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Experience Oman with Travstarz
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5 Days/ 4 Nights ==,

Package Inclusions:

o 03 Nights’ stay with breakfast in Muscat

© 01 Night on Half Board at Sama Jabal Akhdar

@ Private airport transfers

o Full Day Muscat City Tour ( Muscat fish market in Muttrah, Grand Mosque,
House of Amouage, Roayal Opera House Muscat, Bait Al Zubair Museum,
Al Alam Palace, Portuguese Forts Mirani & Jalali)

¢ Dolphin watching group tour

o Private 02 days in a 4WD with chauffeur

o Entrance fees and local taxes
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Ministry of Heritage and Tourism | experienceoman.om

Phone Mo: 011 45515907 | bookings@travstarz.com | www.travstarz.com
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FLY24HRS
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B2B TRAVEL PORTAL

Our B2B portal offers you exclusive access to competitive rates,
real-times updates, and a user-friendly interface.

More Information Contact Us
www.fly24hrs.com 011 69122424
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- 04 Days from | Inclusions: -
| - 03 Nights Stay in Abu Dhabi City Hotel
US$ 391+ | oS
per person = Return Abu Dhabi International Airport Transfers on Private
Abu Dhabi City Tour on SIC
Qasr Al Watan Visit (Ticket Only)
Yas Island Any 2 Parks Tickets only (Select from SeaWorld® or Ferrari World™
or Warner Bros. World™ or Yas WaterWorld)
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Remarks: Rates are based on DBL/TWN sharing basis. Rates and Offers are subject to change without prior notice &
are subject to availability. Valid till 31 Jan’ 2025 (Except Peak Season). *T&C Apply.

Ottila International Pvt. Ltd.
Mumbal (Registered Office & Corporate Headquarters) : 022 6720 5000

Ahmﬂéalmﬂ +91 937612 0982 Hrderﬂbad +07 BB B501 5970 New Delhi: #3871 11 4141 4242
Bengaluru: +971 96 0648 4185 Indore: 491 73 1491 1374 Nashik: +91 253231 0044
Chennal 491 44 4555 8582 Kochi: +81 75 9386 3903 Pune: + 91 20 4002 6960
Colmbatore; + 91 98 5271 7750 Kolkata: 491 98 30119561

For Enquiries & Bookings, please contact any of our offices | Website: www.ottila.com | B2B Portal: www.ottlla net
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travel trace partners

- has entered its 35" year, and what better way to celebrate than with a
glittering networking dinner in Mumbai? The city’s travel industry elite came
together to toast DDP Publications and the journey we have shared.

- |

/' TT Bureau

™™ rom our beginnings as a
= travel industry publication to

diversifying across multiple
platforms, we have proudly be-
come the voice of this dynamic
community. ML is on the cusp
of an extraordinary milestone—35
years of being the voice of India’s
travel industry. To kick off the
celebrations, we hosted a vibrant
networking dinner in Mumbai, a
heartfelt gesture to thank the city's
travel trade community for their
unwavering support. The evening
was a dazzling affair, bringing
together industry stalwarts and

The who's who of the travel indlstry mace their presence feit at the enthralling evening

long-time friends to reminisce

our humble beginnings as a single

travel publication to becoming a
about our shared journey. From  multi-platform powerhouse, our
growth has been fuelled by the

trust and encouragement of this
incredible community.

This Thank You Party was not just
a gathering; it was our way of say-
ing— “This is your success too!”
The Mumbai travel industry has
been instrumental in shaping our
story, and we remain deeply grate-
ful for the faith you have shown in
us, even during the toughest times.

As we look back on 34 eventful
years, we are reminded of the con-
nections, stories, and milestones
that have defined this journey. Ap-
proaching our 35" year fills us with
pride and purpose—to continue in-
forming, inspiring, and connecting
the industry we hold so dear. The
evening was not just about reflec-
tion; it was about looking ahead.
With fresh initiatives and innova-
tions on the horizon, we promise
to keep raising the bar. Together,
let's embrace a future that cel-
gbrates resilience, creativity, and
growth. To everyone who has
been part of our journey, thank you
for making us who we are today.
Here’s to more milestones, more
stories, and a shared commitment
to excellence! &=
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e-visa scheme
lacks appeal?

Industry stakeholders say that the success of
‘Chalo India’ campaign lies in sustained efforts
by the Government of India and its integration
into broader promotional strategies.

i Janice Alyosius

he Ministry of Tourism's
T‘Chalo India”  campaign,

launched recently at WTM
London, aims to rejuvenate
India’s inbound tourism by of-
fering 100,000 free e-visas to
foreign nationals upon recom-
mendation by Overseas Citizen
of India (OCI) cardholders. While
the initiative has drawn varied
responses from stakeholders,
its true potential hinges on ad-
dressing several operational and
strategic gaps.

Raijiv Mehra, President, IATO, said
that ‘Chalo India’ campaign has
evoked a mixed response. “If the
100,000 freg visa could have been
given to all without the recommen-
dation of the OCI card holders the
impact would have been far reach-
ing. The campaign has definitely
generated a buzz among clients
and networks. However, requir-
ing recommendations from QCI
cardholders limits its impact, es-
pecially in regions like the Middle
East and far-east, where fewer
0CI cardholders reside. Broader
eligibility criteria or alternative
validation methods could signifi-
cantly enhance its inclusivity and
appeal,” he remarked.

Rajiv Mehra

President

IAT0
|

Ravi Gosain, Vice President, IATO,
appreciated the  government's
gesture but expressed concerns
over the campaign's reach. ‘I am
not sure if OCI's will be ready to
go through the onling process of
registration to get the desired code
to avail gratis visa for their non-
Indian friends or colleagues. How-
gver, | think it is a good gesture
from Indian government to give
importance to Indian diaspora and
motivate them to promote India
among their non-Indian friends.
Although it is too early to say the
outcome of this campaign but il
now, | have not heard of any un-
precedented surge in interest or in-
quiries to India because of the OCI
recommencded free visa initiative.”

Contd. on page 11»
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30" Year and counting

Alr India only full-service carrier now

Industry leaders are cautiously optimistic about Vistara's merger into Air India, making it the only Full-Service
Carrier (FSC) in Indian skies. While this could mean restricted choices, they believe that Air India is unlikely to
exploit its position due to highly cost-sensitive consumers and competition from ever-innovating LCCs like IndiGo.

b ;31
¢ Surbhi Sharma

ith Vistara merging into
Air India on 12 November,
India’s aviation landscape

has reached a significant inflec-
tion point. This leaves India with
just one Full-Service Carrier (FSC).
This consolidation reflects the
challenges of maintaining a com-
petitive, full-service airline amidst
a rapidly growing yet fiercely cost-
conscious market.

Khushvinder Sarna, Chairman,
TAFI NI Chapter and Owner, Fed-
eral Travels & Tours, said, “The
monopoly by Air India may reduce
competition, potentially leading to
higher fares and fewer service in-
novations. For the travel industry,
this could mean restricted choices
for premium travellers, affecting
both domestic and international
itineraries.” He noted that while a
single FSC might stabilise the pre-
mium segment, the lack of rivalry

Khushvinder Sara Jagdeep Bhagat Manoj Saraf Sanjeev Mehra

Chairman, TAFI NI Chapter and President, TIA and Owner Chairman & MD President, Skdl International India &
Owner, Federal Travels & Tours Vee Bee Tours & Travels Gainwell Travel & Leisure Director, Aaryan Leisure & Holidays
| | | |

could hinder growth. Low-cost
carriers (LCCs) are already adapt-
ing by offering premium services,
further blurring the lines between
FSCs and LCCs. Sarna antici-
pates that India’s growing market
demand could pave the way for
another FSC. Jagdeep Bhagat,
President, TIA and Owner, Vee
Bee Tours & Travels, asserted that

Air India, despite being the sole
FSC, is uniikely to exploit its po-
sition due to highly cost-sensitive
consumers and competition from
LCCs like IndiGo.

“Competition of the regulated fares
on UDAN routes also maintains a
check on Air India to charge exorbi-
tant fares. On international routes, it

may have a little advantage to play
on the fares, particularly on long
haul non-stop flights,” he added.

Manoj Saraf, Chairman & MD,
Gainwell Travel & Leisure, noted
that distinction between FSCs and
LCCs is becoming increasingly
blurred. With Air India operating its
low-cost subsidiary Air India Ex-

press and LCCs introducing premi-
um features, the market dynamics
are evolving. “In the last 33 years,
Gainwell has witnessed the clo-
sure of about six to seven carriers
in India, which includes FSCs like
Kingfisher and LCCs like Damania
and ModiLuft. All have helped in
expanding the aviation market and,
therefore, if more carriers were

to come in, it would make things
competitive,” he said.

However, Sanjeev Mehra, Presi-
dent, Skél International India and
Director, Aaryan Leisure & Holi-
days, views Air India’s monopoly
as a double-edged sword. “While it
strengthens India’s global aviation
presence, it reduces competition
domestically, affecting consumer
choice and pricing,” he said.
“For travellers, fewer choices
may mean compromised flex-
ibility, particularly in premium and
international segments. The travel
industry could face challenges in
maintaining competitive offerings,
as dependency on a single carrier
grows. However, this monopoly
also creates an opportunity for Air
India to become a global leader. By
prioritising customer satisfaction,
modernising its fleet, and collabo-
rating with industry stakeholders,
the airline can set new standards
for Indian aviation.” &
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— VIEWPOINT

Get ‘Chalo India’
campaign right

The ‘Chalo India” campaign is a commendable
effort by the Ministry of Tourism to rejuvenate
inbound tourism. However, its impact seems to
be falling short due to structural and operational
challenges. The scheme's reliance on OCI card-
holder recommendations limits its inclusivity and
reach. Industry voices suggest that broader eli-
gibility criteria, targeted promotional efforts, and
a longer campaign duration are essential to drive
meaningful outcomes. Additionally, India’s posi-
tioning as a tourist destination requires address-
ing fundamental barriers like high airfare costs,
limited hotel availability, and outdated infrastruc-
ture. A sustained marketing push—backed by
roadshows, digital campaigns, and incentives
like free visas for key source markets—could
amplify the campaign’s appeal.

Warming up to
white winters

Indian travellers are embracing the charm of
snowy escapes, turning white winters into a
growing travel trend. From the classic allure
of Switzerland's Alps to the festive Christmas
markets in Vienna and Bern, Indian tourists are
seeking immersive, magical experiences abroad.
Scandinavia, Japan's Hokkaido, and Canada’s
Whistler offer a mix of adventure and serenity, at-
tracting thrill-seekers and nature lovers alike.

Closerto home, destinations like Gulmarg, Manali,
and Sikkim are capturing hearts with their pictur-
esque snowy landscapes. Interestingly, millenni-
als and Gen Z are leading this trend. While snowy
retreats are gaining traction, beach escapes like
Bali and Dubai still dominate holiday plans. Indian
travellers are redefining winter wanderlust, blend-
ing tradition with exploration. The cold rush is
here, and it's just getting started!

Hotels grow 10.8% YOY in Q3

Hyderabad records the highest RevPAR growth of 23.6% in Q3 2024, as compared to
Q3 2023. Other major markets, including Bengaluru, Chennai, Delhi, Hyderabad, and
Mumbai, have also shown considerable growth in ADR and RevPAR figures.

|

" TT Bureau

e hospitality sector contin-
-Fed to witness Year-on-Year

(YY) growth in performance
in Q3 2024 (July - September
2024), primarily driven by a rise in
Average Daily Rate (ADRY), resulting
in 2 RevPAR growth of 10.8 per
cent. In terms of quarterly growth,
the sector continued to mark its
ascendancy, registering a positive
RevPAR growth of 2 per cent G-0-Q
in Q3 2024, compared to 02 2024.
This can be attributed to the typical
nature of the third quarter of the
year witnessing higher corporate
travel as compared to the second
quarter, according to JLUs Hotel
Momentum India (HMI) Q3 2024.

Apart from a slight decrease in the
average daily rate (ADR) of Delhi
and Goa, all other major markets
(Bengaluru, Chennai, Dehi, Hy-
derabad, and Mumbai) showed
considerable growth in ADR and
revenue per available room figures,
with Hyderabad leading the fist. Al-
though occupancy levels remained
relatively stable across the board in
Q3 2024 compared to Q3 2023,
ADR levels improved, leading to
an increase in RevPAR across all
major markets.

