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The tourism industry was vis-
ibly and vocally disappointed 

when it found no mention in the 
stimulus package announced by 
the finance minister last month. 
However, Ministry of Tourism 
(MOT) claims that the stimulus 
package does benefit the tourism 
industry through the new defini-
tion of MSME, and that they will 
be handholding the industry as it 
moves towards revival. 

Addressing industry concerns, 
Yogendra Tripathi said, “The ini-
tial feeling of the industry that tour-

ism did not find a mention in the 
stimulus package was in some 
ways misplaced. Throughout my 
tenure, I have been hearing from 
the industry that 75-80 per cent 

of the stakeholders in the tourism 
sector fall under the MSME cate-
gory. The biggest announcements 
under the Atmanirbhar Bharat Ab-
hiyan package are pertaining to 

MSMEs. In fact, we clarified with 
the industry that the biggest an-
nouncements are there for them 

as well.” Explaining further, he 
shared, “The fact that the differ-
entiation of definition between 
the manufacturing and the 
services sector MSME, which 
has been removed and the cap 
that has been changed for the 
services sector MSMEs (like 
tourism sector MSMEs) shall 
bring benefits. It’s not just the 
benefits which have been given, 
but it also further expands the 
scope of the tourism industry, to 
be part of the MSME definition 
and to take the benefits, which 
are due under the MSME cat-
egory of Atmanirbhar Bharat an-
nouncements. We are bringing 

up some of the industry’s diffi-
culties to appropriate authorities 
to see if we can resolve them, 
so that more benefits reach out 
to the MSME tourism industry.”

Talking about SOPs that were 
released on June 8, 2020 for 
tourism stakeholders, including 
hotels and restaurants, Tripathi 
said, “The tourism industry 
has welcomed this move. The 
document with detailed SOPs 
by MoHFW is a good document. 
On one side it enables indus-
try stakeholders to start their 
operations and on the other, it 
gives confidence to consumers 

that the stakeholders are going 
to take precautions. Hence, two 
major steps have already been 
taken by the government, giving 
a platform to all stakeholders in 
the industry to move forward 
and start operations.”

MOT has now come up with 
more detailed operational ad-
visories for tourism stakehold-
ers and states, to ensure that 
operations happen smoothly 
and consumers are confident of 
using their services. “We have 
been in discussion with stake-
holders and have been taking 

A reason to cheer for MSMEs
Putting the industry disappointment to rest, Yogendra Tripathi, Secretary, Ministry of Tourism, in an exclusive interaction 
with TRAVTALK, claims that the new MSME definition gives similar benefits to the services sector as it does to manufacturing. 
He also elaborates on the soon-to-be-launched detailed operational advisories for industry stakeholders.

TT Bureau

Prahlad Singh Patel said 
that from June 8, 2020, 

hotels, restaurants and tour & 
travel companies across the 
country have been directed 
to open. “Apart from that, 
821 ASI monuments have 
also been opened," he said, 
speaking at the launch of on-
line summer training by The  
Institute of Tourism Stud-
ies, University of Lucknow, in  
association with Voice of India 
Tourism (VOIT). 

However, there are protocols 
in place and MOT has also re-
leased its own advisories. “In 
line with the SOPs that MHA 
and MoHFW have released, 
MOT has also come out with 
operational advisories for in-
dustry stakeholders, as we 
believe that we need to have 
separate advisories for differ-
ent products and service pro-
viders in the industry, including 
monuments, hotels, restau-
rants, as well as tour & travel 
operators, and other related 
services. We all must abide by 

these advisories and take them 
as a pledge. Then only we can 

move forward from this threat,” 
he added. He believes that do-
mestic tourism will kickstart 
the tourism business. “I have 

suggested that MOT would 
identify green airports across 
the country. When I talk about 

international airports, I have 
proposed Imphal in Manipur, 
which has become a COVID-
free state, and Khajuraho in 
MP, that has been a big hub for 
international tourism. Smaller 
airports across the country can 
give strength to this idea. I have 
proposed airports in Leh, Utta-
rakhand, Himachal, Bagdogra, 
and many other airports in the 
country,” Patel shared.  

MOT has also decided that 
they will be working on a so-
cial platform with state tourism 

ministries, where authentic and 
factually correct information is 
put, that can further be shared 
with agencies, online aggre-
gators, hotels, tour & travel  
operators, as well as tourists. 
“The information on this plat-
form by MOT would convey 
that we have taken consent 
from states and stakeholders 
for the same, and then we have 
allowed any traveller there. 
Otherwise, if someone travels  
anywhere, and gets stuck, it 
will be a dent in our trust,” 
added Patel. 

Ministry of Tourism is taking many initiatives towards re-starting tourism businesses across the country, shares 
Prahlad Singh Patel, Minister of State (I/C), Tourism & Culture. He also elaborates on the recently launched  
detailed operational advisories for industry stakeholders.  

MOT identifies green airports
Nisha Verma

Prahlad Singh Patel
Minister of State (I/C) 
Tourism & Culture

I have proposed 
int'l airports in Imphal, 
Uttarakhand, Himachal, 
Leh and Bagdogra

 

Yogendra Tripathi 
Secretary 
Ministry of Tourism

We are bringing up 
some of the industry’s 
difficulties to appropriate 
authorities to see if we 
can resolve them
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Speaking about the need for 
transparency with regards to 

hotels being used as quarantine 
centres and accommodation 
for health workers, Gurbaxish 
Singh Kohli says, “Nothing has 
been laid down on paper as of 
now. For more than two months, 
our services are being used and 
our costs are increasing due to 
being operational, but nothing is 
being said about the compensa-
tion due to us.”  

He says that hotels and restau-
rants are the unsung COVID-19 
warriors for serving the country 
by offering their rooms and their 
kitchens. Unfortunately, they 
are not being recognised for 
this. “Hotels are being used by 

all states for housing the health 
workers. For almost two months 
now, hotels are being used for 
the purpose without any com-
pensation or payment. Also, the 
compensation marked for this 
requisition is next to nothing. It 
is tantamount to further burden-
ing a sector which is already on 
the verge of extinction. None of 
the hotels have been paid for 
the occupation since more than 
two months and although we 
have approached the authori-
ties several times verbally and 
expressed to fix a reasonable 
compensation and make pay-
ment immediately, there is no 
revert from them till date. They 

have to understand that this oc-
cupation without any payment 
whatsoever will be the last straw 
that will break the camel's back. 
As it is we are burdened with 
liabilities, there is no stimulus 
from the government and now 
they have forced us to keep 
our premises open to house 
medical workers among other 
essential healthcare person-
nel and take care of them. We 
incur operational expenses and 

yet we aren’t getting paid. Due 
to this, not one but all hotels 
are affected adversely, and the 
government seriously needs to 
think if they are willing to push 
this sector into oblivion and take 
responsibility for killing the sec-
tor,” Kohli says.

Need for co-ordination  
between Centre and states
Meanwhile, certain states like 
Rajasthan have been allowed 

to open their hotels and res-
taurants, those in Mumbai and 
certain parts of Maharashtra 
have still not been permitted to 
open for guests. Commenting 
on this, Kohli says, “Hotels and 
restaurants have been ready to 
serve customers for quite some 
time and are fully prepared to 
open up. But, there needs to be 
proper coordination between the 
Centre and state governments. 
There is no clarity because eve-
ry day there is a new circular by 
various departments and then 
there is a correctional additional 
circular issued.”

He also highlights certain un-
necessary hurdles that they are 
facing right now. “Putting dead-
lines of shutting after 9pm and 
not allowing liquor to be sold are 
some of the other impediments 
which will not allow many res-
taurants to open even after lock-
down on them is lifted,” Kohli 
says, adding, “Hotels and res-
taurants are safer than shops. 
There is automatically physical 
distancing in hotel rooms and 
in restaurants, unlike shops,  
everyone cannot walk in.” 

Hotels are being used by states for housing health workers with little or no  
compensation, pushing these unsung heroes further into debt. Gurbaxish Singh Kohli, 
President, HRAWI and Vice President, FHRAI, explains…

Hazel Jain

No or little compensation by states

Not one but all  
hotels are affected 
adversely; the government 
needs to think if they are 
willing to push this sector 
into oblivion  

Gurbaxish Singh Kohli
President, HRAWI and 
Vice President, FHRAI
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COVID-19 has shaken every 
business, but the most  

affected are those that deal 
with people face-to-face.  
‘Ours is one of them,’ says 
Rajeev Jain, Director,  
Rashi Entertainment.

We are in the ‘experiential’ and 
‘bringing people together’ busi-
ness. Ours is the ‘live’ events 
business. Obviously, this has 
been impacted most grievously. 
The fallout of this is evident all 
around – a few lakh have been 
rendered jobless, companies 
are facing shutdowns thanks 
to the liquidity crunch, the en-
tire support system and supply 
chain is facing crisis. The size, 
scope, viability and economic 
contribution of our industry 
before the COVID-19 crisis hit 
the organised corporate events 
sector was Rs10,000 crore as 
per a report. The wedding in-
dustry, exhibitions and sports 
sectors combined with the 
corporate events sector placed 
the industry clearly at Rs40,000 
crore. While there is no imme-
diate solution, I believe that the 
events sector with ‘touch and 
feel’ at the heart of the human 
experience will bounce back. I 

can safely say that by February 
2021, the tide will have turned.

Government support
This industry comprises some 
very dynamic and enterprising 
minds, and placing the industry 
in the right context vis-à-vis the 
government – positioning it in 
the corridors of power – would 
work wonders for it. Unfortu-

nately, we are neither a recog-
nised nor an organised sector, 
and do not currently have the 
visibility, voice and heft that we 
should have in front of the gov-
ernment. I have a wish list for 
the finance minister:

v Not only should event pro-
jects below Rs200 crore be giv-
en to Indian companies, but all 

government events should also 
be done by Indian agencies only. 

v The Central government 
should allocate resources to 
state governments annually to 
conduct events for public aware-
ness and welfare – and these 
should be executed locally. 

The future? 
I have spent more than two dec-
ades in this industry and what I 
have learnt is that ‘the show must 
go on’. There is no denying that the 
Indian experiential and wedding in-
dustries are currently suffering the 
impact, and agencies are strug-
gling to stay afloat, but I believe our 
industry will enjoy a revival soon. 
New SOPs will emerge and with 
creativity, innovation and technol-
ogy, our industry will create new 
engagement models which will 
help us brave our way through the 
pandemic and come out winning. 

Domestic destinations will be the 
most sought-after for large wed-
dings as international markets will 
be shunned – this will provide event 
companies more opportunities and 
several corporate event companies 
will also begin to use their expertise 
for wedding design, planning and 

management. Of course, the profit 
margins will be reduced, but cel-
ebrations and weddings will sustain 
our industry in the interim.

Virtual events a feasible option?
Everything helps! Technology, 
like it does everywhere else, will 
help here, too. However, humans 
like meeting other humans. They 
like the physical ‘experience’ and 
that’s why our business is called 
‘experiential’. Consider 10,000 
fans in a stadium cheering on 
the music of a popular artist – 
will you get the same experience 
in front of a screen with a fizzy 
drink and popcorn? Technology 
has its own place, it is a great 
value addition, but it can never 
substitute the real thing. 

The COVID-19 pandemic has shaken the world. Every business is affected, but 
the most affected ones are those that deal with people face-to-face. ‘Ours is one 
of them,’ says Rajeev Jain, Director, Rashi Entertainment.

‘The toughest time we’ve seen’ 

(Views expressed are the 
author’s own. The publication may 

or may not subscribe to the same.)

Rajeev Jain 
Director 
Rashi Entertainment

HVS ANAROCK’s ‘General Manager’s Sentiment Survey’, conducted across 
branded hotels pan India, reveals that upscale business properties are  
expected to open sooner than others, including leisure hotels. 

Business hotels are optimistic

Business hotels are likely to see quicker recovery. Economy and midscale ho-
tels, on the other hand, are also confident of achieving 50 per cent (or more)  
occupancy in the fourth quarter of 2020.

The report also reveals that going by property type and positioning, 33 per cent 
of business economy and midscale hotels are expected to exceed 50 per cent 
occupancy by Q4 2020.

Profit margins 
will be reduced, but 
celebrations and 
weddings will sustain 
our industry till the 
corporate spenders  
are back  

A National Tourism Board as a solution to many 
of the industry’s woes is a view that has been 

contested time and again. But, the COVID-19 
pandemic has made us realise one thing – that no 
one can be completely self-dependent. The Ministry 
of Tourism needs the industry and vice versa, so a 
National Tourism Board that has the actual tourism 
stakeholders playing a key role may be the way to 
go, delivering the right message to the world about 
India and her tourism offerings. When the real 
stakeholders, brimming with bright ideas for the 
sector, are provided a platform to share with the 
Ministry their expertise, they will definitely put in their 
all to ensure sustenance and real progress. If we turn 
the clock back a few months, could the existence of 
a National Tourism Board have effectively delivered 
the industry’s requests for relief and aid at the right 
time? That said, first things first and like all other 
successful partnerships, the parameters of the board 
need to be crystal clear to ensure that responsibilities 
are well-defined. For the tourism sector to tap its 
underutilised potential, it is essential that its people 
be given more than an attentive ear.     

On board or off board?

More is not merrier 
Is the ground reality the same as what is being 

talked about?  Today, after months of lockdown 
when people are still wary of stepping out even to 
get to work, what is the guarantee that they will travel 
for pleasure, aka revenge tourism?  Indians have 
often been pegged as a resilient lot of travellers, 
but could COVID-19 have changed that mindset 
of a people dealing with the harsh realities of the 
day?  What adds to the woes is the lack of a unified 
protocol system or authority over safety measures 
for tourism.   

Could one country’s or state’s stringent protocol be 
a loss for another’s flexible policy or vice versa?  Is 
the traveller even looking at safety measures over 
convenience? It may not be wrong to say that given 
a chance, an individual would rather visit a country 
that does not require a 14-day self-quarantine on 
arrival than one that does. Time alone can tell how 
things will pan out for tourism. Are we prepared?
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 ACI and IATA jointly 
issue paper on restarting 
aviation safely

 Hoteliers should not 
drop room rates but adapt 
to new normal: RAKTDA

 Government 
relaxes visa and travel 
restrictions for foreigners

 IndiGo to add new 
Airbus jets to fleet 
despite COVID-19 
uncertainty

 Andhra Pradesh to 
soon come out with a 
new tourism policy

 Jalesh Cruises 
partners with travel 
companies for first API 
integration

 Genting Cruise Lines 
launches new B2B 
mobile App in India

 Maharashtra allots 
54.40-hectare land to 
IHCL for tourism centre

During the CAPA Masterclass on restoring traveller confidence, Alexandre de Juniac,  
Director General & CEO, IATA and Gloria Guevara, WTTC President & CEO, said that a 
pressing issue is to first ensure passengers feel safe to travel.

Can price rebuild traveller confidence? 

According to both industry 
leaders, it is the entire travel 

journey from door to door which 
requires wider collaboration and 
coordination. More than ever, 
all stakeholders now need to 
take collaboration and coordina-

tion seriously. Echoing the dire 
need for such an alliance, Gloria  
Guevara stated that pricing will 
not be the main factor for eve-
ryone, to improve demand. The 
most crucial factor, she said, 

would be rebuilding passenger 
confidence as quickly as possible 
through a coordinated industry 
and government approach to 
safety standards and removal 
of inconsistencies. But, accord-
ing to IATA chief Alexandre de 
Juniac, airlines in particular are 
initially using price to stimulate 
demand with low fares. “IATA’s 
research shows fares for travel 
on domestic markets in May 
2020 were down almost a quarter 
year-on-year, falling 23 per cent. 
International airfares for the lim-

ited international services active 
in May 2020 were also down, but 
at single-digit levels. Price is an 
emerging pattern in the recovery 
process,” he said. 

A point on which both leaders 
agreed was that there is cur-
rently very limited co-ordination 
between countries. Quarantine 
requirements could add 14-day 
lockdowns at each end of any 
journey, and even where travellers 
are freely permitted to access a 

country within a so-called bub-
ble, their previous travel could 
ultimately force them to comply 
with entry restrictions.

Emphasising on the vital role 
for government multilateral-
ism, the WTTC chief said that 
making the right decisions on 
recovery will ultimately define 
its path. “We need to learn 

from what happened after 
9/11. The reason it took so 
many years to recover was  
because governments did not 

work in a coordinated approach. 
We implemented some safety 
standards that for every coun-
try in the world were different, 
which led to uncertainty, fear and  
impacted recovery,” she noted.

“This is the time for governments 
to borrow and invest in infrastruc-
ture projects relevant to tourism 
so that we can get the economy 
moving again. Right now is 
not the time for them to save 
their money and do nothing,”  
urged Guevara. 

De Juniac acknowledged 
that many companies will be  
looking to reduce travel budg-
ets in light of COVID-19, while  
others will turn towards technol-
ogy for meetings and business 
dealings instead of travel. “Hav-
ing faced lockdowns and travel 
restrictions, this is generating a 
situation where fear transcends 
desire,” he commented.  

Manas Dwivedi

Gloria Guevara 
President & CEO, WTTC

Alexandre de Juniac
Director General & CEO, IATA

This is the time  
for governments to 
borrow and invest  
in infrastructure 
projects relevant  
to tourism 

- Gloria Guevara

Having faced 
lockdowns and  
travel restrictions,  
this is generating a 
situation where fear 
transcends desire

- Alexandre de Juniac

www.GRNconnect.com
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The immediate reaction to COV-
ID-19 has been lockdown, 

which in turn means reduction 
of greenhouse gas emissions. 
There are innumerable videos/
pictures floating around which 

show a cleaner world. When it 
comes to sustainability, there are 
actually three ‘pillars’ to consider: 
environmental, economic and 
socio-cultural. Anyone can easily 
comprehend that one of the pillars 

of sustainability – environmental 
– has been immediately impacted 
by this global health issue. Thus, 
sustainable tourism should:

v Make optimal use of environ-

mental resources that constitute 
a key element in tourism devel-
opment, maintaining essential 
ecological processes and help-
ing to conserve natural heritage  
and biodiversity.

v Respect the socio-cultural 
authenticity of host communi-
ties, conserve their built and living 
cultural heritage and traditional 
values, and contribute to inter-cul-
tural understanding and tolerance.

v Ensure viable, long-term 
economic operations, provid-
ing socio-economic benefits to 
all stakeholders that are fairly 
distributed, including stable em-
ployment and income-earning 
opportunities and social services 
to host communities, and contrib-
uting to poverty alleviation.

Travel and tourism has the po-
tential to make the world a better 
place – by bringing economic 
benefits to poorer destinations, 
through cultural exchange and 
understanding, and through self-
growth. By definition, sustain-
able tourism is good to the local 
people, their culture, and their 
environment. Tourism has to be 
sustainable in all three areas to 
truly be considered sustainable 
tourism. Sustainable tourism ac-
tually benefits everyone involved. 
Unsustainable tourism might 
be fine from the point of view 
of the tourist, but it’s unlikely to 
benefit or gain support from the  
host community.

The sustainable matrix (a brief 
picture provided herein) is an 

attempt to summarise the ap-
proaches towards policy framing. 
It matrix attempts to give direction 
to the major tourism entities of 
the sector, namely accommoda-
tion, airlines, destinations/tour 
operators and online travel agen-
cies (OTAs). Based on the matrix, 
tourism policy makers should 
attempt to make these actionable 
points either through regulation or 
through incentives, whichever is 
feasible in their economies. This 
policy guideline has purposely 
left out the list of incentives which 
the destinations can offer, be-
cause incentives, tax reliefs, etc., 
will differ from nation to nation. 

The idea is to take these ready-
to-use actionable points and  
frame the sustainable tourism  
policy accordingly. 

A global health crisis is not the answer to improve sustainable tourism, but it has given us a cause to reflect on the impact of 
human activity on the planet – including how we travel. Just as COVID-19 has forced our lives to a standstill, it is time for us 
to consider the future of travel, says Kingshuk Biswas, In Charge CEO, Gujtour Development Company.

Time to adopt sustainable practices

(The views expressed are the 
author's own. The publication may or 

may not subscribe to the same.)

