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At the 10th 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.

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 

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 & 

Inaugurating the exhibition 
at Jaipur Exhibition and Conven-
tion Centre, KJ Alphons, Minis-

commented, “Foreign tourist 

history, which no other country 

Raje informed that each 
year, the participation of inter-

said, “As per our Vision 2020, 

-

By the end of 2017, Rajasthan 

of the state’s campaign—‘Jane 

generating interest for India 
-

-
cess of GITB 2018, Subodh 
Agarwal
Secretary—Tourism, Govern-
ment of Rajasthan, said that 

in bringing Rajasthan on the 
-

tured meetings were custom-
ised to meet the needs of the 

n u m b e r 

GITB-ATM clash in ’19, again

The Protected Area Permit 

-
cations of the country which 

now for them without a spe-

Under the Foreigners 

-

-

Pradesh, Manipur, Mizo-

Pradesh, Rajasthan, Uttara-
-

-

that there are extraordinary 
reasons to justify his or her  

-
zens of Bhutan, if want to stay  
in a protected or restricted 

-

mit from an authority with the  

In cases of the citizens of Af-

-
stani origin, no permit, how-
ever, can be issued without 

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, Afghanisthan and China.

Relaxed PAP norms for foreigners

 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 

TT Bureau
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BULLETIN

R
honour the achievers of the 

Amit Bhasin

-
hind the awards has been to 
recognise the effort of indi-

reward achievers from every 

supported the growth of the 

“These awards set a com-
pany apart from its competition 

its achievements from others, 

is very heartening to see that 
every year the number of nomi-
nations received for South India 

-
otica Convention, Resort and 

M Balaji, Chief 
-

otica Convention, Resort and 
-

Awards to host one of the most 
-

Our appointment as the host of 
the entire team at the property 

to ensure the success of the 

The property is strategi-

-

The 5th 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.

Maya sets foot in Bengaluru

TT Bureau

M Balaji

 

Amit Bhasin
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VIEWPOINT

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
A 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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TRAVTALK 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:

years

 In May 1993, Jet Airways started its operations with a fleet of 
four B737-300 aircraft, which was to be expanded to eight aircraft 
within one year of operations. 

 It was reported that in the first month, two B737-300 aircraft were 
to join the Jet Airways fleet. The aircraft were leased from Ansett 
Worldwide Services Australia.

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

 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.

  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 

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

  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. 

Jet enters historic tie-up

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.

UK, USA lead in availing e-TV

Then (May, 1993)

Now (Jan II, 2018)
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In 2017, Goa received as 
-

the remaining 8,90,459 were 

Deepak Narvekar, Senior 

-

Minister Manohar Azgaonkkar 
and GTDC Chairman Nilesh 
Cabral
tourism products in various 

-
ceived tremendous response 

and introduction of hop-on 

have been given more impor-
-

be introduced at Fort Aguada 
with ropeways from Panjim 

a wedding destination given 
 

He further informs that 
-

-

contributing to Goa’s tourist 

tourism segment, we are target-
ing states in the Northeast and 

for inbound tourists, we are 
-

roadshows in Chicago, New 

-

 

Dharmendra Sharma, 
-

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

and Nikhil Desai

that GTDC has been appointed 

-

by GTDC for the Government 
-

free participation and exhibition 

-

TT Bureau

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.

Goa on global promotion drive

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

Deepak Narvekar
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This year’s 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.

GITB’s hits and misses in 2018

-

-

Every segment has had an opportunity to 

A majority of foreign buy-

The number of foreign buyers 

-

generated amongst buyers and 
we showcase our products but 

since its inception and this year too, 

who were interested in what we have 

-

-

has reduced as compared to the previous 

-

the show and there has not been much 

-
forms which we have been attending year 

However, the foreign buyers who visit the 

product presentation and show interest in 
-

about 120 FTOs, it increased by 10 per 

DMcs to understand the requirements of 

-

-
astic participation at this year’s edition, 

-

Subhashish Gupta
 

Mayuri Ghosh
 

Nirmalaya Choudhury
 

Rohit Arora
 

Vishal Jaiswal
CEO 

Dhananjay Kumar
 

Raman Tuli
 

Contd. on page 19 

-
ings with foreign tour operators 

growth we have recorded across 

Most of the DMCs were happy 
with the growing number of ho-

and I have to say that the buyers 

 
queries regarding newer prod-

 