The upcoming quarter is antici-
pated to benefit from the continued
resurgence of corporate travel,
festivals, and other corporate and
social Megtings, Incentives, Con-
ferences, and Exhibitions (MICE).
The industry's strong momentum

Upcoming quarter
is anticipated

to benefit from
the continued
resurgence of
corporate travel,
festivals, besides
other MICE

and sustained domestic demand
for business travel, as well as cor-
porate and social MICE events, wil
drive a busy season.

In Q3 2024, there were 96 branded
hotel signings comprising 10,686
rooms. Furthermore, 12 hotels

Key Hotel Market Performance

Cities
RevPAR
Change (36)
Bengaluru T 15
chennai T 177
Delhi 1 14
Goa t s
Hyderabad 1‘ 236
Mumbai | 168
Source:STH  AevPAR: Thn'me

Q3 2024

Change over same period last year

occ ADR
Change (pp)  Change (%)
%20 t s
1tz tus
t 54 a2
06 22
=07 tis2
=01 tis7
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Q3 2024 Performance Trend Chart
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signed were conversions of other
hotels, accounting for 11 per cent
of the inventory signed in Q3 2024,
Branded hotel openings comprised
30 hotels with 1,988 keys, of which
about 80 per cent of the total num-
ber of keys were located in tier |l
and Ill cities. Hyderabad emerged
as the RevPAR growth leader in
Q3 2024 registering a growth of
23.6 per cent over A3 2023, fol-
lowed by Chennai and Mumbai
with YoY growth of 17.7 per cent
and 16.8 per cent respectively.

& Cocupandy (Yl

Soarie 5TH

Jaideep Dang, MD, Hotels and
Hospitality Group, India, JLL, said,
“Backed by strong performance of
hotels across India, we continue
to see investors moving money
in this asset class. There is strong
momentum on greenfield develop-
ments as well as operating assets
across busingss and leisure mar-
kets. Afthough the summer season
has brought down corporate room
night demand in Q3 2024, the sec-
tor continued to show growth in
ADR compared to Q3 2023."

Highlights

+ Hyderabad records the highest RevPAR growth of 23.6% in Q3
2024 as compared to Q3 2023

+ In Q3 2024, 30 new hotels comprising 1,988 keys opened, with
close to 80% of them located in Tier Il and Tier lll cities

+ Additionally, A3 2024 witnessed the conversion of 12 hotels, ac-
counting for 11% of the total signed inventory
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PATA promotes Phetchaburi

PDMF 2024, held recently in Phetchaburi near Bangkok, highlighted the lesser-known
destination in Thailand with MICE potential. The event also demonstrated how sustainable
destination management can pave the way for meaningful and impactful tourism.

: Amita Pandey

hetchaburi, a UNESCO Cre-
Pative City of Gastronomy,

just 3.5-hour drive from
Bangkok, has captured atten-
tion as a must-visit destination in
Thailand, especially after the PATA
Destination  Marketing ~ Forum
2024 (PDMF 2024) brought to
light its potential as a premier ven-
ue for international conferences.

PDMF 2024

PDMF 2024 was organised by
the Pacific Asia Travel Associa-
tion (PATA) in collaboration with
Phetchaburi province, TCEB, Des-
ignated Areas for Sustainable Tour-
ism Administration (DASTA), and
Tourism Authority of Thailand (TAT)
under the theme ‘Authentic Prosper-
ous Journgys: Nurturing Culture,
Culinary Delights, and Community
Wisdom’. More than 370 delegates
from 26 destinations across the

livelihoods along with sustainable
tourism, Group Captain Athikun
Kongmee, Director  General,
DASTA, elaborated, “DASTA places
importance on the tourism develop-
ment that generates income for the
local, and improves the sustainabil-
ity of local livelinoods.”

Sharing similar views, Noor Ahmad
Hamid, CEQ, PATA, pointed out
PDMF’s mission to spotlight hid-

Phetchaburi has capured attention as a must-visit destination in Thailand

Asia Pacific and other countries
participated in the event. The event
aimed to foster closer collaboration
between the province, local stake-
holders, and major tourism organ-
isations. It aligned with the Thailand
Convention and Exhibition Bureau
(TCEB)’s aim of promoting tier I,
and Ill cities as MICE destinations.

Highlighting  the  PDMF's  goal,
Wanpen Mungsri, Deputy Gover-
nor, Acting Governor, Phetchaburi
Province, said, “PDMF focuses
on destinations that possess the
potential to showcase the unique
cuttural heritage, local culinary
strengths, and community-driven
local wisdom that can create mean-
ingful travel experiences, foster
sustainable prosperity, and promote
tourism growth while preserving
natural resources and traditional
cultural assets, which aligns with
global tourism trends.” Emphasis-
ing that PDMF’s goal aligns with
DASTAs am of nurturing local

Www.Irautalkindia.com

den gems like Phetchaburi, blend-
ing world-class amenities with
untapped global appeal. “PATA India
Chapter is also engaging in conver-
sation with the Indian government to
unlock MICE potential in tier Il and
cities of India, where we could host
PDMF in the future,” he said.

MICE prospects for destination
With its array of 5-star hotels,
Phetchaburi stands ready to host
world-class MICE events. Chiruit
Isarangkun Na Ayuthaya, Presi-
dent, TCEB, proudly calls the
province a “Guif of Thailand”
gem, blending arts, crafts, na-

ture, and gastronomy. With simi-
lar vision in mind, Peter Semone,
Chair, PATA, underscored the sig-
nificance of spotlighting tier Il and
lll cities for MICE growth, saying,
“PDMF is focusing on second-
ary and tertiary destinations
across Asia and the Pacific, with
Thailand leading by example.
The goal is to shift tourism from
main hubs like Bangkok, Phuket,
and Pattaya to foster sustain-

= |

able, community-driven tourism.
This approach, also relevant for
India, emphasises local culture,
cuising, nature, and authentic
lifestyles, aiming to reconnect
visitors with grassroots experi-
ences and strengthen ties be-
tween hosts and travellers.”

Paul Pruangkarn, Chief of Staff
PATA, pointed out that while pro-
moting community-based tourism
in tier Il cities is key, PDMF's core
mission lies in showcasing effec-
tive destination management strat-
egies and practices, which reduces
carbon footprint too.

Ravi Ganglani, Resort Manager, AVANI+ Hua Hin Resort, said, “For wed-
dings, we cater to groups starting at 200 guests with packages begin-
ning at Thai baht 3.5 million, covering accommodations, meals, and even
high tea and supper. For MICE, we provide enticing incentives like one free
room for every 10 booked, one complimentary participant for every 10
attendees, and a 10 per cent commission on room rates for planners.”

Hospitality milieu

Phetchaburi  boasts world-class
hospitality featuring luxurious 5-star
stays, such as Dusit Thani Hua Hin,
AVANI+ Hua Hin Resort, Long
Beach Cha-am Hotel, and The Re-
gent Cha-Am Beach Resort—all
set against the stunning backdrop
of Cha-am Beach. These hotels
promise to serve global cuising,
along with three famous local fla-
vours of Phetchaburi ie. ‘sweet,
sour, and safty’, which makes the
destination more appealing for any

MICE group.

The event aimed
to foster closer
collaboration
between the
province, local
stakeholders, and
major tourism
organisations

Places of interest

Not only hospitality, but Phetcha-
buri has multifarious hidden trea-
sures that any MICE or corporate
traveller can explore, and to show-
case the same, PDMF organised
an immersive technical tour for
participants, unravelling its cul-
tural and natural wonders. The
journey included visits to royal ar-
chitectural marvels like Phra Ram
Ratchaniwet and Mrigadayavan
Palace, reflecting Thai-European
elegance, and the scenic Phra Na-
khon Khiri Historical Park perched
atop mountain peaks.

Participants delved into local life of
Ban Rai Krang Community, explor-
ing paddy fields and toddy palm
forests, and Tham Rong Com-
munity. They savoured traditional
sweets at Lung Anake Thai Des-
serts Factory and gained insights
into biodiversity and fisheries at
Phetchaburi  Aquacuftic Demon-
stration Farm. 4=
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TN TAF to limit convention registrations to 400

LOT Polish Airlines adds Malta to
its global route network

Air travel plays an important role
inachieving the wide gamut of
goals that the state is striving
fowards: Meghalaya CM

The Clarks Hotels and Resorts
opens Clarks Collection Grand
Sapphire in Ajmer

Delink F&B rates from
accommodation charges &
introduce 18% GST slab with ITC
benefits for restaurants: FHRAI to
Union Government

Meghalaya plans to infuse
34,000 crore in tourism sector
in coming years, says Conrad
Sangma, Chief Minister

Promote Rajasthan’s tourist sites,
fairs, and festivals with effective
marketing at global level: CM

Israel expects 10,000 Indian
visitors in 2024; plans to launch
g-visa for Indians in 2025, says
ministry official

TAFI has opened member registrations for its upcoming annual convention to be held in Vietnam from 17-20 January
2025. Itis offering members a 3-night convention at 15,999 per person on twin sharing and has also negotiated great
prices with DMCs for some exciting pre and post-convention tours. Early Bird offer closes on December 6.

-
# TT Bureau

he Travel Agents Federation
Tof India (TAFI) has opened

registrations for its upcom-
ing TAFI Convention 2025 that will
be held in the Ninh Binh province
in Northern Vigtnam from 17 to
20 January. The theme of the
convention is ‘Tourism for Tomor-
row: Protecting the Planet’.

Elaborating on the choice of
destination and the theme, Ajay
Prakash, President, TAFI, said,
“Indian tourism is booming. While
inbound numbers are still below
pre-COVID levels, outbound and
domestic tourism are break-
ing all records. But an industry
that is totally people-centric
and which thrives on the natural
beauty and the amazing diversity
in the world also has a duty to
protect the Planet. Sustainability
has gone beyond being a mere
catchword, it is the single most
important need today for the

(#

.- & TAF]
Ajay Prakash

President
TAF

tourism industry and if we are
to rethink our business models
and think beyond profit, the move
has to come from within the in-
dustry. As the leading travel as-
sociation in the country TAFI wil
take the lead in sensitising our
members who, in turn, will guide
their clients towards Responsible
Tourism practices.” He added,
“Vietnam is a beautiful country
and has become a very popular

destination for Indian travellers.
However, the beautiful Ninh Binh
province remains relatively unex-
plored by Indian tourists and, as
always, TAFI seeks to introduce
our members to newer, lesser-
known destinations. It also re-
inforces our belief that tourism
must move beyond the usual
popular destinations.”

Anil Kalsi, Vice President, TAFI,
said, “The Provincial government
of Ninh Binh has been extremely
supportive, and the Department
of Tourism has laid out the red
carpet for TAFI delegates.”

Speaking about the convent
format, Abbas Moiz, National
General Secretary, said, “TAFI is
offering members a three-night
convention at an incredible price
of 315,999 per person on twin
sharing. We have also negotiated

great prices with DMCs for some
exciting pre and post-convention
tours. Our members can contact
them directly to take advantage
of the special prices. Similarly,
members are free to choose
between the various airlines
offering direct or connecting
services to Vietnam and take a
stop enroute.”

Hitank Shah, National Treasurer,
TAFI, clarified that the convention
package starts and concludes at
Hanoi airport.

“We will have shuttles from
Hanoi airport to Ninh Binh from
garly in the morning on 17 Janu-
ary until midday and again back
from Ninh Binh to Hanoi airport
on the 20 to facilitate our mem-
bers arriving and departing on
different flights.”

Seeraj Sabharwal, Chairman,
TAFl Convention Committee,
shared various options for ad-

ditional tours that the delegates
can take to Da Nang and the
Bana Hills, or a cruise in Halong
bay, or a visit to the lovely beach
at Ho Tram. Participation is re-

b
TAFI Convention
2025 will be
held on ‘Tourism
for Tomorrow:
Protecting the
Planet’ theme in
Ninh Binh province
from 17-20 January

stricted to official agency rep-
resentatives and their spouses,
TAFl is restricting numbers and
will close registrations at 400
delegates, the Early Bird offer
closes on 6 December. 4=

Mayfair to expand in west with ‘Elixir’

Mayfair Hotels & Resorts is shifting its focus towards expanding its footprint across India, with a special emphasis on
the western region through its Mayfair Elixir brand. Adopting an asset-light model, the group has already established
two operational properties in Goa and Alibag, and a third property is in the pipeline.

