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Haven't booked your holiday yet?
Pock your bags and celebrate this New Year in Abu Dhabi with fun-filled new attractions, adventures, and traditional Emirati Hospitality.

‘New Year packages starting at USD-350 per pax.
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Welcome
to Arabia

Mesmerizing Saudi Arabia

Inclusions: Accommodation with Breakfast, Return Airport Transfers
by Private Vehicle & Sightseeing on SIC

Ultimate Jeddah Ultimate Riyadh

04 Days From US$ 457* pp 05 Days From US$ 597* pp

Highlights: Jeddah City Tour, OQbhur Beach Highlights: Rivadh City Tour, Ushaiger Tour
with Lunch & Diriyvah Tour

Discover Alula

04 Days From US$ 913* pp

Highlights: Hegra Tour, Elephant Rock &
Old Town Experience

Remarks: Rates are based on per person in TWN/DBL sharing basis. Rates are subject to change
without prior notice and are subject to avallability. Valid till 15Dec’2023, *T&C Apply

Ottila International Pvt. Ltd.

Mumbal (Registered Office & Corporate Headquarters) : 022 6720 5000
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The Ministry of Tourism, Govt of India, in collaboration with
key stakeholders, showcased the rich and vibrant tourism

offerings of the country at WTM London 2023.

“YTT Bureau

he Ministry of Tourism,
TGovernment of India, along

with  various  stakehold-
ers, including tour operators
and state tourism departments,
made a significant presence at
WTM London from 6-8 Novem-
ber 2023. Taking up space of 650
sq.mt., the Incredible India Pavil-

cased diverse tourism products
and series of transformative ex-
periences for travellers to India
under the theme ‘Incredible Indial
Visit India Year 2023".

The inauguration of the Indian Pa-
vilion was graced by the presence
of V. Vidyavathi, Secretary, Min-
istry of Tourism, Government of
India, Vikram Doraiswami, High
Commissioner of India to the UK

and Rohan Khaunte, Minister of
Tourism, Government of Goa. Af-
ter the inauguration, the Indian del-
egation explored the Indian Pavil-
ion and participating state booths.
Vidyavathi actively participated in
the UNWTO-WTTC Tourism Min-
isters’ Summit focusing on ‘Trans-
forming Tourism through Youth
and Education’ at Elevate Stage.
She also interacted with important

ion at WTM 2023, London show- important stakeholders. 4

Dignitaries at the ribbon cutting ceremony at WIM London

Looking for new experiences?

Tourists are no more interested in old mundane itineraries and it is
critical to amend them depending on the choices and preferences of
individuals, suggest industry experts.

The most popular tours that we are selling are tours
where along with sightseeing we are able to provide unique
experiences like cycle rickshaw ride in old Delhi, the unique
ride in Akshardham Temple, the Sound & Light Show at Red
Fort. Similarly, the Aarti in Varanasi, adventure sports like
river rafting on the Ganges or water sports in Goa or ele-
phant/ camel rides in Rajasthan, village experience in Punjab
or participating in folk dances in Punjab, Uttar Pradesh and
Rajasthan. Participating in festivals like Holi, Diwali, Dusseh-
ra, Onam, visiting various pandals of Durga Puja are some of
the many experiences which foreign tourists coming to India
are looking for.

Subhash Goyal
Chairman

STIC Travel Group & Air Charter Group Contd. on page 10

Glohal politics at play

Homa Mistry, CEQ, Trail Blazer Tours India, discusses the impact
of geopolitical changes on tourism, with a focus on India. He also
highlights emerging trends and challenges faced by tour operators.

i
-

" Janice Alyosius

he tourism industry is a dy-
Tnamic sector that is easily

impacted by the geopolitical
situations and changing customer
preferences. Homa Mistry, CEO,
Trail Blazer Tours India, shares
the impact of recent geopolitical
changes on tourism in specific
regions, with focus on India.
“India, like many other coun-
tries, has experienced the effects
of geopolitical situations on its
tourism industry. For instance,

Homa Mistry
CEO
Trail Blazer Tours Indlia

Super Saver
Global Visa Deals

Live on Our Portal!

strained relations between India
and Canada have resulted in visa
problems, which have hindered
the flow of tourists between the
two countries. Similarly, ongoing
issues have led to a decling in
the number of Russian tourists
visiting India. While these chal-
lenges are real, there are positive
signs of recovery in other areas,
and it is predicted that India wil
reach at least 80 per cent of the
tourism figures from 2020,” he
says. Post-COVID, there has

Contd. on page 22 »
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TAF1 launches consumer campaign

The Travel Agents Federation of India (TAFI) has launched a nationwide consumer campaign to create awareness about
the benefits of booking through a qualified and authorized travel agent. The campaign, called ‘Without a Travel Agent,
You're on Your Own’, emphasizes on the importance of using an authorised travel professional.

" Hazel Jain

aking a cue from the Aus-
Ttralian Federation of Travel

Agents (AFTA), the Travel
Agents Federation of India (TAFI)
has recently launched a nation-
wide consumer campaign to
push their cause. Ajay Prakash,
TAFI National President, said,
“‘We have launched an exciting
campaign titled ‘Without a Travel
Agent, You're on Your Own’. It is
aimed at highlighting the pivotal
role travel agents play in assist-
ing customers overwhelmed by
numerous onling options.”

He said that the association had
been planning to run the national
campaign for educating people
about the benefits of dealing with
a travel professional. “Austra-
lian Federation of Travel Agents
(AFTA), which has recently re-
branded itself to Australia Travel
Industry Association (ATIA), has

Ajay Prakash
National President
TAFI

now created one big associa-
tion. They used to have a sticker
to identify themselves and stuck
it everywhere, including on their
car bumpers. The sticker men-
tioned ‘Without a travel agent you
are on your own’. And this is a
fact. Travellers have discovered

Suires & Convention

otel Integrated

with Bi

India Expo Centre & Mart

that while booking everything on
their own might be great, some-
times they miss out on the fine

¥
The TAFI campaign is
aimed at highlighting
the pivotal role
travel agents play in
assisting customers
overwhelmed by
numerous
online options

print and get in trouble,” Prakash
said. “Therefore, it is important
that the travelling public is made
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aware of the benefits of dealing
with a qualified and trusted travel
professional,” he added. Many
consumers think that the servic-
es of a travel agents cease once
they make a booking but that is a
common misconception. When a
travel agent is used to book one’s
travels, if anything goes wrong
during the trip, all they have to do
is call the travel agent.

Prakash also emphasised on the
importance of industry members
joining social media platforms
such as X to raise awareness
about issues that concern the
travel and tourism sector.

“Travel agents know the inside
scoop. They are professionals
who assist with all aspects of
travel planning and know exactly
what to do when one of their cli-
ents are experiencing any type of
travelling issues. A good travel
agent will truly go the extra mile
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for their clients by assisting them
with any of their travel needs be-

fore, during, and even after their
trip is over,” Prakash added.

TAFI calls off convention due to high airfares

TAF has called off its 2023 Convention, which was scheduled to take place
onboard Costa Serena from 4-7 November 2023. Prakash said, “We had to call
it off on account of the inordinately high airfares from across India into Mumbai.”
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Making heads turn

Ministry of Tourism recently participated in full
fervour at both ITB Asia as well as WTM Lon-
don, with senior MOT executives and huge del-
egations in attendance. Travel for LiFE remained
in focus for promotion by the MOT for both
events and India was showcased as a sustain-
able destination and its efforts towards eco-
tourism and wildlife tourism were highlighted in
both the Asia market as well as the UK market.
A lot of attention being given to ‘Travel for LiFE'
in this season, the country is hoping to revive its
inbound numbers back to 2019 and even more.
However, apart from a new positive campaign,
overseas tourism promotion efforts through
embassies need to be boosted as well, and we
believe that a combined effort with both pub-
lic and private stakeholders will create the right
impact for a new inbound year.

M!GE-ready for India

India’s outbound potential and its worth is no
secret for anyone in the world. In fact, Indians’
reputation for not just being great travellers, but
great spenders is being acknowledged globally.
This is being translated into countries, both short-
haul and long-haul looking at big numbers from
India. Hence, an increased focus on Indian M!CE
is being seen. Corporate and incentive groups are
leaving no stone unturned in making sure that
both new and existing destinations come up with
great deals and offerings for them before they
make a decision to send a group. NTOs do not
just today promote the destination, but also have
dedicated wings to promote and attract corporate

Indians willing to spend more

Indians are seeking richer, more fulfilling experiences and are willing to spend more on travel in 2024.
Short-haul destinations, food experiences, and sleep health are among important considerations for
them, reveals Skyscanner's ‘Travel Trends: Redefining value through experience in 2024’ report.

" Janice Alyosius

kyscanner, a global site
Sthat offers various travel

hacks and tools to help
travellers find the best deals
and destinations based on their
preferences and budgets, has
released a report, which offers
a comprehensive look at the
trends and behaviours influenc-
ing the travel industry and In-
dian travellers. The report, titled
"Travel Trends: Redefining value
through experience in 2024,
also combines exclusive flights
and hotels data derived from
millions of searches, an annual
consumer behaviour study, and
expert commentary to pro-
vide insights into the top travel
trends for 2024, along with the
10 most popular trending and
best-value destinations.

Commenting on the report,
Mohit Joshi, Skyscanner Travel
and Destination Expert, said that
they conducted the global survey
with approximately 18,000 par-
ticipants, including Indians. “In
2022, we observed a phenom-
enon known as ‘revenge travel’,
where people eagerly booked
holidays. Consequently, we saw
a significant surge in travel book-
ings. What we are observing
now is a transition from revenge
travel to a more thoughtful ap-
proach. This shift is influenced by
something known as the ‘travel
vibe', as Indian consumers have
expressed that the ambiance of a
destination significantly impacts
their travel decisions."

Film and entertainment influ-
ence on Indian travellers
According to the report, film and

entertainment have a significant in-
fluence on Indian travellers. 94 per
cent of Indian travellers are inclined
to visit a destination they have seen
on the big or small screen.

Additionally, 43 per cent of respon-
dents consider the overall 'vibe' of a
destination important when choos-
ing where to go in 2024.

