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Did you know that Ras Al Khaimah
iIs home to the World’s Longest Zipline,
Jebel Jais Flight?

Find out all that Ras Al Khaimah has to offer - from its golden
beaches, lush mangroves and terracotta deserts, to the towering
Hajar mountains and exciting adventure activities, by becoming

a Ras Al Khaimah Travel Master today.

Fantastic hotel discounts and destination
deals are waiting for you!

Enroll now at www.raktravelmaster.com to get certified.
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Plane delay?Your rights...

The recently-released passenger charter by Ministry of Civil Aviation (MoCA) enlists the passenger rights
against airlines, especially in case of a delay or cancellation of a flight.

ﬁNisha \Verma

uresh Prabhu, Union

Minister of Civil Aviation,
along with Jayant Sinha,
Minister of State for Civil

domestic flight is expected to
be delayed by more than six
hours, the airline would offer
an option of ‘alternate flight’ to
the passenger within that time

tion in less than two weeks
before departure, the airline
needs to give an alternate
flight to passenger or refund
the ticket completely.

booking of a flight, the passen-
ger shall not hold the airline i-
able for compensation in case
he was given an alternate flight
within an hour of the original

the scheduled departure
time of the flight.

The charter also states that in
case a flight is diverted to a

flight's departure. The charter
also states that passengers
can cancel tickets without
having to pay any amount
within a day of the booking
and can also claim enhanced

different destination, the staff
needs to communicate to all
the queries of the passenger
constantly. In this scenario, if
the waiting time is over two
hours, the airline should make

Aviation, have released the
passenger charter at Avia-
tion Conclave 2019 jointly
organised by Ministry of Civil
Aviation and Confederation of

If a passenger is informed of the cancellation of
aflightin less than two weeks before departure,
the airline needs to give an alternate flight to the
passenger or refund the ticket completely

Indian Industry in Delhi. The Srl:&srt}llﬁlrs?:rhu compensation for loss of bag- immediate arrangement to
passenger charter defines of Civil Aviation gage from airlines. However, disembark at the nearest

the new charter states that
zero cancellation charge won't
apply if the tickets are booked
less than seven days before

the rights of the passengers. or it will refund the full price
of the ticket. The charter also
stated that if the passenger is

informed of a flight cancella-

In fact, at the time of booking,
the airline clearly needs to
indicate the amount of refund
money that will be given to

airport. The facilitation for the
same or the refreshments dur-
ing the waiting time have to be
provided by the airling. 4

passenger in case of cancel-
lation. In case a passenger is
denied boarding due to over

Some of the key highlights of
the charter include that if a

Industry mourns Alwin Zecha

Tourism industry veteran and founder of Pacific Leisure Group (PLG) Alwin Zecha
passed away on March 12 in Bangkok after suffering a cardiac arrest.

Iwin Zecha, Executive
Chairman and Founder,
Pacific Leisure Group, contrib-
uted enormously to the ASEAN

travel and tourism industry
through his close involvement
with PATA whilst assisting to

bring numerous PATA events
such as PATA Travel Mart and
Annual Conference to Indone-
sia, Malaysia, Singapore, the
Philippines and Thailand. In his
career spanning over 50 years,
Zecha founded PLG in 1961,

built up network offices
across the globe and quickly
gained a reputation as one of
the leading DMCs worldwide.
He was born in Sukabumi
West Java, Indonesia

on April 4, 1936.

Tributes pour in

Extending his tribute,

Eckard Kremer, Group Man-
aging Director, PLG said, “We
lost a friend, mentor and our

PLG father today. His legacy

will live on.”

Al Merschen, Managing
Director, Myriad Travel Market-
ing said, “To a man with zest
of life, and a life well lived.
Rest in peace my fellow AL.”

Contd on page 8 P>

SWISS MUSEUM OF TRANSPORT

Lucerne, Switzerland

Welcome to Switzerland's most-visited museum with a wealth of

interactive attractions! With its activity areas, simulators and a unique
collection, the Museum of Transport brings mobility to life.
Completing the experience is the Filmtheatre with Switzerland’s
largest screen and an up-to-the-minute Planetarium.
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Enjoy.a complete Marvel experience at Hong Kong Disneyl
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.u:-f? 3 Check out more on the world’s first attraction featuring Ant-Man and The Wasp
and download the latest sales materials of Hong Kong Disneyland Resort!

Hong Kong Disneyland Resort situated in the lush beauty of Lantau Island. You will embark on a journey through saven themed lands in the Park
- Adventureland, Grizzly Guich, Mystic Point, Toy Story Land, Fantasyland, Tomorrowland and Main Street, US.A. In March 2019, an all-new
attraction — “Ant-Man and The Wasp: Nano Battle!” will be opening which is only available at the Hong Kong Disneyland Resort! Enjoy your
magical vacation in Hong Kong Disneyland Hotel, Disney Explorers Lodge or Disney’s Hollywood Hotel and having breakfast with your favorite
Disney friends & 1-Day or 2-Day Park Admission Ticket. It is a friendly and safe oasis for families & Disney fans of all ages.

i

il

Inclusions: )
v 2 nights stay at Disney Themed Hotels with daily breakfast ¥ 2-Day Park Ticket
¥ Transfers from HKIA — Hong Kong Disneyland — Hotels in Hong Kong or V.V,

Remarks: Rates are per person on TWN/DBL sharing basis, commissionable to agents. Rates are indicative prices valid for trave! till
31"Aug 2019. Rates and offers are subject to change without prior notice & Subject to availability, No refund on any unutilized services.
*Terms & Conditions apply.
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Chandigarh : 011 4141 4242 | Goa ! 0832 2517 168 | Jalpur : 011 4141 4242 | Jalandhar ; 0181 222 3512
MNasik - 0253 231 0044 | Trivandrum : 07583883800
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Far more details
wigit werw ottila.com

The tours and travel services in this advertisement are offered by Ottila International Pvt. Ltd.

A5 to Disney artwork, logos a

www.hongkongdisneyland.com




BULLETIN

. ITB jn Mumbai in 2020

The debut [TB India, a three-day B2B travel trade show and convention, is
expected to witness exhibitors from every sector of the industry, including
travel agencies, NTOs, MiCE, hotels and travel tech companies.

ﬁTT Bureau

M esse Berlin is set to
organise the inaugural
ITB India in 2020 at Bombay
Exhibition Centre in

Mumbai from April 15-17,
2020. The three-day busi-
ness-to-bhusiness travel trade

show will bring together key
travel industry leaders and
buyers from cities across
India and international exhibi-
tors from the MICE, leisure
and corporate sectors. ITB
India will also have a Hosted
Buyers’ Programme that will
cater to buyers from first,
second and third tier

cities in India.

“In recent years we have
given the ITB brand an
increasingly international

market for the travel industry
with a huge growth potential.
We are delighted that

ITB India will in future
complement the trio of ITB
Berlin, ITB Asia and ITB
China, making it a quartet
and strengthening

the global ITB brand.”

“Having successfully run 11
editions of ITB Asia, it is logi-
cal for us to progress to the
next frontier of travel in Asia.
We are optimistic that ITB

£ € Having successfully run 11 editions of
ITB Asia, we are optimistic that ITB India will

dimension,” said

Dr Christian Goke,
Chief Executive
Officer, Messe
Berlin. “From a
global and regional
perspective, India
is a vast source

be a prominent platform for attendees to
come together to grow the travel market 59

India will be a prominent plat-
form for attendees to come
together to further grow the
Indian travel market,” said
Katrina Leung, Managing
Director, Messe Berlin (Sin-
gapore), the organiser

of ITB India.

“We’re proud to be sup-
porting Messe Berlin in
organising its premier event
in the Indian market. As ITB
is a renowned international
brand, we're delighted to be
a key partner and together,
make ITB India the leading
travel trade event for the
India market,” commented
Bernhard Steinrlicke, Direc-
tor General, Indo-German
Chamber of Commerce.

Of the buyers at ITB India,
50 per cent are expected

to focus on leisure travel,
with MiCE and corporate
travel buyers making up the
remainder with 25 per cent
respectively. Almost a third
of all buyers at ITB India are
expected to have a purchas-
ing power of more than US$1
million. Key decision makers
are expected to make the
bulk of buyers at ITB India.
86 per cent of expected
buyers at ITB India will also
be from the western and
northern parts of India. &

HOTELS

2N Banff Ptarmigan Inn
1M Chateau Jasper

1N Ramada Kamloops
1N Hilton Whistler
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(Y) SIGHTSEEING

4 Canada: ® 604-888-7845

Muozddn Travel Ine. g

DATES

May :18,25

June :01,08,15

July 20,27

2N Hilton Metrotown, Vancouver

Tour Highlights: Sewell's Sea Safari, Banff Gondola, Lake Louise,
Jasper Mational Park, Columbia Icefield including lce Explorer Ride &
Glacier Skywalk, Maligne Canyon, PEAK 2 PEAK Gondola, Capilano
Suspension Bridge, FlyOver Canada, Vancouver City Tour and more.
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MEALS
Daily Breakfast,

Lunch and
Indian Dinner

Capilano Suspension Bridge

W info@mazdatravel.com
® +91-22-61242900 " india@mazdatravel.com
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For further details contact to:

North- 7042312043 - Mr. Sunil Kumar
MP-Chhattisgarh-Gujarat -

8750698066 Mr. Sanjay P Sharma

Tamil Naidu - 9884899368 - Mr. Gururaj Rao

Andhra Pradesh - 9989810088 - Mr. Saradhi Sharma
Western India - 9833371030 - Mr. Mukesh Mhatre

Rajan Joshi- 7042600724,

What'sup - 9810521494 - Country Head Sales & Marketing

rajani@globe3s0dme.com, divysaglobe3t0dme.com
Get in touch

Fax: +44-20-76924346

Ph: +44-20-33846900

Web: www.globe360dmc.com

71-75 Shelton Street, Covent Garden,

London, WC2H 9JQ,
United Kingdom
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VIEWPOINT

ITB makes Inroads in India

ne of the biggest travel trade shows in the
Oworld—ITB—has now obtained its Indian
counterpart. ITB India will be held in Mumbai in
2020. While we can analyse why the India market
is an opportunity for the entire world, it is only natu-
ral to have a global show for the country. A UNWTO
report has suggested that the Indian travel industry
is expected to be valued at US$56 billion with 50
million outbound travellers by 2020. According to
Messe Berlin, the organisers of the event, ITB India
represents a major opportunity for National Tourist
Offices (NTOs), travel and hospitality companies to
be part of this dramatically expanding market oppor-
tunity. While we do expect many international desti-
nations to attend the event, the presence of Ministry
of Tourism and states would be in big numbers too.
However, MOT, in association with FAITH, started its
inbound show—India Tourism Mart (ITM) last year.
Besides, there already exist privately owned shows
too which witness huge participation from both
India and outside. How the launch of ITB India
affects the standing of other major travel trade events
in the country still remains to be seen, both in terms
of participation of exhibitors as well as buyers.