/" Hazel Jain

fter having conquered the
Aeastern and north-gastern

market in India, Mayfair Ho-
tels & Resorts is now focused on
expanding in the western part of
India. It opened its second prop-
erty after Goa in the west — Mayfair
Manor Alibag. It is an experiential
seven-room villa, spread over three
acres of land, nestled in the coastal
town of Alibag, just a 20-minute
speedboat ride from  Mumbai.
Bjorn DeNiese, Managing Director,
Mayfair Elixir, said, “Mayfair Manor
Alibag embodies our commitment
to exceptional service, elegance,
and unforgettable experiences, as
we expand our presence through
Mayfair Elixir. We are expanding in
ahig way - we are adding 200-odd
keys at Mayfair Guwahati, currently
at 160 keys. Soon, we will have a
total inventory of 380 rooms in just
Guwahati that will probably make it
the largest hotel in the region.”

Mayfair Elixir follows the asset-
light model and Mayfair Hotels

Bjorn DeNiese
Managing Director
Mayfair Eliir

Randhir Gupta
/P Commercial & Busingss
Development, Mayfair Eliir

is focussing on expanding under
that. DeNiese said, “The number
of our owned and operated prop-
erties stands at 15 today. Our
Chairman is also in the process
of building the Mayfair Sanctuary,
which is going to be a huge project
in Bhubaneswar. With that, | think,
we focus more on the asset-light
model; it is something that we are
looking to expand further, and also
develop a few more brands under
this model and take the Mayfair
brand further out into the market

l“ IMAMY | DECEMBER 1 FORTNIGHT ISSUE 2020

across the country and across
borders as well.”

Why Alibag? DeNiese explained,
“The western part of India has
always been something that we
have been keen on pushing for
Mayfair. We are known as an
gastern India brand but we would
like to change that perception. We
have been present in Goa for a
while now. With Alibag, which is a
close option from Mumbai, it is an
opportunity for developers, travel

agents and corporates to also
discover the brand and experience
the Mayfair hospitality. Besides,
we are also looking to expand in
Shirdi which will be coming up
very soon.”

Offbeat locations

DeNigse shared that the Mayfair
brand has traditionally been coming
up inalot of offbeat locations, apart
from capital cities. For example,
there is Mayfair Rourkela, which
is now home to the Hockey World
Cup. The hotel group also has May-
fair Purnea in Bihar, which is again
an offbeat destination. “It is in the
tier Il and tier Il cities where we see
alot of opportunity and requirement

for the brand and good hospitality
overall. We will also be focusing on
the religious circuits; we already
have one property in Puri, and
Shirdi will be another one that our
Chairman has been passionately

Maytair Manor Alibag boasts of

« Two lavish villas with 2 and 5 bedrooms

« Swimming pool and jacuzzi for relaxation

« Library and games area featuring pool, carrom, and table tennis

< Lush greenery, trees, and plants creating a unique microclimate

« Expansive lawns and private areas for leadership meets, private
celebrations and get togethers

« Viibrant colours and aesthetics, signature to the Mayfair brand

following up on. We are also look-
ing at properties in Varanasi and
other such locations,” he said.

Randhir Gupta, VP - Commercial
& Busingss Development, Mayfair
Elixir, said, “This is our first hotel
close to Mumbai and our 19" ho-
tel overall. Of these, 15 properties
are under legacy brands and four
properties that come under Mayfair
Elixir - created to expand the brand
under management contracts. You
will be seeing many Mayfair prop-
erties opening in most of the key
destinations within the country, as
well as outside the country.” 4=
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‘Chalo India’ evokes subdued reaction

P> Contd. from page 5

Operational challenges

Several leaders have voiced con-
cerns about the campaign’s ex-
gcution. Rajnish Kaistha, Sr. Vice
President, IATO, points out the lack
of a robust marketing push, “It's
too early to say about queries on
India visit due to free e-visa in-
centive which should have been
without any OCI rider and that
could be a game-changer. First,
the Government of India needs a
big marketing spend in tourist gen-
erating markets about Chalo India.
No campaign, no results is how |
look at it. Government should plan
in advance and year-long calendar
of promotional activities by partici-
pating in foreign trade fairs, India
roadshows and share confirmed
details with the industry and then

W
While the initiative
has drawn varied
responses from
stakeholders, its
potential hinges
on addressing
operational and
strategic gaps

our members shall plan in ad-
vance and budget to participate in
such shows for positive results.”

Tony Marwah, Executive Commit-
tee Member, IATO, raised important
questions, saying, “In the absence
of comprehensive media coverage,
the campaign will remain merely on
paper. If you mean that launching a
campaign at WTM has translated

Www.Irautalkindia.com

into inquiries for India, 'm sorry,
it's a big no! It is wishiul thinking.”
Sharing his take on the campaign,
he further said, “In my opinion, it
is a non-starter. Why would an OCI
cardholder approach a traveller and

deterrent in its spread and reach.
Also, the quota of visas granted
under this is too little, seeing the
size of our country. ‘Chalo India’
should not be an isolated cam-
paign but should just be one of the

Rajnish Kaistha
Sr Vice President
JATO

encourage them to visit India just
to save US$ 25 on a visa fee? This
idea will not work. It seems like
someone was in a tearing hurry
to announce something on World
Tourism Day. This is not an incen-
tive and lacks appeal.”

Prateek Hira, Chairman, IATO
Uttar Pradesh Chapter, sees the
campaign as a step in the right
direction, provided it is backed by
sustained efforts. “The campaign
can be a game-changing step to
attract inbound tourists to India
if it continues for a longer period
and is backed by proper publicity
about India in foreign shores. The
campaign window Seems quite
limited as it is valid till the end of
March 2025. As a norm foreigners
plan their long-haul holidays well
in advance and this trend takes
away the charm of this scheme.
Similarly, this scheme is not
backed well by advertisement and
proper publicity, which may be a

Ravi Gosain
Vice President
JATO

campaigns to promote India along
with all other marketing cam-
paigns and traditional marketing
of destination India,” Hira opined.

The campaign’s stipulation for
recommendations by OCI card-
holders has drawn criticism.
K Ranga Reddy, Chairman, IATO
Andhra Pradesh and Telangana
Chapter, said, “Many potential
travellers feel excluded by the OCI
recommendation requirement. It
adds unnecessary - complexity,
particularly for first-time visitors,
or those without personal ties to
the Indian diaspora. Furthermore,
0Cl cardholders are concerned
about being held accountable for
endorsing visitors, which might
discourage participation.”

Strategic suggestions

To enhance India’'s appeal as
an inbound tourism destination
through the campaign, stake-
holders outlined various propos-

als aiming to address various
aspects of tourism, from mar-
keting and infrastructure to visa
processes and authentic experi-
ences. Mehra emphasised the
need for targeted incentives and

Tony Marwah .
Executive Commitiee Member
IAT0

Prateek Hira
Chairman
IATO Uttar Pradesh Chapter

robust digital campaigns to at-
tract global travellers. “Extending
incentives, such as discounted
airling fares, enhanced local ex-
periences, or exclusive cultural
packages, could attract more
visitors. ~ Strengthening  digital
campaigns, featuring targeted
storytelling about India’s diver-
sity and heritage, would amplify
interest. Additionally, simplifying
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visa processes further, investing
in infrastructure, and ensuring
safety and cleanliness at tourist
hubs can significantly improve
perceptions, complementing ini-
tiatives like ‘Chalo India’. Public-
ity, marketing, and promotion;
opening up MOT offices abroad;
international roadshows across
target countries in consultation
with the trade; and Fam trips for
foreign tour operators, interna-
tional media, and bloggers are the
imperatives,” he said.

On visa policies, Gosain pointed
out the potential of free visas as
a strategic tool rather than just
a financial incentive. “Free visa
should be seen as a welcoming
step from the Indian government

K Ranga Reddy
Chairman, IATO Andhra
Pradesh & Telangana Chapter

rather than a financial incentive
because the double-entry e-tour-
ist visa fee for 30 days is merely
US $25 or UK £25. Secondly, |
think to run this campaign for a
longer period, total gratis visas
should be 500,000 to make it
more lucrative. MOT should con-
sider offering free visas to all non-
Indians/ non-OC cardholders for
a limited period, restricted to 10
biggest source markets like the
US, UK, France, Germany, Italy,
and Japan. This will have a great-
er impact and position India as a
welcoming tourist destination.”

Highlighting India’s cultural rich-
ness, Mahendra Pratap Singh,
Chairman, IATO Madhya Pradesh
& Chhattisgarh Chapter, under-
scored the importance of unique
selling points. “To make India
more appealing in markets like
the UK, we should focus on what
makes India unique. While India
is known for its busy cities and
famous landmarks, we should
also highlight its rich heritage.
Practices like yoga and meditation
can attract wellness tourists, while
spiritual tourism, tribal experienc-
es, and the strong cuftural bonds
of family and community offer a
deeper, more authentic experi-
ence.” Marwah, however, raised
concerns about current chal-
lenges that could undermine such

campaigns. “You do not kickstart
a campaign by giving it a name.
Today, India is one of the most
expensive destinations in South
& Southeast Asia. Airfares are
sky-high out of Europe and North
America. Hotels are not available,
thanks to wedding blocks at hotels
in most popular tourist destina-
tions in India. India tourism offices
overseas are history, and there is a
total absence of any print, media,
or digital advertising,” he said.

Adding to the call for amore robust
promotional strategy, Hira noted
the lack of sustained publicity.
“Somehow, the publicity push for
inbound tourism has gone miss-
ing for a few years now. Should
we want to succeed in increasing
the number of arrivals into India

Mahendra Pratap Singh
Chairman, IATO Madhya Pradesh &
Chhattisgarh Chapter

and bring in quality tourists with
high spending power, we ought
to have a multi-pronged strategy.
‘Chalo India’ is, of course, a great
campaign but, in isolation, without
a backup of publicity and outreach
programmes, it might not fetch the
desired results.”

Reddy outlined a detailed roadmap
to maximise the campaign's po-
tential in key markets like the UK.
“India has immense potential to
enhance its inbound tourism ap-
peal in key markets like the UK by
building on the ‘Chalo India’ initia-
tive. This can be achieved through
further simplifying visa processes,
such as offering quicker e-visa
approvals and visa-on-arrival op-
tions, alongside multi-entry visas
for repeat travellers. Tailored travel
packages highlighting India’s heri-
tage, wellness tourism, and luxury
offerings would attract UK visitors,
while localised marketing cam-
paigns and celebrity endorsements
can strengthen outreach. Improved
connectivity through direct flights
and regional tourism promotion,
along with targeted incentives like
discounts on attractions, would
increase tourism. Additionally, a
focus on eco-friendly tourism, lo-
cal experiences, safety measures,
and hospitality training will postion
India as a preferred destination for
UK travellers,” he said. &=
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DDP Group rolls out red carpet

DDP Group hosted a networking party at ITC Grand Central Hotel in Mumbai on 22 November. The event was
a token of appreciation for the travel partners' unwavering support. The event brought together a diverse group
of industry stakeholders, including tourism boards, airlines, hoteliers, travel agents, tour operators, and DMCs.
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Industry leaders honoured in style
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White winters winning Indians

Over the past few years, Indian travellers have increasingly sought out snowy destinations, particularly during
the month of December. With about 20 per cent surge in overall winter bookings compared to last December,
it's evident that white winters are not just a fleeting trend—they are here to stay.

Sanjeev Mehra

President SKAL inematonal nda &

Dirctor Aaryan Leisre & Holys

Indian travellers

are increasingly opting
for white winter experi-
ences, drawn by the allure
of snowy landscapes.
Globally, destinations like
France, Switzerland, Nor-
way, Iceland, Russia, and
Canada are among the
top choices. Within India,
Kashmir’s Gulmarg, and
Srinagar, and Himachal's
Manali, and Sikkim offer
beautiful destinations.

Recent data shows
a 32 per cent increase in
Indian travellers opting
for white winter destina-
tions during Christmas,
compared to just five
years ago. What's clear
is that India’s love for
themed and immersive

-

Hari Ganapathy
Co-Founder, Pickyourtrai

travel is on the rise. Swit-
zerland continues to be a
popular escape.

<

Louis D’Souza
Director, Tamarind Global

QOver the last couple
of years, we have no-
ticed a growing trend
among Indians seeking
the charm of a white
winter. The European
Alps remain a timeless
favourite, with Switzer-
land, Austria, Poland and
France offering iconic
snowy vistas and luxury
experiences. Finland and
Sweden have also gained
traction this year.

There has been an
upswing in the demand
for offbeat and new
experiences, including
a heightened interest in
winter getaways in France
from India. We are sure
that over the years, there
will be a growing number

Sheetal Munshaw
Director
Atout France - Inclia

of Indians wanting to ex-
perience France’s unique
winter wonderland.

