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The new holiday experience

Make your summer holidays a cool
and thrilling aqua holiday rendezvous.
Visit any of the Raviz Hotels & Resorts
in Kerala and indulge in sheer wisdom
of abandoned enjoyment. Houseboat,
speedboat, banana boat, kayaking
and more will add spirit to your
morments.

1 April - 30 September 2018
L
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¢ Traditional welcome & welcome drink on arrival ~ # Evening tea/coffee & snacks

+ Accommodation in superior room. + 30 min evening houseboat ride (non exclusive)
Double occupancy/Twin sharing basis + Usage of gymnasium/swimming pool/indoor games

+ Complimentary Wi-Fi + 20% discount on laundry & Favourite Kerala

+ Buffet breakfast, lunch & dinner Ayurveda & Spa

For reservations call: +91 474 2741111 | +91 7034016666 _ _
Email; reservations@theraviz.com Raviz Hotels & Resorts
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GITB-ATM clashin 19, again

At the 10" edition of Great Indian Travel Bazaar (GITB) this year, 280 foreign buyers from 55 countries and
270 exhibitors interacted in B2B meetings. In 2019, GITB will be held at Jaipur from April 28-30 which will

again yet again coincide with Arabian Travel Mart (ATM) to be hosted from April 28-May 1 in Dubai.

*Ankita Saxena

Organised by Department
of Tourism, Government

of Rajasthan, Ministry of Tour-
ism, Government of India and
FICCI, GITB this year was in-
augurated at The LaLit Jaipur,
amidst the presence of state
government officials and travel
trade fraternity like Vasundhara
Raje, Chief Minister, Govern-
ment of Rajasthan; Rashmi
Verma,  Secretary—Tourism,
Government of India; Jyotsna
Suri, Chairperson, FICCI Tour-
ism Committee; Dipak Deva,

Co-Chairman, FICCI Tourism
Committee; Nihal Chand Goel,
Chief Secretary (Tourism, Art &
Culture) and others.

Inaugurating the exhibition
at Jaipur Exhibition and Conven-
tion Centre, KJ Alphons, Minis-
ter of State (I/C), Tourism, Gol,
commented, “Foreign tourist
inflow in India last year grew by
15.6 per cent and receipts grew
by 20.2 per cent. We want to
double the tourist inflow in three
years. It is possible to achieve
the target as India has a lot of
potential and a 5,000 year old

history, which no other country
in the world has.”

Raje informed that each
year, the participation of inter-
national and national players at

tourists in the state and | would
like to congratulate all stake-
holders since we are well on our
way to overachieve this target.
By the end of 2017, Rajasthan
received 47.5 million tourists

£ € Foreign tourist inflow in India last year
grew by 15.6 per cent and receipts grew
by 20.2 per cent. We want to double the
tourist inflow in three years 5y

GITB has only increased. She
said, “As per our Vision 2020,
we hoped to receive 50 million

and | am sure we will reach the
50 million mark two years in
advance in 2018. The success

of the state’s campaign—Jane
Kya Dikh Jaye’ has resulted in
generating interest for India
amongst national and interna-
tional travellers.”

Speaking about the suc-
cess of GITB 2018, Subodh
Agarwal, Additional ~ Chief
Secretary—Tourism, Govern-
ment of Rajasthan, said that
events like GITB have helped
in bringing Rajasthan on the
world map. “The pre-struc-
tured meetings were custom-
ised to meet the needs of the
respective buyers. The event
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Relaxed PAP norms for foreigners

The Ministry of Home Affairs (MHA) has relaxed the Protected Area Permit (PAP) for foreigners
visiting Manipur, Mizoram and Nagaland, except for those from Pakistan, Afghamsthan and China.

?TT Bureau

he Protected Area Permit

(PAP) will be valid for five
years. These areas constitute
some of the most pristine lo-
cations of the country which
had been out of bounds till
now for them without a spe-

cial permit. The six-decade
old PAP regime from these
areas has been relaxed from
April 1, 2018.

Under the Foreigners
(Protected  Areas)  Order,
1958, all areas falling be-
tween the Inner ling and the

/ Be choosy.

International Border of some
states were declared as pro-
tected areas. These areas
include whole of Arunachal
Pradesh, Manipur, Mizo-
ram, Nagaland and Sikkim,
besides parts of Himachal
Pradesh, Rajasthan, Uttara-
khand and Jammu and Kash-

mir. Some parts of Sikkim
also fall under the protected
area regime.

It is believed that the
government might lift PAP
from other areas as well.
The guidelines in place ear-
lier did not allow a foreign

national to visit a protected
or restricted area unless
the government is satisfied
that there are extraordinary
reasons to justify his or her
visit. Foreigners, except citi-
zens of Bhutan, if want to stay
in a protected or restricted
area, have to get a special per-

mit from an authority with the
power to issue such permits.
In cases of the citizens of Af-
ghanistan, China and Pakistan
and foreign nationals of Paki-
stani origin, no permit, how-
ever, can be issued without
the prior approval of the Union
Home Ministry. &~
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WELCOMHERITAGE KASMANDA PALACE
MUSSOORIE, UTTARAKHAND

Represents a unique expression of modern living in historic charm
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MAIL: holidays@welcomheritagehotels.in, reservations@kasmandapalace.com
ADDRESS: The Mall Road , Mussoorie , Uttarakhand 248179, India




BULLETIN

Your DMC for North America B

Maya sets foot in Bengaluru

The 5" South India Travel Awards is scheduled to be hosted in
Bengaluru on May 14 at The Clarks Exotica Convention, Resort and
Spa. The ceremony will honour the industry achievers from the region.

ﬁTT Bureau

enowned as India’s first

regional awards which
honour the achievers of the
tourism industry, India Travel
Awards has made a mark in the
industry. Amit Bhasin, General
Manager, India Travel Awards,
explains that the concept be-
hind the awards has been to
recognise the effort of indi-
viduals and travel companies.
He adds that these are the first
and only regional awards to
reward achievers from every
region who have collectively
supported the growth of the
tourism industry and taken it to
newer heights.

“These awards set a com-
pany apart from its competition
and differentiate the quality of
its achievements from others,

thus placing the awardees at
the forefront of the industry. It
is very heartening to see that
every year the number of nomi-
nations received for South India
Travel Awards keep increasing
manifolds,” says Bhasin.

As the host of the black-
tie award ceremony, Clarks Ex-
otica Convention, Resort and
Spa is all prepped up to put up
a good show. M Balaji, Chief
Executive Officer, Clarks Ex-
otica Convention, Resort and
Spa, says, “It is truly an hon-
our to partner with India Travel
Awards to host one of the most
prestigious travel and hospital-
ity award shows in the country.
Our appointment as the host of
the fifth edition of these awards
speaks of the quality of our
services. Anybody coming to
our property for the first time

~CINCREDIBLE
SANS INCREDIBLE M’AC;&;T{ONS LLC.
Member of NYC & Company
421 Tth Av, Suite 701, New York, NY 10001
T:+1347 594 2702 / +91 22 662523121

E : sans@sansincrediblevacations.com
W : www.sansincrediblevacations.com

Customized Tours

M Balaji

Chief Executive Officer
Clarks Exotica Convention
Resort and Spa

is sure to be blown away by all
we have to offer.”

Balaji further informs that
the entire team at the property
is excited to host the awards.
“Our F&B team is working their
magic with the menu while our
service team is making sure
that no stone is left unturned
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Amit Bhasin
General Manager
India Travel Awards

to ensure the success of the
event. We are confident that
our guests will enjoy coming to
Clarks Exotica as much as we
will to host them.”
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The property is strategi-
cally located at just 15 minutes
away from the Bangalore Inter-
national Airport. &
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India bullish on domestic

Indian domestic travel market is going to
reach new heights soon. According to a
recent report, Indian domestic travel market
is poised to become a $48 billion industry
by 2020, and the biggest contributor to this
growth will be air travel, which is expected to
grow at 15 per cent to $30 billion by the end
of this decade. This is fuelled by increased
investment in the aviation sector as well as
Ministry of Civil Aviation’s ambitious UDAN
scheme for regional connectivity, which is
opening new airports around the country.
Another big contributor is the hospitality
market in India, especially the mid-segment
and the budget category. The hotel industry is
expected to grow at 13 per cent to $13 billion
by 2020 while railways will remain largely
stagnant at $5 billion. However, with Ashwani
Lohani at the helm for railways, it might just
work wonders for domestic tourism. A few
trains have already been started for tourists,
connecting destinations on many circuits
across India. Also, the fares for luxury trains
have been reduced, which might just see
domestic travellers opting for those packages.
This, in addition with the Ministry of Tourism’s
focus on Swadesh Darshan and PRASAD
scheme, will see infrastructural developments
in many regions and would certainly give the
much-needed boost to domestic tourism.

Sustainability in travel

lot is being said about sustainability,

especially when it comes to properties
and locations being set up amidst nature and
remote areas. According to a recent report,
97 per cent of Indian travellers want to travel
sustainably in 2018 with 88 per cent of them
willing to dole out extra money for the same.
The report says that 73 per cent of Indian
travellers often opt for sustainable travel, and
approximately 32 per cent Indians are willing
to pay at least 15 per cent more to ensure
to keep a low impact on the environment.
Travelling Indians follow many sustainable
practices, including buying locally-produced
products; using public transport; as well as
dining at restaurants that use local produce.
There is a need for developers to keep these
things in mind when planning itineraries to
make for richer experiences for travellers, as
well as uplift the local economy of a place.
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PROSIFTING JAPANESE T VIRIT DA

TRAVIAK brings to you news and events that made headlines 25 years ago with
relevance even today. From the archives, we present the May 1993 issue:

Then (May, 1993)
[

within one year of operations.

Worldwide Services Australia.

®  While Jet Airways completes 25
years in May this year, it signed

a historical agreement with Air
France-KLM.

® After beginning a three-way
partnership in 2014 and then

expanding it in 2016, the Jet Airways,
Air France-KLM trio enhanced its
co-operation to include terms that
has no precedent in the Indian
aviation yet.

® Apart from offering an annual
incremental  revenue  potential
of over $1 billion for the Indian
airline, this four-sided, metal

® |t was reported that in the first month, two B737-300 aircraft were
to join the Jet Airways fleet. The aircraft were leased from Ansett

®Jet Airways was planning to operate in new tourist and
commercial operations in Maharashtra.

Jet Airways Commence Operation

® In May 1993, Jet Airways started its operations with a neet or
four B737-300 aircraft, which was to be expanded to eight aircraft

® Also, the airline along with Government of India, was looking at restructuring the airports to allow safe landings of
the state-of-the-art aircraft and similar jet aircraft.

Jet enters historic tie-up

!

neutral
106 destinations in Europe, 44
cities in India and more than 200
connections in North America for
the Indian traveller.

agreement opens  up

Now (Jan II, 2018)

® Jet Airways, Air France-KLM and
Delta Air Lines will thus connect
India to a vast transatlantic network
via the Paris-Charles de Gaulle and
Amsterdam Schiphol hubs.

UK, USA lead in availing e-TV

The introduction of e-Visa has led to a strong surge in Foreign Tourist Arrival
resulting in a YoY growth of 62 per cent in February 2018 compared to
February 2017. UK, USA and France were the top three source countries
availing e-Tourist Visa facilities during February 2018.
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(50a on global promotion drive

With international roadshows planned for leading source markets in 2018, Goa is going all out to
promote itself as a favourable destination. The state is upgrading its tourism facilities, exploring
newer products and supporting travel trade by offering free participation space at its exhibition stall.

~+TT Bureau

n 2017, Goa received as
many as 7,785,693 tour-
ists out of whom 6,895,234
were domestic tourists while
the remaining 8,90,459 were
international tourists, informed
Deepak

Narvekar,  Senior

i
-
-
i’
Deepak Narvekar

Senior Manager—NMarketing, Goa
Tourism Development Corporation

For the
domestic tourism
segment, we are
targeting the
Northeast and for
inbound tourists,
we are looking at
GCC countries

Manager—Marketing, ~ Goa
Tourism Development Corpo-
ration. “With the new Tourism
Minister Manohar Azgaonkkar
and GTDC Chairman Nilesh
Cabral, we are exploring new
tourism products in various
parts of Goa. We have re-
ceived tremendous response
for activities like hot air balloon
and introduction of hop-on
hop-off buses. Water sports
have been given more impor-
tance and public utility servic-
es are also being introduced at
various beaches in Goa. Soon,
light and sound shows will
be introduced at Fort Aguada
with ropeways from Panjim
to Reis Magos Fort are also
expected to be operational
soon,” says Narvekar. The
state is also projecting itself as
a wedding destination given
the large number of five-star
deluxe properties.

He further informs that
Russia is the largest interna-
tional source market for Goa
followed by UK, Germany and
other European countrigs. In

terms of domestic market, tour-
ists from West Bengal are quite
frequent travellers. Other states
contributing to Goa’s tourist
numbers include Maharashtra,
Karnataka, Northeast, Delhi,

for inbound tourists, we are
looking at GCC countries like Is-
rael, Jordan and other markets
like Australia, New Zealand, St
Petersburg, etc. Roadshows
have been planned in overseas
markets to showcase Goa’s

York, Australia, Finland, Den-
mark, Russia and Lithuania in
May and June. Most of these
shows will be led by Azgaonkkar,
Cabral, Dharmendra Sharma,
Principal Secretary—Tour-

etc. He adds, “For the domestic
tourism segment, we are target-
ing states in the Northeast and

ism, Government of Goa;
Menino D’Souza, Director—
Tourism, Government of Goa

potential.  We will conduct
roadshows in Chicago, New

and Nikhil Desai, MD, GTDC.”

Narvekar further informs
that GTDC has been appointed
as the Special Purpose Vehicle
(SPV) Cell whereby infrastruc-
ture projects will be undertaken
by GTDC for the Government
of Goa. Talking about the sup-

port offered to the travel trade,
Narvekar says, “We are offering
free participation and exhibition
space to travel agents in all our
stalls. They have to be a mem-
ber of Travel Trade Association
of Goa (TTAG), fill a form and
based on space avaﬂabﬂ%they
can participate with us
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GITB’s hits and misses in 2018

This years edition of GITB was underscored by strong representation from foreign tour
operators and a large contingency of exhibitors. Attendees share a mixed feedback on the
quality of buyers they encountered this year and how GITB is more of a lead generating platform.

*_Ankita Saxena

We have been participating since the
inaugural edition of GITB and it has only
grown year on year. If last year, we met
about 120 FTOs, it increased by 10 per
cent this year. We were able to meet
FTOs directly from across 50 countries.
GITB has been a great platform to meet
FTOs directly who then book through the
DMcs to understand the requirements of

Dhananjay Kumar the market and if the product needs any
General Manager i i
The Stiyaa Hle development or alteration. The quality of

meetings can only be judged after the
show is over and actual business is discussed.

We were able to conduct meet-
ings with foreign tour operators
at the show and also portray the
growth we have recorded across
the many leisure cities in India.
Most of the DMCs were happy
with the growing number of ho-
tels. We met over 120 operators
and | have to say that the buyers
were from known companies,

Randhir Gupta which had done their homework
Director of Sales India—Leisure,  hefore coming. They had specific
AccorHotels

queries regarding newer prod-
ucts and key destinations for their markets and none of them
were repeat clients.

GITB is primarily an inbound focused
show which brings together all major
players under one roof. At this platform,
we can not only showcase our products
to foreign buyers but also meet industry
colleagues. Though the inbound seg-
ment of travel is declining for hotels in
India, | feel that with the kind of enthusi-
astic participation at this year’s edition,

Ir;aman Tug' t we can see a boost to the hospitality
lanaging Director ; ; ; _
Parfait hospitalty business in India. The buyers have spe

cific queries and one-to-one interaction
has helped us understand their needs and requirements to cater
the travellers from their source market better.

| personally feel that there is a bit of
slackness at GITB this year. | say this be-
cause first, the attendance at the show
has reduced as compared to the previous
year's editions. This could be because of
other travel shows taking place simulta-
neously and the crowd has been divided.
There is a mix of the quality of buyers at ‘
the show and there has not been much :
change over the years. | feel GITBis @ Fort more, Vanager
relevant show and will continue to remain  7re Park Hotels
so for some time in the future.

India’s leading (745 {z1E] portal
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We were disappointed with the low at-
tendance. However, GITB is one platform
which allows us to not only showcase our
products to the market but also network
and discuss business with industry col-
leagues. Itis also a place where we gather
knowledge about the market trends and
emerging demands amongst travellers. ’
Every segment has had an opportunity to ]
showcase their products from luxury to  Subhashish Gupta
business and even the smaller properties. General Manager

. . . Radisson Jodhpur
The quality of buyers is also mixed.

