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‘India tourism to create ripples
with infra boost’: Shekhawat

India’s tourism industry is undergoing a transformative phase, with rapid growth in
infra, MICE tourism and aviation. Government is taking initiatives to develop new
destinations and experiences, says Gajendra Singh Shekhawat, Tourism Minister, Gol.
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ighlighting  the  evolving
Hnature of India’s tourism

industry and its emerg-
ing position as a major global
tourism market, Gajendra Singh
Shekhawat, Tourism Minister,
Government of India, said that the
country is no longer just a desti-
nation for travellers, but it is be-
coming a vibrant hub for tourism,
driven by robust growth in various
sectors, including MICE (Meet-
ings, Incentives, Conferences,
and Exhibitions) tourism.

“We are no longer just a destina-
tion but a rapidly growing tourism
market. The country’s expanding
infrastructure, including the con-
struction of state-of-the-art com-
plexes, indicates that India stands
at the threshold of immense pos-
sibilities in the tourism sector,” he
said. The minister emphasised
the need for comprehensive infra-
structure development across the
country to support this surge.

In recent years, India has wit-
nessed a notable increase in the
number of hotels and accom-
modations to megt the rising de-

CONNECTING INDIA TO OVER 140 DESTINATIONS WORLDWIDE

Gajendra Singh Shekhawat
Tourism Minister

Government of India
|

mand. The aviation sector is also
set for substantial growth, with the
number of aircraft in the country
expected to friple in the coming
years, catering to both domestic
and international travellers.

The Indian government is fully
aligned with this growth and is
actively working with state gov-
ernments to develop 40 new
tourist destinations across the
nation. Addtionally, the govern-
ment is encouraging the creation
of unique tourism experiences
that highlight India’s cultural and
geographical diversity.

Shekhawat further mentioned the
rise of domestic trade and the
growing disposable incomes of
Indian citizens, playing a key role
in boosting the tourism industry.
‘As investments pour into tour-
ism infrastructure, the sector is
expected to create a ripple ef-

¥
As investments
pour into tourism
infrastructure, the
sector is expected to
create a ripple effect
across the economy,
driving growth in
related industries

fect across the economy, driving
growth in related industries, such
as hospitality, transport, and ser-
vices,” he said.

With new opportunities emerg-
ing across various segments in
India, MICE tourism stands out
as a key driver of growth, offering
immense potential for economic
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impact. Highlighting this potential,
the tourism minister stated, “The
future holds significant promise,
particularly with the rise of MICE
tourism, which necessitates ro-
bust infrastructure across the
country. New tourism segments
are emerging, with MICE tour-
ism being the most critical. The
development of infrastructure in
Delhi, Mumbai, and other cities
underscores India’s strong poten-
tial in this space. There is a need
for discussions on how India can
position itself as a leading centre
for MICE tourism. Several global
events could be calendarised and
brought to the country.”

Looking ahead, the tourism
sector is projected to grow at a
CAGR of 24 per cent. With this
accelerated growth, Shekha-
wat believes that India’s tour-
ism landscape is poised for a
transformative  journey,  with
immense potential to contrib-
ute to the country's economic
development and global tourism
stature. "Besides being a desti-
nation, India is also becoming a
big tourism market with a great
future in the tourism sector"
Shekhawat said. 4
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Kesari Patil
1935-2025

Tours, passed away in Mumbai on 15 February. He was 90

years old. Patil, a true visionary, sparked countless travel
dreams. He won the ‘Gallery of Legends Award' by West India Travel
Awards in 2015. His legacy passes on to the next generation, led
by his son and daughters.

Kesari Patil, founder of the leading travel company Kesari

Kesari Patil, fondly called ‘Bhau’, was bornin 1935 in Mathane village
of Palghar district in Maharashtra. In early years of his life, he worked
as a teacher. Later, to fulfil his dream of making travel affordable to
middle-class families, he established ‘Kesari Tours’ in 1984 when he
was 50 and settled in Mumbai with his family. He started the first of-
fice of Kesari Tours in the Dadar-Mahim area. The company today has
expanded its offerings, organising domestic and international tours
across the globe. He was honoured with several national and interna-
tional awards for his contributions to the tourism industry.

Devendra Fadnavis, CM, Maharashtra, expressed his condolences,
calling him a “bold and enterprising personality” who not only put
Maharashtra’s tourism industry on the global map but also created
countless business opportunities. “Kesari Bhau Patil will always be
remembered as an entrepreneur who introduced opportunities in
the tourism sector and showcased Maharashira’s entrepreneurial
spirit to the world,” Fadnavis said in his tribute. “His contributions
inspired generations to enter the tourism industry,” he added.
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STATES

34 Year and counting

Kerala to spend 380 cr on Int'l markets

Kerala witnessed more than 2 crore domestic tourists in 2024. The state aims to leverage the tourist offerings in its
Northern region with advance infrastructure and new products, such as caravan parks and heli tourism, to further
boost the numbers. Sikha Surendran, Director, Kerala Tourism and Managing Director, KTDC shares details.

w

¢ Amita Pandey

nnouncing %385 crore for
Atshe tourism sector in the

tate  budget for 2025-
26, Kerala is optimistic that do-
mestic tourist arrivals will get
further boost. Ahead of the summer
holidays, Kerala Tourism has rolled
out an enticing collection of products
to ensure that the destination has
something to offer for every season.

5,245 cr

foreign exchange earnings

33,962.5 cr

direct earning from
domestic tourists

43,621 cr

total revenue

g
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During the recent Kerala Tourism
Partnership Meet in Delhi, Sikha
Surendran, Director, Kerala Tour-
ism and Managing Director, Kerala
Tourism Development Corporation
(KTDC), said, “Kerala Tourism has
been conducting business-to-busi-
ness meetings in major cities (of In-
dia) to drive tourist inflow from the
traditional markets into Kerala. Delhi
is already the traditional market for
Kerala, and it is one of the major
contributors to domestic tourist in-
flow. We have come with 45 trade
partners from Kerala to meet tour
operators, DMCs and travel agents
from the NCR region.”

New products

This time Kerala is making ef-
forts to highlight hidden gems in
the Northern region of the state,
especially Bekal, Wayanad and
Kozhikode, with vastly improved
infrastructure, logistics and digital
connectivity. Surendran pointed
out, “Generally, tourists would

HAPPINESS

COMES NATURALLY

Www.Iraulalkindia.com

Sikha Surendran 1

Director, Kerala Tourism & MD,

Kerala Tourism Development Corporation
|

come to the centre and head to
the south and go back. As you see
Kerala is a coastal state, right from
the north to south we have the
pristing beaches, serene backwa-
ters and hill stations. These mul-
fifarious tapestry is not exclusive
to South only, even North Kerala
has a lot to offer. Hence, we are
bringing up more investments,

especially in the room inventory to
northern Kerala.”

Footfalls

Underlining the success in draw-
ing a noticeable number of tourists
into the state last year, Surendran
revealed, “In 2023, we had 6.49
lakh foreign tourist arrivals and
2.19 crore domestic tourist arrivals.
In 2024, the domestic tourist num-
bers reached 2.22 crores, which is
allime high. In fact, in H1 2024
only, Kerala witnessed the arrival of
1.09 crore domestic tourists.”

She added, “Multiple initiatives by
the state played role in this suc-
cess. One such specific project
called ‘Exploring the unexplored’
significantly highlighted the offbeat
gems in the state. Additionally,
Kerala dedicated a particular fund
for this purpose.”

Weddings & MICE
Without specifying how many

weddings and MICE events took
place in the state after Kerala's
effort last year to sell it as pre-
mier destination for the same,
Surendran said, “Many weddings
are happening in Kerala; even in-
ternational couples are choosing
the state. As state, Kerala has the
potential to create memorable ex-
perience for the wedding segment
due to the majestic landscape
present in the state. One can mix
this experience with the traditional
art forms, cuisine, and sometimes
even the dress.”

International markets

When asked which international
markets are going to be on Kera-
[a’s radar after the state govern-
ment allocated 380 crore for global
promotions in the annual budget,
she said, “We will continue to fo-
cus on our traditional global mar-
kets: Europe, North America and
South America. We are also eye-
ing Southeast Asia. Additionally,

last year saw a rise in arrivals from
Australia, so we are going to focus
on it as well. We will be conduct-
ing roadshows in these markets
and leveraging digital promotions.”

Introduction of loan
schemes of up to 50 crore
for hotel construction, with

320 crore allocated for
interest subsidies

%80 crore has been
set aside for international
marketing

Under UDAN, 320
crore to boost tourism
connectivity through
seaplanes, heliports and
airstrips.

350 crore for seaplane
aerodromes and small
aircraft landing sites

fiji.com.fj
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Sustainability has a cost

Sustainable tourism is often hailed as the future
of travel, but is India truly ready to walk the talk?
The Goa Roadmap, introduced after the G20,
lays out an ambitious vision—green tourism,
digitalisation, skills development and MSME
empowerment. The plan is comprehensive, but
the real question is: How much of it is actually
being implemented?

Yes, states like Kerala, Sikkim and Rajasthan
are leading the way with eco-friendly resorts,
community-led tourism, and conservation pro-
grammes. Initiatives like ‘Travel for LiFE™ are
encouraging responsible travel. But let's be
honest—sustainability isn’t just about inten-
tion, it’s about execution. Waste management
remains a nightmare in many tourist hotspots.
Over-construction continues to threaten fragile
ecosystems. And then there is the elephant in
the room-cost.

Sustainability isn’t cheap. Can small businesses
afford the transition? Will tourists be willing to pay
extra for responsible travel? Right now, the cost
burden largely falls on businesses trying to do
the right thing, while mass tourism continues un-
checked. Without strong incentives, why would
a budget hotel invest in solar power or a travel
operator prioritise carbon-neutral experiences?

India has the potential to lead in sustainable tour-
ism, but roadmaps and policies need teeth. The
government must provide subsidies, tax breaks,
and financial aid to help businesses transition.
Tourists too need awareness campaigns to
make eco-conscious choices the norm rather
than a luxury. The Goa Roadmap is a solid start-
ing point, but without cost-effective solutions
and stricter enforcement, it risks becoming just
another well-intended document. The future of
Indian tourism depends on balancing growth
with sustainability—not just in theory, but in
real, measurable action. The question is: Will
we rise to the challenge, or will sustainability
remain just another buzzword?

For Gen Z it's heaches vs mountains

Gen Z is defining the travel trends. Agoda, a digital travel platform, reveals top five
travel habits of India’s Gen Z, revealing a generation that finds inspiration in the

" TT Bureau

gach getaways and is-
Bland retreats are preferred
choices for the young gen-
eration travellers, reveals a recent
survey conducted by Agoda, a

digital travel platform.

The survey shared the top five
travel habits of India's Gen Z,
revealing a generation that finds
inspiration in the digital reaim,
embraces spontaneity, and val-
ues shared experiences. The sur-
vey highlighted key insights into
the preferences of young Indian
travellers aged 18-27, shedding
light on how they are setting the
stage for future generations.

Beaches take a narrow lead, but
the debate continues: As per the
survey, while the allure of the Hi-
malayas remains, the ocean wins
by a narrow margin, with 26 per
cent of Gen Z respondents prefer-
ring beaches compared to 25 per
cent who favour mountains for
their adventures. Millennials in
India are more in favour for beach
holidays, with 29 per cent choos-
ing serene beaches versus 18 per
cent preferring mountains.