Kingshuk Biswas 
In Charge CEO 
Gujtour Development Company

Accommodation 
Sector

Airlines Destinations/
Tour Operators

OTAs

Local satis-
faction with 
tourism

Destination  
economic 
benefits

Employment

Tourism 
seasonality

Energy and 
water man-
agement

Sewage man-
agement

Solid waste 
management

Governance

Utilize images/ arte-
facts / handicrafts/ 
local items , cuisine 
etc in the property 
predominantly

Usage of eco-friendly  
and local construc-
tion materials, equip-
ment, etc for hotels/
lodges
Usage of green 
bonds or other 
financial instruments 
which promote green 
practices

Employ 70%-80% 
local employment 
(direct)

Develop local tourist 
guides

Create off-season 
packages to reduce 
over-tourism 

Discounts if hotels 
from same chain 
booked at different 
destinations

Energy solutions 
or green buildings 
concept in design. 

Introduce water  
conservation 
systems 

Sewage Treatment 
Plant(STP) manda-
tory

Additional systems to 
be awarded

No plastic use policy

Opting for reusable 
utensils/materials 
over disposable 
items 

Waste audit  
compulsory

Introduce electronic 
check-ins/manage-
ment systems

Financial/tax incen-
tives by Government 
for above facilities

Regulation/manda-
tory as feasible

Introduce carbon 
credit pricing  for 
eco fragile destina-
tions specifically

Invest in  engineer-
ing/ management 
systems which 
reduces carbon 
emission
Usage of green 
bonds or other 
financial instruments 
which promote green 
practices

—

Introduce carbon 
credit pricing  during 
heavy tourist season 
alternatively to 
restrict over-tourism

Fuel alternatives
deployment of sus-
tainable low-carbon 
fuels

—

Remove common 
single-use  items 
from operations and
swap for more sus-
tainable options

Offset emission 
projects  or CO2 
compensation from 
energy projects 
linked to renewable 
energy conversions 
Introduce carbon 
offsetting functional-
ity into its booking 
flow system

Tie up with restau-
rants/shops/ etc 
who are promoting 
local culture/ 
cuisine

Promote small group 
toursWork with local 
NGOs/ SHGs
Curate & promote 
cultural, animal 
,environmental 
conservation tours, 
educational ,research 
oriented tours 

Employ 70%-
80% local 
employment(direct)
Develop local tourist 
guides and  
volunteering

Offer off-season 
packages to reduce 
over-tourism or link 
such discounts to 
packages during 
peak seasons

Invest in electric  
vehicle for tourism

install water bottling 
plants at camping 
sites/etc

Destinations to 
Incentives tourism 
units with modern 
sewage management

Ask tourists to carry 
back their waste/
rubbish by giving 
them cloth bags/etc 
options

Creation of  category 
of tour operators 
following sustain-
able tourism/green 
practices

Financial/tax  incen-
tives by Government 
for above facilities

Offer cultural, wild-
life, environmental 
conservation tours, 
educational ,research 
oriented tours

Offer separate 
category of eco-
friendly/green hotels 
and highlight airlines 
with sustainable 
practices/ sustain-
able aviation fuel

Tie up with tourism 
boards/ agencies to 
offer listing of local 
tour guides for hire

Offer off-season 
package rates for 
airlines/ hotels

During season, offer 
combined package 
of green hotels and 
flights to reduce 
carbon  emission

—

—

— 

OTAs offering 
sustainable tourism 
offerings of hotels, 
airlines, etc can be 
supported by Au-
thorities in terms of 
promotion/ financial  
incentives

Sustainable Tourism Parameters Matrix
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 We have been in discussion 
amongst tourism stakehold-
ers to form a travel bubble with 
all the seven sister states and  
Sikkim even before COVID-19 
hit us. However, that hasn’t 
materialised so far. This needs 
a concerted effort from all eight 
states. Our request to the gov-
ernment is also to incentivise 
the first few travellers by maybe 
offering them a few free activi-
ties in the region. Just facilitating 
travel is not going to be enough.  

 
 We demand extending the 

Leave Travel Concession (LTC). 
As per the Seventh Pay Com-
mission, a Central Government 
official can avail LTC to travel in 
Northeast India, Andaman, and 
Jammu & Kashmir by travelling 
in any private airline, unlike other 
destinations in India where they 
have to travel by Air India only. 
As of now, LTC is valid till Sep-
tember 2020. If extended, we 
can look forward to a sizeable 
number of visitors.   

 Nature-based tourism will 
work well for us once travel re-
sumes as it sees smaller crowds 
of people. Given our per square 
kilometre population, Northeast 
India is the destination that the 
rest of the country will be look-
ing at. However, we should veer 
away from any kind of tourism 
that floods us. We have a unique 
ecosystem and are not geared to 
receive large numbers. Our aim 
must be to attract high-value, 
low-volume tourists.  

E Banlumlang Blah 
President, North East India 
Tourism Confederation (NEITC)

Nirmalya Choudhary 
Chapter Chairman 
IATO – Northeast Chapter

This tourism-dependent region plans to give a spin to its offerings to cater to a demand that will be dictated by  
COVID-19 safety measures. Stakeholders in India's Northeast region aim to bring their rural tourism product into  
mainstream tourism, to support the fragile economy here.

Northeast repackages itself

 There is bound to be some 
behavioural shift among travel-
lers once travel resumes. They 
will prefer to choose nature, 
wildlife, and rural settings. This 
is where our region’s lesser-
known destinations and com-
munity-based tourism will fit in. 
We must develop these destina-
tions as products and market 
them well. Local communities 
must also be integrated into the 
supply chain and trained about 
the benefits of tourism.  

Ranjeet Das 
President  
TOAA

 A major challenge for ho-
tels in this region is the fact that 
60-70% of business happens 
between mid-March to mid-
June. And a significant section 
of our economy relies on this 
tourist season. It has a mas-
sive ripple effect on restaurants, 
real estate, local transportation,  
artisans, cultural artists and 
overall employment. So, it’s a 
fragile economy that definitely 
needs support.   

Bjorn DeNiese 
Director - Mayfair Spa 
Resort & Casino and 
Vice President, MHRL

Arijit Purkayastha 
Chapter Chairman 
ADTOI – Northeast Chapter

Contd on page 12  

 We have seen a lot of chang-
es in the sector here. Northeast 
has become very popular among 
Indians from other states like 
Maharashtra, Gujarat and some 
southern states. This is mainly 
due to better connectivity. Lots 
of young adults are looking at us 
for adventure. We don’t have too 
many operators who offer this. 
So adventure tourism can be a 
very promising area where tour 
operators can specialise.   

Amit Agarwal 
Joint Secretary 
India Tour Operators  
Association - North East 
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inputs regarding what they feel 
is the right way of starting op-
erations. We shared our inputs 
when the SOPs were being final-
ised by the Ministry of Health & 
Family Welfare. As the next step, 
to further give confidence to 
state governments and industry 
stakeholders, we have come up 
with more detailed operational 
advisories to help stakeholders 
in ensuring that their operations 
happen smoothly on one side, 
and this would also give more 
confidence to the consumers 
that our stakeholders would be 
operating, not only as per SOPs, 
but would be following very de-
tailed functional operational advi-
sories. Therefore, it should help 
in building confidence not only 
among the people who are going 
to do business, but also among 
the people who are going to use 
the services,” he revealed.

In addition, Tripathi said that  
he is in constant discussion 
with tourism secretaries of 
states. “I must say that even 
in difficult times, the kind of  

positivity I feel by talking to them 
is amazing. Once we come out 
of COVID-19, travel will start and 
naturally, it would be to places 
that people haven’t seen in their 
states, as protocols within states 
will be uniform. Hence, a visitor or 
consumer would feel more confi-
dent. All the state governments 
are active towards identifying the 
areas which could be safer to visit 

in these times, so that they can 
give an idea to people within the 
state and neighbouring states as 
to what would be better to visit.” 

This, according to him, indicates 
that the next stage will be to open 
domestic tourism areas based on 
how the situation evolves.

International plans?
Tripathi says that talking  
about international marketing 
plans would be premature as  
of now. 

“Keeping in view our traditional 
markets as well as emerging  
markets, we will strategise 
and have our plan worked out 
to promote international tour-
ism. However, I must say that 
though we may not be on the 
television publicising interna-
tionally for tourism, we are 
present on social media with 
soft messages, instead of  
aggressively inviting tourists,  
to ensure that we are remem-
bered and continue to be  
remembered as a destination,” 
he shared. 

Applauding the attitude of the 
industry while claiming that the 
tourism industry was and is one 
of the hardest hit sectors, he 
added, “Even in these difficult 
times, all the stakeholders have 
been very optimistic, although 
they may have their disappoint-
ments. I am sure each one of 
them has his own difficulties, 
but despite that they have come 
forward and retained their posi-
tivity, their enthusiasm for what 
is required of their professional 
roles, which is reflected through 
the level of interaction that  
industry associations have 
had with the government. They  
have also been organising  
webinars, and an exchange of 
ideas is happening in the in-
dustry as they try to gauge the 
impact of COVID-19, how the 
spectrum would change, how 
they would need to modify 
and change, and how the new  
normal would be.”

States have been optimistic
  Contd from page 1

Detailed operational 
advisories should help 
in building confidence 
among those doing  
business and those  
using the service

 

Global Himalayan Expedition has partnered with the European Space Agency 
for developing innovative space utilisation applications & services to support 

empowerment of rural communities and uplift them through sustainable tourism.

VOIT - Voice of India  
Tourism launched by MOT

VOIT - Voice of India Tourism is an online training programme laucnhed as a 
CSR activity. Its launch was virtually graced by minister Prahlad Singh Patel.

Madhya Pradesh re-opens 
its tourist destinations

Madhya Pradesh has re-opened its State Tourism Development Cor-
poration hotels, resorts and many private hotels at tourist destinations 
for tourists and hoteliers, promoting domestic tourism, allowing in 
tourists from within the country. Madhya Pradesh Forest department 
has also issued a circular regarding re-opening of National Parks from 
June 15, 2020. National Park’s buffer zone will remain open during the 
monsoon season.  Speaking on the same, Sonia Meena, Additional 
Managing Director, Madhya Pradesh Tourism Board, said, “Madhya 
Pradesh being into inbound tourism promotion is very strong with its 
domestic tourism products, wildlife is one of them." 
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While tourism takes its own time to recover, the state has decided to focus on upgrading and strengthening its  
infrastructure – both physical as well as in terms of policy. The state will soon launch a crackdown on illegal  
accommodation operators and encourage them to register, for more transparency. 

Goa shifts focus on infrastructure 

According to J Ashok Kumar, 
Secretary (Tourism), Govern-

ment of Goa, there has been a 
revenue loss of around Rs2,000 
crore in just the last two months 
of lockdown. However, he adds 
that there are opportunities avail-
able to Goa at this stage. “We are 
now focusing on simplifying and 
easing rules of doing business 
for existing businesses as well as 
start-ups in this sector. Our Chief 
Minister recently had a meeting 
with the tourism stakeholders and 
it has been decided that some 
relief will be granted to them. The 
immediate relief they are looking 
forward to is that they can auto-
matically renew or extend what-
ever licences and registrations 
have been extended to them. This 
was a major request by them. 
There was also a request to waive 
off the licensing or renewal fee 
and it is being considered. We are 

also looking at extending validity 
period of the licences from re-
newing it every year to making it 
once in five years.” 

He added that parallelly, his 
department is also looking at 
clamping down unregistered ac-
commodation in the state. “There 
are a large number of unregis-
tered properties in Goa in various 
categories. We aim to bring them 
under the gamut of the tourism 

department for sake of registra-
tion to ensure we have proper 
accounting of the number of 
beds and properties available in 
state. We are even modifying our 
rules to make it easy for them so 
they don’t have to get any NOCs 
or licences, etc. They just need a 
simple ownership document and 
register,” he reveals.

Nikhil Desai, Managing Direc-
tor, Goa Tourism Development 
Corporation (GTDC), says, 
“There is a need for Goa to 
focus on its infrastructure and 
regulate its tourism trade. A lot 

of hospitality establishments 
are operating without register-
ing themselves. These illegal 
operators are going to face 
the heat in the coming days. 

At one point, we saw a lot of 
these OTAs on-board many of 
these unregistered properties, 
but those days are now over.” 

Completing infrastructure projects
Meanwhile, tourists entering the 
state will need to get a COVID-19 

test done 48 hours before their 
departure or undergo a test in 
Goa and stay in quarantine until 
results are out. Kumar adds, “We 
are looking at diversifying our 
products from just entertainment 
and beach tourism to emphasise 
on eco, nature and wellness 
tourism. We want high-spending, 
low volume tourists.”

Desai has also been focusing 
on completing the state’s infra-
structure projects. “The Mopa 
airport for which the work is un-

derway will be completed soon 
and will be a game changer for 
Goa’s tourism industry. A lot of 
these projects have been in the 
pipeline and will see the light of 
day soon. One of them is the 
Fort Aguada jail complex which 
is being renovated at a cost of 
Rs28 crore and will be com-
pleted by October 2020. Once 
that happens, there we will be 
a paradigm shift in our heritage 
tourism circuit. It will also have 
a sound & light show. I am also 
happy to share that the Rs100 
crore convention centre in Pan-
jim will be ready in the next 15-
18 months. Once that happens, 
we are going to focus very 
strongly on M!CE,” he shares. 

Desai also adds that his depart-
ment is also going to approach 
the ministry for developing  
hinterland tourism in Goa which  
is one of the lesser-known  
products of the state.  

Hazel Jain

J Ashok Kumar
Secretary (Tourism) 
Government of Goa

Nikhil Desai
Managing Director, Goa Tourism 
Development Corporation (GTDC)

Tourism stakeholders 
can automatically renew 
or extend registrations and 
licences that have been 
extended to them

- J Ashok Kumar

A lot of hospitality 
establishments are  
operating without  
registering themselves; 
they will face the heat in 
the coming days

- Nikhil Desai

www.visitrasalkhaimah.com


10    TRAVTALK june   2 nd FoRTnighT  issue  2020 agENTs

Suresh Prabhu, Member of Parliament and former Union Minister of Civil Aviation, recently spoke about the  
challenges faced by the tourism, aviation, hospitality and transport segments, owing to COVID-19. He even pointed 
out the importance of smaller travel agents in tourism’s recovery.

Small businesses shall be supported 

Speaking at the webinar 
by Bird Group Leadership 

Initiative, in collaboration with 
PHD Chamber of Commerce 
& Industry and WTTC, Suresh 
Prabhu said that every segment 
has seen a downturn because 
of this unprecedented situation 
and that they will revive accord-
ingly. “The travel and tourism 
industry falls under the services 
sector, which contributes over 
60 per cent of the GDP and cre-
ates the most number of jobs. 
Tourism is a highly job-intensive 
industry. It also drives demand 
in manufacturing, automobile 
industry for vehicles, as well as 

construction (for hotels). Right 
from farms that provide food 
materials, poultry and dairy 
products, tourism is responsible 
in helping manufacturing on one 
side, agriculture on the other. 

Apart from this, it is critical for 
serving an important social 
purpose—it fulfils the ultimate 
desire of a person to go for a 
pilgrimage, before he bids adieu 
to the world, and that goes for 
every religion,” Prabhu said.

What makes the situation today 
different from previous pandem-
ics and financial crises, accord-
ing to Prabhu, is that even at the 

time of the Great Depression, 
there were vehicles on the road, 
people could go out, and trains, 
ships & airlines (even less at the 
time) were operating. “Today, 
the situation is very different, as 
travel is not restricted because 
of economic reasons, but we 
are forced against moving out. 
We don’t have a vaccine and 
protocol to deal with it, and 
we have already seen the kind 
of phenomenal rise around the 
world of COVID-19, because 
of which there is an economic 
loss,” he shared.  

Tourism is worst affected
Claiming that some countries 
have 90 per cent of their GDP 
coming from tourism, he said, 
“They draw their incomes only 
from this sector. Imagine the 
havoc it has caused in those 
parts of the world. In any case, 
we can’t travel anywhere at this 
time even if we want to. Airlines 

are going to suffer a huge loss, 
which could be anything to the 
tune of $350 billion or upwards, 
according to industry estimates. 
They could lose more depend-
ing on when ultimately normalcy 
will be restored.” 

The near future also, according 
to him, is not that rosy. “When 
the so-called normalcy returns 
and airlines can take-off, the new 
normal could be equally dev-
astating. For instance, we may 
have to keep the middle seat 
vacant, no serving of food and 
amenities to even the high-pay-
ing classes, the Business Class 
lounge might not be there, etc. In 
addition, one might be asked to 
produce a certificate to ensure 
that one is fit enough to travel. All 
this might create a hassle for the 
people. More importantly, even 
when the new normal emerges, 
the psychology of people is also 
important,” he explained.

Business from M!CE and  
weddings
While most of the businesses 
are being managed with video 
conferencing, companies 
might not feel the need for 
physical meetings in the fu-
ture, claimed Prabhu. “M!CE 
and weddings were one of the 
big segments of travel and are 
more than a 3-4 trillion dol-
lar industry globally. The new 
normal will also be driven by 
psychology and past experi-
ences, which would eventually 
guide future actions. Hence, 
it is going to be a challenge. 
Having said that, according to 
my objective analysis, I can 
say that tourism is bound to 
grow because it is an inherent 
par t of our system and it’s the 
human urge to travel and we, 
as a specie, cannot be station-
ary,” Prabhu said. 

Nisha Verma

When the so-called 
normalcy returns and 
airlines can take-off, the 
new normal could be 
equally devastating  

Suresh Prabhu
Member of Parliament and former 
Union Minister of Civil Aviation

Contd on page 25  

A survey by RCI India reveals that of the 71% respondents who prefer a take a 
domestic holiday over an international one, a whopping 90% would like to travel 

to a beachside destination or a hill station.  

http://www.one-above.com/
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As domestic flights slowly resume, there is an urgent need for agents to get complete clarity on credit shell  
redemption as well as renegotiate terms with IATA keeping in mind a slackening demand for international travel.  
Fair and appropriate cancellation policies of airlines would help build passenger confidence.     

‘We need to renegotiate IATA terms’

Lucknow-based travel agent 
and former Chapter Chair-

man (UP & Uttarakhand), Travel 
Agents Association of India 
(TAAI), Sunil B Satyawakta is 
urging outbound travel agents 
across the country to rethink 
their terms with IATA. The Direc-
tor of Civica Travels says, “It is 
good that ‘Unlock 1’ has started 
and domestic flights are gradu-
ally taking off. But these are 
unusual circumstances, espe-
cially for international travel and 
I don’t see bookings happening 
before October or even Novem-
ber 2020. This is why I feel that 
all IATA agents should re-negoti-
ate the terms with IATA.”

He explains, “I am expecting that 
our ticket sales will be down at 
least 50 per cent in the next fi-
nancial year. Keeping this in 
mind, we must ask IATA to bring 

down our bank guarantee and 
our targets by a minimum of 50 
per cent. Normally, the amount of 
financial security is based on the 
agency's 20 days’ average turn-
over in the last 12 months.” The 
submission deadline for Bank 
Guarantees is June 24, 2020 
for the period beginning July 1, 
2020 and ending June 30, 2021. 

“As circumstances would not 
change much in the coming 

12 months, we must voice this 
concern to them before the 
deadline. It will give agents a lit-
tle solace and comfort, and their 
liabilities will be a little less,” 
Satyawakta adds.  

Suggestions for redeeming 
credit shells
Satyawakta also feels strongly 
that agents need to get com-
plete clarity on the credit shells  
that lie with the airlines. “It is  
high time that the airlines 
spell out if there is any 
change in their cancella-

tion policies since resuming 
operations from May 25. It  
is important for us to know 
about this quickly so that our 
clients are briefed of the same 
while issuing tickets, especially 
the fate of refunds in case of 
cancellation of flights,” he says.

He brings up many questions 
that don’t have clear answers 
yet. Will credit shells remain? 
Will the agent be allowed to 
withdraw money from their air-
line ID account to refund to pas-
sengers if the money is refunded 
to the agents’ ID? “We all know 

that credit shells were issued 
against refunds to passengers 
because airlines did not have 
ready money to refund. While 
we agents were working from 
home with very limited staff, it 
was difficult for us to explain and 
convince our clients about these 
credit shells against their refunds 
for the flights cancelled due to 
COVID-19. It is difficult for us to 
convince them as to how it is go-
ing to work if we ourselves don’t 
have complete clarity,” he says. 