We have been attending GITB ever
since its inception and this year too,
it has been no different. We had some
good meetings with potential buyers
who were interested in what we have
to offer in the East. However, out of the
buyers, we had already connected with
some of them at Destination East in Kolk-
ata. GITB is more apt for creating brand
awareness and displaying products on ?X'L?;',?Z%?;E?o",“_“w
offer and also meeting our friends in the - operasions, J7 Group
industry. We are based in Assam and do
not get an opportunity to meet our partners often. Thus, GITB is an

important platform for us.

H S Duggal
Managing Director
Minar Travels

The quality of foreign buyers is much better this year as compared to
the last years. The meetings conducted were more meaningful. | have to
say good efforts have been made by the organisers in choosing the right
buyers for this edition of GITB. Talking of numbers, the buyers will definitely
be more because there are more number of exhibitors, so that is not a cri-
terion to comment on the quality of the show. Business is transacted only
when decision makers come to the show and there is a match in terms of
products offered and desired.

This year, GITB is far more positive

CAN DPERATE IT

" on Hald Import PHA
Rankings Fachlity

than its previous editions. The number
of meaningful engagements has defi-
nitely increased; we received over 160
queries over two days which is a 20
per cent increase in appointments over
last year. Based on our interaction with
the FTOs directly, we can say the que-

Manish Tolani ries are good and for us, it is more
Head of Sales important how the DMCs are interact-
ITC Hotels

ing with them because eventually the
business comes through the DMCs and the feedback has been
positive for them.

GITB is one of the most important plat-
forms which we have been attending year
after year. We can showcase our products,
network and meet industry trade partners.
However, the foreign buyers who visit the
show are not decision makers but mostly
tourists in India. They can also listen to our
product presentation and show interest in

doing business later but cannot take de-

bl daiswil cisions on behalf of the companies and
Caper Travel Company close concrete megtings.

Mayuri Ghosh
General Manager—Sales
Lords Hotels and Resorts

A majority of foreign buy-
ers were first-time visitors to
India and to GITB. We received
queries for our properties.
The number of foreign buyers
increased this year. We had
about 40 meetings in total.
This is mostly a lead generat-
ing platform where an interest is
generated amongst buyers and
we showcase our products but
business is done later.

Contd. on page 19 »
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INTERVIEW

Mid-scale hotels to drive growth

Jean-Michel Casse, Chief Operating Officer, India and South Asia, AccorHotels, speaks about the group’s
mid-scale hotel brands in India and ways to expand its operations.

*Anupriya Bishnoi

What are the group’s

expansion plans for
this year?

We will continue our
strong growth momentum in
2018 as we expand our net-
work of hotels in the country
across a portfolio ranging

from international luxury and
upscale to mid-scale and econ-
omy brands. AccorHotels now
has 4200 hotels, resorts, and
residences across 95 coun-
tries, with India as one of our
significant growth markets.

In India, AccorHotels has
an expansive network of 46
hotels spanning nine interna-
tionally celebrated brands in
22 cities. In 2017, AccorHotels
added seven hotels to its net-
work and this year, we plan to
add at least another four, hav-
ing already opened our first
hotel in 2018 - ibis Pune Hin-
jewadi. Chennai remains
a key market for us
with five existing
hotels and 982
rooms. We are
also the largest
operators in
key markets
like Hyderabad
and Goa.

(wuise the Mabiaw Seav iy Goav o feel
ﬂ:&chﬂltfmfx”mlagawmm

iy Musseorie.

Will AccorHotels

emphasise more on
mid-segment hotels while
expanding or is it still go-
ing to be a healthy mix?

We believe that we have
something to offer to every
segment of traveller, given our
expansive portfolio and dense
network of hotels. In India, we
have witnessed a major shift
in the focus of our industry for

Novotel and smart economy
brand ibis. Currently, we have
17 Novotel and 18 ibis branded
hotels in the country with an ac-
tive and robust pipeline across
major cities.

In this segment, we see a
significant demand and sup-
ply gap, which we seek to
bridge with our Novotel and ibis
brands. We see this growing

£ €I Indlia, AccorHotels has a network of
46 hotels spanning 9 international brands
in 22 cities. In 2017, AccorHotels added
seven hotels to its network and this year,
we plan to add at least another four 5y

the past decade. Today, mid-
segment hotels form a larger
percentage of the total room
inventory, also accounting for
nearly 50 per cent of all the hotel
rooms in the country. A signifi-
cant portion of our expansion is
driven by our mid-scale brand
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demand as a potential growth
engine for the future. Our recent
openings in Lucknow, Dwarka,
Chennai OMR, Pune, and Goa
along with upcoming openings
in Kochi and Sriperumbudur
further highlight our focus to ca-
ter to the needs of a diversified
growing base of business and
leisure travellers alike.

If you had to sum up 2017,

how would you describe
it In terms of AccorHotels’
business and the overall
hospitality industry?

AccorHotels  has  been
around for the last 50 years.
In India, we just turned 11 and
are committed to building the
world’s most enviable collection
of brands in the most powerful
emerging markets, making our
guests feel welcome at each of
our properties. What has been
accomplished during the last
50 years has not only been ex-
traordinary, but has shaped the
size of our network; with the
acquisition of FRHI, we not only
enhanced our position as a lux-
ury operator but we also repo-
sitioned the way people thought
about AccorHotels. We now
have some of the best-known
brands in luxury within our port-
folio and some of the best peo-
ple in luxury on our teams. We
are seeing new trends towards
experience and personalisa-
tion being the key factors for
luxury travellers. Lifestyle and
design-focused hotels are also
very much in demand and we
are following these trends in our
development strategy.

During our operations in
India, we have gained solid mo-
mentum. The previous year was
an eventful one for all of us at

AccorHotels and we are geared
up to achigve more this year.
Last year, we opened eight new
hotels as part of our network
expansion and densification
strategy in India, which brought
us closer to our target growth of
80 hotels by 2020. Apart from
this, the ongoing focus on mid-
segment brands helped us es-
tablish a strong foothold in India.

Where do you see

AccorHotels and the
Indian market in the next
five years?

In line with our global ap-
proach to development based
on luxury hotels, private resi-
dences, lifestyle concepts and
resorts, we are increasingly
focused on similar segments
in India, where we see selective
but interesting opportunities in
key commercial hotel markets.
Our luxury portfolio in India is
represented by Fairmont Jaipur,
Sofitel Mumbai BKC, Swissotel
Kolkata, and Pullman New Delhi.

While we seek opportu-
nities to introduce the entire
gamut of brands at the appro-
priate time, we are engaged in
some very active and interesting
discussions to bring the Raf-
fles and Banyan Tree brands
to India as a start. We envision
growth of the Fairmont and
Sofitel brands in markets such
as Mumbai, Gurugram, Delhi,
Bengaluru, and Goa among oth-
ers. We would be very keen to
engage in discussions for these
brands and have seen interest
from some of our existing part-
ners as well as those new to Ac-
corHotels. Branded private resi-
dences co-located with hotels
under brands are also of interest
to potential partners.

A significant portion of our
expansion in India is driven by
our internationally renowned
midscale brands such as Novo-
tel, which is renowned for its
modern, easy living and flexible
concept, as well as our smart
economy brand ibis.

What kind of chal-
lenges do you foresee
for 2018?

The core challenge for the
hospitality industry at large is
the ability to attract and retain
the right talent, which is intrinsic
to driving great guest experience
and ensuring all guests feel wel-
come. With attrition at around
25-30 per cent across different
levels, a metric often considered

amongst the highest across all
service industries, talent and
culture is an area we focus on
strongly as a group. We focus
on instilling the right attitude
and service to increase guest
satisfaction through AccorHo-
tels Academie, a learning net-
work offering real time, online,
and virtual courses. We invest
a lot of time conducting train-
ings, developing and managing
employee engagement plans,
understanding and supporting
the work-life balance needs of
our people, openness for flex-
ible timings, specially designed
programmes to benefit employ-
ees, and developing resources
with initiatives such as the Ac-
corHotels Also, taking forward
our motto of ‘Feel Welcome’,
one of our initiatives is oriented
towards culture change at work-
place and is known as Heart-
ist. Through this, we build our
distinct identity, share a com-
mon language, common set of
values, common desired guest
experience and common way
of being with our colleagues
around the globe.

\When it comes to stay-

ing ahead of competi-
tion, what are your key
areas of focus?

One of the key game
changers in the industry has
been consumer empowerment.
While earlier hotels would once
court travel agents and retain
tight control over their relation-
ships with their customers and
other stakeholders, in the re-
cent years we have seen a new
breed of Onling Travel Agents
(OTAs) and digital influencers
who have come to develop an
increasingly strong impact on
consumer decisions.

We are focusing on digital
transformation, including broad-
ening our direct booking plat-
form, adding new services, and
expansion in luxury segment.

Indlia Vision

4 AccorHotels envisions
growth of the Fairmont and
Sofitel brands in markets
such as Mumbai, Gurugram,
Delhi, Bengaluru, and Goa
among others

4 A significant portion
of our expansion in India
is driven by the brand's
internationally renowned
midscale brands such
as Novotel and its smart
economy brand, ibis
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Switzerland.

by train, bus and boal.

WIN A TRIP TO SWITZERLAND!

Through this exciting program you'll discover that
learning about Switzerland and selling the Swiss
Travel Pass are equally beneficial and rewarding. There
are fantastic prizes to be won each month from April
through September, and the Grand Prize - a Trip to
Switzerland organised by Switzerland Tourism and
Swiss Travel System.

Contact your Rail Europe Agent to book:
www.raileurope.fr/wheretobuy
and log your sales on www.theswisspasssuperstar.com
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GRAND PRIZE TRIP:

» Accommodation for 6 nights/7 days
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International Air Lines

» Eight day frst class Swiss Travel Pass

» Mountain excursions and city tours

> All meals
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Trade revels in inbound festival

At this year's edition of Great Indian Travel Bazaar, recently held in Jaipur, all senior authorities from Ministry of Tourism
marked their presence amidst a strong attendance from key stakeholders of the tourism and hospitality industry.
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Spreading wings in ME
In a bid to expand its presence in English-

speaking countries, Europamundo Vacaciones is
now reaching out to the Middle Eastern countries.

*TT Bureau

Europamundo has  been
present in the India mar-
ket for the last three years.
Alejandro de la Osa, Director
Commercial,  Europamundo
Vacaciones, says that the ex-
perience in the country has
been amazing. “We have our
partners in India since the time
we started. Now we feel that the
product is ready for the Indian
market and people know what
Europamundo is,” he said.

He mentioned that the
numbers in India are low as
compared to the possibilities of
the market. “Every month, we
are selling double the numbers
of last year and next year, we
will again sell double the num-
bers. Even the number of In-
dian people on these tours has
increased. While the growth in
numbers is important, India has
been an aspirational market for
us with a lot of potential.”

Aparna  C  Basumalik,
Country Head, India, Europa-
mundo Vacaciones, revealed,
“Compared to what we were
doing last year, our numbers are
already 48 per cent ahead.”

Currently, ~ Europamundo
Vacaciones is being represented
by four companies in India. “We
work with limited companies in
the market globally. The compa-
nies we work with understand
our product and are transmit-
ting the qualities of the product
in the market. We are not look-
ing for more partners in India
currently,” said Osa.

Basumalik added, “We just
want two or three good qual-
ity players who wish to grow
with our company. This does
not necessarily mean growth in
numbers but increasing aware-
ness and reach of the product.
We have even reached out to
Tier-Il and Tier-lll cities and did
presentations in Raipur, Indore,
Lucknow, Guwahati and Bhu-
baneswar. We have had people
of 81 nationalities on the tours.”

Talking about competition,
she said, “Five points actually
make the real difference if one is
on a Europamundo tour. Firstly,
we are the only ones offering
immense flexibility on our tours.
If it's a seven-day tour, one can
opt to take just two days of the
tour, which other agents won't
allow. Secondly, one has the op-
tion to either choose an Indian
meal or have the flexibility to go

without meals or special meals
as per their choice. For every
passenger who goes on a tour,
it is important for him to explore
the country in depth. Europa-
mundo tours are VEry compre-
hensive as far as sightseeing
is concerned. We don’t burden
you with overpriced structures.

Alejandro de la Osa
Director Commercial
Europamundo Vacaciones

Our guaranteed
departures is a
feather in the cap.
We never cancel the
tour, irrespective of
the number of
passengers. The
idea is to provide
value to representa-
tive companies

The most important point is the
frequency and variety as well as
round-the-year operations we
offer, unlike many others who
do seasonal business. This
gives the tour operator a lot of
strength in selling.”

Osa added, “Our guar-
anteed departures is another
feather in the cap. We never
cancel the tour, irrespective of
the number of passengers. The
idea is to provide value to our
representative companies.”

Basumalik agreed saying,
“We are pro trade and are happy
to be backroom boys for every
kind of agent, whether they are
from big or small cities. Smaller
agents who are basing their
group departures on us don't
have to worry even if they have
10 people or two.”

As part of their strategy,
the company is stepping into
the Middle East market as well.
“The next step is to grow our
presence in the English-speak-
ing countries and reach out to

the global market. Coming from
a small market like Spain, our
comprehensive  Spanish  bro-
chure goes il 2000 pages. It
is definitely one of the biggest
brochures in the world in any
language, which covers all of
Europe, USA, China, Japan and
India as well. Imagine the pos-

ol

Aparna C Basumalik
Country Head, India
Europamundo Vacaciones

We just want 2-3
quality players who
wish to grow with
our company. This
does not necessar-
ily mean growth in
numbers but
increasing aware-
ness and reach of
the product

sibilities of an English brochure
like that. For us, the product is in
place; we just need to have the
quides in place,” said Osa.

Basumalik believes that
she can see their English prod-
ucts selling in every country on
the globe that speaks English.
“Apart from India, we are very
popular in the Philippines as
well as other Southeast Asian
markets including Thailand, Ma-
laysia as well as Australia and
New Zealand,” she claimed.

Global Reach

4=Apart from India, Europa-
mundo Vacaciones is very
popular in the Philippines as
well as other Southeast Asian
markets including Thailand,
Malaysia as well as Australia
and New Zealand

#The next step for the
company is to grow its
presence in the English-
speaking countries

and reach out to the
global market
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Holland records 30% growth

The Netherlands Board of Tourism & Conventions (NBTC) has
recorded 30 per cent growth in 2017 over 2016. Alphonsus Stoelinga,
Ambassador of the Kingdom of the Netherlands to India, Nepal and
Bhutan, said that the numbers of Indians visiting Holland is on a rise.

*TT Bureau

Iphonsus Stoelinga revealed

hat they are expecting 2018
to record a double-digit growth.
Attributing this growth to the in-
creased air connectivity, he said,
“With Jet Airways offering direct
connections from Delhi, Mumbai
and Bengaluru to Schiphol Air-
port in Amsterdam; as well as
KLM Royal Dutch Airlines start-

ing operations from Mumbai to
Amsterdam, the number of trav-
ellers between the two countries
is increasing. Amsterdam is a
hub for Indians to not only land in
Holland and explore the destina-
tion but also visit other European
countries, especially with KLM
Royal Dutch Airlines offering
connections to all of Europe and
America. The addition of Jet Air-
ways’ connections across India
is only going to boost traffic be-
tween both the countries.”

He revealed that this year’s
theme for marketing for NBTC
would be luxury, and the coun-
try has many offerings and ex-
periences for travellers in this
segment. “Our focus in 2018
will be to promote Holland as
a luxury destination, wherein
NBTC would be targeting afflu-
ent Indian outbound travellers.
The museums in both Amster-
dam and other cities offer a
great experience for connois-
seurs of art. These cities also
offer a laidback lifestyle with
not many people around, which
itself is luxury for Indians today.”

He added that apart from

30 per cent growth in tourist
arrivals from India to Holland,
they have also seen 30 per
cent more Indian students in the
Netherlands. “The effect of this
growth is on us in the emhassy
as the number of visa applica-
tions is also growing by 25-30
per cent per year. Hence, there
is enormous traffic from India
to Netherlands and vice versa.
This growth comes in ling with
the growth of Indian economy,
which is growing at 7 per cent

in total. Foreign travel is go-
ing by 15 per cent per year

with domestic travel up

with 24 per cent per year. This
implies the growing purchasing
power of Indians along with the
rising middle-class,” he shared.

make it as quick as possible to
get a visa. Apart from increas-
ing our capacity to process the
applications, we also urge Indi-
ans to avoid waiting till the last
minute to obtain visa and submit
all their applications the moment
they plan their trip.”