Social media is the new travel
guide: Gen Z is taking to social
media for travel inspiration, with
Instagram emerging as their go-
to source (28 per cent). For this
generation, digital platforms and
tools like Google searches (20
per cent), travel blogs or viogs
(13 per cent), and travel apps
(8 per cent) play a crucial role
in shaping their travel decisions.
However, despite the dominance

of these digital sources, nearly
15 per cent of Gen Z in India still
rely on recommendations from
friends and family.

Spontaneous spirit: Last-minute
bookings are on the rise. Gen Z
embraces the thrill of spontaneity,
booking flights and accommoda-
tions at the last minute more than
any other generation. Over 30 per
cent of Gen Z travellers book their
flights less than a week in ad-
vance, and 44 per cent make last-
minute hotel bookings, showcas-
ing their flexible and adventurous
approach to travel.

Travelling in tandem: Partnered
adventures take the lead. For
Indian Gen Z, travel is a shared
experience, with 41 per cent pre-
ferring to explore the world with
a partner. Group trips with friends
(23 per cent) and family vaca-

digital realm, embraces spontaneity, and values shared experiences.

tions (11 per cent) also rank high,
underscoring the importance of
connection and companionship
in their journeys. This marks a

Vv

Gen Z is taking to
social media for
travel inspiration,
with Instagram
emerging as their
go-to source
(28%), as per the
report from Agoda

generational shift from Millen-
nials, who prioritise family trips
over other travel styles.

Cost-conscious journeys: Spend-
ing habits align across genera-
tions. Budget-friendly travel is key
for Gen Z, with 64 per cent aim-
ing to keep their accommodation
costs under Rs 4,200 per person
per night and 24 per cent willing to
spend Rs 4,200-8,400 per night.
Millennials follow closely, with 52
per cent sharing similar spending
habits. This approach reflects a
preference for value-driven travel,
where younger generations priori-
tise experiences over luxury.

Krishna Rathi, Senior Country
Director for India Subcontinent

and MEA at Agoda, said, “Gen
Z travellers in India embrace
spontaneity, seek special experi-
ences, and use digital platforms
for inspiration. At Agoda, we are
committed to providing them with
the best deals across accom-
modations, flights, and activities,
ensuring every trip is accessible,
seamless, and affordable for this
new generation of explorers.”

The Gen Z Travel survey was
conducted via the Agoda plat-
form between 10 to 31January
2025, with over 15,000 par-
ticipants from markets, includ-
ing Hong Kong, Indonesia, India,
Japan, Korea, Malaysia, the
Philippines, Singapore, Taiwan,
Thailand, and Vietnam.

64%
Gen Z travellers aim to keep
their accommodation costs
under Rs 4,200 per person
per night

24%
willing to spend 34,200
8,400 per night

52%
millennials share similar
spending habits

Advertising Team (Delhi)
Nikhil Jeet
Arumita Gupta
Jaspreet Kaur

SanJeet
Editor € Publisher

Editoral Team:
Devika Jeet

Aduemsm%ITeam (Mumbai)
Suchita Saran

Harshal Ashar
Desion T Samantha Pereira
sﬂﬁﬂ"mf;:';a] Advertisement Designers
Nityanand Misra
Production:
Anil Kharbanda
Ramesh Gupta

it Prtap Singh
itya Pratap Singt
Anil Khatri ghhem

Circulation:
Ashok Rana

CIN: U22210DL2012PTC230432

TRAVILK is a publication of DDP Publications
Private Limited. All information in TMITA is
derived from sources, which we consider re-
liable and a sincere effort is made to report
accurate information. It is passed on to our
readers without any responsibility on our
part. The publisher regret that he cannot
accept liability for errors and omissions con-
tained in this publication, however caused.
Similarly, opinions/views expressed by third
parties in abstract and/or in interviews are
not necessarily shared by TITHH. However,
we wish to advice our readers that one or

‘more recognised authorities may hold dif-
ferent views than those reported. Mate-
rial used in this publication is intended
for information purpose only. Readers are
advised to seek specific advice before act-
ing on information contained in this pub-
lication which is provided for general use,
and may not be appropriate for the readers’
particular circumstances. Contents of this
publication are copyright. No part of THVTAK
or any part of the contents thereof may be
reproduced, stored in retrieval system or
transmitted in any form without the permis-

sion of the publication in writing. The same
rule applies when there is a copyright or the
article is taken from another publication. An
exemption is hereby granted for the extracts
used for the purpose of fair review, provided
two copies of the same publication are sent
to us for our records. Publications repro-
ducing material either in part or in whole,
without permission could face legal action.
The publisher assumes no responsibility
for returning any material solicited or un-
solicited nor is he responsible for material
lost or damaged.

explanation.

ment to appear.

This publication is not meant to be an
endorsement of any specific product or
services offered. The publisher reserves
the right to refuse, withdraw, amend or oth-
erwise deal with all advertisements without

All advertisements must comply with the
Indian and International Advertisements
Code. The publisher will not be liable for
any damage or loss caused by delayed
‘publication, error or failure of an advertise-

TRAVTALK is printed, published and edited by SanJeet on behalf
of DDP Publications Pvt. Ltd., printed at Modest Print Pack Pvt. Ltd., C-52, DDA Sheds
Okhla Industrial Area, Phase-I, New Delhi-110020 and published at
72, Todarmal Road, New Delhi - 110 001
Ph.:+91-9818767141, +91-9650399920

504, Marine Chambers, 43, New Marine Lines,
Opp. SNDT College, Mumbai - 400 020, India,
Ph.: +91-22-22070129; 22070130

MIDDLE EAST:
Durga Das Publications Middle East (FZE)
71-02, PO Box: 9348, Saif Zone, Sharjah, UAE
Ph.:+971-6-5528954, Fax: +971-6-5528956

MUMBAL:

ﬂ IAAMN | MARCH 1°" FORTNIGHT ISSUE 2025

Www.Irautalkindia.com



INBOUND

Demand-supply imbalance
a barrier for inbound growth

Despite its diverse range of offerings, India is still facing challenges in reviving its
inbound tourism fully. While airlines are rapidly expanding and new destinations are
emerging, the shortage of accommodation remains a significant hurdle.

-

/' Janice Alyosius

ndia’s inbound tourism sector

is facing significant hurdles that

are limiting its potential growth.
While the country offers rich cul-
tural experiences and luxury ac-
commodations, rising hotel prices
and a shortage of hotel rooms in
key destinations are creating bar-
riers for international visitors. One
of the core issues behind rising
hotel prices in India is the free-
market system, where prices are
dictated by supply and demand.
Deep Kalra, Founder and Chair-
man, MakeMyTrip, explains, “The
reality is it's a free market. When
hotel occupancy is high, the rates
will go up. When occupancy is
low, the rates will come down.
But travellers tend to crib when
prices go high, not when they get
cheap rates.”

Homa Mistry
(E0

Trail Blazer Tours Indlia
|

Kalra highlights that while travel-
lers may feel dissatisfied when
prices surge, this is a fundamental
aspect of the free market. “You
cant have a free economy and
then cap rates on the upper end.
If that happens, hotels and airlines
would also demand caps on the
lower end,” he reasons. His advice
to tourists is: “Book in advance to
get the best rates.”

High prices are not unusual
as per global standards

Arjun Sharma, Chairman, Select
Group, also admits the increase in
hotel rates but argues that India’s
prices are in ling with global stan-
dards. “The amount of investment
that goes into building a hotel is ab-
solutely phenomenal. Even when
they speak of high prices, these are
normal prices from a global stan-
dard,” he says. Sharma highlights
that international luxury tour op-

Www.Iraulalkindia.com

Deep Kalra
Founder and Chairman
MakeMyTrip

erators, like Abercrombie & Kent,
report that their clients are willing
to pay premium prices for excep-
tional service. He believes India’s
hospitality sector stands out for its
service quality, explaining, “Indian
hospitality is probably among the

Sanjay Basu
Chairman

Far Horizon Tours
|

top five experiences in the world.
You can't match the level of service
you get in Indiia anywhere else, not
in Europe, notin Australia.”

While Sharma acknowledges that
some areas in India face supply
constraints, such as Delhi and
Mumbai, he also points to the
growth of peripheral destinations.
“There is supply coming into the
market. For instance, Manesar,
just 45 minutes from Delhi, has
seen a good demand, and the oc-
cupancy rate is around 60 per cent
year-round,” he says, adding that
some markets are tight, but others
are expanding and this will address
the supply-demand gap.

Supply shortage roadblock
for inbound tourism

Despite these insights, the reality of
limited accommodation availability
continues to create problems for

H

Arjun Sharma
Chaiman
Select Group

inbound tourism. Homa Mistry,
CEO, Trail Blazer Tours India, ex-
plains, “We have business com-
ing in for January, February, and
March, but there is no availability.
We can't bring in people because
there is simply not enough supply.”
Mistry proposes that the govern-
ment could facilitate solutions by
promoting homestays.

How GST affects prices
Sanjay Basu, Chairman, Far
Horizon Tours, raises another key
concern of taxation. With an 18
per cent GST on hotel bookings
and an additional 5 per cent GST
on tour packages, the cost of ac-
commodation  becomes  even
steeper for tourists. “The 23 per
cent combined GST on hotels and
tour operators is definitely having a
negative impact. The price is high
enough, and adding this tax bur-
den makes it even harder for India
to compete globally,” he opines.

Basu argues that one solution
could be to reduce GST rates. He
suggests, “The 5 per cent GST on
tour packages could be reduced
to 1.8 per cent, as the margins for
tour operators are already slim, at
best 10 per cent. This would help
gase the cost pressure and make
India more attractive to interna-
tional visitors.” Additionally, he be-
lieves, that offering tax incentives,
similar to those given to the manu-
facturing sector, could stimulate
growth in the hospitality industry.

Homestays as an alternative

While new hotel development takes
time, Mistry proposes an alterna-
tive solution that could address the
immediate accommodation short-
age - promoting homestays. “If the
government has a good policy for
homestays and makes it easy for
people to open their homes to tour-

ists, a large part of the supply can
be handled this way,” he suggests.

Expanding hotel supply

for long-term solution

Beyond homestays, industry lead-
ers agree that the long-term solu-
tion to India’s accommodation
shortage is the expansion of hotel
infrastructure. “The only real solu-
tion is a rapid increase in capacity.
The government could play a role
by offering relief in GST and provid-
ing incentives to grow the sector,”
Basu suggests. He highlights the
need for more investment to meet
the growing demand for tourism,
especially in regions that are cur-
rently underserved.

v
While the country
offers rich cultural
experiences, rising
hotel prices and a
shortage of hotel
rooms in key
destinations are
creating barriers

Basu also advocates for a global
publicity campaign to showcase
the diverse range of tourism experi-
ences India offers.

Addressing challenges

The challenges of high hotel rates,
limited supply, and taxes are real
obstacles to India’s inbound tour-
ism growth, but they are not im-
possible to overcome. By taking
steps to lower taxes and increase
accommodation options, India can
create a more welcoming environ-
ment for international tourists. With
the right investments and policies,
India can continue to grow as a top
destination, offering visitors excep-
tional service, diverse experiences,
and unmatched cultural richness.

