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Regional heads voice concerns

IATO’s regional chapters are countering many issues on a daily basis pertaining to local problems faced by travel
agents and tour operators. Regional Chapter Chairmen at IATO give a first-hand account of the trials they face and
the initiatives that they’ve taken to overcome these challenges:

*TT Bureau

Challenges

The Ministry of Tour-
ism, Govt of India,
has been aggres-
sively promoting
Incredible India, but
unfortunately ~ not
much is said about
the eastern region '
and Odisha, in par- K Mohanty

India Travel Award winner,
ticular. Most of the Chairman-Eastern Region
India  Tourism  of- 1aT0
fices abroad hardly
have any tourist literature on the state. We
expect MOT to give more support in terms of
publicity, both electronic and print media.

Initiatives

Ithas been my continuous endeavour to bring
the problems to the notice of both central and
state governments and to create awareness
of how tourism can help the state’s economy.
IATO meetings are being conducted regu-
larly with members and state chairmen of
eastern states for awareness and growth of
IATO in this region. With our continuous in-
teraction and follow up, Odisha Government
has brought out one of the most progressive
tourism policies any state has ever produced.

Challenges

Inbound tourism in the

northern region has not

witnessed any  signifi-

cant increase as expect-

ed after the introduction

and further relaxation

in e-Tourist Visa. Poor

connectivity within the

region is a major chal-

lenge. Terrible road condi-
tions, lack of proper sani-
tation and hygiene and
unauthorised tour guides are also impediments. To
add to all of this is the confusion with GST, which
has escalated cost of travel in the region.

Initiatives

IATO as a representative body has been engaged
with states and the central departments of tour-
ism on a regular basis which has boosted tourism
in the region. UP Travel Mart and few other initia-
tives like Bird Festival, helicopter flights to Vrin-
davan are also positive steps. The government
needs to provide sufficient funds for development
of tourism infrastructure. Agra and Khajuraho
need more flights. The road conditions need to
be upgraded especially for the Buddhist pilgrim-
age route. A special fund of ~ 1000 crore should
be allotted to develop infrastructure in Agra and
upgrade landscape around the Taj Mahal. River
Yamuna needs to be cleaned.

Sunil C. Gupta

Director, Travel Bureau
and Chairman- Northern
Region, IATO

Challenges

This region suffers
from mainly two
long-standing prob-
lems—shortage of
authorised,  Eng-
lish-speaking tour-
ist guides in Ma-
harashtra, Gujarat,
Madhya Pradesh
and Goa; and lack of
air connectivity be-

N. S. Rathor

Executive Committee
Member and Chairman—
Western Region

tween Udaipur and T
Aurangabad. Due to this, a lot of tourists are
avoiding going to Aurangabad.

Initiatives

We have been discussing the guide prob-
lem with India Tourism and Maharashtra
Tourism Development Corporation over
the last few years. They have just start-
ed conducting training for this and have
opened online application for certified
guide training program for 100 youths each
in Mumbai, Nagpur, Aurangabad and Sind-
hudurg. Pune and Nashik will be started
in the second phase. With regards to the
Aurangabad flight, we have discussed this
matter with Air India who has assured us
that they will put an aircraft on the Udaipur-
Aurangabad route as soon as they can

spare one.

Challenges

| have not faced any
problem in the func-
tioning of IATO ac-
tivities in the South
India Chapter. How-
ever, each region
has a number of is-
sues to put forward
to the state govern-
ments as well as the
Centre and the chap-

E. M. Najeeb
India Travel Award winner
and Chairman- Southern
Region, IATO

ters are already taking them up.

Initiatives

The South India State Chapters are well
networked and connected with the regional
chapter and we obtain opinions, suggestions
and ideas from the State Chapters. We pool
our ideas and suggestions and forward them
to the national body of IATO.
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QUICKBYTES
Experiences abundant at exhibitions

International travel exhibitions not only make new and unheard-of products accessible to the Indian delegates
but also help build confidence between business partners and nurture a relationship that can last a long time.
|IATO members share if these exhibitions are just a networking opportunity or bring in some serious business.

The international travel exhibitions are a
platform to bring the entire industry together
under one roof and are instrumental in up-
dating oneself with new trends and products.
However, over the years, there are too many
of these similar trade shows, and thus peo-
ple are losing interest. Also, the quality of
buyers is poor. These shows have become only
networking platforms. The functioning of these
shows need major change.

Travel exhibitions are losing their importance
these days. The tour operators cannot reach
out to every exhibition and therefore, have to
pick and choose. Secondly, availability of all in-
formation on the Internet is another reason. To
add to that is the overall expense is usually quite
high and the returns on the same are quite poor.
However, | feel that some of the international
travel exhibitions are important to visit as they
offer a good platform for buyers and suppliers.

qHAZEL JAIN & ANKITA SAXENA

Relevance of travel
exhibitions  depends
on which exhibition
we are discussing,
as some are good
and others are not.
Many international
exhibitions are turn-

Vikas Abbott
MD, Vasco Travel, India
Travel Award winner

Jatinder S. Taneja
Managing Director, Travel
Spirit International, India

a2k

Homa Mistry

CEOQ, Trail Blazer Tours,
India Travel Award
winner

ing out to be the usual
networking platforms
or they've earned a
name where indus-
try feels it is a must-to-attend event over-
looking what the exhibition actually offers.
Many times, sellers do not find the worth
of the money they spent on participa-
tion as they do not get good returns. The
quality of visitors and hosted buyers is going
down every year.

Travel Award winner

| feel international trade shows and exhibi-
tions are relevant only for the new players in
the market. However, the old companies have
already established their clients in the interna-
tional market and meet repeat buyers. These
shows only serve as networking grounds for
them. | firmly believe that if inbound tourism has
to be truly promoted, then India should host its
own travel show of an international standard to
showcase India in its glory and diversity.

