talking about his objec-
tives in the new position,
Sachdeva said, “The key ob-
jective is to really have a com-
mittee constituted here, create
networking and  education
events, and to have it become
sustainable. Someone has to
be developed and that's my
main aim. Gurrently, we have
three persons and | would
want at least 20 people to
come on board.”

“We want to develop this
programme for the coming
generation. We plan to do three
more Coffee Meet Ups - one
in each quarter. We have the
committee in place and we
will do more in due course,”
he concluded. &

Spain eyes MICE from India

Spain tourism recorded 40 per cent growth in
Indian arrivals in 2017. The destination has come
up with a slew of new products for Indians.

ﬁTT Bureau

he year 2017 was an ex-

tremely  successful  one
for Spanish tourism as the
destination recorded a growth
of nearly 40 percent in Indian
arrivals to Spain, informs Igna-
cio Ducasse Gutiérrez, Direc-
tor—Tourism Office of Spain,
Mumbai. He says, “Though we
have figures only from January
to November 2017, but given
the trend, the total increase
would amount to the above.
This is the highest growth we
have recorded as compared
to the last few years. As we
are noticing an increasing de-
mand for the destination in
the Indian market, we hope to
have a spectacular growth in
2018 as well.”

According to Gutiérrez,
MICE is a very important seg-
ment for Spain tourism and
the market from India is a very
dynamic one. He also believes
that the Indian travellers have
become more sophisticated
and are seeking specialised

Ignacio Ducasse Gutiérrez
Director—Tourism Office of Spain,
Mumbai

products like gastronomy, wine
tours, cultural tours, active
sports, all of which Spain has

in Spain and are encourag-
ing more wedding planners to
come to the destination. We
also offer luxury products, cater
to solo women travellers, ac-
tive holidays and gastronomy
as an essential part of travel to
Spain,” he adds.

This year’s promational
plan for the destination is to
visit around 10 cities in the
Tier-ll and Tier-lll market in
India like Nagpur, Jaipur, Luc-
know among many others. Gu-
tiérrez further points out, “We
intend to take travel agents on
a Fam trip to Spain while con-

£ € We have had some Indian weddings in
Spain and are encouraging more wedding
planners to visit the destination §9y

in plenty. “We have group travel
demand almost every week.
We calculate that almost 30
percent of the total visits to
Spain from India are from the
MICE segment. We have also
had some Indian weddings

ducting workshops in cities like
Madrid, Malaga and Valencia.
We are introducing newer des-
tinations in Spain like Bilbao,
Santiago de Compostela, San
Sebastian, Balearic Islands,
Ibiza for MiCE." &

Members' concerns at the fore

The recent luncheon meeting of Indian Association of Tour Operators (IATO) saw full attendance by members and
representation from the Ministry of Tourism, Government of India. Meenakshi Sharma, Additional Director General,
MOT and Ashima Mehrotra, Director, MOT, addressed the members and responded to their queries.
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Outbound shows promising growtn

With newer destinations on travellers' radar and increased connectivity, the outbound season for travel
shines bright. India Travel Award winners share their observations on key industry components.

ﬁTT Bureau

» Most Promising Airline—International - Kuwait Airways

Growth in network with increased inventory

Having received a total of 1.3 million passengers in 2017, Kuwait Airways expects to exceed the 4.5 million mark in 2018,
i informs Shorouk Al-Awadi, Director of Strategic Network Planning, Kuwait Airways. “During 2017, the airline received 10
¢ B777-300ER aircraft with brand new technology. We are planning to induct new Airbus - A320, A321 and A350 air- L
¢ craft within the next five years to enhance the schedule with more profitable routes and destinations;” says Al-Awadi. . . .

i She also reveals that Kuwait Airways has an Amadeus Booking Engine System integrated with all departments and “ We are planning to induct new Airbus - A320, A321

: systems to facilitate its reservation mechanism with new tools and methods for the Holidays and Oasis departments. Bl RARISIRETI(W AT IR R DRI A IR ONEl A HeR 1

freesesreesaesonnessessontessessontesssesennessssssnsssstsenatssntessatssnteesattentesnettentes et tentes et tentenetsennessstasnatsettenateeteesatesetessaessntessaessnnessassennassassane SCthUle Wlth more profltable routes and destlnatlons ,,