Key travel vibes in India

The report identifies four key
travel vibes, and in India set-
jetting takes the lead. Set-jetting
refers to travellers seeking to
immerse themselves in the
iconic locations of their favou-
rite shows, embodying the Main
Character Energy.

The top destination that Indians are
inspired to visit in 2024 is Manali,
India, influenced by the movie Yeh
Jawaani Hai Deewani. This is fol-
lowed by Ladakh, India, inspired
by the movie 3 Idiots. London,
United Kingdom, and Paris, France
are also popular destinations for
Indian travellers, influenced by

The top trending destinations for Indian travellers

Destinations offering best prices to travellers in 2024

Trending | Destination % Price drop

1 Nice, France 39%

2 Geneva, Switzerland 28%

3 Tokyo, Japan 27%

4 Manama, Bahrain 24%

5 Baku, Azerbaijan 22%

6 Kuwait City, Kuwait 21%

7 Seoul, South Korea 21%

8 Doha, Qatar 20%

9 Dhaka, Bangladesh 20%

10 Johannesburg, South Africa 20%
shows like The Crown and Emily y
in Paris, respectively. 43 per cent Of
The report highlights several respondents in
other travel trends for 2024:
Gig Tripping: One-third of Indian the rgsearch
travellers (37 per cent) would iy consider the overall
short-haul to see their favourite 'vibe' Of a destination
artist live, and 79 per cent would |
consider attending a concert lmportant when
0verseas to save money. choosing Where
Budget Bougie Foodies: 59 per 10 00 I 2024

cent of Indian travellers have
booked a destination based on
a restaurant they want to visit.
Osaka, Japan, known as the
‘kitchen of Japan’, is the top
destination for foodies on a
budget in 2024.

Destination Zzzz: Indian travel-
lers prioritize sleep health and
consider visiting the realm of
sleep as one of the top activities
for their next holiday. Eighty-five
per cent of Indian travellers are
more mindful of their sleep health
today compared to a few years
ago, and 66 per cent have report-

ed improved sleep quality during
their holidays.

Commenting on the findings, Joshi
said, “The desire to explore and
make the best out of holidays with
richer, more fuffiling experiences is
evident among Indian travellers, as
they (63 per cent) are budgeting to
spend more on travel in 2024. The
strong demand for travel in India
coupled with the focus on cultural
exploration next year, are reasons
why a travel metasearch can bring
value to Indian travelers.” #

. . q R 0 -
and business events from India. We recently saw WL LTt * Search increase
Yegifam [ ey f 1 Da Nang, Vietnam 1141%
a new destination like Cuba showcasing itself 5 Almatygkazakhstan i
0
. . . )
to the Indian travel industry. At the same time, a 8 Baku, Azerbaijan 438%
. (T : [ 0
well-established destination like Australia is mak- g gsak,& d?lt’a" ;‘gg;
. 0 oo anol, vietnam o
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ing sure that when it comes to MICE, it is ready to 6 Keabi. Thaland 360%
enhance its offerings. It is a great time for Indian 7 Budapest, Hungary 371%
8 Mahe Island, Seychelles 356%
MICE and we look forward to great movements. .28 .
9 Auckland, New Zealand 329%
10 Vienna, Austria 316%
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‘India top on US visa priority’

The United States Commercial Service partnered with Discover Destinations to organise a
tourism networking event in New Delhi recently. The event brought together important players in the
US tourism industry and representatives from the Indian travel trade.

> /

I Janice Alyosius

he United States Com-
Tmercial Service, the trade
promotion arm of the US
Department of Commerce's In-

from the pandemic, the situation
was very dire in terms of staffing
and meeting the demand for people
wanting to travel to the US. These
individuals were not just seeking
|eisure trips to Disney World or New

Mullarkey noted that despite their
best efforts, the waiting period for
visa applications from first-time
travellers from India still hovers
around 500 days. To address
this challenge the US State De-

positions, and officers are cur-
rently being trained and scheduled
to arrive," he revealed.

Umang Malbari, President, Dis-
cover Destinations, highlighted the

Representatives from leading organisations promoting destinations in the United States

ternational Trade Administration,
partnered with Discover Destina-
tions, an American Destination
Management Company, to host a
tourism networking event in New
Delni recently. The event featured
promingnt destinations and tour-
ism stakeholders from the United
States, as well as representatives
from the Indian travel trade, under-
scoring the commitment of both
governments to bolster travel and
tourism exchanges.

Addressing the participants  at
event, Brendan Mullarkey, US
Consul General, said, “India is the
top priority for the US for visas. Two
years ago, as we were emerging

York; they were students, workers,
and families who had been sepa-
rated during the pandemic. There-
fore, our headquarters decided to
prioritize India over nearly every
other country in the world. You can
seg this reflected in the volume of
visa applications we are process-
ing." He added, "The only country
in the world with a higher volume
is Mexico, which is understandable
due to our proximity. However, after
Mexico, India has the highest vol-
ume of visa processing anywhere
in the world. To demonstrate the
State Department's commitment to
prioritizing India, they have signifi-
cantly increased our staff strength
in India."

After Mexico (which
has higher volume
due to proximity
with the US) India
has the highest
volume of visa
processing

—Brendan Mullarkey

partment has agreed to further
increase staffing beyond pre-pan-
demic levels. "In 2024, we already
have two approved and funded

company's commitment to retain-
ing its entire staff even during the
peak of the pandemic. Through a
presentation, Malbari showcased
their expansion efforts, including
the recent opening of their first of-
fice in Canada, located in Toronto,
and plans to open an office in
Mexico within the next six months.
"The US, Canada, and Mexico
sector has shown remarkable
recovery for us, with the United
States leading the way. Many of
you are familiar with our key prod-
ucts, such as MICE, Destination
Weddings, sports tourism, and
fixed departures. Additionally, we
have the 2024 T20 Cricket World
Cup," Malbari said. 4

Maha'tra plans for inbound influx

In order to help inbound tourists plan their itinerary better and entice them to visit Maharashtra, the
Tourism Department of Government of Maharashtra has planned to release set dates of all festivals
starting with the Mumbai International Festival, which will be held from 20-28 January 2024.

v

I Hazel Jain

haring initiatives that the
Sgovernment has started to

attract more international
tourists into the state, Radhika
Rastogi, Principal  Secretary,
Tourism & Culture Affairs, Gov-
ernment of Maharashtra, said that
the state will plan and release set
dates of various cultural festivals
that the state will host. “We have
had various discussions with tour
operators who sell India and they
gave us really good feedback as
to what Maharashtra Tourism can
do to increase the state’s tour-
ism potential. One of the biggest
takeaways for us, and something
which we have already imple-

Www.Irautalkindia.com

Radhika Rastogi
Principal Secretary, Tourism & Culture
Affairs, Government of Maharashtra

mented, is that all the inbound
tourists plan their itinerary almost

a year or six months in advance.
This means we should have
events and festivals also planned
—at least a year in advance. They
suggested we have fixed dates
for all our festivals,” she said.

Rastogi said that the new sched-
ule will be implemented from
the Mumbai International Festi-
val. “This nine-day festival will
celebrate the spirit of Mumbai.
The first edition will be held dur-
ing January 20-28, 2024. We
will freeze the dates for all the
other festivals. So, international
travellers can plan their itinerary
in advance and get the best of
Maharashtra. This year, we had
planned for more than 10 festi-

vals. We had two monsoon fes-
tivals this year, one firefly festival,
which was the first of its kind held
in Bhandardara,” she said.

Addressing the travel trade part-
ners, Rastogi said that finally
tourism is a multi-stakeholder
industry and the state govern-
ment is only a small player. “It is
for all of you to come help us and
ensure we grow together. At the
end of the day, the government
has its shortcomings. Because
we are slow to change and slow
to respond. So, you are in a bet-
ter position to help since you are
on the move and responding to
the requirements of the tourists,”
she added. 4

34 Year and counting

seema.datt@buzztravelmarketing.com
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Cross signs new property in Bali

Cross Hotels & Resorts has signed a hotel management pact with PT. Grha Swahita (BIP Group),
which will see Cross Paasha Bali Seminyak become a part of their portfolio from 1 January 2024
to offer one-of-a-kind experience, says Evan Burns, the Country Manager — Indonesia.

Oman Air's global sale back by
popular demand with up to 20
per cent off lights

(3o to come up with co-working
spaces on beaches in the state
for digital nomads

Dreamtime 2023 kicks off in
Adelaide, expected to drive
recovery in Australia’s
busingss events

Air India not complying with
provisions of passenger-centric
regulations: DGCA

Thomas Cook India expands
retail footprint in Delhi

Travel credit card market to reach
$48.44hillion globally by 2032
at 11.8 per cent CAGR

Tourism Economics predicts
global outbound trips to exceed
1.25 billion by 2023, reach 85
per cent of 2019 peak

MAMAKA by Ovolo adapting to
the needs of Indian market to
improve their product offerings:
(General Manager

el

' ‘.i;"Suhani Sood

ross Paasha Bali Semin-
Cyak will join Cross Hotels

& Resorts' exclusive port-
folio on 1 January 2024, as part
of a hotel management agree-
ment signed recently with PT.
Grha Swahita (BIP Group).

Taking about the ftie-up,

Evan Burns, Country Manager

- Indongsia, Cross Hotels & Re-

sorts, said, “We are very excited

to announce that we have a new

property in the heart of Seminyak

under our Cross portfolio. It is a

99-key property at a strategic lo-

cation.” The property, located at

the heart of Seminyak, promises a
one-of-a-kind experience. Guests
can bask in beachside bliss by
day and immerse themselves in
an electrifying nightlife scene after
sunset. The hotel has an expan-
sive 110 sq.mt. Penthouse Suite
by the ocean, making it a per-
fect space for families and small
groups, or even couples.

Evan Burns
Country Manager - Indonesia

Cross Hotels & Resorts
|

Cross Paasha Seminyak's USPs

The hotel is located in one of the
most famous streets of Seminyak,
called Eat Street, which is popular
among Indians due to access of
nightclubs, restaurant chains, and
beaches in close proximity. Shar-
ing unique selling points of the
property, Burns said, “We have
sunset all year around, which

i unique to this property. Out
buggy service can drop guests
to the beach, and other famous
highlights of the area, which is

W
We are very excited
to announce that we
have a new property
in the heart of
Seminyak uncler our
Cross portfolio. It is a
99-key property ata
strategic location

free of charge for our guests. We
have teamed up with KU DE TA to
give our guests free access to the
beach club.”