Ankit Chaturvedi
(Global Head of Marketing
RateGain

According to World
on Holiday by RateGain,
while Indian travellers
have begun showing
interest in winter experi-
ences, beach destinations
continue to be their top
choice for the winter
holiday season. For the
period from December 20
to January 1, many are
booking trips to popular
medium-haul beach spots
like Dubai and Bali.

As the Indian vaca-
tionists evolve, there is
anincreasing interest in
experiencing the white
winter atmosphere of
Europe, especially the
French Alps, Switzerland,
Austria, Finland, Iceland &
Norway being favourites.

Mit Bhatt
Managing Partner
The Grand Vacationist

We are also seeing interest
in Montana, Vermont and

Aspen in the US.
Contd. on page 23»

ITA Alrways celebrates 2" anniversary

ITA Airways celebrated the second anniversary of its Delhi operations with a grand event at the Hyatt Regency New Delhi,
attended by Fabio Bigotti, Country Manager for India and Japan, and Benedetto Mencaroni Poiani, Vice President. The
celebration recognised top-performing travel partners and highlighted the airline’s growth and future vision.

lﬂ IMAMY | DECEMBER 1 FORTNIGHT ISSUE 2020

Www.Irautalkindia.com



34 Year and counting

Arunachal aims to be adventure hub

Arunachal Pradesh is poised to become a global adventure tourism hub. With a focus on responsible tourism
and eco-sensitivity, the state is preparing for significant growth. A revised tourism policy and the upcoming ATOAI
convention will showcase its adventure potential while promoting sustainable practices.

L !
i Janice Alyosius
runachal Pradesh has vast
potential to emerge as a
global adventure tourism hub
and attract an increasing number of

domestic and international travel-
lers. The state government is plan-

¥
We are framing the
tourism policy; it is
going to be a very
comprehensive
one because it
will include a wide
range of sectors

—Pasang Dorjee Sona

ning to revise its tourism policy to
cash in on this potential. Pasang
Dorjee Sona, Tourism Minister of
Arunachal Pradesh, said, “We are

framing the tourism policy; it is go-
ing to be a very comprehensive one
because it will include a wide range
of sectors. Responsible tourism will
be one of the key focuses.”

With a focus on responsible tourism
and eco-sensitivity, the state gov-
ernment is committed to balancing
development with the preservation
of its pristing environment. “As | al-
ways say, we don't want travellers
who spend Rs 10 but leave behind
a burden of 20. We need to ensure
that we are eco-sensitive and care
about our environment,” he said.
With eco-sensitive growth as the
foundation of the policy, the state
government is serious about how
it grows tourism while encourag-
ing people to explore its natural
heritage, while also ensuring the
protection of its fragile ecology.
“That is the biggest concern as we
frame the policy. The policy is not
yet finalised, but we hope to have it
in place by the end of next month,”
the minister said.

Adventure takes centre stage
Arunachal Pradesh is preparing
to host the Adventure Tour Opera-
tors Association of India (ATOAI)
convention in Tawang from 3-8
December, highlighting its ad-
venture tourism potential on a
national platform.

Ajeet Bajaj, President, ATOAI, said,
‘Arunachal is India’s last Shangri-
La, with unmatched natural heritage
and adventure opportunities. The
convention will focus on show-

-

Pasang Dorjee Sona, Tourism Minister, Arunachal Pradesh; Ranphoa Ngowa, Secretary Tourism, Government of Arunachal Pradesh; Arun Srivastava, Joint Director General, Ministry of Tourism; Ajeet
Bajaj, President, ATOAI; Oken Tayeng, MLA and Convention Chairperson; along with other dignitaries

casing the state’s offerings, from
mountain  biking, rafting, and
kayaking to India’s longest zip ling
in Mechukha. This is an incredible
opportunity o highlight Arunachal’s
potential while setting benchmarks
for responsible tourism.”

The convention is designed not
only to promote adventure activi-
ties but also to ensure sustainable
practices. “Our event will be net-
zero, with steps to calculate and
mitigate the carbon footprint,” said

Bajaj, adding that, “We hope to in-
spire similar initiatives across India,
aligning adventure tourism  with
£c0-conscious travel trends.”

Sustainable tourism practices
As the state attracts more atten-
tion, its leaders are focused on
avoiding the pitfalls of over-tour-
ism seen in other destinations.
Oken Tayeng, MLA, Convention
Chairperson, and Chapter Chair-
man of the North Eastern Region,
ATOAI, emphasised the need

for sustainable  development.
“Arunachal is a relatively new
destination, where not much has
happened yet in terms of tourism.
However, it holds immense poten-
tial. As one of the largest states in
the country, it boasts 80 per cent
forest cover, great peaks—iwo
of which are about 23,000 feet
high—and vast adventure terri-
tory. This convention is particu-
larly significant because it is the
first dedicated adventure tourism
event happening here.” &

Hahnair celehrates 2o years

Hahnair stands at the forefront of revolutionising airline distribution, offering global solutions tailored to meet regional
needs. From its innovative H1X1 platform to its growing presence in the Indian market, the company blends cutting-
edge technology, customer-centric services, and strategic tie-ups to connect airlines and travellers worldwide.

- 8
¢ Surbhi Sharma

ahnair, a scheduled and
Hexecutive charter airline of

Germany, has transformed
the landscape of airline distribu-
tion, empowering airines and
travel professionals  worldwide.
From integrating regional carriers
into global markets to pioneering
cutting-edge  solutions  tailored
for diverse regions like India, the
company combines technology,
service excellence, and strategic
partnerships to redefine how the
world travels. It recently celebrat-
ed its 25-year milestone in the
industry at Le Méridien hotel in
New Delhi. Over 80 travel agency
partners attended the event, along
with Kimberley Long, Vice Presi-
dent - Agency Distribution, Hahnair
and Bharat Kapoor, Regional Vice
President, Hahnair.

India being one of the top five glob-
al markets for Hahnair, the celebra-
tion highlighted the contributions
of Indian partners in its journey

Www.Irautalkindia.com

and underscored the company’s
commitment to supporting their
growth. “India remains one of our
key markets globally, and we are
incredibly grateful for the continued
support, trust and collaboration
from our agency partners here.
Together, we are achieving great
things, and | am confident that our
partnership will only grow stronger
in the years ahead,” Long said.

Recalling the company's journey,
she said that Hahnair began with
a humble route from Disseldorf
to Luxembourg. Since 1999, the
company has been offering distri-
bution services to other airlines,
and during the last 25 years, the
company has established itself
as the market leader. “Today,
we collaborate with over 350
airlines, reaching 190 markets
worldwide and empowering more
than 100,000 travel agencies to
book flights through our HR169
ticketing code,” Long shared.
She said, “One of Hahnair’s nota-
ble achievements is the develop-

Kimberley Long
Vice President - Agency Distribution

Hahnair
|

ment of the H1X1 platform. This
platform brings smaller, often
regional airlines, into the Global
Distribution ~ System  (GDS),
providing them with the tools
and reach they need to operate
globally. For airlines with limited
fleets, Hahnair's H1X1 solution
offers them the infrastructure,
technical support, and access
to global markets without the
heavy operational overhead. This

Bharat Kapoor
Regional Vice President

Hahnair
|

approach underscores the com-
pany’s emphasis on empowering
airlines to choose their distribu-
tion markets strategically.”

Impact of technology

With technology at its core, Hahn-
air has become a leader in innova-
tion within the airline distribution
space. ‘As the aviation industry
advances towards New Distribu-
tion Capabilty (NDC) standards,

our commitment to enhancing cus-
tomer service remains central. Qur
round-the-clock service desks in
Montevideo, the Philippines, Ger-
many, and India ensure seamless
Support for clients worldwide. This
combination of cutting-edge tech-
nology and human-centric support
reflects company’s dedication to
a smooth, client-friendly experi-
ence,” she highlighted.

India, a strategic partner
Highlighting how India market is
different from the rest, Long said,
“The company views India as an
innovation hub, recognising the
country's dynamic, youthful work-
force and its willingness to em-
brace new ideas.”

Plans for next 25 years
Hahnair promises expansion and
innovation, with a strong focus on
India and emerging technologies.
The company envisions a world
where technology further per-
sonalises travel and creates new
efficiencies in airline distribution.

Success in India market

Kapoor expressed grafitude to
the Indian market. “With access
to more than 350 partner airlines
whose flights can be issued on the
Hahnair HR-169 ticket, Indian travel

W
Hahnair highlighted
the contribution
of Indian partners
in its journey
and underscored
the company's
commitment to
support their growth

agencies have been instrumental in
our success. The praise we receive
from Indian travel professionals for
our complementary Securtix® in-
solvency protection is a testament
to our shared values of trust and
reliability,” he said. &
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IHGL mantra: Stay net cash positive

IHCLs ‘Accelerate 2030’ strategy will be to expand its brandscape with new brands and new segments, build
on its legacy of globally acclaimed service excellence, focus on doubling growth in consolidated revenue to
15,000 crore and doubling its portfolio with over 700 hotels — all while staying net cash positive.

'l_::az

/' Hazel Jain
nnouncing [HCLs
comprehensive  strategy
for 2030,  Puneet

Chhatwal, Managing Director

and Chief Executive Officer,
[HCL, revealed that the group will
expand its brandscape, double
its consolidated revenug with
a 20 per cent return on capital
employed, and grow its portfolio
to over 700 hotels. It will also
double its consolidated revenue to
315,000 crore, scaling new and
re-imagined businesses to over
25 per cent share of revenue.

Ater the COVID-19 pandemic,
IHCL recovered from the losses
to make ¥1,450 crore profit,
with 10 consecutive quarters of
record-breaking results. What
was a 34,000-crore topline
consolidated revenue company
turned to 7,000, crore, with
doubling of EBITDA. “We went
from a 3,000-crore debt to

Puneet Chhatwal
Maraging Director
and Chief Executive Officer, IHCL

being net cash. We are actually
debt-free with the exception
of a small debt in our London
property,” said Chhatwal.

He added that the group tried to
unleash the potential of Indian
Hotels Company with Taj being
the backbone, continues to be
the backbone and will continue
to be the most important brand,

both within Indian Hotels, as well
as the most important brand
within the Tata Group. “We have
grown our portfolio from 155
to 350 hotels, from operational
hotels of 142 in February 2018 to
232 today,” he said.

The future IHCL espies

Speaking about the hospitality
sector at large, Chhatwal said,
“There are long-term structural
tailwinds that have started
pushing the sector. If you look at
the Quarter 2 results of most of
the consumer-based companies,
it's only the hospitality sector that
has really shown strong topline
growth. This means the sector
is beginning to change. It's not
just Indian Hotels. And that is
evident because of the size of the
economy and GDP growth, which
is also leading to strong demand
growth. We are yet to witness
the increase in foreign tourist
arrivals. Al this is going to create
a strong demand base while the

supply remains constrained. It's
not easy to build hotels; it is very
complex in nature.”

He explained: “If you look at
the number of branded room
supply in other G20 countries
versus India, we have a very,
very long way to go. If supply
remains at six to eight per cent
and demand is almost double
digit, then the fundamentals of
the business will be very strong
in terms of the topline growth,
and the bottom line growth and
infrastructure improvement.”

A differentiated strategy

[HCL puts the money where its
mouth is. Chhatwal said, “For any
flagship location, for any brand
enhancing project, we will use our
own capital. It's the right thing to
do, especially if you can hedge
your portfolio to majority of your
business in asset light model,
but at the same create value by
driving operating leverage in good
times when demand continues to
outpace supply.”

International growth
He said, “We will only grow with

the Taj brand in international
gateway locations with the
exception of anything which is
within two to three hours of flying
distance from India.” He added,
“Other brands may be relevant; |

W
Taj is the backbone
and will continue to
be the most important
brand, both within
Indian Hotels, as
well as the most
important brand
within the Tata Group

will not take Ginger to Europe or
Switzerland. This is not a part of
our strategy. But we will take a Taj
to Europe. In fact, we are opening
a Taj in Frankfurt in less than 10
months from now. &=

Nok Air's 2™ Mumbai tlight launched

With Nok Air's second flight connecting Bangkok to India from Mumbai, Thailand hopes to cross the two million mark
by this year end. Represented in India by Dex Group, the airline brings high-quality product to the Indian market,
offering great connections to destinations from Bangkok so that Indian visitors can explore more facets of Thailand.