» Best Adventure Destination — South African Tourism

More destinations for travellers in 2018

South Aftican Tourism India Office is focused on trade and consumer initiatives aligned towards driving awareness and demand
o . : _ for adventure and wildlife offerings in 2018, reveals Alpa Jani, Acting Hub Head MEISEA, South African Tourism India Office.
4 == 3 - “One of the focus areas is to go beyond Cape Town, Durban and Johannesburg to create awareness about new desti-
“ . nations such as Oudtshoorn, Knysna, Plettenberg Bay, Port Elizabeth, Drakensberg region and the Panorama Route,’
P One of the focus areas is to go beyond Cape Town, explains Jani. She believes that today’s travellers are tech-savvy and indulge in more adventurous trips. “We are one of the
Durban and Jphannesburg to create awareness about very few international tourism boards in India to have a stand-alone digital presence in the market? she adds.
. new destinations ,, ..... — SOOI SO

» Best Foreign Exchange Company — CentrumDirect
- Travel bookings pick up pace; show signs of growth

Shiram Rajmohan, CEO and MD, CentrumDirect, is hopeful of the current seaon for travel, expecting a cent percent
i growth in business given the slow performace of the previous season. Rajmohan points out that though the current season ] .
¢ fortravel had started on a slower note due to external actors, the booking trend has grown steadily after January 15. o F | o el
¢ Pointing out a changing trends in business operation, he adds, “Whoever is able to respond to the customer quickly “ . . .

i and efficiently end up taking away a major pie of the business. Technology plays a vital role in the travel industry. We TeChmlogy D|ayS a vital role in th_e traVE_| mt_iustry.
i cannot expand our network and distribution in today’s world without technology.’ We cannot expand our network and distribution in
RIS ESSSSSEIIN | SEUSSSS | today’s world without technology ,,

» Best Visa Facilitation Company — Udaan India

VOA eases the process of last minute bookings

With more and more countries offering visa-free entry and visa-on-arrival to Indians, an increased number of last minute travellers
can now choose destinations without any hassle, believes Rajan Dua, Managing Director and Co-founder, Udaan India. According
to Dua, social media has been identified as one of the important competitive tools in terms of tourism and hospitality marketing.
"Companies have begun integrating social media with other channels to deliver proactive customer service in order to be suc-

“ Companies have begun integrating ool NN BRI cessfulinthis area,” he says. The company has also launched its new venture, ‘Study with Udaan' which is envisioned to men-
other channels to deliver proactive customer service in tor aspiring Indian students towards enriching study programmes being offered in colleges and universities across the globe.

Order to be SUCCGSSfUl |n th|S area ,, B e iiiiiiiieiceioioeioeioe oottt toe oottt et et e e maa e meamsamaame e mnannenaannann

» Best National Tourism Office — Department of Tourism Philippines

Philippines eyes Tier-1I cities to fuel growth

The Department of Tourism Philippines is planning to strengthen its ties with the trade partners. Elaborating
on the same, Seema Datt, Account Director - Philippines, Buzz Travel Marketing India says, “We are geared to lever-
age all our marketing and promotional efforts to strengthen our bond with key outbound partners from all over India,
especially from the Tier-Il cities. Our focus would be to maintain the momentum which will lead us to take Indian
outbound arrivals to the Philippines to new records.” She further points out that MiCE is one of the strongest “ Our focus would be to maintain the momentum
travel segments from India followed by leisure and families. which will lead us to take Indian outbound arrivals to

.................................................................................................................................................................................... the Phlllpplnes tO neW records ,,
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Palestine targets India market

An unlikely entrant into India, Palestine is keen on creating a suitable strategy for the market to
promote not just the Holy Land, but also attract travellers to leisure and cultural attractions.

4Haze| Jain

he presence of the State

of Palestine at a travel
exhibition in  Mumbai re-
cently attracted a lot of inter-
est, and rightly so. This was
the first time that Ministry of
Tourism & Antiquities of the
State of Palestine was mak-
ing its presence in India.
Majed Ishaq, Marketing De-
partment, Ministry of Tour-
ism & Antiquities, State of
Palestine, who was leading

Majed Ishaq
Marketing Department
Ministry of Tourism & Antiquities

£ £ This is the first time we have show-
cased in India as a tourist destination. The
numbers from India are increasing very
rapidly and this has prompted us to visit
India and talk to the trade here 3y

the Palestinian delegation,
confirmed this. “This is the
first time we have show-
cased in India as a tourist
destination. The numbers
from India are increasing

very rapidly and this has
prompted us to visit India and
talk to the trade here,” he said.

In 2017, India ranked
number four for Palesting in

terms of tourist arrivals among
the international markets and
number four in terms of over-
nights in hotels in Palestine,
Ishaq revealed. “Last year, we
had more than 70,000 Indians
visiting us with about 65,000
overnights. That is why we
have decided to come here and
tap this market. After this, we
will think about our strategy for
India. So next year, you will see
that Palesting has a stronger
presence in India with a bigger
delegation,” he added.