Randhir Gupta

say good efforts have been made by the organisers in choosing the right 

be more because there are more number of exhibitors, so that is not a cri-

H S Duggal

This year, GITB is far more positive 

-

queries over two days which is a 20 
per cent increase in appointments over 

-
ries are good and for us, it is more  
important how the DMCs are interact-

Manish Tolani
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Anupriya Bishnoi

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.

Mid-scale hotels to drive growth 

 In India, 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 

Q What are the group’s 
expansion plans for 

this year?

strong growth momentum in 
2018 as we expand our net-

-

residences across 95 coun-
tries, with India as one of our 

-

-

-

-

operators in 

Q Will AccorHotels 
emphasise more on 

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

something to offer to every 

have witnessed a major shift 
in the focus of our industry for 

-
cant portion of our expansion is 

-

In this segment, we see a 
-

Chennai OMR, Pune, and Goa 

in Kochi and Sriperumbudur 
-

growing base of business and 

Q If you had to sum up 2017, 
how would you describe 

it in terms of AccorHotels’ 
business and the overall 
hospitality industry? 

In India, we just turned 11 and 

-
traordinary, but has shaped the 

-
-

-
-

are seeing new trends towards 
-

very much in demand and we 

During our operations in 
-

Last year, we opened eight new 

strategy in India, which brought 

this, the ongoing focus on mid-
-

Q Where do you see 
AccorHotels and the 

Indian market in the next 
five years?

-

-

but interesting opportunities in 

represented by Fairmont Jaipur, 

-
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-

growth of the Fairmont and 

-

engage in discussions for these 
brands and have seen interest 
from some of our existing part-

-
-

expansion in India is driven by 

-

Q What kind of chal-
lenges do you foresee 

for 2018?

to driving great guest experience 
-

and service to increase guest 
satisfaction through AccorHo-

-

-

understanding and supporting 

-

-

with initiatives such as the Ac-

one of our initiatives is oriented 
-
-

distinct identity, share a com-

experience and common way 

Q When it comes to stay-
ing ahead of competi-

tion, what are your key 
areas of focus?

changers in the industry has 

-
ships with their customers and 

-
cent years we have seen a new 

-
-

form, adding new services, and 

growth of the Fairmont and 

such as Mumbai, Gurugram, 

among others

of our expansion in India 
is driven by the brand's 

economy brand, ibis

India Vision
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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.

Contd. on page 16 
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AGENTS

In a bid to expand its presence in English- 
speaking countries, Europamundo Vacaciones is  
now reaching out to the Middle Eastern countries.

Spreading wings in ME

Europamundo has been 
present in the India mar-

 
Alejandro de la Osa, Director 

Vacaciones, says that the ex-
perience in the country has 

partners in India since the time 

product is ready for the Indian 

He mentioned that the 

-
-

numbers is important, India has 

Aparna C Basumalik, 
Country Head, India, Europa-

“Compared to what we were 

Vacaciones is being represented 

-

our product and are transmit-

-
ing for more partners in India  

-

numbers but increasing aware-

Tier-II and Tier-III cities and did 
presentations in Raipur, Indore, 

-

If it’s a seven-day tour, one can 

tour, which other agents won’t 
-

tion to either choose an Indian 

passenger who goes on a tour, 

-
mundo tours are very compre-
hensive as far as sightseeing 

The most important point is the 

round-the-year operations we 

Osa added, “Our guar-
anteed departures is another 

agents who are basing their 
group departures on us don’t 
have to worry even if they have 

As part of their strategy, 
the company is stepping into 

“The next step is to grow our 
-

ing countries and reach out to 

comprehensive Spanish bro-

Europe, USA, China, Japan and 
-

-

“Apart from India, we are very 

-

TT Bureau

 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 

 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 

Alejandro de la Osa Aparna C Basumalik

Apart from India, Europa-
mundo Vacaciones is very 

The next step for the 
company is to grow its 

 
and reach out to the  

Reach
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Alphonsus Stoelinga
that they are expecting 2018 