In Holland, Stoelinga men-
tions, Indians are attracted
by cities like Amsterdam.
However, he insisted that they
should explore other cities in
the country as well. “We have
a lot of cities with similar ca-
nals and the same atmosphere
as Amsterdam, and with less

tourists. Now, we are trying to
convince them to explore the
cities first and then take a tour
of the nature, tulips and land-
scape. In fact, Holland has a
very special landscape as we
are partly below sea level. It's
aflat land, which is kept dry by
windmills. We don’t have any
modern machines to keep the
land dry,” he claimed.

In order to create aware-
ness about Holland in India,
Stoelinga said that NBTC,
along with Jet Airways, KLM
Royal

Dutch Airlines and

sion on The Netherlands for
travel agencies as well as for
students. | always tell stu-
dents that the Netherlands
is a very good alternative for
United States and Britain for
studies,” he added.

For a long time, Indians
have been combining The Neth-
erlands with the rest of Europe.
This might change now as the
country is now a hub for flights
coming into Europe from India.
“In Europe, Indians are spend-
ing one to two weeks, but only
a few days in the Netherlands.
We always tell Indians that The

L€ Foreign travel is going by 15 per cent per year with
domestic travel up with 24 per cent per year. This
implies the growing purchasing power of Indians
along with the rising middle-class yy

Netherlands is a hub for Indian
exports to Europeans and for
Indian investments in Europe.
Many companies have estab-
lished themselves in The Neth-
erlands now. Especially after
Brexit, we have 2.5 times more
Indian companies establish-
ing themselves in The Nether-
lands. With increased connec-
tivity between both countries
via KLM Royal Dutch Airlines,
people arriving in Amsterdam,
come only for The Nether-
lands. We hope that they stay
longer and explore many cities
of the country.”

With the peak season ap-
proaching, visa applications take
long to get processed. Stoelinga
said, “We try to process the visa
in the scheduled time and cope
with the capacity here. We are
also continuously  increasing
the capacity of our staff. It might
take a few days longer in the
peak season, but we do try to

Schiphol airport, will be doing
joint promotions  throughout
the country via social media,
digital campaigns, etc. “While
the awareness is there, there
is a lot of outreach by us as
well. Whenever | travel to any
of the Indian states, | always
take Dutch companies along.
Also, there is always a ses-

Strong Contact

+NBTC, Schiphol, Jet
Airways and KLM Royal
Dutch Airlines will run a
three-city Holland Club
Meeting in August 2018 for
B2B interactions hetween
Indian travel trade and
Dutch sellers
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No location IS t00 remote

Spree Hotels aims to grow to 30 properties within this year and introduce the unique Spree
experience founded on its ‘Do More’ philosophy of service, to many more travellers across India.

ﬁTT Bureau

engaluru-based Spree

Hospitality has tied-up with
Mangala International hotel,
marking its foray into the Coim-
batore market. With this tie up,
Spree has expanded its national
footprint to nine cities.

Keshav Baljee, Managing
Director, Spree Hotels, says,
“The south is a natural exten-
sion for Spree as our corpo-

-
== 4
1 f.
Keshav Baljee

Managing Director
Spree Hotels

L€ The southis a
natural extension
for Spree as our
corporate office is
based in Bengaluru.
Our presence in
key gateway cities
have allowed

us to penetrate
into Tier-ll

and lll cities 59

rate office is based in Ben-
galuru. Our presence in key
gateway cities have allowed
us to penetrate into Tier-Il and
[Il cities. We intend to further
spread according to a cluster
strategy to get economies of
scale. We also look for good

City tales

+With improving air,

road and rail connectiv-
ity, and the mushrooming
of industry and IT parks,
it was time for Spree to
expand in Coimbatore. Zip
by Spree Hotels Mangala
International, Coimbatore
is a 68-room property

=Coimbatore is a city that
is discerning and yet value
conscious, something that
is perfect for our hotels

development partners if we find
the right person, then no loca-
tion is too remote for us.”

Speaking about the Goim-
batore market, Baljige says,
“Coimbatore is one of the fast-
est growing cities in the south.
With improving air, road and
rail connectivity, and the mush-
rooming of industry and IT

parks, we believed it was time
for Spree to expand there. It is
a city that is discerning and yet
value conscious, something that
is perfect for our full-service yet
moderately priced hotels. We
also focus on F&B with large
banqueting spaces and multiple
restaurants in most of our ho-
tels, and it is the same with the
ZiP by Spree Coimbatore.”

As with all its partnerships,
Spree will manage end-to-end
operations at the hotel on behalf
of its partners and be respon-
sible for the overall customer
experience, quality, and growth
of the hotel. “We have overseen
the complete renovation of the
hotel into a modern business
hotel, and look forward to en-
gaging with our corporate part-

ners across India to welcome
their guests,” he shares.

Commenting on future
plans, Baljee said, “We are
looking to scale up our pres-
ence across the country; this
year will see us launch many
more properties across the
country as we continue to fo-
cus on our long-term objective

of building India’s most loved
chain of full-service hotels.”

Spree will be launching a
‘Summer and Monsoon Mela’
soon offering some great dis-
counts and incentives to our
guests and travel partners.
This will also coincide with the
launch of its hotels in Coimbat-
ore, Ooty, and Bengaluru. 4
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Helping agents serve better

Travelport ‘s focus in India is growing the market in terms of getting Indian OTAs on board and strengthening
its smartphone strategy in the country. It is also looking at bringing in more content and data.

*TT Bureau

athew Powell, Managing

Director—Africa, Middle
East and South Africa, Travel-
port, said, that they are focused
on growing the market in India.
“With a strong emphasis on the
online channel in the region, our
key focus has been on provid-
ing services to some of the
largest online travel agencies in
India. We are also concentrat-
ing on the speed of response
time and accuracy, and look-
ing at how we can bring more
content and data. From the of-
fling travel agency product, we
are still focusing on Smartpoint
strategy, which is starting to
resonate with the Indian travel
agents. Smartpoint allows us-
ers to have more functionality
and content at their fingertips,
thereby offering personalised
service to travellers,” he added.

Jason Nash, Chief Story-
teller, Travelport, mentions that

Mathew Powell
Managing Director—Africa, Middle
East and South Africa, Travelport

£ £Our key focus
IS on providing
services to
online travel
agencies in
India §y

they closed 2017 on a high
note. “In 2017, we made great
progress with various strate-

Jason Nash
Chief Storyteller
Travelport

L6 We are one
of the first
distribution
players to have
NDC Level 3
certification 59

gies, particularly our mobile
app business that we bought
18 months ago. It depicts how

we can help our travel brands
around the world build com-
peling mobile solutions. We
are building mobile apps for a
number of major airlines.”

For 2018, Nash revealed,
that Travelport will be making
investments in four key areas.
He said, “We continue the lead-
ership in travel choice with re-
gard to the apps we are building
for airlines. What we are doing
is bringing the rich content that
airlines want to make available
to a larger population. Besides
having API connections to 24
different airlines, we are one of
the first distribution players to
have NDC Level 3 certification.
This allows us to have the larg-
est chunk of content on air sice.
We are also investing in content
for hotels and doing well with
car suppliers too while working
with some of the biggest OTAs.
Secondly, we've been making
investments in travel perform-
ance, and hence continue to

improve our search algorithm
and enhance the search re-
sponse time.” With this, he said
that in the last 18 months, on
an average, they could cut two
seconds of the global response
time for their search.

“We have also made in-
vestments for new suite of
capabilities for travel agents,
called the Travelport Efficiency
Suite, which helps to remove
the mundane activity for travel
agents. Thirdly, we are working
around improving travel experi-
ence, which not only means
continuing the work with mobile
applications but also helping
travel agents being more pro-
ductive. Hence, we have Smart-
point desktop. The final area is
the investment on travel intelli-
gence, in which we are making
use of data assets in Travelport.
Travelport involves business
with a lot of Big Data and we've
just started to scratch the sur-
face of things,” added Nash.

Talking of India, which ac-
cording to a recent report by
Travelport, is the most tech-
savvy country in the world,
Powell said that the country
continues to be the hothed of
innovation. “India is leading in
terms of mobile and face tech-
nology. We believe that 70 per
cent of all bookings by 2020
will be through mobiles, and
India is driving a big part of
that. We are looking at various
technologies including Arti-
ficial Intelligence. These are
exciting times for technology,
and India definitely seems to
be the hotbed.”

Digitally India

4=India is leading in terms
of mobile and face technol-
ogy. Travelport believes
that 70 per cent of all
bookings by 2020 will be
through mabiles, and India
is driving a big part of that

INStant

-
"
bt =

¥

-
!

TRAVEL

-

‘?.
&

=,

All it takes is one click

to increase your profits!
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Be Happy - Be Profitable

INNOVATIVE SOLUTIONS just for you

W1 Cancellation Protection for non-refundable bookings

VI Hotel/Room Comparison feature

WV Price Drop Alert Notifications
VI Built-in Loyalty Program

[Qr XML & White label solutions

300,000+ properties worldwide 45,000+ tours & attractions 20,000+ events, sports, shows & concert tickets
33,000+ transfers & car hire locations 1000's of apartments, chateaux & luxury villas

For more information contact Gagan Kakkar: gk@innstanttravel.com
Register now on www.Innstant.Travel
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GITB needs a better window

» Contd. from page 8

This year, the meetings were quite
good and we directly met the foreign
tour operators, who have been dealing
with various DMCs for India. We were
able to understand from them, which
properties they were using for their
clients and which ones they were not,
and for what reasons. We are a little
disappointed with the low footfall at
the show and somewhere, there was
a lack of interest in the show. How-
ever, we were able to meet buyers
one-on-one in a non-rushed atmosphere.

Rajesh Ballabh
General Manager
Ananta Pushkar

GITB is one show which brings some
of the most serious buyers into India to
showcase the various destinations of
tourist interest. It is a great platform to
showcase the various tourism products
of India to a variety of foreign tour op-
erators. Since we have moved from the
older venue to a larger one at JECC, the
show has become much more organ-
ised. According to me, GITB is mostly
a lead generating platform, rather
than a show where actual business is
transacted. Here, interest is generated
amongst the foreign tour operators, which further yields to busi-
ness later during follow ups. It also brings all DMCs from across
the country under one umbrella.

Richa K Singh

Executive Vice President,
Treehouse Hotels, Resorts
& Serviced Apartments

We participated at GITB for the
‘_ third time this year after a gap of
two years. This year, we felt that
the number of foreign buyers has
decreased as compared to the last
few editions and the attendance at
the show was also low. However, we
were able to get a fair amount of good
quality meetings. Some of the queries
were from newer markets like China.
At GITB, there is no actual transac-
tion of business but it is important to
showcase the product to the market and gather information
about various trends.

Manish Saini
Director
Worldwide Rail Journeys

This year, GITB has been more or
less similar to its previous editions, but
with an increase in the number of for-
gign buyers and sellers, as informed
by the organising team. Though it has
not changed over the years, the show
has become more positive and is an
important show for tourism in North
India. Not only is it a key show to
touch base with industry colleagues
and market the brand, but also one to
meet newer clients for a larger share of
business in the industry.

Jatinder Taneja
Managing Director
Travel Spirit International
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SOLD BY Us

What | like about GITB as a platform
is that we get to meet new clients every
year to expand our data base. Some of
the buyers are travel agents who are
starting out with promotion for India.
GITB becomes their touch point for all
suppliers in the country and generates
potential for us. Based on our con-
versations with some clients, it was ™
observed that the buyers were not Xﬂ':,"j:g’;?;%?remr
happy with restrictions on paying the Vasco Trave!
participation fee. The organisers should
note that to make the procedure easier and convenient, the
buyers should be allowed to pay in any currency or be charged on
their credit card.

MAHARAJAS' EXPRESS
DECCAN ODYSSEY

This year, GITB was quite positive as
we got a chance to meet many new clients
who displayed immense interest to put
India on the tourism map as a preferred
destination. Frankly speaking, we have
been coming to GITB for years now and
have not seen anything change. However,
the selection of foreign tour operators at
the show was done with more care this

Anil Kumar

year. | feel GITB needs a better window. .=
With the season becoming hot in Jaipur in - managing Director

mid-April and Arabian Travel Market also Senkay Tours and Travels
clashing with this show, | feel the charm of
the show is lost to some extent. | feel a more meaningful and carefully

chosen window to host GITB will bring better results.

THE GOLDEN CHARIOT
PALACE ON WHEELS

SOLD BY COMPETITION

EXACTLY THE SAME PRODUCT?

BUT WE BET THAT THE ONE YOU BOUGHT FROM
COMPETITION WAS NOT AT THE SAME DISCOUNTS AS SOLD

+01-8287795086(Mobile) « +91-9873844455(Mobile) - +91-124-2385

BY US.

62(Tel)

161, Sector - 27, Gurugram, Haryana, India - 122002

www.therailjourneys.com - rail@therailjourn

eys.com
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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
ILTM Latin America Sao Paulo, Brazil  8-11
Indian Exhibition Industry Association ~ Hyderabad 9-11
(IEIA) Seminar
South India Travel Awards Bengaluru 14
IMEX Frankfurt, Germany 15-17
PhocusWright Europe Amsterdam, 15-17
The Netherlands
[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
International Yoga Day India 21
HRAWI Convention Sri Lanka 27-30
Telangana Tourism Conclave-2018 Hyderabad 28-30
JULY 2018
Hotel Operations Summit India 2018~ Delhi 2
GPS Chandigarh 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 Ahmedabad 12-14
Tourism New Zealand Frontling Training  Delhi 13
TTF Hyderabad 13-14
ACTE Global Summit Singapore 17-18
GPS Lucknow 19-21
Focus Philippines Goa 23-26
[IT™ Bengaluru 27-29
AUGUST 2018
GPS Kolkata 2-4
IT™ Chennai 3-5
Isreal Ministry of Tourism Roadshow ~ Ahmedabad 7
Isreal Ministry of Tourism Roadshow  Delhi 8
GPS Kochi 9-11
[TM B2B Event, Tourism Australia Kochi 16
[TM B2B Event, Tourism Australia Kolkata 17
[TM B2B Event, Tourism Australia Goa 18
[TM B2B Event, Tourism Australia Mumbai 20
GPS Pune 23-25
Dubai Business Roadshow Mumbai 27

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

ASSOCIATIONTALK

S West region

The new Executive Committee team of the Qutbound Tour
Operators Association of India (OTOAI) descended in Mumbai to
meet its members and engage in networking sessions.

ﬁHazeI Jain

t was an informal gathering on
a Saturday evening when the
new Executive Committee (EC)
team headed by its President
met members of the western
region of the Outbound Tour
Operators Association of India
(OTOAI). The association took
this opportunity to introduce
the new team to the members
in the region as well as conduct
some product presentations to
showcase products that are
available in the market.

Present at the event were
the association’s EC members
led by its President, Mahendra
Vakharia. He said, “We have
decided to conduct the EC
meeting once a month on every
second Saturday so that every-
one can plan their month ac-
cordingly. It will be held in dif-
ferent cities but predominantly
in Delhi and will rotate between
Mumbai, Chennai, Kolkata and
Ahmedabad with at least one
meeting.” The next EC meeting

Mahendra Vakharia
President
OTOAI

will be held on May 14, 2018 in
New Delhi.

Speaking about the as-
sociation’s upcoming conven-
tion, he said, “It is shaping up
very well. We will announce the
name of the destination soon.
We are doing it with the sup-
port of the tourism board and it
will be held sometime in August
or September 2018. The team
will start working on the logis-
tical details now like airlines,
hotels, etc.”

Ajay Sengar
Chapter Chairman-Western India
OTOAI

The EC members had met
garlier in the day to discuss the
plan of action for the association
as well as its upcoming conven-
tion. Ajay Sengar, Chapter Chair-
man-Western India, OTOAI, who
is from the Tier-Il city of Akola in
Maharashtra, was also present at
the networking event.

Among the EC mem-
bers were Sujit Nair, Founder &
Group MD, Akquasun Holidays;
Himanshu Patil, Vice President,
Kesari Tours; and Adl Karim,

Director, Creative Tours & Trav-
els (India) from Mumbai while
some EC members had flown
in from Delhi. These included
Shravan Bhalla, CEQ, High Flyer;
General Secretary Chitra Bhatia,
Riaz Munshi, MD, N Chirag; and
Rajeev Sabharwal, CEO, Gaurav
Travels. The evening started with
three product presentations that
included  Reliance  Insurance,
Tripoto.com and Nock Nock. This
was followed by lucky draws
sponsored by various companies.