Palestine wants to promote
both pilgrim and leisure tourism
in India, among which the Holy
Land tours stand out for hoth
pilgrim and culture tourism.
MICE is also one of the prod-
ucts Palestine will promote.
Ishaq brought to notice the
Convention Palace Company
in Bethlehem, one of the prime
venues for MICE in Palestine.
“The main auditorium can ac-
commodate more than 2,000
pax at one time. We also have
star hotels that are ready for

MICE. | met many travel agents
and key tour operators in Mum-
bai who showed a lot of inter-
est. Palestine may be one of
the new destinations that Indian
travellers would want to ex-
plore. Moreover, we have Indian
as well as vegetarian food avail-
able at most hotels that work
with Indian clients,” he adds.

Ishaq and his team will
return to India with a strat-
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egy for the India market
soon. He says, “We don't
have direct air connectivity
as we are still occupied by
Israel. So tourists can ar-
rive via Tel Aviv or Jordan.
The best months for Indian
travellers are June to July
when the weather is good
and the rates attractive. We
want Indians to know that the
Holy Land is not just Israel,
but also Palestine and we

PP

have agents who can or-
ganise the entire Holy Land
tour. I hope the Indian agents
will work with us and show
solidarity towards us.”

MICE Crowd

4 The Convention Palace
Company in Bethlehem is
one of the prime venues for
MiCE in Palestine

Kempisnki's offerings for trade

Kempinski organised a three-city roadshow in India in Delhi, Bengaluru and Mumbai. The Delhi roadshow was conducted
at The Imperial recently. This is the first time that Kempinski Hotels has come to India with such a large group of hotels. The
agenda was to meet the key leadership of travel agencies, wholesalers and tour operators in the market, and understand
their requirements in terms of both services and locations.
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HRANI focuses on

The Hotel and Restaurant Association of Northern India (HRANI)
held its conclave recently at The Imperial, New Delhi.

ﬁTT Bureau

he Hotel and Restaurant
Association of Northern
India (HRANI) held its conclave
on ‘Synergising Food Safety
Standards & Regulation in

Hospitality Industry’, recently
in association with Food Safety
and Standards Authority of
India (FSSAI). Speaking at the
press conference, Pawan Ag-
garwal, CEQ, FSSAI said, “We
have moved a long way since
last year in building trust with
the food businesses. With our
focus on trainings, 16-18000
people have been trained and
about 850 training sessions
have been held. Our focus re-
mains on preventive safety.”

As per the order dated,
October 6, 2017 by FSSAI, it
is now mandatory for all food
businesses  having  Central
License or State License to
have at least one trained and
certified Food Safety Supervi-

sor for every for every 25 food
handlers or part thererof on
all their premises.

On the upcoming projects
he said, “In a few months, we
will be launching a new gen-
eration of IT platform, Food
Safety Compliance  System
(FSCS), which will provide a
history sheet of food permis-
sions and their compliances.
We are also trying to establish
“clean street food hubs”, by

specially demarcating areas
for street food.”

Applauding  Aggarwal’s
efforts in addressing con-
cerns of hoteliers, Sanjay
Sood, President, HRANI said,

“We are indebted to the CEO
for his deep understanding of
our concerns which include
making license for lifetime,
recommendation for penalty
reduction, recognising labs
as FSSAI notified, acceptance
of self-audit by enforcement,
and most importantly our
representation in the National
Advisory Committee. HRANI
is privileged to serve as a vi-
brant interface between FSSAI
and industry and We assure

oy

FSSAI of our full cooperation
to ensure safe and nutritious
food for the nation.”

Post the inauguration,
plenary sessions were held
on 'Simplification of Food

Safety Regulations for ease
of doing business’ and 'Save
Food Share Food Share Joy
nitiative'. An awards cer-
emony was also held to
felicitate  HRANI ~ member
units for implementation of
Food Safety Training and
Certification(FoSTaC).  The
event was well attended, with
much networking and activ-
ity during the Q&A sessions.
About 150 members were
present for the same.4»

Vivaan hosts members of ADTOI

The management of The Vivaan Hotel & Resorts, Karnal on NH-1 recently arranged for a Fam trip for the members of Association of Domestic
Tour Operators of India (ADTOI) to see the property and experience its hospitality. About 30 ADTOI members were received
by Yogesh Gupta, Managing Director of the hotel, who took them on a property tour.