Satyawakta also has sugges-
tions for airlines with regards to 
the credit shells. “Airlines should 
also allow refund of difference 
of fares in cases of down-sell. 
In case credit shell is used by 
passenger 6-12 months later, he 
should be given at least 10% ex-
tra value of the amount of credit 
shell since airlines have enjoyed 
interest-free money from pas-
sengers,” he says.  

Hazel Jain

I am expecting ticket 
sales to be down at least 
50%; we must ask IATA to 
bring down bank guarantee 
and our targets by a 
minimum of 50%  

Sunil B Satyawakta 
Former Chapter Chairman  
(UP & Uttarakhand), TAAI

www.indanahotels.com
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 Since the past one year, 
we have been trying to look at 
and encourage a new group of 
entrepreneurs – the start-ups 
– people who disrupt and cre-
ate solutions. NERES (North 
East Regional Entrepreneurship  
Summit) was germinated in  
order to help such individu-
als from the Northeast re-
gion. We have a filtration 
process and by the end of 
it, we award Rs5 lakh seed  
money to 20 start-ups each, 
many of whom are in the tour-
ism space. This is to help them 
translate innovative ideas into 
commercial ventures.   

 Post-COVID-19, we can ex-
pect a more informed traveller 
because they have had the time 
to do their research. Moreover, 
while promoting community-
based tourism, we must ensure 
that these communities are 
protected as they will be the 
ones coming in contact with 
the guests. It is our respon-
sibility to bring them into the 
mainstream. This is not easy 
for the industry as it requires 
some intense groundwork, but 
to counter these challenges, we 
can collaborate.    

Shapna Medhi 
Assistant Professor, Dept.  
of Travel & Tourism Manage-
ment (B.Voc) Sonapur College

Dr Abhijit Sharma 
Director, IIE (Indian Institute 
of Entrepreneurs), Guwahati

  Contd from page 7

Inputs by Hazel Jain

 We don’t want to put up 
patchworks of different stand-
ards and requirements. One 
country has certain standards 
on health checks than another 
country. Health authorities in 
different countries will have dif-
ferent risk perceptions. Some 
may be higher, with lower risk 
tolerance; others may have less 
stringent checks. How do we 
reconcile with that? We are try-
ing to do this at a bilateral level 
with countries we feel we can 
move together.  

 We work with UNWTO and 
WTTC to make sure we get the 
best global thinking in terms of 
collaborating because the fast-
est way to come out of this 
pandemic is for us to unify our 
measures. But, when we take 
our WTTC ‘safety stamp’ to oth-
er countries, governments are 
challenged by the level of trust 
and co-operation they are getting 
from institutions and individuals. 
The more we can unify practices 
between countries, the more we 
can give clear guidance. 

 International coordination 
will be vital to rehabilitating travel 
in the post-COVID-19 world. 
Lack of global management is 
slowing a return for the aviation 
sector. The uncoordinated nature 
of managing the crisis, a failure 
to manage it on a global scale in 
a unified way, is clearly an issue 
which makes things worse and 
more costly. It is difficult to cut 
through the jungle – it is a mess. 
The whole process has become 
incredibly political.  

Keith Tan 
CEO 
Singapore Tourism Board

Joszef Varadi 
CEO 
Wizz Air 

Many travel leaders are urging countries to have standardised protocols in 
place that will support smooth movement of people – whether it is hotels,  
immigration or airlines. 

Let’s find a common ground 

 Travellers want to book 
and live data from Google and 
Amadeus shows this. But we 
need governments to rigorously 
enforce safety measures to re-
build confidence. This is a great 
opportunity for countries to get 
back into the market. Destina-
tions must have a plan, a re-
covery strategy and must start 
negotiations with online travel 
agencies. We need to take ac-
tion today to get people arriving 
in three months. 

Haitham Mattar 
Senior Advisor 
Saudi Arabia Ministry of Tourism

Fahd Hamidaddin 
Chief of Investment, Strategy 
and Tourism Marketing, Saudi 
Arabia Ministry of Tourism

Inputs by Hazel Jain

Communities to  
be protected still

www.nokscoot.com
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 We used this as an oppor-
tunity and made changes at all 
levels – we made a new global 
sales strategy and made chang-
es to how we reward our people. 
This new normal is a temporary 
phase and once the vaccine is in 
place, this will be taken as just 
another virus. There is already 
movement in the global hotel 
booking business and I think that 
after four months, business will 
get a boost.   We plan to restart from  

July 1, subject to any further 
government update. We do 
have some plans in place, since 
COVID-19 gave us some oppor-
tunities to tap new areas in the 
near future. I think, right now it 
is more of a panic situation and 
fear psychosis prevails. We need 
to overcome this and come to 
terms with the reality and start 
leading a normal life with neces-
sary precautions.  

 Taking all necessary steps  
in accordance with WHO and 
government guidelines, Trulyy 
India hotels are opening up their 
doors for visitors in a phased 
manner from July 15, 2020. 
People will be more mindful 
of their responsibility towards 
the environment and fellow 
travellers. Communication will 
play a lead role in reaching 
out to guests, and needs to be  
done subtly. 

 Travel in this scenario is 
radically and unrecognisably 
different. Travellers needs more 
personal assistance and guid-
ance before travelling. We, as our 
endeavour, are gearing up to pro-
vide customer a safe, secure and 
seamless journeys. The industry 
is expected to reboot in the new 
normal. We do not even expect 
the previous level of business 
in the next financial year. The  
industry has to reinvent. 

Deepak Narula 
Managing Director 
GRN Connect

Chandi Patnaik 
Owner 
Travel at Blue

With the government slowly easing restrictions on the lockdown and opening up the country in a calibrated manner, 
some travel business have also commenced operations. As we enter the ‘new normal’ with an increased focus on  
hygiene and sanitation, here is what industry stakeholders have to say about it… 

What does reopening look like? 

 We have not started opening 
on a regular basis at the moment 
and we don’t intend to do that 
for another month, maybe more. 
July to September is convention-
ally the better period of the year 
for us, so any business that we 
can expect could only be some-
time beginning October or then 
onwards. There will be a greater 
emphasis on hygiene and adher-
ence to SOPs. We have an op-
portunity to try and attract tour-
ists to smaller destinations. 

Suresh Periwal 
Managing Director 
Clubside Tours and Travels

 Our bet is on the domestic 
traveller this season, given that 
international travel will take time 
to resume and pick up pace. 
Domestic gems like Himachal 
Pradesh, Ladakh, Andaman & 
Nicobar, Meghalaya and Sikkim 
have done a commendable job 
dealing with the pandemic; their 
COVID-19 cases are amongst 
the lowest in the country. These 
places could see a controlled 
influx of domestic travellers. 

Ruhani Duggal 
Director 
Minar Group

Naresh Arora 
Managing Director 
Trulyy India Hotels

Pankaj Nagpal 
Managing Director 
Travstarz Global Group

Inputs by Manas Dwivedi

www.happytours.eu/prize
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Sitting in an Emirates flight to 
US not so long ago, I slowly 

slipped away. I was dreaming 
of the not so distant past. I 
suddenly saw dark clouds ap-
proaching and beneath lay a 
ghost town of aircraft parked 
quietly in the bay as if an en-
chantress had cast her spell. 
Having spent 26 years in travel 
and aviation, I can’t help but 
feel the pain. It is now a part of 
my existence and what I know 
and love. Can’t imagine a world 
with no flights, no hotels no 
conferences, and no meeting 
clients. The old maxim ‘Change 
happens by choice or crisis’ 
has indeed come true.

I tried to wake up, but the 
dream just got deeper and 
more uncomfor table. The 
clouds kept darkening till I 
was suffocated with frustra-
tion and fear. I acknowledged 

that there is a crisis. In my 
dreams, I saw the mist clear-
ing and in a distance I saw a 
familiar face, much like some-
one I have seen in the mirror, 
but wiser and older, looking 

straight in my eyes smiling, 
yet firm. “What is it that you 
are scared of?” he asked in 
a calm, confident voice. “Re-
member how you conquered 
the mighty Keng Yaste, you 
were at the top of 22,000 feet 
few days back? Wasn’t that 
dangerous?” he continued, 

“Why do you keep wanting 
to go back? Aren’t you afraid 
then?” Suddenly the answers 
were staring at me. Passion to 
keep going conquers all fear. 

I was born in Kolkata (then Cal-
cutta) and all I loved was play-
ing the blues on the guitar till 
one day my first job happened 
in Jet Airways. I was posted in 
the small town of Bagdogra. 
Being an Air Force base, the en-
trance of the airport had a large 
sign which I would stop and 
see every day. It read, ‘When 
the going gets tough, the tough 
get going’.

Yes! I told myself, I have to 
change the narrative of this cri-
sis! This isn’t the first one that 
I am facing and perhaps not 
the last. I have survived. Sud-
denly it did not look so bad and 
the clouds slowly cleared. “So 

what did I do in my last crisis?” 
I asked the old man. “Unlearn 
and learn again,” he smiled. 
“You have to play within the 
rule of the game and win,” as 
he paused and added, “Never 
fall in love with your old way  
of working.” 

“That’s it!” I told to myself, oh 
dear industry of passionate 
people, it’s time to innovate. 
Get ready to change everything. 

The model has been reset; this 
is wonderful news. I see the 
industry digitalise. Doesn’t that 
mean the business we so pas-
sionately built ‘Way2go’ will 
now come of age? I see bound-
ary-less opportunities opening 
up with work from home. I see 
the travel industry trying to take 
cost out and outsource. I see 
my industry becoming more 
modern and willing to invest  
in technology. 

I woke up. The fear was gone. I 
was more energised with the op-
portunities I now saw. The fear 
from the minds of passengers will 
go away soon. Soon, the mighty 
birds will take on to the skies. I 
know I shall look back at 2020 and 
realise it made me more resilient  
and stronger!

What’s your passion that kills 
the fear in you? Keep flying!  

Rajdev Bhattacharya, General Manager, Global Travel & Hospitality Services and Way2go, Digital Operations &  
Platforms for Wipro Limited, feels that now may be the time for the industry to think of new ways to function under  
the new normal. There is a need to unlearn and learn again, he asserts. 

To begin, unlearn then learn afresh

Get ready to change 
everything. The model 
has been reset; this  
is wonderful news.  
I see the industry 
digitalise  

(Views expressed are the 
author’s own. The publication may 

or may not subscribe to the same.)

Rajdev Bhattacharya 
General Manager, Global 
Travel & Hospitality Services 
and Way2go

www.kuwaitairways.com
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It is well said that every dark 
cloud has a silver lining and 

we should never waste a good 
crisis. Responsible tourism has 
come as a blessing in disguise, 
as travellers will certainly 
show interest in responsible, 
conscious and transformative 
ways of travel. Companies that 
talk about and can show that 
they are practising offsetting 
of the carbon footprint; waste 
minimisation; increasing their 
conservation and efficiency 
efforts; promoting local re-
cruitment, hence empowering 
regional economies involving 
communities and benefiting 
them, will become popular  
and sought after. Mass  
tourism will be replaced by  
responsible tourism. 

Why green is in
Revived nature is an attraction 
now. The clean, potable water 

of River Ganga in Haridwar; 
the bright blue sky and stars 
at night; view of Dhauladhar 
Himalayas from Jalandhar, 
Uttarakhand Himalayas from 
Saharanpur and Nepal Hima-
layas from Bihar; rhinos and 

elephants walking freely in the 
buffer zone roads in Northeast, 
all these are great inspirations 
for a traveller and mankind. 
Corporate clients are avoid-
ing high-end cars as they feel 
they are not needed anymore. 

Schools are now clear that only 
camps and treks to remote 
areas will be promoted. These 
are the radical and sustainable 
changes that are happening 
everywhere. People are already 
talking about less being more. 

Now is the time to adopt safety 
guidelines industry-wide, and 
be ready and empowered for 
when clients arrive. Your clients 
will need to be educated about 
guidelines pertaining to air 
travel, accommodation and all 
activity-related measures being 
put in place. There must be a 
clear line of communication set 
for all on how to live, travel and 
sustain oneself responsibly. 
There will be demand for des-
tinations that are least affected, 
like the Himalayan states, 
Northeast India, Western 
Ghats and all national parks. 
I think that people will prefer  
self-driving road trips. From 
mid-July, the lesser-known re-
gions of Spiti, Kinnaur, Ladakh 
and Kashmir can start, hope-
fully. From mid-September,  
Kumaon and Garhwal, Sik-
kim and the Northeast can be  
taken on. 

Recover through sustainability
If we are talking about the re-
covery of the farthest flung 
regions of this country, then 
this is the only segment of 
the industry that will act as a 
stepping ladder for reviving the 
economy. At present, only 15 
states and three UTs have de-
clared tourism as an ‘industry’, 
and I really wish that tourism is 
given that status at the Centre.

Tejbir Singh Anand dons many a hat in the tourism industry, as VP, ATOAI; Founder & MD, Holiday Moods Adventures; 
Founding Member, FAITH and as an adventure travel strategic advisor. In this article authored by him, he talks about  
responsible and sustainable tourism in the ‘new’ world and where adventure travel stands. 

Time to embark on the green path

(Views expressed are the 
author’s own. The publication may 

or may not subscribe to the same.)

Tejbir Singh Anand  
VP, ATOAI; Founder & MD, 
Holiday Moods Adventures; 
Founding Member, FAITH 

Attract customers by offering experiences  
that create good social media content

Showcase the natural heritage around and 
promote the joy of the newly found

Approach travellers with your beliefs, values and 
principles so as to attract like-minded customers

Go green and launch initiatives to protect  
the environment

Respect local culture, nurture arts and  
local talent

Benefit local communities by making enterprising 
offers to customers that boost the local economy

6 tips from 
adventure 
travel
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The first session of the 4th 
TRAVTALK Digital Conclave was 

titled ‘Re-engineering Tourism: 
Reducing fears and establishing 
confidence’ where experts from 
three sectors – tour operator, 
airline and destination – shared 
their views on how they think the 
road to recovery will look like. 

Opening the discussion was Ritu 
Sharma, Deputy Director, Mar-
keting Head – India, Switzerland 
Tourism, and she said, “These 
are tough times for all of us. We 
as a tourism board are there to 
help you. We understand that it 
is going to take some time for 
people to get back on their feet 
and for business to come back. 
We have a team dedicated to the 
trade and they have been doing a 
lot of trainings and webinars for 
the operators.”    

Sharing a key update from the 
aviation sector was Sunil VA, 
Regional Vice President – APAC, 
Oman Air Regional Office, who 
said, “IATA will have an op-
erational plan on international 
travel that will be released soon 
and this will ensure that we will 
be able to provide the safety re-
quired for our guests to feel con-
fident enough to travel. As Oman 
Air, our prime objective is to 
understand the SOPs of the dif-
ferent countries we fly to as well 
as the airports, and then build 
a plan around it so that we can 
ensure our 
p a s -

sengers are safe. We have im-
plemented certain measures in 
our offices, the check-in coun-
ters, on-board the aircraft and, 
of course, the international air-
ports. Things have been made 
easier with a lot of travel adviso-
ries which are available for our 
guests and our trade partners 

in terms of what’s happening in 
other countries.”       

Riaz Munshi, President, Out-
bound Tour Operators Asso-
ciation of India (OTOAI), drew 
on his expertise and added that 
people have been dreaming about 
travel since the lockdown. “They 
now want to go on holidays and 
be pampered. They are willing 
to take short breaks and go to 
nearby places. A few hotels have 
already opened doors and have 
assured us that they are taking 
all precautions. Let’s now look at 
how we can change our scenario 
and grow from here. We need to 
work together. Tourism boards 
have always been very support-

ive to tour operators. Hotels 
have now realised that it 

is time to build rela-
tionships. Let’s get 

back to basics. 
India works on 

relationships, 
so let’s in-
vest in nur-
turing re-
lationships 
with our 
par tners. 
Let’s go 
the tra-
ditional 
w a y 

a n d 

turn this situation around faster 
than we thought by doing it to-
gether. Airlines and hotels should 
not see us as competition but as 
collaborators. Do not try and cut 
our revenue. You will have to in-
crease your marketing budgets. 
We must start afresh,” he opined.

Building traveller trust will be key            
Sharma shares her perspective 
on this and says, “We as Indians 
aren’t very patient people. After 
being made to sit at home for 
three months, I am sure people 
will want to travel with a venge-
ance. Of course, that will be 

weighed against other key fac-
tors like the safety of the desti-
nation. What travellers will look 
for is a lot of reassurance on 
their safety and security and the 
biggest issue is going to be trust. 
They are going to choose desti-
nations where they can have 
faith in the cleaning procedures. 
And I think all of us here need to 
build that faith in the consumer’s 
mind. Switzerland is now com-
pletely open, whether it is public 
transport or hotels and restau-
rants and even health spas – of 
course with a very strict protocol 
that needs to be followed. We as 
Switzerland have a huge advan-
tage because it is a completely 
safe and secure country.” 

Sharma also shared a new devel-
opment from Switzerland which 
recently did a survey – a Global 
COVID-19 Assessment Survey 
– which had a lot of factors and 

wasn’t limited to tourism. “It 
stated that Switzerland is 

the safest country to travel 
to right now. Yes, we are 
looking for people to 

be able to travel soon but this 
‘soon’ is some time away. We 
can’t say when India will open its 
borders. But Switzerland is open. 
And Switzerland has launched a 
‘Clean & Safe’ campaign along 
with Switzerland Tourism Board. 
For this, we have tied up with six 
local associations that will award 
this ‘Clean & Safe’ label to com-
panies which will indicate they 
are following protocols. That is 
something that all of us will have 
to look at – as an airline, hotel, 
or as a tour operator,” she added.

Standardised SOPs across  
borders
Sunil shared a much-needed 
requirement for airlines at this 
moment – a standard operating 

protocol. “Countries do have 
SOPs in place, but there is an 
SOP which is now released by 

ICAO for airlines as well as one 
that will come from IATA. These 
will be advocated by global tour-
ism bodies such as UNWTO and 
WTTC. This is so that everybody 

educates their customers about 
how they must travel to each 
country. So there will definitely 
be a standard plan which will 
make life for airlines easier,”  
he said. 

Sunil also clarifies a doubt that 
a lot of agents have about flying 
safely. “I understand that all air-
lines are talking to aircraft manu-
facturers to discuss how more 
safety measures can be imple-
mented in the cabins. We have 
learned that the inside cabin pro-
tection is higher than being out-
doors. Also, the mandated attire 
will help protect passengers. But 
we are still learning. We will have 

more norms coming in going for-
ward. There are plans to change 
the seating on the aircraft but 
airlines will have to spend more 
money to do that. We are also in 
discussion with the airline manu-
facturers and talking about how 
we can implement more safety 
measures in cabin. We also have 
guidelines from manufacturers 
on the sanitisation process after 
each rotation, which will have to 
be followed very strictly by all 
airlines,” he shares. 

Will people travel?
Munshi echoed industry-wide 
sentiments when he said, “The 
situation is very hard to predict 
right now. But travel will start 
very gradually. Outbound can 
start only once international 
flights commence. People will 

start with short-haul destinations 
that are safe, preferably well-
ness retreats or remotely-located 
resorts and isolated islands. 
Places that can assure people 
that they have been following 
strict measures. Slowly, when 
people start gaining confidence 
once they start travelling, they 
will look at long-haul destina-
tions. They are not going to wait 
for a vaccination but will adapt to 
the situation.”

Munshi shares an example 
to back his theory. “One of 
my clients who recently flew  
Delhi-Mumbai said that after fly-
ing once, his fear of flying has 

gone after seeing how the air-
lines and airports are taking care 
of the passengers. Domestic 
flights have started and domes-
tic hotels are also slowly open-
ing up. Let’s cross our fingers 
and hope that long-haul will also  
start soon. As soon as a  
vaccination is found, Indian  
outbound will grow at high 
speed,” he said.  