Attributing this growth to the in-
creased air connectivity, he said, 

-

-

ing operations from Mumbai to 
Amsterdam, the number of trav-

-

-
ways’ connections across India 

-

-
try has many offerings and ex-

-

The museums in both Amster-
dam and other cities offer a 
great experience for connois-

He added that apart from 

cent more Indian students in the 

growth is on us in the embassy 
-

the growth of Indian economy, 
which is growing at 7 per cent 

-
ing by 15 per cent per year 

-

-
ing our capacity to process the 

-

minute to obtain visa and submit 

-
tions, Indians are attracted 

However, he insisted that they 

-

-

In order to create aware-

joint promotions throughout 

the awareness is there, there 

-

-

United States and Britain for 

have been combining The Neth-

This might change now as the 

“In Europe, Indians are spend-

exports to Europeans and for 

Many companies have estab-
-

-
-
-

tivity between both countries 

-

 

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. 

Holland records 30% growth 

TT Bureau

Meeting in August 2018 for 
B2B interactions between 

Strong Contact

 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 
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B
-

Keshav Baljee, Managing 

-
sion for Spree as our corpo-

-

us to penetrate into Tier-II and 

strategy to get economies of 

-

-

“Coimbatore is one of the fast-

-
rooming of industry and IT 

a city that is discerning and yet 

restaurants in most of our ho-

of its partners and be respon-

-
gaging with our corporate part-

Commenting on future 

-
ence across the country; this 

more properties across the 
country as we continue to fo-

soon offering some great dis-
counts and incentives to our 

-

TT Bureau

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. 

No location is too remote  

-
ity, and the mushrooming 

it was time for Spree to 

Coimbatore is a city that 

conscious, something that 

City 

 The south is 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-II  
and III cities 

Keshav Baljee
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Tourism under spotlight at GITB

Contd. on page 18 
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Mathew Powell, Managing 

-
port, said, that they are focused 

-
ing services to some of the 

-
ing on the speed of response 

-
ing at how we can bring more 

-

strategy, which is starting to 

-

Jason Nash, Chief Story-
progress with various strate-

app business that we bought 

-

-
-

is bringing the rich content that 

having API connections to 24 

-

-
ance, and hence continue to 

and enhance the search re-

-
vestments for new suite of 

-

-
-

-

just started to scratch the sur-

-
cording to a recent report by 

continues to be the hotbed of 

-

India is driving a big part of 

-

TT Bureau

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.

Helping agents serve better

Our key focus 
is on providing 
services to 
online travel 
agencies in 
India 

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

Mathew Powell Jason Nash

-

is driving a big par t of that

India
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Large contingency of FTOs
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   Contd. from page 8

GITB needs a better window
This year, the meetings were quite 

proper ties they were using for their 

the show and somewhere, there was 
-
 

This year, GITB has been more or 

with an increase in the number of for-

not changed over the years, the show 
has become more positive and is an 
important show for tourism in North -

 
observed that the buyers were not 
happy with restrictions on paying the 

 
 

This year, GITB was quite positive as 

India on the tourism map as a preferred 

been coming to GITB for years now and 

the show was done with more care this 

Rajesh Ballabh

Jatinder Taneja
 

Vikas Abbott
 

Anil Kumar
 

 

third time this year after a gap of 

the number of foreign buyers has 

few editions and the attendance at 

-
tion of business but it is important to 

Manish Saini
 

GITB is one show which brings some 
of the most serious buyers into India to 
showcase the various destinations of 

showcase the various tourism products 
of India to a variety of foreign tour op-

show has become much more organ-

-

Richa K Singh
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Ia Saturday evening when the 

team headed by its President 
met members of the western 
region of the Outbound Tour 
Operators Association of India 

this opportunity to introduce 
the new team to the members 

some product presentations to 
showcase products that are 

Present at the event were 
the association’s EC members 

Mahendra 
Vakharia
decided to conduct the EC 
meeting once a month on every 
second Saturday so that every-