What role can
travel trade
associations play
in advocating for
policy changes?

Travel
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AirIndia and Lufthansa Group
expand codeshare; pave way for
60 additional routes across 12
Indian and 26 European cities

Rajasthan considering
%975 crore worth tourism
projects, says Diya Kumari

GRNConnect unveils new logo,
revamps platform with all-in-one
offering for faster processing

Andhra Pradesh aims for 15%
employment contribution from
tourism: Tourism Minister

IHCL plans two properties in
Lakshadweep; first hotel to open
inJune 2025

West Bengal gets 35,600 cr
tourism investment; 70 projects
to be developed in 2025-26

India leads aviation market in
Asia-Pacific; domestic count
reaches 13% over 2019; 0AG

(Odisha allocates 820 cr for
tourism in budget

N g
/ Janice Alyosius

n a Strategic move to boost

tourism and attract global inves-

tors, the Andhra Pradesh gov-
ernment has rolled out the Andhra
Pradesh Tourism Policy 2024-29.
The new policy aims to position
the state as a premier tourism hub
while fostering economic growth,
employment generation, and sus-
tainable development.

Kandula Durgesh, Tourism Minis-
ter, Andhra Pradesh, emphasised
the state's commitment to wel-
coming investors, tour operators,
travellers, and other stakeholders.
“Andhra Pradesh is fully prepared
to welcome all the investors, tour
operators, travellers, and other
stakeholders to the beautiful place
of Andhra Pradesh,” he said.

A significant highlight of the new
tourism policy is the granting of
industry status to tourism-related
activities, which will provide an

gives policy hoost to tourism

Andhra Pradesh aims to revolutionise its tourism sector with the new policy, granting industry status to
tourism activities. The policy initiatives, planned over next 5 years, aim to attract global investors, create
employment, and promote sustainable growth, positioning the state as a premier global tourism hub.

et
oy

Kandula Durgesh
Tourism Minister
Andhra Pradesh

impetus for investment and eco-
nomic expansion. “The Andhra
Pradesh Tourism Policy 2024-29
has granted industry status to tour-
ism, which gives a significant boost
to investors, encouraging them to
participate in the state’s tourism
development,” Durgesh explained.

This policy move is expected to
attract  large-scale  investments

and enable businesses to leverage
incentives and benefits, making
Andhra Pradesh a lucrative destina-
tion for tourism entrepreneurs.

The Andhra Pradesh government
has set a clear objective to enhance
the state’s employment contribution
through tourism. “We feel that by
the end of 2025, our tourism sector
will contribute at least 15 per cent of
the total employment generation in
the state,” said Durgesh. This aligns
with the government's broader eco-
nomic vision to create jobs and em-
power local communities through
tourism-driven opportunities.
With a vision to establish Andhra
Pradesh as a premier tourism hub,
the government is focusing on vari-
ous segments, including spiritual,
coastal, ecological, adventure, and
wellness tourism. “Our state offers
a multitude of tourism experiences
that not only attract travellers but
also empower local communities
and promote sustainable develop-
ment,” the minister added.

The state's rich cultural heritage,
pristing coastline, lush green land-
scapes, and adventure tourism
potential make it an attractive des-
tination for both domestic and in-
ternational tourists. Sustainability
and digitalisation are central to the

W
Andhra's new
tourism policy
is expected to
attract large-scale
investments and
enable businesses
to leverage
incentives & benefits

new tourism policy. “With sustain-
ability and digitalisation as core
agenda items, the policy aims to
develop and enhance anchor hubs
by focusing on mass connectiv-

S
3

T could investors

ity, public-private partnerships,
and innovative tourism solutions,”
noted Durgesh.

By integrating smart technology
and sustainable practices, Andhra
Pradesh is ensuring that its tour-
ism sector grows responsibly while
preserving its natural and cuttural
assets. With strong leadership, a ro-
bust policy framewaork, and a com-
mitment to sustainability, Andhra
Pradesh is poised to become a
leading tourism destination in India.

What challenges

face in Andhra’s
tourism sector?

India tourism shines at BIT 2025

BIT 2025 concluded successfully at Fiera Milano — Rho, reaffirming its status as a leading platform for global tourism innovation. The
event attracted industry leaders, policymakers, and professionals from across the world, with a notable focus on India’s evolving role in
international travel. Discussions covered Al-driven personalisation, sustainable tourism, digital nomadism and emotional tourism.
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TAAP draws pian to protect members

Travel Agents Association of Pune, one of the oldest local associations in India, has appointed a law firm to
prepare 17 different documents that they need to use in order to protect themselves from dishonourable clients.
They have also written to the Minister of Civil Aviation raising concern over high airfares.

v

/" Hazel Jain

ilesh Bhansali, President of
NTraveI Agents Association of

Pune (TAAP) since Decem-
ber 2024, is working hard for his
members. TAAP, ong of the oldest
local associations for Pune agents,
currently has about 125 members
and a waiting list of 175 members.

Pointing out to the small member-
ship base, Bhansali says, “This
is because we have stringent
policy for agents to become TAAP
members. We check their basic
documents like GST, their Udyam
Aadhar, and whether they are filing
their GST and income tax regularly,
their minimum turnover, if they have
their own office space whether
rented or owned, etc. So, these are
our basic criteria. We then shortlist
the agents. Even when it comes
to the DMCs who apply for TAAP
membership to become a patron
member, we don't approve every

.

Nilesh Bhansali
President, Travel Agents
Association of Pune (TAAP)

application. We have some criteria,
and only if they fit those criteria,
they can be our members.”

Speaking about empowering its
members, Bhansali shares, “We
have appointed a legal firm that is
creating 17 different legal agree-
ments to protect our agent mem-
bers. Nowadays, we are observ-

ing that a lot of clients are taking
undue advantage of their position
as a client. So, to make travel
agents legally strong, the firm is
working on different agreements,

W
Since TAAP is
known for its
trendsetting
activities, the
association has
started making its
members digitally
advanced

and maybe in next two months,
we will ask all our members to
start using them in order to protect
themselves, not just from clients,
but maybe also from DMCs and
even airlines.”

Since TAAP is known for its trend-
setting activities, the association
has started making its members
digitally advanced. “We have re-
cently given out NFC smart busi-
ness cards to our members, which
has a barcode with their agency
details,” informs Bhansali.

High airfares a challenge
Underlining a long-standing issue
faced by all agents - high airfares
— Bhansali shares that the associa-
tion has written a letter to the Civil
Aviation Minister highlighting many
of its challenges, especially the high
airfares. “On one hand, the govern-
ment is emphasising on ‘Dekho
Apna Desh’ but on the other the
airfares within the country are so
high. How does that make sense?”
he asked.

Another challenge his members
face is a flood of DMCs. “Often,
we see some individual doing
10-20 packages and then calling

themselves DMCs. For us, it's a big
challenge to identify the right com-
pany to work with. Then, there are
some DMCs who are also doing
B2B and B2C business where they
are taking our database and con-
necting to our clients directly. So,
it's one of the biggest challenges.
My client is my client, and DMCs
cannot get in touch with them. So,
now all the agents from Pune are
refusing to work with DMCs who
are also doing B2C. They want
to deal only with the pure B2B
agents,” Bhansali explains.

TAAP is also focusing on selling
atypical, offbeat destinations and
is in talks with many NTOs like

Utah, Japan, Korea, Georgia for ol

product training. Bhansali adds,
“We are educating our members to
prioritise and support airlines and
hotels that are genuinely commit-
ted to working with the travel trade.
We believe in building partnerships
with entities that are willing to col-

laborate and grow together for a
win-win situation. Unfortunately,
many airlines and hotels today
want business from agents but fail
to offer reciprocal support. These
entities are heavily marketing di-
rect bookings with better deals,
inclusions, and benefits, making
it difficult for agents to compete.
Why should we promote and work
for them? We only want to work
with those who are agent-friendly
and prioritise the protection of
travel agents' interests.”

CAP
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What is your
association doing to
protect its members
from unscrupulous
clients?
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Implement tourism plans: IATO

IATO pushes for tourism circuits, urging the government to kickstart
implementation. ‘Even if just 10 circuits attract strong tourist footfall, it
would be a game changer, says Rajeev Mehra, President, IATO.

-
?;'Amita Pandey

he Indian Association of
TTour Operators (IATO) re-

cently hosted its Annual Day
(Carnival) at Karma Lakelands,
Manesar in Gurugram. The event
buzzed with exciting games and
interactive activities. It also pre-
sented an opportunity for the
association members to network
with other industry stakeholders.

In a conversation with ML, Rajiv
Mehra, President, IATO, shared that
there is a vision behind the annual
event. “We organised this event to
bring together IATO members and
their families, and everyone in the
trade. The eventis important for all of
us, as we are mostly busy through-
out the year, and we do not get time
to enjoy with our families. So, this
gvent gives us a moment to breathe
and interact with stakeholders in the
trade and also with their families and
make our bond stronger.”

When asked how IATO is planning
to increase its membership this
year, Mehra replied, “Membership
is increasing day by day with the
activities IATO is doing. Our elec-

Www.Irautalkindia.com

Rajiv Mehra
President
JAT0

tions are going to be held soon and
once the new team resumes office,
their focus would be to have more
interactions with the government,
with the state governments and
among us also.”

Speaking about the development
and promotion of recent tourist
circuits announced by the Union
government, Mehra pointed out,
“Allcircuits are equal, they all
need to be developed. So, these
50 circuits that were announced
recently need to witness the ex-

gcution of plans by the govern-
ment. Even if 10 circuits can see
a good tourist inflow, it would be
a game changer for the industry.
Qur target is to tell the govern-
ment, whatever plans you have
decided, please implement it.”

He added, “IATO is in touch with
government for many things, but
the problem is once they have tak-
en our input, it needs to be imple-
mented because we are not here to
implement things. Implementation
is their part. Our humble request
to them is that whatever has been
decided by the honourable finance
minister must be done as soon as
possible now.”

What is your
take on the Union

government’s
plan to develop
50 sites?
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Italy eyes growth in India markel

ltaly is strengthening its engagement with Indian travel agents through targeted roadshows and sales missions to
drive inbound tourism growth. ENIT is actively promoting weddings, MICE, and luxury travel from India, focussing
on expanding regional tourism beyond traditional destinations, says Alessandra Priante, President, ENIT SPA.

; ‘TT Bureau

taly has long been a favoured

European destination for Indian

travellers, with its rich cultural
heritage, ~ scenic  landscapes,
and  world-class  hospitality.
Alessandra Priante, President,
ENIT SPA, recently shared her
insights on ltaly’s strategy for the
Indian market, highlighting the
country’s growing appeal as a
wedding and luxury destination, its
commitment to promoting lesser-
known regions, and the opportuni-
ties for collaboration with Indian
travel agents.

Priante’s connection with India
goes beyond business. Having
visited Indian destinations mul-
tiple times, including Mumbai,
Delhi, and Kerala, she has person-
ally experienced India’s culture and
Ayurvedic wellngss offerings. |
absolutely adore India,” she said,
adding that she is a “strong believer
in Ayurvedic medicine.” Her admi-

Alessandra Priante
President
ENIT SPA

ration for India’s diversity translates
into her professional outlook, where
she acknowledges the unique travel
preferences of Indian tourists.