Will outbound become more 
expensive?
There has been a lot of conversa-
tion around cost of travel going 
north due to COVID-19. Sharing 
his views is Munshi who says, “I 
don’t think so. Cost is always a 
product of demand and supply. 
Right now, the demand is less 
so there is no way the cost can 
go up. People are thinking that 

TRAVTALK Digital Conclave that entered its fourth edition focused once again on the burning topic of the day - Revenge  
Tourism. The world over, tourism industries are hoping that people will start travelling with a vengeance, and among 
the first ones to possibly do that will be the resilient Indian traveller. Industry experts share their individual perspectives.    

Re-engineering tourism
Hazel Jain

I think, after 
COVID-19, more  
people are going to 
come back to travel 
agents and tour  
operators. The trade 
becomes even more 
important now

- Ritu Sharma

We are also  
in discussion with  
the airline manufacturers 
and talking about  
how we can implement 
more safety measures  
in cabin

- Sunil VA

India works on 
relations, so let’s invest in 
nurturing relationships with 
our partners. Let’s go the 
traditional way and turn this 
situation around faster than 
we thought by doing  
it together 

- Riaz Munshi

A word from MoCA
Due to increasing demand for resumption of scheduled international 
flights by people who want to travel abroad due to compelling rea-
sons, I reviewed the state of international flight operations around the 
world. Globally, the situation is far from normal

–- Hardeep Singh Puri, Minister of Civil Aviation of India

Ritu Sharma
Deputy Director, Marketing Head – 
India, Switzerland Tourism

Travel bubbles pop up across the world
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airlines will add some costs, but 
it is not possible because airlines 
have to look at the price versus 
inventory. And once demand in-
creases, prices are going to go 
up as well. And why not? Eve-
rybody is here to make money.”

Speaking as a destination, Shar-
ma adds, “I don’t see any reason 
why travelling to Switzerland 
should get more expensive. Un-
like an airline, it is not about sell-
ing limited seats. Switzerland is 
probably going to cost the same. 
In any case, Switzerland is not 
an expensive destination; it is a 
value-for-money destination.” 

In terms of airline tickets which 
are possibly a major chunk of an 
international travel budget, Sunil 
adds, “Ideally, the cost of flying 
could be on the higher side due to 
certain factors. We may see low 
demand or lower capacity, and 
even limited destinations when 
airlines start flying. Many of them 
will have restrictions on travel. 
Initially, we are looking at more 
of the individual traveller rather 
than groups. Interestingly, we 
still have group bookings that are 
travelling in the months of August 
and September and they haven’t 
cancelled. This shows the confi-

dence they have in us. I’m sure 
that once travel resumes, it’s go-
ing to be madness again.”   

However, adding a caveat, Sunil 
adds that a possible increase in 
costs could also be due to the 
c o s t 

structure added due to third-par-
ty costs, such as extra sanitisa-
tion measures on-board as well 
as at the airports. “All these will 
be external factors over which 
we will not have control. We 
have already operated 11 char-
ters in the last few weeks to bring 
Indians back to the country,”  
he adds. 

Health certificates a reality?
Health certificates are also some-
thing that people are talking about. 
Sharma says, “We are all in this 
boat for the first time so nobody 
can tell for certain the right way 
of doing things. As Switzerland 
Tourism Board, we haven’t been 
informed about any health cer-
tificate requirements. What I can 

tell you is that at least in the EU 
and Schengen zones there are no 
restrictions. People don’t need a 
health certificate or go into quar-
antine for travel between these 
countries. What will happen for 
countries that are more affected 
by the virus is anybody’s guess 
at this point. We will have to wait 
and watch what happens there. 

We also spoke to our visa sec-
tion and they said they really 
have no idea about what’s go-
ing to be the procedure.”

Sharma also shares an 
on-ground update of 
Switzerland. “In Swit-
zerland, we have pro-
tocols in place, for ex-

ample, there can be 
a limited number 
of people that can 

travel in a 

cable car, or a restaurant, with 
a two-metre distance around 
them. In restaurants, all tables 
are two metres apart and they 
need to record contact details of 
all patrons for trace-backs. But 
in places where physical dis-
tancing isn’t possible, like for 
instance in a tram, there people 
are expected to wear masks,” 
she reveals.  

In-flight safety procedures 
Giving a lowdown about the 
safety procedures that airlines 
are following right now, Sunil 
says, “Passengers are be-
ing asked to wear masks and 
gloves to the airport and hand 
sanitizers are provided by the 
airlines. There has been a dis-
pute about the alcohol content 
in these sanitizers that are be-
ing carried by passengers. 
These discussions are ongo-
ing and hopefully, we will have 
clarity on this soon, hopefully 
before international operations 
begin. Currently, these are 
testing times for infrastructure 
and all the regulations that are 
being put in place. Luckily, we 
don’t have a large number of 
people flying so we are able 
to identify the loopholes and 
make corrections in time. And 
by the time we have all flights 
resuming, everything should 
be under control.”

He says that Oman Air does have 
health checks conducted at dif-
ferent airports. “Hopefully, we 
will have a standardised protocol 
at every airport. Countries that 
have low or no cases might im-
pose stricter regulations though. 
Things will get clearer in the days 
to come. If you are able to con-
tain it, then you’ve made it,” Sunil 
adds. He also says that Oman 
Air will continue to transit pas-
sengers apart from point-to-point 
fliers. “For any airline to succeed, 
travelling beyond their hub and 
catering to transit passengers is 
very important. We are ready at 
the Muscat International Airport 

to facilitate transit passengers 
and that will continue to be a good 
size of our business,” Sunil adds. 

Switzerland strategy 
How is Switzerland planning to 
attract Indians once international 
travel resumes? “Right now we 
are still in a state of lockdown in 
India so we are talking to people 
about dreaming now, travelling 
later where we are going out with 
these fantastic images and vid-
eos of Switzerland made specifi-
cally for this. 

The next stage will be 
more about the need 
to visit Switzerland. 
So the whole cleanli-
ness protocol will be 
very much a part 
of our messaging. 
Yes, we are go-
ing to put money 
behind our mes-
saging. Eventu-
ally, we are going to do a very 
big promotional push for Swit-
zerland and for outbound travel 
because we need to support all 
our tour operators with this so 

that more and more people will 
look to Switzerland. And yes, we 
will try and support the travel 
trade wherever possible with 
new products. I think, after COV-
ID-19, more people are going to 
come back to the travel agents 
and tour operators. I think the 
trade becomes even more im-
portant now. So yes, we are defi-
nitely going to be here for them 
and put money behind them,” 
Sharma shares. But when can 
Indians travel to Switzerland? 
“Right now, Switzerland is open 
only to the Schengen Zone and 
we will keep opening up to more 
countries bit by bit. We are ex-
pecting transcontinental travel 
from India to start by September-
October 2020 provided things 
don’t get worse. We expect Asia 
to start travelling by then and we 
sincerely hope India will be one 
of them,” Sharma says. 

Parting shots
Sharma underlines the need to 
be innovative to succeed right 

now. She says, “Innovation is 
something that we cannot 
live without. So yes, in-
novation will be required 
to convince people to 
travel. We must put 
more thought into 
marketing, do more 
research. Innova-
tion is important for 
destinations for sure; 
we need to put in place 
products which will en-
tice them. 

It will be important for tour 
operators as well because 
they are the ones to actually 
sell them. This is a good time 
for us to think and tweak our 

strategy. We have time to learn 
right now to be able to give 
our clients more. We should 
also think more about sus-
tainability because more and 
more people are beginning to 
think about it. Last year, the 
buzz word for destinations was 
over-crowding. Unfortunately, 
that’s already been taken  
care of now.” 

For Sunil, co-ordination be-
tween all stakeholders whether 
it be government or private 
will become important. “There 
should also be absolute trans-
parency in information flow, 
regular updates along with 
dynamic sales team and super-

efficient operations. We will all 
have to bear up at least three 
times more when we start 
working again to make up for 
lost time,” he adds.

Munshi, on the other hand, is 
of the opinion that knowledge 
will become crucial in the 
times to come. “There is go-
ing to be a shift from a price-
driven market to a knowledge-
driven market. I request my 
friends in the industry to focus 
on enhancing their knowledge. 
Create your own product and 
expertise as per your mar-
ket segment and your target 
audience. Do not go for a 
copy-paste job. So the price 
is not going to be a factor, but 
knowledge, expertise and as-
surance to the customer that 
you are available 24x7 will 
be the differentiating factor,”  
he adds. 

What countries are doing to attract 
travellers 
v Over 200 private businesses in the city of Cancún in Mexico, 

known for its beautiful beaches, have launched an initiative to 
offer travellers money off. 

v Spain is ready to receive international tourists in safe conditions 
from July 1, 2020 without the need to be quarantined. This will 
save part of the tourist season while guaranteeing maximum 
sanitary security conditions. Work is being done at a European 
level so that there are common protocols/checks to guarantee 
security.

Sunil VA
Regional Vice President – APAC, 
Oman Air Regional Office

Riaz Munshi
President, Outbound Tour Operators 
Association of India (OTOAI)

IATA speaks…
We aim at reopening domestic market by end of second quarter, and 
opening the regional or continental markets — such as Europe, North 
America or Asia-Pacific — by third quarter, and intercontinental by fall 

– Alexandre de Juniac, Director General and CEO, IATA

Handbook for civil aviation
International Civil Aviation Organization (ICAO) has issued a hand-
book for Civil Aviation Authorities (CAAs) to help countries address 
the aviation safety risks. Produced specifically for national aviation 
regulators and civil aviation authorities, the handbook is on the Man-
agement of Aviation Safety Risks related to COVID-19. It has been 
developed with help from aviation experts serving on the ICAO Safety 
Management Panel. 
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Echoing a common agenda of 
joining hands and working 

together for revival and the future 
of the travel industry, panellists at 
the session, Mohamed Khater, 
Director - Destination Tourism 
Development, Ras Al Khaimah 
Tourism Development Authority 
(RAKTDA); Kamal Hingorani, 
Chief Customer Officer, SpiceJet 
and Guldeep Singh Sahni, Man-
aging Director, Weldon Tours & 
Travels, also shared prominently 
that working towards restoring 
the consumer confidence to re-
start travel should be the prime 
focus apart from the use of Ar-
tificial Intelligence in varied seg-
ments of the industry. 

Sharing his view, Khater said, 
“Tourism will be always a real-
ity and there is an appetite for 
travel with a cautious, positive 
and confident approach from 
travellers to drive it back. So, we 
do expect things will be better 
in the short-term and the long. 
From our end, Ras Al Khaimah 
is ready to welcome travellers 
and ready to implement several 
campaigns, packages and ac-
tions to be ready to work with 
our travellers either domestically, 
regionally or internationally.” 

Hingorani, on the other hand, 
said that the perspective of the 
industry of tackling crisis is in 
the past. “When 

9/11 happened, it impacted the 
customer confidence across the 
globe, but prominently impacted 
the US and Europe. Business 
was not impacted, but what 
was hit the most was passenger 
confidence, which went down 
across the globe because eve-
rybody thought that a machine 
like an airplane can become a 
missile anywhere in the world. 
If it could happen in the US, it 
can happen anywhere. After 

the tragedy, security protocols 
were rewritten as fear gripped all 
travellers across the world. The 
whole world came together, and 
governments set up a security 
protocol that has held us in good 
direction. With a pandemic like 
COVID-19, the health and safety 
protocols are again being rewrit-
ten. Innovation is undoubtedly 
the way forward. My fervent re-
quest to all my colleagues in the 
industry is - let us restore public 
confidence,” he said. 

Pitching the thought to work 
for a better future, Sahni 

said that we need to 
look beyond the pan-
demic now. “It is time 

to now look at the 
future. As soon as 
international flights 

beg in , 

we would start looking at travel-
lers. Front liners out of that would 
be VFR and business travellers. 
We will start looking at people 
who have a necessity to travel. 
Once they start, front liners will 

start and then the rest will come 
along. During such crisis, airlines 
and hotels had started reaching 
out to customers directly be-
cause they needed to cut costs. 
With time, they will start looking 
at more business arms and de-

vising new strategies. They 
would again want 

to reach out to 
tour operators to 
boost their busi-

ness, so that 
more peo-

ple start 
selling 

their 

products and there is revival in a 
faster manner,” he said. 

Air travel is safe and secure 
Asserting that air travel is the 
safest mode of transport cur-

rently, Hingorani said that build-
ing consumer confidence is one 
of the most important things to 

revive tourism. “This is some-
thing that we, as airlines, can-
not do alone. It must come from 
the entire ecosystem, from the 

entire tours and travel com-
munity, from hotels, from 

the airports, from everybody. 
People are saying that you can-
not maintain adequate social 
distancing in an aircraft. WHO 
has certified that the air circula-
tion in an aircraft flows from top 
to bottom, like a vertical curtain. 
The entire air in every aircraft 
gets recirculated every 2-3 min-
utes and because it moves like 
a curtain from top to bottom, 
it does not move backward or 
forward. Irrespective of where 
you are sitting, even if you have 
three passengers sitting adja-
cent to each other in Economy 

Class, there is no way that air 
droplets can move from one 
passenger to the other, unless 
somebody actually sneezes into 
the face of another passenger, 
which is highly unlikely. In fact, 
WHO has confirmed that the 
sanitised air in the aircraft is of a 
higher level of sanitisation than 
even hospital operation thea-
tres. There is not even a single 
case of evidence till now that 
any contagion has happened 
in the aircraft from one passen-
ger to the other, because of the 
closed environment or the air,” 
he said. 

Hingorani added, ““In the In-
dian skies, you wear a mask 
and a shield so that your eyes 
also get covered. I think these 
are adequate measures for air 

travel. In fact, it has been proven 
that an aircraft, from a health 
perspective or from a contagion 
perspective, is far more sanitised 
than any other public transport 
today. We do not charge the cus-
tomers anything for the safety 
kit because we actually want 
the customers to come back, 
gain that confidence and get 
more people to start flying. IATA 
projects that 2020 will have 47 
per cent of 2019's revenue pas-
senger kilometres which, in the 
current environment, should be 
a wonderful thing to talk about.” 

Right time to restart business? 
The way people travel will 
change and new strategies 
should be framed keeping in 
mind consumer confidence, is 
an opinion shared by many in 
the industry. “People will prefer 
nature tourism or wildlife tour-
ism or maybe going to a resort 
to relax. Airports will be less 
crowded; it may be good news 
for many people, but travellers 
will avoid going to a train or bus 
stand. They will prefer to travel 
by themselves in their car. When 
more and more people get to 
know that air travel is the saf-
est means of transport, they will 
travel more. 

The hotels might get cheaper or 
they might come with better op-
tions since the market is going 
to be sluggish for some time. 
Even on overseas trips, people 
would like to choose a road trip. 
Lockdown has certainly slowed 
demand, but some people have 
already started looking at cy-
cling vacations or activities like 
walking, sailing, hiking, fishing, 
etc. All these things are going to 
be in trend and a tour operator 
has to be ready with it. Airlines 
and hotels should start giving 
certain benefits to tour opera-
tors on postponements, cancel-

The second session of the 4th TRAVTALK Digital Conclave, titled ‘What will the travel restart look like? Managing Customer  
Experience’, had experts from across the board - NTO, airline and the tour operator - to work on revival in a calibrated  
manner, how working together is important and most important of all, bringing back the confidence of consumers in travel.

Harmonised approach for revival 
Manas Dwivedi 

Domestic business 
usually consists of 40% 
of our visitors in a year, 
and rest 60% per cent 
are international tourists. 
Therefore, there is a  
room to improve  
domestic business

- Mohamed Khater

Innovation is 
undoubtedly the way  
forward. My fervent 
request to all my  
colleagues in the  
 industry - let us restore 
public confidence

- Kamal Hingorani

We are all looking 
at a collective effort from 
all stakeholders; it cannot 
be done alone, and tour 
operators, hotels, NTOs 
and airlines also have  
to pitch in

- Guldeep Singh Sahni

RAK’s action plan
We have reached out to our partners, stakeholders and business enti-
ties, and we have planned with them. We have spoken directly to in-
dustry partners, General Managers and owners. We have been doing 
regular weekly meetings with the Ministry of Economy to leverage a 
federal support to our sector. Secondly, we created a stimulus pack-
age and the highlights of this package was relief measures. We have 
waived off the tourist licensing fee and provided additional specialised 
support for the SMEs. We have also formed a steering committee and 
the main role for this committee is to provide a seamless facilitation of 
the whole tourism incentive package

– Mohamed Khater   

M!CE & Weddings in RAK
“There is still an appetite for doing business in the current situation. 
We are still receiving a lot of requests for business in Q4 and even 
Q1 of 2021. We need to keep them updated on all measures we are 
taking for safety and security. Ras Al Khaimah is flexible in terms of 
doing business with the weddings and M!CE sector. We have done 
a lot with that segment and we need to continue maintaining this for 
moving forward. By July, UAE will announce several guidelines for 
travelling of tourists in the country. The amendments and new regula-
tions will depend on each country and each event.”

– Mohamed Khater   

Mohamed Khater
Director - Destination Tourism Development, 
Ras Al Khaimah Tourism Development 
Authority (RAKTDA)
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lations, or early check-ins. We 
are all looking at a collective 
effort from all stakeholders; it 
cannot be done alone, and tour 
operators, hotels, NTOs and air-
lines also have to pitch in. Time 
has come now to work together. 
There is a long list of demands 
we have, maybe we can create 
a document out of it. 

It is disappointing that the indus-
try has not received any direct 
support from the government, 
but I am hopeful that a united 
industry can overcome this 
challenge. I also wanted to look 
at the future, which is bright. Let 
us just work together,” he said.

SOPs for beach and pools
During the webinar, Khater  
informed that Ras Al Khaimah 
has also put in place SOPs for 
going to public beaches and 
accessing pool areas in ho-
tels. “We wanted to maintain 
the same guidelines, which 
we have implemented within 
the hotel territory, to the pub-
lic beaches as well in Ras Al 
Khaimah,” he said. 

Future of students in aviation
Regarding students in the avia-
tion sector, Hingorani feels that 
we have been pushed back by 
about two years in India. “That 
is purely my personal take. I 
strongly believe that aviation 
will come back with a bang by 

October-November this year. But, 
from a student's perspective who 
is talking of jobs in the industry, 
I think we have gone behind by 
two years, unfortunately. There 
is very little that we can do about 
it. We have to all work together 
towards it,” asserted Hingorani. 

COVID-19 test before boarding 
a flight? 
Hingorani feels that such norms 
will not be required for domestic 
travel since we already have a 
very stringent protocol in place 
by DGCA and various state gov-
ernments. “Quarantine meas-
ures are already in place. For 
international travel, like the state 
governments, it will all depend 
on what other countries really 
want. When the borders actually 
open, let's assume in July, we 
will get to know. I believe that 
whichever country opens up will 
not have a standard protocol for 

every nationality. It will be which 
country you are coming from 
and that is the basis of what 
protocol you will have to fol-

low. For example, Singapore's 
Changi Airport already has a 
green lane in place for pas-
sengers going to China from 
other parts of the world 

where they are operating. 
So, they do not mix them 
with any other passenger. 

Every airport will have to 
design a protocol, depend-

ing on whether they are a 
transit airport, a hub airport, or 
an origin destination area basis 
where the passenger is coming 

from,” he said. 

The ‘short-cation’ campaign
Khater shared that RAK has 
launched a ‘short-cation’ cam-
paign. “It's a very new concept, 
where basically people tend to 
say staycation, but we are calling 
it a short-cation and with this, we 
want to make sure to leverage the 
length of stay of travellers and at 
the same time think about ADR. 
With this campaign, guests can 

stay for three nights at participat-
ing hotels and they will be able to 
get a destination activity and also 
get a weekly raffle and a grand 
raffle. Currently for domestic 
tourists, once international flights 
come to the UAE, we will be glad 
to welcome international tourists 
as well,” he said. 

Robots in cabin crew? 
According to Hingorani, the cab-
in crew in the aircraft currently is 
like a robot only. “Dressed in a 

white PPE suit from head to toe, 
not serving much to the flyers 
and only attending with water 
requests. They have become 
impersonal as far as possible 
because of the present condi-
tion and I do not really like it. 
So, I would not want ever in my 
lifetime to see robots on board 
because of the hospitality 

services. It is all about personal 
service and being hospitable to 
passengers,” he said. 