Sarabjit Singh

India Travel Award
winner and Managing
Director, Travellite

The international exhibitions are no longer
very effective in promoting inbound tourism.
The hefty amount of money spent does not
bring returns. The stalls are not manned pro-
fessionally. The foreign tourist offices need to
be updated with relevant information, digital
product material and knowledge of the market
where they are promoting India. Rather than
having multiple stalls of states, we should do
product based marketing and states can dis-
play their offerings within these products.

Rajan Sehgal
Director
Arrivals Air Services

Though the entire world is going online right now and information is available at your fingertips, the distribution
channel for travel and tourism products is still local. To spread awareness about your brand and your products, it is
still important to be visible in person and register your presence. International exhibitions offer that platform. It helps
us meet and network with potential business partners and more importantly, build confidence between two parties

Bw BESt wEStern- : t - something that the internet cannot do. | have personally experienced these benefits. A 10-minute meeting has
Hotels & Resorts concluded with us signing a million dollar business deal.
Sudhir Patil
Founder & Director Contd. on page 6 »
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Maharashtra gets all set to cruise

Three big government entities of Maharashtra have come together to join hands and usher in the era of cruise
tourism in India and have been making co-ordinated efforts for the same.

*TT Bureau

|n a first, three large gov-
ernment authorities — Ma-
harashtra Tourism Develop-
ment Corporation (MTDC),
Mumbai Port Trust (MPT) and
Ministry of Shipping (MoS)
- have come together to an-
nounce a collective focus on
cruise tourism, originating
from Maharashtra.

A high-level delegation
from different ministries and
government authorities met
in Mumbai to announce their

Jaykumar Rawal
Minister of Tourism
Government of Maharashtra

There is huge
potential for cruise
tourism among
domestic as well
as international
travellers who

are keen to
experience India

collective plan and focus to
develop cruise tourism. Shar-
ing their perspectives were
Nitin Gadkari, Minister of
Shipping, Government of In-
dia; Jaykumar Rawal, Min-
ister of Tourism, Government
of Maharashtra; Sanjay Bha-
tia, Chairman, Mumbai Port
Trust; Vijay Waghmare, MD,
MTDC and David Dingle,
Chairman, Carnival UK.

Titled ‘Dawn of Cruise
in India’, the seminar was
aimed at encouraging cruise
tourism in India, more spe-
cifically Mumbai, by improv-
ing infrastructure, facilitating
quick and easy movement
of cruise passengers and
easing taxation for cruise

BW

Best Western.

Hotels & Resorts

companies. Speaking at the
conference, Rawal said, “Ma-
harashtra is pleased to be the
homeport of choice for cruis-
es in India. The association,
along with the Shipping Min-
istry, will assist each other to
formulate policies to support
Maharashtra’s  position as
a cruise hub. There is huge
potential for cruise tourism
among domestic as well as
international travellers who
are keen to experience India.

Mumbai-Kochi from November 2017

Italian luxury cruise liner Costa Cruises, in collaboration with
MTDC and MPT, has launched India's first domestic luxury cruise
on the Mumbai-Kochi sector, starting from November 2017. The
Mumbai-Kochi cruise will take four nights, the Cochin-Maldives
cruise will take three nights, besides the existing option of Mum-
bai-Maldives via Kochi for seven nights. This comes a year after
Carnival Asia—which operates Costa Cruises—brought the first
luxury cruise to India by launching a Mumbai-Maldives cruise on

its Costa NeoClassica ship.

Cruise tourism will also help
the state in earning huge for-

eign exchange and generat-
ing job opportunities.”

Meanwhile, Gadkari iden-
tified the reasons why cruise
tourism has not yet taken off
fully in India. As one of the ini-
tial steps, all relevant govern-
ment agencies, such as port
authorities, security agencies,
immigration authorities, cus-
toms and port health authori-
ties, have been identified and
formed into a task force to first
assess the current condition
and then look at the global
best practices.

According to Rawal, In-
dians are increasingly em-
bracing luxury and leisure
lifestyles and the domestic
cruise tourism industry is
estimated to grow to 1.50 mil-
lion by 2031. “The opportuni-
ty will bring in new prospects
and motivate development
of the cruise port, which will
create opportunities for inter-
national cruise liners and im-
prove cruise tourism in India,”
he added. b
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The bhusiness behind exhibitions

» Contd. from page 4

International travel exhibitions have rel-
evance to the markets that they address. They
are now being segmented under MICE, Luxury,
weddings, etc. and cater to specific segments
of tour operators, travel companies and service
providers. The challenge is to get the right mix

Over the vyears,
most of the major
travel exhibitions are
losing their sheen.
The number of visi-

tors and buyers s 5 of participants at these destinations to optimise
ﬂ ” . declining year on year the value for both the buyer and the exhibitor. *

: : especially in the Eu-  Subhash Motwani There is also a risk of too many exhibitions hap- ~ Rajat Bagaria
Viney Tyagi rope and UK based = Drrector pening in one location and that can cause con- = Managing Director,
Director, Uni Crystal e Namaste Tourism . . . . Shrishti Holidays
Holidays and EC exhibitions. There are fusion and also dilute the importance of interna-

Member-IATO hardly any new buy- tional travel exhibitions.

Travel exhibitions are great meeting places.
These meetings create a bond and help start a
lasting business relationship. IATO has been hav-
ing wonderful conventions over the past years,
wherein we have seen great ideas emerge. These
exhibitions are a great meeting place for the do-
mestic tourism industry. Only few states have
very active tourism departments, which organise
roadshows. Thus, we as an industry, rely on these
travel exhibitions to expand our horizon in terms
of learning about destinations and to meet with
stakeholders from all parts of the country.

ers to promote India

and t?xhibit.iops are more like meeting plac- Technology may have shrunk the globe, and
es with existing partners. We need to look many would say that the end is approaching for
beyond these saturated markets and par- jniemational travel exhibitions. However, it all de-
t|C|pate in country baseq travel exhibitions pends upon the planning, structure and content
which are the new emerging source markets of the exhibitions that will ensure that they sustain
for inbound tourism for India. We need an  in the long race. Many exhibitions have changed
aggressive marketing and advertising  their formats to keep pace with the times and quite
campaign for brand Incredible India in the  a few have also reinvented themselves. The travel
emerging markets. and hospitality fraternity still looks forward to cer-  Louis D'souza
tain exhibitions which bring in quality buyers, have E:;Z“r::’; gl'(:eb‘;‘” these shows
time-bound and value-added formats, and where the  geryices '
emphasis is on people rather than fancy exhibits.