Summer holidays

ith the onset of srping, what we eagerly look

forward to is summer holidays and the big In-
dian outbound movement that it powers. While India
is traditionally considered a late booking market, out-
bound tour operators vouch that frequent travellers
around the country have already made their book-
ings or are contemplating on destinations to visit.
In 2017, according to CAPA statistics, 76 per cent
of international leisure traffic was from metro cities
while Tier-Il contributed around 24 per cent travel-
lers. Today, this number has increased, especially
with NTOs training agents in these markets. India is
one of the focused markets for luxury holidays for
destinations around the world, and it is in summer
that people spend the most and opt for long-haul
destinations. While seasoned travellers are look-
ing for new places to go, first-time travellers are
exploring popular destinations in a whole new way,
especially with focused offerings for Indian guests.

STATISTICS

Delhi, Pune top In occupancy

Hotel occupancy in Delhi and Pune crossed 70 per cent, according to a
latest report by Horwath on ‘India Hotel Market Review 2018’.

India Hotel Performance by Key Markets — YoY Occupancy & ADR Growth

u ADR

12% ® Occupancy

(]
New Delhi  Pune Hyderabad Delhi-NCR Mumbai Ahmedabad Chennai Bengaluru Gurgaon Kolkata Jaipur Goa

W Delhi has grabbed the opportunity presented by GST replacing a usurious luxury tax with both hands, the
report says. It performed well in all the parameters with occupancy rising to 71.7 per cent, ADRs at 7.5 per
cent and RevPAR at 11.6 per cent.

B Aerocity hotels have fully dialled in — rooms demand, ADR and banqueting. Corporate, MiCE and retail business
which chose Gurugram over Delhi because of major tax savings under Luxury tax have shown preference for
Delhi once an even playing field was created. Aerocity itself has expanded its commercial spaces.

B Pune, too, had a good year in 2018, crossing 70 per cent occupancy and pushing through over 7 per cent ADR
growth to post 11 per cent RevPAR increase. A solid Tier-1 business city, Pune’s growth can be attributed to
MiCE and partly to the shift of some IPL games to this city.

Source: (STR) - India Hotel Market Review 2018

Big Investments in the air

The Indian civil aviation industry is set to attract an additional $250 billion
by 2040, according to a latest report by CAPA India.

Indian civil aviation: A USD250 bn investment opportunity M The industry has attracted cumulative
investments of $48 billion during the last
15 years. Over 90 per cent of incremental
investments are expected on aircraft
acquisition and airport development.

B By FY2040, India is expected to see
its fleet increase by around 2,500
aircraft and the construction of more
than 50 new airports. Combined with
investment in ancillary services such
as ground handling, MRO and training,
Indian aviation will require over USD250

Cargo EMisc. billion of capital expenditure over

this period.

2040e
2018 _..100%=USD250 bn

100%=USD48 bn

5.3x

Airport MFleet M Ground handling BMRO

Source: CAPA
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Alr Asia to rationalise network

Having taken over the reins of Air Asia India in late 2018, Sunil Bhaskaran, the
airline’s CEO and MD, talks about his new innings in the aviation industry whilst

discussing his plan to oversee the next phase of growth and expansion of the carrier.

ﬁManas Dwivedi

perating sans a CEO for

almost six months and wit-
nessing some legal turbulence,
low-cost airling Air Asia India
has now put everything behind
with hopes to have six new
aircraft in the next 12 months.
Having joined Air Asia India
in mid-November as its new
hoss, TATA Steel veteran Sunil
Bhaskaran is enjoying his time
in the aviation industry.

‘I have completed three months
at Air Asia India and it has

been a fascinating experience
till now. The aviation industry

is completely new for me, but
of what | have seen till now,

Sunil Bhaskaran
CEO & MD
Air Asia

things look really interesting.
The Indian aviation industry is
challenging as of now, but the
reality is that it has also seen
some fantastic growth over the
last five years. All the growth

in this period has happened
with improvement in quality of
product, safety, and customer
experience. | am very happy to
become a part of this industry,”
says Bhaskaran sharing the joy.

The airline is now looking to
rationalising its entire network.
“We had some issues in the
recent past, because of which
there had been a sense of
uncertainty. But, | think that is
all behind us. We have a lot

of experience, which has now
come on hoard with us. Now
that TATA has acquired a 51
per cent stake, there is a sense
of confidence that this airline

is here for the long term. In
terms of growth, we are hoping
to have six aircraft in the next
12 months. There is this huge
issue of airports and slots;

we will see how best we can
perform,” he said at the CAPA

India Aviation Summit 2019
in New Delhi.

The airline, being one of the
smaller players in the Indian
aviation market with 20 aircraft
in its fleet, currently holds a five

per cent market share. Bhaska-
ran says that Air Asia India
differentiates itself from other
airlines in many aspects. “In
terms of competition, our rivals
are much bigger than us but |
think we have got a very good

product. Our cost structure is
extremely competitive and there
is enough differentiation in our
customer experience as com-
pared to other airlines, whether
it be the quality of seats, the hot
meal, or the cheerful reception

of our ground and on-board
staff. All of these factors seem
to be clear differentiators, and
that can make Air Asia India a
preferred airline,” he asserts.

The low-cost carrier (LCC)

firfs

has recently acquired its 20"
aircraft in the domestic market.
“Going forward, we are very
optimistic about starting
international operations, once
we get the required approvals,
shares Bhaskaran. &
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NEWS

Know the other France

Reunion Island Tourist Board has entered into an
alliance with Atout France offices in South Africa,
China and now India to promote the French region.

ﬁHazeI Jain

fter being present in the

India market through
representation, Reunion
Island Tourist Board will
now operate in India through
the Atout France office.
Sheetal Munshaw, Director,
Atout France India, says, “We
are delighted to showcase this
very-different side of France
to the India market. This is
an initiative that has been led
in three different countries
— with Atout France in South
Africa for the last three or
four years, with Atout France
in China since last year, and
with Atout France in India
since the end of 2018. We will
now collaborate with them
in a more focused manner
to promote Réunion Island in
India. We are going to kick-
start this year with a four-city
roadshow and this will happen
in early April 2019 in New

=

Sheetal Munshaw
Director
Atout France India

Delhi, Mumbai, Bengaluru,
and Chennai.”

Munshaw visited Réunion Island
this February to meet the team
to discuss and strategise for the
year and see what they would
like to do in the various markets
that Atout France India has
agreed to work in. She adds,
“The island has a huge Indian
community, and its proximity to
India and the visa-on-arrival fa-
cility for Indian passport holders

for stays less than 15 days will
work well with our market.”

Speaking about Atout France,
Munshaw adds, “We recently
conducted a meeting between
the Consul, VFS and ourselves
along with the trade, which we
do every year. This is hasically
to revisit the visa procedures. It
was also a good opportunity for
the new Consul in Mumbai to
meet the trade.”

The tourism office is

getting ready for its annual
B2B showcase, Rendez-vous
en France, which will take
place in Marseille from
March 19-20, 2019, where 32
agents from India will travel
to France. It will also conduct
the third edition of its annual
showcase in Mahabalipuram
in September this year. Atout
France is also working on
launching its online training
programme in 2019. &

\oid In travel trade

> Contd from page 3

SanJeet, Honorary Vice
Chairman, PATA India
Chapter said, A big loss
for me personally and all of
us here in India. The travel
industry has lost an eminent
statesman who guided us
and more importantly held
us all together. He will be
missed but his legacy of
great work will stay in our
hearts forever.”

Vikram Madhok, Honorary
Treasurer, PATA India Chapter
commented, “Sorry to see a
true industry leader go. Alwin
was an inspiration to many
of us. I have lost a friend of
more than 20 years since |
became involved with PATA.
When he spoke, people
stopped to listen; such was
his charm and persona.”

Narzalina Lim, Former
Secretary, Department of
Tourism (DoT) Philippines,
said, “Alwin gave us words
of encouragement, assuring
us that we could put the

Philippines back in the tour-
ism map. He never stopped
encouraging us and gave us
every opportunity, through
PATA to host many events
to keep a high profile in the
tourism world. We owe him
a lot and we will miss him.”

While paying his tribute,
Arjun Sharma, Chairman,
Select Group and Member,
Executive Committee, PATA
India Chapter said, “Zecha
was a pillar of the Asia-
Pacific travel and tourism
industry. | have had the
pleasure of working closely
with him in PATA. He had
the capacity to think big
with out-of-the-box ideas.
We pray to the Almighty for
peace to the departed soul
and strength to the family to
bear this irreparable loss.”

Alison Cryer, MD, Repre-
sentation Plus said, “We will
all miss Alwin’s determina-
tion, positiveness and cheer-
ful disposition. Nick and my
thoughts are with you Gek
and the children.”

‘Alwin has touched so

many people in the travel
and tourism industry of the
Pacific Asia region, including
myself. He selflessly shared
his experience and knowl-
edge, and for me he was not
only a business partner but
also a mentor and a friend
who led by example. He

will be very much missed
by all who knew him well,
including those in PATA

and Skal,” shared Tunku
Iskandar Tunku Abdullah,
Group Executive Chairman,
Melewar Group.

Elly Hutabarat, Vice Chair-
person, Industry Council,
PATA, commented, “Alwin
had introduced me to PATA
more than 20 years ago
and he continued ‘lectur-
ing” me about this great
organisation since then.