APRIL 2018
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HICSA Mumbai 4-5
AITF Baka, Azerhaijan  5-7
Travel Luxury Show Jaipur 7-8
Kailash Shankhala Memorial Lecture Delhi 11
SITT Novosibirsk, Russia  12-14
COTTM™ Beijing, China 16-18
[LTM Africa Cape Town, 15-17
South Africa
Australian Tourism Exchange (ATE) Adelaide, Australia ~ 15-19
Digital Travel Summit Singapore 17-19
WTTC Global Summit Buenos Aires, 18-19
Argentina
KITF Almaty, Kazakhstan 18-20
ILTM Arabia Dubai 22-23
Great Indian Travel Bazaar (GITB) Jaipur 22-24
Arabian Travel Mart Dubai 22-25
Shirui Lily Festival Ukhrul, Manipur 24-28
Amazing Thailand Wedding Roadshow ~ Mumbai 27
MAY 2018
Annual Meetings & Events Industry Adelaide, Australia  6-8
Conference
Germany Travel Mart (GTM) Dresden, Germany  6-8
TRENZ Dunedin, NZ 7-10
INDABA Durban 8-10
South Africa
|LTM Latin America Sao Paulo, Brazil 811
Indian Exhibition Industry Association ~ Hyderabad 9-11
(IETA) Seminar
South India Travel Awards Bengaluru 14
IMEX Frankfurt, Germany 1517
[TB China Shanghai, China ~ 16-18
PATA Annual Summit 2018 Gangnueng, Korea  17-20
ILTM Asia Pacific Singapore 21-24
JUNE 2018
IATA AGM 2018 Sydney, Australia ~ 3-5
International Travel Roadshow (ITR) ~ Delhi 12
International Travel Roadshow (ITR) ~ Kolkata 13
International Travel Roadshow (ITR) ~ Pune 15
BITE Beijing, China 15-17
International Travel Roadshow (ITR) ~ Hyderabad 16
International Travel Roadshow (ITR) ~ Kochi 19
Telangana Tourism Conclave-2018 Hyderabad 28-30
JULY 2018
Hotel Operations Summit India Delhi 2
GPS Ahmedabad 5-7
TTF Kolkata 6-8
Travel Wedding Show Jaipur 7-8
Kiwi Link India Mumbai 9-10
Tourism New Zealand Frontline Training  Bengaluru 12
GPS Chandigarh 12-14
Tourism New Zealand Frontling Training  Delhi 13
TTF Hyderabad 13-15
ACTE Global Summit Singapore 17-18
GPS Lucknow 19-21
MICE India & Luxury Travel Congress ~ Mumbai 25-26

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

Now Serving
Mumbai Twice Daily
with the

Ultra-Modern B777

From March 25 to October 26, 2018

Book | Pay | Check-In Online

Ethiopian Airlines
104, Windfall, Sahar Plaza Complex,
Andheri Kurla Road, Andheri (East)
Mumbai - 400059

Ticket Office No: 28395247
MON to FRI: 0900 to 1700 hours

24/7 Toll Free Number :
0008001007947

For any assistance contact
BOM 5ales Office on +91 22 28395468

www.ethiopianairlines.com

.

Best Airline in Africa

Ethiopiarn
LH TSRS

THE NEW SPIRIT OF AFRICA

IANCE MEMBER ¥ »
i AER -

INTRAM

gazelZo

Break free!
Trawel Accounting & Analytics on Cloud

Gazebo - India’s first Cloud hosted Travel
Accounting and Analytics service launched in
2010 is looking for:

® Sales Managers / Executives

Professionals having thorough understanding
of back office working & possessing 6 + years
(34 years for executives) experience in B2B sales.

® lava Developers

3+ years experience in Spring / Hibernate 4 or
Struts 1.x framewarks. Knowledge of SOAP
preferred .

# Support Executives

4+ years experience with deep understanding
of back office processes & possessing excellent
communication skills.

All positions are based in Noida
Send Cv's to hradmin@intramgazebo.com
Ph: 9910506276 www.intramgazebo.com
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HOTELS RESCRTS &
SERVICT APARTMINTI

NewLeaf Hotel

Sr. No. 232/1+2, Plot No. 19, Sakore Nagar,
Viman Nagar, Pune- 411014

Phone : +91-20-41483300 / +91-11-22442200
Owned @ Managed by Jetways Travels Pot. Ltd.