Minternational travel exhibitions are mean-
ingful as long as there are healthy debates and
discussions alongside these exhibitions. Be-
sides, international travel exhibitions are more
of a branding exercise. For these shows to be
relevant, it is important that tour operators, first-
time visitors and younger travel agents take
back something in terms of added knowledge,

. . Hector D’souza
market information and valuable contacts from  pyegident

Lorient Travels

Attending travel shows and conferences is an
important business practice that can benefit tour
companies in many ways, including building pro-
fessional relationships, meeting the media, lev-
eraging tips from other like-minded businesses,
learning new ideas from industry experts, gain-
ing an understanding of best practices, and of
course meeting new friends along the way.

Bll) | Best Western.

Hotels & Resorts Nitin John o
Director Jitendra Kejriwal
Riya Holidays CEO

Arika Tour & Travels

International travel exhibitions are still rel-
evant. One meets a lot of new suppliers, new
destinations that we haven’t even heard of,
as well as new products that we are not even
aware of, at these shows. These are real exhibi-
tions and a complete value for money. | have
personally benefitted from them as | come back
with a lot of business leads. This is in stark con-
trast to some of the travel exhibitions in India.
They are held almost every two months and

are a waste of time and effort for everyone.

Buddha Holidays

your true partner in guest delight

&BC&Q%&?QR&&

Buddhisti{Circuit;

Contact:

Tanveer Alam (Manager): +91 9835167270
Rashid Khan (Manager Khajuraho): +91 9425144963 / 9981909129
e-mail: buddhaholidays@gmail.com; vns@buddhahelidays.in, hjr@buddhaholidays.in

Buddhist Sector & Nepal / Khajuraho [/ Jhansi [ Gwalior
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Government of India
Dept. of Tourism
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Prioritise tourism to propel inbound

Inbound tourism is passing through a rough patch and the industry needs new ways and means to
propel this sector. It’s time the industry looks beyond its conventional source markets and develops
innovative products to give a breath of fresh air to inbound tourism.

ccording to the World

Economic Forum’s Glo-
bal Travel and Tourism Com-
petitiveness Report 2017, In-
dia’s ranking in the Travel and
Tourism  Competitiveness
Index (TTCI) moved up 12
positions from 52 in 2015 to
40in 2017. India is one of the
countries that improved the
most, however, it still lagged
behind its Asian counterparts
like Japan and China, which
occupied the 4" and 13"
ranks, respectively.

India as a country and as
an economy has progressed
very well in the last decade in
terms of its infrastructure. Be
it seamless road connectivity;
world class airports; hotels of

international standards; power
generation; rapidly evolving
technology; automobile; ad-
vancement in space technol-
ogy efc., India has gained
across various  spectrums
compared to other countries.

There is an emphasis on
training and education as well,
and all these advancements
have directly or indirectly aided
in increasing the travel and
tourism competitiveness and
growth of India as a tourist des-
tination. However, despite all
these advancements, India still
lags behind its Asian competi-
tors when it comes to being the
most favoured tourist destina-
tion among international tour-
ists. This is probably because
tourism  does

BW . Best Western.

Hotels & Resorts

not seem to be a
priority sector in
the country.

Tl date,
we do not have
a  well-defined
tourism  policy
and other chal-

lack of effective promotion at
both national and international
platforms. To add to it all is
the unfriendly tax structure on
hotels, which has been ag-
gravated by the introduction of
Goods and Services Tax (GST)
for  the tourism  and
hospitality sector.

The inbound tourism
industry has become very
sensitive and unstable. With
changing times, the world is
going through a major crisis,
be it in the form of terrorism,
economic slowdown or lack
of growth. In India, with the
new tax regime, changes in
various policies and lack of
clear vision for tourism, the
industry is in a turmoil. Then
there is the unorganised na-
ture of this sector.

There are small fly-
by-night operators mush-
rooming across the coun-
try who operate from their
homes at no operating
cost and lure tourists with
cheap prices using free

which add to the negative
publicity of the country as
an unsafe and unreliable
tourist destination. | suggest
and recommend that the
industry must join hands,
consolidate and fight these
times together.

The industry has a pool
of talented professionals and
it is just a matter of putting our
act together. If young profes-
sionals with experience and
passion for their profession
collaborate, discuss, churn out
new ideas, develop new inno-
vative products, explore newer
markets, introduce and adapt
new technology and also fo-
cus on quality education and
training, | am sure there are
no challenges which cannot
be overcome when it comes to
propelling India’s growth as a
tourism hub.

| believe the key lies
in the fact that the various
stakeholders of both the tour-
ism and hospitality industries
need to unite as a single enti-

head-on, with an element of
professionalism. India as a
country has everything that
a tourist would look for and
we too can attract large
numbers of foreign tourists if
we have the vision and unity
amongst ourselves.

As far as our hotel in-
dustry is concerned, they
are not focusing on the in-
bound segment as they used
to because business has
become unpredictable,
prices are shrinking and so
is their profit margin. That is
why hotels are focusing on
other verticals like weddings,
MICE, corporates, OTAs and
domestic tourism.

The tourist season is
going to start from October
and we have a series of
major fairs and exhibitions
worldwide.  We need to
make the best use of these
fairs. India Tourism should
present itself with a lot of
pomp and show like Indian
Maharaja, attracting a lot of

and electronic. They should
be visible in social media. It
should be backed up by the
Incredible India campaign
on buses and other medi-
ums which was done ag-
gressively in the past. | un-
derstand collective planning
and effort will create interest
and this will definitely in-
crease the tourist numbers.