/' Hazel Jain

t has been almost two years

since Nok Air started operating

Hyderabad flights from Bang-
kok. They also added Mumbai
flights to cater to the heavy traffic.
Visiting India for the launch was
Ranon Viputsiri, Chief Commer-
cial Officer, Nok Air. “Mumbai is a
strategic market for us and anoth-
er milestone for Nok Air. Hopefully,
in 2025, we can add New Delhi to
our routes as well,” he said.

Nok Air's Boging 737-800 aircraft
with 189 seats will fly from Mum-
bai to Bangkok's Don Mueang
International Airport eight times
a week. There are over 13,000
seats from Mumbai to Bangkok
per month to meet the demand.
The flights also offer the option of
vegetarian meals that need to be
pre-booked. Viputsiri said, “Our
flight time is very good. It arrives
in Bangkok at 7.45 am to ensure
passengers get a full day in Bang-
kok. Itis also good for transit pas-

sengers who can get great con-
nections to other popular places
like Chiang Mai, Phuket, and
Krabi, as well as other secondary
cities like Surat Thani, on Nok Air.”
The airling has a total of 14 aircraft
in its fleet.

He shared that the loadfactor for
Hyderabad is around 77 per cent.
“The Nok Air brand is already well
known in the Indian market as we
have been flying from Hyderabad
to Don Mueang with four flights
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per week. We work with all the
key partners and try to tap all seg-
ments from leisure to corporate,
as well as students and sports
segments. We will soon have in-
flight entertainment,” he revealed.

GSA representation in India

Viputsiri said Thailand has been
a preferred destination for In-
dians for years. “However, we
see that the traffic has shifted
more towards FIT and smaller
family groups. Earlier, Indians

CISH1S

would travel in bigger groups. For
MICE groups, we can customise
packages in terms of extra lug-
gage or any other convenience.
What makes our airline different
is that we provide the best af-
fordable fares, and we also give
importance to the product and
service. While we don't have any
code-share partner yet, we are
exploring this avenue,” he added.
It will soon go on the GDS apart
from being available on OTAs and
travel agents.

Commenting on newer destina-
tions that Indians are now explor-
ing, Auttapon Thaweesuntorn,
Deputy Director, Tourism Authority
of Thailand — Mumbai office, said,
“Indian visitors are now travelling
to newer destinations in Thailand.
While they do visit Bangkok, they
also visit nearby cities. We also
see many Indian weddings.”
Sharing an update on Indian num-
bers, Donnawit Poolsawat, Con-
sul General, Thailand in Mumbai,
said, “The visa-free scheme aims

to facilitate travel from India to
Thailand. Hence, the visa appli-
cation to my office has reduced
significantly. Since launch of this
scheme, the number of Indian
arrivals has increased. For the

LV
Nok Air's Boeing
737-800 aircraft
with 189 seats will
fly from Mumbai
to Don Mueang
International
Airport in Bangkok
8 times a week

first six months this year, we re-
corded around 1.6 million Indian
visitors, and | hope by the end
of this year, we can cross 2 million
milestone. | am confident that the
visa-free  scheme  will  be
extended indefinitely.” &=
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McArthurGlen honours key partners

McArthurGlen Designer Outlets, a global leader in luxury outlet shopping, acknowledged its top trade partners in
India for their contribution at the McArthurGlen Tourism Awards held in Mumbai recently. Presenting the annual
Achievement Awards was Sabina Piacenti, International Markets Manager, McArthurGlen Designer Outlets.
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TAAI plans tax cell to guide on GST

Travel Agents Association of India (TAAI) embarks on a transformative journey under its new leadership. With a
member-first agenda, focus on technology, and plans to celebrate 75 years of legacy in 2025, the association
aims to empower its members, tackle industry challenges, and ensure sustainable growth.

k" .;!
¢ Surbhi Sharma

unil Kumar, newly-elected
SPresident of Travel Agents

Association of India (TAAI)
and Co-founder & Commercial
Head, AirRetailer, outlines a vision
to redefine the association’s role
in the travel ecosystem. “With the
travel and tourism industry contrib-
uting over 6 per centto India’s GDP,
the significance of this sector can-
not be overstated. However, chal-
lenges persist. In a dynamic indus-
try like ours, change is constant.
From evolving technology to shift-
ing market dynamics, members
face ongoing challenges. TAAI's
role is to be a steadfast partner,
offering support, fostering collabo-
ration, and ensuring our members
are equipped to adapt and thrive,”
Kumar said.

Key focus areas
He said that TAAI's key focus
areas include sustainability and

growth to ensure long-term re-
silience in operations, education
and training to keep members
updated with industry trends and
technologies and  collaboration,
and strengthening ties between
members and key stakeholders,
including government bodies and
airlines. “Our overarching goal is
to enhance TAAI's relevance and
support systems for members,
ensuring they can address chal-
lenges effectively and seize new
opportunities,” he added.

Three-point agenda for 2024-26
Speaking about his three-points
agenda, Kumar said, “Our motto is
‘Member First Approach’. We aim
to address member expectations
and challenges comprehensively.
Members invest their time and re-
sources in TAAI, and it is our duty
to provide value, relevance, and
tangible benefits in return. This in-
Cludes tailored support systems,
forums for addressing member

Sunil Kumar
President
TAAI

concerns and enhanced member
engagement to ensure their voices
are heard."

He added, “Secondly, we believe
that technology is the game-
changer for the travel industry.
However, adopting it can be ex-
pensive and daunting. TAAI is
committed to exploring affordable,

technology-driven solutions to help
members enhance their online
presence and operational efficien-
cy. By making technology acces-
sible, we aim to future-proof our
members’ businesses and lastly,
as TAAI approaches its 75" anni-
versary in 2026, we are planning a
year-long celebration to honour our
legacy and achievements in early

O
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2025, one year ahead to ensure
the initiative grows with relevance
and get transitions into a significant
industry event. This milestone is
not just a celebration of the asso-
ciation’s journey but a reflection of
the growth and evolution of India’s
travel industry. Our focus will be on

showcasing our history, fostering
partnerships, and preparing for a
future of continued excellence.”

First steps towards change
Kumar said, “Since assuming
office, we have hit the ground
running and launched immediate
initiatives, such as strategic work-
shops; within the first month, we
organised a two-day workshop in
Hyderabad with 65 regional and
chapter leaders. Together, we
brainstormed strategies for the
2024-26 term, member support
systems; we initiated the launch
of a tax cell to provide guidance
on GST, TGS, and other financial
concerns, airling relations; build-
ing stronger bridges with airlines
has been a priority.

Addressing challenges

The travel and tourism industry
faces hurdles in one or the other
form, said Kumar, adding that from
airline insolvencies to technologi-

cal disparities, the road ahead is
demanding. Therefore, to address
those challenges the key initiatives

W
We are working on
solutions to mitigate
challenges, such as
addressing financial
security concerns
& ensuring
accountability in tax
credit reflections

that we need include risk man-
agement, reviving insurance as a
reliable form of financial security,
establishing specialised commit-
tees for tourism, technology, taxa-
tion, and member development to
identify and resolve challenges pro-
actively, he noted. =

ST made easy for travel partners

GST has transformed the business landscape for travel agents in India, adding layers of complexity, but also
creating opportunities for those who approach it strategically. Manish Gadia, CA and Partner at GMJ & Co,
shares tips on how the GST affects travel agents, the need for reforms, and strategies to improve business.

W ';1
¢ Surbhi Sharma

n an era of complex taxation and

financial regulations, Goods and

Services Tax (GST) has become
an influential factor in the travel
and tourism sector of India, bring-
ing unique challenges that directly
impact travel agents and service
providers. Talking about the GST's
impact on travel agents, Manish
Gadia, Chartered Accountant and
Partner at GMJ & Co, says, GST
is a transaction-based tax, which
makes it crucial for businesses to
fully understand their transactions
to ensure compliance. For travel
agents, whose business often in-
volves multiple transactions, this
is especially challenging. “GST is
enormous in its impact. Without
a detailed understanding of each
transaction, travel agents risk cal-
culating their tax obligations incor-
rectly,” he cautions.

The nature of GST requires travel
agents to carefully assess how
gach sale or service affects their
tax responsibility.  “Misinterpre-

Manish Gadia
Chartered Accountant &
Partner at GMJ & Co

tation of GST rules can lead to
overpayment or underpayment
of taxes, with potentially severe
financial consequences. To avoid
these pitfalls, | always advise that
whosoever is paying GST should
go to a consultant, understand the
intricacies of different transactions
they are entering into and then de-
Cide on tax payments,” he says.

Need for reforms in industry
While GST is here to stay, Gadia
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believes that reforms are possible
and necessary to ease its burden
on the travel industry. He points
out a significant issue in the indus-
try - lack of unity among travel in-
dustry associations. “Government
has shown a consistent willing-
ness to adapt and provide relief to
businesses, but they need to unite
and come up with a clear list of re-
forms they want from the govern-
ment,” he says, adding that, “Cur-
rently, different associations within
the travel sector are not aligned on
the reforms they are asking for.”

Three-point agenda for

ease of doing business

When it comes to ease of doing
business, Gadia highlights three
fundamental principles that can
help travel agents not only navigate
GST but also enhance business ef-
ficiency and customer trust.

+ Embrace Tax Compliance:
Gadia stresses that attempting to
avoid tax is counterproductive.
“First and foremost, every busi-
nessperson has to understand that

you can't escape paying tax,” he
says. “Being compliant not only
avoids legal issues but also con-
tributes to long-term stability and
customer trust,” he adds.

+ Leverage GST Benefits: GST
offers advantages, especially the
input tax credit, which can signifi-
cantly benefit both businesses and
their clients. “With input tax credit,
if you are operating properly, you
can improve your own revenue
while providing cost-gffective op-
tions to your clients,” he says. “By
correctly applying input tax credits,
travel agents can reduce costs as-

sociated with GST, improving their
margins and customer satisfac-
tion,” he adds.

+ Operate Transparently: Trans-
parency is not just good ethics—it
is also good business. Incorpo-
rating it in business operations
is critical for long-term success,
according to Gadia. He empha-
sises that building a transparent
business fosters trust and avoids
potential conflicts. “Customers wil
eventually discover how you are
operating. So, it is always advis-
able to be transparent from the
start,” he asserts. “By apenly dis-

closing costs, tax obligations, and
service fees, businesses can build
lasting relationships with clients
who appreciate honesty,” he adds.

¥
Misinterpretation of
GST rules can lead
to overpayment
or underpayment
of taxes, with
potentially
severe financial
consequences

Approach to GST compliance
Gadia sees opportunities for the
travel industry to adjust and grow.
He stresses the importance of
industry collaboration and shared
goals to make significant headway.
“For travel agents to thrive under
GST, a unified approach towards
reform and adaptation is essen-
tial,” he concludes. =
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Minor opens 150-key Anantara Jaipur

Expanding its footprint in India, Minor Hotels has opened its first property under Anantara brand in Jaipur. The group
plans to establish 50 hotels across the country in next 10 years. Diana Marin Acosta, Senior VP, Head of Luxury &
Global Sales, Minor Hotels and Rohit Chopra, Area Commercial Director, Minor Hotels (India), share details.

-, |
7 Surbhi Sharma

inor Hotels, which owns,
IVlmanages and operates

a diverse portfolio of
more than 540 hotels, resorts
and branded residences across
56 countries, recently concluded
its three-city India roadshow - in
Mumbai, Ahmedabad and Delhi
— with an aim to engage with the
travel trade industry. The event
saw participation of representa-
tives from 26 Minor Hotels prop-
erties in the Middle East, Europe,
Thailand, Sri Lanka, the Maldives,
and Mauritius.

Speaking about the roadshow,
Diana Marin Acosta, Senior Vice
President, Head of Luxury & Glob-
al Sales, Minor Hotels said, “We
are thrilled to be back in India, a
market we cherish and are eager
to invest in. With dedicated sales
teams in both Mumbai and Delhi,
we are committed to deepening

Diana M'arin Acosta
Senior Vice President, Head of Luxury
& Global Sales, Minor Hotels

our engagement here. Each year,
we take a moment to express our
gratitude to our Indian partners,
whose support and collaboration
drive our growth.” Acosta added,
“For Minor Hotels, India is an es-
sential component of our global
strategy. With over 550 properties
in 56 countries, we recognise In-
dia as a crucial market for many

of our international destinations.
Our plans for expansion in India
are ambitious, starting with the
opening of our inaugural hotel in
Jaipur. But this is only the begin-
ning—we aim to establish at least
50 properties across India in the
coming years.”