OTOAI Newsletter

The association has
also started a monthly
newsletter from April 2018
for its members. Speak-
ing about this, Vakharia
says, “The newsletter has
been welcomed by all our
members. The feedback
we have received for it

is very encouraging. Our
only regret is that we
didn’t start it earlier. Going
forward, we will aim to
increase the newsletter in
size and content.”

Vizag convention from Sep 6-9

The Indian Association of Tour Operators (IATO) has declared the
dates of their convention. The 34" |ATO Convention will be held in
Visakhapatnam from September 6-9, 2018.

ﬁNisha Verma

ATO has announced its 34"

convention almost a year in
advance. It had announced And-
hra Pradesh as the host state for
the 2018 convention, just when
it had announced the 2017 con-
vention in Odisha. The venue of
the convention is Hotel Novotel

confirmed his presence at the
inauguration of the conven-
tion. “We have started working
for the convention already. Our
President Pronab Sarkar and |
went to Vijayawada recently to
meet the CM and invite him for
the convention. He has accepted
our invitation and confirmed his
presence at the inauguration of

£ £ 1ATO Convention will be held in the state
of Andhra Pradesh for the first time. Around
1,100 tour operators from various parts of
the country are expected to be present at
the event including N Chandrababu Naidu
and Bhuma Akhila Priya 5

Visakhapatnam Varun Beach.
The IATO team has already start-
ed working on the convention.

Rajiv Mehra, Vice Presi-
dent, IATO, revealed that N Chan-
drababu Naidu, Chief Minister,
Andhra Pradesh, has already

the convention. Apart from him,
Bhuma Akhila Priya, Minister
of Tourism, Telugu Language
and Culture, Andhra Pradesh,
has also assured us that she
will be present on all three days
of the convention, including the
valedictory session.”

Rajiv Mehra
Vice President
IATO

He also revealed that IATO
and Andhra Pradesh Tourism
held a joint press conference in
Vijayawada, where they formally
announced the convention. “It will
be the first time that IATO Con-
vention will be held in the state of
Andhra Pradesh. Around 1,100
tour operators from various parts
of the country are expected at the
event,” Mehra added.

[t was also announced at
the press conference that a tour

of Navya Andhra tourist places
will be a part of the convention,
allowing the delegates to see
various tourism offerings of the
convention first-hand. Himanshu
Shukla, MD, Andhra Pradesh
Tourism Development Corpora-
tion, revealed at the conference
that they would develop six new
tourism sites in the state and
expressed his hopes that IATO
convention would boost tourism
into the state.

Speaking at the conference,
Sarkar said that they will promote
Visakhapatnam as a MiCE des-
tination as well as for Buddhist
tourism. IATO Run will also be
organised on September 7 at
Visakhapatnam beach as part of
IATO tradition.

Boosting Tourism

A tour of Navya Andhra
tourist places will also be
an integral part of the IATO
convention
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A PAN INDIAN DESTINATION

MNew Dethi | Mumbai | Bangalore
Jaipur | Chandigarh | London

A SIGNATURE EXPERIENCE!

Treat your senses,
to delectable
delicacies from
different regions of
the country.

For reservations, call : +91 96864 48063 or www.thelalit.com
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THE ALLURE

Destination Experts to Eurosia

a boutique hotel

looking

wuntorcunmenoions | ARMENIA | AZERBALJAN
GEORGIA | KAZAKHSTAN for the
KYRGYZSTAN | RUSSIA |
SERBIA | TAJIKISTAN .
organisation?

UKRAINE | UZBEKISTAN

R-57, Greater Kailash, Part-1,

New Delhi-110048 (INDIA) Fill your vacancies by
T: +91-11-48184818
F: +91-11-48184800, ..
M: +91-9811023375 adve rt|S| n g
E: info@theallurehotel.com
www.theallurehotel.com in the
Opportunity Section
A Boutique Hotel
of

[RAUTALH

Pick the

Cotnik Mm/

NEW DELHI

e

best talent

FIT | Grnups | Letsure

Saraswati Marg, Karol Bagh,

New Delhi-110005 (India) MICE | Honeymoon from the

T: +91-11-4500 5500 :

F: +91-11+2575 6551 Weddings & Events
E: info@hotelclarkindia.com Central Asia Guided Tours Pvt, Ltd. t r a d e

) Office: B-48b, 1st Floor,

www.hotelclarkindia.com Kalkaji, New Delhi-110019, India

24 Hours Reservation: RSNSOI For urther detisconact

+91-98110 23375 N ) L
Website: www.centralasiaguidedtouris.com situationsvacant@ddppl.com
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Let your airline
sales career take off with
Air New Zealand

Sales Manager
(North) based in Delhi

India is a targeted growth market for
Air New Zealand and Global Destinations
have been contracted as the General Sales
Agent to represent Air New Zealand in
this market.

After focusing on Western India,
North India is Air New Zealand next
targeted region.

The role of the Sales Manager North India
is to lead and deliver the Air New Zealand
sales strategy and activity in North, with an
initial focus on Delhi.

Mandatory:

* Minimum of 5 years airline sales experience
covering North India market

Ability to strategically manage accounts.

= Excellent verbal and written communication
skills and the ability to liaise and consult with
staff at all levels, including senior staff and
external key decision makers.

Knowledge of Airline and Travel Industry
trends in India and the wider national and
international economy.

Relationships and connections into senior
trade contacts and networking skills.

Understanding of managing relationship
with Alliance partners

f' . ‘
'®
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Interested candidates please email
your CV latest by May 05th, 2018 to

pranavkapadia@globaldestinations.in
along with your current & expected CTC.
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TOURISM
BOARD

The Singapore Tourism Board (STEB) strives o ensure
that tourism remains an important economic pillar
through long-term sirategic planning, forging
partnerships and driving innovation, It continues to
market Singapore's muli-faceted appeal as a premier
business, leisure, healthcare and education destination

We are looking for

Assistant Manager/
Manager- Marketing

The candidate will be responsible for handling the
Marketing and Cruise portiolios, which antail the
following responsibilities:

+  Leisure marketing and promotions for STB,
which involve working closely with the area
director, STB HQ and STB's various agencies
o conceptualise and implement marketing
campaigns (o increase visitor arrivals and
tourism receipts (o Singapore

Collaborate with tounsm and non-tounsm
pariners such as airlines, travel agents, media,
govermmenlt, hoteliers and evenl organisers o
promote Singapore

Develop and grow the cruise segment by
dentifying relevant pariners to work with 10
drive awareness and create naw opportunities
for cruise travel to Singapore, as well as grow
Singapore's slatus as a regional cruise hub

Identify and execute innovative consumer
activations across relevant media platforms

In addition, Manager/Assistant Manager,
Marketing will undertake market intelligence
and research info new customer segmenls and
frends 50 as to identify opporiunities 1o further
grow Singapore lounsm

Key relationships:
Traval intermediaries, traditional and online media
partners, corporates, Singapore sltakeholdars

Core Competencies:

As part of the role, the candidate should have the

following key compatencies.

«  Strong communication (both written and
spoken), presentation and reasoning skills
Experence of marketing and communications
with proven track record in marketing and
business development work
Knowledge of dealing with the media and
working on various media platforms
Wide network of media contacts
Experience in dealing with multiple stakeholders
Ability to multi-task, work in a cross-functicnal
team environment, and work with light deadlines

Qualification:

« At least 4-5 years' work expenence

+  Graduate from a reputable university, Post-
graduate degree is desirabie, but nol a requisite
Expariance in travel rade and cruise indusiry
is desirable

This position applies strictly only to candidates
based in New Dalhi.

Contact us:
Please apply with your latest
photograph, resume and cover letler to
Monika Suri at monika@jobsfortravel.com

www.stb.gov.sg
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NewLeaf Hotel
Viman Nagar, Pune
+91-20-41483300

= www.newleafhotels.com

HoOTILE REsoRTs &
BERYICT APARTWINTS
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T
Park Ocean

Experience the difference with every
com fort of today ol Hotel Park Ocean,

www. hotelparkocean.com

Hotel Park Ocean

A=, Dpposite Bhawani Niketan School,
Sikar Hi ai i Rajasthan (India)
T: 0141-2 BT | My +91 ¥
E: rl."vl.'r\.“ilrl:l-'-l“llt‘l.'!!r AL OO,
satles@ hotel parkoccan.com

PRIME SPACE AT NARIMAN PT

Ideal for leasing to tourism boards, consulates and airlines

This ground floor showroom is fully air-conditioned and located in prime business locality of Mumbai. Ideal for leasing out to
country's embassy/consulate operations/international airlines/Tourism Boards for operations in Mumbai. Available from July
1,2018. Said premises has an exclusive entrance from the road opposite NCPA near Trident Hotel, admeasuring carpet area
4,100 sq feet and exclusive front raised compound area, ‘secured space open to the sky' admeasuring approx 1,200 sqare
feet. It can be subdivided in two parts i.e. 2,500 and 1,600, respectively with individual entrances.

Presently, the premises is in occupation by the Consulate General of Federal Republic of Germany. We have given them on
leave and license since May 2007, The consulate will soon shift to a new location in few months vacating latest by on or before
30" June 2018. The advantage of this premises offered is that it is meticulously maintained and assessed as fully exempted
from BMC property taxes/GST as per government of India rules permitted exclusively for foreign embassy/consulate
office in India. No middleman or brokerage payable. Complete transparency and property has clear title.

Contact: Mr Ashok Tejuja (Owner) at 503 Arcadia, 195 Nariman Point, NCPA MARG | Email: ashoktejuja@gmail.com | Mobile: +91 9821032055




24 TRAVTALK MAY 5" FORTNIGHT ISSUE 2018

SaffronStays

Goa
SaffronStays appointed Mayank Kinger as Regional Head—Goa,
Coastal Karnataka and Maharashtra. His role will include facilitating
growth and developing SaffronStays’ penetration
in Goa, coastal Karnataka and Maharashtra.
He will be spearheading operations and home
on-boarding in the region. Before joining
SaffronStays, Kinger had been an entrepreneur
running his own F&B venture. He will play a
key role in planning and shaping of business
blueprints as well as building on the brand’s
outstanding reputation for service
and delivery to clients with full
responsibility for the strategy
development and execution of
SaffronStays’ coastal business.

Novotel Hyderabad Convention Centre
& Hyderabad International Convention
Centre (HICC)

Hyderabad

Novotel Hyderabad Convention Centre and HICC
have announced the appointment of Bandish
Mehta as the General Manager. He has an
experience of over 25 years in the hospitality
industry. Mehta has held multiple roles for over
19 years with the AccorHotels Group across
Asia Pacific. In his new position, Mehta will
be responsible for accomplishing
corporate  objectives, developing
procedures, service standards,
operational policies and
overseeingthe property in an
effective manner.

Yatra.com

Delhi
Yatra.com has appointed Mudit Shekhawat as its Chief Marketing Officer.
He will be leading marketing activities, alliances and ancillary revenues
across all Yatra.com business-lines and group entities.

He will also manage all consumer marketing
initiatives across platforms to drive customer
stickiness and loyalty. Shekhawat comes with
rich consumer marketing experience of more

than 12 years in the consumer internet space, | a 5
most recently with Ola, where he was headof & & =
marketing. In his earlier stints, he has worked -
with Myntra, Yahoo and HCL Technologies
in various marketing leadership roles.
Shekhawat is an alumnus of IIT
Madras, from where he went on to
do a Masters in Engineering from
Pennsylvania State University.

Novotel Pune Nagar Road Hotel

Pune
Novotel Pune Nagar Road Hotel appointed Nitin Pathak as the General
Manager. Pathak has almost 18 years of hospitality experience to
Novotel's inner circle. In his new role, he will be
involved in overseeing all aspects of the hotel,
frommaking alasting impact and achieving even
higher levels of hospitality, delivering the guests
the complete experience that AccorHotels’
is known for, hotel programming and
marketing efforts for the hotel. His vision
for Novotel Pune is based on three pillars, to
gain fair share of the market while focusing
on ADR, to provide a whole-
some guest experience
and empower the
employees  towards
guest delight.

Ramada Plaza JHV Varanasi

Varanasi
Akash Roy Saigal has joined Ramada Plaza JHV Varanasi as
General Manager. He is a management graduate with over 17 years
of experience in the hospitality sector with in-
depth understanding of finance, employee
engagement, guest engagement, team
building activities, sales processes and

establishing brand standards. Saigal owns
a degree in MBA from Thames Valley
University, London. He has worked with
reputed hotel chains like The Palms Town
& Country Club, Carlson Rezidor Hotels

Group, Crowne Plaza Today -
Gurgaon, Fortune Park Hotels
and Uppal's Orchid, to
name a few.

In l“inu People

Andrea Spalletti Trivelli, Owner, Villa Spalletti Trivelli,
believes that being respectful to every single person is
important and it will in return earn respect from oth-
ers. Talking about his mentors, he says,
, “One of my mentors is our General
. Manager at the hotel right now. An-
other person is the Director of

# Sales at the Small Luxury Hotels
J of the world, who betted on me
when | was 23 and hired me as
S 2 SLH sales representa-
tive”. Trivelli prefers to
read books on history.
His preferred destina-
| tions are Singapore,
| Cambodia and India.
tIn India, he likes
to be in Amritsar
and Jaipur.

MOVEMENTS

Exotic Heritage Group
Delhi

Exotic Heritage Group has appointed Vineet Arora as Vice
President - Business Development. In his new role, Arora is
responsible for implementing expansion
opportunities in the field of river cruising;
identifying and introducing best industry
practices; promoting new concepts, and
building new marketing channels in
India and different parts of the world. %
He is also in charge of developing a
cadre for different aspects of operations
of river cruising business and hotels.
Prior to this, Arora was
Director—Marketing & Sales
at Treehouse Hotels, Resorts
& Serviced Apartments.

Exotic Heritage Group has appointed Manish Bhatnagar as
Associate Director, Sales. He has an experience of 15 years in
hospitality industry and this will help the hotel group to expand
its business activities. His previous assignments include Senior
Sales Manager, MiCE (South Asia) at Louvre Hotels Group-
Golden Tulip group of Hotels. He was also
the Sales Manager, Holiday Inn Manali-
IHG, Manager Sales & Marketing, Hotel
Jaisal Vilas Jaisalmer. He was also the
Assistant Manager, Sales, Hotel Jaipur
Palace, Jaipur. He did his MBA with
specialisation in Sales and Marketing
from Indian Institute of Management
Sciences, Jaipur.

Hyatt Regency

Mumbai
Hyatt Regency Mumbai has promoted Sonale Zagade from Director
of Rooms to Director Operations. Zagade has over 15 years of
successful rooms operations experience and deep

roots with top tier hotels, including five years with >
distinctive Hyatt Hotels. In her new role, she
will oversee all Rooms and Food & Beverage
service operations at the luxury business
hotel. By applying her analytical and people
management skills, Zagade has a proven
track record of handling intricate issues. As
a part of the leadership team, she will drive
service and colleague relation goals as well
as ensure all customer complaints

are resolved appropriately to

maintain a high level of customer
satisfaction and quality.

Hotel Sahara Star

Mumbai
Ankita Deorukhkar joined Sahara Star as its Human Resources
Manager. She will look after human resources and manage
employee development policies and systems. Having

worked with Future Group & Max Lifestyle
as Deputy HR Manager, and leading
the HR Department as well as Retail
Division, Deorukhkar will help the hotel
on reaching greater heights. Prior to
this, she was with The Lalit as Deputy
HR Manager.

different

)

Chitra Bhatia, Managing Director, Ashman Travel,
is a globetrotter and a voracious reader. One of
her favourite travel destination is Fiji. “I am not
an adventure junkie, but | enjoyed
doing snorkelling there,” Bhatia
says. She is also an artist who
loves painting and has an habit
of experimenting her artistic
talents, especially during leisure
time. On reading, she
says, “I am currently
reading ‘Forty Rules
of Love’ by Rumi
now.” She has tried
cuisines
and is specially
fond of Southeast
Asian cuisine.