(The views expressed

are solely of the author.
The publication may or may
not subscribe to the same.)

Bharat Bhushan Atree
Managing Director
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New Delhi # Mumbal & . Toshali Tours is focusing on South East Asia as a

potential market, cashing in on the new connectivity
between Odisha and Malaysia on Air Asia.

ﬁTT BUREAU

hile everybody is sug-

gesting to target new
markets for inbound, Toshali
Tours is actually practicing it.
Harihar Patra, Director-Mar-
keting, Toshali Tours, says, “We
have started getting inbound
from South East Asia because
of the increased connectiv-
ity with Air Asia’s new flight to
Odisha. We are focusing on the
Southeast Asian market and
we are also attending Malay-
sian Association of Tour and
Travel Agents’ fair from Sep-
tember 8-10”

Apart from doing inbound
tours, they also have their own
hotels scattered at all the des-
tinations that come under the
Buddhist circuit. “We have prop-
erties at almost all the Buddhist
sites, we also have tour op-
erators and travel agents in our
offices at these destinations
which offer packages in that
market,” informs Patra

There are many chal-
lenges for them, both in terms
of destination as well as oc-

Harihar Patra
Director-Marketing
Toshali Tours

We want the tour
operators to look

at Odisha as a new
budding destination.
We need to promote
it as it is now well
connected

cupancy. “All our hotels are
driven by demand and sup-
ply of holiday makers. Odisha
as a holiday destination is
moderately priced. However,
there is some stagnation cur-
rently, owing to GST. Apart
from that, Odisha doesn’t
get a lot of inbound tourism.

Whatever comes is also very
less, as this depends on the
air connectivity. For us, do-
mestic is much bigger than
inbound,” opines Patra.

For boosting inbound, they
are also reaching out to interna-
tional markets to meet DMCs,
as Odisha could be a great
destination, especially with the
new direct flight to Malaysia on
Air Asia, he adds. “We are par-
ticipating with the government
in all the major exhibitions and
roadshows,” says Patra.

With the IATO Conven-
tion happening in Odisha,
Patra is hopeful that it would
result in good business for
Odisha. “We want the tour
operators to look at Odisha
as a new budding destina-
tion. We need to promote it
as it is now well connected,
and there have been some
new products for the custom-
ers. IATO is a platform for in-
bound operators who also do
domestic tours, and | would
like to request them to focus
on the domestic market as
well” he shares.ds
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Exploring Gujarat through its festivals

Gujarat has chosen an interesting way to showcase its various tourist destinations — through its
colourful and exciting festivals. Jenu Devan, Managing Director and Commissioner of Tourism, Tourism

Corporation of Gujarat Limited, shares more details in an exclusive interview with AT

*HAZEL JAIN

O—!ow is the inbound
traffic for Gujarat?
The gross flow of tour-
ists during 2016-17 was 448
lakhs. It was 16.9 per cent
higher than 2015-16. The flow
of tourists within Gujarat also
increased with a 15 per cent
growth. During this period,
the NRI and foreigner tour-
ist flow to our state boomed
with 22.6 per cent and 31 per
cent growth, respectively com-
pared to the previous year.
A total number of 9.24 lakhs
foreigners/NRIs  visited the
state during the year which
accounted for 2.1 per cent of
the total flow. Out of this, NRIs
were 519 lakhs, while for-
eigners were 4.05 lakhs. The
growth story of Gujarat Tour-
ism began from 2006 onward
and hence there is tremen-
dous scope for tapping the
potential of inbound tourism.

Q—!ow are you
promoting  yourself

abroad?

Jenu Devan
Managing Director and Commissioner of
Tourism, Tourism Corporation of Gujarat Limited

We get maximum traffic
from Maharashtra, MP
and Rajasthan. Interna-
tionally, UK tops the list
followed by USA. We
would like to receive
more traffic from the
SE Asian markets

Gujarat Tourism for the
past few years has been reg-
ularly participating in mega
tourism fairs of WTM London
and ITB Berlin and we plan

mega festivals — Navratri in
September/October and the
Rann Utsav in December/
January through Fam trips.
Inbound traffic sees its peak
in Gujarat between Septem-
ber and February.

ow big is your
domestic market?
About 72.3 per cent of
the total flow of tourists this
year originated from within
Gujarat. The share of other
states was 25.6 per cent. In
the current year, 114.76 lakh
tourists from other states
visited Gujarat. Maharashtra
continues to top the list (37.2
per cent of other states), fol-
lowed by Rajasthan (19.4 per
cent), Madhya Pradesh (15.6
per cent), and Uttar Pradesh/
Bihar (12.9 per cent). Busi-
ness purpose tops the list fol-
lowed by religion. Leisure and
other purpose follow.

hat are your source
markets?

We see the entire India as

our source market. However,
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to  participate
in these shows
this  financial
year too. We
reach out to
the inbound/do-
mestic  agents
essentially dur-
ing two of our

we get maximum traffic from
our neighbouring states of Ma-
harashtra, MP and Rajasthan.
Internationally, UK tops the list
followed by USA. We would like
to receive more traffic from the
South East Asian markets as
they are short-haul destina-
tions for India.

hat products are
ou promoting in the
market currently?
Currently, we are pro-
moting our various destina-
tions through festivals of
Navratri followed by Rann
Utsav and International Kite
Festival. We have recently
started Seema Darshan,
which is another great ex-
ample of Border Tourism in
India. Infrastructure provided

LN
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at the site includes audio-
visual room, retreat ceremo-
ny area, amphitheatre, VIP
lounge, food stalls, public
toilets, selfie zone and view-
ing tower. Special attractions
include retreat ceremony by
the Border Security Forces
(BSF), fusion band per-
formance, camel show and
bird watching, Exhibition of
weapons, photo gallery and
a film on BSF.