¥

For us, sustainability
extends beyond eco-
friendly initiatives
like eliminating
plastic and using
natural materials; it
means supporting
local communities

Sustainability
Responding to the growing demand
for luxury and eco-friendly accom-

modations in India, she specified
that Minor Hotels is dedicated to
authenticity and sustainability in ev-
ery location, and India is no excep-
tion. “For us, sustainability extends
beyond eco-friendly initiatives like
gliminating plastic and using natural
materials; it means supporting lo-
cal communities through initiatives
that make a lasting impact. This is a
commitment we uphold across our
portfolio, from luxury brands like
Anantara to upper-scale options like
Avani,” she said.

India vital for global strategy
The Indian market holds strategic
importance for Minor Hotels. “As
we expand, we are committed to
cultivating relationships with part-
ners across diverse Ssegments,
from luxury travel agencies and
destination weddings to MICE and
corporate travel,” she said.

Sharing his views, Rohit Chopra,
Area  Commercial Director, Mi-

Rohit Chopra
Area Commercial Director
Minor Hotels (Inclia)

nor Hotels (India), said, “We are
excited as this is the third and
the last leg of our roadshows in
India. This time, we have 26 in-
ternational properties, including
Anantara, Avani, Avani Plus, NH,
NH Collection, Oaks, and Tivol,
that are participating, along with a
few representatives who are rep-
resenting Europe.”

First Anantara in Jaipur

Expressing happiness over the
responses that Minor Hotels got
from Indian travel agents and part-
ners from the roadshows, Chopra
said, “The feedback from the Indian

W
The feedback from
the Indian travellers,
as well as support
from the market, has
been tremendous
because we are
very well spread
in Europe

travellers, as well as support from
the market, has been tremendous.
People like Anantara for their lei-
sure and weddings.” 4
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Hari Kishan Valmiki
Founder & Managing Partner
Valmiki Travel & Tourism Solutions

A new trend is emerg-
ing among Indians who
traditionally avoided colder
destinations, especially in
winter. Today, more people
are drawn to winter won-
derlands, both in India and
abroad. Popular domestic
choices include Shimla,
Kashmir, Nainital, Auli,
Rishikesh, Mussoorie,

Leh Ladakh, Darjeeling,
Tawang, Gangtok, Spiti,
and Patnitop. Internation-
ally, many are exploring
destinations like Kazakh-
stan, Armenia, the Nordic
region and Swiss Alps.

Www.Irautalkindia.com

sh: Snow destinations top choice

Countries like Switzer-
land, Austria, and France
remain top choices for
snow enthusiasts from
India, while Scandinavia
and Japan are gaining
popularity for their unique
winter landscapes. People
would love visiting the

1

Khushvinder Sarna
Owner
The Federal Travels & Tours

Christmas markets.
Traditional favourites like
Germany and Austria are
still popular, but travellers
are exploring markets in
cities like Prague, Tallinn,
and Krakow.

Sumit Mitruka
CEO
Summit Hotels and Resorts

Indian travellers are
increasingly choosing white
winters. In Eastern and
North India, destinations
like Sandakphu,
Kalimpong, and Kurseong
are becoming popular
for their serene snowy
landscapes. Gulmarg and
Auli also attract adventure
enthusiasts. At Summit
Hotels, we cater to this de-
mand by offering comfort-
able stays in picturesque
winter locations. Indian
travellers are exploring
Christmas markets beyond
traditional hubs.

Switzerland is defi-
nitely seeing an increased
interest from Indian guests
for winter holidays to
experience the snow-cov-
ered mountains in destina-
tions like Engelberg Titlis
or Grindelwald with the
Jungfrau Ski Resort. The

s A

Christian Schoch
Director India
Switzerland Tourism

vibrant Christmas markets
are very high in interest,
from the romantic stalls

of Zurich and the flying
Santa at Montreux to the
charming new Winterlaken
market in Interlaken.

Rikant Pittie
Co-Founder
EaseMyTrip

Indian travellers
are showing a growing
enthusiasm for winter
sports, particularly skiing,
marking a significant shift
in vacation preferences.
While traditional European
destinations like
Chamonix and Zermatt
continue to attract skiers,
there is a notable rise in
interest in domestic skiing
locations, with Guimarg's
world-class facilities and
Auli's panoramic slopes
leading the trend. The
market is diversifying
beyond skiing.
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White winters are be-
coming a preferred choice
for many Indian travellers,
driven by a mix of curiosity
and the allure of winter
sports. This trend is open-
ing up new possibilities for
travel companies to create
unique winter experiences

Manish Saini
Co-Founder
Levax Holidays

that cater to this demand.
They have a growing list of
favourite destinations that
combine scenic snowy
landscapes with winter
activities and cultural
experiences.
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Focus on sustainahility @ (Fitur)

FITUR 2025 will be organised by IFEMA MADRID from 22-26 January,
highlighting sustainability and responsible tourism. The fair aims to inspire
tourism professionals to adopt sustainable practices.

-

 TT Bureau

ith a firm commitment
to boost business and
knowledge  exchange,

IFEMA MADRID will organise
FITUR 2025 from 22-26 January
2025. In its 45™ edition, the inter-
national tourism trade fair aligns

B .

direct global economic impact of
about US $3.4 trillion in the first
seven months of 2024, according
to UN Tourism statistics. FITUR
closed its last edition with more
than 250,000 attendees and the
participation of 9,000 compa-
nies representing 152 countries.
FITUR 2025 brings together the

Tourism has reached 790 mn international tourists, generating a direct global economic impéct of

about US $3.4 trllon in the first seven months of 2024

itself with the global challenge
facing the industry and reinforces
its commitment to the promotion
of responsible tourism, inviting its
professionals to strengthen their
price of belonging.

Tourism has reached 790 million
international tourists, generating a

global tourism market, placing
sustainability at the centre of
its programme with the aim of
contributing to solid economic
growth and showcasing respect-
ful practices with a positive
impact that can be replicated to
continue improving the quality of
tourism activity.

This is precisely the aim of two
of its major projects. On the one
hand, the FITURNEXT Observato-
ry, FITUR has a platform dedicat-
ed to promoting best practices,
which has been working all year
over the past six editions to iden-
tify and analyse initiatives imple-
mented globally by destinations,
companies, and organisations
around an industry challenge. On
this occasion, the 2025 Challenge
focused on how tourism can con-
tribute to sustainable food man-
agement and, after the analysis
of nearly 300 proposals, the win-
ners are Sustainable Gastronomic
Routes of Extremadura (Spain),
Hurtigruten  Cruises  (Norway),
and Too Good To Go (Denmark).

On the other hand, FITUR 4al, the
space that for the second con-
secutive year brings all people
with accessibility needs closer to
tourist destinations and services
in order to promote inclusive tour-
ism. This project will be produc-
ing the first Guide to Best Prac-
tices in Accessibility in 2025. -

 Hazel Jain

ith Christmas and New
Year approaching, Trip-
Jack has hit the sweet

spot with its Double Dhamaka
offer. This rewards-packed pro-
gramme is becoming the ultimate
tool for agents to maximise their
gamings during the peak travel
period leading up to New Year
2025. The offer, effective from
1 September to 31 December
2024, is tailor-made for the high-
demand season. With additional
rewards of up to 1.25 per cent on
hotel bookings and up to 0.6 per
cent on flights, agents have the
opportunity to earn substantial re-
wards. Unlimited rewards beyond
the highest target slab ensure even
greater rewards, as bookings for
flights, hotels, cruises, and holiday
packages soar. Travel or check-ins
must be completed by 15 January
2025 to claim these rewards.

Vishal Lagad, Vice Presi-
dent, Sales & Strategy, Trip-

Jack, said that in a crowd-

TripJack’s rewards program a hit

Travel agents are embracing TripJack’s rewards programme as the per-
fect tool to leverage the seasonal momentum. Double Dhamaka offer by
the company is proving to be the ultimate year-end catalyst for them.

- |

Vishal Lagad
Vice President, Sales & Strategy
Tripdack

|

ed  marketplace,  TripJack
distinguishes itself through a
customer-first - approach. “Our
key differentiator,  Check-In
Guarantee  Program, with a
99.6 per cent success rate, en-
sures peace of mind for agents.
For the rare booking mishap, Trip-
Jack provides swift resolutions,
including alternative accommoda-
tions or compensation—all within
an hour and Best Rate Guarantee,
for select top-performing hotels,
assures unbeatable prices for

Abdul Thingna
Vice President, Hotels & Holidays
TripJack

|
agents. If better rate is found on
a competitor’s platform, TripJack
offers double the difference after
verifying the claim,” he explained.

Abdul Thingna, Vice President,
Hotels & Holidays, TripJack,said,
“Our hotel inventory has expanded
significantly, reflecting a 30 per cent
growth over the previous year. The
platform boasts over 2 million ho-
tels globally, with a focus on high-
demand destinations and 4 and
5-star accommodations." 4=

WAI, MoCA give wings to aspirations

Women in Aviation India (WAI), in association with the Ministry of Civil Aviation, hosted 'Giving Wings to Dreams 2024'
awards at Roseate in New Delhi recently to celebrate 37 women shaping India’s aviation landscape. Women from key
aviation authorities, such as BCAS, DGCA, CISF, and Pawan Hans, were also recognised for their service excellence.
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Indians going for repeat visits to France

Atout France India concluded the 6™ edition of ‘Explore France’in Goa recently. Sheetal Munshaw, Director, Atout
France India, said that Indians are not only making repeat visits to France, but also staying longer there, indulging
in more local activities, and showing a preference for staying at local boutique hotels and apartments.

)

/' Hazel Jain

tout France, the tourism de-
Avelopment agency of France,

concluded the 6™ edition of
its annual B2B showcase, Explore
France, in Goa recently. A delega-
tion of 23 key stakeholders repre-
senting the diversity of France’s
touristic offerings interacted with
50 members of the Indian travel
trade fraternity over two days of
pre-scheduled meetings. Agents at
the workshop were from Mumbai,
Delni, Ahmedabad, Jaipur, Benga-
luru, Aurangabad, and Chennai.

It not only included table-top meet-
ings, but also a presentation for
the French delegation on the In-
dian travel landscape and the ever-
evolving profile of the Indian travel-
ler by Neil Patil, COO, Veena World.
There was an introduction also
by NPCI Payments International
and Lyra on the importance and
integration of UPI as a seamless
mode of digital payments and its

advancement in France. An inter-
active visa session was organised
in association with the Consulate
General of France in Mumbai and
VFS Global to discuss visa pro-
cedures and address commonly
asked queries by Sami Bouakaze,
Consul and Deputy Head of Mis-
sion. Bouakaze revealed that the
approval rate of visa applications
from the Mumbai Consulate is 85-
90 per cent.

The evolving Indian traveller

Sharing an update on how the In-
dia market is performing, Sheetal
Munshaw, Director, Atout France
India, said, “India is a growing
source market for France and has
been on a consistent upsurge for
the last decade or more. Platforms
such as these are critical to ensure
that we do not lose momentum. It
is mutually benefitting, as it allows
us to introduce key stakeholders
on both sides, facilitate dialogue,
showcase the diversity of France
and enable both sides on product

Sheetal Munshaw
Director

Atout France India
|

knowledge on the one hand and
market trends and potential on the
other. The showcase of the UPI
also demonstrated the dynamism
of the Indo-French relationship.
There have been many takeaways
on both sides, and we are confi-
dent that the Indian influx of tour-
ists to France will continue to be
on the upswing.” Indian arrivals in
2019 was 700,000, and in 2023

it was almost 550,000, which
means a 70-80 per cent recovery
since pre-COVID.

Currently, UPI is available only at
certain attractions in France, in-
cluding the Eiffel Tower, but they
are looking to expand their foot-
print. Moreover, a lot of exhibitors
at the workshop were from and
around Paris. “That has been our
mantra for the last several years.
Its all about how to go beyond
Paris and the Eiffel Tower. Our
endeavour has always been to do
Eiffel Tower differently and Paris
differently. Even for Indian visitors
who revisit Paris, they spend four
to five nights, and they want to
feel like locals, they want to stay
in local hotels and indulge in lo-
cal experiences like wine tourism,
tourism around food, outdoor ac-
tivities like cycling, spending time
in nature, and attend concerts.
They are engaging in activities
now rather than just sightseeing,”
Munshaw shared.

Even within Paris, they are doing
things differently. “They are book-
ing food tours, they are looking at
fashion, using the personal shop-
per experience; there is a lot of dif-
ferently done experiences even in
Paris for those who keep coming

)V

Our travel partners
are a lot more
exposed to France
now. We will have
some larger tour
operators launch
solo itineraries for
groups to France

back. We also have Rail Europe as
an important partner to showcase
what France has to offer in terms
of trains. Indians are spending a
longer time in France now than

they were before, because of
which they are going to different
places. So, we hope they will use
the trains a lot,” she explained.