Italy has emerged as a top choice
for Indian travellers, particularly
among younger generations. Ac-
cording to Priante, Indian tourists
are drawn to ltaly’s diverse cuftural
experiences, luxurious  offerings,

and breathtaking  destinations.
“Italy has shown to be one very
important destination for the Indian
generations, especially the new
generations, the younger Indians,”
she noted.

One of the biggest trends in recent
years has been the rise of Indian
weddings in ltaly, with regions like
Puglia gaining immense popularity
due to high-profile weddings. “We
became an event destination for
Indians who tend to choose ltaly to
get married,” Priante emphasised.

Apart from weddings, Italy is also
targeting Indian MICE tourism,
ensuring that regions beyond
traditional hotspots like Rome,
Venice, and Milan are marketed
effectively. “We are trying to cater
groups as well from India, and |
think we are marketing ourselves
very well because of our diversity,
our large culture, and the fact that
we offer a lot of luxurious destina-
tions,” she explained.

Italy is implementing a robust mar-
keting strategy to attract more In-
dian travellers. Priante emphasised
that the focus is on segmenting and
promoting different regions individ-
ually while keeping them under the

W
One of the higgest
trends in recent
years has been
the rise of Indian
weddings in Italy,
with regions like
Puglia gaining
immense popularity

broader Italian tourism umbrella.
While mainstream cities continue
to be popular, ENIT is actively pro-
moting regions such as Puglia,
Sicily, and Lombardy. “We need
to promote the inside. We don’t

need to promote Rome, Florence,
Venice, Naples, Milan, you know,
everybody knows it,” she said.

In India, travel decisions are
largely influenced by travel agents
and tour operators, making them
crucial partners in ltaly’s promo-
tional efforts. While ENIT does
not have a dedicated strategy
for travel agents, it integrates the
private sector through Club Italia,
an initiative that brings together
various  stakeholders, including
tour operators, guides, and travel
agents, under a single framework.
“We cannot be selective. We are
the state agency to promote Italy
asabrand, so we cannot be selec-
tive,” Priante clarified.

While ltaly currently does not have
an ENIT office in India, Priante ex-
pressed hopes of reopening one
soon, acknowledging India’s poten-
tial as a crucial outbound market.
For Indian travellers, Italy offers
a combination of cultural immer-

sion, shopping, and gastronomic
delights. Priante highlighted the top
three must-do experiences: “Visit-
ing world-renowned sites such as
the Colosseum, Vatican City, and
Florence’s Uffizi Gallery,” she said,
adding that shopping and culinary
experiences such as “truffle hunt-
ing in Piedmont to wine tasting in
Tuscany” are also key attractions.
As ltaly continues to strengthen
its presence in the Indian market,
ENIT plans to enhance engagement
through roadshows, sales mis-
sions, and Fam trips.

CAP
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Which
travel segment
you find more
attractive for
ltaly?

Indian MICGE priority for Moscow

Moscow is reinforcing its status as a premier destination for leisure and business tourism. The destination saw a
1.5-fold rise in Indian travellers in H1 2024, compared to the same period in 2023. Introduction of e-visa system in
August 2023 played a pivotal role in driving this growth, thereby making India a priority market for Moscow.

" Hazel Jain

fter 2020, India has been
Aamong the Ieading non-CIS

countries sending tourists
to Moscow, a trend that contin-
ued into 2024. The first half of
2024 saw a remarkable 1.5-fold
increase in Indian travellers to
Moscow compared to the same
period in 2023, amounting to
28,500 visitors. This growth was
driven primarily by the introduc-
tion of e-visa system in August
2023, which made travel for In-
dian passport holders more ac-
cessible and boosted MICE traffic
from India to Russia.

With a longstanding partnership
built on strategic, cultural, and
gconomic  cooperation, Moscow
recently participated in trade
shows in India to strengthen ties
and gain insights into the prefer-
ences of Indian travellers. Lead-
ing the delegation from Moscow
was Evgeny Kozlov, First Deputy

Evgeny Kozlov

First Deputy Head of the Office

of the Mayor and the Government of Moscow

|
Head of the Office of the Mayor
and the Government of Moscow,
and Chairman of the Moscow City
Tourism Committee. He said, “We
aim to target both leisure and MICE
tourism through tailored business
missions, familiarisation trips to
Moscow and B2B negotiations.
While most tourists visit Moscow
for cuftural, educational, and en-
tertainment purposes, the city has

l 2 AIME MARCH 1°" FORTNIGHT ISSUE 2025

also been focusing on expanding
business tourism, which is now
a significant contributor to the lo-
cal economy. By 2030 the number
of foreign tourists is expected to
reach 6 million people, mainly with
travellers from the CIS countries,
the Asia Pacific region, India, and
the Middle East.”

Apart from participating in trade
gvents, Moscow City Tourism
Committee also hosted a gala
dinner, brought together more
than 170 key partners, including
prominent  associations like TIA,
OTOAI, NIMA, MICE agencies, tour
operators and travel agents, along
with delegates from Moscow, to
celebrate the strengthening bond
between India and the Russian
capital. Moscow has also signed
an MoU with Thomas Cook India
aimed at promoting Moscow as a
key destination for leisure and busi-
ness tourism across India’s key
metros, mini-metros, and emerging
tier Il and lll source markets.

Specialist programme

Moscow also has an onling ‘Mos-
cow Ambassadors Programme’
to showcase the tourism and
MICE products of Moscow. “We
have our special website dis-
covermoscow.com, where travel

W
e-visa system
introduced in
August 2023 made
travel for Indian
passport holders
more accessible and
boosted MICE traffic
from India to Russia

agents can see the link to this
specialist programme to become
the Ambassadors of Moscow
tourism and for Moscow MICE
tourism in India. And we have

the special platform cooperation
called RusPass that also has the
link to this programme. We wel-
come agents to start their training
here. Thanks to our federal gov-
ernment and our Ministry of For-
gign Affairs, we have the option
of e-visa for Indian tourists which
takes only four days to process
after filling the electronic form.
You can get an e-visa for your
clients without going anywhere,”
Kozlov said. Himanshu Patil,
President, OTOAI, commented,
“Moscow is a safe and culturally
rich destination. With the simpli-
fied visa process, we expect a
significant rise in travel interest
from India to Moscow.”

In addition, an agreement was
signed between Moscow and
Maharashtra Tourism at OTM,
aimed at developing and promot-
ing tourism between Moscow and
Mumbai. Rajeev Kale, Presicent
& Country Head - Holidays, MICE,
Visa, Thomas Gook (India), said,

“On behalf of the Thomas Cook
India Group, | am delighted to an-
nounce our strategic long-term
and multi-pronged partnership
with Moscow Project Office for
tourism and hospitality develop-
ment that extends across our
range of segments - including
MICE and leisure.”

1.5-fold
increase in Indian travellers
to Moscow in H1 2024,
compared to the same
period in 2023

28,500

Indians visited Moscow
in H1 2024

6 million

number of foreign tourists is
expected to reach by 2030
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Green measures meet traditions

Weddings in India have always been a blend of grandeur and tradition. Now, the wedding industry is evolving
in exciting ways, with eco-friendly means, tech innovations and culinary preferences adding to the celebrations.
Industry experts provide insights into the latest trends and tips for planning memorable wedding celebrations.

- gf
' Surbhi Sharma

he Indian wedding industry
Tis evolving in exciting ways.

Whether you dream of a
luxurious affair or a budget-friendly
gathering, there is a vibrant land-
scape of choices for every couple.
While talking about the wedding
trends, Chetan Vohra, Co-Founder
& Director, Weddingling, says the
wedding industry is increasingly
merging opulence with sustain-
ability and 2023-24 showcased
two distinct styles: lavish multi-
gvent weddings and intimate,
personalised celebrations. “Go-
ing ahead, sustainability will play
a bigger role in 2025, not just in
materials but also in sourcing lo-
cally,” he says, citing that couples
are gravitating toward eco-friendly
decor, locally sourced food, and
sustainable practices that reduce
the environmental impact without
compromising on the grandeur.

Abhishek Poddar, CEO, Colossal
Weddings & Events, highlights the
growing trend of eco-conscious
celebrations. “We recently organ-
ised a wedding with a zero-waste
policy, reflecting couples’ increas-
ing mindfulness about sustainabil-
ity,” he shares.

Vikas Suri, Vice President (Op-
erations & Development), Lords
Hotels & Resorts, observes a rise
in intimate weddings at spiritual
(estinations, such as Nathdwara
and Dwarka, where smaller guest
lists enable curated, meaningful
experiences. “Culinary trends are
also evolving. Themed menus,
vegan options, and interactive
food stations are becoming pivotal
in enhancing guest experiences,
showcasing a shift toward person-
alisation and innovation in wed-
ding catering,” he adds.

Rachit Jain, Director, Rashi En-
tertainment, says Indian weddings
are known for their emotional sig-
nificance, traditions, entertainment
and substantial spending. He said
post-COVID, weddings have be-
come even more extravagant.”

-';—,&

'-_ -
Trends
= Sustainability will play a
bigger role in 2025

= Eco-conscious
celebrations

= Rise in intimate weddings
K at spiritual destinations
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Chetan Viohra Abhishek Poddar Vikas Suri Rachit Jain
Co-Founder & Director (F0 Vce Presicent (Operations & Development) Director
of Weddinglne Colossal Weatings & Events Lords Hotels & Resorts Reshi Entertainment
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Going ahead, We recently Culinary trends Weddings in India
sustainability organised a are evolving. have become
in wedding wedding with a Themed menus, increasingly
celebrations will zero-waste policy,  vegan options,and  competitive, with
play a higger role reflecting increasing  interactive food families striving to
in 2025, notjustin ~ mindfulness of stations are playing  outdo each other.
materials but alsoin  couples about key role in guest | have noticed this
sourcing locally sustainability experiences personally

Popular wedding destinations
India continues to be a hub for
both domestic and international
wedding celebrations. Iconic des-
tinations, such as Rajasthan and
Goa, remain favourites, but less-
er-known locations like Jaisalmer
and Kishangarh are gaining trac-
tion due to improved connectivity
and coming up hotels. “Heritage
properties in these regions are
being converted into boutique
venues, ideal for exclusive wed-
dings,” Suri informs. For interna-
tional celebrations, destinations,
such as the UAE and Maldives, are
emerging as top choices. “Their
proximity to India, coupled with
seamless logistics, makes them
attractive,” says Vohra. Poddar
says couples favour destinations
with direct flights and hassle-free
arrangements. “Thus, Jaipur and
Goa are still leading the destina-
tion market, whereas places like
Mahabalipuram, - Pohulam, and
Pochin are trending nowadays.”

J K Thailand

He adds, “Internationally, Vietnam
and Thailand remain popular, of-
fering breathtaking locales and
cultural richness at competitive
prices. However, there has been
a shift in demand for domestic
destination weddings.”

=

Tech in wedding planning
Technology is transforming the

n e e
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Popular destinations Key takeaways
= Domestic - Rajasthan, = High demand for
Goa, Jaisalmer, premium venues
Mahabalipuram ,
= |nternational - UAE = Tech-sawy planming
A = tilisation of comprehensive
Maldives, Vigtnam, and j K wedding planning services

wedding planning process, par-
ticularly in its early stages. “Appli-
cations and e-invites have revolu-
tionised traditional methods. From
managing guest lists to coordinat-
ing logistics, digital tools ensure
efficiency and sustainability by re-

ducing paper usage. Pre-wedding
planning has seen the greatest im-
pact, with online tools simplifying
everything from venue selection to
vendor management,” says Vohra.