I and anyone of us in the
tourism industry will miss
him tremendously.
Goodbye my brother, have
a great journey hack home.
We will always remember
and love you.” &
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Catch perfect views of the sea

With 44 acres of lush landscaped gardens, Radisson Blu Resort Temple Bay Mamallapuram features
157 chalets, villas, bungalows and suites, most of which offer unparalleled views of the Bay of Bengal.

tourists as its guests, Kundu MICE due to its strong and villa features a private

ﬁTT Bureau With a majority of inbound got an upper hand in ‘R a C;M'i b f'i Connect from April 15-17.” Bengal. Each of the chalet

Boasting of breathtaking says that the leisure and healthcare, heavy engineering With 44 acres of lush patio or balcony as well. With
views of Bay of Bengal, MICE are the largest source ecosystem and automobile as well as B2B networking. landscaped gardens, the 10,500 square feet pillar
Radisson Blu Resort Temple for the domestic and interna- industry. We are proud to This will be a huge gathering Radisson Blu Resort Temple less halls, the property is a
Bay Mamallapuram is one tional guests. “Around 70 per launch Asia’s largest extrava-  of the wedding fraternity Bay features 157 chalets, well-equipped site for MiCE
of the most prime beach cent of guests are foreigners ganza Wedding Expo along bringing together people from  villas, bungalows and suites, activities. The resort is also
resorts on the East Coast while 30 per cent are domes-  with a combination of confer-  all over the country. We are most of which offer unparal- actively engaged in protecting
Road (ECR) with South East tic tourists. Tamil Nadu has ences, awards, fashion show also launching WV leled views of the Bay of the Olive Ridley turtles. &

Asia’s largest swimming
pool. The 27,000 sq ft pool
is also the second largest in
the world. Talking more about
the property, Ameet Kundu,
Director—Sales & Marketing,
Radisson Blu Resort Temple
Bay Mamallapuram says that
the management is working
hard to make the property

A
o

Ameet Kundu
Director—Sales & Marketing, Radisson
Blu Resort Temple Bay Mamallapuram

a prime destination and a
popular hotspot for tourists
around the world.

“The tourism sector got a BLJ(:)N(:)j BUONO, BUONO; BUONO)

major boost in 2018
with the number of foreign B UON O BLJO NO B U ONO B UON O
tourist arrivals growing L ’ ’ L
approximately at 13.4 per
cent. It helped us achieve a
decent growth of 15 per cent
in terms of revenue in 2018
in comparison to last year.
Continuing our positive ap-
proach, we are taking initia-
tives to enhance the overall
occupancy and revenue in
2019. We want to make

the hotel a market leader in
the ECR stretch as we are
looking forward to promote
the property as an ideal
destination for weddings,”

MAGNIFICA

said Kundu. NINE - TIME WINNER OF THE “BEST AIRLINE CUISINE” AWARD
FROM GLOBAL TRAVELER MAGAZINE
\ I / Care for details and love for beauty are brought to life in Magnifica, our long-haul Business Ciass. Travel in the
. comfort of seats that recline into fully flat beds and are upholstered in Poltrona Frau leather, enjoy a wide selection
Reunion e s . i ST, - ¢ T : e P S
~ yd af movies and TV shows, Wi-Fi service and award-winning Italian regional cuisine. Travel the world Italian style.

Island, a French
Overseas department, is
located in the Mascarene
archipelago in the
Indian QOcean

St

ALITALLA.CON ES - - " 3
e e Allitalia %)

Did you
Know
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Saudi Arabia; Open for tourists

While top leaders of India and Saudi Arabia sign an agreement to promote tourism between the two nations, we try
and explore some of the lesser-known tourism offerings of the latter.

*TT Bureau

| Ula, located in north-

western Saudi Arabia,
is a place of extraordinary
man-made and natural herit-
age. The size of Belgium, this
region contains a number of
archaeological treasures and
ancient sites, surrounded by
breathtaking natural beauty
and magnificent monuments.
Exploring tourism opportuni-

ties and entering a new space,

Al Ula is similar to walking
through civilizations and
absorbing history, heritage,
and culture at its best.

What to sell

Saudi Arabia has introduced
‘Winter at Tantora’, a music
festival in the Kingdom'’s
renowned Al Ula heritage site.
A festival like no other in a
place like no other, Winter at
Tantora is the country’s first

}

Iman Al-Mutairi

Chief Marketing Officer

Royal Commission of Al Ula
|
step towards attracting tour-
ists. Hosted by the residents
of the region, the festival ran
for the first time ever from
December 20, 2018 to Febru-
ary 23, 2019.

When to sell

With a promise of being
back this year, the Winter
at Tantora festival is slated
to be held from December

2019 till March 2020. The
first-ever weekend festival
ran for over ten weekends
and was completely sold out.
“During this series of themed
events, festival visitors were
able to experience a range of
activities including premiere
musical performances by
some of the world’s greatest
musicians, a celebration of
the winter planting season,
weekly cultural events, and
spectacular star gazing,”
says Iman Al-Mutairi, Chief
Marketing Officer, Royal Com-
mission of AlUla.

Why to sell

Developing a destination

with the world and for the
world, Saudi Arabia Tourism's
anchor event, Winter at
Tantora received over 5,000
tourists who flew down to the
destination and over 30,000
drove to attend it. Foreign

tourists from across the world
visited, including Bollywood
producers from India.

Investing in tourism, Al Ula is
expecting to attract 250,000
visitors by 2021 and two mil-
lion visitors by 2035.

Who to sell to

Target the luxurious and expe-
rienced traveller. The destina-
tion promises an experience

to remember forever. Focusing
on a psychographic marketing
approach, the destination is
targeting a personality type
which includes the affluent
adventure seeker. “Whether
you want to be entertained,
inspired or wish to experience
something new and out-of-
the-box, you'll find so much
to do at Winter at Tantora that
you'll be spoiled for choice,”
adds Al-Mutairi.

Packages offered
Curating the perfect experi-
ence for travellers, packages
for the festival range from
$2,000 to $6,000 and include
the visa fee, airline ticket,
accommodation, food,

and sightseeing.

Trade relations

The Royal Commission of
AlUla was established more
than a year ago to preserve
the heritage and develop
tourism. With tourism being
very new to the country, the
Commission is exploring
global partnerships focused
on art, culture, heritage, and
nature. For the Winter at Tan-
tora festival, online visas were
issued to tourists. Al Ula is
focused on further developing
its ties in India. It is exploring
opportunities for Bollywood
collaborations and for hosting
Indian weddings. &

DEMPO RIVER EAL
RESORT L SPA

a8 bty
Velin, Salcetin, Goa - 403723
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Apsthetic
Roams

ERA HOSPITALITY brings a

Diire By
The River

Bangquet
all

Quiet Escape amid South Goa with Dempo River Sal

Swim ming '_:.c-nlehlng
Pool Spa

group@erahotels.com : .
¢ 4917720064582 @ wwwerahotels.com ;

Explore the unexplored

Represented by

Nijhawan ~ Group,

Kempinski

Hotels showcased its properties to wedding planners,
and MiCE agents in a three-city roadshow across
Delhi, Bengaluru and Mumbai.

*Anupriya Bishnoi

Riding high on a 32 per
cent growth in 2018
vis-a-vis 2017, this year
sure looks bright for Nijha-
wan Group. On the sidelines
of Kempinski Hotels’ three-
city roadshow across Delhi,
Bengaluru and Mumbai,
Ankush Nijhawan, Managing
Director, Nijhawan Group,
says, “These events are
important to meet key
hotels and partners across
the world. We have been
working in partnership with
Kempinski Hotels since
one-and-a-half years. The
Indian traffic to Kempinski
Hotels grew by 32 per cent
in 2018 vis-a-vis 2017.

The first couple of months
have started well. Our focus
largely remains on leisure
and corporate markets.
Weddings as well as

MICE are also very
important for Kempinski.”

=
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Ankush Nijhawan
Managing Director
Nijhawan Group

A'lot of new markets will

be boosted for 2019 in the
Indian market. Speaking on
this, Nijhawan mentions,
“These include Djibouti, Dead
Sea, Cuba, etc, because the
traffic to these destinations

is minimal due to lack of
awareness. | am happy to say
the response we got for Dead
Sea is overwhelming. People
are showing interest and are
excited to go there.”

Talking about the growth
expectations for 2019,

Nijhawan says, “We expect
to grow by 30-40 per cent.
India is a booming market
and fortunately the destina-
tions where Kempinski has
its presence, witnessed
strong demand from the
Indian clientele.”

Any destination that’s about
four to five hours away from
home works best for Indians.
Thailand, some parts of Eu-
rope, China, Middle East and
Muscat are gaining popularity
while Bali and Singapore con-
tinue to remain the top markets
for Indians, he informs. &

Six
out of the top
10 tallest hotels in the

=\ world exists in ong city. J=—

Dubai has over half o
the top 10 talles

Did you
Know
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NTO

L earn more about Be

Jing culture

Beijing Tourism’s Global Distribution Partnership Program for agents will be an important focus area for the
next few years. It will allow agents to get more support from the NTO in terms of destination training and
familiarisation trips. Zou Weinan, Deputy Inspector, Beijing Municipal Culture & Tourism Bureau, shares details.

ﬁHazeI Jain

What kind of numbers
does Beijing receive
from India?
The number of arrivals over the
last few years has wavered

between 60,000 and 80,000.
We all know that the number of
Indian outhound travel has in-
creased rapidly in recent years,
s0 this number is not ideal. We
don’t have a specific target for
2019 but we certainly hope that
the number of Indian visitors to
Beijing will continue to grow.

Is Beijing tourism

looking at tapping tier
cities in India?
Tourists from big cities such
as Beijing, Shanghai and
Guangzhou account for a
large proportion of tourists
travelling from China to
overseas. | think India
should have the same
situation. According
to what we hear,
Mumbai accounts
for half of the
Indian outbound

market. Thus, we will start with
developing cities like Mumbai
and Delhi.