How will AI change tourism? 
In his closing remark, Khater 
said that in the whole industry, 

we need to focus on 
restarting business and 
going on the path of re-
covery; the government 
and the travel industry 
need to work together. 
“World organisations 
like WTTC, UNWTO 
and other are creating 
global protocols. Be-
ing a member of these 
associations, we have 
been able to shape a 
global travel policy, the priority 
focus area in which is tourism 
recovery. I would like to men-
tion four main points here: we 

need to provide liquidity in the 
industry and protect jobs; we 
need to build confidence for the 
safety and security, starting from 
transportation, airport, airline, 
hotels, destination activities; we 
need to work on public and pri-
vate collaboration for reopening 
and reassuring visitors and trav-
ellers coming to the destination; 

we need to look at reopening the 
borders responsibly because 
it is crucial to make sure 
we have a proper and 
responsible restart 
for the tourist, which 
I feel very positive 
will happen soon. 
Artificial Intelligence 
will be part of the in-
dustry. This is some-
thing we cannot hide, 
but how strongly it will 
impact our industry and  
the business, it 
must be 

seen and will take some time. I 
think, we still need to work on our  
relation, our communication  
and our interaction in order to 

build the confidence and trust  
with the business, and then  
gradually see how Artificial Intel-
ligence will help and support us,” 
he said. 

In his closing remark, Hingorani 
agreed that we must build con-
sumer confidence first. “The 
International Civil Aviation Or-

ganization (ICAO) is taking the 
lead on this. Artificial Intel-
ligence will be part of it. ICAO 
has formed a Council Aviation 
Recovery Taskforce (CART), 
which includes IATA and WHO 
and various stakeholders from 
the industry. It also has UNWTO 
and WTTC part of it, working 
together towards mitigating the 
risks of what we are facing and 
how we can have a very clear 
exit strategy very soon. We are 
already working on an exit strat-
egy. So, we may be in the midst 
of a crisis, but what it needs and 
what I would like to emphasise 
is that there has to be a huge 
industry collaboration, a harmo-
nised approach has to be there. 
IATA has talked about outcome-
based measures towards risk 
mitigation, supported by scien-
tific evidence, and that's where 
AI comes in and they are using 
AI already. Now, all this maybe 
temporary to handle this crisis, 
but all this will be very handy, 
god forbid, if there is another 
pandemic in the future so that 
we are better prepared. It is cur-
rently multi-layered bio-safety 
measures and things like that,” 
he said. 

Sahni feels that Artificial Intel-
ligence is going to be part of our 
life. “It is going to be used some-
where or the other in our lives, 
but certainly it is going to be 
there. As I said earlier, it is time 
now for partnering together. It is 
time to come together and part-
ner for the future of the industry. 
One good thing that COVID-19 
has done is that we all have 
started thinking together. Let us 
look at the future,” he said.

No meals the new normal?
“It is just a matter of time. As soon as the fear of COVID-19 goes 
away and people start travelling a little bit more normally, am sure 
that the F&B service will come back, even on long-haul flights. For 
example, on the Vande Bharat repatriation flights operational between 
India and the US, there is a pre-pack meal box being given. So, it is 
not that food is not there. It is just a matter of unavailability of a hot 
meal service at the moment, and beverages. We only have to wait 
until normalcy returns” 

– Kamal Hingorani 

When is M!CE tourism expected  
to restart? 
“M!CE tourism within India will start very soon, I think by end of 
this year. Overall, once leisure travel starts, VFR will follow and then, 
business travel. Then, maybe M!CE tourism may start by next year. 
We will be really lucky if it begins by end of this year. While I cannot 
predict what may happen, the way things are going (I have heard that 
the virus is weakening), if it is true, then definitely it is on our side.” 

– Guldeep Singh Sahni

Top 3 countries 
to sell in 2020
v  New Zealand

v Australia

v Ras Al Khaimah

– Guldeep Singh Sahni

RAK is ready  
to welcome travellers 
and ready to implement 
various measures to 
welcome guests to  
our country

- Mohamed Khater

From a student's 
perspective who is  
talking of jobs in the 
industry, I think we have 
gone behind by 2 years, 
unfortunately

- Kamal Hingorani

When international 
flights resume, things will 
slowly start to normalise. 
Airlines and hotels will 
start realigning their  
strategies

- Guldeep Singh Sahni

Guldeep Singh Sahni
Managing Director 
Weldon Tours & Travels

Kamal Hingorani
Chief Customer Officer 
SpiceJet 



22    TRAVTALK june   2 nd FoRTnighT  issue  2020 dIgITaLcoNcLavE

The tourism industry is spe-
cial in its own way, claims 

Meenakshi Sharma, Director 
General, Ministry of Tourism 
(MOT). “It’s not an industry in the 
traditional sense, where one can 
define its constituents clearly. It 
has an ever-expanding definition. 
But, where there are challenges, 
there are opportunities and that’s 
where the need for innovation and 
inventiveness comes in,” she said.

Challenges to having a  
tourism board
The first thing we need to do 
is clearly define this industry, 
Sharma says. “In fact, the one 
challenge that we as govern-
ment face very strongly while 
pushing this industry is with 
the unorganised workforce—
those who are not part of any 
regulation nor structure. This 
is something that needs to be 
sorted and this pandemic has 
shown us that the way things 
are being done right now is 
not the best. We need to have 
more cross collection of data, 
and a structure to deal with 
the problems without making it 
regulatory. One thing we want, 
and the industry agrees, is to 
be able to offer support with-
out having to regulate. In any 
industry, a lot of engagement 
with the government comes 
with regulation. 

This is not good for a sector 
which is ever-changing.”

She added, “We now have a 
clean slate to work on and we 
can come up with new ideas. 
There has been some thought 
about having a national tourism 
board, and we have ideas where 
we can work together on promot-
ing India. We need to think about 
the proper messaging that needs 
to go out to the world once we 

open inbound tourism because 
India has a variety of products 
to offer. We’ll have to expand the 
definition of the tourism board 
and tourism stakeholders. We 
must keep regulations out, but 
facilitation in. There is a need 
to bring the combined forces of 
MOT, state tourism boards, and 
the industry together.”

Taking a cue from Kerala
Claiming that Kerala has been 
one of the best models for the 
promotion of tourism in India, 
EM Najeeb, Senior Vice Presi-
dent, Indian Association of Tour 

Operators (IATO), says, “The 
government and the in-

dustry came together 20 
years ago and formed 

the Kerala Tourism 
Society to market 
the state. We have 

done 11 marts 
so far and the 
MOT followed 
the same model 

successfully 
two years 
ago with In-
dia Tourism 

M a r t 

(ITM). MOT and the industry are 
working together very well, but 
we must think about the future. 
Does tourism need to be at the 
same level as it is now, or at a 
different level? I believe that Indi-
an tourism needs to be re-engi-
neered for greater effectiveness 
in the future and it should be a 
greater commercial mode than 

a bureaucratic and commercial 
mode. Government monitor-
ing has advantages but at the 
same time the government also 
has limitations. We have several 
examples in the world and within 
the country where the industry 
and the government have been 
working together successfully.”

Affirming the idea of a tourism 
board, he shares, “The ques-
tion is whether we need to 
have a different mode of pro-
motion in India and if we need 
a tourism promotion board that 
should be working with MoT. 
We need to figure if the board 
will advise the government and 
have statutory powers so that 
many things can be decided 
by it. It needs to be constituted 
with industry stakeholders, 
professionals, academicians 
and trade representations to 
see if they can work together 
more effectively. This way the 
government policies will be 
implemented effectively and 
quickly. Several good things 

have happened in the 
last few years while 

working with the 
ministry. How-
ever, during this 
COVID-19 lock-
down period, 
despite having 
MOT and NITI 
Aayog and the 

government agencies, the in-
dustry couldn’t get a financial-
package for tourism. Had there 
been a board, something could 
have happened, as it would 
understand the grievances of 
the industry. I believe that we 
should have a board with the 
constitution of a professional 
organisation, so that it works 
as a corporate entity and can 
look after the entire functioning 
of Indian tourism under MOT’s 
guidance and policies.”

All for the board 
Arjun Sharma, Chairman, Se-
lect Group, claims that he has 

supported the need for a board 
since a decade. “I first touched 
upon it about 15 years ago when 
I read my father, Inder Sharma’s 

old notes. Around 45 years ago, 
roughly when the Mohammad 
Yunus Committee was set up, 
some important suggestions 
were made at that stage, one 
of which actually fructified— 
creation of the Tourism Finance 
Corporation of India because the 
then leaders of our industry felt 
the need for a nodal body that 

could facilitate infrastructure 
for creating hotels and tourism 
products. Another strong recom-
mendation was the creation of a 

national tourism board. It’s been 
roughly over 40 years and we are 
still talking about it. However, it’s 
never too late,” he insists. 

Praising the MOT, he said, “The 
Ministry has also evolved the 
way it functions over the years. 
The good part is that over the 
last decade, we have seen some 
very good interactions with 
them. There is a transformation 
in the way the MOT used to run 
earlier and the way it runs now—
it’s very participative. While the 
participation is good, there is a 
lot of feedback with regards to 
the process of getting consulta-
tions, reviews, etc. However, a 
lot of this does not get into what 
is called an empowered group of 
people who work together. It can 
be called a board, a council, or 
something else. For example, 
Invest India is one of the initia-
tives of the current government, 
which is an autonomous body 
looking at investments in India, 

both domestic and international, 
and opens the right doors. It is 
headed by someone who doesn’t 
come from the Government, is 
fairly empowered, has regular 
audience with the powers that 
be, and has a set of profession-
als working with him.”

Agreeing with Meenakshi Shar-
ma, he adds, “The problem is 
that we don’t know what con-
stitutes the industry and how big 

As the country struggles to control the pandemic, the tourism industry believes that the best way to promote India now to 
the rest of the world is to have an autonomous body in collaboration with the Ministry of Tourism. This way, it can play an 
active role in the decision-making process and assist with the right messaging and actions required in marketing India. 

India needs an empowered board
Nisha Verma

This pandemic  
has shown us that  
the way things are  
being done right now  
is not the best

- Meenakshi Sharma 

I believe that 
 Indian tourism needs  
to be re-engineered  
for greater effectiveness 
in the future

- EM Najeeb 

The time has  
come for the industry to 
work together with the 
MOT and see it as an 
opportunity to reset  
tourism in India

- Arjun Sharma

The right messaging for FTAs
We are working on our international messaging and we are going to 
discuss that with the industry soon. While domestic tourism is im-
portant, international tourism is more so as that brings us foreign ex-
change. There is so much that India has to offer. Right now, the issue 
is not just messaging, but also border rigidity and visa regulations. 
We are working with the Ministry of Home Affairs, Ministry of External 
Affairs and Ministry of Health & Family Welfare so that the moment 
other countries are ready to send their people, we are ready to wel-
come them. The other part is dealing with the policy-level issues. 
We cannot be open to all countries at the same time. The messaging 
must be about the experiences and about longer duration travel. 

– Meenakshi Sharma 

Medical tourism 
Medical tourism has huge potential in India. Under the Ministry of 
Commerce, the State Tourism Promotion Council (STPC) conducts 
the Medical Tourism Conclave every year, in at least 4 or 5 places in 
India, inviting Indian hospitals, suppliers, and approved agents from 
all over the world to participate. India has a lot of experienced medical 
professionals and support staff like nurses and paramedical. India 
can be a medical tourism hub. Today, Singapore and Thailand are 
known for that. India has so many hospitals accredited by national 
boards as well as international boards. Around 10-15 years back, 
people were going from here to London or the US for treatment. How-
ever today, people from the entire Middle East, African and European 
countries come to India. And they will continue to come, as the way 
we handled our foreign tourists who were stranded in India during the 
lockdown and sent them back home safely has created a lot of good-
will for us. The Ministry of Commerce and MoHFW shall join hands 
to promote medical value travel to India at a higher level, along with 
hospitals and other bodies, which will be India’s strength. 

– EM Najeeb 

Meenakshi Sharma
Director General 
Ministry of Tourism 
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it is. Before we get into finding 
solutions, we need to identify 
who and what we are. These are 
some issues that we need to 
work with the government for 
and create a platform to figure 
that. I think every problem can 
be solved if we have a structure. 
The time has come for the in-
dustry to work together with the 
MOT and see it as an opportunity 
to reset tourism in India. Every 
other government and tourism 
board across the world is doing 
that, and they are looking at our 
24 million tourists.” 

However, he adds that it doesn’t 
mean we only have to focus on 
domestic tourism. “We have 
to get international tourists as 
well. We don’t want the mes-
sage to imply that India doesn’t 
want global tourists, owing to the 
emphasis on domestic tourism. 
Hence, we must be very care-
ful and it all comes down to the 
messaging we give out,” says 
Arjun Sharma.  

Sharing his opinion on the work-
ings of the board, he adds, “We 
need to bring in experienced peo-
ple from the private sector and 
work in an empowered structure, 
where it doesn’t mean visiting the 
ministry once in two weeks and 
having a one-hour meeting, but 
to actually sit there and work for 
the industry. It is not just about 

advise anymore, it’s about roll-
ing up our sleeves because we 
also need to understand the chal-
lenges with which MOT works. It 
is a federal structure. While KTM 
is a good example, it is difficult 
to implement it at a national level. 
At the last CII conference, the talk 
of a board and a fund came up, 
and I offered the first cheque of  
`1 crore from Inder Sharma 
Foundation. The MOT should 
create such a corpus, as it has 
the funds. But the board should 
not just have an advisory role; 
this group of selected individuals 
should work 24x7 on this project. 
Otherwise, it’s not going to work.” 

Not a one-way street
Talking about a partnership with 
the industry, Meenakshi Sharma 
says, “Today, what we lack is a 
structure and commitment that 
we must work together. Current-

ly, we work together when 
we need to, and we may 

not when we don’t 
need to. We have 
been thinking about 
the need to make an 
empowered tourism 

board. The last three 
months of lockdown 
have given us so 

many good experiences 
of working with the indus-

try, state ministries, and the 
private sector. We are grate-

ful that the industry came 
together when there 

was a 

need to do so. This is the kind 
of structure we need to formal-
ise. The difficulty is that it is not 
a well-defined sector. We need 
to talk to civil aviation, railways, 
home affairs, health and travel 
operators. In fact, even out-
bound tour operators are part 
of the system. The industry can 
develop a structure and see 
what we need to do together, 
how to do it, and divide the re-
sponsibilities. It’s not just about 
funding. Today, if we talk about 
the unorganised workforce dur-
ing the crisis, we can’t tell who 
all would be out of a job. A lot 
of people are there at the bottom 
of the pyramid. Hence, a tourism 
board will be a good entity to 
define who the stakeholders are, 
where do they stand in the pyra-

mid and how do we keep them. 
They are our workforce and we 
need them.”

Focus on sustain-
ability 

Meenakshi Shar-
ma believes 
that sustain-
able tourism 
is going to 

be a keyword going forward. 
“How will it be defined and what 
will attract the tourists will be part 
of the messaging by the various 
service providers. Everybody is 
going to be a little wary of travel 
in future, while thinking of physi-
cal distancing and hygiene pro-
tocols. We have already released 
the operational requirements, in 
addition to the SOPs by the Min-
istry of Health & Family Welfare 
that is mandatory for all service 
providers to follow. We are also 
working on a kind of certification 
for facilities, destinations, service 
providers to indicate that they are 

safe and hygienic in order to cre-
ate confidence among tourists. 
Hence, sustainable tourism will 
be encouraged by the industry. I 

am sure everybody is looking at it, 
and so are we,” she added. 

Self-regulation an option
Claiming that she is against regu-
lation, Meenakshi Sharma, said, 
“I believe in partnerships and I 
would like a database to be cre-
ated where we can connect with 
each other. I am against regula-
tion, but all for collaboration. 

I will be happy if the industry 
takes that initiative and brings 
everyone together so that 
we can talk. Regula-
tions create limitations 
for the industry to 
grow. The ministry 
is not interested in 
any kind of regulation 
anymore. The indus-
try should recommend 
that it should be one of the 
jobs of the tourism board,”  
she suggests.

To this, Arjun 
S h a r m a 
adds, “I 

think the time has come that 
the associations take up self-
regulation. We need to collect 
our data better and make sure 

that if there is a black sheep 
in our family, we can take care 
of those deterrents and fine 
them. Associations like FHRAI, 
IATO, FAITH, etc, can create 
that self-regulation. Even for 
things like rating a hotel, there 
is no need for the govern-
ment to do that. The industry 
can certify them. We need to 
create the norms. I think we 
have a great Director General 
for Tourism, who is pointing 
us in that direction. We, as an 
industry should be responsible 
and do it ourselves. I am glad 
that the MOT understands the 
situation and open to creating 
a new body. It is time that all 
of us in the private sector put 
our heads together, leave our 
egos behind, and create a soci-
ety that’s an empowered tour-
ism board. It doesn’t mean we 
have to achieve nirvana in one 
year. This might take anything 
from three to seven years to 
evolve, as all good things take 
time. There will be some pain, 

stepping on each other’s toes, 
and deliberations. But we must 
start somewhere.”

Asserting the point further 
Najeeb, says, “We need a 
complete change from the 
past and look at a new way of 
conducting these processes. 
We have excellent examples 
in Dubai and Singapore, who 
have made radical changes in 
conducting tourism activities in 
their respective countries. We 
need to reach that level. The 
ministry should be formulating 
policies and the board should 
be conducting and running the 
show for the country and that 
is the only way we can change 
and grow. Instead of 20 million 
tourists, we can reach 40-50 
million tourists!”

Start a dialogue with the MOT
Commenting on the way for-
ward, Meenakshi Sharma ad-
vises, “We need to list down our 
expectations from the tourism 
board. Having a tourism board 
without a target in mind is not a 
fruitful exercise. Hence, we need 
an outcome, so that we can pro-
pose it to the government. Once 
we have an outcome, we can 
look at how it will function, work 
towards empowerment, fund-
ing, its structure and how eve-
rybody in the pyramid can get 
involved. It’s a great idea to have 
partnerships and collaboration, 
but it’s not a good idea to have 
more regulation. We are open 
to ideas, but we need a struc-
ture. The MOT is a very open 
ministry. We may not be able 
to do many things but we listen  
to everyone.” 

Tap the new, nurture the old 
I don’t believe that our traditional markets will disappear. We don’t 
have to put money into them but we still need to nurture them. While 
China was considered a potential new market, the situation has 
changed. But Asia is our new source market with Vietnam, Thailand, 
and Australia as these countries have wealth and we need to bring in 
tourists from there. The Middle East is going to get affected badly be-
cause of a crash in oil prices. But please continue to nurture your ex-
isting markets. There may be a short-term dip, but they are the ones 
we should support more because they have supported us. However, 
with new markets, I think what people refer to is new messaging, new 
products and experiences like the great Indian ayurveda story, the 
Indian Himalaya story, or the Indian spiritual story. There is going to 
be a change in what people will travel for. Hence, experiences have to 
be repackaged and repositioned. 

– Arjun Sharma

Revamp monuments
I believe that most of our monuments are unfortunately dead monu-
ments. We don’t really animate our monuments the way the western 
world does. Today, one can pay and hold events, and celebrate spe-
cial moments at historical monuments across the world and pay for 
it. However, that cannot happen in India. I think we need to open up 
our monuments with a fresh set of eyes. Not all, but some monu-
ments in each state can be selected and animated, activated to have 
more life and soul into them to create an experience. 

–  Arjun Sharma 

Tour operators or brokers? 
Tour operators work hard but they get only 25% of the package as 
the rest goes to hotels and others in the channel. Tour operators work 
closely with international operators to promote India well and highlight 
all her destinations which ultimately trickles down to the end travel-
lers. Broker is an unfair word. Today the entire industry – be it hotels, 
service providers and the ministry – should not only play their own 
roles, but work as a team to promote the destinations while compet-
ing with each other. 

–  EM Najeeb

PPP model and technology 
We are all looking at how to digitise our businesses because that’s 
how the new customer lives. One has to tech-enable their businesses 
but that doesn’t mean that people will be redundant. One will still need 
people behind that technology and today technology is available to 
everybody at very affordable prices. I think with technology, you will 
have to create new jobs and new service providers. It’s going to be 
part of our job culture and you must adapt to it. 