Rajiv Mehra, Director, Uday Tours & Travels, loves to
travel and taste various types of Indian food. Pahal-
gam in Kashmir is his favourite tourist destination. “I
always love to be on nature’s lap and
spend time there,” Mehra reveals.
“No other food variety can beat
the taste of Indian food. | can rel-
% ish any Indian cuisine from any

part of the country,” he adds.
:* Even though he is not an avid
reader, he finds time to
read. He is
also interest-
ed in swim-
ming and
watching
cricket.
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How Shades of Hee Thai Wey of Life THAILAND

Open your senses to explore the way of Thainess.

Tourism Authority of Thailand
New Delhi: (91 11) 4674 1111, tatdel@tat.orth | Mumbai: (91 22) 22020264 /65, tatmumbai@tat.or.th
Websites: www.tourismthailand.org | www.tourismthailand.in
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In a bid to woo more Indian travellers and getting them to stay
longer, VisitBritain is building the capacity and volume, and delivering
tailored products to the Indian market. Sally Balcombe, CEOQ,
VisitBritain, says they rely on the Indian travel trade to increase arrivals.

ﬁPeden Doma Bhutia from Newcastle

What do you intend to

achieve with the Find
Your Great Britain cam-
paign that you've recently
launched in India?

| was there for the launch
and it was my maiden visit
to India. This was done to
send a very clear message to
show how important the In-
dia market is to us. With this
campaign in India, we want
to remind the market about
the special relationship be-
tween us. The Indian market
knows us very well, thanks to
our shared history and herit-
age, but this campaign is to
explain to people that there is
more to this. We are particu-
larly trying to target a younger
market. What we have in India
is primarily a family market,

but now there is an emerging
younger market - the buz-
zseekers. These are people
who are working, earning
good money and want to ex-
plore the country. They might
have been to the UK before,
but what we want them to
do is get into the depth of the
country and witness things
that are unexpected and sur-
prising. We have exciting
things for the younger emerg-
ing market.

With a focus on woo-

ing Indian travellers,
you cannot ignore the
travel trade. How do you
intend to work with them
for this campaign?

That point about the impor-
tance of trade is not lost on us.
The Indian travel trade is mas-

In a first-of-its-kind

partnership, three of
Britain's largest cities
- London, Manchester
and Birmingham, are col-
laborating on the Experi-
ence England initiative to
jointly promote them-
selves in India, China and
the GCC countries. Do
you plan similar intitiaves
for other cities?

On the Discover England
fund, we are developing new
products that are appropriate
for that market but that doesn't
mean that some of the prod-
ucts we are developing for oth-
er markets cannot be brought
to the Indian market. We are
saying that you can come into
one destination and fly out from
the other, so that you explore
more. It's congistent with our
campaign of see more, come
and explore more and one of

and showcased new products
and opportunities to show travel-
lers that there’s much to do in the
UK. We also have a big partner-
ship with Etihad Airlines and are
working with them to think about
ways to do different things. A
ot of what we’ve been doing to
drive success, has been working
with partners who know and un-
derstand the market.

There is a projected

estimate of about 90%
growth in Indian arrivals
by 2025, with spends go-
ing up by 180%. How do
you plan to achieve it?

Those growth figures come
on the back of the growth that we
are seeing so far. Some of it is
about route network. There are
a lot of Etihad routes as you hub
through to come into Britain. We
hope to get into some new direct
flights into Britain as well, like a

£ € We will be developing other new products for India. With the

sively important to us,
we understand that this
is @ market that's very
much organised by
tour operators and
travel agents. We
'| hope that the
| trade can uti-
lise and adopt
the ‘Find your
Great Britain’
campaign
and put their
own spin on
it. A tour op-
erator - who
specialises in
certain things
can use thisin
his own way.
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the really good ways to do that
is, for instance, fly into Lon-
don and fly out of Manchester
and explore everywhere in
between. We will be develop-
ing other new products for the
Indian market that involve not
just cities but also rural areas
and countryside.

You've witnessed a
Qmassive growth in
inbound arrivals in 2017,
despite the unstability of
Pound. What is it that you
are doing right and how
do you plan to sustain it?

We've been working very
well with partners in India. We
have worked with Cox & Kings

Indian economy growing strongly, we want to continue to invest
in India as the market is in a very strong place, and we want to
give you ideas and opportunities about things to do 59

direct flight from Manchester to
India. Growth comes with capac-
ity and with spend going up. We
are trying to encourage the Indian
market to stay a bit longer. Aver-
age spend goes up if your length
of stay increases.

With the opportunity in the
future, affluence of the Indian
market and the shared herit-
age, we are looking at oppor-
tunities around cricket like the
ICC World Cup 2019 that would
help fuel this growth. Going by
Indians’ preferences, we would
also like to build on football,
shopping, food and drinks, as
they hold immense importance
to the Indian customer, ¥

Each month

copies of MICEtalk go out to
corporates, MIiCE agents, PCO's,
DMC's and other MiCE organisers
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+ Economy class airfare & insurance
THE PARISIAN MACAO « 2 Nights accommaodation in Macao *56.300°  750.000°  749.600"
+ Return Ferry: Hong Kong - Macao - Hong Kong " ' '
+ Return Macao ferry transfers by hotel shuttle

* 1Breakfast OR 1 Lunch at the designated
F&B outlets at Sands Resorts Macao for
two EU’EE[E

CONRAD MACAD » One-way Cotai Water et Cotai Class fickets

s from Macao to Hong Kong OR Gondola Ride <60.200" | ¥53.900* 53.500¢
COTAICENTRAL OR Entries to Qube / Qube Kingdom OR

Entries to Aqua World OR Eiffel Tower
admission tickets OR Planet | admission
for two guests

+ One Deluxe Privilege booklet

+ Monkey King show tickets® f
ALY © o0 e o o twoguess onta || $60,900° || ¥54,600° || ¥54,200°

Parisienne - Cabaret Francals show
tickets* for two guests
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We are pleased to announce
Special Promotional Fares in
Economy for May & June 2018!

Economy Class Fare:

INR 22160

+ Taxes (Fare Basis - LNCI08)

Sale: 24" April, Ticket until 14" May 2018.
Travel: 01" May - 30" June 2018.
Above Fares valid For travel Mumbai - Tokyo/Osaka/Nagoya & Fukuoka.

From Mumbai ANA operates B787-8, Dreamliner to Tokyo
Daily Direct Non Stop : Mumbai to Narita (Tokyo)

07:55*1

NRT | BOM | 11:20 17:45

For all other Fare rules kindly refer to your respective GDS.

For more information / updated schedule contact your travel agent or visit our website www.anaskyweb.com
or call ANA Mumbai Reservations at +91-22-61470737/787

Follow us on facebook.com/flyworld.ana i
Schedule and airplanes are subject to change without notice. Hapﬂ'}' SElllng!!!!!!!

ANAAL \nspiration of JAPAN | ASTAR ALLIANCE MEMBER ¥.2"
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India-friendly’ hotels In Russia

With an impressive surge in the number of Indian arrivals and expecting more during the 2018 FIFA
World Cup Russia, the tourism board has developed ‘India Friendly’ programme with the support of
Russia Information Centre on the ground. More than 21 hotels in Russia have been certified so far.

ﬁHazeI Jain
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camped in Moscow and St  agents. “We are trying to reach

Russia is fully equipped to
receive Indian visitors, just

in time for the 2018 FIFA World
Cup Russia. The ground-
breaking  ‘India  Friendly’
programme was announced
by the Russia Information
Centre (RIC) in India in 2017
and it has finally taken shape
in 2018. Under the aegis of
VisitRussia, RIC created a plan
to improve the experience of
an Indian visitor in Russia. It
initiated the ‘India Friendly’
programme to equip service
providers in Russia, especially
hotels, to provide services that
are required by Indian tourists.
More than 21 hotels in Russia
have been certified under this
programme o far.

The programme covers
various needs of the Indian
traveller, some of them be-

£ € We are training hotels to provide free
water in the rooms which Indian guests
like. These hotels have to provide Indian
lunch and dinners too 5y

Paresh Navani

ing Indian food options in the
menu and on breakfast, elec-
tric kettle or hot water service
in the hotel, bottled water in
the room, English signboards,
English-speaking staff, veg-
etarian meals, sanitary require-
ments like water in toilets, etc.

Sharing an update on the
programme, Paresh Navani,

Head of Russian Information
Centre in India says, “India of-
fers a lot of potential for Rus-
sia. So it was necessary to
conduct something like this.
We already have 21 hotels in
Russia enrolled in this pro-
gramme. We have covered
the four cities of Moscow, St
Petershurg, Sochi and Kazan.
We now have an Indian chef

— IT'S MORE FUN IN THE ——

Petersburg for an entire month
besides training 10 hotels al-
ready for Indian dishes.”

This was followed by a
Russian chef camped in Am-
bala for a month to learn In-
dian dishes. RIC now hopes
that more Russian sous chefs
come to India in the next two
to three months to learn. “The
programme is voluntary. We
are training hotels to provide
free water in the rooms which
Indian guests like. These hotels
have to provide Indian lunch
and dinners. Some smaller ho-
tels are getting Indian food ca-
tered from Indian restaurants.
But big hotels are not allowed
outside catering so we train
their chefs. Wi-fi is free every-
where in Russia,” Navani adds.

Katerina Belyakova, Co-
founder, RIC in India, shares
how they are promoting these
hotels that have chosen to
come under the ‘India-friendly’
tag among the Indian travel

PHIL PPINES

www.tourism.gov.ph

arjun.chadha@ibuzzindia,m. mandar kelar@buzzindiain 7 wwe facebook comPhilippines TouriamiN

to the middle and small-scale
agents because sometimes
they are better than big opera-
tors as they are sincere in their
follow-ups with clients. So it
is a good idea to have a mix of
small and big agents. These
hotels are listed on our website
under ‘India-friendly hotels’.
We have started receiving a lot
of inquiries from the Indian tour
operators for them,” she says.
Certification will be provided
by RIC in India post a series of
tests for staff and audits con-
ducted on-site in Russia.

Befter
Connectivity

#Uzbek Airlines has

plans to start flights from
Mumbai and is report-
edly looking for slots via
Tashkent to Moscow and
St Petersburg. Ural Airlines
is also looking to connect
India with Russia and is
looking for a right partner
for GSA
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The show was instrum-
ental Iin bringing us
fogether. It is a unigue
event that is educative,
network-onented, and a
platform to exhibit all
products,

Vinod Bhandari*
Wedding Xtraordinaire

This is our second time at
the show and the format of
the show in particular is its
highlight. Well-timed
meetings allow us to
interact with every
exhibitor without missing
anyone

Rageev Jain*
Rashi Entertainment

This show acls as a bridge
between the wedding.
travel. and hospitality
industries, | feal this i the
only show that has
adopted the formal of
ofiering one-to-one
interactions

Serrao Francis
Socomp*
Cross Crall

The show is instrumental

in building personal |

connections with various
suppliers which is very
helpful for future business
opportunites

Rakesh K Harjai®
Harjai's Indian
Wedding Planners

s an imporant platform
for ustomeet key playersin
the industry, and leam
aboul new producls,
destinations, deals, and
packages. Enthusiasm
amongst paricipants is
ENCoUraging.

Santosh Kumar
Chunduru®
Kakatiya Evenls

*Participants of 2017

Are you looking to atiract more clients with bespoke offerings that few offer? Differentiate yourselt and build a
stronger netwark through relevant interactions at Travel Wedding Show.

To register, please contact;
sarika@ddppl.com, +91 98101 91852 :

e
Ly

punam.singh@gmail.com, +91 98111 58785 N ﬁfw
sonia.guru@ddppl.com, +91 88003 96009

ravel

WEDDING SHOW
July 7-8, 2018 (Sat - Sun)
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Ascott to grow In business cities

Ascott as a brand has initiated the revolutionary theme of serviced residences in the
southern part of India. B V Bharadwaja, Country Head, Ascott, India, shares the
concept while highlighting the trends, scope and strategies for South India.

4Anupriya Bishnoi

Please enumerate the

evolution of serviced
residences in South India.

The increase in foreign
direct investment into South
Indian cities and the growth
of the manufacturing and In-
formation  Technology/Infor-
mation Technology Enabled
Services (IT/ITES) sectors in
South India has led to a rise
in the number of international
and domestic travellers ar-
riving into the South. These
travellers who are here for
work sometimes travel with
their families and require
quality accommodation, thus
generating demand for our
serviced residences.

How did you cope with

challenges like GST
and liquor ban? What are
your expectations from
2018 in terms of ARRs and
Occupancy?

Fortunately, we have been
largely unimpacted by these
changes in regulations and
policies. Our serviced resi-
dences did not face much of an
impact from demonetisation,
GST, etc as most of our guests

B V Bharadwaja
Country Head
Ascott, India

are on long stays. Most of the
units at Somerset Greenways
and Citadines OMR Chennai
are studios and one-hedroom
apartments that are priced
between  ~4000-7500, for
which the new GST rate is at
18 per cent, much lesser than
the 20.5 per cent bracket we
were in earlier. We have been
achieving a steady increase
in Average Daily Rate (ADR)
annually, we expect to similar
increase ADR in 2019 barring
any incidents which impact the
travel plans of our customers.

Which are the other

cities on the expansion
radar of Ascott?

Apart from the cities
where we have properties in

£
1
|
{
|
|

operation and under devel-
opment, namely Bengaluru,
Chennai, Gurgaon, Hyderabad
and Sri City, we are looking at
extending our footprint to other
key business cities across
India including Mumbai, Delhi-
NCR, Kolkata and Pune.

What's your take on

the competition?

What are your marketing
strategies?

Our ‘Ascott Lifestyle’
programme that is incorpo-
rated across our properties,
enables guests to continue
living the lifestyle they are
used to at home, even when

L€ Apart from the cities where we are
already present, we're looking at extend-
ing our footprint to other key business
cities across India including Mumbai,
Delhi NCR, Kolkata and Pune 9

they work and live away from
home. This allows guests to
better assimilate into the
country, learn a thing or two
about the culture and prac-
tices of the city they live in
and make friends with other
residents. Customers can be
assured of a consistent qual-
ity in products and services,
given Ascott’s track record

in managing award-winning
properties worldwide.

Ascott’s portfolio spans
over 130 cities in more than
30 countries across the Amer-
icas, Asia Pacific, Europe,
the Middle East and Africa.
We leverage our global
network to  cross-market
our properties. L 4

Alitalia meets international agent

Alitalia recently met with 350 travel agents from all

over the world in Rome. Luigi Gubitosi, Extraordinary

Commissioner, Alitalia, inaugurated the Global Trade 1
Conference with the theme ‘The future is looking up’. |
Fabio Lazzerini, Chief Commercial Officer, Alitalia,
presented the strengths of the network and the
upcoming Italy & Europe Pass, a voucher allowing Alitalia
passengers to visit the capitals of European countries.

N g
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Tourism & aviation strengthenties

The hospitality industry, in an initiative to bring together tourism and civil aviation
sectors, organised a felicitation ceremony to welcome Suresh Prabhu, the new
Minister of Civil Aviation, Government of India. The event was attended by key
stakeholders from the aviation industry and the commerce ministry, apart from
tourism and hospitality sectors.
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Aeroflot cheers for partners

Russian airline Aeroflot celebrated its 95" anniversary in Delhi by acknowledging its travel
trade partners, including India. The company was established on March 17, 1923.

*TT Bureau

peaking at the 95" anni-

versary ceremony, Sergey
Kidisyuk, General Manager-
India, Aeroflot said, “The
company was established 95
years ago on March 17, 1923.
Aeroflot is the founder of the
Russian civil aviation. We
have been serving the interest
of our country and operating
in India for 60 years. We are
also celebrating 60 years of air
connectivity between Russia
and India this year.”

Talking about their target
segment, Kidisyuk said, “We
focus on different types of pas-

Sergey Kidisyuk

General Manager-India
Aeroflot

Moscow. Earlier, we used to op-
erate to other destinations like
Mumbai, Kolkata, Chennai, Goa.
However, we cannot announce
the plans to expand the network,

L€ We are the only airline operating
reqularly between Russia and India.
Earlier, our partner Air India was
operating to Russia, but they
discontinued their service last year yy

sengers and offer a variety of
destinations beyond Moscow,
including the European as well
as the US market with a direct
service. We are the only airline
operating regularly  between
Russia and India. Earlier, our
partner Air India was operating
to Russia, but they discontinued
their service last year. We have
business passengers, leisure
travellers as well as VFR traf-
fic, which is a result of the 70
years of diplomatic relations
between India and Russia that
was celebrated last year”.