What are your focus
areas for 2019

with respect to the
India market?
As the capital of China, Beijing
has great attractions for tour-
ists. Beijing has received nearly
300 million tourists every year
in recent years. However, the
number of foreign tourists in
proportion is not very large
and we hope to increase the
number of overseas tourists
to Beijing. At the same time,
Beijing also hopes that the
consumption per person of
tourists will increase. MiCE
is one of the most important
focus areas for us. However, all
kind of travellers are welcome.
At present, we do not know the

Indian tourism market well but
we hope that through our ef-
forts, we can provide them with
better services and attract more
Indians to Beijing. We welcome
suggestions and feedback from
the Indian travel trade.

What kind of engage-

ment do you want to
do with the travel trade
in India?
With a lot of efficient commu-
nication we had during a travel
exhibition in India, we want
to continue to participate in
shows in the future. Moreover,
we launched the Global Distri-
bution Partnership Program of
Beijing Tourism last year and
we hope more Indian travel
agents will join the program.
This project will be one of the
most important tasks for the
bureau in the next few years.

To become a partner, overseas
tourism enterprises will have
close cooperation with Beijing
cultural and tourism Bureau,
get more support like training
and tour routes inspections.
For Indian travel agents who
are interested in participat-
ing in this programme, they
can learn more through our
website and sign up.

What new products

are you looking to
promote to Indian
travellers?
Beijing will host the winter
Olympics in 2022, so our
latest product is about winter
tourism - ice and snow tour-
ism products. At the same
time, Beijing has also launched
products such as traditional
Chinese medicine tourism,
study tours and so on in

recent years. Beijing has also
launched tax return policy

for foreign visitors. There are
seven world heritage sites in
Beijing where tourists can feel
the charm of ancient history as
well as modern cities. There is
a saying in China, ‘It is better
to see once than to hear a hun-
dred times.” We hope Indian
tourists can come and see
Beijing by themselves.

Indian arrivals in to Beijing
Year ~ Number  Growth

from India  Rate
to Beijing

2013 72111

2014 68,863 -4 5
2015 80482 169
2016 74605 7.3
2017 75318 1.0%
2018 67,536 -

THE BEEIHHIHG UF SUMETHIHG EXTRAORDINARY

I'u'.il II:"'-'I 1J.||I

Hotel Madhuban

97, Rajpur Road,

hotelmadhuban.«

ehradun - 248001, Uttarakhand, India
] P. +91-135-2740066 / ?? ;

New campaign on the anvil

Mauritius Tourism Promotion Authority (MTPA) is all
set to launch a new marketing campaign, which will

target both metros and Tier-Il cities.

ﬁTT Bureau

or a long time now, India

has been a major source
market for the island nation
of Mauritius. “For the past
five years, India has been an
important reservoir for us.
We have experienced natural
growth of around 10 per cent
on a yearly basis, and 2018
was a testimony to that,” said
Arvind Bundhun, Director,
Mauritius Tourism Promotion
Authority (MTPA). This year is
also crucial for MTPA, insist-
ed Bundhun, adding that it is
to be quite a competitive and
challenging time for MTPA.
“Mauritius is very Europe-
centric and currently, there
are many problems in Europe.
Hence, our objective at MTPA
is to divert this budget into
emerging economies
|ike India and China,”
he explained.

Bundhun claimed that
Mauritius is India-ready. A

[+
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Arvind Bundhun

Director
Mauritius Tourism Promotion Authority

lot of effort has been put in
by the private sector and by
the government to encourage
Indians to come to Mauritius.
This is because firstly, Mauri-
tius is known as ‘Little India’
and there are natural cultural
ties that bind the two countries
together. Secondly, Mauritius
is not just a beach destination
but also has other attributes
that really trigger the Indian
market,” he said.

This year, MTPA is going to
launch a massive visibility
campaign —Where Else but

Mauritius — inviting Indians
to discover the island nation.
“We will be kick-starting the
massive visibility campaign in
Mumbai and Delhi in March
and April, respectively. After
that we’ll target Tier-ll cities in
May, June, and July. Mauritius
is & tour operating country
and most of the business
generated comes from tour
operators. Hence, we try and
participate in events to get
closer to tour operators and
support them, as well as share
contacts to enhance the visibil-
ity of Mauritius. Also, in terms
of accessibility, we are trying
to do a lot of joint marketing
campaigns with Air Mauritius
and other airlines, and even
targeting cities like Kolkata and
Hyderabad,” Bundhun added.

Claiming that Mauritius was
different from other beach
destinations, he concluded,
“Besides beaches, we have a
rich cultural heritage, different
cuisines, golf and sports.”&
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las emphasises on cross-selling

With hotels as its focal point, atlastravels

effort to change the way travel agents interact with their customers.

ﬁTT Bureau

aving established
H itself in the air ticketing
segment, Atlas Travels Online
is now aggressively focusing
on the air plus hotels seg-
ment. And in order to fuel
this growth, it is not
just tying up with hospital-
ity partners (Treebo in
November 2018) but also
bringing in Atlas Preferred
Hotels on the website apart
from a huge emphasis on
cross-selling its products,
particularly hotels.

Hussain Patel, Director, Atlas
Travels Online, says, “Our
focus on the hotel segment has
increased manifold over the
last six months. Similar to our
pre-purchase of airline inven-
tory, we also pre-purchase
hotel inventories across fast
selling and key destinations
with which our content and
inventory improves and we get
a price advantage. We directly
contract with hotels and suppli-
ers having access to more than
600,000 hotels worldwide. The
aim now is to cross-sell our
products on our site. We saw

also wanted to buy other prod-
ucts they saw on the page.”

As soon as customers hook a
flight, they see hotel options of
varying categories, suggestions
for transfers with local sightsee-
ing, etc. Of prime interest are
hotels in international destina-
tions targeted at the outbound
market from April to June. Atlas
Travels Online saw international
bookings going up phenom-
enally, particularly for Far East
and in Europe. Baku and Georgia
were preferred with Turkey also
making a huge comeback.

3=

Hussain Patel
Director
Atlas Travels Online

that customers were visiting
our site to get deals and they

The company currently works
with a network of 20,000-odd
travel agents pan India. Patel
shares, “We have industry
specialists joining us and have
increased the size of our sup-
port team to cater to our hotel
product. With our new and im-
proved technology, we have fea-
tures like automated mid-office
process for a quick response
and a three-step booking con-
firmation. To offer our partners
afirst-hand experience, we will
organise promotional schemes
and familiarisation trips

during the year.”

is now working on cross-selling its products in an

“We want to change

how travel agents interact
with customers. Instead

of them telling us what
needs to be booked, the
travel agent can make
recommendations which will
come through us, so he will
have more confidence. We
are also focusing on making
our website mobile-friendly
by April 2019. Agents will be
able to send quotations to
their customers, share
itineraries and hotel

images on WhatsApp,”

Patel reveals. &

Get specific, get specialised

The Indian outbound market has grown phenomenally in the past few years but agents haven’t bothered
to segregate it into clear-cut sections. The traffic is mostly in general tours that cover several attractions.
Are agents losing out on extra business opportunities by not bothering to be more specific?

ﬁlnder Raj Ahluwalia
Agents are already offering specific

tours like safari and trekking trails, golf,
spa and well-being, culinary, shopping
tours, etc. But general tours are adver-
tised in their advertisement campaigns
as they have become very expensive
and for return on investments, agents
advertise only general tours which sell
more in numbers. If agents start offser-

Guldeep Singh Sahni ing special tours, they can become
Managing Director specialists, which in turn will attract
Weldon Tours & Travels

customers who want specific tours.

Indian travel agents are adapting to
the need for specialisation. Small agents
in various Indian cities are now highly
specialised and seem to have got the
pulse of the time. Their clients can already
feel their agents’ passion for niche offers
and want to book their holidays with those
who are authentic. As generalists, agents
risk being seen as a Jack or Jill of all
trades and master of none.” However,
when one is specialised, he is considered
an expert. If one specialises in one niche
travel market, such as honeymoons, skiing or whatever one is pas-
sionate about, one can position himself as the ‘go-to’ travel agent.

i
Christine Mukharji
Market Manager—India,
Austrian National Tourist Office

Indian agents and tour operators are
evolving in tune with the Indian travel
industry which is now moving towards

specialisation. This will be the way
forward in the future. In recent times, one
Sees newer segments in agents’ portfolios
such as marathon tours, culinary tours,
etc. Certain tour operators are now carv-
ing up their own niche, offering luxury
customised tours revolving on activities
like scuba diving, skiing, etc. In Germany,
we have seen a demand for tours focusing
on automobiles, beer and shopping. This new trend in the Indian
outbound market is exciting, even though it is still ‘early days’.

Romit Theophilus
Director—India, German
National Tourist Office

The niche market of specialised
tourism should be agents’ priority
today. It's time for agents to specialise
and select a new niche. Recent
evolving trends have changed the
travel distribution landscape. Currently
armed with artificial intelligence and
enormous amounts of data, sellers
can look forward to personalising
offers for higher revenue generation.
Tourists are motivated by the desire to
go on holidays and take part in a current interest or develop a
new interest in a new or familiar location.

Sanjay Narula
Vice President, Travel Agents
Association of India

The Indian outbound market is at a ;
sort of ‘crossroads’. While the market M ‘H

is growing impressively, the time has =3
come for agents to become more "
enterprising and become ‘specialists’. E
Although agents are offering wildlife : .
tours, we should look at diversifying ‘

into other specific areas such as golf, g

gastronomy, wine and other extreme fﬂ P Sharr%a
itiae [i i lanaging Director
adventure activities like diving. Most Nepture Travco

travellers today want to experience
something new. As travel agents, we have to be more focused and
specific to fulfil such travel requirements.

Travel agents need to become
consultants. They need to charge for their
services and provide the best services
and specialised products. This is relevant
for today’s market and is definitely the fu-
ture. We have to create niche markets and
have thorough knowledge of the same.
One shoe can't fit all, o we need to create
and sell special, tailor-made packages fo-
cusing on gastronomy, golf, walking tours,
bicycle tours, heritage tours, etc. Agents
needs to change their old way of working, move to newer pastures
and not lose out on new earnings through new opportunities.