-

,.‘

Manager /
Asst Manager - Sales
Location - Delhi/NCR, Mumbai & Pune
Experience - 5 to 10 years

Ticketing Executive -

International / Domestic
Location - Delhi/fNCR, Mumbai & Pune
Experience - 3 to 7 years

Executive - IBT / OBT
Location - Delhi/NCR & Mumbai
Experience - 3 to 7 years

Branch Manager - Mumbai
Location - Mumbai - Andheri East
Experience - 8 to 12 years

Product Developer - MICE

Location - Delhi
Experience - 5 to 7 years

MEHEQEI' CRM {(Female Candidate)
Location - Delhi
Experience - 5 years

Competencies:-
Excellent communication &
interpersonal skills

Confident, self-motivated with a
strong sense of initiative and
personal leadership

Multitasking & should posses can do
attitude

Adaptable & Innovative

Candidates should have prior
experience in Travel Industry

Salary as per industry standards

Interested candidates, kindly share your
resumes with Job title in subject line at

careers@jetwaystravels.com

STAYING UPDATED HAS NEVER BEEN EASIER

Rreaking

p e[ e} || =]

Tourism Breaking News is India's leading e-news platiorm that covers news across all verticals of the travel and tourism industry in real lime.
Being a part of DOP Publications, this digital initiative offers live updates, valuable insights and opinions from industry leadars that help you stay abreast in business,
E-news is deliverad to over 600,000 industry professionals on a daily basis covering India and South East Asia.

To know more, please subscribe at SUDSCription@ddppl.com




Park Ocean

Experience the difference with every
comfort of teday al Hotel Park Ocean.

www.hotelparkocean.com

Hotel Park Ocean

A-4, Opposite Bhawani
Niketan School, Sikar Road,
Jaipur Rajasthan (India)
T: 0141-2337787
M: +91 9783077755

E: reservation@hotelparkocean.com,

sales@hotelparkocean.com

RUSSTIAAND

'SURROUNDING

( JLHE‘}‘.{H’ L.-.Y':![f_}]ﬁ

(;ma’ni C /crur‘. Py

Office: B-48b, Ist Floor,
Kalkaji, New Delhi-110019, India
Tel: +91-11-41827900/10/20
Email: info@centralasioguidedtours.com

Website: www.centralasiaguidedtouris.com

QPRILVI‘"V:OVRH‘?IGVFVISSVUEV20}87 T,RA,W,ALK 7 3].

AL DU

a boutique hotel

(A Unit of Clark International)

R-57, Greater Kailash, Part-1,
New Delhi-110048 (INDIA)
T: +91-11-48184818
F: +91-11-48184800,

M: +91-9811023375
E: info@theallurehotel.com

www.theallurehotel.com

A Boutique Hotel

@&4{ Qf Zewnational

HEW DELHI

Saraswati Marg, Karol Bagh,
New Delhi-110005 (India)
T: +91-11-4500 5500
F: +91-11+2575 6551
E: info(@hotelclarkindia.com

www.hotelclarkindia.com

24 Hours Reservation:
+91-98110 23375
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MOVEMENTS

Tourism Fiji
Mumbai
Tourism Fiji has appointed Seema Kadam as Country
Manager for India. She will be responsible for Tourism Fiji's
activities across India. Kadam brings with
her an abundance of knowledge of the
travel industry as well as great business
development skills. Having excelled at
other international tourism companies
such as Switzerland Tourism, where
she was Area Manager, Kadam
: is well qualified to lead the
. team in India for Tourism Fiji.
Visitor arrivals from India
have grown by 24 per cent
over the last three years.

Crowne Plaza Chennai Adyar Park

Chennai
Crowne Plaza Chennai Adyar Park has designated Nalin
Mandiratta as General Manager, Crowne Plaza Chennai Adyar
Park. He will also be taking over the role of Area
General Manager, South India. Mandiratta
has over 25 years of experience in
hospitality industry with expertise in
hotel operations and marketing. He
started his career with Intercontinental
Hotels Group in May 2010 as General
Manager of the Crowne Plaza New
Delhi Rohini and later moved
to the Soaltee Crowne
Plaza Kathmandu, Nepal
in May 2012.

Fortune Park Hotels

Gurgaon
Fortune Park Hotels (FPHL) designated Samir MC as its
Managing Director. With full responsibility for the development
of Fortune Hotels, MC will play a key role in
meeting the company’s growth goals
as well as building on the brand’s
outstanding reputation for providing
, efficient service to customers and
promoters. He brings with him strong
knowledge and experience, which will
' Dbe vital as the brand continues to increase
its presence in India. MC would also
oversee the functioning of the
WelcomHeritage brand.

Taj Aravali Resort & Spa, Udaipur

Udaipur
Taj Hotels Palaces Resorts Safaris announced the appointment
of Anand Nair as General Manager of the soon-to-be-opened
Taj Aravali Resort & Spa, Udaipur. With more

than 16 years in the hospitality business,

Nair moves to Udaipur from Gwalior, B

where he was the General Manager of

Taj Usha Kiran Palace. He has worked [ ’ p
with the Leela Group after a short stint
at Marriott in the United States. A Bachelor
of Business Management from Southern
Cross University, Sydney, Nair also ’
holds a Diploma in Hotel .