-
-

-
sociation’s upcoming conven-
tion, he said, “It is shaping up 

-
port of the tourism board and it  

-

The EC members had met 

-
Ajay Sengar, Chapter Chair-

Among the EC mem-
bers were Sujit Nair, Founder & 

Director, Creative Tours & Trav-

 
Shravan Bhalla

Chitra Bhatia, 
Riaz Munshi, MD, N Chirag; and 

three product presentations that 

I th 

-
hra Pradesh as the host state for 
the 2018 convention, just when 
it had announced the 2017 con-

-

Rajiv Mehra, Vice Presi-
N Chan-

drababu Naidu, Chief Minister, 

inauguration of the conven-

President Pronab Sarkar and I 

meet the CM and invite him for 

presence at the inauguration of 

Bhuma Akhila Priya, Minister 

 

and Andhra Pradesh Tourism 

-

tour operators from various parts 
of the country are expected at the 

the press conference that a tour 

various tourism offerings of the 
Himanshu 

Shukla, MD, Andhra Pradesh 
-

tourism sites in the state and 
expressed his hopes that IATO 

-

organised on September 7 at 

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

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

OTOAI EC meets west region

Vizag convention from Sep 6-9 

Nisha Verma

The association has 

-

we have received for it 

OTOAI 

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

MAY 2018
Adelaide, Australia 

Conference

Dresden, Germany 

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 

Bengaluru 14

IMEX Frankfurt, Germany 15-17

Amsterdam,  15-17
 The Netherlands

ITB China Shanghai, China 

Gangnueng, Korea 17-20

Singapore 21-24

JUNE 2018
IATA AGM 2018 Sydney, Australia 

Delhi 12

Kolkata

Pune 15

BITE  Beijing, China 15-17

Hyderabad

Kochi 19

India 21 

Sri Lanka

Hyderabad

JULY 2018
Delhi 2

GPS Chandigarh 5-7

TTF Kolkata

Jaipur 7-8

Mumbai 9-10

Bengaluru 12

GPS Ahmedabad 12-14

Delhi

TTF Hyderabad

Singapore 17-18

GPS Lucknow 19-21

Goa

IITM Bengaluru 27-29

AUGUST 2018
GPS  Kolkata 2-4 

IITM Chennai

Ahmedabad 7

Delhi 8

GPS  Kochi  9-11

Kochi

Kolkata 17

Goa 18

Mumbai 20

GPS Pune

Dubai Business Roadshow Mumbai 27

 IATO 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 

Rajiv Mehra

A tour of Navya Andhra 

convention

Boosting Tourism

Mahendra Vakharia
 

Ajay Sengar
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Exotic Heritage Group
Delhi
Exotic Heritage Group has appointed Vineet Arora as Vice 

identifying and introducing best industry 
practices; promoting new concepts, and 

cadre for different aspects of operations 

Prior to this, Arora was 

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

Hyderabad

have announced the appointment of Bandish 
Mehta

procedures, service standards, 

overseeingthe property in an 

Hyatt Regency 
Mumbai
Hyatt Regency Mumbai has promoted Sonale Zagade from Director 

Ramada Plaza JHV Varanasi 
Varanasi
Akash Roy Saigal 

engagement, guest engagement, team 

 

Exotic Heritage Group has appointed Manish Bhatnagar as 

from Indian Institute of Management 

Novotel Pune Nagar Road Hotel
Pune

Nitin Pathak

some guest experience 
and empower the 

Hotel Sahara Star
Mumbai 
Ankita Deorukhkar joined Sahara Star as its Human Resources 

 

SaffronStays 
Goa
SaffronStays appointed Mayank Kinger

SaffronStays, Kinger had been an entrepreneur 

outstanding reputation for service 

Yatra.com 
Delhi

Mudit Shekhawat 

than 12 years in the consumer internet space, 

Madras, from where he went on to 
do a Masters in Engineering from 

Andrea Spalletti Trivelli

-

-
other person is the Director of 

-

His preferred destina-
tions are Singapore,  

to be in Amritsar  

Rajiv Mehra
-

“No other food variety can beat 
-

ish any Indian cuisine from any 

Even though he is not an avid 
 
 