–  Arjun Sharma 

EM Najeeb
Senior Vice President, Indian  
Association of Tour Operators (IATO)

Arjun Sharma
Chairman 
Select Group
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A NITI Aayog working group under the chairmanship of Amitabh Kant has presented an action plan for  
improving management of heritage monuments of the country. In the recommendations, key action points for  
separate sections have been outlined. 

‘Overhaul India’s built heritage’

The NITI Aayog report is an 
effort to understand current 

challenges for heritage manage-
ment in India and to provide a 
future roadmap along with an ap-
propriate branding of India’s in-
valuable archaeological and built 
heritage. The implementation 
strategy broadly covers follow-
ing key points specified for PMO 
Working Committee mandate: 
Restructuring of ASI; creating a 
national database; connecting 
with people; defining byelaws for 
prohibited and regulated areas 
around monuments; support to 
state government and other or-
ganisations such as temple trust, 
Waqf boards and others; herit-
age as a tool for development 
and employment generation, 
and capacity building for herit-
age management at all levels in 
partnership with national and 
international institutions.

vDevelop site museums: 
Budget 2020-21 has proposed 
five archaeological sites to 
be developed as iconic sites 
with on-site museums. These 
should be completed in the next 
three years. ASI should finalise 
world-class projects for two site 
museums - Hampi and Sarnath 
- within the next three months. 
A model site museum should 
also be set up at Ahichchhatra 
archaeological site in UP. 

vWorld Heritage: A World Her-
itage Project Management Unit 
(PMU) involving World Heritage 
experts, ASI and other stake-

holders needs to be set up to 
ensure following specific actions 
for World Heritage in India. There 
is also a need to strengthen con-
servation and management of 38 
World Heritage Sites. 

vInstitutional collaboration 
and skill development: Create 
an Indian Institute of Culture (IIC) 
and establish institutional col-
laborations with various national 
and international institutions and 
universities for training and ca-
pacity building. 

vHunar se Rozgaar: The 
programme is under MOT and 

the Skill Development ministry. 
Attempts should be made to 
engage local persons and craft-
speople in their home states 

and, also to support MNREGA 
Schemes for such employment.
Considering the extended frame-
work and mandate of ASI, the 

working group feels that the no-
menclature should reflect more 
than ‘Archaeological Survey of 
India’ in its name. A number of 
new names have been presented 
but the most preferred one is 
ASHMI (Archaeological Survey 
and Heritage Management of 
India) with the acronym ‘ASHMI’.  

Thematic heritage circuits
MOT’s initiative of Heritage Cir-
cuits does not cover the expanse 
of heritage variations that exist in 
India. So, ASI needs to consider 
packaging the iconic centrally 
protected sites in specialised 
circuits that link thematically in 
specific historic-cultural groups 
attracting not only the general 
tourist but also specialised aca-
demic tours, international visitors 
who selectively visit connected 
world heritage sites, historic 
architectural tours. A National 
Archaeological Database is also 
to be made.  

Manas Dwivedi Heritage tourism, revenue generation  
& marketing 
v Adopt Revenue Generation Model through PPP Schemes

v Professional and focused marketing effort with Information  
Technology and Promotion 

v Each ASI site to be treated as separate profit centre

v ASI revenues to be ploughed back to the site

v National Culture Fund to be made autonomous 

v Processing of pending MoUs under Adopt a Heritage to  
be accelerated

v Crowdfunding/ community funding/ CSR to be targeted along 
with Complete Tourist Experience to cater to all segments of  
Society and Officials

v A Domestic Tourists Marketing Strategy needs to be developed 
and implemented for capitalising each heritage site to its opti-
mum, interlinking both tangible and intangible benefits, events, 
programmes and performances beside the built heritage experi-
ence of the site 

https://www.facebook.com/taiwantourism.in/
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No airlines without tour  
operators
Stressing that airlines will be 
the worst affected, Prabhu 
added, “Airlines do business 
in billions of dollars, but there 
are other segments, like travel 
agents, without whom airlines 
cannot fly despite having elec-
tronic bookings. There cannot 
be tourism without tour opera-
tors. Their size of business may 
be varying in terms of volume, 
but still, relative to other players 
in tourism, hospitality and the 
transport sector, they are very 
small in nature due to smaller 
capital. Hence, if they lose that 
capital because of absorption of 
fixed expenses, there may not 
be the possibility of expanding 
that capital. It is going to be a 
very challenging situation and 
therefore we have to take note 
and try to find out how to help 
small businesses because these 
small businesses are the life-

lines of the overall ecosystem of 
the tourism sector. Small busi-
nesses in this sector are crucial 
for sustaining larger businesses 
and even the economy.”

Further, he added, “Another 
thing that the world must rec-
ognise is that the government 

also gets huge revenue from 
this sector. In India, for exam-
ple, when the high-end tourists 
come and stay in a five-star 
hotel, they pay a tax to the 
government that is significant. 
Thus, in the interest of the larg-
er economy, it is important that 
tourism, hospitality and M!CE 

expand as quickly as possible 
and hence, I feel that we really 
need to work on it.”

Other challenges 
Talking about the transport sec-
tor, he asserted, “Another sec-
tor badly affected are cruises, 
and that too is a very capital-
intensive sector. Hence, they 
are also going to take a long 
time to come out of the impact. 
For trains, it would be a little 
better since they are owned by 
the government in most parts 
of the world and therefore, can 
be absorbed through general  
budgets. Even road transport 
is a capital-intensive sector, 
but they can come out better 
than airlines and cruises. Then 
there is the hospitality segment, 
which is facing a lot of chal-
lenges and is a capital-intensive 
segment. A lot of sunk-in capital 
has gone in that segment and 
they will also take some time  
to recover.”  

'Small business are lifelines' 

Small businesses 
in this sector are crucial 
for sustaining larger 
businesses and even  
the economy  

UNWTO, in its ‘One Planet Vision for a Responsible Recovery of the Tourism 
Sector’, reveals that channelling long-term support to small and medium 

enterprises would help repurpose tourism as a supporter of the community. 

  Contd from page 10

Inputs by Hazel Jain

Three stalwarts of aviation share their views on what they think the 
road to recovery for the industry will be like during a Centre for Aviation 
- CAPA Masterclass series.  

Looking beyond COVID-19

 It is going to be a long road 
back. We are not going to see the 
industry that was last year, come 
back before perhaps five years. On 
the supply side, we are inevitably 
going to have fewer airlines. On the 
demand side, arriving at airports 
will be a challenge when you are 
side by side with a couple of thou-
sand other people, all now waiting 
to be checked medically before 
you can get through. In the short 
term, border controls are going to 
restrict any short-stay travel or any 
discretionary travel.   

 We have not seen domes-
tic market pick up in Europe, 
especially because there is 
sufficient surface access 
across Europe. What we are 
seeing is that individual Eu-
ropean countries talk about 
opening up Schengen and 
starting to reduce restrictions 
in the bubble of Europe. That 
will be interesting to see if and 
when it starts to happen, and 
then we will see demand start 
to pick up quickly.  

Christoph Mueller 
Ex-Airline Executive

Peter Harbison 
Chairman Emeritus,  
CAPA - Centre for Aviation 

 Government aids come in 
different forms. We have seen a 
very successful model with LOT 
in the last couple of years. It is 
highly regulated in Europe and 
very highly scrutinised to ensure 
that it is not the wrong govern-
ment support or state aid. If state 
aids can be used as a proxy to 
simulate Chapter 11-type of pro-
cedure over the next couple of 
months, in order to restructure 
the size and the network which 
is sustainable in the long run, I 
would have a positive sentiment 
about government engagement 
in carriers.   

Hugh Aitken 
VP Commercial 
Skyscanner 

www.roaringreps.com
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A Grand, safe welcome

‘Namaste’, says ITC

Sheraton Grand Bangalore Hotel at Brigade Gateway is now ready to welcome guests. With safety measures and precautions in place, 
the hotel is fully equipped with all the necessary resources for its guests. It has also introduced the safety deck in order to communicate 
the safety steps undertaken by stakeholders and to build confidence amongst guests.

ITC hotels in Bengaluru, comprising ITC Gardenia, ITC Windsor and WelcomHotel Bengaluru, have opened doors to guests, 
showcasing excellence in health, hygiene and safety. These three pillars have been the bedrock of the ethos of ITC Hotels, 
since inception.

COVID-19 will continue for 
some more time in the near 

future and as a country, we have 
to learn to live with, albeit with 
precautions. Given this fact, 
Mayfair Hotels & Resorts has 
sought to redefine luxury and 
has completely revamped its 

Standard Operating Procedures 
(SOPs) in the wake of the COV-
ID-19 pandemic to ensure that 
the safety and well-being of its 
guests, partners and associates 
remains at the heart of every-
thing they do. From disinfection 
of cars pre and post transfer, 
thermal screening of everyone 
entering the premises, contact-

less check-in and check-out, 
sanitised key cards and pens, 
allotment of room after 24-hour 
cooling period, mandatory use 
of PPG (personal protective 
gear) by team members, hand 
sanitisation stations at strategic 
intersections and sanitisation of 
all supplies entering the prem-
ises to ensuring social distanc-
ing norms across all its resorts, 
including at its restaurants, ban-
quet halls and meeting rooms, 
Mayfair has enforced stringent 
precautionary measures of the 
highest standards to ensure 

complete safety of its guests, 
partners and associates. 

Emphasis has been laid on clean-
liness of public areas, which are 
being disinfected thrice a day 
using recommended chemicals. 
Mayfair has also constituted a 
Hygiene Task Force which has 
been mandated to ensure the 
effective implementation of pre-
cautionary measures, monitor 
COVID-19 updates by health au-
thorities, and accordingly ensure 
compliance to the directives is-
sued from time to time.  

The COVID-19 outbreak has triggered an unprecedented crisis and 
since this fight is far from over, Mayfair has come up with the concept of 
‘The New Normal - Redefining Luxury During Pandemic’. 

Luxury in the new world

TT Bureau

www.eroshotels.co.in


www.covidElearn.com
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During March 2020, com-
plaints regarding airline ticket 

cancellations/refunds started 
pouring to IAAI's innovative 
initiative - ‘IAAI Passenger Rights 
Forum’, and we noticed that 
many of the passenger griev-
ances were about bookings done 
through Online Travel Agencies 
(OTAs) or airline websites, as 
tickets fall under ‘non-refunda-
ble’ category.  Since the ‘Force 
Majeure’ clause executed in the 
contract of the carriage is con-
veniently interpreted by airlines 
to evade refunding and retain 
ticketed amount as a stream of 
revenue, IAAI wrote to Minister of 
Civil Aviation on March 26 with 
the request to allow full refund for 
all tickets or allow the conveni-
ence of rescheduling without any 
additional charge, considering 
the current COVID-19 pandemic.

MoCA's order of April 16 directing 
airlines to make a full refund of 

tickets issued after March 24 was 
only an eyewash and discrimina-
tory, and did not mention anything 
about refund of tickets issued be-
fore the lockdown or not availed 
due to flight cancellations, travel 
bans, or lockdown in India and 
other countries. Understanding 
the gravity of the situation, IAAI 
called the attention of government 
authorities to the U.S. Department 
of Transportation's enforcement 
notices directing that all US and 
foreign carriers remain obligated 
for a prompt refund on flights that 

were not operated due to COV-
ID-19 public health emergency. 
The EU Law (European Union) on 
reimbursements is crystal-clear. 
The media reported that India's 
airline companies are estimated 
to be holding about Rs6,000 
crore from refund payments  
to passengers. 

On behalf of the IAAI and Air 
Passenger Rights Forum, we 
approached Minister of Civil 
Aviation on April 18 to safeguard 
the consumer rights of air pas-

sengers and to secure their hard-
earned money paid for air tickets.  

IAAI submitted an appeal on April 
4, 2020 to the Hon. Prime Minis-
ter Shri Narendra Modi, on behalf 
of the stakeholders of travel and 
tourism sector, with a request to 
support the sector, which is the 
backbone of Indian economy, 
by way of assigning resources 

and coordinated efforts to rescue 
major travel and tourism busi-
nesses such as travel agents, 
tour operators, GDS and technol-
ogy companies, travel & tourism 
training institutes, tourist guides 
and entire supply chain to save 
the jobs of millions of people 

and their families who depend 
on travel & tourism sector for 
their livelihoods. Accordingly, we 
submitted a follow-up appeal to 
the Hon. Prime Minister on May 
14, 2020, containing thousands 
of e-signatures obtained as a 
conclusion of IAAI's online Email 
Signature Campaign for the travel 
and tourism stakeholders across 
the country. IAAI also wrote to 
the Central government and state 
governments to form tourism 
task forces at national and state  
levels, with proper representa-
tion of the travel, tourism, avia-
tion and hospitality segments. In 
India, we lack a united organisa-
tional setup.

Post COVID-19, travel will be 
an age of sanitised travel with 
stringent regulatory formalities 
and regulations. IAAI is working 
on a unique initiative to getting 
the travelling public in India 
comfortable with travelling 

again when the industry opens 
up for business, by launching a 
public awareness mission with 
the message, ‘Consult your 
travel advisor, not internet’. 
IAAI has formed a working 
group to spearhead this task 
and currently is in the process 
of soliciting patronage from 
international organisations like 
ASTA/PATA/ECTTA as well as 
national and international me-
dia for this novel mission.

Biji Eapen, President, IATA Agents Association of India (IAAI), talks about issues at hand for travel agents as airlines 
restart operations. He also explains what the association is doing to solve these problems for the industry at large,  
and provides a step-by-step account of all that has transpired. 

‘Refund tickets issued & not used’

(Views expressed are the 
author’s own. The publication may 

or may not subscribe to the same.)

Biji Eapen  
President, IATA Agents  
Association of India (IAAI)

We are optimistic 
and waiting for a  
positive outcome  
in this legal battle

 

www.talloakhospitality.co.in
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Crowne Plaza Greater Noida has resumed operations and reopened to guests on June 8, 2020, following a  
temporary closure due to COVID-19 guidance from authorities. The 398-room hotel has the mandated safety and 
hygiene guidelines diligently being followed by its staff to ensure safety of guests and others at the property. 

Operations resume at Crowne Plaza

In line with guidelines issued 
by Government of India and 

Ministry of Health & Family 
Welfare, Crowne Plaza Greater 
Noida resumed operations on 
June 8. The hotel will operate 
all guest rooms, Mosaic – the 
multi-cuisine restaurant, Mosa-
ic Pastry Lounge, Hibiscus spa 
and salon as well as the meet-
ing and banquet venues. The 

hotel will also continue to offer 
food home delivery services in 
Noida and Greater Noida. 

Ashwani Nayar, General Man-
ager, Crowne Plaza Greater 
Noida, says, “We are excited 
to welcome our guests and 
colleagues back, and are 
deeply appreciative of their 
understanding during the un-
precedented COVID-19 global 
emergency. We are also grate-

ful to local health authori-
ties, medical personnel and 
frontline responders for their 
continued effor ts to safeguard 
the health and well-being of 
our community. As we re-
open, the health and safety 
of our guests and colleagues 
remains our highest priority.”

In addition to continuing to fol-
low the guidance of relevant 
health authorities, the hotel 

is committed to enhanced 
cleaning and disinfection pro-
cedures, as mentioned below:

v The hotel has long em-
bedded the IHG Way of Clean 
programme – which was 
developed in par tnership 
with Ecolab and Diversey in 

2015. This programme is now  
being expanded with  
additional COVID-19 protocols 
and best practices to reflect 
the advice of the World Health 
Organization and Center for 
Disease Control & Preven-
tion. IHG Way of Clean already 

includes deep cleaning with 
hospital-grade disinfectants 
across the hotel.

v Guests may see hotel col-
leagues taking a variety of 
additional steps to protect 
health and safety such as 
maintaining social distanc-
ing, using personal protective 
equipment such as masks and 
gloves, conducting visible and  
more frequent deep clean-

ing of high-touch surfaces in  
public areas.

v The hotel is also provid-
ing individual guest amenity 
cleaning kits; visible sanitizer 
stations in public spaces; 
removal of high-touch items 
from guest rooms; replac-
ing in-room collateral with  
digital communication as well 
as digitising dining menus  
and payments.  

TT Bureau

As we re-open, the 
health and safety of our 
guests and colleagues 
remains our highest  
priority  

Ashwani Nayar
General Manager 
Crowne Plaza Greater Noida

http://www.hotelparkocean.com/contact-us
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Jatinder Singh Taneja, Vice Chairman, PATA India Chapter, says that while India is slowly opening up for business and 
ensuing safety guidelines are adhered to as it does, recovery will be at no different a pace than that of the rest of the 
world. In other news, the Chapter is going to get working on webinars and its Update & Outlook Meeting with MOT.  

PATA India begins virtual engagement 

Calling the COVID-19 crisis 
an unprecedented challenge 

that has brought the world and 
the tourism industry to a stand-
still, Jatinder Singh Taneja 
echoes the sentiments of many. 

“It is an unreal, unimaginable 
and an unprecedented situation. 
COVID-19 has impacted the 
tourism industry like no other 
event in history, bringing it to a 
point where the business is nil. 

In simple words, the industry 

is going through its worst time. 
Even as countries slowly open, 
they are preparing themselves, 
adjusting to the new normal of 
living with the virus and taking 
all precautions and preventive 
measures. The world is still 
fighting the pandemic, and only 
time will tell when we'll be able 
to recover from it entirely. An 
ideal situation would be to have 
the vaccine as soon as possi-
ble,” he says. 

Taneja also believes that the 
comeback for India from this 
crisis will not be any differ-
ent from that of the rest of the 
world. “Operations are being 
driven by focusing on prepara-
tion, precaution and prevention. 
However, with cases still on 

the rise, the process and path 
to semblance for travel and 
tourism businesses is going to 
be slow,” he adds, and pegs 
domestic tourism as the first 
segment of travel to resume, 
followed by business travel and 
finally, international tourism. 
“However, I feel that the world 

would open in stages and not in 
one go. It would most likely be 
a slow process where countries 
would open one by one, based 
on mutual agreements. Also, 
travellers should expect travel 
restrictions in certain countries, 
including COVID-19 tests for 

visa approvals. I believe that 
inbound business may start 
trickling in after October/No-
vember 2020, but it depends on 
India's situation in the coming 
months,” he shares.

To make India a safe and secure 
destination, and to win the trust 
of the tourist again, we need to 
open up our tourist attractions, 

destinations and monuments 
with clear guidelines and rules, 
the Vice Chairman opines. 
“These guidelines would help us 
ensure our tourists' safety and 
help us control the spread of 
COVID-19. Business and strat-
egy will inevitably be focused 
on safety, security and hygiene. 
Airports, railways, surface 
transport and hotels will have to 
provide a safe environment for 
visitors and win back the trust of 
tourists,” Taneja claims. 

A helping hand awaited?
Though he is expecting some re-
lief from the government, Taneja 
says, “Unfortunately, and for 
reasons unknown, the travel and 
tourism industry didn't get any 
support from the government at 
all. It was extremely disappoint-
ing for all stakeholders. Now, all 
involved are trying their best first 
to survive, and then recover from 
these difficult times.”

Tiny steps but a big leap
Commenting on the way for-
ward and the steps they are 
taking to empower members, 
Taneja says, “I believe that in 
the last few months, along with 
the pandemic, an ‘infodemic’ 
was also going on where there 
was a flood of information 
floating around. Yet, there was 
a lack of clarity and certainty 
about anything. Though far 
from normal, things are now 
getting a little better - airports 
have opened again, domestic 
flights are operational, hotels 
and restaurants are opening 
their doors again. These are 
the small steps that would 
help the industry recover. PATA  
India Chapter has already 
planned and is starting with 
the EC meeting. We will also 
hold webinars and an Up-
date & Outlook Meeting with  
Ministry of Tourism from this 
month onwards.” .  

Nisha Verma

PATA India Chapter 
has already planned  
and is starting with  
the EC meeting  

Jatinder Singh Taneja 
Vice Chairman 
PATA India Chapter

The ‘General Manger’s Sentiment Survey’ by HVS ANAROCK reveals that even 
with such drastic dips in room occupancy, it is comforting that over 71% of the 

General Managers surveyed won’t discount their rates by more than 20%.
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Sarbendra Sarkar
Managing Director & Founder 
Cygnett Hotels & Resorts

Cygnett Hotels & Resorts has initiated a wide-ranging safety and hygiene programme, Health & Safety Assured,  
for all its guests and team members. The programme covers the entire guest cycle from reservation to check-out, 
simultaneously providing a safe and clean environment for customers and Cygnett team members. 