The state’s Tourism
Policy 2015-2020 has be-
come a tremendous suc-
cess. Till date there are
220 applications for various
tourism projects like hotels,
resorts, amusement parks,
etc worth ~9,000 crore. So
in the next few years Gujarat
is poised to have a fantas-
tic tourism infrastructure
for both the inbound and
domestic tourists.
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SWOSI

CHILIKA RESORT

DISCOVER SERENITY IN ITS TRUE SENSE!

Some Memories Last Forever!

Time spent at Swosti Chilika Resort
Is one such for sure.

Like a perfect symphony, Swost Chilika Resort blends the comfort and the luxury of the modern indulgences with the flawlessness of the
natural splendor. Whether you are in the comfort of your room soaking in the evening cool breeze or catching a glimpse of the vastness of the
lake, or taking a lazy stroll in the confinement of sprawling landscape, Swosti Chilika Resort will never fail to surprise you with its uniqueness.

Moreover, with places in and around that are untouched and unexplored by modernity, our special packages can get you to experience a
world that you possibly never thought existed.

- 78 Well-Appointed Cottages
- Glabal Cuisine Restaurants
- Coffee Shop (in the open space)
- Finest Spa Services
- Jogging and Cycling Track
- Dedicated Adult and
Kids Game Zones

SWOSTI CHILIKA RESORT

SWOSTI CHILIKA RESORT

Chilika, Odia Alapur, Pathara,Via: Gorapali, Odisha-761029. www.swostichilikaresort.com
E: crs@swostihotels.com, M: 093380 15588, 070644 76131. Toll Free No.: 1800 1231 414
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IndiGo adds Blr-Kochi flights

In order to cater to the increased demand for the festival
of Onam, IndiGo has introduced additional flights between
Bengaluru and Kochi from September 3-10, 2017.

*TT Bureau

n the occasion of Onam

festival, IndiGo has
launched two  additional
flights between Bengaluru
and Kochi from September
03-10, 2017, with prices
starting from ~1498. The new
connection would not only
aid those travelling for the
festival, but also corporate
and leisure  passengers
who wish to travel to these
southern markets.

The new flight 6E-708
would depart from Bengaluru
at 21:05 hours and would
reach Kochi at 22:10 hours.
The return flight from Kochi
6E-709 would leave at 22:40
hours and would arrive in
Bengaluru at 23:50 hours.

Sanjay Kumar
Chief Commercial Officer
IndiGo

It's our joy

and privilege to
share the

festive spirit with
our passengers
who fly with

us each day

Bll) | Best Western.
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Talking
about the new
flight  sched-
ule, Sanjay
Kumar, Chief
Commercial
Officer, IndiGo
said, “It's our joy
and privilege to
share the fes-

tive spirit with our passen-
gers who fly with us each day.
On the occasion of Onam, we
are pleased to announce two
additional flights to and from
Bengaluru and Kochi starting
September 03. It is our con-
stant endeavour to provide
more flexibility of choice for
our customers as IndiGo con-
tinues to offer them on time,
hassle free and an affordable
flying experience.”

In addition to that, In-
diGo recently inducted two
A320Neos taking the total
count of aircraft to 138, to
speed up the process.

Timing Update

& IndiGo's new flight
6E-708 would depart
from Bengaluru at
21:05 hours and would
reach Kochi at
22:10 hours.

& The return flight from
Kochi 6E-709 would
leave at 22:40 hours
and would arrive in Ben-
galuru at 23:50 hours.

standing in travel and toursm,

s your most reliable Tour Operator &

Destnation Management Orgamezation.

Iy

INBOUND & QUTBOUND TOURS | DESTINATION MANAGEMENT | HOTEL RESERVATION
WORLDWIDE TRANSFERS | CRUISES | MICE SERVICE | TRAVEL FACILITATIONS | CORPORATE TRAVEL

Flagying off wedding tours

Flag Travel Services plans to tap the booming
wedding industry by soon launching additional services
for destinations weddings.

4TT BUREAU

Having been in the tour-
ism business for almost
two decades, Flag Travel
Services has been facilitating
travel services primarily for
inbound travellers along with
selective groups for outbound
travel. They work mainly with
MNCs and corporates and
extend their services to pro-
vide visas, flight bookings
and cruise holidays, to name
a few.

Speaking about the list
of destinations the travel divi-
sion Flag Holidays caters to,
Neerja Arora, Director, Flag
Holidays informs, “Our in-
bound groups from New Zea-
land, Australia, the US and
Canada have been strongest
since we specialise in these
destinations. The numbers
are encouraging and we ex-
pect the trend to continue”

Overall, the inbound
season fared well this year,
Vinay Kumar Arora, Man-
aging Director, Flag Travel
Services states, with some
amount of drawback faced

Neerja Arora
Director
Flag Holidays

as a result of demonetisation
and GST. “The tourists were
quite affected when demon-
etisation was put in place and
they faced a lot of inconven-
ience. However, these disrup-
tions did not impact us too
much when it comes to book-
ings and we sailed through
the season,” he clarifies.

In terms of outbound
destinations, the group is
aggressively promoting the
Philippines and other popular
South East Asian destina-
tions like Bali while the UK
and France have always seen
a strong demand, he adds.
“This year, we have seen a

; i

Vinay Kumar Arora
Managing Director
Flag Travel Services

rise of destinations in East
Europe. Luxury holidays for
families is our forte and these
destinations have made very
good options among the In-
dian market.”

Apart from families, the
group targets the honeymoon-
ers too and with the approach-
ing wedding season, the Flag
Travels is gearing up for the
coming months. He elaborates,
“Around February is when
most of the honeymooners
travel since the wedding sea-
son winds up during mid-Jan.
We are keen to tap the destina-
tion weddings market and will
soon add related services.”&'

Foresee Aviation's new look

With new branding and marketing plans in place, Foresee
Aviation is looking at charting a new growth path, says
Santosh Kumar Sharma, Director, Foresee Aviation.