-
ed in swim-
ming and 
watching 

Chitra Bhatia

of experimenting her artistic 

of Love’ by Rumi 

different cuisines 

fond of Southeast 

FINAL_TT May-1st-2018.indd   24 5/2/2018   12:18:14 PM



FINAL_TT May-1st-2018.indd   25 5/2/2018   12:18:19 PM



Q What do you intend to 
achieve with the Find 

Your Great Britain cam-
paign that you’ve recently 
launched in India?

and it was my maiden visit 

show how important the In-

campaign in India, we want 

-

our shared history and herit-
age, but this campaign is to 

-

but now there is an emerging 
-

good money and want to ex-

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-

things for the younger emerg-

Q 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-

-

we understand that this 

much organised by 
tour operators and 

hope that the 
trade can uti-

the ‘Find your 
Great Britain’ 
c a m p a i g n 
and put their 
own spin on 

-
erator who 

certain things 
can use this in 

Q 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?

products that are appropriate 

mean that some of the prod-
-

saying that you can come into 

campaign of see more, come 

-

-
ing other new products for the 

Q You’ve witnessed a 
massive 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?

and showcased new products 
-

-

-

Q 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?

hope to get into some new direct 

-

are trying to encourage the Indian 
-

-
-

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, CEO, 
VisitBritain, says they rely on the Indian travel trade to increase arrivals.

Trade is very important to us

 We will be developing other new products for India. With the 
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 
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Ascott to 
grow in 
business 
cities

Hahn Air 
pays tribute 
to top agents 
in Karnataka

1589 Hotels 
celebrates 
and highlights 
achievements

03 10 14

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 so far.   

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

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 
Petersburg, Sochi and Kazan. 
We now have an Indian chef 

camped in Moscow and St 
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 

agents. “We are trying to reach 
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. 

Hazel Jain

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.

‘India-friendly’ hotels in Russia

Uzbek Airlines has 
plans to star t flights from 
Mumbai and is repor t-
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 par tner 
for GSA

Better  
Connectivity

 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 

Paresh Navani
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Alitalia meets international agents

Ascott to grow in business cities

Alitalia recently met with 350 travel agents from all 
over the world in Rome. Luigi Gubitosi, Extraordinary 
Commissioner, Alitalia, inaugurated the Global Trade 
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.

Q  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. 

Q 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 

are on long stays. Most of the 
units at Somerset Greenways 
and Citadines OMR Chennai 
are studios and one-bedroom 
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. 

Q Which are the other 
cities on the expansion 

radar of Ascott?
Apart from the cities 

where we have properties in 

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. 

Q What’s your take on  
the competition?  

What are your marketing 
strategies?

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

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 
proper ties 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. 

Anupriya Bishnoi

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.

 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 

B V Bharadwaja
Country Head
Ascott, India
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Tourism & aviation strengthen ties
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.



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

Speaking at the 95th 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-

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 

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, 

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 

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 entitled 
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.” TT Bureau

 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 

Sergey Kidisyuk
General Manager-India
 Aeroflot 
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Q  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. 

Q  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. 

Q  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 Dilli 
Haats, Garden of Five Senses 
and Guru Tegh, that offer a 
complete experience to foreign 
tourists. Bahadur Memorial 

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. 

Q  Any new projects 
coming up in Delhi?
The significant new pro-

ject is ‘Signature Bridge’, 
which will be Delhi’s new 

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. 

Q  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 

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 about greener cities. 
Everything from the decora-

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

Q  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.

Q  Any new campaigns in 
the pipeline?
We intend to stay busy in 

further strengthening the city’s 
value to visitors. We will be fo-

c u s -
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 

h i g h l i g h t -
ing the city’s 
unique offer-
ings, and help the 
traveller learn about 
the city.

Delhi: India’s  
tourism  
gateway 
Apart from being the capital, Delhi is also, in  
many ways, India’s tourism gateway. C Arvind, 
General Manager, DTTDC, shares about the city’s 
tourism perspectives with TRAVTALK.