Understanding Indian needs

India is an important source mar-
ket for Cross Hotels & Resorts
and they know it very well. “We

have left no stone unturned in
order to understand and provide
best offerings to Indians. For ex-
ample, a lot of Indian guests love
natural beauty; we are a huge tick
mark for that criterion. Also, they
look for affordable luxury,” Burns
shared. It is also important for
Indians to get that authentic food,
and a lot of spices, as they are
habitual to it. “You need to un-
derstand that certain tastes and
preferences might not connect
with food and drinks. We are
not only doing cross partner-
ships but also we have access

to authentic Indian food and a lot
of vegetarian options. Our chefs
are also trained by Indian chefs,”
he added.

Burns also highlighted the im-
portance of shopping for In-
dian tourists. “Shopping is and
will always be a major criterion
for Indians. We have a shopping
centre, which is just two minutes
of drive from the hotel,” he said.
Burns mentioned that Cross Ho-
tels and Resorts has nine prop-
erties in Bali, under five different
brands in the market. &

The adventure that IS Incia

Can India position itself as a top destination for adventure globally? Yes, provided we also rope in insurance and healthcare
sectors to offer adventure insurance and Emergency Response Management, opine tourism experts. Without these crucial
aspects needed for responsible adventure, it will be tough to package India as a safe and reliable adventure hub.

Ajay Prakash
President
TAH

We have more than 70
per cent of the Himalayas
in our country but that is
only one part of it because
adventure tourism has
many forms. And | think
India is uniquely poised
to become one of the true
adventure capitals of the
world. What we need is
stringent safety norms.

Kinal Pandya
CEO
Orsang Group of Camps & Resorts

We conduct eco
and adventure tourism in
Gujarat. We are running our
own eco adventure camp-
site near the Statue of Unity
and we are also country’s
longest zipling - 2.5kms
across the Orsang river.
We are looking to connect
with travel agents who can
promote our products.
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Dipti Pradhan Thakoor
Director, Adventure Holioays and ETAA
Event Head

We promote offbeat
India. This includes
Leh, Spiti Valley, Assma
in Arunachal Pradesh,
Meghalaya, and Tripura.
Most travellers are now
looking for new destina-
tions. Some like to revisit
destinations like Kerala
but may not like to visit
the same circuit.

Nishant Patel
Director of Tourism, IETO & Managing
Partner, Kinihara Group

Extreme tourism or
adventure tourism implies
participating in activities
that carry a degree of
injury/life risk or are taking
place at high-risk loca-
tions. This trend is picking
up, and India is also taking
the lead in numbers
and coming up with
innovative adventures.

Subhash Motwani
Founder Director
Namaste Tourism

While we already offer
a lot of adventure activities
internationally, we want to
explore what adventure ac-
tivities can we offer within
India that we can include
in our portfolio. Within
India, we are taking 30-odd
runners for the Ladakh
marathon, one of the high-
est altitude marathons.

Milind Bhide
Chapter Chaimman
West & Central Region, ATOA!

We need to promote
best practices in adven-
ture tourism business and
encourage tour operators
to sell adventure. It's a
world of networking and
we are in a niche busi-
ness. But the world of
media and social media
has given a huge boost

to adventure.
Compiled by Hazel Jain

Wuw.Irautalkindia.com
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Oftheat destinations in demand

P> Contd. from page 3

Rajeev Kale
President & Country Head, Holicays,
MICE, Visa, Thomas Cook (India)

Our customers are
planning longer trips and
showing interest in explor-
ing offbeat destinations.
Outdoor activities like
hiking, snorkeling and
biking trips to destinations
as varied as Kashmir, Him-
achal, Leh Ladakh, Sikkim,
Rajasthan, Andaman and
South India have become
popular. Trends indicate
increasing preference for
unique accommodations
like forts and palaces.

Jay Kantawala
Chairman, TAFI Western Inclia Chapter
& Founding Partner, WIYO Trave!

We have been offering
experience-based journeys
to our customers for over
a decade where we un-
derstand the interest and
requirements of our clients
and then plan a trip ac-
cordingly. Rajasthan is one
of the most popular Indian
destinations and we have
recently seen increase in
the demand in Vietnam
and Japan. Connectivity
to Vietnam has improved
with direct flights.

A
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Neliswa Nkani
Hub Head - MEISEA
South African Tourism

We are proud to say
that contemporary travel-
lers are more conscious
of where they spend
their money, what kind
of accommodation they
choose, where they dine,
and how they travel locally.
We have enhanced efforts
to make our itineraries,
properties and transport
facilities more sustainable.
We are also actively show-
casing our sustainable
product offerings.

Mahendra Vakharia
EC Member/ Immediate Past President,
OTOAI & MD, Pathfinders Holiday

Experiences ranging
from adventure such as
high-altitude peak hikes,
expedition cruise, skydiv-
ing, scuba, bungee jump-
ing and off-road touring,
wellness and nature-based
experiences are a top draw
with my clients. Nation-
ally Gujarat, Uttarakhand,
Rajasthan, and Himachal
are few of the states that
are promoting experiences
like festivals, homestays,
heritage, and culture.

Daniel D’Souza
President & Country Head, Holidays
SOTC Travel

Customers want to
open their minds to unique
experiences that inspire
and enrich them. This
mainly comprises unusual
destinations away from
the mainstream, offbeat
and rugged holidays and
in-depth exploration of
domestic locales.
Millennial and young
professionals are keen to
explore offbeat experi-
ences and outdoor and
adventure activities.

Ravi Gosain
Founder & Managing Director
Erco Travels

Destinations with the
real experience where
you can show them real
India, the local culture,
food, cuisine will be more
prominent and sought
after for the foreign tour-
ists. Experience travel is a
big budget these days. So,
most of the tourists when
they come to India, it's
not just a normal holiday
for them. They want to
experience lifestyle, food,
Culture, everything.

Contd. on page 12 »

BLS op. revenue at 3407 ot

BLS continues to witness growth in profits driven by improved
business mix. Its operational revenue is at ¥407.7 cr in
Q2FY24, with highest ever EBITDA in the company's history.

TT Bureau

LS International Services, a
Btrusted global tech-gnabled

services partner for govern-
ments and citizens, announced its
unaudited consolidated financial re-
sults for the quarter and six-month
period ended 30 September 2023,
Among several others, the com-
pany processes visa applications
for Spain, taly, Portugal, Germany,
Thailand, Hungary, Morocco, India,
Vietnam, Malaysia and Slovakia.

Shikhar Aggarwal, Joint Manag-
ing Director; BLS International Ser-
vices, said, “We have continued
our growth momentum into the
second quarter of this fiscal. The
company’s performance has been
in ling with the expectations. De-
spite revenue growth of 14.3 per
cent year on year in the quarter, our
EBITDA and PAT witnessed robust
growth of 52.7 per cent and 60.8
per cent year on year, respectively.
Favourable busingss mix resulted in
the expansion of EBITDA margins,
which sustained above the 20 per
cent mark this quarter.”

Shikhar Aggarwal
Joint Managing Director

BLS International Services
|

Aggarwal added, “As key markets
are opening up, we expect an in-
crease in the number of visa ap-
plications. During the quarter, we

Growth drivers

signed up with the Government of
Slovakia to offer outsourced visa
services. Slovakia is becoming a
hot spot for tourists. In addition,
we rolled out visa outsourcing
centres for Hungary and ftaly in
various countries. On the digital
services front, we tied up with Ko-
tak Mahindra Bank to offer banking
correspondence services. Overall,
we aim to continue focusing on
spreading our reach far and wide
with prudent emphasis on organic
as well as inorganic growth while
striving to maintain our internal rate
of return threshold.”

For the quarter ended 30 September
2023, the company’s consolidated
revenue rose 14.3 per cent YoY to
407.7 crore, while operating EBIT-
DA witnessed a growth of 52.7 per
cent to 386.7 crore.

<+ Opening up of key geographies for travel & tourism

<+ Winning new contracts as well as tenders which are in the pipeline

<% Increasing demand for value-added services

« Potential Inorganic opportunities in both Visa & Consular and Digital Ser-

vices segments
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Gollahorate to go green

Collaboration with brands that have a shared philosophy of
sustainability helps hotels work for sustainable future, says
Shruti Shibulal, CEO & Director, Tamara Leisure Experiences.

Hazel Jain

huge advocate of green
Ahotels, Shruti  Shibulal,

CEQO & Director, Tamara
Leisure Experiences, shares her
perspective on how hotels can
be sustainable. “Especially in
the post-pandemic world, we
have witnessed a significant
shift in traveller preferences,
one that has made sustainability
a decision-driving criteria rather
than a bonus or value add, as it
used to be. People actively seek
out immersive experiences with
nature, mind and body wellness,
clean food, and offerings that are
authentic in terms of aligning with
local cuising, customs, and cul-
ture,” she says.

This  consumer-driven  demand
has made sustainable travel a
more profitable venture in recent
years. It has allowed hoteliers
to both expand and experiment
with region-specific sustainability
across several geographies. Shib-
ulal says that collaborating with
brands and initiatives that have a

Shruti Shibulal
CEO & Director

Tamara Leisure Experiences
|

shared philosophy of wellness,
sustainability and respect for na-
ture helps. “Such collaborations
help us elevate our hospitality
offerings and customer experi-
ences and create an eco-system
of shared learning around sustain-
ability,” she says.

How much to invest?
Sharing her perspective about
the kind of budget hotels should

allocate towards being sustain-
able, Shibulal says, “Strategically,
we approach sustainability by
embedding it in all our policies
and practices. For determining
investment, we consider financial

w

Such collaborations
(to go green)

elevate offerings

and customer
experiences and
create an eco-system
of shared learning
around sustainability

viability at that particular moment
in time, long-term impact, and the
alignment of specific initiatives to
our brand values.”

She says that typically, sustain-
able infrastructure will deliver
returns on investment between
one to five years. &

Www.Irautalkindia.com
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n the tapestry of Hindu mythol-

oqy, the Narmada River weaves a

sacred narrative that transcends
time. Born from the sweat of Lord
Shiva's celestial dance (The Tandav),
this mystical river embodies purity
and spirituality.