Poddar highlights the role of tech-
nology in streamlining guest ac-
commodations and transportation.
“While the main wedding events
still rely heavily on personal touches
and traditional aesthetics, digital
tools enhance the overall experi-

ence by ensuring smooth execution
of pre and post-wedding activities,”
he says.”

Gol efforts
Emphasising India’s unique cuftural
and historical offerings for wed-

dings, Vohra, says, “The Indian
government is actively promoting
the country as a prime destination
for weddings, leveraging its rich
cultural and historical heritage. It is
pushing a huge emphasis on ‘Wed
in India’ as a key platform for wed-
ding tourism." He explains, ‘A dedi-
cated body has been constituted,
working in collaboration with indus-
try experts to identify cuturally sig-
nificant venues like temples, muse-
ums, and heritage sites for social

engagements. This initiative builds
on the success of the Incredible
India platform and is now gaining
momentum with active dialogues
and forthcoming announcements
for public-private partnerships.”

Reiterating the government's fo-
cus, Poddar highlights its strategy
to attract foreign guests during
India’s off-season, from March to
October. “However, partnerships
between the government and
private industry players are stil
limited. The government is plan-
ning to attract overseas customers
during the off-season, but we have
not seen much private-public col-
laboration yet,” he says.

Impact of ‘Wed in India’

The launch of ‘Wed in India’ cam-
paign by Prime Minister Narendra
Modi has already shown results.
“We were fortunate to organise
one of the first few weddings post-
launch—a couple from California
got married in Rajasthan," Vohra
shares, adding that the season has
just begun, but there is a noticeable
increase in inquiries, particularly for
cross-cultural weddings.

Jain said, "Weddings in India have
become increasingly competitive,
with families striving to outdo each
other. | have noticed this person-
ally. People are \looking for some-
thing new and unique.”

Experts’ advice

Planning early is key. “Book your
venue as soon as possible,” ad-
vises Poddar, pointing out the
high demand for premium venues.
Vohra emphasises the importance
of having a clear vision. “Couples
should articulate their dream wed-
ding on paper. A clear plan makes
the process smoother and ensures
the celebration is truly memo-
rable,” he advises.

Future of weddings in India
The Indian wedding industry is
poised for robust growth, driven
by a mix of tradition and innova-
tion. Eco-conscious celebrations,
tech-sawy planning, and unique
destination weddings are shaping
the future. “The essence of wed-
dings lies in joy and togetherness.
While trends evolve, the heart of
the celebration remains constant,”
says Vohra. As couples prepare
for their big day, they can look
forward to a landscape rich with
opportunities to craft unique, unfor-
gettable experiences. &~
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Madhya Pradesh

heckons film-makers & investors

Single-window clearance & incentives to hoost film production

named the “Heart of In-

Madhya Pradesh is known for its culture, wildlife, history, and IVladhya Pradesh,  aptly

temples. With a view to cash in on this treasure trove, the state

credible India”, is a trea-

government has announced a new Film Tourism Policy, which  sue tove of touist atractons.

aims to develop the cinema industry and generate employment.

Marbles Rocks Bhedaﬁaf_ _
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This central Indian state caters to
every travellers taste, boasting
ancient temples, majestic forts,
breathtaking natural landscapes,
and abundant wildiife sanctuaries.
Nature enthusiasts find themselves
in paradise amid the state’s nu-
merous national parks and wildlife
sanctuaries, including Kanha Na-
tional Park, Bandhavgarh National
Park, and Pench Tiger Reserve.

History buffs can delve into India’s
rich heritage at UNESCO-listed
sites like Khajuraho's temples,
Gwalior Fort, and Sanchi Stupa.
Pilgrims can seek spiritual solace at
sacred sites, such as Ujjain's Ma-

Sheo Shekhar Shukla

Principal Secrefary, Tourism, Culture and
Relgious Trusts & Endowments Department
and Managing Director, MPTB

hakaleshwar Temple, Omkaresh-
war, and Amarkantak. For those
seeking adventure, the picturesque
landscapes of Pachmarhi, Satpura,

and Mandu offer thriling opportuni-
ties for trekking, camping, and im-
mersing oneself in nature’s beauty.

Madhya Pradesh has firmly estab-
lished itself as a prominent hub for
film tourism and production, draw-
ing the attention of international
and domestic filmmakers. With its
breathtaking landscapes, rich cul-
tural heritage, and well-developed
infrastructure, the state has be-
come a sought-after destination for
film shoots.

Recognising this potential, the
Madhya Pradesh Film Tourism
Policy 2025 aims to further en-
hance the state's appeal to film-
makers while fostering investment
and employment opportunities in
the industry.

Www.Irautalkindia.com




STATES

Madhya Pradesh, with its diverse
locales, has become a favoured
destination for filmmakers. Nu-
merous fims have been shot
across the state, including in Bho-
pal, Raisen, Mandu, Orchha, Kha-
juraho, Panna, Ajaygarh, Gwalior,
Rewa, Amarkantak, Patalkot,
Pench, Bandhavgarh, Kanha,
Jabalpur, Dhar, Omkareshwar,
Ujjain, Asirgarh, Burhanpur, De-
was, Maheshwar, Indore, Pach-
marhi, Tawa, Bhojpur, Sanchi,
Bhimbetka, and Islamanagar
(Jagdishpur). The state’s varied
landscapes and historical sites
provide a rich backdrop for a wide
range of cinematic narratives.

Sheo Shekhar Shukla, Principal
Secretary, Tourism, Culture and Re-

Www.Iraulalkindia.com

Gwalior Fort

ligious Trusts & Endowments De-
partment and Managing Director,

W

Film projects shot

in the state in

recent years have
contributed <700 cr
to the local economy
and generated over
1.5 lakh temporary
employment days

Madhya Pradesh Tourism Board
MP said, “Madnhya Pradesh has
emerged as a frue ‘Film Paradise’

with its conducive film policy and
multi-faceted tourism offerings. In
just five years, over 350 projects
have contributed 700 crore to
the economy while successfully
catering to Hindi cinema. With Bol-
lywood at its core, the Film Tour-
ism Policy - 2025 now specifically
focuses on attracting international
and Indian regional filmmakers.
Through the Film Tourism Policy,
the goal is to drive investment,
create jobs, nurture local talent
and showcase the rich tapestry of
regional storytelling.”

Vision for a

film-friendly destination

The Madhya Pradesh Film Tourism
Policy 2025 has been strategi-
cally designed to make the state
a film tourism-friendly destination.
Under this policy, the government
is prioritising the holistic develop-
ment of the film industry, nurturing
local talent, promoting regional
languages, empowering women,
and strengthening infrastructure.
A single-window clearance sys-
tem for film shooting permissions,
incorporated under the Public
Service Guarantee Act, has been
introduced to streamline the ap-
proval process.

Encouraging regional and
women-centric cinema
The policy focuses on the promo-

Lalbagh Palace

tion of regional and tribal languag-
gs, offering an additional 10 per
cent grant for films made in dia-
lects such as Malvi, Bundelkhandi,
Baghelkhandi, Nimadi, Gondi, Bhili
and Korku. Similarly, children’s
fims and women-centric films
will also benefit from an additional
10 per cent grant, ensuring that
diverse storyteling and represen-
tation flourish. To further support

b "ﬂ&]&Mgf@/ Orchha

regional cinema, films produced in
Marathi and Bengali will receive an
extra 10 per cent financial incentive.
This initiative will not only preserve
linguistic diversity but also encour-
age fimmakers to explore local
narratives and cultural heritage.

Financial incentives

to boost film production

The Madhya Pradesh government
is offering substantial financial
grants to attract filmmakers and
create employment opportunities.
The incentives include:

+ Feature Films: Up to 32 crore

+ Web Series: Up to ¥1.5 crore

+ TV Shows/ Serials: Up to 1
crore

+ Documentaries: Up to 40
lakh

+ International Films: Up to US
$1.3 million (%10 crore)

+ Short Films: Up to ¥15 lakh

To avail of these grants, fimmakers

must ensure that at least 75 per cent

oftheir total shooting days take place

in Madhya Pradesh, reinforcing the

state’s commitment to becoming a

premier filming destination.

Recognition for film industry
and economic growth

The state's proactive approach has
already earned it the “Most Film-
Friendly State” award in 2022.
QOver the past five years, Madhya
Pradesh has successfully hosted
over 350 film projects, signifi-
cantly boosting its economy. The
financial assistance of approxi-
mately 321 crore granted to vari-
ous film projects has resulted in
an economic contribution of 3700
crore to the local economy, gen-
erating over 1.5 lakh temporary
employment days.

Madhya Pradesh has

a history of iconic films

Madhya Pradesh has played host

to several popular Hindi films
and web series, further solidify-
ing its position in the industry.
Notable productions filmed in the
state of Madhya Pradesh include
Bhool Bhulaiyaa 3, Stree, Dunki,
Ponniyin Selvan, Gullak, Kota
Factory, Citadel (Honey Bunny),
Panchayat, The Railway Men,E
Fukrey 3, Laapata Ladies & Zara S
Hatke Zara Bachke. 2
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Green future, a reality for India?

India’'s diverse destinations are captivating the hearts of inbound visitors. As the country's tourism landscape continues to evolve, India is
poised to become a global leader in sustainable tourism, offering a unique blend of natural beauty, rich cultural heritage, and immersive

experiences that cater to the growing demand for eco-conscious travel. Experts express their views on the issue.

Rajiv Mehra
President
A0

India offers a wealth of
emerging destinations that
captivate inbound visitors.
The pristine beaches of
Gokarna in Karnataka pro-
vide a tranquil alternative
to Goa. In the northeast,
Meghalaya's living root
bridges and breathtaking
waterfalls offer unique
eco-tourism experiences.
Additionally, the cul-
tural richness of Varanasi,
coupled with river cruises

Madhya Pradesh
presents a wealth of
sustainable tourism oppor-
tunities for travel agents,
integrating eco-tourism,
heritage congervation
and community-based
experiences. The state's
commitment to respon-

Sheo Shekhar Shukla
Princial Secretary, Tourism and
Cutture, Dept. of MP & MD, MPTB

sible tourism is evident in
recent developments, such
as Sarsi Island Resort,

—

Sanjeev Mehra
President, Skal International India &
Director, Aaryan Leisure & Holidays

Sustainable tour-
ism is no longer a niche
concept, it is the future of
global travel. As travellers
become more conscious
of their environmental and
cultural impact, India has
a golden opportunity to
position itself as a leader
in responsible tourism.
For Indian tour operators,
this shift unlocks exciting
new avenues, particularly
in the Northeast and other

World Economic
Forum has listed Indian
Cultural heritage having
the 8 greatest potential,
natural heritage and Indian
cultural heritage having 8"
and 6" greatest potential
respectively for inbound
tourism to India. India has

Rajnish Kaistha
S Vice President
IAT0

42 UNESCO World Heri-
tage sites and counting,
and it shall touch 50 soon

K Ranga Reddy
Chairman, IATO Andtra Pracesh
& Telangana Chapter

India’s vast cultural
heritage and diverse eco-
systems make it a prime
destination for sustain-
able tourism. As global
travellers seek eco-
CONSCIOUS experiences,
Indian travel agents have
an opportunity to craft
low-impact, immersive
journeys that benefit
both the environment
and local communi-
ties. Agents can curate