Speaking about the current
frequency and expansion plans,
he said, “Currently we operate
two daily flights from Delhi to

but India is a very promising
and growing market. If we
decide to expand here, Mumbai
will be the primary destination
for our network.”

The airline is enjoying a
Passenger Load Factor (PLF) of

LT
il ll

ﬂ'"l " |l||

around 80 to 90 per cent, which
depends on the season, said
Kidisyuk. “We have two types
of aircraft—a wide-bodied Air-
bus 330, 300 and 200 series.
Hence, the payload is quite big
especially in the winter when
many passengers travel to India
and outside.”

India has a huge network
of travel agencies and regarding
Aeroflot’s association with them,
he said, “We are associated with
big travel partners like Akbar
Travels, Riya Travels, etc. Also,
we have traditional travel part-
ners like Cox & Kings, Cleartrip,
ibibo and many others. Normally,
we used to promote our service
and products through our mar-
keting fund with agents. This
means that if an agent achieved
a few targets, he will be entitied
for the marketing fund. It was
mutually beneficial for both the

airline and agents. We also do
direct marketing from time to
time, like radio campaign as well
as print marketing in India.”

On agent commissions, he
said that it is confidential, but
is up to the industry standards.
“We have incentive agreements
with some of our partners and
we have general terms and
conditions also for the market.
Hence, it depends on the volume

of sales of every agent.” L 4
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C Arvind
General Manager
DTTDC

Delhi: India’s
tourism

gateway

Apart from being the capital, Delhi is also, in
many ways, India’s tourism gateway. C Arvind,

tourism perspectives with TRATALK

*Inder Raj Ahluwalia

In a nutshell, how
would you describe
Delhi as a tourist
destination?

Delhi is special because it
is an amalgamation of unique
experiences offering an insight
into India’s diverse culture and
ethnicities. With historic monu-
ments, distinctive cultures and
varied cuisines, the city poses
a quality package that never
fails to charm visitors.

How has Delhi fared in

the last two years as
a destination? Has there
been a growth in foreign
and domestic visitors?

Last year, India witnessed
10.18 million tourist arrivals.
Around 40 per cent of tourists
visiting India enter through Del-
hi which makes it a major entry
and exit point. The city has per-
formed well in offering numer-
ous opportunities to tourists to
explore and experience the city.
We have further strengthened
our portfolio by adding more
cultural events, which ensures
a new and fulfilling experience
for foreign visitors.

What are the three

most attractive tourist
sites in Delhi?

The capital city boasts of

three UNESCO World Heritage
Monuments and historic sites
that define its rich culture. Red
Fort, Humayun’s Tomb, Qutab
Minar, Jama Masjid and the
Lotus Temple, among others,
have always been on the fa-
vourite lists of tourists. A travel
through these historic monu-
ments presents an excep-
tional experience to visitors.
Delhi Tourism & Transporta-
tion Development Corpora-
tion (DTTDC) also has many
locations, including the Dili
Haats, Garden of Five Senses
and Guru Tegh, that offer a
complete experience to foreign
tourists. Bahadur Memorial

2

landmark, connecting Wa-
zirabad on the western
end of the Yamuna river with
the eastern side. The bridge
will be 154 metres high, with
two lifts offering panoramic
views of the city. This pro-
ject will be completed by the
year-end.

Recently, Delhi

received negative
publicity after issues re-
lated to pollution and ‘law
and order’. How did you
manage to go ahead with
such negative publicity?

Delhi  Tourism  keeps
organising events to raise

£ € As the major entry and exit point for
tourists, Delhi has always been an all-
season city. Everyone who visits the city
accommodates a day or two to explore it 3y

is unique in its own way, and
offers a one-of-a-kind experi-
ence. Our three Dilli Haats has
become a hub of crafts, cuisine
and culture for visitors and are
always hosting cultural events.

Any new projects

coming up in Delhi?

The significant new pro-
ject is ‘Signature Bridge’,
which will be Delhi's new

awareness of a green and
clean city. Our recent event —
‘The Garden Tourism Festival
garnered attention in combat-
ing pollution.

A visiting mayor of
California had said, “This is
a wonderful initiative by the
Delhi Tourism to raise aware-
ness ahbout greener cities.
Everything from the decora-

=

General Manager, DTTDC, shares about the city's

tions to the
plantations
have been a
refreshing experi-
ence. There were
many concerns about
Delhi pollution, but look-
ing at this show, | have
a lot of hope about these
garden shows, which is
growing more flowers and
increasing greenery to create
a healthy city.”

Is Delhi now getting

more visitors in the
‘so-called’ lean, summer
and monsoon seasons? If
so, why?

Being the major entry
and exit point for foreign tour-
ists, Delhi has always been
an all-season city. Be it
for conferences, exhibitions or
leisure, everyone who visits the
city accommodates a day or
two to explore it. This
generates a regular flow
of tourists.

Any new campaigns in
the pipeline?
We intend to stay busy in
further strengthening the city’s
value to visitors. We will be fo-

Schi

cus-
ing on
highlight-
ing  Delhi
as a ‘tourist
friendly ~ destina-
tion’. Apart from
that, we also plan to
highlight Delhi as a film
shooting destination. Delhi
has already emerged as Bol-
lywood’s favourite film shoot-
ing destination, with major
films being shot in the city. The
city's scenic beauty, pictur-
esque locations and historical
monuments form an interest-
ing backdrop for movies.

DTTDC has been actively
involved in social media en-
gagement. Our platforms will
continue to be a medium of

phol

Amsterdam Airport

highlight-
ing the city’s
unique  offer-
ings, and help the
traveller learn about
the city. &
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romoting the Rezb2b platform
Pamong travel trade, Travstarz
Global organised a product presenta-
tion for UTA members in Mumbai. The
presentation saw a gathering of approxi-
mately 50 UTA members. Pankaj Nagpal,
Managing Director, Travstarz Global Group said,
“We are focusing more on Tier Il and Il cities. This
is our first event with UTA and we plan to do another
event in Pune. With similar events being planned across
the country, we are now joint promotion partners with a
number of tourism boards. Two events are planned every

NBTC
Holland Marketing

Pankaj Nagpal
Managing Director, Travstarz
Global Group

Shining

travel stars

Travstarz Global Group held a product
presentation for United Travel Agents mem-
bers at Mumbai's Hotel Peninsula Redpine.

month across Indore, Jaipur, Ludhiana, Mumbai and Bangalore.
Groups like UTA connect us to people who do not have access
to a lot of facilities but are doing good business.”

Speaking about the recent acquisition by Rezb2h, Nagpal
added, “The Rezb2b platform was acquired recently by CTRIP We
will have a global inventory after the acquisition. We are now on the
process of merging both platforms which should be operational by
end of May. We will make products specific to the Indian market.”
The company soon plans to have products for countries like USA,
Hong Kong, Canada, etc specific to the Indian market. It has recently
added Azerbaijan along with Egypt to its destination portfolio. “Our
plan is to get more and more DMCs, So we expect to have at least
five-six new locations added this year,” Nagpal concluded. &

mandar.kelkar@buzzindia.in
ritesh.ahluwalia@buzzindia.in

www.holland.com

St

Jaipur
/ mart from
7 July 20-22

Rajasthan will host its maiden
edition of Rajasthan Domes-
tic Travel Mart from July 20-22,
2018 in Jaipur to boost domes-
tic tourism segment in the state.

*TT Bureau

he Department of Tourism,

Government of Rajasthan
has signed a Memorandum of
Understanding (MoU) with the
Federation of Hospitality and
Tourism of Rajasthan (FHTR)
to organise Rajasthan Domes-
tic Travel Mart 2018. The mart
will be hosted at the BM Birla
Auditorium in Jaipur with

said, “The objective of Ra-
jasthan Domestic Travel Mart
is to focus on domestic tour-
ists within Rajasthan from vari-
ous parts of India and establish
the state as one of the leading
domestic tourist destinations in
the country.”

Subodh Agarwal, Addi-
tional Chief Secretary—Tour-
ism, Government of Rajasthan,

The MoU was signed hetween Sanjay
Pande, Additional Director—Tourism,
Government of Rajasthan and Bhim
Singh, President, FHTR

Rajasthan as the partner
state for the event. The MoU
was signed between Sanjay

Subodh Agarwal
Additional Chief Secretary—
Tourism, Government of Rajasthan

Pande, Additional Director—
Tourism, Government of Ra-
jasthan and Bhim Singh,
President, FHTR.

Nihal ~ Chand  Goel,
Chief  Secretary—Tourism,
Government  of Rajasthan,

further informed that last year,
the hotel occupancy in the
state was recorded at 65 per

Nihal Chand Goel
Chief Secretary—Tourism,
Government of Rajasthan

cent. He elaborated, “This
mart is first-of-its-kind in the
state and the second in India.
Tourism contributes as much
as 15 per cent to the state’s to-
tal GDP. Tourism industry of the
state has won 45 awards over
the past four years.” &
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Transacting and capitalising

This year at the 10™ Great Indian Travel Bazaar, one of the biggest events to promote inbound tourism, Jaipur was abuzz with
festivities where the exhibition celebrated a decade of promoting inbound tourism in India. Key industry stakeholders marked their
presence from across the country as they spent the three days to network and showcase their brand to foreign tour operators.

G Rt 40
RAIL JOURNEYS
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business opportunities at GITB
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Luxury experiences for inbouna

Enchanting Experiences recently organised an interactive meet in Gurugram where all its partners
showcased their products to tour operators of the region. The company will soon host similar meets in
Delhi and Dwarka and shall also conduct its own roadshows overseas.

ﬁTT Bureau

s many as 15 partners of

Enchanting  Experiences
showcased their products to
travel agents from the region.
“Enchanting Experiences rep-
resents properties which are
more focused on inbound
travellers to India. Most of the
hotels we represent are backed
by activities like safaris, horse-
back rides, etc, offering a bou-
tique and luxurious experience.
The aim behind conducting an
interactive session is to portray
our partner’s products so that
agents can gain more knowl-
edge from their meetings with
the owners,” says Krishna
Pal Singh, Managing Director,
Enchanting Experiences.

Enchanting Experiences, a
sales and marketing company
which  represents  boutique

Krishna Pal Singh
Managing Director
Enchanting Experiences

properties across India, began
operations in December 2016
with five partners and has
evolved into a company which
focuses more on experiences.
Till date, with 16 partners on
board, Enchanting Experiences
plans to add three more prop-
erties by the end of 2018 to its
representation portfolio.

Singh  explains,  “About

90 per cent of travel agents
who cater to foreign travellers
are based in Delhi. Thus, we
have micro-targeted the mar-
ket in Delhi by geographically
dividing it in terms of central
Delhi, Gurugram and Dwarka.
In July this year, we will host

Dev Vilas, Ranthambore; Ke-
sar Bagh, Jojawar; Red Earth,
Tadoba; Prachina  Museum,
Bikaner; Mahal Khas, Bharat-
pur; Soulacia, Kanha, Madhya
Pradesh; Lakes & Lagoons,
Alleppey, Kerala; El Oceano
Beach Villas, Marari; Petrichor,

gins are shrinking day by day.
Thus, we are not looking at
that segment. We are staying
up in the luxury travel segment
where we are sure of the
quality of products we offer
and cater to the demands of
travellers adequately.”

£ £ Enchanting Experiences represents properties which are more
focused on inbound travellers to India. Most of the hotels we
represent are backed by activities like safaris, horseback rides, etc,

offering a boutique and luxurious experience 5

similar interactive meets for
travel agents in Delhi and
Dwarka.” The participating
properties include, The Royal
Heritage Haveli, Jaipur; Dera
Mandawa, Jaipur; Fateh Garh,
Udaipur; Fateh Safari Suites,
Kumbalgarh;  Ajit  Bhavan,
Jodhpur; Rawla Narlai, Narlai,
Pali; Talabgaon Castle, Dausa;

Kerala; Home Dinner at Usha
and |V Singh, Rohet’s House
in Jaipur.

Singh believes that the
demand for luxury travel seg-
ment is growing with improve-
ment of connectivity. He points
out, “With a movement in the
hospitality industry, the mar-

Talking about expansion
plans, Singh explains that the
company is not on the look out
to scale numbers in terms of
partners but will focus on qual-
ity. Thus, the company plans to
cap the number of represented
properties to 25 to focus on
creating stability for its part-
ners. Enchanting Experiences

believes in marketing its part-
ners through word of mouth
and recommendations from
previous guests. “We partici-
pate in major shows like GITB
and KTM. We would conduct
similar  roadshows overseas
rather than participate in travel
trade exhibitions. We will meet
the foreign tour operators to
showcase the products. As UK
is the largest market along with
the highest repeat clientele,
we have identified London and
Paris for our roadshows this
year,” adds Singh.

Luxury on Rise

4 The demand for luxury
travel segment is growing
with improvement of con-
nectivity. The company is
sure of the quality of luxury
products they offer

teams with the awards.

Hahn Air pays tribute to top
agents In Karnataka

Hahn Air recently acknowledged its top performing travel agency partners across Karnataka for the year 2017. The
top three agencies were Riya Travel and Tours, Mystifly Consulting India and Akbar Travels of India. These offices
were presented with the unique Martin trophies featuring Hahn Air's mascot, as well as certificates of appreciation.
Bharat Kapoor, Global Account Director—Southern India, Hahn Air, visited each winning agency and presented their

Hotel-Spider expands reach

Hotel-Spider, a channel manager or hotel marketing
technology partner for over 150 booking platforms in
Europe, plans to spread its wings in India.

4TT Bureau

shish Saran, CEOQ, Travel-

Reps has partnered with
Marco Baurdoux, CEO and
Co-Founder, Hotel-Spider to
bring Hotel-Spider to India and
explore the market here. Saran
said, “We will have a set-up in
India to tap the huge mid-mar-
ket segment of hotels pan-India
for Hotel-Spider in the coming
months. Channel manager is
basically an interface, an ag-
gregator where hotels take the
login of the system and then
distribute their rooms and rates
over a mushroom of booking
engines or OTAs.”

Talking about the possibili-
ties in India, Saran said, “India
has new hotels coming up, but
there is a possibility of a gap
that Indian channel managers
are not able to fulfil, in terms of
providing access to European
booking engines and OTAs. We
are looking to fulfil this gap. We
will be looking at hotels with 30-
50 rooms, and properties that
are independently-owned and

Ashish Saran
(¢/=0]
Travel-Reps

operated, with an ARR of about
~3500-5000. We have met a
few hotels as well as some
booking engines, and are hope-
ful to sign up something soon.”

Baurdoux said that the
Indian market is not as struc-
tured as that of Switzerland.
“When it comes to relations
with OTAs, India is a travel
agency driven market. Some
of them are keen to moving to-
wards the OTAs, but many are
happy with the existing model.
Hence, we have to think about
how we can enter the market.

Marco Baurdoux
CEO and Co-Founder
Hotel-Spider

We are hopeful of what the
future would bring,” he added.

Saran added that India is
brimming  with  possibilities.
“There are chances that cer-
tain channel managers will not
have the reach to the European
booking engines, but we are
also increasing the reach of the
booking engines in Europe, and
hence meeting some hooking
engines in India. We would also
talk to some Indian indigenous
booking engines like MakeMytrip
and Yatra to explore opportuni-
ties,” he concluded.
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bal-Denpasar direct

Garuda Indonesia has finally launched the much-
awaited direct flight from Mumbai to Denpasar,
connecting the destinations two times a week.

ﬁTT Bureau

aruda Indonesia recently
Gstarted its services be-
tween Denpasar and Mumbai
with direct flights. This new
route offers a variety of con-
necting flights to Indonesia for
Indian tourists as the airline
has served Jakarta-Mumbai
route since 2016. The Den-
pasar-Mumbai route is served
twice a week, Mondays and
Thursdays, and will be in-
creased to three times a week

Pahala N Mansury
President & CEO
Garuda Indonesia

£ € We expect

this direct Mumbai-
Denpasar flight wil
allow better
connectivity. India is
the sixth largest
market for
Indonesia 59

from June 2 (Monday, Thurs-
day and Saturday). The flight
is served by GA 814, leaving
Denpasar at 15.40 LT and ar-
riving in Mumbai at 20.25 LT.
On the return flight, GA 815
will depart Mumbai at 21.50 LT
and arrive the next morning at
07.55 LT in Denpasar.