4TT BUREAU

Foresee Aviation has made
some major changes in
its sales and marketing strat-
egies in 2017. Santosh Kumar
Sharma elaborates, “We have
changed our logo so that it
portrays a more energetic
and aggressive look. We are
already in talks with few oper-
ators in South India where the
number of private aircraft is
less, to get into a contract for
exclusive marketing. In Delhi,
apart from our existing fleet of
aircraft, we have also added
Learjet 60XR, Learjet 45XR
and 2 more Super King Air
B200s. We are going to cap-
ture the corporate fliers based
out of Hyderabad, Bengaluru
and Chennai apart from
reaching some big names in
cities like Cochin, Vijaywada,
Salem, etc. Our Mumbai of-
fice is fully operational now
with Sales & Marketing team
in place. We have also started
our USA and Malaysia office.”

In terms of growth, Shar-
ma says that the last one year
has been quite interesting for

Santosh Kumar Sharma
Director
Foresee Aviation

Our Mumbai office
is fully operational
now with Sales &
Marketing team in
place. We have also
started our USA and
Malaysia offices

them. “There was a slight dip
in both corporate as well as
leisure charter business due
to global economy slowdown
as well as demonetisation
in India. During the last six
months, though we had a
pretty good number of que-
ries but the percentage of

conversion was proportion-
ately less,” he informs.

However, with new of-
fers and packages, they know
how to deal with both corpo-
rate and leisure clients. “We
have an impressive list of
corporate clients across India
and some of the other parts
of the world. As a part of our
effort to tap more numbers
of companies to fly, we have
started offering discounts on
the number of hours they fly
with us. Also, we have been
updating all our clients on the
aircraft availability at various
cities,” he reveals.

In terms of dealing with
the travel trade, he says,
“Foresee Aviation devise its
own packages based on pri-
vate aircraft and helicopters.
These packages are being
shared with the travel agen-
cies and tour operators during
a presentation, wherein, our
focus is to primarily educate
our travel partners on the lo-
gistics and overall operations
of the aircraft charter perspec-
tive of the packages.” ds
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www.infinityresorts.com
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MEETING
YOUR HIGHEST EXPECTATIONS

WHILE IN NUBRA

Desert Himalaya - The only finest
luxury resort in Mubra Valley,
spread in 06 acre lush green land,
ideally located in the calm &
picturesque village of Diskit. Just
07 km from the beautiful Hunder
sand dunes, the resort has been

specially designed to cater to the |

introduced its Ulitra Luxury fine
of tents which are very well
appointed and offer an even
higher level of luxury and
comfort. Resort also has a
swimming poal, a fish pond, a
Machaan & a jogging track
among the other facilities. The
in-house restauranl can seat

up market guest. The resort
comprises of 25 Swiss luxury
cottage tents & 20 deluxe tents
with attached bathrooms, a
veranda with persanal recliner to
enjoy the spectacular view &
unmatched luxuries, interiors to
make your stay a memorable
one. The resart has recently

upto 80 people serving culsines
made from the ingredients fram

Tarrif valid from 01" May 2017 - 30" Sept. 2017
Types of Room cp MAP AP

Single Luxury

T 5,445/-

< 6,050/- T 7.260/-

Double Luxury

< 7,865/-

T 8,100/- < 9,075/

Ultra luscury

T 16,000/

T 17,000/- T 18,000/-

Single Deluxe

T 4,950/-

T 5,500/- 2 6,600/

Double Deluxe

% 7.150/-

27.370/- T 8250/-

Extra Bed-40% of Rack Rate

10% Service charges applicabis

LSl dedf ik it

Delhi: 98, Adhchini, Shri Aurobindo Marg, New Delhi

110017,

Tel: 4$91 11 26560222 & 26560223 | Cell: 491 9622774032
Ladhakh: Wisdom Complex, Changspa Bridge, Leh-194101
Tel: +971 1982 253588, 09419177708
deserthimalayaresorti@gmail.com  www.deserthimalayaresort.com
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Look East with JTI Group

JTI Group offers a range of products — from experiential
tours, to staying in a jungle lodge and even river and
canal cruises on two of the mightiest rivers of India.

*TT BUREAU

flering travel services

across East and North
East India for the last 27 years,
JTI Group consists of Jungle
Travels India, which operates
wildlife and birding tours in
eastern India; Eastern Odys-
sey, which provides immersive
cultural experiences in the
region; and Assam Bengal
Navigation, which currently
operates three cruise ships
offering bespoke river cruises
on two of the mightiest riv-
ers of India - the Ganges and
the Brahmaputra.

It also has a boutique
property located in the pe-
riphery of Kaziranga National
Park — the Diphlu River Lodge.
Speaking about its major
source markets, Nirmalya
Choudhury, Executive Direc-
tor (Operations), JTI Group,
says, ‘“Percentage-wise, a
majority of our clients are for-
eign tourists. We work with
a number of tour operators
in the UK and Europe” The
company’s main  markets
in  Europe are Germany,
[taly and France.
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Nirmalya Choudhury
Executive Director (Operations)
JTI Group

We are also

building a fourth
ship which will be
launched in October
2018 and will offer
luxury cruises on the
Brahmaputra

However, the domestic
market is also growing with ris-
ing interest to explore the East
and North East Indian destina-
tions. lts clientele comprises
travellers interested in immer-
sive cultural experiences, who
are interested in learning about
the age-old traditions and an-

cient practices of the numerous
North Eastern tribes as well as
wildlife and birding enthusiasts.

“We would like to show-
case our products in cities like
Mumbai, Hyderabad, Pune,
Bengaluru, Chennai and Delhi
more often as we receive an
increasing number of travel-
lers from these cities. Our two
ships offer  fixed-departure
luxury river cruises on the larg-
est stretch of Ganges, from
Kolkata to Varanasi. Our third
ship is operating fixed depar-
ture for luxury river cruises on
the Brahmaputra. We are also
building a fourth ship which
will be launched in October
2018 and will offer luxury
cruises on the Brahmaputra,’
Choudhury adds.