Often personified as the goddess
Narmada, the water of the river is
believed to cleanse the soul and
wash away sins. As you embark
on your journey along the banks of
this revered river, you'l discover a
profound connection between na-
ture and spirituality, an experience

I'he b ol
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that has beckoned pilgrims for gen-
erations. Welcome to the enchant-
ing reaim of the Narmada, where
legends come to life; Welcome to
Madhya Pradesh!

Are you ready to embark on a spiri-
tual journey like no other? Madhya
Pradesh Tourism invites you to join
our exclusive 13-Night/ 14-Day

Www.Irautalkindia.com
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Narmada Parikrama Tour Package,
where you can traverse the holy
banks of the Narmada River as it
flows through the heart of Madhya
Pradesh. Get ready for a soul-
enriching adventure that will leave
you with memories to cherish for
a lifetime.

Destinations that

Awaken the Soul

QOur meticulously crafted Narmada
Parikrama Tour will take you on a
captivating voyage with two flexible
ftineraries, including the following
enchanting destinations.

Itinerary 1

(Jabalpur to Jabalpur)

Jabalpur - Amarkantak - Man-
dla - Kareli - Hoshangabad -
Handia - Omkareshwar - Badwani
— Rajpipla - Kathpor — Mithi Talai
- Barodra - Jhabua - Maheshwar -
Ujjain - Salkanpur — Budni - Jabalpur
- Amarkantak

Itinerary 2 (Indore to Indore

and Bhopal to Bhopal)

Indore/ Bhopal - Ujiain — Omkaresh-
war — Badwani — Rajpipla - Kathpor
— Mithi Talai - Jhabua - Mandu -
Maheshwar - Salkanpur - Jabalpur

- Amarkantak — Mandla - Kareli
- Hoshangabad - Omkareshwar —
Indore/ Bhopal

Activities to

Elevate Your Journey
Throughout the Narmada Parikrama
Tour, Madhya Pradesh Tourism wil
facilitate a range of activities to en-
hance your experience:

Narmada Aarti: Witness the
mesmerizing Narmada Aarti, a
spiritual ritual that will leave you
enchanted.

Boat Rides: Enjoy peaceful boat
rides along the Narmada River, al-
lowing you to connect with nature
and spirituality.

Sightseeing:  Explore all the
major pilgrimages of Madhya
Pradesh and immerse yourself in
their sacredness.

Worship at Omkareshwar Tem-
ple: Seek blessings at the Om-
kareshwar Jyotiringa Temple, a
pilgrimage site.

Holy Dip: Take a dip in the purifying
waters of the Narmada River and
cleanse your soul.

Maheshwar Delight: Enjoy a sight-
seeing tour of Maheshwar, where
history and spirituality blend seam-
lessly. Interact with Rehwa society of
weavers and buy authentic Mahesh-
wari silk sarees.

W
Madhya Pradesh
Tourism invites you
to join our exclusive
13-Night/ 14-Day
Narmada Parikrama
Tour Package, where
you can traverse the
banks of Narmada

Jabalpur City Tour: Discover the
charm of Jabalpur and witness the
stunning Kapildhara waterfalls.

Day Trip to Amarkantak: Visit
the birthplace of the Nar-
mada River and experience its
spiritual significance.

Bhasma Aarti (Optional): Partic-
ipate in the sacred Bhasma Aarti
at the Mahakaleshwar Temple, a
profound spiritual experience and
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a must do for any spiritual devo-
tee visiting the place.

Tailored for All Age
and Income Groups
Our Narmada Parkrama Tour is
designed to cater to individuals of
all age groups and income levels.
Whether you're a seasoned traveller
or embarking on your first spiritual
journey, we ensure that this experi-
ence is accessible to all.

Comfortable Travel

Travel in style and comfort with our
well-equipped Semi Luxury AC and
NAG buses and sports utility vehicles
(Toyota Innova Crysta) that will take
you comfortably from one destina-
tion to another, ensuring a hassle-free
and enjoyable journey.

Don't miss this unique opportunity to
embark on a transformative spiritual
journgy along the sacred Narmada
River. Join us on the Narmada Pari-
krama Tour and let the divinity of
Madhya Pradesh's holy sites rejuve-
nate your soul. Reserve your spot to-
day and prepare for an unforgettable
adventure with MP Tourism!

For booking contact:

MPSTDC Head Office - Marketing
Hub 0755-4027132

Regional Offices - 0761-2677290
(Jabalpur), 0731-2499566/
2499466 (Indore)

Toll Freg - 1800-233-7777

(Advertorial)
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Tejbir Singh Anand
Sr VIR ATOAI & Founder & Managing
Director Holiday Moods Adventure

Adventure tourism
has always been experi-
ential by its own DNA and
offerings. Earlier, it was
just about hotel booking,
transport booking, and
exploring already famous
destinations or monu-
ments. But today's travel-
ler is not convinced with
that. Todays' traveller want
good experiences,
quality time, amazing
local delicacy, and explore
the unexplored.

Noriah Jaafar
Director
Tourism Malaysia

We believe that Indian
travellers are ready to see
and experience new and
offbeat destinations. They
now like to immerse them-
selves in destinations and
the unique experiences
they have to offer. Malay-
sia offers caving activities
such as at Gunung Mulu
National Park in Sarawak.
Visitors can also experi-
ence the longest water
slide at Escape Theme
Park in Penang.

Ritu Sharn;a )
Deputy Director
Switzerland Tourism

In Lucerne, we urge
tourists to explore the
ity via public transport,
on foot, or on bike. There
are also multiple hikes or
multi-day trekking options
or customizable tours in
and around the city that
take you into the nature's
lap. Lucerne also offers
Swisstainable-certified
eco-friendly establish-
ments across the Lake Lu-
Cerne region to suit every
taste and budget.

Raman Tuli
Country Head - Travel Trade
Travsie

Experiential travel is
one of the latest trends in
the travel and tourism in-
dustry. Increasing in popu-
larity, this type of tourism
is often viewed as ‘good’,
frequently facilitating niche
tourism or sustainable
tourism endeavours. We
have observed that youth
aged below 35 years have
more liking to experiences
and above 35 years look
towards Sightseeing
based holidays.

Director
Nivalink Holidays

Clients, especially
those who are well trav-
elled, are increasingly
opting for experiences
whether in India and In-
ternational destinations.
These are centred on craft,
culture, cuisine, adventure
and heritage. So guests
may opt for visiting a craft
centre, do a heritage walk,
enjoy a local meals, opt for
a hike, and look to spend
more time with locals or
enjoy a sundowner.

ential travel trendin

Punit Bhasin
Senior Vice Chairman

It is very important
for the agents to focus on
experiential tourism, spiri-
tual, weliness tourism that
brings out certain unique
experiences. The same old
mundane itineraries would
not work out anymore.
Providing something
interesting to the end cus-
tomer is the key to sustain
themselves. In terms of
inbound, Rajasthan and
Kerala have always been a

hit with tourists.
Contd. on page 22 »

Using technology-driven solutions

While travel demand is soaring to unprecedented heights, mobile apps and technology-driven solutions are playing
a pivotal role in revolutionizing the industry. Voice Recognition, Bluetooth, Sensors, Virtual Reality, and the loTs are
being harnessed to empower travel agents with increased control and convenience in facilitating travel experiences.

he travel landscape is under-
Tgoing a remarkable shift, with

FNF Research forecasting a
staggering surge in the global online
travel market to reach approximately
US $1835.7 billion by 2028. This
projection is underpinned by a com-
peling CAGR of roughly 14.9 per
cent between 2022 and 2028. This
trend is equally noticeable in the
Indian onling travel market, where
Mordor Intelligence predicts growth
from US $15.60 bilion in 2023 to
US $25.69 hillion by 2028, show-
casing a GAGR of 10.49 per cent
during the forecast period. These
numbers indicate the profound im-
pact of mabile apps and technology
transforming, not only on a global
scale, but also in India.

The power of these technologies
lies in their ability to offer person-
alized and convenient services at
travellers' fingertips. Mobile apps
enable swift booking of tickets, ho-
tels, cabs, tours, and more with a
few taps. Beyond transactions, they
provide navigation, social media

integration, reviews, discounts, and
alerts. These apps allow travellers
to get instant support and commu-
nicate with travel agents and service
providers in real-ime, which is a
crucial requirement for any traveller.

Integrating the travel agents

Travel agents are hamessing a
range of cutting-edge technologies
to significantly enhance their con-
trol and convenience in facilitating
travel experiences. This is espe-
cially evident among OTAs, who
are constantly customizing travel
experiences for various travellers
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simuftangously. For instance, voice
recognition enables travel agents
to interact with systems naturally,
resulting in streamlined tasks and
reduced effort. Technologies such
as Bluetooth, Beacons and Sensors,
enable personalized travel offers and
real-time updates based on location.

We have observed that many travel
sellers are keen to explore retailing
concepts, which are new and in-
novative through the adoption of
technology and social media. This
approach has allowed them to
serve their customers in a more effi-

cient manner by helping people find
their dream travel experience. One
standout development is our cre-
ation of voice-activated technology,
enabling customers to effortlessly
search and book travel.

¥

Given the rise

of remote work,
sustainable travel,
and wellness-
focused journeys,
travel providers
should diversify
their offerings

Amadeus helps travel agents

Amadeus provides seff-service APIs
designed for developers within the
travel industry. For travel agents,
we offer robust search and book-
ing tools that facilitate agent man-
agement and automate back-office

tasks. Our comprehensive travel
agency software equips agents to
cater to an informed customer base,
unlock new market opportunities,
safeguard competitive positioning,
and optimize revenug streams.

Strategies to gain client trust

To gain a comprehensive under-
standing of evolving traveller ex-
pectations and tailor services, the
travel industry should adopt several
strategic approaches. First, a critical
factor is the anticipation of diverse
traveller needs. To address this,
we introduced the Traveler Tribes
2033 report, a comprehensive
study aimed at providing nuanced
insights into the future of travel. This
research delves into the potential
transformational forces that wil
shape travel in the coming years,
along with emerging traveller traits,
behaviours, and preferences.