Speaking on the launch
Pahala N Mansury, President
& CEO, Garuda Indonesia
said, “For the last two years,
we have been flying to India
but through Bangkok. We ex-
pect this direct Mumbai-Den-
pasar flight will allow better
connectivity between the two
countries. India is the sixth
largest market for tourism in
Indonesia with a growth of
more than 21 per cent. We
have deployed Airbus 330
aircraft on the route.” As of
now, the airlines looks to in-
crease the frequency from the
Indian market and by end of
the year, it might also fly four
times a week on the route.
With the current schedule of

the flight, this will be an excel-
lent opportunity for Indians to
not only stay in Bali but also
explore other destinations
as well. The new flight will
also connect India, Indonesia
and Australia.”

Speaking about the fu-
ture plans for India market,
Mansury added, “We will look
at the performance of this

flight for the next six months
before we add any other
frequencies to other destina-
tions in India.” In 2019, Garuda
Indonesia will take delivery
of the Airbus 330 Neo which
will be part of modernising
the fleet. In 2020, it will take
delivery of a significant
number of Boeing 777 Max
aircraft to  modernise its
existing 737 fleet. L 4
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Ty Actor Ranveer Singh jet-set to the Swiss Riviera for a L- e “4
I summer vacay. He heads to the Lake Geneva region —
the French speaking region of Switzerland.

mﬂumm is @ supporting media partner for PATA Travel Mart 2018
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WHY JOIN PTM?

software.

Maximise business
opportunities

Two full days of over 10,000
pre-matched appointments across
the event facilitated through
PATA's custom business matching

www.PATA.org/
SELLER{ BUYER/ MEDIA REGISTRATIONS AVAILABLE

Learn

© the world to you something new

Engage with more than
1,000 delegates from over
60 destinations across
the globe.

Keep abreast of the latest
trends and insights at the
PTM Forums and PTM
Talks.

(Q) DISCOVER LANGKAWI

Unlike other travel trade shows, PTM offers delegates a new host destination
each year, showcasing the diversity of destinations across the Asia Pacific while
bringing together a new set of buyers and sellers to every Mart.

Kindly hosted by Malaysia, PTM 2018 is set at the beautiful island of Langkawi -
a tropical paradise known for its unsurpassed natural beauty, friendly people,
excellent food, duty-free shopping and luxurious hotels and resorts,

Visitors can fly direct to Langkawi from major international airports around the
world, with stopovers in Kuala Lumpur and Singapore.

[RAUTALK

is a supporting media partner for PTM 2018,

PTM
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GNTO'’s culinary escape in Delh

The German National Tourist Office (GNTO ) introduced the ‘Culinary Germany’ theme in India, whilst
using the same for marketing campaigns this year. The country witnessed 8,52,224 visitor overnights
in 2017, making for a 13.8 per cent growth over 2016, and is on track to achieve 1 million overnights till 2020.

ﬁNisha Verma

wing to this steady growth,
the German National Tour-
ist Office (GNTO), India fore-
casts a 5-8 per cent growth

gral part of any traveller's
itinerary. Experiencing the lo-
cal flavours helps enhance the

flavour of any holiday
and makes for
everlasting

in visitor overnights for the impres-
year 2018. GNTO recently sions. With
held a press conference in over 5,000
New Delhi, where they intro- _ beers from
duced the theme for this year. 1,300 brew-

Romit  Theophi- eries,
lus, Director,
GNTO, India
said, “Food
forms an

inte-

With over 5,000 beers from 1,300 breweries, 300 types of
bread, 1,500 types of sausage, 13 wine regions, 292 Michelin-
starred restaurants and 3,000 to 5,000 Christmas markets,

Germany is sure to satiate any traveller's appetite

300 types of bread, 1,500
types of sausage, 13 wine last year and strategies for
regions, 292 Michelin-starred ~ the next year, Theophilus
restaurants and 3,000 t0 5,000  said, “Germany is growing
Christmas markets, Germany  on an average of 10 per cent
is sure to satiate any traveller's  every year. Last year, we grew
appetite. From ‘Pann- by 13.2 per cent, roughly
- | fisch’ fried fish in the  8,52,000 overnights into
north to green sauce  Germany; we are on track of
| and ‘Bratwurst’ sausages 1 million overnights till 2020
| in Central Germany to  and doubling it to 2 million in
dumplings, ‘Maultaschen”  2030. With our complete shift
pasta pockets and ‘Eishein”  towards digital marketing, we
ham hock in the South,  have a lot of influencer tours,
German cuisine is as di-  blogger tours, digital adver-
verse as the country’s  tising, Facebook campaign
varied landscape.” as well as joint marketing

Sharing the success of

initiatives with the tour opera-
tors. We are very excited that
our  Facebook  campaign
recently crossed one mil-
lion fans for the ‘India Visit
Germany’ page.”

He further said that they
are also focusing on the B2C
market. “We will be focusing
a lot on content, and conduct
press tours for the same. In the
Indian market, we always focus
on our main theme ‘Culinary
Germany’, apart from which
we have themes like family, af-
fordable hospitality, etc. We will

be doing our annual roadshows
with tour operators in Septem-
ber, where we will focus on
Delhi, Mumbai and Bangalore.
Besides, we also have German
Travel Mart this May, where we
will be taking a contingent of 21
people, including 15 tour op-
erators and six representatives
from the press.”

Food Fever

+According to Qual-

ity Monitor survey of the
German tourism industry,
4 per cent of international
holidaymakers come to
Germany only for the
variety and quality of its
food and drink. The sector
contributes at least 3.2
million overnight stays

to Germany’s inbound
tourism

A Cypriotic experience

Five tour operators, an event planner and a Bollywood producer from Mumbai and Delhi were invited by Cyprus Tourism Organisation
on an exploratory visit to the island nation to be able to promote it to their clients — whether it is MiCE, weddings, social events or FIT.
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Celebrating 260 years, Cox & Kings hosted a golf tournament at the Delhi Golf Club for both budding and professional golfers from India and overseas to explore the world of golf in the country. The tournament aimed at
showcasing India as a golf destination was attended by several diplomats, ambassadors, professional golfers and President of the Delhi Golf Club.

CEK hosts gol tournamentn Del

Alr Italy to

start flights to
Mumbal from
October 2018

m As its first route to India,
Air Italy is set to begin oper-
ations to Mumbai from Oc-
tober 31, 2018. Bird Travels
will be the GSA for the airline
in India. The new service will
operate between Mumbai
and Milan with an Airbus
A330-200, offering 24 flat-
bed seats in Business Class
and 228 seats in Economy

Class. This will be the Italy-
based airlines’ fourth new
international destination to
be served from its Milan
Malpensa hub. Air Italy will
offer five weekly flights be-
tween Milan Malpensa and
Mumbai and will be the only
non-stop flight between Italy
and Mumbai. This new route
between Milan and Mumbai
comes after the earlier an-
nouncements of new routes
from Milan Malpensa to New
York and Miami starting
in June 2018 and to
Bangkok starting  from
September 2018.

The new service to
Mumbai will operate the fol-
lowing schedule and is open
for sale. Flight schedules
are effective from October
31, 2018. The Milan Mal-
pensa (MXP) flight to Mum-
bai (BOM) IG 927 departs
at 14:20 hrs and arrives
at 02:50 hrs on Tuesdays,
Wednesdays,  Thursdays,
Fridays and Saturdays. The
Mumbai (BOM) to Milan
Malpensa flight (MXP) IG
928 departs at 04:50 hrs
and arrives at 09:20 hrs on
the same days.

The Chilworth

LOMDON PADDINCGTOMN

Experience Indian Hospitality
In the heart of London Paddington

Stay at The Chilworth, London’s new boutique hotel, and combine the excitement of Britain's vibrant capital
with a little Indian-style hospitality. In an atmosphere of relaxed elegance, and with a location minutes from
Paddington Station's Heathrow Express terminal, we offer the following especially for our Indian guests:

» Free calls to India with our handy smartphone
+ Indian/English Breakfast
» Indian TV Channels

. Cumplimcntar}f transfers between the hotel and Oxford Street every three hours

A member of the Park Grand Lifestyle Collection

*“T&C's apply

Address Central Reservations
reservations@thechilworth.co.uk
Tel: +44 (0) 2074792233

thechilworth.co.uk

55-61 Westbourne Terrace,
Paddington,
London W23UY
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Novotel Kochi reaay for MICE

Novotel Kochi Infopark is one of the first international mid-scale brands to debut in the industrial zone,
which works out perfectly for the hotel.

ﬁTT Bureau

ocated in the heart of the

IT hub of Kochi, 128-key
Novotel Kochi Infopark with
three dedicated meeting rooms
equipped with state-of-the-art
technology can cater up to 200
delegates and leisure guests.

’

Jean- Michel Cassé
COO—India and South Asia
AccorHotels

£ £ Novotel is more
keen on developing
MiCE in this area.
Any company
around the Infopark
will be using this
hotel for MICE 59

Launched early in April, the
property is ready to take on the
traffic at this growing region.

The hotel’'s inventory in-
cludes eight suites along with
three F&B options, including
one all-day dining restaurant
and two bars. Speaking about
the property’'s MICE  busi-
ness from the Kochi market,
Jean- Michel Cassé, CO0—In-
dia and South Asia, AccorHotels,
says, “Novotel is entirely related

to MiCE and it's more a matter
of developing MICE in this catch-
ment area. Any company around
the Infopark will be using this ho-
tel for MiCE. However, the busi-
ness will be related to the size of

their own company which would
potentially be around 200-250
people. The meeting rooms have
also been made accordingly.
When big conferences will come
to the city, hotels like us will be

able to take up the opportunity.”

The hotel is also well-
equipped to cater to the wed-
ding market in Kerala. Sachin
Maheshwary, General Manager,

Novotel Kochi Infopark, says,
“The number of Kerala wed-
dings here is huge and they
require a certain style of service
which is very traditional — with
banana leaves and sit-down

Wedding Planners

are an integral part of our industry.

They play a vital role in Cho0Sing the destination.

TravTalk reaches out to over

000

wedding
planners

every issue

Change the perception

pecome ' 10P OF Mind' recan

Connect with:

service. We don't look at the
wedding business directly but
focus at pre-wedding or a post-
wedding event. Apart from this
segment, we look at other social
events. With a lot of Catholic
community around, there is
whole lot of holy communions
that keep happening here.”

Sachin Maheshwary
General Manager
Novotel Kochi Infopark

L€ With a lot of
Catholic community
around, there is
whole lot of holy
communions that
keep happening in
this region 3y

He adds that the hotel's
chefs are competent to ca-
ter to international visitors.
“We have split our kitchen
team into three parts. One
is a set of chefs who would
do  specifically  Kerala
and South Indian food. Our
head chef brings in the flavour
of the East and complete In-
dian cuisine along with other
chefs. We also have two chefs
for  continental  dishes,”
Maheshwary adds. 4

-

1589 Hotels’ recently-held Annual General Meeting in Jaipur highlighted the company’s aggressive growth in the number of hotels and the team’s strength. Guest speakers were invited from different domains, who shared their varied experiences
to give a glimpse of the back-end operations and technology used.
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GLOBAL PANORAMA SHOWCASE

EPS 2018

sets new benchmarks

With the addition of two new cities - Hyderabad and Lucknow this year, Global Panorama
Showcase (GPS) looks at reaching out to more buyers from Tier-1l and Tier-Ill markets, thereby
marking its presence as the emerging platform for the non-metro cities.

*Shahzad Nasir

he sixth edition of Global
TPanorama Showcase  (GPS)

kick-started in  Nagpur in
January this year. The show was a
resounding success, recording over
105 exhibitors and more than 1000
buyers over three days.

This three-day multi-city show
will now move to Hyderabad from
June 28-30, followed by Chandigarh
from July 5-7, Ahmedabad from
July 12-14, Lucknow from July 19-
21, Kolkata from August 2-4, Kochi
from August 9-11 and conclude in
Pune from August 23-25. The show
in Hyderabad—Telangana  Tourism
Conclave is supported by GPS and
is being hosted for the first time.
Harmandeep Singh Anand, MD, GPS
informs that this year, Hyderabad and
Lucknow are two new additions to the

show and moving forward, GPS will
consider some other cities as well.

The first day of the show was
dedicated to product presentations
which recorded over 300 trade visitors.
As many as 14 product presentations
and destination showcase was
followed by the much-awaited GST
session by CA Manish Gadia from GMJ
& Co. The second and third day were
dedicated to B2B sessions which saw
over 500 attendees while over 300
attendees marked their presence on
the third day.

This year, the travel agents
came from different cities in
Madhya Pradesh, Chhattisgarh and
Maharashtra. Some of the new
product launches at the event included
RainbowCTM, a complete travel
management solution with a unique
platform for all sizes of travel entities.

People have understood the use of the mobile App and
have been uploading and downloading all promotional
material through it 99

The exhbition witnessed a good mix
of products like airlines, hotels, tourism
boards, DMCs, etc from Armenia,
Russia, Azerbaijan, Bali, among many
others. Qut of the total products, 75
per cent were new this year. The show
was supported by Maharashtra
Tourism  Development  Corporation
(MTDC), and Maharashtra was the
partner state this year.

Going Green

“GPS has been  working
extensively to make the event digital,
minimising the use of paper at all the
shows,” says Tanushka Kaur Anand,
Executive Director, GPS. She informs
thats in 2016, around 1.5 tonnes of
paper material was collected in the
form of brochures and promotional
mattter. This amount was reduced in
2017 to 100-150 kg while this year,
minimal paper material was used,
making it an environment-friendly
event. “People have understood
the use of the mobile App and have
been uploading and downloading all
promotional material through it,” says
Anand. She adds that the App has

undergone changes and adds value,
making it more user-friendly for both
the buyers and suppliers.

EDWIN

With the successful response
to EDWIN (Educational Destination
Workshop International) ~ since its
inception, there have been two
workshops hosted in Ladakh and
Bali. “We plan to conduct around six
to eight EDWIN programmes every
year and will soon host programmes
to destinations like Europe, Zanzibar,
South Africa, etc,” says the MD.

10X Membership

The 10X membership is for GPS
attendees. The cost of the membership
is ~ 2,500 per year while the registrered
buyers can avail the same at ~1,500
from the GPS App. Benefits of 10x
membership include upto 80 per cent
discount on purchase of RainbowCTM,
discount on Infozeal and participation
to EDWIN programmes. The 10x
membership card is a loyalty card
which targets to tie-up with over 200
products in the coming months. L 4
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Leveraging Tier-ll & lll markets

HARMANDEEP SINGH ANAND ‘ Managing Director, GPS

“ The sixth edition of Global Panorama Showcase (GPS) this year in Nagpur was a transformation compared to last year with
the event going App-based to a mix of products as well as an increasing number of buyers at the show. About 105 exhibitors
participated in the 2018 GPS Nagpur edition. Last year in 2017, when we rolled out the e-edition for Nagpur, we had around 370
pre-registered agents. This year, even before the start of the event, we had around 900 registered buyers who were aware about
the GPS mobile App. This time, we had around 14 odd product presentations along with the GST session. We also launched
RainbowCTM which is a complete travel management solution useful for all travel companies. It is a proud moment for us that we
have managed to make the event a completely green one by making use of technology. Through GPS Nagpur, we covered various
nearby cities in Madhya Pradesh, Chhattisgarh and the Vidharbha region of Maharashtra like Indore, Bilaspur, Bhillai, Durg, Amravati,
to name a few. We also hosted around 175 agents this year.