Management from Sophia
Polytechnic, Mumbai.

JW Marriott Hotel Chandigarh

Chandigarh

With an experience of over 17 years in the hospitality sector,
Pankaj K Chaudhary has joined JW Marriott Chandigarh as its
Director of Sales and Marketing. He will
be responsible for maximising hotel
revenues across market segments
and property offerings. He will also be
in charge of overseeing the hotel's
yearly business and marketing plans
as well as managing the sales and
marketing team. He shall play an
integral role in working with the
hotel personnel to develop
new opportunities and
attract new business.

Hilton Jaipur

Jaipur

Hilton Jaipur named Namrata Chawla as Associate Director
of Sales. Apart from managing MICE, Business Transients,
Catering Sales and Event Services, Chawla
will oversee the business development
piece and assist the efforts of Director of
Sales at the property. She brings eight
years of experience to her new role
at Hilton Jaipur. In her former role at
JW Marriott Jaipur Resort & Spa, she
was responsible for setting up and
streamlining the sales processes
leading to its successful
launch  as  destination
wedding hotel.

101 Hing Peopie

Neeraj Balani, General Manager, Radisson Blu Marina
Hotel Connaught Place truly beligves in ‘A reader
lives a thousand lives before he dies, The man who
never reads lives only one.” He says it is simplest :
way of gathering knowledge and :
ideas curated on paper for you. i
Gardening and spending time
with family is how he destresses
himself. He likes to pick up any
terrain in hills, beach, spiritual or
farms to set him free. :

i Nasir Shaik, General Manager, The Westin Pune
i Koregaon Park, uses stress as a catalyst to achieve
i his goals. What also helps him remain calm under all
: circumstances is staying connected
to God through prayers and
meditation. He cherishes his
time with family. “If | have to

highlight one such moment, it
! would be the holiday with my

wife, my son and my brother’s
family last year in London. It
was great fun spending time with
everyone. Other than that,

we do take frequent
A weekend breaks,”
. Shaik adds.

Courtyard by Marriott Chennai

Chennai
Stephen D'Souza takes over as General Manager of Courtyard
by Marriott, Chennai. Offering 17 years of leadership, D’Souza

A

&=

started his hospitality journey with The
Oberoi's Towers Mumbai, held several
positions at the Intercontinental hotels
» and Marriott Hotels, and was with
© Courtyard by Marriott Mumbai as
Director of Operations. D'Souza
possesses strong business leadership
qualities, an innate understanding of
luxury, business hospitality
and has commendable
knowledge about the
F&B industry.

Lion Lords Inn, Rajula

Mumbai
Lion Lords Inn, Rajula in Gujarat has appointed Suman
Kumar Sharma as its Operations Manager. With more
than 16 years of work experience in the

hospitality industry, Sharma specialises
in Revenue Management and Front
Office management. A Diploma in Hotel
Management from Pune University,
he has served several reputed hotels
including Howard Sarovar Portico and
The Fern, among others. Sharma’s
experience in the MICE and
wedding events hosting
will be a key asset for
the hotel property.

Jaipur Marriott Hotel

Jaipur
Rahul Singh joins Jaipur Marriott Hotel as Director of
Human Resources. Singh has 10 years of progressive
leadership, human resources, and
talent development experience. He
. was inducted into Marriott family in
June 2013 as the Human Resources
Manager, JW Marriott Bengaluru.
He has been a part of various hotels
across India like Hyatt Regency Delhi,
Taj Palace New Delhi, The Leela Goa, JW
Marriott Bengaluru, Courtyard by Marriott
Kochi and Agra. He graduated with
honours in Hotel Management
from NCHMCT Jaipur.

Mohamad Taib Ibrahim, Senior Deputy Director, Ma-
laysia Tourism Promotion Board is an avid golfer. “Golf
is my passion and it allows for opportunity to network
with corporate figures,” says Ibrahim. A beach lover
<.~ andadmirer of crystal clear waters,
f . for Ibrahim, Seychelles, Mauri-
tius and Reunion Island top the

bucket list of destinations. In
terms of food, he loves all
* sorts of noodles. His reading
list comprises subjects like
history, self-help and inspira-
tional texts.




RAJASTHAN
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UNLIMITED BUSINESS OPPORTUNITIES
FOR THE GLOBAL TOURISM FRATERNITY!!

April 22 - 24, 2018 (Sunday - Tuesday)
Inaugural Venue: The Lalit, Jaipur &
Exhibition and B2E Venue: Jaipur Exhibition and Convention Centre (JECC), Jaipur, Rajasthan, India

—( B2B meetings with the Foreign Tour Operators! )—

Log on to www.greatindiantravelbazaar.com to fix your meetings online.
B2B meetings will be organized at the booth(s) of the registered Indian sellers only.