Cygnett assures health and safety

The programme – Health 
& Safety Assured – is de-

signed around all the key guest 
touchpoints and compromises 
all essential protocols and 
guidelines from World Health 
Organization (WHO) as well 
as central and local health-
care agencies. Emphasis 
has been laid on providing a 
deep-cleaned and sanitised 
environment across all areas.  
Key foundations of the pro-
gramme are laid upon spotless 
rooms, safe public spaces, 
social distancing, F&B hygiene, 
and safe handling procedures, 
technological changes and  
enhancements, safety meet-
ings, hygiene kiosks, trained 
and sensitised staff, and  
no-contact payments.

Cygnett Hotels and Resorts is 
a technologically savvy com-

pany that has 35 hotels across 
33 locations in two countries. 
Its multi-brand portfolio and a 
multidirectional approach give 
it the edge to cater to the rap-
idly changing hotel industry  
on the founding tenets of  
hospitality: quality, comfort  
 and 'Cygnetture' service. 

Cygnett Hotels is developing and 
has developed various techno-
logical and Artificial Intelligence-

based programmes for its front 
office and F&B teams, which will 
assist them in performing their 
functions while maintaining so-
cial distance from the guest. 

This will also help guests com-
ing to Cygnett hotels to enjoy the 

same services, albeit in a touch-
less manner. At present, the 
group has updated its Property 
Management Solution (PMS) to 
provide contactless check-in and 
check-out using mobile Apps, 
and has even introduced QR 
code-based menus. 

Addressing the gathering at 
the launch of this special pro-
gramme, Sarbendra Sarkar, 
Managing Director & Founder, 
Cygnett Hotels & Resorts, said, 
“This was a jolt back to reality. 
As a society, we need to respect 

each other and work collectively 
to restore the balance that has 
been offset. We will be resilient 
in our approach. The hospitality 
group will work towards encour-
aging travel, and will adhere to 
paramount safety and hygiene 
protocols – even more so today.”  
 
The group's vision continues to 
be creating value for its guests 
who have, year after year,  
invested their time, expectations 
and faith in the group.  

TT Bureau

As a society, we 
need to respect each other 
and work collectively to 
restore balance  

www.grthotels.com
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ABTO & ATTA join hands

Association of Buddhist Tour 
Operators (ABTO) and Asso-
ciation of Thai Travel Agents 
(ATTA) have signed an MoU 
for the promotion of tour-
ism throughout the world,  
especially in Asian coun-
tries. The alliance was made 
possible through the efforts 
of Bangon Jansanthia, 
Committee Member, ATTA & 
Advisor, ABTO - Asia Pacific 
and Vichit Prakobgosol, 
President, ATTA.

As it turns out, hygiene has 
traditionally been, well, just 

a basic hygiene for hospital-
ity. For if you think about it, do 
you bother about hygiene when 
stepping into a hotel chain? It's 
definitely not top of the mind as 
it forms a very basic expecta-

tion that we have from hotels. In 
fact, we would rate hotels on a 
lot more than just hygiene, ser-
vice being the top-most of them.  

How is this changing in a post-
pandemic world? For one, so-
cial distancing is the only way 
to mitigate COVID-19. Then 
how do we suppose guests 
will feel comfortable being in 
the vicinity of several other 

people in close quarters? Let 
us look at the 2008 terrorist at-
tack incident that forced hotels 
to have security screenings. 
While guests may have cribbed 
initially, it became a norm eve-
rywhere. COVID-19 is no dif-
ferent, though this incident will 
require us to rethink hospitality 
from a hygiene point of view.  

Let me take an example to drive 
home the point. To check into a 
hotel, one would walk in and go 
to the counter where an agent 
would help with the details, take 
the credit card, get a sign and 
hand over the key. A bell boy 
would bring the luggage up to 
the room. Pretty simple! Now, 

let us look at how this would 
work in a COVID-19 world. The 
bell boy would be in a PPE suit 
because he comes in contact 
with so many people in the day. 
He would take your tempera-
ture to ensure you are healthy. 
He would offer you sanitisers 
before you enter, and then pro-
ceed to sanitise the bags. The 
front desk agent would maintain 
two-metre distance, probably 
be in a mask and proceed with a 
keyless check-in so that there is 
zero touch during the process. 

Hygiene - the new buzzword for a post-pandemic world and for business 
looking to re-open, the only parameter that matters! For Aditi Balbir, 
Founder & CEO, V Resorts, hygiene has always been important for hotels. 

‘Hygiene is the new service’

Hygiene is the  
new parameter and  
pretty soon, it will  
be the norm  

(Views expressed are the 
author’s own. The publication may 

or may not subscribe to the same.)

Aditi Balbir 
Founder & CEO 
V Resorts

www.tareps.com
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In a major stand-off over their pending merger agreement, Yatra Online has announced the termination of its  
merger agreement with Ebix Inc. and filed litigation, while the latter has denied any breach of agreement in its part 
and expressed plans to file a countersuit against the second largest online travel company of the country. 

Yatra calls it off, Ebix responds 

Yatra’s move
Online travel company Yatra has 
announced that it has provided 
notice of termination of its pend-
ing merger agreement with Ebix, 
Inc. and filed litigation in the 
Court of Chancery of the State 
of Delaware over Ebix's breach-
es of the merger agreement.  
 
The online travel company has 
also sought substantial dam-
ages from the latter over 
“breaches of represen-
tations, warranties and 
covenants in the merger 
agreement and an ancil-
lary extension agreement”.  
 
As detailed in the complaint, 
Ebix's conduct breached 
material terms of the agree-
ments and frustrated 
Yatra's ability to close the  
transaction and obtain the 

benefit of Yatra's bargain for  
Yatra's stockholders. Providing 
a business update, the company 
has said that on a stand-alone 
basis, Yatra has the strategic 
and financial resources required 
to continue its strategy to con-
solidate the corporate travel 
services sector in India, where it 
is currently the largest provider.  
 
Yatra believes it has 
a strong fi-

nancial posi-
tion to support the com-

pany over the coming quarters. 
As of June 4, 2020, the compa-
ny had US$32.5 million in total 
available liquidity and its current 
monthly run-rate operating fixed 
cost was approximately US$1.2 

million (excluding any litigation 
related expenses).

Ebix’s response
A day after Yatra Online an-
nounced termination of the 

said merger agreement, Ebix 
Inc., which was supposed 

to acquire the online 
travel company, issued 

a statement where 
it expressed strong 
disagreement to the 

allegations set forth by Yatra. 
Ebix intends to enforce all of 
its rights under the said merger 
agreement and is currently con-
sidering all options, including a 
countersuit against Yatra, on 
account of multiple breaches 
of the merger agreement. In its 
statement, Ebix said, “On May 
14, 2020, Yatra Online, Inc., a 

Cayman Islands exempted com-
pany limited by shares (“Yatra”), 
entered into an agreement (the 
“Fourth Extension Agreement”) 
with Ebix, Inc. (“Ebix”) extending 
the outside date of the Merger 
Agreement (the “Merger Agree-
ment”), dated July 16, 2019, 
by and between Yatra, Ebix and 
EbixCash Travels Inc., a direct, 
wholly-owned subsidiary of 
Ebix (“Merger Sub”) to June 4, 
2020 (the “Outside Date”). The 
Merger Agreement contained 
certain termination rights for 
Ebix and Yatra, including, among 
others, the right of either party 
to terminate the Merger Agree-
ment if the Merger has not been 
consummated on or prior to the 

Outside Date. The Outside Date 
was extended to June 4, 2020, 
in order to provide the parties 
with time to determine whether 
they could reach mutual agree-
ment on an amendment of cer-
tain terms of the Merger Agree-
ment. After the expiration of the 
Outside Date and the failure of 
the two parties to agree on the 
terms of an amended Merger 
Agreement by the Outside Date, 
Yatra terminated the Merger 

Agreement on June 5, 2020, 
and filed suit against Ebix in the 
Delaware Court of Chancery for 
breach of contract. Ebix worked 
diligently to fulfil its obligations 
under the Merger Agreement and 
thus strongly disagrees with the 
allegations set forth in the com-
plaint. Ebix intends to enforce 
all of its rights under the Merger 
Agreement and is currently con-
sidering all options, including 
a countersuit against Yatra, on 
account of multiple breaches 
of the Merger Agreement." Ebix 
had offered to acquire Yatra at 
an enterprise value of US$336 
million and a net equity value of 
US$239 million to boost its port-
folio of Indian travel ventures.  

A travel sentiment study of the US & Canada reveals that while almost a third of 
Americans will wait till 2021 to travel again, 37% don’t expect their next air trip to 

be until sometime after May 2021.

TT Bureau

www.ektta.in
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During ATM Virtual’s session ‘Conversational Commerce for Travel Brands’, experts from Facebook provided  
insights on what travel technology will have to offer beyond 2020, stressing on the potential of ‘c-commerce’ in  
helping travel and hospitality brands connect and transact with consumers.

C-commerce, the new way to engage 

Amidst a huge crisis like the 
COVID-19 when interaction 

and communication with travel 
brands is gaining importance, 
especially with evolving tech-
nology, people have increas-
ingly turned to messaging 

platforms to stay connected 
and get reliable information 
as well as transact with travel 
brands, from airlines to hotels 
and OTAs. In fact, supporting 

data from Facebook says that 
over 20 billion messages are 
currently being exchanged with 
businesses every month on 
their platform, Messenger. The 
Facebook-led session focused 
on unlocking the potential of 
conversational commerce, or 
c-commerce, where people and 
businesses connect through 
a chat window with the intent 
to drive purchase of goods or 
services. This behaviour has 

rapidly become mainstream 
across the globe and helping 
brands to engage with custom-
ers in powerful and fresh ways, 
as communities around the 
world come together to deal 
with the pandemic. 

For Sara Gentile, Head, Des-
tinations & Events, MENA, 
Facebook, travellers’ value 
personalisation from different 
brands will rise in a post-COV-
ID-19 world, with an estimated 

54 per cent travellers who 
choose to book with online 
travel agents (OTAs), choosing 
to seek on-location recognition 

from these brands. “Discounts, 
helpful tips and live updates 
will be the top three engage-
ments travellers will seek from 

aviation and hospitality brands. 
With the amalgamation of chat 
support with automated and 
Artificial Intelligence-driven 
systems, companies and 
brands can target offers and in-
formation to relevant travellers. 
This will increase relevance, 
which is exactly what people 
want, with an overwhelming 
majority more likely to buy 
from brands that remember 
who they are and that provide 
choice-based recommenda-
tions,” she says.  

Ameen Malhas, Head, Avia-
tion & Hospitality, MENA, 
Facebook, believes that mes-
saging and social media chats 
must be sophisticated and re-

sponsive to meet needs of the 
consumers – especially during 
such challenging times of cri-
sis when travellers want inter-
actions to be fast and efficient 
with brands and companies 
they prefer. 

“A messaging system  
which is executed correctly  
with a clear strategic role,  
anticipates what con-
sumers want to  
talk about with the help of  
innovative technologies such 
as Artificial Intelligence (AI) 
and is built around a strong 
ecosystem which can be a 
powerful and convenient tool 
for engaging consumers and 
driving purchase intent.”  

Manas Dwivedi

Ameen Malhas
Head, Aviation & Hospitality 
MENA, Facebook

Discounts, helpful  
tips and live updates  
will be the top three  
engagements travellers  
will seek from aviation  
and hospitality brands

- Sara Gentile

A messaging  
system anticipates what 
consumers want to talk 
about with the help of  
innovative technologies 
such as AI

- Ameen Malhas

New Zealand has declared itself COVID-free, after health officials there revealed 
that the last known infected person had recovered. The country had no new cases 

reported for 17 days before the announcement was made. 

Sara Gentile
Head, Destinations & Events 
MENA, Facebook
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Stay with Pride at Delhi & B’lore

Lords Inn Jammu is all set

Pride Hotels is ready to welcome guests with sanitisation measures in place at its Delhi and Bengaluru properties. The 
group has been following a rigorous cleaning and hygiene protocol, while its associates have been receiving enhanced 
training on health & safety measures relevant to the current situation. 

Staff at the Grand Plaza Lords Inn Jammu, situated in the heart of the city, has been busy preparing to welcome guests. 
The reception staff has been provided with protective gear and housekeeping staff has been trained on disinfecting 
guest rooms and public places. 

Virtual products may soon 
become a new reality for 

the travel industry. Riyaz UC, 
Managing Director of Spice-
land Holidays, has found an 
innovative way to survive in 
the COVID-19 struck industry. 
He has launched a seven-day 
virtual wellness package that 
is a blend of authentic Kerala 

Ayurvedic concepts and yoga. 
Riyaz explains, “People around 
the world are mentally and emo-
tionally depressed right now. 
They want to get rejuvenated but 
there is no way they can travel 

to Kerala or any of the wellness 
destinations. I have created a 
seven-day wellness retreat that 
has a panel of experts who 
will guide people on various 
things such as meditation, yoga 
asanas, and the right diet with 
live cooking demonstrations. It 
has guaranteed results.”

Riyaz adds that this is also an 
opportunity for agents to earn 
some commission. “This prod-
uct is for the global market. 
We are selling this package at 
Rs10,000 (or US$ 150) and 

travel agents can earn a com-
mission of up to US$ 40 per 
package. This is a new source 
for earning revenue for them,” 
he says. 

Spiceland Holidays is a Kochi-
based destination management 
company and one of the largest 
in South India and Sri Lanka. It 
has partnered with Mumbai-
based yoga expert Shikha Me-
hta, and a renowned Ayurvedic 
doctor, Dr Anvar, to launch this 
virtual wellness retreat called 
‘Revitalise’ and will offer tailor-
made programmes.

Riyaz adds, “We will pro-
mote the product through our  
business partners across 
India as well the rest of the  
world through social media. 
Our initial target is 10,000 peo-
ple and we hope that at least 
40 per cent of them will come 
back for a physical wellness 
retreat once the pandemic is 
under control.”  

Kochi-based Spiceland Holidays has created a virtual wellness product 
that can offer B2B agents a new source of revenue in these challenging 
times. The company is aiming for 10,000 customers in the first phase.

A new revenue model

Hazel Jain

Riyaz UC
Managing Director 
Spiceland Holidays

We are selling this 
package at `10,000  
(or US$150) and travel 
agents can earn a 
commission of up to  
US$40 per package  

www.pridehotel.com
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In a show of extreme goodwill, 
Guideline Travels is offerings its 

trade partners and clients cash 
refunds for cancelled bookings 
with a minor charge. Pradeep 
Saboo, Partner, Guideline Trav-
els, reveals, “We are offering 
the option of cash refund to 
our agents and clients in lieu of 
cancelled bookings with a minor 
charge which is minimal. This 
move will help people in their 
time of need and hope that it 
will create goodwill for us. I’m 
sure that my clients will return 
once it’s safe to travel. We have 

invested lakhs in the business to 
ensure we have a steady cash 
flow.” He adds that instead of 
hosting parties and doing mar-

keting campaigns later, he would 
rather opt to do this right now. 

Guideline Travels re-opened their 
head office in Mumbai on June 
10, 2020 with minimal staff. “We 
started mainly with our account-
ing team as well as one team 

member each for our cruise, out-
bound and M!CE departments. 
We expect domestic travel to 
start off from September 2020, 
and short-haul international 
travel to close-by destinations 
such as Dubai and Singapore by 
Diwali,” Saboo adds. 

In terms of cruising, he 
shares that Jalesh Cruises will  
start their sailings from Septem-
ber 18, 2020.  

Just when credit shells looked like they were becoming a norm in the 
tourism industry, Mumbai-based tour operator Guideline Travels is  
offering the option of cash refunds with a minor charge.  

Guideline offers cash refunds 

Hazel Jain

Pradeep Saboo
Partner 
Guideline Travels

This move will  
help people in their time  
of need and hope that  
it will create goodwill  
for us  

Travelport Worldwide has 
received commitments for 

$500 million in financing from 
affiliates of existing owners Siris 
Capital Group and Evergreen 
Coast Capital, the private equity 
affiliate of Elliott Management 
Corporation, and an additional 
$500 million of available financ-
ing capacity. According to a 
release by Travelport, the invest-
ment provides it with the liquidity 
needed to continue to exceed the 
expectations of its customers 

despite the impact of the COV-
ID-19 pandemic. It also allows 
Travelport to continue to invest in 
its industry-leading technology 
and next-generation platform to 
ensure it is positioned for growth 

as travel returns. Greg Webb, 
CEO, Travelport, says, “COV-
ID-19 and the governmental re-

sponse to the pandemic has had 
a negative impact on the travel 
industry, including our business, 
and we appreciate the increased 
support from Siris and Evergreen 
as we work to get through this 

challenging time. Their unwaver-
ing commitment and new capital 
ensure that we can continue to 
meet the needs of our custom-
ers, support our employees and 
take steps to emerge from this 
global health crisis in a strong 
position. With the support of 

our investment partners, we are 
confident in the long-term vi-
ability of our business and we 
remain committed to continued 
technology investments and our 
transition to a next-generation 
platform.” Frank Baker, Co-
Founder & Managing Partner of 
Siris Capital, has said that Siris is 
committed to Travelport’s future 
success and growth.  

Travelport has received new investment from affiliates of Siris  
Capital and Evergreen Coast Capital, which would allow it to pump a  
handsome sum into technology and its next-gen platform. 

Travelport gets more funds 

Nisha Verma

Greg Webb
CEO 
Travelport

New capital ensures 
that we continue to meet 
the needs of customers, 
support employees and 
emerge from this global 
health crisis  
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Whether you’re looking for a full-blown Bangkok adventure, a romantic getaway or simply want to chill out,  
X2 Vibe Bangkok Sukhumvit, by Cross Hotels & Resorts, has got you covered with experience packages that  
include unlimited BTS rides, Muay Thai training sessions, spa treatments and romantic dinners. 

Adding a fresh Vibe to Bangkok

From the delightful ambience 
in the lobby lounge to the 

exquisite serenity of Yan Spa, 
X2 Vibe Bangkok Sukhumvit 
offers guests a unique experi-
ence unlike any other hotel in 
Bangkok. A saltwater pool and 
sundeck & bar complement 

the fitness and spa facilities. 
Casual dining is available in 
the signature 4K Café, where 
scrumptious Thai fusion as 
well as Western dishes are 
served.

The hotel is perfectly located 
in the On Nut residential area 
of Bangkok – away from the 

chaos but close to the action. 
Shopping malls, supermar-
kets, bars, restaurants, coffee 
shops, markets and the full 
vibrancy of Bangkok is right 
at its doorstep. The vibrant 
nightlife scenes of Ekkamai 
and Thong Lo lend another 

amenity to life in this eclec-
tic, up and coming corner of 

Bangkok. Just a few minutes 
from BTS On Nut, the hotel 
offers guests the very es-
sence of a true design hotel 
experience with the youthful 
and chic ambience of the X2  
Vibe brand. 

With a focus on design, the 
trendy 7-storey hotel features 
145 uniquely designed rooms 
as well as 121 luxury residenc-
es. These residences, avail-
able for shor t and long-term 
rental include studios, one 
and two-bedroom residences, 
as well as an ultra-luxurious 
three-bedroom duplex. 

The hotel offers 123 Standard 
rooms, 10 Superior rooms, 

12 Suites, 85 Studios, 28 
one-bedroom residences, 7 
two-bedroom residences and 
1 three-bedroom residence. 
Each room is equipped with 
individually-controlled air con-
ditioning, cable and satellite 
TV, Wi-Fi, electronic safe, cof-
fee and tea making facilities, 
working desk and minibar. 

What’s nearby
Endless discoveries can be 
made within 20km of X2 Vibe 
Bangkok Sukhumvit, including 
the Hof Ar t Space Sukhum-
vit, the Em Shopping District, 
Terminal 21 and local mar-
kets. Guests can also wander 
around and enjoy the city’s 
fine ar t and architecture.  