 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 

Inder Raj Ahluwalia
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C Arvind
General Manager
DTTDC
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Jaipur 
mart from 

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.

Travstarz Global Group held a product 
presentation for United Travel Agents mem-

bers at Mumbai's Hotel Peninsula Redpine. 

The 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 

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

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

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

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, 

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

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.”

Subodh Agarwal
Additional Chief Secretary— 
Tourism, Government of Rajasthan

Nihal Chand Goel
Chief Secretary—Tourism, 
Government of Rajasthan

TT Bureau

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

Promoting the Rezb2b platform 
among 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 II and III 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 

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 Rezb2b, 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.

Pankaj Nagpal
Managing Director, Travstarz 
Global Group 

TT Bureau
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Transacting and capitalising 
This year at the 10th 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. 
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business opportunities at GITB
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As 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 

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 

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; 

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, 

Kerala; Home Dinner at Usha 
and I 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-

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.”

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. 

TT Bureau

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.

Luxury experiences for inbound

Krishna Pal Singh
Managing Director
Enchanting Experiences

 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 

 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

Luxury on Rise

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 
teams with the awards. 

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

Hotel-Spider expands reach

Ashish Saran, CEO, 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 

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. 

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 booking 
engines in India. We would also 
talk to some Indian indigenous 
booking engines like MakeMytrip 
and Yatra to explore opportuni-
ties,” he concluded. 

TT Bureau

Ashish Saran
CEO
Travel-Reps

Marco Baurdoux
CEO and Co-Founder
Hotel-Spider
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Garuda Indonesia has finally launched the much-
awaited direct flight from Mumbai to Denpasar, 
connecting the destinations two times a week.  

Mumbai-Denpasar direct 

Garuda Indonesia recently 
started 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 

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 oppor tunity 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.  

TT Bureau

Pahala N Mansury
President & CEO 
Garuda Indonesia

Ranveer Singh in Swiss RivieraRanveer Singh in Swiss Riviera
Actor Ranveer Singh jet-set to the Swiss Riviera for a 
summer vacay. He heads to the Lake Geneva region – 
the French speaking region of Switzerland. 
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 We expect  
this direct Mumbai-
Denpasar flight will 
allow better  
connectivity. India is 
the sixth largest 
market for  
Indonesia 
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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. 

Owing to this steady growth, 
the German National Tour-

ist Office (GNTO), India fore-
casts a 5-8 per cent growth 
in visitor overnights for the 
year 2018. GNTO recently 
held a press conference in 
New Delhi, where they intro-
duced the theme for this year.  
Romit Theophi-
lus, Director, 
GNTO, India 
said, “Food 
forms an 
i n t e -

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

flavour of any holiday 
and makes for 

ever las t ing 
i m p r e s -
sions. With 
over 5,000 
beers from 
1,300 brew-

e r i e s , 

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. From ‘Pann-
fisch’ fried fish in the 
north to green sauce 

and ‘Bratwurst’ sausages 
in Central Germany to 
dumplings, ‘Maultaschen’ 
pasta pockets and ‘Eisbein’ 
ham hock in the South, 
German cuisine is as di-
verse as the country’s 
varied landscape.”

Sharing the success of 
last year and strategies for 
the next year, Theophilus 
said, “Germany is growing 
on an average of 10 per cent 
every year. Last year, we grew 
by 13.2 per cent, roughly 
8,52,000 overnights into 
Germany; we are on track of 
1 million overnights till 2020 
and doubling it to 2 million in 
2030. With our complete shift 
towards digital marketing, we 
have a lot of influencer tours, 
blogger tours, digital adver-
tising, Facebook campaign 
as well as joint marketing 

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.”

Nisha Verma

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.

GNTO’s culinary escape in Delhi

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

Food Fever

 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 
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C&K hosts golf tournament in Delhi 

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. 

Air Italy to  
start flights to  
Mumbai from 
October 2018

 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.
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1589 Hotels celebrates and highlights achievements 

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.

Located 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. 

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, COO—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 

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.”

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. 

TT Bureau

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.