Trade partners' contribution
Alot of it comes from the industry
itself. Munshaw said, “Our travel
partners are a lot more exposed
to France now than before. We
are going to have some larger tour
operators launch solo France itin-
eraries for groups, which is new,
adding new destinations. They are
also going to change in terms of
seasonality and launch packages
for autumn and winter, which is
something they have never done
before. The same thing is happen-
ing with MICE. We are seeing a de-
mand for newer destinations apart
from Paris. They are also looking at
places like Nice, Cannes, Toulouse,
and Lyon. In terms of the FIT trav-
eller, the mix is the most eclectic
because you have as many differ-
ent things that they do based on as
many tourists as they are.” &=

Skal’s new vision: Expansion & growth

Skal Club of Bombay (144) recently held a post-Diwali get-together for Skaleagues in Mumbai. The event was graced
by Sanjeev Mehra, President, Skal India, who flew from Kolkata to give members an update on the new team's focus
areas. Alongside him were Krishna Gopal, VP, Skal India and Burjis Mehta, President, Skal Club of Bombay (144).

Www.Irautalkindia.com
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Elegy for a travel agent

— For Anup Nair

B s LEaoe Trawv, TRA0E Fommagiy

P> Contd. from page 23

Scatter my ashes by the Taj Mahal,

where the marble glows, quiet, unbreakable,
gven in the midday heat. Let me become
part of something that waits and stays.

Take a handful of me to the Gateway of India
where the sea is restless, a lung filling,
emptying, filling again. Where the salt air
lingers, lifting and carrying,

as if it knows how we all need to be

a little lighter, a little freer in the wind.

At Amer Fort, find me in the sunburnt walls,
The silence and patignce, of the desert.

I'd like to be small and steady there,

to learn how sandstone holds its ground.

And then the Elephanta Caves, deep

in the shadows of carved gods,

that are only gods because they remember
how to stand in darkness

how to turn from stone into light,

forever shifting, forever constant.

In Old Delhi, slip me into the market air,
among the smells and colours and the heat,
Stop for a moment by Jama Masjid,

50 you can lose yourself in the hum of it all,
a city of voices holding its breath —

every hope and prayer, floating up

past the minarets,

going somewhere I'll ngver know.

Let me drift to the surface of Nigeen Lake,
like lilies pressing up,

pushing against still water, trying to meet
the mountains that lean in close

Just a part of me, resting

where the world is small and the sky is wide.

Finally, to the Arabian Sea, let me drift out—

where every wave is both departure and return,

and begin again, like everything we are—
gvery lost thing, set free, coming home.

and when the dawn comes, I'll be there — quiet,

not gone, exactly—just everywhere
| wanted to be.

— By Neel Chaudhuri
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Shravan Bhalla

Director

Highflyer

Since last year, we

have seen travellers opting
for destinations to enjoy
snow activities like skiing,
snow mobile experience,
stay in a glass igloo or the
Ice Hotel, Northern Lights
experience, reindeer safari,
as well as visiting Santa
Claus town. A few of the
winter destinations we
have seen are Rovaniemi,
Almaty, Germany, Norway,
France, and Switzerland. A
few have made bookings
for Germany and France
to enjoy Christmas in
Christmas towns.

We have noticed a
rising trend among In-
dian travellers, particularly
from southern regions,
choosing snow-covered
destinations. This is
especially evident among
honeymooners and young
adventure enthusiasts.

Narendra Bharti
Founder and CEQ
The Holidays Club

Activities like the Chadar
Trekin Leh are drawing
participants from across
India. With the growing
interest, destinations like
Himachal and Uttarakhand
have great potential.

Compiled by TT Bureau

wiieravenres [ ] I

DECEMBER 2024

Date  Event

Time

2-5 International Luxury Travel Market 2024-France  9:00 am

3 South African Tourism Minister's meet-Delhi -~ 11:00 am
3-8 16"ATOAI Annual Convention 10:00 am
5 South African Tourism Minister’s meet-Mumbai  11:00 am
57 Interational Tourism Trade Fair 9:00 am

and Congress 2024-Turkey

6-8  India International Travel Mart Hyderabad 2024 ~ 11:00 am

6-8 India Travel Mart 2024-Lucknow

10 STB Webinar

12-13  Holiday Expo-Visakhapatnam 2024

17-19  Bengal Travel Mart 2024

18 Cll Annual Tourism Summit 2024

20-21 6" ITTA Convention

9:00 am
3:00am
9:00 am
10:00 am
9:00 am
10:00 am

20-22  India International Travel Exhibition-Madurai 2024 ~ 4:00 pm

20-22  Tourism Fair Siliguri 2024

1:00 pm

JANUARY 2025

11-12 Travel MICE and Corporate Show
16-19  Thai International Travel Fair 2025

16-19  Holiday Fair Vienna 2025

17-19  India International Travel Mart Cochin 2025

10:00 am
9:00 am
9:00 am
11:00 am

WAI cheers nexi-gen leaders

WAI, in partnership with the MoCA, felicitated 37 women achievers from across
diverse aviation fields at its ‘Giving Wings to Dreams 2024’ programme in New Delhi
recently. The event highlighted the contribution of the woman leaders.

. Surbhi Sharma

omen in Aviation India
(WAI), a non-profit or-
ganisation  dedicated

to advancing women in aviation
and aerospace, in collaboration
with the Ministry of Civil Aviation,
hosted the third edition of its iconic
awards, Giving Wings to Dreams
2024, at Roseate in New Delhi
recently. The event honoured 37
women achievers whose contri-
butions have significantly shaped
India's aviation sector. The awards
celebrated  excellence  across
diverse aviation fields, including
airside operations, terminal man-
agement, engineering, security,
and flight operations. Women from
key aviation organisations, such
as BCAS, DGCA, CISF, and Pawan
Hans, were also recognised for
their service excellence.

Empowering women

The ceremony, attended by
Vumlunmang  Vualnam, Sec-
retary, Ministry of Civil Aviation,

Vumlunmang Vualnam
Secretary

Ministry of Civil Aviation
|

and IAS officials Usha Padhee
and Vipin Kumar, highlighted
India's burgeoning aviation in-
frastructure. Vuainam noted the
exponential growth of the sector,
with airports doubling from 74
to 157 in a decade, passenger
numbers soaring to 22 crore an-
nually, and aircraft fleets expected
to grow to 1,400 within five years.
“There is immense opportunity for
women in the aviation sector to

Radha Bhatia
President, WAl &
Chairperson, Bird Group

become a vital part of this growth
story,” said Vuainam. He empha-
sised the government's commit-
ment to integrating women into the
drone industry and other emerging
aviation fields, stressing that their
participation is crucial for sus-
tained industry momentum.

Inspiring future generations
Radha Bhatia, President, WAI and
Chairperson, Bird Group, underlined

the significance of equanimous
growth across all aviation verticals.
“India has the largest number of
women pilots globally, but we aim
for balanced representation across
the industry,” she said.

Through initiatives like the Girls in
Aviation Day programmes, WAI is
reaching out to young girls in re-
mote regions, introducing them to
the world of aviation.

Kinjarapu Ram Mohan Naidu,
Minister of Civil Aviation, praised
the WAI's efforts and encouraged
young girls to explore the vast op-
portunities in aviation.

Next gen of aviation leaders

In addition to honouring indus-
try stalwarts, Giving Wings to
Dreams 2024 recognised 35
schoolgirls as ‘Young Aviation
Ambassadors’. These students
received sponsorships for avia-
tion and travel industry courses,
further strengthening the pipeline
of future leaders in the sector. &
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as Incredible Indha

100" Tansen Samaroh:

In Madhya Pradesh

A Century of Music, a Lifetime of Inspiration

gart of Incredible India,
H Madhya Pradesh is a kalei-

doscape of rich cultural ex-
periences, traditions, and history.
The state has been a crossroads
for civilizations for centuries and
has woven a vibrant tapestry of
customs, languages, and artistic
expressions. Its annual cultural
extravaganzas offer a captivating
glimpse info this mesmerising
mosaic. Madhya Pradesh’s grand
festivals are not merely celebra-
tions; they are immersive experi-
ences that let visitors dive deeper
into the state.

100" Tansen Music Festival
from 15-19 December
Madhya Pradesh beckons you
to celebrate the life, legacy, and
contributions of the legendary
musician Tansen at the Tansen
Music Festival. Renowned for
its rich cultural heritage, Madhya
Pradesh has made
substantial con-

tributions  to
Hindustani
classical mu-
sic.  Gwalior,
a  UNESCO-
designated
Creative City
of Music, is
the annual
venue for
the

Af"

|-4

5!

prestigious Tansen Festival. This
musical extravaganza  show-
cases the rich heritage of Indian
classical music, attracting music
enthusiasts, scholars, and artists
from around the world. The festi-
val's roots can be traced back

to the early decades

of the 20th

century.

QOver

time these
gvents  grew
in scale and
~scope and
A got insti-
tution-

Bt
alised

regular feature on the cultural
calendar of Madhya Pradesh. In
recent years, the Tansen Music
Festival has gained international

recognition, attract-

participants and audiences from
various countries.

As the Tansen Music Festival con-
tinues to evolve, Madhya Pradesh
Culture Department and Madhya
Pradesh Tourism Board are set to
leave a mark. The state is lining up
a pre-launch event in New Delhi,
series of musical and thematic

exhibitions, week-long film festi-
val on Tansen at Bharat Bhavan
in Bhopal. Efforts of collaborating
with the ICCR, Indian embassies
abroad, and foreign embassies in
India to organise international per-
formances featuring artists from
different countries is a landmark
initiative to gain global recognition
in the centennial year.

51 Khajuraho Dance Festival
from 20-26 February 2025

The land of UNESCO World Heritage
Site and renowned architectural pil-

grimage, Khajuraho resonates with
the grace of classical dance. The
Khajuraho Dance Festival will mark
its 51 edition in February 2025,
continuing its tradition of showcas-
ing classical dance forms against
the backdrop of the iconic temples
of Khajuraho. Renowned classical
dancers from across India con-
verge here to enthrall audiences
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with their rhythmic footwork and
melodious ghunghrus. For adven-
ture enthusiasts, Madhya Pradesh
Tourism Board offers a plethora of
exciting activities.

Immerse in a Musical

Odyssey in the Heart of India
This years Tansen Music Festival
promises an unparalleled experience,
honouring the legacy of the mae-
stro. Join us as we celebrate music,
scholarship, and cuftural exchange.
In addition to these prominent festi-
vals, Madhya Pradesh hosts many
other cuftural events that highlight the
state’s rich legacy. Festivals such as

SV —
Madhya Pradesh
beckons you to
celebrate the

life, legacy, and
contributions of the
legendary musician
Tansen at the Tansen
Music Festival

Lokrang, Artichol, Ustad Allauddin
Khan Sangeet Samaroh, Akhil Bhar-
tiya Kalidas Samaroh, Pranati, Raag
Amir and Ghungru showcase the
diverse cultural heritage of Incred-
ible India. Whether you are a dance
enthusiast, a music lover, or simply
seeking an authentic cultural experi-
ence, Madhya Pradesh has some-
thing to offer everyone.

(Advertorial)




MOVEMENTS

THE KHYBER HIMALAYAN RESORT & SPA,
GULMARG

Gulmarg

The Khyber Himalayan Resort & Spa, Gulmarg, appoints
ABDEALI ZOOMKAWALA as the Director of Op-
erations. During his more than two decades of career
in the hospitality industry, Zoomkawala has worked
with renowned brands, such as The Taj Mahal Palace
& Tower, Mumbai and most recently with IFBE Ice
Factory Ballard Estate. He has extensive experience
in hotel management, pre-opening operations, and
strategic leadership roles and a proven track
record of achieving operational excellence.

IBIS HOTELS

Bengaluru

NAJMA VARGHESE joins as the Mutti Hotel Director of Sales for
ibis Bengaluru Hebbal, ibis Bengaluru City Center, and ibis Bengaluru
Hosur Road. With over 15 years of experience in
sales management and business development,
Varghese is celebrated for building lasting client
relationships and expanding market reach. Ex-

pressing enthusiasm over her appointment, she

said, “I am thrilled to join the ibis family and em- \
brace this new opportunity. My goal is to support [
ibis Hotels’ vision by fostering dynamic ‘
client partnerships and driving im-
pactful business growth.”