Post-COVID, Indian
tourists are embracing
wellness, adventure, and
Cultural tourism, and
a surge has also been
witnessed in spending on
holidays by them. On the
other hand, corporates
are also ready to increase

Nitin Mittal
National Co-ordinator, NIMA &
CEQ, Hotel n Apartment

their budget for domestic
MICE. The popular trends
and destinations are luxury

onthe Ganges, presents ~ Gandhisagar Tent Cityand ~ emerging destinations. as more tourist sites arein - organic farm stays, and . and wellness refreats with
animmersive spiritual the Chanderi Eco Northeast India is fast various stages of applica-  responsible wildiife safa- = places like Kerala and Ri-
journey. Ayodhya has be- ~ Retreat, offering luxurious  becoming a hotspot for tion. That is key to attract ris to meet the demand  shikesh offering yoga and
come the spiritual hub. glamping experiences. sustainable travel. more forgign tourists. for ethical tourism. ayurveda experiences.
There is grow- India's inbound tour- India’s significant geo-
2 ing awareness in India ism has always thrived, graphical advantage with
) = regarding sustainable with the Golden Triangle — presence of mountains,
L= tourism. with states of Delhi, Jaipur, and Agra -.’!&.- rivers, valleys, deserts and
H actively promoting eco- being a major draw for k ; deep seas creates a great
A friendly practices. Travel visitors. The rich history, A -' potential for adventure
agents conducting tours iR iconic landmarks like the < activities. Indiais an
Khushvinder Sama in India are aligning with Farida Atarwala Taj Mahal and Amber Fort, — adventurer's paradise of-
%Mén/?erderal Travels & Tours Socio-gconomic and ggg%ers Holioays and deep Culural roots %Ahzmar?hem Region ferings unlimited adventure
Sustainable tourism | am excited to Sustainable tourism is
is no longer a choice but highlight some of India's a growing focus for India’s
a necessity, and Indian o emerging destinations and travel industry, offering
-y

travel agents, destinations,
and stakeholders have
immense opportunities in
this space. From eco-
conscious itineraries to
responsible wildlife tour-
ism, regenerative travel,
and heritage conservation,
the industry can lead the
way in offering meaningful
experiences while
preserving the environ-
ment and culture. Indian
states are promoting sus-
tainable tourism.

Hari Kishan Valmiki
Founder & Managing Partner,
Valmiki Travel & Tourism Solutions

environmental sustain-
ability standards. This
includes quality control
and sustainability audits
of transportation,
hotels, tour guides,

and restaurants.
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experiences for inbound
visitors. Wellness resorts
are gaining popularity, of-
fering exceptional services
and holistic treatments

at competitive prices.
Additionally, clients from
the Middle East and Africa
are drawn to Kashmir in
winter for winter sports.
Temple tours in both South
and North India remain
favourites. Wildlife tours
also have a good share in
the market.

L

Karan Vakharia
Chief Operating Officer
Pathfinders Holidays

make this route an essen-
tial part of any first-time
visit to India. But beyond
these popular destinations,
| have seen places like
Kerala become favourites
for their stunning backwa-
ters and landscapes.

immense opportunities for
travel agents to promote
eco-friendly and respon-
sible travel practices. As

a representative of India's
oldest travel trade as-
sociation, | believe India’s
diverse landscape—from
the Himalayas to coastal
regions—presents unique
potential for sustainable
tourism. States like Kerala,
Sikkim, and Rajasthan are
already embracing eco-
tourism initiatives.

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

experiences that give an
adrenaling rush. Some of
the adventure activities in
India include paragliding,
trekking, zip lining, white-
water rafting, rappelling,
and wildlife safaris.
Compiled by TT Bureau
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Visit Malaysia takes off in style

The Visit Malaysia 2026 launch was a spectacular evening filled with camaraderie, inspiration, and celebration. Held in New Delhi, the
event brought together industry leaders for a night of meaningful presentations, engaging conversations over cocktails and dinner. From
exciting insights into Malaysia’s future in tourism to networking with esteemed colleagues, the evening was a true success.
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Exploring the Sacred Temples of Vrindavan: %’f Yl E@ﬁ?-

UTTAR PRADESH TOURISM

Vrindavan, a sacred town in Uttar Pradesh, holds
a deep spiritual significance for devotees of
Lord Krishna. Believed to be the place where
Krishna spent his childhood, the town is deeply
rooted in Hindu scriptures. Dotted with
numerous temples, each radiating its own
divine charm, Vrindavan attracts millions of
pilgrims seeking a profound spiritual
experience.

One of the most revered temples in Vrindavan is
the Banke Bihari Temple, dedicated to Lord
Krishna. The temple follows a unique tradition
where the curtains before the deity are drawn
every few minutes to prevent prolonged eye
contact, as Lord Krishna's gaze is believed to be
too powerful to endure. The atmosphere here is
filled with ecstatic devotion and devotional
music.

The ISKCON Temple, or Krishna Balaram Mandir,
built in 1975, is a major hub for Gaudiya
Vaishnavism. The temple houses beautifully
crafted idols of Krishna and Balaram, along with
Radha and other deities. The melodious kirtans
and spiritual discourses make it a centre for
learning and devotion.

The Prem Mandir, a magnificent temple built of
white marble, is dedicated to Radha-Krishna

A Jowney of Hevolion

...........

and Sita-Ram. Intricate carvings, light displays,
and animated depictions of Krishna's pastimes
enhance the spiritual experience. The temple is
a visual delight, attracting devotees and tourists
alike.

Among the ancient temples, the Radha Raman
Temple holds special significance. Established
in 1542, it houses a self-manifested idol of
Krishna. Instead of a separate idol of Radha, a
silver crown beside the deity symbolizes her
presence. The temple is known for its strict
adherence to traditional rituals.

The Madan Mohan Temple, situated on a small
hill, is one of the oldest in Vrindavan. Originally
established in the 16th century, the temple is
revered for its historical and spiritual
importance, offering a tranquil setting for
meditation and devotion.

Vrindavan's temples, with their divine ambiance
and devotional fervour, transport visitors into a
realm of love and spirituality. Whether one
seeks enlightenment, architectural beauty, or
devotion, Vrindavan provides a transformative
journey into Krishna consciousness.

2 %) uttarPradeshTourism § uptourismgov



Celebrating the Vibrant Festival of Colours
in Braj tegion.

Holi, one of the most vibrant festivals in the world, is
celebrated with grandeur in the Braj region of Uttar
Pradesh. Known as Rangotsav, this unique celebration
in Mathura, Vrindavan, Barsana, and Nandgaon extends
for ten days, offering an unparalleled cultural and
spiritual experience. Rooted in Hindu traditions, the
festival commemorates the love of Lord Krishna and
Radha, where colours symbolize joy, devotion, and
spiritual ecstasy.

A major highlight of Rangotsav is the famous Lathmar
Holi of Barsana and Nandgaon. According to legend,
Krishna and his friends would visit Radha's village to
play Holi, where the women of Barsana playfully chased
them away with sticks. This tradition continues today,
creating an electrifying spectacle of colours, music,
and chants of "Radhe Radhe" and " Jai Shri Krishna."
Vrindavan and Mathura host equally mesmerizing
celebrations. The Banke Bihari Temple in Vrindavan
begins the festivities with Phoolon ki Holi, where
devotees are showered with flowers. In Mathura, the
Dwarkadhish Temple hosts grand processions, kirtans,
and Rasleela performances, re-enacting the divine
love of Radha and Krishna.

@,’ﬁ
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A new addition to Rangotsav celebrations is the
Widow's Holi in Vrindavan, where thousands of widows
now partake in the celebrations, breaking age-old
societal taboos. This event signifies inclusion and the
triumph of love over social norms.

Another unique celebration in the Braj region is Laddoo
Holi, observed in Barsana and Nandgaon. In this joyous
tradition, devotees shower each other with laddoos
(sweet Indian delicacies) as a gesture of love and
festivity. This event, filled with laughter and merriment,
symbolizes the playful spirit of Lord Krishna and adds a
delectable touch to the celebrations. The sight of
devotees playfully throwing laddoos while singing
devotional songs enhances the festive atmosphere,
making it a delightful experience.

Beyond colours, Rangotsav is a feast of folk music,
devotional songs, and festive delicacies like thandai,
gujiya, and malpua. The streets of Braj resonate with
dhol beats and Krishna-centric performances,
blending festivity with devotion.

Rangotsav transcends religious and cultural
boundaries, showcasing India’s rich
heritage. The Braj circuit transforms into
a vibrant canvas of love, unity, and

spirituality, making it a truly divine
experience. A
Uttar Pradash
3 1) uttarPradeshTourism gl uptourismgov  Tourism App.
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Would NDG kill GDS?

New Distribution Capability (NDC) has been a contentious topic in the travel and tourism industry despite airlines
and Global Distribution Systems (GDS) providers positioning it as the future of retailing. Industry leaders recently
gathered for a discussion to explore NDC's role in transforming the sector.

-

s

1 Nisha Verma

ew Distribution Technology
N(NDC) has been dreaded by

the travel industry ever since
it was introduced, despite airlines
and providers of Global Distribution
Systems (GDS) saying otherwise.
Despite being in existence for a
decade, NDS remains misunder-
stood, with many travel agents
hesitant to adopt it.

The big debate

A major concern in the industry
has been whether NDC will reduce
reliance on GDS. Manoj Samuel,
CEO & Director, Riya Group, said,
“NDC is the new constant for the
travel fraternity. Around 30 per
cent of our international business
has moved to NDC. However, it
will not completely replace GDS.
Some airlines will remain on both.
Many functions we performed on
EDIFACT will shift to NDC, and we
must embrace this change.”

Samual Machado, MD India &
South Asia, Sabre, said, “NDC is
not a product but a way to deliver
content. GDS is part of the con-
sumption process. NDC makes
content available directly by elimi-
nating  intermediaries,  allowing
airlines to present content in a
user-friendly and real-time manner.
It also structures data, enabling
pricing, schedules, and consumer
preferences to be processed sepa-
rately. The idea that NDC will elimi-
nate GDS is incorrect; rather, it will
help airlines remain relevant in the
long term.”

Air India & NDC

Manish Puri, Head of Sales, Air
India, emphasised that change
takes time. “NDC is a new way of

Manoj Samuel
CEO & Director
Riya Group

selling. We don't want to do away
with GDS. GDS is a platform, while
NDC is a new technology for dis-
tributing content. If we don't adapt,
we will perish. The world is moving
toward retailing, and airlines must
change to remain relevant. If we
don’t, Amazon will.”

He added, “Air India is one of the
fastest airlines in the world to adopt
NDC. As our content becomes
available, the share of international
business via NDC will increase sig-
nificantly. With our fleet expected to
grow t0 400-500 aircraft in the next
three years, the ratio of bookings
through NDC will shift. Technology
and ease of adaptation will evolve,
and Air India offers multiple ways
to access NDC. Travel agents must
start working with it.”