Eastern Odyssey, a JTI
Group company, has also
launched MV Rudra Singha,
an air-conditioned houseboat
for exclusive river cruises
on the Brahmaputra. It can
be booked for a honeymoon
cruise from two to seven nights
or for half or a full day of ex-
ploration by groups of up to
10 people. &

Foraying into online space

Radisson Blu Hotel Greater Noida plans to up their
digital presence and targets a 10 per cent growth by the
end of this financial year.

‘*TT BURrEAU

Radisson Blu Hotel Great-
er Noida lies in close
proximity to the India Expo
Mart and the Buddh Inter-
national Circuit, making it
a suitable choice for busi-
ness and leisure travellers
alike. The 175- key hotel is
fully equipped with the latest
amenities including a spa, an
outdoor pool, free high-speed
Wi-Fi and a fitness centre,
among others, to provide an
all-inclusive  experience to
the guests.

The hotel also caters to
the business and corporate
sector thanks to the availability
of a well-equipped business
centre along with the capacity
to accommodate up to 550 at-
tendees for larger events.

The hotel’s general man-
ager, Munish Bhatia reveals
that the hotel has witnessed
promising  growth  during
the first few months and ex-
plains, “We observed a 15
per cent growth in our ADR
as compared to the same du-
ration last year. The hotel is
entering into peak season
and we are hopeful about
the prospects.”

With the digital wave
sweeping in, achieving a solid
online presence is one of the
aspects the hotel is working
on to widen their reach even
further. Bhatia comments
that their online business has
seen considerable growth and
adds, “The hotel has seen a
growth in its online business
by 5 per cent as compared to
the previous year. Encouraged
by this positive result, we are

Bll) | Best Western.
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currently - work-
ing on achieving
strong  visibility
on social media
and digital plat-
forms and target
a 10 per cent
increase by the
financial ~ year
end” However,

Munish Bhatia

General Manager
Radisson Blu Hotel Greater Noida

W are currently
working on
achieving strong
visibility on social
media and dig-

ital platforms and
target a 10 per cent
increase by the
financial year end

Bhatia states that their long-
term plan focuses on growth
not only for the property but
the city as well. “Our empha-
sis will be to develop Greater
Noida as a destination rather
than looking at us as a hotel
individually?” he explains. ds
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Enjoy an indulgent stay, exquisite dining, relaxation and rejuvenation while in God's Own Country, at
the contemporary and chic Crowne Plaza Kochi.Located near the picturesque backwaters, with
ease of access from the Airport and in close proximity to the bustling city center and heritage
sites of Fort Kochi and Mattancherry makes us the preferred destination for international trav-
elers.

Ayurvedic Spa therapies | Yacht cruise | Health club | Jacuzzi & Sauna | Swimming pool
Authentic culinary outlets | Bar and Lounge | Leisure activities | Shopping experience

FOOD AND BEVERAGE OUTLETS

s TRILUGI

CONNEXiONS £a

A PLACE TO MEET AND UNWIND droimmse

OUR SPA

.¢,.
sohum

X1 641A Kundanoor Junction, NH Bypass, Maradu, Ernakulam, Kerala, India - 682304
T:+91484 2865 000 | F:+91484 2865111 | E: reservations@crowneplaza-kochi.com | W : www.crowneplaza.com/kochi
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On the way to conservation

Founder-owner of Infinity Resorts and Chairman,
Conservation Corporation of India, Dilip D. Khatau, believes
that conservation and sustainability is the way forward.

*TT Bureau

Dilip D. Khatau, who found-
ed The Corbett Foundation
(TCF), opened the first wildlife
resort in 1991, aided by his
wife Rina Khatau. Infinity Re-
sorts eventually expanded its
operations to other important
wildlife areas such as the Rann
of Kutch, Bandhavgarh, Kanha
and Kaziranga Tiger Reserves.

Sustainability and eco-
tourism are their biggest
priorities, claims Khatau. I
am proud to say that all our
resort managers and staff
are employed from the local
villages and towns nearby. Till
date, we have trained more
than 500 staff and many of
them have worked with us
for more than 20 years. We
organise continuous profes-

Dilip D. Khatau
Founder-owner, Infinity Resorts
East India Travel Award winner

sional training programmes
to upgrade their skills. | am
pleased that we had been
awarded the East India Travel
Award for the Best Ecof-
riendly Resort for our Infin-
ity Resorts Kaziranga and
| was awarded the Lifetime
Achievement Award for Wild-
life Conservation. Our vision
is to be a compassionate

Bll) | Best Western.
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and  passion-
ate  company,
delivering  the
promise  that
wildlife tourism
can bring posi-
tive changes in
the way we pre-
serve our natu-
ral heritage.”

Yo

TIGER ROUTES

* Unique Wildlife Experience
* Corporate Offsites

* Volunteering
* Educational
* Exclusive Deals on Resorts
« Safari Booking

While there are many
wildlife resorts in the coun-
try, Khatau claims that they
stand apart because of their
focus on conservation. “This
is our USP at all our resorts
as TCF has a division operat-
ing hand-in-hand with them.
There must be a delicate way
of balancing the peaceful co-
existence between human
beings and wildlife and the
active involvement of these
communities as stakeholders
is the only way to secure the
future of both.”

Explaining the kind of ini-
tiatives TCF has taken, he in-
forms, “The Foundation reach-
es out to over 400 villages and
an estimated 50,000 to 60,000
villagers living around the tiger
reserves of Corbett, Band-
havgarh, Kanha, Kaziranga,
Pench and Pakke, the critical
wildlife corridors of Central
India and the Terai region an-
nually. The villagers in various
Talukas in the Rann of Kutch
have also benefited from our
various  programmes. TCF
and Infinity Resorts form the
backbone of our conservation
efforts in these locations.” &

Taste Kerala at Le Meridien

Le Meridien Kochi is a unique combination of a business
hotel and a resort. Little wonder then that the hotels is a
favourite among corporate and leisure travellers.

qTT BUREAU

ffering a unique propo-

sition to not just MICE
groups but also FITs as well
as families, Le Meridien Ko-
chi caters to a wide range of
travellers. It not only boasts
of a perfect venue for MICE
with its convention centre but
also destination weddings as
well as travellers look to relax
and indulge in some wellness
activities — all this, with the
Kerala backwaters serving as
its backdrop.