HYATT PLACE AURANGABAD AIRPORT

Aurangabad

Hyatt Place Aurangabad Airport has appointed JOSHUA D'MELLO
as Assistant General Manager. In the pivotal role, D'mello will lead the
hotel's operational efforts, offering exceptional guest
experience while ensuring that the property meets
the high standards associated with the Hyatt brand.
He brings more than 24 years of diverse experience

;'*'_'} in the hospitality industry, having held various mana-
. gerial positions at renowned hotels. His expertise

in guest relations, team leadership and
strategic operations has consistently
contributed to the success of the prop-

erties he has managed.

IRIS REPS

Mumbai

IRIS Reps has appointed SUNIL NAIR as the Sales & Marketing
Head for South India. With more than 30 years of leadership in avia-
tion and leisure travel industry, Nair has been an im-
portant player at industry giants like Jet Airways,
Gulf Air, Revel Tours, and Kanoo Travels, where he
pioneered innovative strategies that transformed
customer experiences and boosted revenue
growth. As IRIS Reps expands its footprint in the
South Indian market, Nair’s vision and leadership
will drive greater success, offering new op-
portunities and partnerships for travel agents
across the region.

Mumbai

DIVYA BHAGAT takes on the role of Multi Hotel Director of Sales
for ibis Mubai Vikhroli, ibis Navi Mumbai, and ibis Thane, bringing a
unique blend of strategic insights and industry experi-
ence from her work with prestigious brands like The
Oberoi Group and Pullman Gurgaon. Bhagat, who
has previously led Accor’s National Sales office in
Mumbai, is keen to reinforce the brand’s footprint
in this highly competitive market. Reacting over
her appointment, Bhagat said, “I look forward to
building upon the strong foundation here by
bringing fresh sales strategies that foster
client relationships and drive growth.”

Hyderabad

RAJESH DUDI joins as the Director of Sales for ibis Hyderabad,
Hitec City, with an impressive 18-year career in hospitality sales and op-
erations at renowned properties, including The Wes-

tin Hyderabad and Radisson Blu Banjara Hills. He is
known for his ability to create strategic growth ini-
tiatives. Commenting on his appointment, Rajesh
said, “I am excited to collaborate with our teamto
deliver exceptional guest experiences and grow
the ibis brand in Hyderabad.” His focus will
be on strengthening ibis Hyderabad’s
competitive edge and fostering
meaningful client partnerships.

BIS STYLES MYSURU
Mysuru

ibis Styles Mysuru welcomes GANESHRAM IYER as its new Hotel
Manager. With an impressive 21-year career in the hospitality industry,
lyer brings extensive expertise in enhancing operational
efficiency, elevating guest satisfaction, and driving
financial performance across luxury and midscale
hotel segments. Prior to this, he served as Director
of Operations at Novotel Chennai SIPCOT. His ca-
reer also includes pivotal roles at prominent brands,
such as Radisson, Holiday Inn, and Hyatt. Gane-
shram, known for his energetic leadership,

DOUBLETREE BY HILTON PUNE-CHINCHWAD

Pune

DoubleTree by Hilton Pune-Chinchwad has appointed KHIZER KHAN
as the Hotel Manager. With more than 17 years of experience in the hos-
pitality industry, Khan brings a wealth of knowledge and a
dynamic leadership approach to the role. He has worked
with some of the esteemed brands in the industry, in-
" cluding Marriott in London Kensington, Hilton at
' London Heathrow Airport, and Hampton by Hilton
in London Waterloo. In his new role, Khan will over-
see all aspects of operations at DoubleTree by Hitton
" Pune-Chinchwad, with a focus on enhancing guest ex-
{ \":\ periences, improving operational efficiency, and

| ey o, 1 i ) ;
ERaSS, \ \kstrengthenmgthe hotel’s reputation.
MINOR HOTELS

India

Leading global hospitality group Minor Hotels has named industry vet-
eran OMAR ROMERQO as its Chief Development and Luxury Officer, a
newly-created position, as the group continues its rapid
global expansion. In his new role, Romero will drive
the global development strategy of Minor Hotels,
identifying new business opportunities, overseeing
the planning and execution of projects, and man-
aging relationships with key stakeholders. He will
also play a pivotal part in shaping and sup-
porting the curation of Minor Hotels' ="

-
A

luxury brands, ensuring the deliv- [

ery of exceptional experiences. ‘, | 'uk
Tah

NOVOTEL PUNE

Pune

Novotel Pune has appointed SATISH VISHWAKARMA as the Chief
Engineer. With over 17 years of experience in engineering management
within the hospitality sector, Vishwakarma brings a wealth
of knowledge in energy management, manpower opti-
misation, project management, and sustainable building
practices to the hotel. Prior to this, he held important po-
sitions at renowned establishments, including Jio World |,
Centre, Taj Vivanta Hotel, Four Points by Sheraton, and
JW Marriott Sahar Mumbai. His expertise spans across
various facets of hotel engineering, including e

is skilled at crafting and implementing ~ energy management and preventive ‘ |
effective operational strategies. maintenance. \ |‘ s
FERNS N PETALS THE LODHI
New Delhi New Delhi

Ferns N Petals (FNP), a leading name in the floral, gifting, and event man-
agement industries, has appointed ABHISHEK SAKLANI as the Head
of Human Resources for its wedding, hospitality,
and healthcare verticals. In the new role, Saklani
will oversee HR initiatives for the company’s
varied segments: the wedding vertical, which

includes FNP Weddings & Venues the newly

launched FNP Fleur, and Shaadi Central; the hos-
pitality vertical, featuring Udman Hotels & Resorts
and premium catering service U Kitchen; and FNP’s
healthcare division, FNP Care, as well as the women- /
centric platform Women Listed.

The Lodhi, New Delhi, has appointed SHABAD AHUJA as the Director
of Food and Beverages. With over 15 years of experience in the hospitality
sector, Ahujais poised to elevate the culinary offerings and
Quest experiences at the hotel. In his new role, he will
oversee all F&B operations, leading a talented team to
deliver exceptional dining experiences while optimis- § #
ing financial performance and fostering innovative ¢ !
strategies to enhance guest satisfaction. He joins
The Lodhi from Annamaya Holdings, where he served
as GM at MA-HE Coastal Indian in the UK. Prior to
this, he held key positions at JW Marriott
Hotels in Bengaluru and New Delhi.

b

/ INTeRGLOBE

Vacancy - 4
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Graduale

| IinterGlobe Air Transport is hiring dynamic candidates
for its Airline partner - Virgin Atlantic

Position Title - Reservation and Ticketing Agent
Department - Customer Cenlrea
Location = Gurgaon

Required Experience = Minimum & months to 1 Year experience in the similar field

Jab Summary - Taking inbaund calls Irom new and existing customers, booking flights, assisting in any quensas,
and engaging with our frequent flyer members.

= Excellent Communication Skills and Stakeholder management

If yiod are interested in this exciting opportunity and wish to bé a part of a dynamic team, pléase share your resume at

vrinda.agarwal@interglobe.com

Www.Irautalkindia.com
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"Aim o make India £1 bn mariet’

VisitBritain is doubling its efforts to attract more Indian visitors, capitalising on the
country’s booming economy;, strong airline connectivity, and increasing interest in both
cultural and rural experiences, reveals Patricia Yates, CEO, VisitBritain.

‘}Nisha Verma

ndia has long been a key market
|f0r Britain, but the current growth

trajectory is impressive. “We
have seen really strong growth
from India—around 18 per cent
up this year" Yates shared. This
marks an exciting milestone, as
the Indian market now contributes
approximately £840 million to the
UK economy, with projections for
this to rise to £1 billion soon. “We
are seeing fantastic demand from
India, especially with the increasing
number of direct flights connecting
Indian cities to regional airports
across Britain,” Yates explained.

Starring Great Britain

In January 2025, VisitBritain wil
launch a major marketing cam-
paign aimed at showcasing the
UK's cultural richness through the

popu-

[ar films and TV shows.
“-\ “Our  Starring

. Great Britain
campaign
| s all about
, bring-
- ing the
magic of
= British

Patricia Yates
CEQ, VisitBritain

Newca_stle upon Tyne, Tyne and Wear, England

films and TV to life. Whether you
are walking the streets of Bath like
in Bridgerton or visiting locations
from Peaky Blinders in Birming-
ham, we want visitors to feel like
they are part of these cinematic
landscapes,” she said.

The campaign taps into a new,
modern sensibility, appealing to
the growing interest among In-
dian tourists in experiential travel.
“People don't just want to look at
landmarks—they want to be part
of the experience. Whether it's vis-
iting film sets or walking through
picturesque British towns, we of-
fer more than just sightseeing,”
Yates added.

Rise of regional Britain

A key aspect of VisitBritain's strat-
| egy is to move Indian tourists be-
. yond the traditional London-cen-
tric itinerary. “We know that many
~ Indian visitors are now seeking

Quieter, more authentic experi-

. travellers, the rolling countryside
*of Scotland, the charming lakes of
Cumbria, or the historic beauty of

Wales are drawing growing atten-
tion. For instance, VisitBritain has
worked to promote the West Mid-

- lands, particularly Birmingham,
[, Which gained global attention
o8y following the Commonwealth

- Games. “The West Midlands
has been a huge success, es-
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pecially with Indian travellers. It's
not only a vibrant city but also a
gateway to the countryside, includ-
ing Shakespeare’s Stratford-upon-
Avon. We are seeing more Indian
travellers exploring these areas,
enjoying both the heritage and the
modern culture,” Yates highlighted.

¥
VisitBritain is
working closely
with Indian travel
agents, offering
them opportunities
to visit the UK
and explore new
destinations

Moreover, there is a growing in-
terest in cities like Manchester
and Newcastle, which have yet
to fully tap into the Indian market.
In 2025, VisitBritain will bring In-
dian travel buyers to explore these
newer destinations, helping them
craft fresh itineraries that appeal
to Indian tourists.

Trade engagement

One of the key aspects of Visit-
Britain’s strategy is its focus on
strengthening  relationship - with

Photo Credit: VisitBritain/Pinzutu

Indian travel trade profession-
als. “The travel trade is hugely
important for us in India, particu-
larly when it comes to attracting
high-end travellers,” Yates noted.
VisitBritain is working closely with
Indian travel agents, offering them
opportunities to visit the UK and
explore new destinations, enabling
them to better sell regional Britain
to their clients.

A billion-pound market

Looking ahead, the future of the
Indian market looks bright. As men-
tioned, VisitBritain aims to make
India a billion-pound market within
a few years. “With the booming
Indian economy, strong airline con-
nectivity, and the continued appeal
of British cufture, we believe we
are on the right track. We are not
just seling a destination; we are
offering an experience,” Yates said
confidently.

In addiion to these efforts,
VisitBritain is also addressing
practical concerns like visa pro-
cessing. Yates highlighted that
the UK’s smooth visa processing
system, particularly in India, has
been a major factor in improving
traveller confidence.

“The visas are being processed
quickly, within the 15-day window,
which is crucial for the trade,”
she explained. &=

Reach Beyond Limits - Judge Us by Our reach

Reaching over

4,00,000 People

Arumita: Arumita.Guptaf@ddppl.com, 9560399708 [Delhi)
Harshal: +91 9619499147, harshal@ddppl.com [Mumbai)

MAMAKA

moavelo

Mamaka by Ovolo

welcomes

its newest culinary
rockstar, Chef
Anuj Kumar Ray in

BALI

Spice Up Your Taste Buds with the
Irresistible Flavors of

9 Mamako by Ovalo Hotel, kuta Beach Ball

| Contact us:
ovolozales@buzztravelmarketing.com,
+9) F4ZB392662

Www.Irautalkindia.com
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MORE to see. MORE to do. MORE to enjoy.

When it comes to a holiday, your clients deserve it all.

——— INCLUDES ——

UNLIMITED OPEN BAR

MORE SsPECIALTY DINING

_ATSEA  EXCURSION CREDITS

_FI PACKAGE
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21 SPECTACULAR SHIPS | OVER 400 DESTINATIONS WORLDWIDE

7-Day Hawal‘i 9-Day Alaska 10-Day Mediterranean
Round-Trip Honolulu: Round-Trip Seattle: Round-Trip Barcelona;
Inter-island Dawes Glacier, Skagway & Juneau Italy, France & Spain

Pride of America® Norweglan Joy* Norwegian Breakaway”
Every Saturday Year-Round Apr—May & Jul—Sep 2025 Jun—Jul & Sep—Cct 2025
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CRUISE LIME "
WORLD TRAVEL AWARDS ;
= YEARS IN A ROW ™
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