Novotel Kochi ready for MiCE

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

Jean- Michel Cassé
COO—India and South Asia 
AccorHotels

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

Sachin Maheshwary
General Manager
Novotel Kochi Infopark
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The sixth edition of Global 
Panorama 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 

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. 

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.

The exhbition witnessed a good mix 
of products like airlines, hotels, tourism 
boards, DMCs, etc from  Armenia, 
Russia, Azerbaijan, Bali, among many 
others. Out 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 

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.  

Shahzad Nasir

sets new benchmarks
GPS 2018GPS 2018

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-II and Tier-III markets, thereby 
marking its presence as the emerging platform for the non-metro cities.

People have understood the use of the mobile App and  
have been uploading and downloading all promotional 
material through it 
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TANUSHKA KAUR ANAND Executive Director, GPS 
 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 hear t-warming response to the GPS 10x membership, we expect good number of 
registrations on the App. 

Leveraging Tier-II & III 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. 

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. 
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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-II and Tier-III 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. 

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 

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.

I 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. 
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ANKUSH NIJHAWAN Executive Director, GPS 
 This has been my second year as Executive Director on board with GPS. The Tier-II and Tier-III cities are 

important markets in terms of India’s tourism growth. With a rise in travel demand from Tier-II 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 
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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 

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 

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 
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Block the dates for GPS in seven more cities in 2018
After its Nagpur edition this year, GPS will travel to seven more Tier-II and Tier-III cities, 
thereby marking its presence as the emerging platform to reach out to non-metro cities.
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Lauded for its focus on boosting tourism business from Tier-II and Tier-III 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.   

GPS Nagpur
receives thumbs up from attendees 

 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. I 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-II and Tier-III cities 
no longer have to be dependent on the mediators to get  
business opportunities.

 GPS has proved 
to be a very good plat-
form for us over the 
years. I 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. 

 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. 

 At GPS Nagpur, I 
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, I 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. 

 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 

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. 

 My agenda to at-
tend GPS was to gather 
information about The 
Philippines. The exhi-
bition was a one-stop 
shop for the same. I 
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.

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

Devashish Seetha
Co-Founder
Offbeat Traveller

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

Aniruddh Dev
General Manager
Dev Travels

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

Vivek Dev
Owner 
Dev Travels

 I 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-
bouring states and 
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. 

TK Jose
Chairman, Madhya Pradesh and 
Chhattisgarh Chapter, TAAI

 We attended GPS 
Nagpur as an asso-
ciation from Amravati, 
Maharashtra compris-
ing 18 travel agents. 
I 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.

Dinesh Agrawal
President, Amravati Tours and Travel 
Association

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-II and Tier-III 
cities. One can also 
meet a large number 
of industry peers, both 
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. 

Clevio Monteiro
CEO
Visa Lounge

Buyers



Glimpses of 
GPS NAGPUR
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 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 

shoots. We are well- 
known in major cities 
but are looking to fur-
ther grow in the Tier-II 

and Tier-III 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. 

 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 
for travel agents 
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. 

 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-
ducted over 80 to 
100 individual inter-
actions. 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. 

Arvind Dhar
Managing Director
Travcare

Navjot Bhasin
Director
Just Click Karo

Mani Rayaprolu
Sales Manager—Western India
Air Arabia

 GPS has been very 
-

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-II and Tier-III 
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 I believe there 
should be an add-on of two-three cities every year. 

 We have seen 30 
to 40 travel agents 
from Tier-II 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-II cities 
and that is the bench-
mark we have kept. We 
have started a global 
visa department for 
Cozmo Travel World 

and there is a visa staff in all these areas which is 
helping these cities capture the market. This year, 

 
trying to get into CIS countries like Azerbaijan, Baku 
and Armenia in 2018. 

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-II and Tier-III 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. 

Adl Karim
Director
Creative Tours & Travels 

Praveen Nair
COO
Cozmo Travel World

Deepak Menon
Vertical Head—DMC
Explora

 It has been a 
great experience to 
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-
II and Tier-III 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

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. 

promising start. We have been very proactive for our 

a positive way. 

Director
Iris Reps

Exhibitors
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