Managing NDC with GDS

Ronald Lim, Head of Account
Management - South East Asia,
Travelport, noted, “NDC strength-
ens both GDS and airlines. Achiev-
ing interlining has always de-
pended on carrier agreements and
technology. Travelport is focused
on normalising NDC content into

2 “ IAAMN | MARCH 1°" FORTNIGHT ISSUE 2025

Samual Machado
Managing Director Inclia & South Asia
Sabre

agency workflows. Though NDC
is over a decade old, its adoption
is fill at an early stage. As more
airlines join, interlining agreements
will follow.”

Level-playing field

Asked whether all airlines of-
fer NDC content to Indian travel
agents, Machado explained, “Al

Manish Puri

Head of Sales

Air India
|

(GDSs have a fair number of airlines
available. Airlines decide which
markets to open NDC to based on

dynamics and costs. Important
airlines like Air India are already on
board. The travel fraternity must
push airlines to open NDC access
for Indian consumers, making it a
collective effort.”

Adapting to consumer needs
Puri emphasised the need for
airlines to evolve with changing
consumer expectations. “We have
to give unbundled or bundled prod-
ucts to our customers to make a
choice. Things are moving fast—if
we have Wi-Fi on board and | want
to sellit, but 90 per cent of my con-
tent is on a GDS today, | cannot sell
it. The differentiation comes when
my website sells it, while agents
on EDIFACT cannot. This is often
seen as airlines taking customers
away from travel partners, but in
reality, it's about offering what the
customer demands.”

Need for aggregators
Lim highlighted the appeal of ag-

Ronald Lim )
Head of Account Management - South
East Asia, Travelport

gregators in NDC distribution.
“With new technology, we are
always open to exploring possibili-

ties. Aggregators promise speed—
the speed at which they roll out
and distribute airling content. GDS,
however, is not just about selling
content; we focus on the entire
workflow, meeting the expectations
of travellers and travel agencies.”

W
NDC is a data
exchange format
based on offer and
order management
processes for
aitlines to create
and distribute
relevant offers

He noted that while aggrega-
tors quickly push content, GDS
ensures a structured approach.
“Once airlines scale up, GDS wil
catch up with aggregators in speed
and capabilities. The importance
of GDS will resurface, reminding
all stakeholders of its role in the
travel ecosystem.”

Sharing his views on the issue,
Samuel said, “Aggregators are the
third piece in this whole discus-
sion. However, | think they might
not be able to scale the way the
GDS gets scaled. Plus, they don't
have the distribution capacity that
GDS has.” Machado clarified,
“There is a misconception—GDS
itself is an aggregator, bringing
together  full-service ~ carriers,
low-cost carriers, NDC content,
hotels, and more. GDS now pro-
vides a seamless content pipeline
at a reasonable price, so busi-
nesses can focus on creating Al-
driven layers on top. Al simulates
human intelligence, but it cannot
yet perform logical reasoning or
problem-solving  without struc-
tured, granular data. NDC enables
this, offering the next generation
of busingsses a faster way to in-
novate using Al.”

NDC training must

Samuel acknowledged the internal
challenges of transitioning from
EDIFACT to NDC. “We have around
1,200 staff internally, and for them
to move away from EDIFACT is a
big challenge. We have been con-
ducting continuous training for the
past year. Additionally, we have
started smaller sessions for our
partners, helping them adapt to

portals and muttiple API content.”

Machado urged agencies to
engage more actively. “We are
spending millions on education,
yet getting appointments for NDC
demonstrations remains a chal-
lenge. The industry must act now
because Al, which builds on NDC,
is coming fast.”

Lim highlighted technological inte-
gration. “We are normalising NDC
with EDIFACT, reducing training
needs. Travelport users will soon
$ee a seamless experience, ensur-
ing easy adoption.”

Puri emphasised on awareness.
“‘Many agents don't fully under-
stand NDC, but it's the future. With
multiple access points now avail-
able, adapting to it is essential.”

A boon or a bane?

Machado compared NDC's evo-
lution to cloud migration, noting,
“‘Some  companies have fully
moved, while others still operate
in hybrid mode. Similarly, some
airlines have embraced NDC, while
others are yet to release their spec-
ifications. The question is—are we
preparing enough?”

Samuel highlighted India’s rapid
adoption. “Post-pandemic, NDC
has accelerated, and India is the
fastest to adapt. It will move even
faster next year, with Indigo and Air
India coming on board,” he said.

Emphasising its necessity, Lim
said, “NDC is a standard language
for the industry to remain competi-
five. It won't disappear if we focus
on what truly matters.”

Framing it as inevitable, Puri said,
‘Just like WhatsApp, we must
decide if NDC is a boon or bane.
Closing our eyes won't stop its
progress. As retailing expands, we
must adapt, or automation will take
over. NDC and APIs are essential
for innovation, and collaboration is
key to success.”

Is NDC the
future of travel
distribution, or will
GDS continue to

Www.Irautalkindia.com
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Date  Event Time
3-6  SITE Global Conference 9:00 am
4 Israel Tourism Webinar 12:00 pm
46 SPICE Sri Lanka 2025 9:00am
46 [TBBerlin 9:00 am
7-9 India Travel Mart-Dehradun 9:00 am
7-9  India International Travel Mart-Ahmedabad 9:00 am
13 Switzerland Tourism Webinar 3:00 pm
14-16  Tourism Fair Jaipur 11:00 am
17-19  Pacific Asia Travel Association Annual Summit ~ 9:00 am
18 TourFox Webinar 3:00 pm
18-19  GPS-Bengaluru 10:00 am
20 LA Tourism Webinar 3:00 pm
21-22  Holiday Expo-Vadodara 9:00am
21-23  Travel & Tourism Fair-Chennai 10:00 am
21-23  India International Travel Exhibition -Vijayawada  10:00 am
21-23  India Travel Mart- Goa 10:00 am
22-23  Travel Wedding Show 10:00 am
27 LA Tourism Webinar 3:00 pm
28 Switzerland Tourism Webinar 3:00 pm

Oman takes India-centric initiatives

Oman is positioning itself as a leading destination for Indian travellers. In an
exclusive interview with 8l Shabib Al Maamari, MD, Visit Oman, outlines strategies,
including the promotion of Oman as a wedding destination, to attract Indian visitors.

Yo 3,1
/' Dr Shehara Fernando

man is rapidly gaining trac-
Otion among Indian tourists

due to its geographical
closeness, cultural connections,
and bespoke travel experiences.
Shabib Al Maamari, Managing
Director, Visit Oman, emphasised
the significance of Indian market,
describing the Indian middle class
as a highly desirable segment due
to their frequent travel and spend-
ing power. “The Indian middle
class is one of the most sought-
after segments for every inbound
destination. They travel frequently,
spend generously, and truly enjoy
their experiences,” he stated.

Cultural affinity between India
and Oman plays a crucial role
in this strategy. “There is a lot
of influence when it comes to
history, when it comes to food
and even language and ter-
minologies, and to me, this is
something that we need to take
advantage of and introduce the
right kind of product for India,”
Al Maamari said.

Shabib Al Maamari

Managing Director

Vit Orman
|

Oman is also promoting itself as
a premier wedding destination.
“The Ministry of Heritage and
Tourism did a very good job pro-
moting Oman as a wedding des-
tination. This helps in marketing
the destination. You get a group
of people for a few days, but the
amount of money they bring in
for a single event is massive,” he
explained. This strategy not only
drives immediate revenue but
also enhances Oman’s global
image as a luxury destination.

Beyond leisure, Visit Oman is
keen to grow its MICE (Meet-
ings, Incentives, Conferences,
and  Exhibitions) ~ segment.
“There is a very good chance

¥
Indian middle
class is one of
the most sought-
after segments
for every inbound
destination, as they
travel frequently, and
spend generously

that Oman becomes a serious
market for Indian MICE opera-
tors. We would like to activate
that,” Al Maamari shared.

Efforts are underway to cus-
tomise experiences for Indian
operators and travellers, en-
suring that Oman’s offerings

align with their preferences.
Facilitating travel is a priority
for Visit Oman. The online visa
application system  simplifies
the process for Indian visitors,
and the organisation also of-
fers case-by-case assistance
for added convenience. Regular
roadshows and strategic part-
nerships with online travel agen-
cies further strengthen Oman's
outreach. Through these tar-
geted initiatives, Oman is poised
to capture a significant share of
the Indian travel market, offering
a seamless, luxurious experi-
ence while setting new bench-
marks in regional tourism.

As a travel agent,
which travel
segment of Oman
attracts you more?

Dedicated platform for biz events

IBTM@ATM is set to debut at Arabian Travel Market 2025, offering a dedicated platform for the booming
global business events sector. This new zone will foster strategic connections, industry insights, and innovation,
reinforcing Dubai's role as a hub for Meetings, Incentives, Conferences and Exhibitions.

n 3_4
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ith the global events in-
dustry projected to grow
at a Compound Annual

Growth Rate (CAGR) of 6.8 per
cent between 2024 and 2035,
IBTM@ATM is set to be a key
gateway to the business events
sector at the 32 edition of Ara-
bian Travel Market (ATM). Taking
place at Dubai World Trade Centre
(DWTC) from 28 April to 1 May
2025, this newly introduced zone

e
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Arabian Travel Market (ATM) will be organised at Dubai World Trade Centre (DWTC) from 28 April to 1 May 2025

will cater to the surging demand
for business events and network-
ing opportunities.

CApP
G

jth Al and virtua
events rising, will
physical busingss
events remain as
impactful?

IBTM@ATM has been estab-
lished in response to significant
industry growth and the rising
interest from ATM visitors. Last
year's edition saw more than
7,000 attendees, 1,500 buy-
ers and 400 exhibitors showing
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interest in the business events
sector. Designed to facilitate
strategic connections, impactful
collaborations, and data-driven
insights, IBTM@ATM is a dy-
namic addition to ATM 2025.

Aligning with ATM 2025’s theme,
‘Global Travel: Developing Tomor-
row’s Tourism Through Enhanced
Connectivity’, IBTM@ATM  will

connect suppliers and buyers
through scheduled appointments
and business exchange sessions.
A newly introduced Business
Events Stage will feature a diverse
programme, addressing the future
of business travel, technological
advancements, and socioeco-
nomic growth, reinforcing ATM's
role as a global hub for network-
ing and innovation.

Danielle Curtis, Exhibition Di-
rector ME, Arabian Travel Mar-
ket, said, “This year's theme of
enhanced connectivity is par-
ticularly relevant to the evolving
business events sector, which
thrives on strategic partner-

ships, knowledge exchange,
and innovation. Through IBTM@
ATM, we are strengthening our
commitment to adding value to
our exhibitors and attendees by

creating a dynamic community
where suppliers and buyers can
engage in meaningful network-
ing, business exchange ses-
sions, and a high-impact content

W

Last year’s edition
saw more than 7,000
attendees, 1,500
buyers and 400
exhibitors showing
interest in the
business

events sector

programme. By leveraging our
unique insights, we aim to facili-
tate connections and unlock new
opportunities that drive long-
term growth within this thriving
market segment.” 4

Www.Irautalkindia.com
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Spotlight on GPS Nagpur 2025

The host city of GPS 2025 set the stage for impactful connections, insightful discussions, and unforgettable moments over two days.
From industry leaders to emerging trends, Nagpur proved to be the perfect hub for travel innovation. The show saw around 40 exhibitors
gather at Hotel Centre Point to meet more than 650 pre-registered buyers, industry leaders and innovators under one roof.
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MOVEMENTS

WELCOMHERITAGE
New Delhi

WelcomHeritage has appointed ASHUTOSH CHHIBBA as the CEO.