—{( Around 280 Sellers showcasing the tourism products of India! )—
{ Around 275 Foreign Tour Operators participating from 55 Countries ! )-

Argentina | Australia | Austria | Belgium | Brazil | Bulgaria | Canada | Chile | China(Main) | China{Tatwan) | Colombia | Czech Republic | Denmark | Finland | France | Germany | Hong Kong |
Hungary | Indonesia | Iran | 1srael | laly | Japan | Kazakhstan | Korea | Latvia | Lithuania | Malaysia | Mexico | Netherands | New Zealand | Norway | Peru | Philippines | Poland | Portugal |
| Romania | Russian Fed | Serbia | Singapore | Stovakia | South Africa | Spain | Sweden | Switzerland | Thailand | Turkey | UK. | US A | Ukraing | Uruguay | Vietnam |

_FOR BOOTH REGISTRATION AND PARTNERSHIP OPPORTUNITIES

PLEASE CONTACT:

TRAVEL BAZAAR SECRETARIAT
Federation of Indian Chambers of Commerce and Industry

Phone : 011-23487480, 23311720, 23322539 (New Delhi) | Email : rahul.chakravary@ficci.com, manish.ahuja@ficci.com, samanda.sylem@fici.com, arshad.danish@ficci.com
Kindly Note: Entry is strictly for buyers and sellers. There is no visitor entry.

Thank you Partners

Host State
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JAANE KYA DIKH JAAYE!

Department of Tourism, Government of Rajasthan
www.tourism.rajasthan.gov.in
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EXplore three new ways to fly

Virgin Atlantic is making the biggest change to its Economy cabin by introducing three new ways to
fly Economy and tailoring bookings without compromising on food, drink, entertainment and service.

4Devika Jeet from London

ecognising that one size

does not fit all, Virgin At-
lantic unveils three new ways
to fly as part of its multimil-
lion pound investment in the
Economy cabin. From spring
2018, passengers will be able
to choose to fly Economy
Delight, Economy Classic or
Economy Light. This will allow
customers to choose the prod-
uct that suits their budget and
travel style.

Economy delight will fea-
ture a 34-inch legroom seat,
free advanced seat assign-
ment, and priority boarding
and check in. Economy Clas-
sic offers free seat assign-
ment, providing extra reassur-
ance for families and groups
for them to sit together and
Economy Light, the handbag-
only fare, will offer Virgin
Atlantic’s lowest fare, mak-
ing long haul travel affordable
and accessible for millennials,
and consumers jetting off on
city breaks.

“When | started Virgin
Atlantic, | wanted to challenge
the status quo and make flying

Economy Light

amazing - regardless of which
cabin you're in. We're unveil-
ing @ multimillion pound invest-
ment to make Virgin Atlantic’s
Economy cabin the best of

Sir Richard Branson
Founder
Virgin Atlantic

€€ We're setting the
bar for others by
unveiling a multimil-
lion pound invest-
ment to make Virgin
Atlantic’s Economy
cabin the best of
any UK airline 39

any UK airline and setting the
bar for others to follow,” says
Sir Richard Branson, Founder,
Virgin Atlantic.

The three new ways to
travel are part of a wider in-

vestment in Virgin Atlantic’s
Economy Cabin, delivering
innovations on the ground
and in the air. At a time when
most airlines are packing

Craig Kreeger
Chief Executive
Virgin Atlantic

&£ \Ve know that
one size doesn't fit
all, and from spring
our customers can
afford to choose,
and still travel in
UK’s leading
Economy cabin 99

seats onto planes, Virgin At-
lantic is investing in extra leg
room (for Economy Delight).
The airling is retrofitting its
fleet to provide up to 36 Econ-
omy Delight seats on every
flight, offering an even com-
fortable journey with spacious
34-inch legroom.

“We’re bringing about
the biggest change to our
Economy cabin along with
a host of innovations on
the ground and in the air as
part of a wider £300 mil-
lion investment in our cus-
tomers. We know that one
size doesn't fit all, and from
spring our customers can
afford to pick and choose,
and still travel in the UK’s
leading Economy cabin. We
always want flying with Virgin
Atlantic to be more special
than other airlings, and we’ll

Economy Delight

Economy Classic

Never compromise on excel-
lent service, industry leading
food and drink and cutting-
edge inflight entertainment
- regardless of which econ-
omy ticket our custom-
ers are travelling on,” says
Craig  Kreeger,  Chief
Executive, Virgin Atlantic.