Jyoti Mayal
Secretary General, Travel
Agents Association of India

The rapidly growing Indian outbound market is creating its own
patterns. One of them is the emergence of travellers who are seeking
something special in their overseas holidays. This has resulted in the crea-
tion and success of bespoke holidays to Ireland that include food and drink
tours, literature tours, whiskey trails, screen tourism trails, etc. As Indian
travellers mature further and look for experiential holidays, travel agents
will do well to adapt and meet their requirements for specialised holidays.

While the Indian outbound travel market has shown very impressive
growth, the key to future business success will lie in agents becoming
more focused, more specific and more ‘specialised’. Considering the
fact that today’s Indian travellers know exactly what they want from
a foreign holiday, the time has come for agents to focus on specific
aspects and promote different destinations keeping their uniqueness
in mind. This could include anything from the sea, golf, history and

Beena Menon
Representative - Indlia, Tourism Ireland

This would pertain to several specific areas such as wildlife, food and
wine, golf or witnessing sporting events like cricket, tennis or football.

her

Parmod Sahni
Director, CRM Travel Solutions

itage or wildlife.



TouFos&

Like it's meant to B2b

Feels like Flying

Matterhorn Glacier Ride - Zermati »

9076w e

SWISS TRAVEL PASS

Book Online

www.tourfox.com
The Travel Portal For Agents Only



].6 TRAVTALK' MARCH 2" FORTNIGHT ISSUE 2019 FAM | LYALBU M

Colours of tourism 1n Berlin

Some 10,000 exhibitors from 181 countries presented the latest products and trends of the global tourism industry @
at ITB Berlin. Close to 400 leading speakers also discussed how the international tourism industry should respond =
to overtourism crises, shift in customer demands, threat of climate change and new forms of transportation.
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Wanted: Infrastructure upgrade

Keeping in mind the growing demands of travellers, winners of India Travel Awards and India MiCE
Awards share their suggestions on what India needs to develop better tourism infrastructure.

Best Organiser of Conferences-
Domestic
Ice Group India

Disha Shah, Director, Ice Group India
feels that tourism is most attractive if a
country has all kinds of alternative trans-
port facilities both in its major and minor
mode of travel. “A tourist requires not just
access to a region but also easy access in
terms of cost, time and comfort levels. In
the long run, the improvement of naviga-
tion in suitable stretches of rivers like the

') Brahmaputra could provide immense pos-

sibilities for opening new routes,” she said.

Best Venue for Launches- Tier I
Paradise Village Beach
Resort, Goa

Rishi Dandona, Managing Direc-
tor, Paradise Village Beach Resort, Goa
believes that better public transportation
like AC buses, trains and good connectiv-
ity are required. He said, “We need tourist
information centres, proper sign boards
at prominent locations and better sanita-
tion facilities at tourist sites. Keeping in
mind the safety of travellers, there is a
need to develop Apps like Uber and Ola in
all government taxis.”

:Il

i r—

Best MiCE Company
Concept Travel & Conferences

According to Ashish Jagota, Execu-
tive Director, Concept Travel & Confer-
ences, huge investments are required
to build world-class infrastructure in the
tourism sector so as to bridge the gap
between demand and supply of tourism
related services like transport, hotels, etc
to meet the varied demands of tourists. “It
is essential to develop the infrastructure
resources of smaller cities to increase the
visitor arrivals and promote the country’s
rich heritage,” he said.

Best Emerging Travel Management
Company
STG Journey India

We need to ensure better connectivity
between all tourist destinations,” believes
Arun Prakash Choubey, Managing Director,
STG Journey India. He says, “The security
of tourists should also be strengthened. The
government should campaign for a wide
range of awareness about all the tourist
places. Capital intensive infra projects
like ropeways and upgradation of smaller
projects will also usher in opportunities for
tourism infrastructure.”

Indian weddings on focus

Roslina Arbak, CEO, Desaru Development Holdings,
Desaru Coast, claims that India is a huge market for
leisure, conferences as well as weddings.

ﬁTT Bureau

esaru Coast is targeting

the Indian market for lei-
sure as well as the MICE seg-
ment, reveals Roslina Arbak,
CEO, Desaru Development
Holdings, Desaru Coast. “We
are a new destination for inter-
national markets as well as the
local market with our products
coming in mainstream since
last year. Hence, we are now
targeting the Indian market
for both business and leisure
segment. In fact, we are
specifically focusing on those
arriving out of Singapore,
Kuala Lumpur, as our proximity
to Singapore is only an hour
and a half drive and only a
45-minute flight from Kuala
Lumpur,” she shared.

She revealed that they have
already launched many prod-
ucts already in operations. “We
have two golf courses which
have been in operation for the
last two years. We also opened

Roslina Arbak
CEO, Desaru Development Holdings,
Desaru Coast

the Desaru Coast Adventure
Park for operations. 164-room
Hard Rock Hotel Desaru Coast,
open since September 2018,
is also looking to increase the
inventory of rooms soon. We
already opened the Desaru
Coast Conference Centre with a
capacity of 1000 in a banquet
arrangement. We also have a
retail village,” she added.

Going forward, more additions
are set to come up in the des-

tination. “We will be focusing
on the MIiCE market in India as
well as the weddings segment.
Our conference centre and the
different outdoor venues could
offer a different experience

of a wedding,” she added.
However, for MiCE they can
only take groups of not more
than 1000 pax.

She claimed that the recent
visa fee waiver would further
help them get good arrival
numbers from India. “We are
happy that this has come

at the right time and augurs
really well with our intentions
of bringing in the arrivals of the
Indian travellers into Malaysia,”
added Arbak.

Desaru Coast works with

the Indian travel trade on
packaging and marketing,
Arbak revealed. “We are also
focusing on Tier-Il and Tier-II
markets in India. | believe that
India is a huge opportunity that
we cannot ignore.” &

8.92 mn visitors by 2023

India, Saudi Arabia and UK top the UAE arrivals,
with the number of Indian visitors set to increase at a

CAGR of 7 per cent to 3.01 million in 2023.

ﬁTT Bureau

xpo 2020 and its legacy,
District 2020, are expected
to have a positive long-term
influence on the growth of
inbound arrivals to the UAE
from the country’s top five
source markets between 2018
and 2023, according to data
published ahead of Arabian
Travel Market, scheduled to
be held at Dubai World Trade
Centre from April 28-May
1,2019. Looking at the
country’s top three source
markets, the number of Indian
visitors travelling to the UAE
willincrease at a CAGR of
7 per cent to 3.01 million
in 2023, while arrivals from
Saudi Arabia and the UK will
witness an increase of
2 per cent and 1 per cent
to 1.76 million and 1.28 mil-
lion respectively over
the same period.

While the UAE’s top source
market rankings are expected

|-

Danielle Curtis
Exhibition Director—ME
Arabian Travel Market

to remain mostly unchanged
post-Expo 2020 - the latest

research from Colliers Interna-

tional, in partnership with
ATM, reveals the Russian and
Chinese source markets

will show above average
annual growth rates for
inbound arrivals.

Danielle Curtis, Exhibition
Director—ME, Arabian Travel
Market, said, “Russian tour-
ists travelling to the UAE will

increase at a CAGR of 12 per
cent to 1.6 million in 2023,
while Chinese tourists visiting
the UAE will increase at a
CAGR of 8 per centto 1.27
million over the same period,
according to the data.”

Looking to acquire their
share of these high-growth
markets at ATM 2019, will be
the tourism boards from the
UAE's seven emirates with
major exhibits from Dubai,
Abu Dhabi, Ras Al Khaimah,
Sharjah, Ajman and Fujairah
as well as over 93 other UAE
exhibitors such as Emirates,
Emaar Hospitality Group and
Dubai Airports Corporation.

With 20 million annual visitors
expected to visit Dubai by
2020, plus an additional five
million between October 2020
and April 2021, the overall
hospitality supply in the emir-
ate is expected to increase by
39 per cent from 59,561 keys
in 2017 t0 82,994 in 2021. &
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Key trends In Indian aviation

CAPA India Aviation Summit, held in Delhi, witnessed the presence of stalwarts of the aviation industry, including airline heads, airport
representatives and stakeholders from around the world. Peter Harbison, Executive Chairman, CAPA — Centre for Aviation, welcomed
the delegates and stated that the Indian aviation market is one of the fastest growing aviation markets in the world.
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New adventures to watch out for

Content, social media marketing and promotion of new destinations and activities are all that
is going to drive South African Tourism in its endeavour to immerse the Indian traveller.

4Nisha Verma

South African Tourism
recently organised its 16th
multi-city roadshow in Delhi,
Mumbai, Chennai and Kolkata
to provide trade partners from
India and South Africa an
innovative opportunity to
interact with each other and
discuss popular destinations
and activities that South
Africa has to offer to the
Indian traveller. Explaining

the importance of the India
market, Neliswa Nkani, Hub
Head—Middle East, India
and Southeast Asia, South
African Tourism (SAT), said,
“At the state of the nation ad-
dress, the President of South
Africa who was in India for
the Republic Day celebrations
made a profound announce-
ment, stating that the growth
for South Africa will come
from India. It has given me

a direction to focus on India

and attract Indian travellers by
way of unique offerings from
a value proposition perspec-
tive,” she said.

Highlighting the common
love for cricket of both

the nations, Nkani added,
“Considering the immense
popularity of cricket in India,
we are now looking at a
century from here. We closed
2018 with 98,000 Indian
arrivals. Achieving 100,000
arrivals from here will be

a modest growth. | believe

in this market and | value it
because of the love it has for
South Africa. With over 3000
activities, Indian travellers
are the largest adventure
consumers in South Africa
outside South Africa.”

Nkani is very hopeful about
2019, especially with the
immense support from both
the Indian trade and media.

\ a‘:

G

Neliswa Nkani
Hub Head—Middle East, India and Southeast
Asia, South African Tourism (SAT)

“We are going to go on a big
social media drive in terms of
showcasing South Africa with
#nofilterSA, #baeSouthAfrica
and #unexpectedSA. We are
now going to lay emphasis on
providing new offerings and
new regions for Indian travel-
lers. We are going to intro-
duce Durban, Port Elizabeth,
East London and Drakensberg
as adventure destinations,”
she shared.