This edition was also significant for us as we launched GPS 10x membership, a loyalty card which provides attractive discounts
on a variety of products to the travel agents. We have tied up with around 50 different products and aim to increase this number to
200 products in the coming months as we visit upcoming cities. We have a following of about 20,000 travel trade professionals. In
2017, we had around 7000 attendees and we expect this number to increase to 8000 in 2018. We are also hoping to look forward
to adding more state boards. §§

TANUSHKA KAUR ANAND | Executive Director, GPS

registrations on the App. 5

— IT'S MORE FUN IN THE —

PHIL'PPINES

www.tourism.gov.ph
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“ With a 98 per cent download rate of the GPS mobile App, we are proud to say that now we have become an e-event. The
show can be accessed through the App, helping buyers and sellers alike to connect even after the event is over. The exhibitors
have uploaded e-brochures and promotional material on the App which is accessible to the buyers and other attendees. We
introduced the lead scanner feature recently which was well-received. We saw very few people carrying their business cards.
Mostly, the cards were not exchanged physically as the attendees used the App to scan the badges of visitors and document
details. This way, they already have the database of the scanned attendees in a cloud storage. We are working on adding
more useful features to the GPS mobile App to make it more user-friendly. The GPS 10x membership will also be rolled out on
the App. Those who have subscribed to the loyalty card will be featured on the App where they can receive latest discounts
on new products instantly. Looking at the heart-warming response to the GPS 10x membership, we expect good number of
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RAJU AKOLKAR | cEo, GPS

“ The EDWIN programme has been a new addition under the GPS umbrella. Having concluded two EDWIN
programmes in Ladakh and Bali this year, we plan to host about six EDWIN programmes in 2018 for the trade buyers
to give them a first-hand experience of various destinations. After the good response from industry partners, we
have received invitations from tourism boards and DMCs across the world to host EDWIN programmes. We are now
planning EDWIN in Europe, Mauritius and many such destinations.

| am very happy to see the kind of turnout for GPS this year and the quality of agents we have received
for the same. The product mix of exhibitors has been much appreciated this year. We received over 1000 registered
buyers for GPS Nagpur in this year’s edition. This year we introduced prizeport, a game which offers points on
every activity undertaken or tasks completed by the buyers during the exhibition. At the end of each day, a leader
board is made, ranking the buyers based on the number of points earned, which entitles them win exciting prizes. This
interactive model in the form of a game has been well received and brought in a sense of competetiveness among the
buyers to complete tasks well. We have live leader board status of top performers on the GPS mobile App as well. §§

RISHIRAJ SINGH ANAND | Joint Managing Director, GPS

“ With the successful conclusion of the sixth edition of GPS Nagpur, there is no doubt to the fact that we have
received a phenomenal response from exhibitors and buyers alike. The show saw a healthy mix of hosted buyers,
trade visitors and exhibitors. Compared to 2017, this year, we witnessed a better participation from the buyers. As
far as the Hosted Buyer programme is concerned, we recorded an attendance of 90 per cent new participants. Out
of the total exhibitors, almost 80 per cent were new, showcasing a variety of products ranging from hotels, airlines,
cruises, travel technology, etc.

The show has been constantly updating itself year-on-year. With technology leading the way for travel, the show
has also equipped itself with digital advancements to make it more relevant yet, user-friendly.

We have added two new cities to the GPS platform this year and will continue to identify newer markets where
we can take GPS, as it has now become a platform for serious business. Given the strong and encouraging feedback
received from across the cities visited over the years, we are expecting a good turnout for the GPS shows in Hyderabad
and Lucknow. Our aim is to cover as many cities as possible in the Tier-Il and Tier-lll markets across India. It is also
encouraging to see that our latest division — EDWIN is gaining momentum after the completion of our programmes
in Leh, Ladakh and Bali. 5§

ANKUSH NIJHAWAN | Executive Director, GPS

“ This has been my second year as Executive Director on board with GPS. The Tier-Il and Tier-lll cities are
important markets in terms of India’s tourism growth. With a rise in travel demand from Tier-ll markets, GPS has
added two new cites this year — Hyderabad and Lucknow, and in total, Global Panorama Showcase will now be
connecting to eight cities this year. Over the years, the hearty response and feedback received from the cities to
which GPS has travelled to, has been one of the reasons to add these two new cities.

We have seen that the seriousness towards business has increased manifolds amongst the buyers who attend
GPS shows across cities. They seek every opportunity to increase business. GPS brings a variety of exhibitors from
across segments to the doorsteps of the buyers and with this accessibility quotient, we expect the two new cities
to be a success.

The whole value chain of travel is well covered by GPS and given the immense growth taking place in the domain
of travel in India, we look forward to reaching more and more cities in India. The table-top meetings format works
well for us. These B2B meetings allow for qualitative time between the suppliers and the buyers, and results in more
productive sessions rather than a mere exchange of business cards. Sometimes these meetings lead to conversion
of business at the exhibition floors. 55
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MADHU SALIANKAR ‘ Executive Director, GPS

Global Panorama Showcase has been growing in terms of quality and acceptance with every passing year. With an
increase in footfall at the show and a better product mix from various exhibitors, the response has been encouraging
to this year’s Nagpur edition of GPS. We recorded over 350 visitors on the first day of product presentations. The
attendees have been coming to the show with a serious intent of doing business.

The exhibitors are quite happy with the overwhelming response and quality of buyers and travel agents at the
show. The visitors don’t merely exchange business cards but are actually conducting business at the show. We see
business enquiries being generated and the travel agents passing the leads to their respective offices with quotations
on the way. In terms of exhibitor satisfaction level, most of them have shown satisfaction with the turnout. The
importance of the show is reiterated when the buyers attend the show on both the days of the B2B sessions in order
to learn and gain knowledge about as many products as possible from a show.

We have also recorded an encouraging response for the EDWIN programme. GPS provides an opportunity to
travel agents to learn about a particular destination with hands-on experience. The year 2018 will be an eight-city
show with the addition of Lucknow and Hyderabad. Lucknow is a growing market with many international airlines
now flying out of Lucknow, which makes it all the more important for GPS to cater to this market.

Block the dates for GPS In seven more cities in 2018

After its Nagpur edition this year, GPS will travel to seven more Tier-Il and Tier-lll cities,
thereby marking its presence as the emerging platform to reach out to non-metro cities.

12-14 JUL 2018 19-21 JUL 2018 02-04 AUG 2018 09-11 AUG 2018 23-25 AUG 2018 18-21 JAN 2019
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GLOBAL PANORAMA SHOWCASE

GPS Nagpur

receives thumbs up from attendees

Lauded for its focus on boosting tourism business from Tier-1l and Tier-lll cities in India, the Nagpur edition
of GPS 2018 received a warm response from its attendees including both buyers and exhibitors. The buyers
at the show share their observations on the quality of the exhibition and its future potential.

Buyers

“ The unique aspect
of GPS is its focus on
the most neglected
cities in India. For ex-
ample, Hyderabad has
huge potential in terms
of travel but many big
events and roadshows
are conducted largely
in the metro cities
and never reach the
smaller markets. | ap-
preciate the efforts of
the team to visit and
educate travel operators from smaller towns and cit-
ies, and bring major suppliers to the doorsteps of travel
agents. The travel agents from Tier-Il and Tier-lll cities
no longer have to be dependent on the mediators to get
business opportunities.§

S K Hari Krishna Valmiki
Founder and Managing Partner
Valmiki Travels and Tourism Solutions

“ We are able to
gather information,
network and meet the
right partners for busi-
ness opportunities, all
under one roof. This is
my second visit to GPS
Nagpur and we already
see a lot of improve-
ment in the show as
compared to the last
year’s edition.

There has been an in-
crease in the number of
exhibiting partners who showcased a variety of prod-
ucts and services. The format of the show is getting
regularised and the organisers of the event have be-
come more professional, which a sign of growth. §§

Raymond Choksi
Sales Director—India, Korea, Japan,
GCC, Australia, Titlis

“ GPS Nagpur has
proved to be a very
good platform which
can provide the at-
tendees with valuable
networking  opportu-
nities with the right
people for different
types of travel. It has
also been successful
in educating the fellow
travel trade on ways
to increase business.
The day-long sessions
conducted on GST
have been beneficial as they explain the complexity of
the system and methods to work around with it. We
are now excited for the GPS Hyderabad edition which
we hope will also be a huge success. 5

Gowra Srinivas

President, The Federation of Telangana
and Andhra Pradesh Chambers of
Commerce and Industry (FAPCCI)

“ | attended the show
with  a  25-member
team comprising travel
agents from Madhya
Pradesh and Chhat-
tisgarh. We  could
meet over 100 sup-
pliers ranging from
DMCs, airlines, tour-
ism boards, etc. It is
indeed an achievement
for the show to bring .

together all  neigh-  chairman, Madhya Pradesh and
bouring states angd Chhattisgarh Chapter, TAAI

help them meet and greet each other under
one roof. In the future, we hope that GPS could
bring this format of the show and venture into other
cities like Indore and some other parts of
Madhya Pradesh. 5§

“ We attended GPS
Nagpur as an asso-
ciation from Amravati,
Maharashtra compris-
ing 18 travel agents.
| really appreciate the
format of GPS Nagpur
and also the profes-
sionalism with which
this show has been
organised. For us, the
highlights of this edi-
tion were the presen-
tations made during
the sessions on GST as it helped clear many of our
doubts regarding the functioning and implementation
of this new tax regime. We found a healthy mix of
exhibitors ranging from DMCs, hotels, airlines, etc,
catering to every need for travel. 55

Dinesh Agrawal
President, Amravati Tours and Travel
Association

“ This is my first time
at GPS Nagpur as a
buyer and our plan for
this year is to attend all
the shows across cities
as an exhibitor. GPS is
a great platform, es-
pecially for companies
like ours as it provides
us with good exposure ;
to Tier-Il and Tier-lll ;
cities. One can also (i monteiro
meet a large number ceo

of industry peers, both VisaLounge
suppliers and exhibitors, and also get an opportunity
to interact with fellow travel agents who conduct busi-
ness in this region. After looking at the feedback from
our team, we are excited to exhibit in other cities and
expect a great response to our products.

“ GPS has proved
to be a very good plat-
form for us over the
years. | have been at-
tending this show for
the last three years.
Since it is easily ac-
cessible from nearby
cities to Nagpur, it is
easier to attend this
show. Many good sup-
pliers are present at
the show with a lot of
time at hand for inter-
actions and meetings. We offer products to offbeat Eu-
rope. Munich is one of the gateway options for Europe
where we sell Munich, Garmisch-Partenkirchen and all
other nearby destinations to clients who want to visit
Switzerland, Austria or France. 5§

Devashish Seetha
Co-Founder
Offbeat Traveller

“ At GPS Nagpur, |
was able to go around
many booths, selling a
variety of products in
the line of travel and
hospitality and gather
information about the
market trends and
products that could
be promoted further.
The large variety of
products  showcased
allow us to learn about
newer things that we
can sell. In particular, | had a very good experience in-
teracting with the team of Jewels of Romantic Europe
at their stall. My strategy to promote products is based
on person to person interaction which is far better than
social or mass interaction. 5§

Aniruddh Dev
General Manager
Dev Travels

“ My agenda to at-
tend GPS was to gather
information about The
Philippines. The exhi-
bition was a one-stop
shop for the same. |
was impressed with the
presentation and the
following  interaction
with the representatives
of the destination pres-
ent at the show. Many
people are travelling to
well-known  destina-
tions like Singapore, Bangkok and Kuala Lumpur, but
The Philippines remains an unexplored destination and
an exotic one. In today’s time, it is important that tour
operators select destinations for their clients which are
offbeat and one which generate interest.§§

Vivek Dev
Owner
Dev Travels
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GLOBAL PANORAMA SHOWCASE

Exhibitors

“ GPS is a great
platform to adver-
tise the company and
its services besides
reaching out to dif-
ferent  geographical
locations. We have re-
ceived clients from in-
centives to advertising
with requests for film
shoots. We are well-
known in major cities
but are looking to fur-
ther grow in the Tier-lI
and Tier-lll cities. In the Indian market, we target the
luxury travellers. We have collaborated with Nagpur,
Vidarbha region and other parts of the country for their
groups and incentive travel. Our focus for 2018 will be
South Africa. Close to 135 million Indians travelled to
South Africa. We have grown phenomenally, crossing
the 40 per cent mark in the market. 5

Arvind Dhar
Managing Director
Travcare

“ GPS is an ideal fo-
rum where we expect
to meet new profes-
sionals. GPS Nagpur
is a powerful medium
where a large number
of buyers and sellers,
both domestic and
international,  gather
under one roof.

It is a great platform

Navjot Bhasin for  travel  agents

Director i

Just Click Karo to strengthen their
knowledge, evaluate

the industry trends and also demonstrate their prod-
ucts to prospective buyers. The response received
for our company has been very encouraging. We
are dealing with over 700 distributors and 15,000
travel agents. The company’s aim is to reach and set
the benchmark of working with over one lakh travel
agents by the end of 2019. 5§

“ It is great to see
travel agents from
across the region at
the GPS Nagpur edi-
tion this year. Travel
agents from Indore,
Bhopal, Bilaspur, Ja-
balpur and Raipur
have come down to
the show and con-
ik ducted over 80 to
Mani Rayaprolu 100 individual inter-
Sales Manager—\Western India actions. Air Arabia
Air Arabia has been actively

promoting CIS desti-
nations and working with GPS teams to get DMCs
for Armenia, Russia, Kazakhstan on board to man-
age these destinations. The response to both Air
Arabia and DMCs has been amazing. 2018 promis-
es to be challenging for all airlines not only in India
but also in the Gulf. §§

“ It has been a .-
great experience to B
meet travel agents
from markets which
we have never ex-
plored personally till
now like Chhattisgarh,

Jharkhand,  Ranchi,
Indore, Raipur, etc.
We have started

to represent Mey-
dan Hotels in 2017
and it has been a learn-
ing experience in under-
standing the segments.
Meydan Hotels is a racecourse product and doesn’t
have a likewise competition. It has huge potential in
these markets as these are cash-rich regions. Attend-
ing forums like GPS makes us aware about the target
clients we should be tapping through the year. §§

Nupur Dhandharia
Associate Director of Sales
Meydan Hotels & Hospitality

“ GPS is a platform
which gives us the
chance to tap the Tier-
Il 'and Tier-lll markets
which we generally
tend to avoid for a one-
on-one level. We also
get an opportunity to
tap leisure FITs and
introduce new proper-
ties to travel agents.
Handling multiple
kinds of properties,
the brand has every-
thing right from the
mid-segment, upscale to apartment properties and is
well located in the UAE. 2017 has been a phenom-
enal year, recording an overall increase of 30 per cent
over 2016. We expect at least 45-50 per cent
growth in 2018. §§

Mamta Pall
Director of Sales—Global Sales Office,
India, Rotana Hotels

“ Markets like In-
dore and Nagpur were
unexplored until GPS
made them familiar to
the travel trade. Our
portfolio offers prod-
ucts from Mauritius,
Hong Kong and Ma-
laysia and both these
cities are very poten-
tial markets for the FIT
segment fo travellers.
GPS offers a good op-
portunity to meet quite
a few new travel agents.
With 2017 replete with difficulties, 2018 is showing a
promising start. We have been very proactive for our
new office and the market has been very responsive in
a positive way. §

Alefiya Singh
Director
Iris Reps

“ GPS has been very
beneficial for us. Cre-
ative Tours and Trav-
els has had a growth
of 20 to 30 per cent
in the last three years
and it is a great op-
portunity to connect
with Tier-Il and Tier-Ill
cities. We see GPS as
a great potential for
our business. We will
be focusing as a DMC
for South India and
it is also the sole PSA for Maharaja Express out of
Mumbai. Our focus will also be on selling Maharaja to
outbound travellers. Smaller cities are the ones where
the potential of Indian tourism lies but | believe there
should be an add-on of two-three cities every year. §J§

Adl Karim
Director
Creative Tours & Travels

“ We have seen 30
to 40 travel agents
from Tier-Il cities like
Indore and Raipur.
New add-on markets
are seen every year
at GPS. In 2017, we
grew around 38 per
cent from Tier-Il cities
and that is the bench-
mark we have kept. We
Praveen Nair have started a global
coo visa department for
Cozmo Travel World Cozmo Travel World
and there is a visa staff in all these areas which is
helping these cities capture the market. This year,
we plan to add five cities by December 2018. We are
trying to get into CIS countries like Azerbaijan, Baku
and Armenia in 2018. §§

“ This is the first
time we have at-
tended GPS at the
Nagpur edition. It was
a wonderful and fan-
tastic experience. We
got a chance to meet
Tier-Il and Tier-1ll travel
agents as potential
buyers. We were able
to attend a lot of net-
working sessions and
meet the industry stal-
warts and fellow trade
partners. The year 2017 for Explora was pretty good
as we signed new contracts. We have got USA,
Canada, Mauritius, Seychelles and Italy as partners.
We are trying to do more roadshows and promote
Explora in 2018. §§

Deepak Menon
Vertical Head—DMC
Explora
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Reach out to

Ther LI&IL
tour professionals

with India’s no.1
travel interaction

P

The only place to meet travel and tour professionals from
over 100 Tier II&III cities in India, GPS is happening at 7 locations this year and
over 80000 meetings are expected to take place in GPS 2018.
Reserve your table space and ensure you reach out to India’s Source Markets.
For Tier I1&III, nothing like GPS!

www.gps-india.com
PRI Call +91 9225248070, +91 9820224272 Download the GPS moblle app to store all your information, O3 0
play | W8 AppStore for details e : harmandeep@gps-india.com | madhui@gps-india.com avall benefits and network with the best in business.
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