With over 30 years of experience in the hospitality industry, Chhibba is

. poised to lead WelcomHeritage into an exciting new era
\\ of growth, innovation, and operational excellence. An

—Y \1 alumnus of the Institute of Hotel Management, Kolka-
-

ta, and a graduate of the Welcomgroup Management
Institute, Chhibba began his career with ITC Hotels in
1992. Qver the decades, he has held key lead-
ership roles, driving success at iconic
properties, such as the erstwhile Wel-
comgroup Chola Sheraton, ITC Ka-
katiya, ITC Maurya, and ITC Mughal.

MELUHA THE FERN

Mumbai
AMEET WAGH has joined Meluha The Fern s the Director of Sales
and Marketing. He has been associated with the hospitality industry for
more than two decades. He has worked with some of

the best hospitality brands, including Intercontinental

Hotels, Sarovar Hotels, Pride Hotels, and Sunand | _

Sand Hotels. Wagh started his career at Stering ¢ = %
Resorts and worked his way up the higrarchy. A <
hardcore salesperson, he has been heading the re-
sponsibilities of driving up the room rev-
enues and overall numbers of hotels
across all segments in several big
hospitality chaing in the country.

CLINT RODRIGUES has joined Meluha The Fern s the Director of
Food & Beverage. In his current position, he is responsible for manag-
ing the entire F&B operations of the hotel, including the

.-

24-hour coffee shop Tiara, the lounge bar Vandal,
and Parabola. Rodrigues is a seasoned F&B opera-
tions person and has two decades of experience
under his belt. Before joining Meluha, he was
associated with Park Inn by Radisson (RHG)

~ Bournemouth, UK. He has also worked
& with reputed brands like The Resort
(Chalet Hotels) and Holiday Inn (IHG
\ Hotels), in Mumbai.

ACCORD HOTELS & RESORTS
Delhi
HIMANSHU BAHUGUNA has been appointed as the Cluster Di-

rector of Sales - Delhi. He will lead the sales strategy and drive revenue
growth for Accord Hotels & Resorts in North India, and
will be based out of Delhi. He is a seasoned Sales &
Marketing professional and brings 17 years of expe-
rience in hospitality with prestigious brands, includ-
ing RHG, IHG, Jaypee Hotels, and The Grand, New
Delhi. He is a graduate from the Institute of Hotel
Management, Bhopal, with a Master's degree
in business administration from the
Apeejay School of Management.

THE WESTIN SOHNA RESORT AND SPA
New Delhi

The Westin Sohna Resort and Spa appoints UTSA MAJUMDER as the
(General Manager. A dynamic and visionary leader, Majumder brings over two
decades of experience in luxury hospitality, distinguished
by her expertise in operational excellence, guest-centric
service, and strategic leadership. An alumnus of St
Xavier's Institution, Kolkata, Majumder began her hos-
pitality journey with Hyatt Hotels, dedicating nearly two
decades to hone her craft across diverse leadership

_roles. Her career spans key assignments at
% Hyatt Regency Kolkata, Hyatt Regency Pune,
Park Hyatt Goa Resort & Spa, and Hyatt

Place Hampi, among others.

|

TAJ CORBETT RESORT & SPA
Jim Corbett (Uttarakhand)

Taj Corbett Resort & Spa has appointed NIVEDAN KUKRETI as the
General Manager. Kukreti has 21 years of experience and is known for his
visionary approach and strategic solutions. With a diplo-

4. main hotel management from IHM Lucknow, Kukreti
" began his hospitality journey in 2003. His profession-
'E. 2l expertise includes leadership roles at renowned
| hotels, such as Shangri-La, The Lalit, Radisson Blu,

and Taj Hotels. In his new role, he aims to establish
Taj Corbett Resort & Spa as a premier destination

_ for luxury, nature, and wellness tourism,
i}- A

=

CONRAD BENGALURU

Bengaluru

Conrad Bengaluru appoints RESHAM GUPTA as the Director of Hu-
man Resources. With over 16 years of experience in the hospitality in-
dustry, Gupta brings a wealth of expertise in talent
management, employee engagement, and fostering
an inclusive workplace culture. She began her pro-
fessional journey as a Management Trainge at
Radisson Alibaug and went on to gain experi-
ence in HR roles at ITC Fortune and Travel
Food Services. She then spent eight years at
Taj Hotels, holding managerial roles and
serving as Head of Department (HOD)
for four years across two properties.

SAYAJI HOTELS

Indore

Sayaji Hotels has appointed JAMALUDDIN KHILJI as the General
Manager Corporate Head HR. The strategic move aims to further enhance
the company’s leadership team and strengthen its
framework to drive organisational growth and em-
ployee engagement. In his new role, Khilji will spear-
head HR strategies across Sayaji Hotels, focusing
on talent acquisition, management processes, lead-
ership development and workforce planning to align
with the company’s overall business objectives.
With 24 years of experience in Human Re-
source Management, Khilji has worked
with leading hospitality brands.

blending exceptional hospitality with
local experiences.
NOVOTEL MUMBAI INTERNATIONAL AIRPORT
Mumbai
Novotel Mumbai International Airport has appointed MAHIPAL JAIN as
the Director of Finance. With over 12 years of experience in the hospitality
industry and a strong financial background, Jain brings a
wealth of expertise to his new role. Jain, a seasoned
Chartered Accountant, has successfully led financial
operations, optimising cost efficiencies across
food & beverage, Utilities, finance, administration,
manpower, and engineering. In his new role, Jain
will be responsible for driving financial
excellence, optimising  resources,
and contributing to the overall growth
and profitability of the hotel.

NHCC & HICC
Hyderabad

Novotel Hyderabad Convention Centre (NHCC) & Hyderabad International
Convention Centre (HICC) has appointed PRASANNA VENKATESH
as the Director of Operations. A seasoned professional
with over 20 years of global hospitality experience,
Venkatesh has a proven record of driving opera-
tional excellence and delivering exceptional guest
experiences. His journey spans renowned hospitality
brands, such as Westin, Hitton, and Accor. Ven-
katesh has been instrumental in turn-
ing around F&B venues, optimising
service delivery, and spearheading
high-impact events.

HILTON GURUGRAM BAANI CITY CENTRE

Gurugram

Hilton Gurugram Baani City Centre appoints SHRUTIKA PURI as the
Director of Human Resources. With over 14 years of experience in the
hospitality industry and a long-standing tenure at Hil-
ton since 2011, Puri brings deep expertise in talent
management, employee relations, and HR strategy.
In her new role, she will lead all HR initiatives at
the property, focusing on improving team member
satisfaction, minimising turnover, and aligning HR
strategies with business objectives to ensure the
continued delivery of exceptional service by a
motivated team.

BENGALURU MARRIOTT HOTEL WHITEFIELD

Bengaluru

Bengaluru Marriott Hotel Whitefield has appointed SUJIT KUMAR GIRI
as the Food and Beverage Manager. With over 15 years of experience in
the hospitality realm, Giri brings an exceptional blend of
operational expertise, strategic vision, and leadership
to his new role. He started his career in 2008 as a
Trainee caption at GRT Grand, Chennai. His career

spans renowned hospitality brands, including Taj

Lands’ End, Mumbai. In his new role, Giri will head
the F&B operations and implement in-
dustry standards to elevate the
hotel's culinary offerings.

MICEtalk
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India’s #1 MICE Magazine, Trusted by

3,80,000+ Readers!

India’s first and only MICE magazine, delivering exclusive insights, trends, and updates
on Meetings, Incentives, Conferences, and Exhibitions. Trusted by top corporate leaders
and industry professionals.
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Simplifying train travel
hookings for Europe

Bjorn Bender, CEO, Rail Europe, speaks to - about the company’s focus on
simplifying train travel bookings across Europe for Indian travel agents, new products
they can promote and the growing trend of slow travel among Indian travellers.

CROSS PAASHA
BALI

SEMINYAK

" Hazel Jain

ow important is India as
H amarket for Rail Europe?

India is one of Rail Europe’s
most important markets, and my
visit aims to strengthen relation-
ships with trade partners, explore
growth opportunities, and gain
deeper insights into the evolving
preferences of Indian travellers.
The focus is on collaborating with
the Indian travel industry to sim-
plify train travel bookings across
Europe, ensuring seamless ex-
periences for Indian tourists, with
the help of technology.

Europe is seeing a spree of new
trains like OBB. Tell us why this
revival in train journeys?

o) Bj6rn Bender
- CEO, Rail Europe

a

Rail Europe’s global customer support hub is Strategicall located in the Mumbai office, underscoring the

company's commitment to priortising customer needs

Yes, there is a lot going on in the
European rail industry with billions
of euros invested into the infra-
structure, and we are happy to see
that there are new launches com-
ing into the market. For instance,
there are two new day train con-
nections between Munich and Am-
sterdam, and Paris and Berlin with
a day high-speed train. | would
also like to highlight the reopening
of the Milan-Paris route, which is
huge considering its popularity
among Indian travellers.

™ .
».  Doyousee a growing trend

,  of Indians wanting to trav-
\ el sustainably today?
| Yes, what is really driv-
ing this revival of traing
is a growing desire for
sustainable travel. As
| travellers become more
£c0-conscious, rail
offers an attractive al-
| ternative to short-haul
| flights. Trains allow pas-
f sengers to relax, enjoy
| beautiful landscapes, and
reduce their carbon foot-
print all at once. With so
many new and revamped
services, we are thrilled to see
more travellers choosing rail as

their preferred mode of transport
across Europe, and Rail Europe is
here to help them experience it all.
Sustainability is at the core of Rail
Europe’s mission, as train travel

v

Rail Europe has been
enhancing its B2B
platform to provide
trade partners

with seamless
hooking tools, better
personalisation, and
competitive pricing

significantly reduces carbon emis-
sions compared to other modes of
transport. Rail Europe also offers
personalised solutions, such as the
Eurail Pass and Swiss Travel Pass,
catering o Indian travellers seeking
flexible, scenic, and eco-friendly
journeys. With access to over 200
rail operators, Rail Europe ensures
that Indian travellers can discover
Europe in a sustainable and conve-
nient way.

Any new updates and develop-
ments from Rail Europe, espe-
cially for trade partners?

Rail Europe has been enhancing
its B2B platform to provide trade
partners with seamless booking
tools, better personalisation, and
competitive pricing. Recent part-
nerships, such as with iryo and
RegioJet, have expanded our of-
ferings. Additionally, the introduc-
tion of Protection Plans addresses
the increasing demand for flex-
ibility in travel bookings. We have
seen B2B growth of 23 per cent
over 2023.

What other trends do you see
among Indian travellers?

We can say it used to be 70 per
cent travel from March to June, but
now we see more travel outside of
the spring/ early summer break,
especially on shoulder season.

One product that is getting popu-
lar in India and one product that
has a lot of potential?

The Swiss Travel Pass continues
to be a favourite among Indian
travellers, especially for iconic
routes like the Glacier Express and
GoldenPass. On the other hand,
regional passes, such as the Ger-
many-Austria Pass and Benelux
Pass, hold significant potential.

Do you find
rail passes effective
during travel to
Europe?
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