Nkani is going to concentrate
on the kind of content they
provide whilst depicting the
country through the eyes of
the Indian traveller. “We've
learnt that this market is
extremely word-of-mouth
driven. Three core factors
for us would be content
management and integration,
social media drive, new region

therefore, don't lie.”

Direct connectivity remains
a problem between India
and South Africa. Nkani
believes that this issue too
is shortlived. “Our President,
who was recently in India,
made an announcement that
South African Airways will
soon start direct operations

L We are now looking at a century from
India. We closed 2018 with 98,000 Indian
arrivals. Achieving 100,000 arrivals from
here will be a modest growth 39

hostings and introduction, as
well as new activities. We also
realised that there is a lot of
interest in South Africa as a
weddding destination due to
its affordability. | always make
the analogy—the rupee to the
dollar is 72 while the rupee

to the rand is 5. Numbers,

between the two countries.
From where | come, when the
highest authority speaks, we
normally deliver. He has sent
a message to South African
Airways and us, because it’'s
effect will not only be on lei-
sure but also on MiCE, which
contributes to 28 per cent of

bount 1.ﬂfr:--.r
o |

our total travel contribution,”
she claimed.

On easing the visa regime,
Nkani said that while the
embassy is doing its part,
SAT along with its consu-

lar services has started a
process of pre-approving the
top two operators that are
driving numbers. “With the
strategic collaboration we
have with our embassy as
well as our consulates, we
are able to tell the top months
when visas are issued and
top two operators who are
moving the visas. With this,
we give priority to those who
give us numbers so that their
business can grow. There is
always a value chain. If the
tour operators are able to get
the visa out faster, they are
able to then get more clients
into the system. The system
then churns out more people
for us in terms of arrivals,”
she concluded. &

reland wants share In India

Representatives from established Irish companies showcased the many offerings and
attractions of Ireland to Indian travellers at dedicated events in Mumbai and Delhi.

4TT Bureau

0 position Ireland as one of

the most desirable destina-
tions for travellers from India,
Tourism Ireland organised India
Sales Mission 2019 in Mumbai
and Delhi for travel profession-
als currently selling or those
who have the potential to sell
the island destination.

Speaking at the occasion,
Siobhan McManamy, Director
of Markets, Tourism Ireland,
said that they were committed
to growing visitor numbers to
Ireland from India and that the
sales mission would play a sig-
nificant role in achigving those
numbers. During the workshops,
partners from Ireland met
around 200 key tour operators
from the Indian travel trade.

Stressing on the growing
importance of the Indian
market for Tourism Ireland,

McManamy said that the
island received around 38,000
visitors from India in 2017.
“We expect a growth of about
15-20 per cent from the data
calculated from visits in 2018.
We will expect a similar rise in
2019 as well. Indian visitors
are important for us because
they travel throughout on their
own and they are increasingly
utilising the self-drive service.
They also travel, at times, dur-
ing the off season,” she said.

Elaborating on the preferences
of Indian travellers in Ireland,
McManamy said, “Indians
really like to discover and get
into the heart of Ireland. They
like to tour around. Indians
traditionally used to travel

in groups but with changing
trends, we have seen a lot of
FIT movement as well. They
particularly like self-drive tours
as we have a 2500-km coastal
road on the Wild Atlantic Way

and the Causeway Coastal
Route in Northern Ireland,
considered one of the best
driving routes in the world. The
cities of Dublin and Belfast are
popular for dining and shop-
ping, among Indians.”

Recently, Irish locations used
to film television series such
as Game of Thrones (GOT)

created ‘Doors of Thrones’, a
set of 10 intricate doors hung
across a variety of locations in
Northern Ireland, each telling
the story of a GOT episode. We
also have a giant, medieval-
style hand-woven tapestry,
which tells the full story of the
show from the beginning. We
are also working very closely
for the upcoming cricket world

£ £ We have created ‘Doors of Thrones', a set
of 10 intricate doors hung across a variety of
locations in Northern Ireland, each telling the
story of a Game of Thrones episode 77

helped draw huge numbers to
Northern Ireland. McManamy
added, “To further promote
screen tourism around the
world, we have partnered with
HBO. The popular show is a
big theme in India and in our
effort to promote it, we have

cup that is going to be held in
the UK later this year.”

Paul Carty, Managing Director,
Guinness Storehouse, was
also in India to promote the
most visited tourist attraction in
Ireland, which gets around 1.7

million tourists every year. He
believes that India is a growing
market and in 10 years’ time
or less, there will be a lot of
Indians travelling to Dublin to
explore Guinness Storehouse’s
history and heritage.

Tourism Ireland has launched
its first major global campaign
since 2011, known as ‘Fill

your heart with Ireland’. The
campaign showcases some

of the less-visited regions in
Ireland. “Our new campaign is
about unexplored destinations.
The new video shows parts of
the country never seen before
globally. It is about finding those
hidden gems and spreading
the success of tourism
throughout Ireland,” said
McManamy.

To the delight of Indian
travellers, the British
Irish visa scheme al-

lows for travel to and ‘

Die
Tourism
Ireland

around Ireland and the UK on a
single visa. The scheme allows
visitors from India to travel
freely within Ireland and the
United Kingdom using either
an Irish or UK visa. 4
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Renewed vision of EKTTA

Post its inaugural convention in Bhubaneswar, EKTTA is now gearing up
to organise a B2B fair in October 2019. The association aims to promote
indigenous art, culture and cuisine by a local in the community.

FCREER am.;;m A r—

ﬁTT Bureau

n an endeavour to develop

local tourism and bring the
unexplored destinations of
Odisha into limelight, the
Enterprising Knot of Travel &
Tourism Associates (EKTTA)
organised its inaugural annual
convention in Bhubaneswar.

Sanjay Kumar Mohanty,
President, EKTTA, recounted
the journey of the association
and briefed about the activities
and initiatives of the associa-
tion. “EKTTA is set to organise
a B2B fair in Bhubaneswar in

ing 1# of Tron @

October where several suppli-
ers outside of Odisha as well

as India are expected to partici-

pate. We are also planning to
expand our base to other parts
of Odisha,” he revealed.

Chandi Prasad Patnaik, Gener-
al Secretary, EKTTA, expressed
his satisfaction at the suc-
cessful conduct of the event.
“About 15 suppliers including
DMQCs exhibited their products

Associates

hefore the delegates along
with a presentation. We also
had a few panel discussions
on key issues of the industry
followed by a B2B networking
session,” he shared. &

and Mauritius.

Welcoming the new
kid on the block

One Above, a new DMC, opened its new office in Mumbai recently. Located in Andheri East, it is headed by BA
Rahim, Director, along with co-directors Vishal Somaiya and Irshad Dadan and already has 15 DMCs in its kitty in
countries including Maldives, South Africa, Dubai, Russia, USA, Baku, Cambodia, Malaysia, Hong Kong, Sri Lanka

Traveller for life

! ,1L

L

Manmohan Sadana retired
as Joint Director General,
Ministry of Tourism. Prior to
this, he worked as the Head
of India Tourism Offices in
Delhi, Tokyo, Stockholm and
Paris with additional charge
of India Tourism Offices in
Amsterdam, Frankfurt, Dubai
and Johannesburg. He has
an in-depth experience of
promoting Incredible India in
Europe, West Asia and Africa.
With 40 years of experience
in the tourism sector, Sadana
is a discerning traveller and
has visited about 200 cities
in 50 countries.
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OBITUARY

B S Sahay
(16.03.1936 - 06.03.2019)

Ballabh Saran Sahay, who has been
associated with Clarks Shiraz since
August 10, 1962 breathed his last on
March 6, 2019. Sahay started his career
with Clarks Hotel Varanasi at the age of
19. He was then moved to Agra when
Clarks opened ts first five-star hotel there

in 1962. His contribution lies in building up excellent public relations with
discerning clients. Sahay was also instrumental in expanding Clarks
Groups’ hotels at Jaipur and Lucknow. Since 1979, he took over as head
of Sales & Marketing at the company’s headquarters in Delhi. Sahay is
survived by his wife, daughter and two sons.
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TRADE RELATIONS OFFICER VAN

MEISEA (Middle East, India & South East Asia) | [Nttt

a boutique hotel

South African Tourism is searching for a results driven, credible
representative office to appoint a candidate for the position of
Trade Relations Officer.

Provide trade support to Trade Manager

(A Unit of Clark International)

Provide administrative support

Service trade inquiries

Maintain and update trade communication channel

Track trade performance

Co-ordinate and manage key trade events
R-57, Greater Kailash, Part-1,
Willing to travel when required b DORETI0AGUIN I
T: +91-11-48184818
F: +91-11-48184800,
M: +91-9811023375
E: info@theallurehotel.com

Collate trade reports and manage collateral

CRITERIA, QUALIFICATIONS

AND EXPERIENCE:

* Have minimum 5 years working experience in trade, trade www.theallurehotel.com
relations, marketing, sales or business development

Candidate that will be appointed to hold a bachelor's degree

KNOWLEDGE AND UNDERSTANDING OF:

¢ Possess knowledge of the tourism

A Boutique Hotel

Have sales, negotiation, problem solving, planning and organising,
presentation skills , people and project management skills

Be fluent in English and writing skills

Attributes: innovation, team work, resilience, customer service
focused and be pro active

Visit us at www.southafrica.net

Detailed Proposal to be sent to : ajay@southafrica.net
Closing date : 31" March 2019

Should you not hear from us within one week after
the closing date, kindly consider your application unsuccessful. Saraswati M Karol Bagh,
Proposals to be submitted without fees. g, na pad
New Delhi-110005 (India)
T: +91-11-4500 5500

‘ F: +91-11+2575 6551
E: info@hotelclarkindia.com
‘ www. hotelclarkindia.com

Inspiring new ways 24 Hours Reservation:

+91-98110 23375
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FCM Travel Solutions
Delhi

FCM Travel Solutions, Indian subsidiary of Flight Centre Travel
Group (FCTG), Australia, has appointed Gaurav Luthra as its Chief
Operating Officer. Luthra is a distinguished industry
veteran with over 20 years of experience in
managing relationships with airline and hotel
partners, key account management, business
development, operations management and
procurement. At FCM, he has been credited
with launching Corporate Traveller as the first

SME travel proposition in the India market as
‘ well as Flight Centre’s first retail brand in
India. He has had a 20-year tenure
at FCTG India and he has done
justice to every challenge that
came his way.