The study has identified four dis-
tinct "Traveler Tribes' that are likely
to emerge in the next 10 years. Not
as homogenous fixed groups, but

signposts to how we, as travellers,
may think and act.

Adapting to shifting travel behav-
iors is equally vital. Given the rise
of remote work, sustainable travel,
leisure trips, and wellness-focused
journeys, travel providers should
diversify their offerings. By em-
bracing emerging  technologies,
the industry can craft impactful and
pertinent travel experiences for the
times ahead.

J/?!

-
Sreejith AR

Senior Director of Engineering, Amad eus

(Viiws expressed are the author's own. The publicafion
may or may not subscribe o them.)

Www.Irautalkindia.com
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Gujarat to host ATOAI convention

ATOAI, in collaboration with the Gujarat government, has set the stage for
its 15" Annual Convention, which is scheduled to take place at the iconic
Statue of Unity from 16-19 December 2023.

wy

/" Janice Alyosius

he 15" Annual Convention of
Tthe Adventure Tour Operators
Association of India (ATOAI),
in partnership with the Government
of Gujarat, is set to unfold at the

magnificent Statue of Unity in Gu-
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jarat from 16-19 December 2023.
The four-day convention will bring
together stakeholders from all over
India to discuss and celebrate the
growth and potential of responsible
adventure tourism.

Ajeet Bajaj, President, ATOAI, high-
lighted the pre-pandemic global
surge in adventure tourism, empha-
sizing its $683 billion valuation and a
remarkable 21 per cent Compound
Annual Growth Rate (CAGR) since
2012. Bajaj sees India's diverse
natural heritage positioning it as a
global leader in the sector, potentially
doubling inbound tourist figures in
the next five years through adven-
ture tourism alone. The convention's

W

The convention

will bring together
stakeholders from all
over India to discuss
and celebrate the
growth and potential
of responsible
adventure tourism

theme, "Indian Adventure Travel: Ex-
ploring New Frontiers”, reflects the
commitment to sustainable growth
and responsible tourism practices.

Hareet Shukla (IAS), Secretary
Tourism, Government of Gujarat
said, “We are thrilled to extend a
warm and heartfelt invitation to the
gsteemed members of the ATOAI
to grace the iconic Statue of Unity
in Gujarat for their annual conven-
tion. This monumental statue,
standing as a tribute to the great
Sardar Vallabhbhai Patel, is not just
a testament to our rich history and
Cultural heritage, but also a symbol

Www.Irautalkindia.com

of unity and resilignce. Gujarat, with
its diverse natural heritage and vi-
brant traditions, offers a plethora of
adventure and exploration opportu-
nities. We believe that hosting the
convention at this prestigious loca-
tion will provide a unique and en-
riching experience for all attendees,

fostering a spirit of camaraderie
and collaboration within the adven-
ture tourism community."

Vaibhav Kala, Vice President &
Convention Chair, envisioned the
convention as a mefting pot for
travel conglomerates, government

dignitaries, media, and visionary
leaders, all converging to shape the
future of adventure tourism in India.
“Our ambition is to bridge the gap
between grassroots operators from
India's hinterlands and global adven-
ture tourism stalwarts, fortifying our
collective strength,” he said. 4=

STAY & PLAY
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Tourism education takes centre

Tourism education takes spotlight at WTM London as global leaders discuss its significance. The Indian Pavilion's formal
inauguration atthe event featured V. Vidyavathi, Secretary, Ministry of Tourism, Government of India, and H.E. Vikram Doraiswami,
High Commissioner of India to the UK, in the presence of Rohan Khaunte, Minister of Tourism, Government of Goa.
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India #2 in tumover for Swiss

Fausto Zaina, Head of Market Management, Swiss Travel System, was in India recently to meet important travel
partners. He revealed that not only does India rank number two for them in terms of turnover, but it is also the number
one market for its Swiss Travel System Excellence training programme.

\_-,j ;

mrj Hazel Jain

witzerland popularity
Samong India travellers goes

back decades and the des-
tination is only gaining popularity.
Only now, Indians are evolving
into better travellers. This re-
flects in the rising popularity of
the Swiss Travel Pass. Fausto
Zaina, Head of Markets, Swiss
Travel System, was in India re-
cently meeting key trade partners
in Mumbai and New Delhi. He
shared some interesting insights
with TravTalk. He said, “We have
seen a continuous rise in book-
ings on Swiss Travel System
from the India market. We re-
corded an increase of more than
10 per cent in terms of turnover
from January to August 2023 as
compared to the same period
in 2019. We are already above
2019 levels which is amazing!
The overall turnover out of the
Indian market before the pan-
demic - this is overall for Swiss

A%

Fausto Zaina
Head of Markets

Swiss Travel System
I

Travel System products and our
core product the Swiss Travel
Pass — was 19 million Swiss
Francs. We expect this to end up
21 million - going above 20 mil-
lion for the first time.”

He added that India is now the
number two market worldwide

in terms of Swiss Travel System
turnover, and only behind the
USA. “US is the strongest mar-
ket for us right now and there is
a pretty big gap between USA
and India. But this can change
dramatically from one year to
the other. So, | expect the gap to
close up in the coming years,”
Zaina said.

India an important market

India has always been an im-
portant market for Swiss Travel
System. “We have invested a lot
in the past in India. The base of
this popularity in the India mar-
ket comes from strong continu-
ing work before the pandemic
from our side. We have relied on
the travel trade for many years,
and we invest in the local travel
trade and local promotion in
India since many years. This is
paying off well for us now. Even
during the pandemic, we never
left the India market and were
always in touch with our trade

partners here. And we were right
there after the pandemic in 2021
with training and marketing,”
Zaina said.

Expanding fravel segments
The Swiss travel Pass histori-
cally targets more FITs. However,

W
US is the strongest
market for us and
there is a pretty big
gap between USA
and India, But
this can change
dramatically from
one year to the other

Zaina added, “But nowadays we
see smaller groups of about 20-
40-0dd pax that could also travel
with the Swiss Travel Pass by

train. They are looking for a more
sustainable travel option and
want a different way of travelling
—the Swiss way of travel — where
they can interact with the local
people. This will be travelling by
train bus and boat in Switzerland.
So, we will now push to smaller
groups to travel by train because
we have luggage transport so-
lutions in term of same day,
door-to-door service. So, groups
don't need to carry their luggage
around if they don't have a coach
waiting for them.”

Zaina is also excited about the
Swiss Travel System Excel-
lence Program - an award-
winning programme and the
only e-learning programme in
the world that covers the en-
tire public transport system of
a single country. He said, “It is
very popular in India; the number
one market by agent registration
and completing the training pro-
gramme is actually Indial We
relied on India travel trade in the
past and we continue to rely for
your support.” &

Focus on tier i, lll cities: Lords

Lords Hotels & Resorts is one of the fastest growing mid-segment chains in India & Nepal. Aiming for global expansion,
the group wants to spread its services to Bhutan, Sri Lanka, Bangladesh, Muscat, Dubai, Africa, and US. Shiladitya
Mukherjee, Associate Vice President, Gujarat Region, Lords Hotels & Resorts, shares Lords’ agenda for 2024.

‘-'c-g.’
/" Suhani Sood

ords Hotels & Resorts is
Lone of the fastest growing

mid-segment hotel chains
in India and Nepal. The hotel
chain constantly strives for
excellence, and perfect conver-
gence of traditional values and
modern hospitality. The group
started in the Western Zone of
India and now has around 22
hotels in Gujarat itself.

The hotel chain has already
signed a couple of hotels in
the North and East, and focus-
ing on expanding the Eastern
and Northeastern fronts. It is
also planning to open hotels in
international locations like Af-
rica, Dubai, and United States.

Sharing future strategy of the
hotel chain, Shiladitya Mukher-
jee, Associate Vice President
- Gujarat Region, Lords Hotels
& Resorts, said, “We are increas-
ing our visibility in tier Il and tier

Shiladitya Mukherjee
Associate Vice President
Gujarat Region, Lords Hotels & Resorts

IIl cities, and the metro cities as
well. We have it in Bengaluru. We
are exploring Kolkata and other
places. We are increasing our ho-
tel count pan-India. We are also
going for brand digitalization.”

Collabs must for competitive edge
The hospitality sector has
competition, it is necessary to
monitor it continuously, and
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adapt accordingly. Mukherjee
said that they analyze the cus-
tomer preferences and adapt to
their services accordingly. They

¥

We are increasing
our visibility in tier

Il and tier lll cities,
and the metro cities
as well. We have it in
Bengaluru, We are
exploring Kolkata
and other places

are also trying to participate in
various industry association
conferences in travel and trade
fairs, international and domes-
tic as well.

“Notable collaborations are a
must for gaining a competitive
edge, and we have recently

signed up with one of the best
channel managers with one of
their premium products, which
will give us an edge ahead of
our competition,” he said.

Tailor-made packages for clients
The hotel chain is in close par-
ticipation with the travel and
trade associations. “We are

here to create. We are creating
different partnerships, pack-
ages, and tailor-made packages
with the travel agencies to give
our customers the best servic-
es,” Mukherjee shared.

Post-COVID revenge travel
After the setback triggered
by the pandemic, travel and

=

tourism recovered at rapid pace
in the following years. Mukher-
jee said, “Last year, it was a re-
venge tourism for all of us. We
have seen it. People were trav-
elling wherever they wished to
go; domestic tourism boomed
a lot. We all benefited from it.
The airline sector, the hospital-
ity sector, and everyone.” 4
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MTF Gricket Premier League refurns

The MTF Cricket Premier League is back for a second season bringing with it some new players from the trade. The player auction
was held at NSCI Worli in Mumbai on 29 October and the matches will be organised from 14 January 2024. The organisers believe
that the event is not just a cricketing extravaganza but a celebration of sportsmanship & excellence in the travel industry.
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Now, fly Mumbai to Baku direct

Azerbaijan Airlines brings Mumbai closer to the destination with a direct, three-times-a-week flight from the city into
Baku, and beyond to London and other European cities. It is a full services airline operating on 757 with a total seat
capacity of 180, which includes 22 business class and 158 economy class seats.