TT Bureau

Antonio Guterres, the UN Secretary General, has said that “Tourism can be a 
platform for overcoming the pandemic. By bringing people together, tourism can 

promote solidarity and trust.”

www.tripsiq.app
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Safety at every step...

Since the start of the COVID-19 pandemic, Scoot has implemented several measures to safeguard the health of its  
customers and crew. It is further enhancing its operational procedures and introducing additional precautionary  
measures to allow customers to travel with even greater confidence. 

Sri Lanka will welcome travel-
lers from across the world 

starting August 1, 2020, as the 
country has successfully con-
tained COVID-19. Announcing 
the same, Kimarli Fernando, 
Chairperson, Sri Lanka Tourism, 
said, “Sri Lanka Tourism will pro-
vide international visitors with the 
highest standards of safety as 
we embrace tourists from across 
the world to experience the beau-
ty of our paradise island once 
more. The Sri Lanka Tourism 

Development Authority (SLTDA) 
has put in place all precautions 
recommended by global health 

and travel authorities to re-open 
the country to tourists.”

Colombo's Bandaranaike Interna-
tional Airport (BIA) and Ratmalana 
International Airport (RIA) as well 
as Hambantota's Mattala Raja-
paksa International Airport (MRIA) 
will be opened from August 1, 
2020, for international travel-
lers from all nations. The issuing 
of visas will be only online and 
must be applied for prior to travel.  
 
Tourists will not have to un-
dergo quarantine procedures. A 
mandatory health screening and 
sanitising process including a 
PCR test will be conducted at the 
arrival airports free of charge for 
tourists, and all travellers will be 
transferred through pre-booked 
transportation to designated 
hotels in close proximity to the 
airport, to await their PCR test 
results which would be expected 
within 24 hours. First night pend-
ing the test result could be in a 
selected certified hotel, depend-
ing on arrival airport. 

Sri Lanka Tourism has announced that it will open for international  
tourists from August 1, 2020, and has put in place protocols, safety 
measures and visa regulations for incoming tourists. 

August opening for tourists 

Nisha Verma

Kimarli Fernando
Chairperson 
Sri Lanka Tourism

Online visa procedure and requirements 
for tourists 
v A negative PCR test report from an accredited laboratory taken 

within 72 hours prior to landing in Sri Lanka 
v A confirmed travel itinerary covering at least 5 nights at certified 

accommodations. 
v A valid return air ticket
v Travel insurance with health and hospitalisation cover
v A visa fee of US$100 will be applicable
Tourists will not have to undergo quarantine procedures.

www.tradewingsEdu.com
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 We are speaking to our cli-
ents across all segments via 
tele calls and mails, assuring 
them on security and safety. At 
present, the utmost priority is to 
gain confidence of travellers with 
implication of stringent health 
and safety measures across 
all departments at our hotels. 
We have refreshed our service 
standards across the globe. 
Some of the most frequent que-
ries are related to contactless 
check-in and check-out.   We worked on an extensive 

outreach programme and con-
nected with close to 100,000 
members. Furthermore, a 
unique offering complimentary 
to our guests is the ‘holiday in-
surance’ product that covers the 
guest from home-to-resort-to-
home and encapsulates features 
like trip cancellation, emergency 
treatments, etc. loss with a value 
up to Rs3 lakh per person.  

 We connect with clients on 
calls, send them personalised 
messages asking about their 
health and well-being, share 
emailers about our readiness 
towards guest safety and hy-
giene, and engage them with 
us through fun activities from 
home. It is our responsibility to 
be transparent with our guests 
and clients, and it’s their right to 
know the minutest detail when it 
comes to their safety. 

 Though everything had 
come to a standstill during the 
lockdown, we as a team were 
dedicated towards touching 
base with our clients through 
mails, texts and calls. We were 
concerned about their well-being 
and health. Clients were equally 
concerned and are confident of 
our readiness at our properties 
with regard to COVID-19. Our 
team is reverting appropriately, 
while ensuring to build confi-
dence in them.  

Rohit Chopra 
Regional Director - Sales & Distri-
bution, Accor - India & South Asia

Sandeep Singh 
Managing Director 
Goldstone Hotels and Resorts 

Hotels and hospitality brands across the country are constantly engaging with clients, and guests, as they prepare to 
open for business. From answering queries regarding opening of hotels to their preparedness in combating COVID-19, 
hotels are making sure that clients and guests feel safe and are confident, before they begin business. 

Hotels keep clients apprised

 There are two things we are 
focusing on to provide to anyone 
who is preparing to get back to 
business - awareness and confi-
dence. We are using this time to 
develop emotional connections 
through regular interactions over 
phone, email and video calls 
with our clients. We aim to build 
a community of closely-knit 
business partnerships through 
regular communications on vari-
ous hotel initiatives. 

Akash Kalia 
Commercial Director 
DoubleTree Suites by Hilton 
Hotel Bangalore

 We have been connect-
ing with our guests virtually, to 
ensure they stay motivated and 
strong. We have extensively 
used our direct connect with 
our guests and also utilised so-
cial media to inform them about 
new safety measures, which are 
being undertaken at our hotels. 
From organising online culinary 
demos to sharing recipes and 
engaging them in fun activities, 
our team has been in touch  
with guests.  

Vikas Suri  
Senior Associate VP 
Lords Hotels and Resorts

Davinder Juj 
General Manager, Eros Hotel  
New Delhi Nehru Place 

Vikram Lalvani 
Chief Officer - Revenue 
Management & Sales 
Sterling Holiday Resorts 

Inputs by Nisha Verma

www.izi.travel
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Raising the hopes of the 
industry high, Mahendra 

Singh, Chapter Chairman – Ra-
jasthan, Association of Domes-
tic Tour Operators of India (AD-
TOI), says that his members 
have already started receiving 
queries from domestic clients. 
“We expect domestic move-
ment to start from Dussehra 
and Diwali vacations if the 
situation becomes normal. The 
queries we are receiving are 
from clients from West Bengal, 

Punjab and Gujarat and they 
are looking for short Rajasthan 
tours,” he reveals. 

Monuments have already been 
opened since June 1, 2020. 
“Regarding hotels and restau-
rants, the Central and State 
ministry has already decided 
to open them. The hotels and 
restaurants will have to follow 
a strict safety guideline which 
has already been shared by 
the ministry. We are also train-
ing our tourist guides and they 
will be available once the tour-
ist movement starts. Since 
Rajasthan is a popular tourist 
destination of India, we are 

making sure that every tour 
operator follows strict safety 
guidelines so that every tour-
ist visiting us is safe,” Singh 
adds. The Chapter recently 
created a video that featured 
all its members inviting viewers 
to visit their state. Speaking on 
behalf of his members, Singh 
also said that they will be look-
ing to renegotiate contracted 
rates with their suppliers and 
vendors as it will be helpful to 
offer some good discounts on 
tour packages and attract tour-
ists. Meanwhile, as per Central 
government guidelines, tour 
operators in Rajasthan have 
been offered financial sup-
port through banks to MSMEs 
based on turnover. 

If the situation becomes normal, Rajasthan expects to see some tourist movement 
from Diwali, says Chapter Chairman of Association of Domestic Tour Operators of 
India (ADTOI), Mahendra Singh. 

We expect business from Diwali

Mahendra Singh
Chapter Chairman – Rajasthan 
ADTOI

Media Partners:

june 2020
Hotelogix Webinar 1 pm  16

GMR Aviation webinar 4 pm  16

IATA Industry restart webinar 4:30 pm 16-18

CAPA Masterclass  4 pm 17

Hotelbeds Webinar 8:30 pm  18

IATA passenger experience  
webinar series 6:30 pm             18 
                      -July 15

 International Day of Yoga Worldwide 21

CTC Online Masterclass 8:30 am  24

Hong Kong Tourism Global  
Online Forum 12:30 pm 24

ASEANTA Webinar 3:30 pm  25

Happy Tours-Slovenia Tourism Webinar 3 pm 25

CAPA India Webinar 5 pm 26
For more information, contact us at: talk@ddppl.com

Hazel Jain

The queries we  
are receiving are from 
clients from West Bengal, 
Punjab and Gujarat  

Rajasthan waives entry fee for two weeks
The state government has decided not to charge any entry fee for the 
first 15 days after the reopening. Rajasthan has 342 protected monu-
ments and 32 of them are ticketed. From the third week, the monu-
ments will open daily and 50% discount will be offered on the ticket 
amount till October 31. Monuments, except those falling in curfew 
areas, will be open four days a week: Tuesday, Thursday, Saturday 
and Sunday for the first two weeks.

Rikant Pittie, Co-Founder, EaseMyTrip.com, along with other OTAs, met tourism minister Prahlad Singh Patel and 
discussed revival measures, including safety & security at hotels and destinations, homestays and guest houses 
as alternative stay options, reducing the GST, waiving off TCS, and virtual tours to engage out-of-work guides.

‘Must keep our faith in the government’

Rikant Pittie, along with 
other OTAs, apprised the 

minister on why hotels in the 
country should be opened, 
and the need for hygiene  
& safety provisions for  
people who’d want to  
resume travel. 

“A lot of discussion happened. 
We requested that the entire 
industry wants hotels to be 
opened, because that’s one 
thing where tourism will re-
ally star t. The minister is also 
quite focused on doing that 
and has been getting similar 
requests from other industry 
members,” Pittie informed.

The delegation discussed oth-
er issues as well and elaborat-
ing on them, Pittie said, “We 
deliberated on how we can 
actually help in getting a safe 
and secure atmosphere for 
the people who would want 
to get into the domestic tour-
ism market, especially for pil-
grimage or religious tourism, 
which was one of the major 
domestic travel segments 
even before the pandemic. 
We suggested that there 
should be cer tain norms that  
could be followed when  
people visited such places, 
including set timings, bar-
code system for identifying  
who is entering, proper 
sanitisation before entering 

the facility, and the use of  
mask and gloves to be made 
mandatory.”

He added, “We have also re-
quested opening of govern-
ment guest houses, where 
sanitising can be done every 

day, as today people would be 
more interested in living in a 
homestay facility, a small hotel 
or even a guest house, as they 
are considered secure. People 

can be asked to maintain social 
distancing at such properties, 
by the government as well.” 

Scope for tour guides
One impor tant issue the del-
egation brought up was of tour 
guides and the possibility of 
having vir tual tours. 

Pittie shared, “We talked about 
tour guides because many 

of these guides are sitting 
at home as they don’t have  
anything to do; they are  
freelancers and are not em-
ployed by any tour company. 
Hence, we have requested 
the government to consider 
the possibility of vir tual tours, 
wherein the tour guide can go 
to tourist places or monuments 
and guide people around 
vir tually, instead of hav-
ing them physically travel to 
these places. They can take 
a group live in small batch-
es, on any one of the digital  
platforms available.”

When asked about the  
minister’s response on the 
suggestions, Pittie said, “The 
Ministry is already working 
on suggestions given by us 
and other stakeholders. We 
must keep our faith in the 
government that they would 
do something good. The focus 
is on domestic tourism cur-
rently. In fact, we were called 
by the MOT to have a meet-
ing with the Minister, and this 
is one of their own initiatives  
to understand the real pain 
of the end user. We should  
appreciate this.”  

Nisha Verma

We deliberated on 
how we can help in getting 
a safe atmosphere for those 
who’d want to get into the 
domestic market  

Rikant Pittie
Co-Founder 
EaseMyTrip.com

Other suggestions
The delegation also spoke to the government about defer-
ring of TCS entirely, which is a long-standing demand of 
the entire industry. It also delved on the topic of reduction 
of GST, especially for hotels, as customers travelling now 
may not necessarily be as economically sound as they were 
earlier, owing to the crisis, but would be looking to travel in a  
safe environment.

According to a new research from WTTC, prolonged travel restrictions and lack 
of urgency will result in the loss of $5.5 trillion in travel & tourism Gross Domestic 

Product. Governments must act now to save the sector. 
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As the world recovers from 
the impact of COVID-19, travel 
companies are incorporating 
several measures to ensure the 
traveller’s health and safety. The 
Safe Travel Barometer by videc, a 
boutique advisory and analytics firm 
focusing on the travel, tourism and 
hospitality industry, provides a ready 
guide on checks and protocols in 
place at airports, both domestic and 
international. Needless to say, these 
guidelines are updated as and when 
possible, given the dynamic nature 
of COVID-19 and its affect. 

The Safe Travel Barometer also 
provides similar data on airlines, 
hotels and amusement parks, and 
the company has recently updated 
its website (in some categories it is 
in the process of updating) to include 
destinations, museums and cruises. 

Quick guide to airport checks

INDIGO
Gurugram
Venkataramani Sumantran has been appointed as an Independent 
Director on the Board of IndiGo, for a period of five years. He is 

currently Chairman and Managing Director of 
Celeris Technologies and has held this 

position since 2014. Sumantran has 
earlier served as Executive Vice-
Chairman of Hinduja Automotive, UK; 
Executive Director of Tata Motors; 
and Director, Advanced Engineering in 

GM-Europe, among other roles. He is a 
strategic advisor engaged in multiple 

domains, including automotive, mobility, 
digital transformation, aerospace and 

technology. He serves on several 
statutory boards. 

NOVOTEL HOTELS AND THE BHEEMILI RESORT
Visakhapatnam
Ravi Rai has been appointed as Cluster General Manager – Novotel 
Visakhapatnam, Vijaywada and The Bheemili Resort. A resourceful 
professional with over 20 years of experience in 
the hospitality industry, Rai has a history of 
providing effective leadership with focus 
on total organisational coordination to 
effectively manage operations. Prior to 
moving the new position, he was General 
Manager at Hilton Mumbai International 
Airport. Through his career, he has played 
strategic roles at senior positions entailing 
driving strong business performance and 
developing financial governance 
strategies.

COURTYARD BY MARRIOTT
Bhopal
Rakesh Upadhyay has been appointed as General Manager at 
Courtyard by Marriott Bhopal, which is situated a short walk from 
top city attractions, the DB City Mall, Bhopal 
Junction and the green gardens of Chinar 
Park. With demonstrated history of working 
in the hospitality industry and over a decade 
of experience, he is skilled in F&B, hotel 
management and banquet operations, 
among others. In the new role, apart from 
the traditional responsibilities of a General 
Manager, Upadhyay will also need to 
ensure that the new safety and 
health guidelines are being 
diligently adhered to.   

ONE REP GLOBAL
New Delhi
One Rep Global has appointed Mayank Tuteja as Director of Sales 
in Delhi. He comes with over 12 years of rich experience across 
global luxury hospitality brands, notable 
amongst them are IHG, The Imperial, Hyatt 
and till most recently, Tuteja was also a 
pivotal member of the Leading Hotels 
of the World office in India. At One Rep 
Global, he will expand the customer base 
while fostering relationships with existing 
par tners across luxury travel agents, 
tour operators, M!CE companies, event 
planners and high-end luxury operators, and 
forge new tie-ups.

OYO HOTELS & HOMES
Gurugram
OYO Hotels & Homes has announced the appointment of W Steve 
Albrecht as Non-executive Director on the company’s Board of Directors. 

Albrecht will play a supervisory role and guide the 
Founder and the management on key business 

decisions. His academic pursuits as a lifelong 
learner and educator are also a goldmine of 
insights on the hospitality industry for the 
company. His experience in audit and setting 

high standards of corporate governance as 
a board member of companies, is highly 

acclaimed in the corporate governance field. 
Albrecht is a former president of the American 

Accounting Association and the Association 
of Certified Fraud Examiners.

TRAVEL AND TOURISM ASSOCIATION OF GOA
Goa
Nilesh Shah, a veteran in the travel trade, has been appointed as the 
new President of the Travel and Tourism Association of Goa (TTAG) 

as the tenure of the incumbent president Savio 
Messias ended May 2020. The election of 

the apex tourism body was held in the 
capital city of Panjim, when the new Travel 
and Tourism Association of Goa president 
was unanimously elected unopposed. 
Shah is also a partner and founder of 
Purshottham Bhagwan and Associates 

– a 28-year-old travel and tour company. He 
will hold office from 2020 to 2022.



www.facebook.com/PhilippinesTourismIN
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Q How is Emirates coping with 
the current situation?

The airline is currently in sus-
pense. Although a lot of aircraft 
have been deployed as freight-
ers, passenger operations have 
been stopped since March 25, 
2020. I don’t think I have seen 
anything like this in my career. 
We are now faced with big 
structural problems in the airline 
industry. Change is afoot and 
my belief is that there is suf-
ficient resilience in the global 
economy to take this as long 
as it doesn’t go on for too long. 
We were hoping that things 
might start easing up a bit by 
second half of May but clearly, 
they haven’t. We have had some 
casualties of operations at the 
moment. It is a step we had 
to take; we just can’t keep our 
employees doing nothing for so 
long and will have to let some of 
them go, unfortunately. 

Q Which airlines do you think 
will survive this pandemic?

Those airlines that have a lot of 
domestic operations will be at 
an advantage. For airlines that 
are in the medium to long-haul 
category, it is obviously go-
ing to be more difficult. The 
country-access conditionality 
and the on-board protocols are 
all the large unknowns at the 
moment. So, it makes planning 
for a resumption quite compli-
cated. We have a 24x7 watch 
on it as countries start to re-

lax their access requirements. 
But I see some difficulties as I 
don’t believe they will open at 
the pace we would like. I think 
there will be a degree of what 
they call the bubble effect, i.e. 
countries selecting other coun-
tries that are relatively COVID-
free and therefore allowing ser-
vices between those countries 
to resume. But we are still in 
early days.

Q How will the empty  
middle-seat affect airline 

economics?
If we start leaving seats in the 
economy inventory open or un-

sold because of physical dis-
tancing, we have to be consist-
ent about it. There is no point 
just leaving the seats empty 
next to you because the seat 
behind you will have someone 
sneezing or coughing. So what 
it basically means is that you 
would have to take 50 per cent 
of your economy inventory out. 
But the math doesn’t stack up 
for anybody to do that. The air-
line business models, whether 
they are LCC or long-haul, 
require high volumes at low 
margins, unfortunately. If you 
start interdicting this business 
model then the math starts 
to become adverse and it be-
comes more difficult. 

Q What is your prediction on the 
aviation industry recovery? 

Eventually we will get over 
this. But the next six to nine 

months are going to be tough. 
My instinct is telling me that if 
we can get a massive inocula-
tion global programme (much 
like polio) going by Q1 of 2021, 
we have a fighting chance. Then 
we will see things start to come 
back to normal. Then we will see 
by summer of next year quite 
a large uptick in travel both in 
short-haul and long. And we 
are ready for that. We can ac-
tivate our fleet probably within 
48 hours if we have to. We are 
always in the state of readiness. 
Going into 2023-24, demand 
will start to come back to nor-
mal and Emirates will be able to 
operate its network as it was and 
hopefully successfully as it was. 

Q How will airlines fill the 
seats on the A380 in the 

short term?
Yes, there will be diminished 
demand. People think that the 
corporate and business seg-
ment will diminish significantly, 
but I am not of that view. I do 
believe we will get them back. 
And an aircraft like the A380 will 
come back into its own again. 
They will stop producing them 
next year, 
b u t 

we will continue to use our fleet 
meaningfully. 

Q What do you think of 
government bailouts?  

Private enterprises that never 
had any subsidies are now 
receiving large amounts after 
the government has realised 
that they will not survive unless 
they are bailed out. When that 
money runs out is anybody’s 
guess. If you do not get this 
industry operating quickly, all 
the money that has gone into 
those companies is absorbing 
all the cash obligations. But, 
it presupposes that you will 
start to fly profitably, generat-
ing positive cash flows in the 
next few months. I don’t see 
the scale of these companies 
meet their cash obligations.  

In a no-holds-barred interview, Sir Tim Clark, President of 35-year-old Emirates Airlines, 
shares an update on the airline and his views on the industry. He also talks about the  
burning topic of the day for aviation - keeping the middle seat empty. 

Hazel Jain 

Empty middle seat pointless

If we can get a 
massive inoculation  
global programme  
(much like polio) going  
by Q1 of 2021, we have  
a fighting chance  

Emirates Airlines is the larg-
est customer for Airbus' 
A380 superjumbo jet with a 
total order of 123 units. The 
airline is planning to replace 
the aging giant jetliner with 
the 777X series.

Did you know?

https://tourismbreakingnews.com/tag/travtalk/
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