The Suryaa New Delhi

Delhi
Dheeraj Pathak has joined The Suryaa New Delhi as Executive
Housekeeper. He brings with himself 12 years of significant
experience at various positions across brands
in pre-opening as well as operations.
Having passed out of the Oberoi Centre
of Learning and Development, he worked
across several Oberoi and Trident hotels
before shifting to The Park, New Delhi. His
last assignment was with The Imperial,
New Delhi. He will be monitoring and
overseeing the housekeeping
operations at The Suryaa and
bring about his additions to
The Suryaa motto - Services
So Memorable.

With around 30 years of extensive experience in hotel
operations and research, Sanjay Chopra has joined The Suryaa
as Chief Engineer. He is specialised in pre-opening of hotels.
He carries thorough knowledge of engineering operations
with a strong Electrical background. Chopra has worked with
various hotels and engineering colleges in
India and have been involved with setting
up and operating various outlets.
His roles involved market surveys,
/ discussions with interior designers,
architects and kitchen consultants
for set up. He is also responsible for
preparing budgets and managing costs
to achieve the desired profits.

swimming,

[ Al Hing Peopie

Tejas Parulekar, Co-Founder, SaffronStays, enjoys
watching people cook as she is enthralled by their
passion and expertise. “Apart from this, | have a
keen interest in board games, love
playing  basketball
and trekking in the monsoons.
| also enjoy watching curated
films and love spending time
with my children. | strongly
believe that the devil lies in
the details and urge people
to embrace
especially when they
are surrounded by it,”
she mentioned.

Conrad Bengaluru

Bengaluru

Conrad Hotels & Resorts has announced the appointment of Srijan
Vadhera as General Manager of Conrad Bengaluru. Vadhera is
responsible for the operation, management and
growth of the 285-room luxury hotel. As a
driven and passionate hotelier, Vadhera comes
with nearly two decades of experience with
expertise in all departments of hospitality and
' an avid interest for sales and marketing. Most
recently, he served as the General Manager
of Fairmont Hotel, Jaipur. He began his journey
with Taj Mahal Hotel as an industrial
trainee and later moved onto
be a part of hospitality brands
such as Shangri-La, Marriott
International, Radisson and
Hyatt in different capacities.

Novotel Imagica Khopoli

Mumbai
Novotel Imagica Khopoli announced the appointment of Sachin
Malhotra as the new General Manager. With over 18 years of
experience across a broad spectrum of hospitality

functions, Malhotra will spearhead the business
operations, overall implementation and
business development at Novotel Imagica
Khopoli, ensuring its growth and expansion
through innovative strategies. He brings with
him an extensive array of proficiency and a
deep understanding of operational knowledge,
especially in pre-opening set ups and managing
the financial sustainability of hotels. Prior to
this, Malhotra was General Manager
of Grand Mercure Mysuru since its
opening in April 2016.

Shangri-La Hotel, Bengaluru

Bengaluru
Shangri-La Hotel, Bengaluru has appointed Saharsh Vadhera as
Director of Sales and Marketing. In his new role, Vadhera will head
the hotel’s sales, events, revenue management,
reservations and marketing divisions. His
key responsibilities will include overseeing
all aspects of hotel sales and marketing
+ strategies, optimising the hotel's revenue
. and market share. At Shangri-La Bengaluru,
he will continue to train and manage the
hotel’s sales team in maximising revenue
opportunities and further promoting
the property. With over a
decade of rich experience, he
has held various roles with
notable luxury hospitality
brands.

MOVEMENTS

Great Destination Hotels and Resorts

Bengaluru
Nishant Kumar has been appointed as General Manager of Great
Destination Hotels and Resorts, a Bengaluru based hospitality
major. Kumar’s previous stint was with Bur Al
Hickman Hospitality, Oman, as Chief Operating
Officer where he spearheaded four operating
brands across two different countries in
the Middle East. He brings 19 years of
experience in hospitality. Kumar began his
career as restaurant manager at Alibaba
Grover, Pattaya, Thailand. As Regional F&B
Head at Ramada Hotel, he has led
the F&B division with four F&B
outlets with the launch of
‘Terrace Grill’, a seafood and
continental grill restaurant.

Renaissance Bengaluru Race Course Hotel

Bengaluru
AmitKulkarni has been designated as Director of Sales and Marketing
of Renaissance Bengaluru Race Course Hotel. Spearheading the
sales and marketing operations at the hotel,
Kulkarni will be leading the management
staff in planning and strategising sales
objectives, marketing communications
and direct sales-force activities to increase
profits and achieve targets. He comes
with an array of experience and has
always actively participated in forecasting
and sales strategy meetings, >
mentoring department heads g%

at the property and driving the
sales force.

The Leela Goa

Goa
R Srijith has been appointed as the new Director of Sales &
Marketing of The Leela Goa. His previous assignment was with The
Leela Kovalam (A Raviz Hotel) as the Director of
Sales and Marketing. Starting his hospitality
career with Ginger Hotels in 2008, Srijith
has worked determinedly to carve a niche
for himself. He has an MBA in Marketing
and Hospitality Management from Srinivas
Institute of Management Studies, Mangalore
University. He carries with him an
experience of 11 years in Sales &
Marketing, having worked with
IHHR  Hospitality, Mahindra
Namaste and Ginger Hotels
prior to joining The Leela
Group in 2014. f
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For Riaz Munshi, Managing Director, N Chirag
Travel, hitting the gym regularly is important. “I am
very health conscious, so | try not to miss out on
visiting the gym. As an avid traveller,

= | have travelled extensively around
the world. Out of all, Ibiza is my
favourite holiday destination to
relax and chill. In India, | love

travelling to Kerala. One of the

/- most memorable travelling
experiences has been doing
sky diving in New
Zealand,”
he says.

Karan Vakharia, Director—Business Development,
Pathfinder Holidays, follows the motto, ‘If you don't
build your dreams, you will end up building someone
glse’s.” “This is what motivates me
to work hard constantly and grow
in our business. | have always
been inspired by my parents.”
In his spare time, Vakharia
researches extensively, plays
cricket or spends time with friends.
In terms of travel, he said, “Peru
and Amsterdam top my
list of international
destinations.  In

India, | loved

visiting Sikkim.”
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INTERVIEW

India climbs up Oz chart

As the fastest growing inbound market for Australia, India is now on
track to achieve the fifth consecutive year of double-digit growth in
arrivals as well as in spend.

*Manas Dwivedi

ndia has once again earned

the distinction of being the
fastest growing inbound market
for Australia. A report released
by Tourism Australia revealed
that the country welcomed
352,500 Indian visitors by the
end of November 2018 and
registered 18 per cent growth
over the previous year. Holding
the Indian market of utmost
importance, John O'Sullivan,
Managing Director, Tourism
Australia says that the next
big thing in boosting tourism
between India and Australia is
unlocking the direct point to
point flight capacity. “Around
700,000 or 4.5 per cent of the
total diaspora living around
the world lives in Australia.
Indian and Australia also have
a great cultural connection
through cricket. It's now about
unlocking the potential. The
way we can do that is through
aviation access. The Australian
government aims to maximise
the economic engagement
between India and Australia
by 2035. Tourism Australia is
constantly working to leverage
this potential,” he reveals.

I[mmerse in new experiences
The country has some aggres-
sive marketing activities to raise
its appeal among the Indian
high-value travellers. Sullivan
says, “We have launched

the #UnDiscover Australia
campaign on television and
digital media that showcases
unusual experiences Australia
has to offer. We have also part-
nered with ESPN cricinfo with
television presenter and model,
Shibani Dandekar, visiting five
Australian states and interacting
with five Australian cricketing
talents by showcasing their

hometowns and Australia as
a holiday destination to their
Indian fans through a series

we project that India could
become one of our top three
markets,” informs Sullivan.

of 22 destination videos.

We have also leveraged the Tourism Australia is actively
popularity of our Friend of working with every Indian state
Australia — Parineeti Chopra and territory to enhance

and Harsha Bhogle, and Indian connectivity between the

cricketer Shikhar Dhawan,
who showcased why there’s
truly nothing like Australia
among their followers. Apart
from that, we have launched
the fifth iteration of the Airline
Marketplace campaign that

two countries. Sullivan says,
“Passenger capacity is integral
to our growth trajectory. It is
also about offering a good
price to the Indian consumer.
Through our airline market-
place, managed online through

£ € India is our eighth largest source market
interms of the number of visitors to Australia.
Similarly, India is our seventh largest market
in terms of expenditure by visitors 79

delivered over 16,400 bookings
in just three weeks. The launch
of Premier Aussie Specialist
Program with online webinars

MakeMyTrip or Australia.
com, we have partnered
with major airline services
in Australia out of India to

|

'

tivity through Air India or
through other partners such as
Singapore Airlines, Malaysia
Airlines, etc.”

Melbourne is the most favourite
city among Indian travellers

in Australia, Sullivan informs.
“We have seen around 165,000
Indian visitors to Victoria in
2018. Almost 163,000 visitors
travelled to Sydney and New
South Wales. We are also
experiencing good growth out
of markets like Queensland,
Brisbane, Gold Coast and
Tropical North Queensland,
which receive about 65,000
Indian visitors every year. In
markets like Canberra, we have
seen almost 55 per
cent growth in
the number
of Indian
visitors,” he
affirms. &

and face-to-face training
initiatives has helped strengthen
our relationship with the travel
industry. We are also looking
forward to the T20 World Cup

\

provide the best possible

fares to our Indian consum-
ers for better connectivity to
Australia with either point
to point connec-

FLY DIRECT from

@@
@ﬁa}n

scheduled to take place in 2020
in Australia.”