' Hazel Jain

fter starting direct flights
Afrom Baku into Delhi, Azer-
baijan Airlings is now flying
directly into Mumbai, announces
Vishal Sharma, Managing Direc-

tor, Zeal Global Services

“We now have a total of six de-
partures from India into Baku
with this launch starting from
29 QOctober 29 2023. The fre-
quency is three times a week tak-
ing off every Monday, Wednesday
and Saturday from Mumbai. It is

L

a full services airling operating
on 757 with a total seat capacity
of 180. This includes 22 busi-
ness class and 158 economy
class seats.”

With this new direct route, pas-
sengers from Mumbai and sur-
rounding regions can now enjoy
the convenience of a four-hour
non-stop flight to Baku. The Delhi
route was launched in April 2023
with threg flights a week.

Sharma says that the load fac-
tor from Delhi is touching aimost

Azerbaijan Airlines team showcases the proaluct to the travel trade

90 per cent today. “We have
different traveller segments on
our flights from senior citizens,
families, solo women travel-

¥
We also fly
beyond Baku to
Georgia (Thilisi),
and major cities in
Europe like Milan,
Berlin, Vienna,
London, and other
CIS countries

lers, to HNIs. Vegetarian food
is easily available in Baku and
it's a wonderful destination for ev-
eryone. We also fly beyond Baku
to Georgia (Thilisi), and many ma-
jor cities in Europe like Milan, Ber-
lin, Vienna, London, and to other
CIS countries,” Sharma adds.

Key travel agents megt the Azerbajjan Airlines team at the launch event in Mumbai

Azerbaijan Airlines is also offering a
limited time offer to travellers from
Mumbai. The Companion Free offer
includes a second seat for free and
is valid until 13 November 2023.
Zeal Global is primarily a cargo
GSSA company and is now diver-
sifying into the passenger side with
Azerbaijan Airlings.

To reaffirm India’s potential as a
key source market, the Azerbaijan
Tourism Board recently concluded
a successful three-city destination

seminar for travel trade partners in
New Delhi, Bangalore, and Mumbai.
It should be noted that during Jan-
uary-September 2023, the number

of visitors from India to Azerbaijan
was 77,379 people, a 115 per cent
increase compared to the same pe-
riod last year.

Azerbaijan destination partner of WTTC

Azerbaijan has been selected as the official destination partner of the World
Travel & Tourism Council (WTTC). It was decided in a meeting between Fuad
Nagiyev, chairman of the State Tourism Agency of the Republic of Azerbai-
jan, and Julia Simpson, President and CEQ of WTTC. They also discussed
the prospects of promoting the country as a new tourist destination. Being
a partner country, Azerbaijan is also a member of the ‘Sustainable Basics’
programme of the WTTC, which includes 12 main activities for hotels.

TAFI members learmn ahout ChatGPT

The TAFI Western India Chapter organised a session titled ‘Unlocking the Future with ChatGPT’ to provide members with
valuable insights into the potential of artificial intelligence in tourism. The session was conducted by Al marketing pioneer Neeraj
Shah, who showcased live examples of how ChatGPT technology has the potential to be a game-changer in the business.
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Gozmo eyes fier Il, Il markets

In order to grow its network of business-to-business travel agents, Cozmo Travel has been eying the potential that tier I
and |ll cities offer in India. The company has now diversified its focus to include holiday packages, as well as corporate
travel, and invites these agents to be part of the Cozmo family.

\_-,j r

" Hazel Jain

antosh Kanchan, Coun-
Stry Head - India, Cozmo

Travel, is excited about
its renewed focus on holiday
packages and corporate travel.
Explaining the reason behind
this, he says, “We are looking at
changing our entire product seg-
mentation. No business can rely
on just one business and the pan-
demic has taught us that. So, we
want to expand our focus from
just visas to corporate travel,
global visas, and holiday pack-
ages. We have a global visa por-
tal for travel agents. We also have
an online tool called TravTrolley,
which allows corporate clients to
issue tickets on their own.”

Exceptional service to agents
Highlighting the renewed focus
on holiday packages, Kanchan
adds, “We are focusing on pack-
ages where we have our own
offices. These includes Dubai,

Santosh Kanchan
Country Head - India

Cozmo Travel
|

Egypt, Oman, Jordan, Armenia,
and Georgia. All our offices are
headed by a country manager,
who is from that country, which
gives Cozmo an advantage when
it comes to promoting that desti-
nation to B2B agents. Therefore,
we don't call ourselves a DMC.
There will be cross-promotion

and we will promote India holi-
day packages in these other des-
tinations where we have offices.”
Explaining why this will give
Cozmo an advantage, he adds,
“We will not work with third-
party vendors, but with our
own people and our own team
at these destinations. This will
assure our travel agents the
guarantee of great service for
their clients.”

The company has a presence in
more than 30 cities in 11 coun-
tries, including India.

Agent network in tier cities

Cozmo Travel is also looking to
grow its travel agent network,
especially in tier Il and tier Ill cit-
ies. “Agents in these cities need
a quality brand they can trust on,
and agents already know of us.
Service and trust are our most
important traits. My request to
all our agents is - don't focus
too much on the cost. Look at the

Staff at Cozmo Travel’s new office in Mumbai

service and quality. It's a huge
market, and everyone will get
their share. Compete with good
service, not cost,” he explains.
Another important focus for
Cozmo Travel is the bottom line.
“Qur focus now is very clear -
the bottom line. Pre-COVID, our
focus was on top line but the
pandemic showed us that the top
ling can vanish. That is when we
realized that the bottom ling - the

%
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revenue — is the most important
aspect in business. If we are
making revenue in any segment,
we will keep it. If we are not, we
will not think twice before exiting
it,” Kanchan states.

Cozmo Travel recently further
invested in the India market by
opening a new office in Mumbai.
Deepa Rajesh, Director- Sales &
BD, Cozmo Travel, based in the

UAE, says, “We have also stra-
tegically consolidated our opera-
tions and finance from the new
office in Mumbai. The India mar-
ket is not easy; it's a very com-
petitive market. But competition
keeps us going. We are trying to
be part of COP28 UAE, which is
taking place from 30 November
to 13 December. Like every big
player we are trying to get a small
piece of pie in the segment.”

Ajman shows readiness for India

Ajman Department of Tourism Development (ADTD) recently completed a three-city networking evening series in India aimed
at promoting travel and tourism opportunities in Ajman. The events took place in Bengaluru, Ahmedabad, and Mumbai. H.E.
Mahmood Khaleel Alhashmi, Director General, ADTD, attended all the three events.
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Thai-inspired stay with Nepali taste

Nestled in the lap of the Himalayas, Dusit Thani Himalayan Resort Dhulikhel is a captivating property that combines
Thai-inspired hospitality with local culture. Opening its doors to customers in July 2023, the resort has tasted success
and plans to expand its event facilities to cater to the wedding and M!CE segments.

-y

. Janice Alyosius

ftuated close to Namobud-
Sdha Monastery in the

Himalayas, Dusit Thani
Himalayan Resort Dhulikhel com-
bines Dusit's unique brand of
Thai-ingpired gracious hospitality
with local culture and traditions.
Translated from Thai, Dusit Thani
means "Town in Heaven” and, frue
to its name, the resort, managed
by Dusit International, is a testa-
ment to the captivating charm of
its surroundings, where nature
and heritage unite to create an
unforgettable experience.

Sharing insights about the de-
mography of visitors at the
resort, Kris Panya, General
Manager, Dusit Thani Himalayan
Resort Dhulikhel, Nepal, says,
“Indians represent a significant
proportion of our guests. They
predominantly originate from the
following market segments, i.e.,
leisure travellers seeking a serene
getaway, honeymooners looking

Kris Panya
(General Manager, Dusit Thani Himalayan
Resort Dhulikhel, Nepal

for a romantic escape, wellness
and spa enthusiasts, adventure
and nature enthusiasts who want
to explore the beautiful trails and
Himalayan region.”

While the resort caters to the
luxury segment, Panya unveils
plans to explore other segments
also. “While our primary focus

is on the luxury segment, we do
have plans to explore other seg-
ments such as weddings and
MICE. We offer state of the art
conference faciliies and beauti-
ful event venues, making us an
ideal destination for weddings

W

While our primary
focus is on the luxury
segment, we do have
plans to explore other
segments such as
weddings and M!CE.
We offer state of the
art meeting facilities

and corporate events,” he says.
“Our Lumpini Ballroom offers an
exceptional setting, featuring a
spacious 226 sq.mt. interior, an
adjoining 65 sq.mt. terrace, and
a 100 sq.mt. pre-function area,

suitable for versatile events. The
outdoor lawn provides a pictur-
esque setting for events, with
the breathtaking mountains as a
backdrop - perfect for destination
weddings,” he adds.

One of the highlights of the resort
is its diverse range of dining of-
ferings, featuring authentic Indian
cuising and flavours. “We have
expert chefs who specialise in

various regional Indian cuisines,
and we source high-quality in-
gredients to ensure an authentic
dining experience. Our menus
feature popular Indian dishes, and
we also cater to specific dietary
preferences and requirements,”
Panya informs.

The resort offers a range of experi-
ences both within and beyond its
premises. Guests can embark on

serene hikes to visit the revered
Namo Buddha Monastery, known
for its spiritual significance. The
picturesque local villages and
countryside can be explored
through scenic trails, including
destinations like Balthali, Panauti,
and Dhulikhel. For those interested
in history, the historical treasures
of Bhaktapur Durbar Square, lo-
cated just 20 km away from the
resort, await exploration. w

Blending luxury with Nature

Nestled within a 20-acre expanse adjacent to a 2,000-acre reserved forest, Grape County Eco-Resort is a harmonious
blend of luxury and nature. Tejas Chavan, Director, Grape County Eco-Resort and Viveda Wellness, shares insights into
their sustainability commitment, highlighting the resort's water conservation efforts benefiting the environment and wildlife.

wl

. Janice Alyosius

rape County Eco-Resort,
Gnestled on a 20-acre

landscape adjacent to a
2,000-acre reserved forest land,
isnt just for relaxing; it's also a
great example of how luxury and
nature can go together peacefully.
Established in December 2016,
Grape County's guiding philoso-
phy is "Co-Exist with Nature”,
and this mantra permeates every
aspect of its operation.