Further  discussing  this
change, Kreeger adds, “From
next year, the Economy custom-
ers can pre-order their meals
choosing from three entrées.
The way people fly Economy
is changing; customers want
more valug and more choices.
The millennials in particular tell
us that they want a cheap en-
try point product. In short, they
want everything you expect on
a great flight but at a price that

you wouldn't. We want to set
a new higher standard for how
customers fly Economy.”

The word  Economy
will be dropped from the
Premium Economy cabin and
is only going to be called

Premium. Virgin Atlantic will
also have 12 new Airbus
A350-1000 aircraft join the
fleet from spring 2019. At
present,  Virgin  Atlantic
operates a fleet of 39 air-
craft serving 26 destinations
across four continents.

New fare offerings

Economy Economy Economy
Delight Classic Light
Seat pitch K 3" ik
Free seat selection atany time | i Assigned
a checkin
Meals and drinks y \J \
Inflight entertainment \ i \
Checked luggage 1x23kg 1x23kg X
Hand luggage \ \ \
Priority check in/ boarding Via Premium X X
Blanket, pillow and headphones | y \
USB charger in seat \ { \
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Tell us what you travel for and

Holidays to Britain
7 you could win a free trip to Great Britain

starting from

f44'000' _ ; | TRAVEL FOR : WlN A TR'P TQ  Step L Visit www.liravelfor.corandkings.com
| G R EAT Step 2: Tell us what you travel for

Step 3: Support your answers with

" &3 8 : :
For mare Details visit . AI N a wacky video, photo of a
' Y 4 fald Y s ‘ L R I blog and stand a chance

www.isitbritain.coxandkings.com N . 4.5 CoN TEST to win a trip to Great Britain

CALL : 1800 209 0400 or SMS : VB to 5757567 #LoveforTravel & #ExploreFourCorners

Above mentioned rates are Starting From per person rates on Twin Sharing Basis, Holiday Price Includes: Accommodation with datly Breakfast, Sightsecing on Seat In Coach Basis
and Intercity by train. Holiday Price Exeludes: International Air ticket, Airport Taxes, Visa, Overseas Medical Insurance, Goods & Service Tax of 5%, City Tax and Any expense of

personal nafure. *Conditions apply,

COX & KINGS OFFICE: MUMBAL: Turner Morrison Building, 16 Bank Strest, Fort, Mumbai - 400001, India. Tel : {022) 22709100/ 30/ 40/ 50. COX & KINGS HOLIDAY CLUB BRANCHES: DELHI-TOLL
FREE: 1800 11 2040. RAJOURI GARDEN - TDI Mall: 45642255, South Extension Part Il 46142453, SAKET - MGF Mall: 49872846, CONNAUGHT PLACE - KG Marg: 23710869, PUNJAB -
Jalandhar; (18%) 4627778, MUMBAI - Dadar; (027) 8655041212 / 14 / 15 COX & KINGS QUTLETS: MUMBAL +31 7738991010, REST OF MAHARASHTRA: +31 9764673932, GUJARAT;
+31 BA2GG17277. MADHYA PRADESH: +01 0993030082 f 91 9T1312E000. TAMIL NADU & KERALA: +91 9179609597, ANOHRA PRADESH: +31 8700652169, KARNATAKA: +31 9740015550
PUNJAB, HARYANA, JAMMU: 31 9205065111 RAJASTHAN: +31 0528308314 UP [UTTARANCHAL: +91 0913001911, DELHI - NCR: +31 9818707879 WEST BENGAL - ASSAM: +01 9574559343

JHARKHAND - ORISSA - CHHATTISGARH: +31 3583045688
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A Modern 5 Star Deluxe Hotel
Located in the Heart of Athens.

A Retro Chic style 5 star
hotel in the heart of the
city, situated next to
Syntagma Square, the
most famous square in
Greece. The hotel offers
216 luxurious and fully
equipped suites and guest
rooms with views of the
Acropolis and the old
neighbou rhamli:ﬁf Plaka.

i

Mitropoleos 15, 10557 Athens, Greece | E mail: metropolis@electrahotels.gr | www.electrahotels.gr

A 5 Star Hotel Located in the Heart of Athens
Featuring Classical Architecture & Design.

INDIA REPRESENTATIVE [ T S ETR Ty BT R o
ELE RA PALACE
‘.‘# o A A I:-_l L .I.I L . 4 L d nlin.-l i)

() 4
[ o
S E R E N E E mail: epconcierge@electrahotels.gr | www.electrahotels.gr

EXPERIENCES . ) i
Coxry noTes mereesentaTion FOr Special Offers & Rates, please call +91-120-4332 409 or E Mail us at : sales@serene-experiences.com

18-20, N. Nikodimou Str., 10557 Athens, Greece