Figures don’t lie

According to data released

by Tourism Australia, Indian
tourists spent $1.6 billion on
their Australia trip during
October 2017 to September
2018, a growth of 10 per cent
over the previous year. “India
is our eighth largest source
market in terms of the number
of visitors to Australia. Similarly,
India is our seventh largest
market in terms of expenditure
by visitors. We think, by 2030,
India can feature in our top five
tourist source markets. If the
growth rate continues to spur,

More information, please contact @ +91124 4193085 & Contact.India@NokScoot.com
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100% DEFINITE DEPARTURES

ON OVER 100 EUROPE & BRITAIN TRIPS

Book before 31st March 2019

MARCH INTO SPRING WITH OUR EXCLUSIVE OFFERS

THE BEST WORLDWIDE HOLIDAYS. THE BEST REAL EXPERIENCES. THE BEST VALUE. SIMPLY THE BEST.

6D REAL BRITAIN fr. US5 1525 70 WOMNDERS OF fr. USS 2250 10D BEST OF HOLLAND, fr. USS 2995
5T, PETERSBURG & MOSCOW BELGIUM & LUXEMBOURG

10D PRAGUE, VIENNA 110 WONDERS OF ITALY fr. US5 3150
7D BEST OF SCOTLAND  fr. US5 1825 & BUDAPEST fr. USS 2295

7D IRISH HIGHLIGHTS fr. US5 1675

110 EUROPEAN
8D ENCHANTING 30 GREAT IBERIAN CITIES fr. USS 2425 SPLENDOUR fr. US5 3275

EMERALD ISLE fr. USS 1895
110 BEST OF POLAND fr. USS 2450 100 GREAT ITALIAN CITIES fr. LSS 3395

8D AMAZING BRITAIN fr. USS 1895

7D EUROPEAN
HIGHLIGHTS fr. US55 1995 90 WONDERFUL FRANCE [fr. US§ 2795

11D BEST OF PORTUGAL fr. USS5 2625 130 SWITZERLAND & fr. USS 3625
AUSTRIA

150 BOHEMIAN
90 SPANISH WONDER fr. LS5 2175 130 HIGHLIGHTS OF HIGHLIGHTS Fr. USS 3655

SPAIN & PORTUGAL fr. IS5 2925
100 BEST OF MOROCCO fr. US% 2250 140 SCENIC SCANDINAVIA

100 BEST OF CROATIA fr.US5 2975 & 1TSS FJORDS fr. US5 4350
& SLOVENIA

Call us at 022 26143300 / 7738143522 / 9821974999 or www.trafalgar.com/asia

"TEC Agply

Book with our Authorised Partners and earn ATTRACTIVE COMMISSIONS

Thomas Cock | Travel Heights| Travel Tours | SOTC Travel | Signature Tours | Master Holidays | JTB Travels
Faro Holidays | Cozy Holidays | Cox & Kings | Comfort Leisure | Club 7 Holidays | All About Holidays
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DISCOVER AN EXCITING WORLD
- »LOF ENJOYMENT IN MACAO

~ Enjoy endless offerings
= at Sands Resorts Macao
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Package inclusions :
« Three nights accommodation at Harbour Plaza 8 Degrees, Hong Kong
¥ Two nights accommodation at The Venetian Macao
« Daily buffet breakfast at Harbour Plaza 8 Degrees, Hong Kong
+ Breakfast at Café Deco / Lunch at Bambu / Golden Peacock at The Venetian Macao
» One-way Cotai Water Jet Cotai Class tickets from Macao to Hong Kong (o be redeamed @ The venetian Macao)
+ One-way Hong Kong to Macao Cotai Water Jet Cotai Class tickets
¥ Hong Kong by Night Tour on SIC
« Airport Transfer and One Way Pier Transfer in Hong Kong on SIC
¢ Macao Half Day City Tour on SIC
05 Nights / 06 Days

; ) From
The VE netlﬂnﬁ MGCUU US$ 5 8 5 Per Person Accommodation in a Royole Deluxe Sulte

Book period : now until June 28, 2019 Stay period : now until June 30, 2019

**Rates are subject to change as per ROE changes.
**Quoted rates are applicable for travel in now until June 30, 2019,

**Prices mentioned are indicative and subject to change as per date of travel,

Contact us on:

t ‘ b I | E: online@travelbullz.com/groups@travelbullz.com
r‘ove u Z wW: www.travelbullzcom T: +9111 49429900 )
Follow us on: E1/travelbullz B /travelbullz '

destination management company
THAILAND | HONG KONG | MACAU



Sign up now
fo benefit from
an instant

earnings boost -
of X 5000!

FAEPARG

on any one of our

: |
International Holidays | INTLPKG1000 :
? 1 ,000 with this promocode '——— oo :

Promo codes applicable only for agents who sign up after 15 Mar 2019

Turn the page to earn more O
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Fulfill Your Arzoo....
With a wide variety of travel services under one roof
there’s sumethmg to heneﬂt everyone!

* Air Tickets
* Hotels
* Fixed Departure Holiday Packages
* Customised Holiday Packages
* Vlisa Assistance
* Travel Insurance
* Buses
* |RCTC
« DMT
* tility Payments
* Airport Transfers
» (ar Rentals
* Theme Park Tickets
* Arzoo Franchisee
Associate Program
» White Label Solutions
« APl / XML

* (One-stop solution at your fingertips

* Competitive rates and great commissions

* (uick and hassle-free bookings

« 24/7 dedicated service with a personal touch

» [estination experts to customise your travel
itineraries

Call: 022 6713 4463 / 68 Email id: sales@arzoo.com Visit: psa.arzoo.com
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VISION
arz2« enhances product offering for trade

The company aims to touch ~1,000 crore this year. It is currently getting ready to launch various

promotions for the trade and is busy enhancing its product portfolio to make it more appealing for agents.

rzoo.com is on the cusp of a big change.
AA new management team is led by

Parag Thakker, Managing Director,
Arzoo.com. With a background in
construction, he wanted to diversify into a
new business and was drawn to the immense
potential that the Indian travel market holds.
He forayed into the travel industry with his
venture, Shree Mahalaxmi Vacations and
buoyed by its success, he decided to take it
to the next level by acquiring Arzoo.com.
Drawing from his wealth of experience in
the construction industry, Thakker plans to
build on Arzoo.con’s strong foundation and
has set his sights on taking it to new heights.
He is keen on Arzoo.com playing a part in
stimulating the growth of emerging travel
regions in India.

Parag Thakker
Managing Director
Arzoo.com

We want our agents to benefit from low air fares,
so weve taken the plunge into pre-purchased
air tickets 99

What better
time to make
Thailand
bookings than
NOW?

Travel dates
14th APRIL 19 - 5th MAY '19

Thakker says, “We have a registered
agent base that is upwards of 100,000 and
the awareness of brand Arzoo is quite high.
Increasing our footprint in Tier-II and Tier-I1I
cities is a priority right now. We are therefore
expanding our sales team and the first phase will
see us add atleast 200 sales staff across India.” His
focus is on ensuring that every partner receives
greater returns and unmatched services. Robust
technology plays a key role in empowering
agents but it is critical to implement it in a user-
friendly and seamless manner.

The company aims to touch
~1,000 crore this year.
“We're currently
launching

many plans and
promotions. We

want our agents to
benefit from low air
fares, so we’ve taken
the plunge into pre-
purchased air tickets.
Our product portfolio is

being enhanced with a number of products
that agents are eagerly awaiting such as fixed
departures, domestic money transfer (DMT)
and Utility payments, among others. In terms
of expanding our agent base, IRCTC occupies
a place of importance and we are introducing
great new schemes for them. We’re happy to
help power more digital payments through
the Aadhaar Enabled Payment System
(AEPS),” Thakker reveals.

The company has also worked out special
holiday packages to appeal to travellers who
want to experience great
holidays at affordable
SR prices. It plans to add
IITLEIE. 2 host of new specialty
offerings such as trend-
setting holiday packages,
themed and specially
curated tours that will help

promote destinations that

have much to discover in
terms of photography, thrill,
adventure, etc.

Fixed departure Tan d B
=3 26,999

e su e
3 Baingk@ = 2[&’29 ﬁ 2&1

Call: 7738180036
Email: flights@arzoo.com
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Some of our Best Quotes, just for you!

Domestic Packages

Mesmerizing

Goa with Sun

Kissed Plaza Manali \
3N/4D {Voluo Package)
3N /4D
< 7,849

= 10 = iR

Delightful Unbelieuvable
Kerala \ Uttarakhand
4N /5D 4N /5D
< 8,749 < 16,599 ;
=0=ilB / 2= = 0 = iR

Prices are per person on twin-share basis.

TE C Apply

Singapore +
Malaysia
6N /7D

< 61,499

Dubai Maldives
3N /4D ] Qs 3N /4D
¥33999 | "\ & | T 38499

k=10 i &

Prices are per person on twin-share basis.

T&C Apply
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No PG charges
No service charge
No dongle charge

Only better earnings!

Why delay? Join Arzoo today!

To know more, call (022) 6713 4468 / 63/ 19
Hurry, offer available for agents who register between
15" Mar ‘19 - 31t May ‘19.

~
_ (ﬂ)
s IRCTC
e Or 2o
Fl at on any one of our R :

Domestic Holidays ' DOMPKG1000 |

F71,000 withthis promo code  t-—mmmmmomm o mm o |

Promo codes applicable only for agents who register after 15 Mar 2019

Off Turn the page to earn more O
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Let more earnings pour In...

DMT (DOMESTIC MONEY TRANSFER)

Money Transfer on the Go
Made Simple and Secure.

®900 4G 12:00am ioow D

UTILITY PAYMENTS UTILITY PAYMENTS

M abile
poat pald/pre paid

Quick, secure and conuenient
way to pay a variety of utility

= .. bills and more.

Rechar ge

- Attract new customers and increase
! revenue
EH‘I

+ Lowest service fee

- More earnings with high margin
seruvices

» Operate with ease from home, shop
or mobile

« Great technology with excellent
customer support

Ele : |1,




MARCH 2ND FORTNIGHT SSUE 2019 TRAVTALK 7

THE BEST4S YET TO COME..

TURN THISPAGE EOR A SPECIAL SUEPRESE
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Register & book with A €2 now!
An instant earnings boost

of 5000 is yours!

That’s not all...
There are exciting prizes to be won!

25 lucky
agents
can win

S agents can
=

) S 50 lucky
5_\ y

win a - -
&S Gold Coin! Register and start booking to increase
=7 > each your chances of being a big winner!