Tejas Chavan, Director, Grape
County Eco-Resort and Viveda
Weliness, says that sustain-
ability is deeply rooted in the
resort’s core values. “The core
of our functioning is centred
around ‘Nature’. We believe that
Nature always takes care of us,
so we need to take care of it.
QOur commitment to everything
nature-friendly can be seen in our
ambition to always lookout for in-
novative and sustainable options.
We take pride in our employees

Www.Irautalkindia.com

Tejas Chavan
Director; Grape County Eco-Resort

and Viveda Wellness
|

and all the members of our team
in their enthusiasm towards sus-
tainability,” he says.

The resort has been awarded for
its innovative sustainability efforts
over the years. Notable acco-
lades include the 5-star rating by
The Energy Research Institution,
Delhi (TERI), the Best Renewable
Energy Utilization award, the "Va-

nashree Award" for planting over
35,000 trees, and the "Vasund-
hara Award 2019”.

In line with its sustainability
goals, Grape County has imple-
mented several water conserva-
tion initiatives. “We have intro-

¥
Key aspect of Grape
County's water
reservation efforts is
the creation of three
man-made lakes
on their property,
hoasting storage of
21 cr litres of water

duced water-efficient plumbing
fixtures, including dual-flush wa-
ter closets, low-flow aerator fau-
cets, low-flow showerheads, and

sensor urinals to minimize water
wastage. These fixtures have
significantly reduced water con-
sumption,” Chavan highlights.

However, the most remarkable
aspect of Grape County's water
reservation efforts is the creation
of three man-made lakes on their
property, boasting a total stor-
age capacity of approximately
21 crore litres of water. "In addi-

tion to the three man-made lakes
on our property, we have built
several ponds and wells on the
property for rainwater harvest-
ing. This collected water is used
for irrigating our plants. Further-
more, the percolated water has
raised the groundwater level in
the region, enhancing soil quality
and supporting the thriving flora
and fauna. The lakes have also
attracted numerous migrating

birds, and various fish species
are flourishing in the ecosystem,”
he tells.

Grape County's lakes alone have
saved a staggering amount of
water, with Lake 3 leading the
way by conserving 5.5 crore li-
ters. The positive impact of Grape
County's water conservation ef-
forts extends beyond the resort's
boundaries. +
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Date  Event Time
16-17  UNWTO International Conference 10:00 am
on Accessible Tourism 2023
16-19  Peru Travel Mart 2023 10:00 am
19-21 " VisitBritain Roadshow- Delhi 10:00 am
21 Czech Travel Market 2023 9:00am
20-22  Qatar Travel Mart 2023 9:00 am
21-23  International Tourism Mart (ITM)- Shillong 10:00 am
22-23  GPS-Kolkata 10:00 am
23-25  India Travel Mart 2023 9:00 am
24 Rajasthan MSME Conclave 9:00am
24-27  OTOAI Convention 10:00 am
24-26  India International Travel Mart Pune 2023 11:00 am
30-2 Dec International Fair of Tourism 2023 9:00 am
DEGEMBER 2023

1-3 [ITM Hyderabad 2023 11:00 am
56 GPS-Guwaha 10:00 am
8-10  India Travel Mart 2023-Lucknow 9:00 am
16-19  ATOAI 15" Annual Convention 10:00 am

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

LATAM woos Indian flyers

LATAM Airlines is deeply involved in the India market and is making strong efforts
to engage with the travel trade here to promote the airline and South America,
which is an upcoming destination for Indian travellers.

)

i Hazel Jain

duardo Patta, Sales Man-
Eager Asia, LATAM Airlines

Group, was in India re-
cently to meet the travel trade
and showcase the airline and
its network in South America.
InterGlobe Air Transport, GSA
for LATAM Airlines Group in In-
dia, organised a B2B workshop
in New Delhi and Mumbai. Patta
said, “In the near future, we plan
to replicate this in other cities, as
well as in tier cities in India, as it
is important to reach the agents
from these cities as well. | can
see a lot of potential there.”

Mariana Tagwerker, Sales Exec-
utive-Asia, LATAM Airlines Group,
was also present at the events.

Interline partners key

The primary objective of these
workshops was to showcase
LATAM's  wide-ranging product
offerings, the extensive route
network, and the unparalleled
connectivity from India to South
America. One of the key as-
pects emphasized during the

1

The LATAM Airlines team, led by Eduardo Patta, meets key travel agencies in Mumbai and showcases its product and offerings

workshops was LATAM Airlings'
strategic use of interling part-
ners. This approach allows pas-
sengers to easily reach LATAM's
gateways in Europe and the USA,
connecting them to various des-
tinations across Latin America.

Patta added, “We are very active in
the India market despite being an
offling product. We have an exten-
sive offering, and we fly to more
than 144 destinations. From India,
we fly with our interline partners
to London, Frankfurt, and Paris
and onwards on LATAM Airlines

to connect to all South America
via Sao Paulo. From 2 December
2023, we are launching direct
flights from London to Lima.”

Corporate and leisure traffic

The airline sees a lot of cor-
porate and leisure traffic from
India. “Leisure is a segment
that is growing, and people are
showing interest in visiting south
America; we see honeymooners
and the young travellers. We are
also hoping to announce a new
codeshare from India to one of
our gateways in Europe that will

be very useful for our guests
from India, especially Delhi and
Mumbai. We are just waiting for
the approvals for this to come
in,” Patta revealed.

The Embassy of Peru played a piv-
otal role in the success of the two-
city workshops, actively partici-
pating in the event and promoting
Peru as a popular destination for
Indian travellers. Furthermore, they
highlighted the seamless connec-
tivity LATAM Airlines Group offers
to travellers planning to visit South
America from India. &

India sought-after destination

P> Contd. from page 12
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Kartik Gaggar
CEQ, Founder
Slo Mo Experiences

India is becoming a
highly sought after expe-
riential destination. Just
looking at the Instagram
content - the Himalayan
region has been covered
(post pandemic) with a
remarkable increase of
newer destinations and
unexplored places. This
includes Ladakh, Ut-
tarakhand and Himachal.
Wildlife tourism has also
picked up. It's like the
soulful connect with nature
and luxury.

Karen Fitzgerald
General Manager, Experiences
Tourism Australia

Tourism Australia’s
Signature Experiences
packages and promotes
Australia’s tourism experi-
ences within a variety of
niche areas and special
interest categories. Itis a
programme for the trade,
and we have an experienc-
es portal that the trade can
get on and find all the 700
experiences by theme. The
beauty of Signature Experi-
ences for the luxury travel
advisor is that it's a great
place to start.
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Hussain Patel
Director
Tripjack

The pandemic has
led to a shift in the way
people travel. Nowadays,
many travellers are look-
ing to explore and have
real and one-of-a-kind
experiences. The pan-
demic has given people
the opportunity to reas-
sess their priorities and
focus on things that truly
matter to them. There is
a greater appreciation for
local cultures and com-
munities as well when

people travel.

Global publicity key to inbound

> Contd. from page 3

been a noticeable shift in tourist
preferences. Mistry highlighted
some of the key trends that are
emerging in the tourism sector.
“While traditional itineraries  still
hold appeal, there is a growing
demand for weliness experiences
in India. Tourists are eager to
explore the country's rich offer-
ings in terms of holistic wellness
practices, yoga refreats, and
Ayurvedic treatments. Additional-
ly, there has been a trend towards
smaller group sizes, indicating a
preference for more intimate and
personalized travel experiences,”
he says.

Mistry says that inbound travel
trends in India have witnessed a re-
duction in the size of tourist groups
and anincrease in demand for FITs.
“Experiential travel is gaining popu-
larity, with a particular focus on
wellness, agricultural experiences,
and pre-wedding  photoshoots,
especially among tourists from
countrigs like Japan. However, un-
certainties surrounding visa issues
with Canada remain a challenge,
and efforts are being made to re-
store normalcy in travel between
the two countries,” he shares.

Mistry also stressed on one
of the major challenges faced
by tour operators, which is
the lack of global advertising.
“This limits their reach and
hampers the promotion of
tourism offerings. Steps are
being taken to address this
concern and explore opportu-
nities for global advertising in
the future. The tourism indus-

W
Experiential travel
is gaining popularity,
with a particular
focus on wellness,
agricultural
experiences,
and pre-wedding
photoshoots

try has evolved significantly
since the pre-pandemic era,
with - specialization becom-
ing more prominent, as tour
operators strive to cater to
specific niches and meet the
diverse preferences of modern
travellers,” he says. The other

point that Mistry emphasizes
on is the synergy between tour
operators and hoteliers. “Rec-
ognizing the significant role of
the hotel industry, constituting
about 65-70 per cent of the
package cost, efforts have
been made to foster a produc-
tive partnership between tour
operators and hoteliers. This
involves understanding the
rapidly changing dynamics of
the hotel industry, including
technological advancements
and investments. The goal is
to strike a balance that meets
the needs of both parties and
ensures a mutually beneficial
partnership,” he shares.

Speaking of Trailblazers new prod-
uct offerings, Mistry revealed,
“We are focusing on continuously
developing new products and
itineraries to cater to the evolving
demands of tourists . In recent
years, unique offerings such as
singing tours, Beatles-themed
experiences, and  wellness
packages have been introduced
and well-received by clients. Ad-
ditionally, South America is being
aggressively  promoted, lead-
ing to significant growth in the
Spanish market.” ¥
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MOVEMENTS

WORLD TRAVEL & TOURISM COUNCIL
London

World Travel & Tourism Council announces GREG O’HARA as its
incoming Chair. 0’Hara, who will take over the position later this month,
has been a member of WTTC’s Executive Commit-
tee since 2019, and Vice Chair since 2021. He
will follow current Chairman, Arnold Donald,
former President & CEO of Carnival Corpora-
tion, who has been in the position since the
spring of 2021. Prior to forming Certares,
one of the largest investment platforms dedi-
cated to Travel & Tourism, 0’Hara served as
Chief Investment Officer of JPMorgan
Chase's Special Investments
Group. He is the Chairman
of American Express
Global Business Travel.

ASCOTT INTERNATIONAL
New Delhi

Capitaland Investment Limited's (CLI's) wholly-owned lodg-
ing business unit, The Ascott Limited (Ascott) has appointed
ARPIT PANT as Director — Business Develop-
ment for the Indian Subcontinent. Arpit brings
with him over two decades of experience in the
hospitality industry. He has worked with some
leading companies, including Oberoi Hotels &
Resorts, Wyndham Hotels & Resorts and
Preferred Hotels & Resorts. In the new role,
Pant will spearhead Ascott India’s strategic
initiatives to expand presence in the
dynamic Indian hospitality sector
and enhance its portfolio of
varied offerings.

JW MARRIOTT BENGALURU PRESTIGE
GOLFSHIRE RESORT & SPA

Bengaluru

JW Marriott Bengaluru Prestige Golfshire Resort & Spa and Mulber-
ry Shades Bengaluru Nandi Hills A Tribute Port-
folio Resort appoint SHANTLA JAIN as the
Director of Marketing and Communications.
During her over two decades of experience,
Jain has worked for renowned international
hotel chains such as Hyatt, Accor, Hilton,
and IHCL. In her new role, she is poised to
spearhead the development and imple-
£ mentation of comprehensive mar-
' \  keting campaigns, forge strategic
/ r brand affiliations, and assume re-
1,+ sponsibility for media initiatives.
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India has such a varigly of ambiances and
landscape that it's difficult to choose from, says
BARBARA BREHERET, Representative to India,
Regional Tourism Board of Auvergne Rhone Alpes.

EXPO INN SUITES AND CONVENTION

Greater Noida

Expo Inn Suites and Convention has appointed BARUN GUPTA
as the new General Manager. With a career that has spanned in-
ternational brands like Accor, Marriott, IHG, and
Hyatt, Gupta brings a wealth of experience,
expertise, and passion for excellence to the
new role. Known for his exceptional skills
in marketing, operations, and public rela-
tions, he has consistently demonstrated an
unmatched ability to turn around and elevate
hospitality businesses. Whether it's
strategic marketing, product
and service enhancements,
he has a track record of
transforming  businesses
into progressive ventures.

THE LEELA AMBIENCE GURUGRAM HOTEL
& RESIDENCES

Gurugram

The Leela Ambience Gurugram Hotel & Residences appoints
SANDEEP SINHA as Hotel Manager. Sinha
has more than two decades of experience in the
luxury hotel industry, having overseen some of
the prestigious hotels. During his career, he
has worked with well-established hospitality
brands, including Taj Hotels, Marriott Interna-
tional, and Hyatt Hotels. His most recent as-
signment was with Trident Bandra
Kurla. He hails from Jharkhand
and is an alumnus of The
QOberoi Centre of Learning

SAROVAR HOTELS & RESORTS

Gurugram
Sarovar Hotels & Resorts appoints CHANDRAYI BASUTHAKUR

as the new Director — National Sales. Basuthakur is a seasoned pro-
fessional with a career spanning over two decades
in the hospitality industry. She has worked with
prestigious hospitality brands such as The
Oberoi, Taj Hotels, Hyatt, The Claridges, Shan-
gri-La, and Intercontinental. In her new role,
Basuthakur will assume direct oversight of
all Sarovar Regional Sales Offices (RSOs).
Additionally, she will actively collaborate
with unit sales teams across Sarovar’s
diverse portfolio to provide expert guid-
ance on offline sales strategies. She
will also play a key role in working
closely with various teams.

ITC HOTELS

Mumbai

SAMIT KAZI has been appointed as the Area Head of Sales for
the West division of ITC Hotels India. In his new role, Kazi will be
responsible to drive hotels’ sales across assigned
geographical region for ITC Hotels, Welcom
and Storii brand. Based out of Mumbai region,
he will leverage his experience of over two de-
cades to collaborate with the hotels’ sales and
ITC Hotels Head Quarter team with an objec-
tive of driving revenue across hotel portfolio for
the West region. Kazi started his career
with Marriott’s flagship hotel Renais-
sance Mumbai Hotel and Convention
Centre back in 2003. He has a wide-

and Development. ranging sales experience.
NHCC AND HICC MARRIOTT HOTEL
Hyderabad Indore

Novotel Hyderabad Convention Centre (NHCC) and Hyderabad Interna-
tional Convention Centre (HICC) has elevated SUBBIAH MURALI
KUMAR as the Rooms Division Manager for the
property. Working in the hospitality industry for
more than two decades, Kumar brings with
him a wealth of expérience and expertise. In
Y his new role, he will be overseeing the daily
operations of the rooms division. His primary
) respon5|b|I|t|es will include ensuring the
S highest standards of guest com-
W fort, overseeing housekeeping,
maintaining services, and lead-
ing a team of professionals. He
will also focus on optimizing
room occupancy rates.

There are two things that help RITU CHAWLA

MATHUR, Managing Partner, Prognosis Global
Consutting, during stressful times. “One is creating art. |
enjoy painting and when I'm having a rough day, my art

Indore Marriott Hotel has appointed NILESH JAIN as the Direc-
tor of Operations. He has more than 18 years of experience in the
hospitality industry. In his new role, he will be
responsible for overseeing and optimizing the
day-to-day functions of the hotel. His role en-
tails ensuring the highest standards of guest
satisfaction, managing operational effi-
ciency, and fostering a culture of excellence
in hospitality services. Jain's career in the
hospitality field began at Taj Lake Palace,
Udaipur, where he initially worked
as an Assistant. Over the
course of his journey, he
has worked with sev-
eral hospitality brands.

SURAJ NARAYAN, Director of Sales — Delhi RSO —
The Fern Hotels & Resorts, says, “l find solace in a few
different activities to de-stress. Regular exercise such as
yoga and running, helps clear my mind. Additionally, |
enjoy reading, meditating, and spending quality time with
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“Let's say Punjab for my roots, Kerala for the amazing

food and a soothing
landscape. But | still
have so much to
discover. As a repeated
traveller, | would say
some of my favourite
destinations include
Basque country (South-
West of France) on the
Atlantic coast for their
traditions and Corsica
for their incomparable
link with the sea. But |
love [taly for its heritage
and architecture.”

%

helps me take my mind
off the stressors in life.
| feel as adults we don’t
often think of practicing
art or drawing to relieve
stress, but it can do
wonders; and number
two is 'retail therapy'!
There's nothing like
some 'me-time' and

. Wwindow shopping at

the mall. Some coffee
and shopping can feel
like a treat and can
be the much-needed
indulgence,” she adds.

friends and family. It's all
about finding a healthy
balance to recharge and
stay focused. My favorite
holiday destination in
India has to be the serene
and picturesque Kerala.
The backwaters, Iush
greenery, and cultural
richness make it a truly
rejuvenating experience.
Internationally, | have
a soft spot for the
enchanting city of Kyoto
located in Japan.”

Www.Irautalkindia.com
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'We prioritize sustainability

The Leela Palaces, Hotels and Resorts is among the key international brands
that prioritize sustainability. Anuraag Bhatnagar, CEQ, The Leela Palaces,
Hotels and Resorts, shares the sustainability initiatives taken by the group.

‘,}Sara Haque & Suhani Sood

ustainability is a buzz-
Sword in the hotel industry

nowadays. Hotels around
the world are taking initiatives
like smart showers, solar power
installations, and waste diver-
sion to promote sustainable fu-
ture. The Leela Palaces, Hotels
and Resorts is among the key
international brands that priori-
tize sustainability.

Anuraag Bhatnagar, Chief Ex-
ecutive Officer, The Leela Pal-
aces, Hotels and Resorts, says,
“We are committed to eliminat-
ing all single-use plastic across
our portfolio. We prioritize waste
management and have imple-
mented zero waste initiatives.
Many of our properties have their

Anuraag Bhatnagar
Chief Executive Officer
The Legla Palaces, Hotels and Resorts
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own organic kitchen gardens and
herbarium on premises, to grow
and use organic fresh produce.
Our social responsibility strategy
is aligned with the Brookfield ESG
guiding principles and is centred
on four pillars.”

Sustainable practices
taken by the group
Bhatnagar says that they follow
sustainability diligently across all
their properties. Highlighting cer-
tain green initiatives undertaken
on their properties, he says,
“We have launched a pool by the
ladder initiative, where
all flowers across
all the properties
are upcycled and
converted into
incense  sticks.
[t becomes a
part of gifting
and  amenities
programmes.
Also, we are
working ~ to-
wards being
completely
plastic-free.
We are a
part of the
global plas-
tic removal
part of the

STAY IN
THE LOOP
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United Nations initiatives. We
have systems and processes in
place. Green hospitality is sort of
an upscale initiative.”

They have installed garbage seg-
regation plants and trained staff
for the waste segregation. “The
ultimate aim is not just to go net
zero by certain duration of time,

W
We are committed
to eliminating all
single-use plastic
across our portfolio.
We prioritize waste
management and
have implemented
zero waste projects

but it is to ensure we have appro-
priate infrastructure to reach that
milestone. We also heavily focus
on upcycling and recycling. All our
hotels are being strictly monitored
for the green moves,” he adds.

Talking about the sustainability
scenario in India, Bhatnagar says.

Please subscribe at: Subscription@ddppl.com, devika@ddppl.com, +91 9818767141

“| think India is evolving itself and
is on the fast track as far as
embracing green sustainability
is concerned.”

Do all this add to their ratings?
Bhatnagar says the importance
of ratings cannot be exaggerated
enough. “Though ratings are im-
portant, but we do not practice
sustainability just for ratings and
recognitions, but this is what all
tourists believe in nowadays.
People want to enjoy them-
selves to the fullest but also be
conscious and mindful of sus-
tainability and green practices,”
he opines.

The hotel aims to create luxuri-
ous experiences for guests, while
consciously believing that it is of
utmost importance to act respon-
sibly and respectfully towards the
environment. “We do this through
building management systems,
focus on improving indoor air
quality and our commitment to-
wards global net zero greenhouse
gas emissions by 2050. We are
working towards creating renew-
able energy solutions across our
properties. We use LED lighting
in all properties and conserve
water through the use of low flow
equipment,” he says. &
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gff:cover the heart of Malacca City in 50 words: StrolllJonker Street’s
~antique wonders, feel the serenity at Cheng Hoon Té‘l‘lg temple, and
.4 admire the cultural blend at Kampung Kling Mosqué. This Malaysian
»+ coastal gem invites you to explore its rich history and vibrant charm
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