Speaking about the seg-
ments that the resort attracts,
Nilay Saran, Director, Sales &
Marketing, Le Meridien Kochi,
says, “We are popular with not
just the domestic market but
also inbound tourists. While
our traditional markets have
slowed down a bit right now,
we are seeing a surge in tour-
ists from the GCC, specially
Saudi Arabia and Qatar.” What
attracts them, he adds, is the
beautiful Kerala monsoons as
well as the resort's ayurvedic
wellness centre. Saran elabo-
rates, “Visitors from the GCC
frequent Kerala during the

Nilay Saran
Director
Sales & Marketing, Le Meridien Kochi

monsoon from June to Sep-
tember. It coincides with their
Ramadan holiday and they
come to enjoy the rains and
nature here. The resort is
spread over 18 acres, where
almost 60 per cent of the land
is open space with greenery.
This is hard to find these days”
The hotel will also be attend-
ing ATM Dubai as they get a
sizeable amount of travellers
from the GCC.

The resort also creates
customised packages for medi-
cal tourists based on the doc-
tor's recommendation. It offers
yoga in the amphitheatre, also,
on the menu are river and ca-
nal cruises on boats owned by

the property. “This is one prop-
erty that gives guests a flavor
of the entire Kerala. Another
focus area is promoting the
resort as a wedding destina-
tion. Most of the weddings that
have taken place in this hotel
are from outside Kerala. It has
picked up big time and we have
seen almost a 25 per cent in-
crease in destination weddings
at our hotel in 2016-17 and we
hope to see this grow. The de-
sign of the hotel also supports
weddings since it has beauti-
ful open spaces, and a good
number of rooms and suites,”
Saran adds.

The 223-key resort in-
cludes 10 suites and is located
just 5 km from Fort Kochi and
close to Jew Town. This gives
it an edge as far as FITs and
leisure segments are con-
cerned. Le Meridien Kochi is
now looking at creating expe-
riential products like offering
cooking classes for Kerala
cuisine. “Gujarat, Mumbai and
Delhi remain our top three
domestic markets. But Ben-
galuru is now coming up as
a weekend market due to its
proximity,” Saran adds.{d
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WelcomHeritage properties, Spanning across 15 States with over 40 Hotels
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WH Noor Us Sabah Palace, Bhopal WH Haveli Dharampura, Delhi

WH Bal Samand Lake Palace, Jodhpur

Each of our hotels has a unique experience to offer.. a secret to share, a story to tell and so will you..

In our constant endeavour to curate the best of Palaces, Forts, Havelis and Resorts for you, we present
three categories to choose from..

Legend Hotels  Heritage Hotels = Nature Resorts

Legend Hotels: Bhopal * Gangtok = Jaisalmer = Jodhpur * Kota « Mussoorie * Mysore * Doty = Palampur
Panchkula * Sandur

Heritage Hotels: Ahmedabad = Bijaynagar = Delhi » Dharamshala = Hansi = Jaipur = Mount Abu = Nawalgarh
Nainital = Ooty = Panaji » Pragpur » Ranikhet = Shimla » Varanasi

Nature Resorts: Amritsar « Corbett « Coorg  Kasauli « Leh-Ladakh = Manali « Nathuakhan « Pench
Ranakpur  Sawai Madhopur * Srinagar » Tadoba

For Enquiries : 1
& +91 11 46035500 WEICDmHerltage
Palaces « Forts « Havelis - Kesorts

@ sales@welcomheritagehotels.in

25, Shopping Centre, Basant Lok, Vasant Vihar, New Delhi -110057, India
www.welcomheritagehotels.in

A Joint Venture of ITC Ltd. & Jodhana Heritage
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Weddings rule the roost for Suryaa

Following the liquor ban jolt, The Suryaa New Delhi resorted to a change in plan and is now banking on its Food
& Beverage offerings and the wedding segment. The property is making sure they remain ahead of competition.

*TT BureAu

Having suffered a major
jolt due to the liquor ban,
Dhananjay Kumar, General
Manager, The Suryaa New
Delhi, says, “We took this as
alearning and started looking
at Muslim and Jain weddings.
We, at The Suryaa, keep up-
grading our guest facilities.
We have recently revamped
our public areas, banquet

and conferencing facilities,
which allows us to focus in
attracting MICE business.
We are going to add live en-
tertainment at ‘Sampan’ our
rooftop specialty restaurant,
and Atrium Bar, which will be
a good value addition for the
guests who want to unwind
after work hours and during
their family outings. We have
also introduced new products
at our salon and spa.”

With increased competi-
tion in the capital, the prop-
erty makes sure that they
remain ahead in their game.
“In terms of F&B, we have
strong guest feedback sys-
tem in place, which allows
us to get instant guest feed-
back regarding their likes and
dislikes and keep customis-
ing our menus. On the other
hand, in terms of rooms and
banqueting, we ensure our

product is up to date and in
line with competing hotels.
However, our focus is on per-
sonalised service and guests’
preferences and flexibility.
We have also introduced
concierge services for all
guests who come in groups,’
informs Kumar.

He elaborates, “We fo-
cus on online strategies and
run various promotions and

attractive deals in F&B out-
lets, spa and salon, as well
as rooms.”

He added that in terms
of clientele, he says, “Be-
ing close to hospitals like
Fortis, AIIMS, and Apollo,
we also get quite a few big
conferences. As far as
leisure business is con-
cerned, we are working very
closely with various FTO's

f
iy
LEISURE HOTELS

expevicace ‘move'

Take one wrong turn in
Uttarakhand. Chances are you will
land up at one of our properties.

Discover a less explored India through resorts and luxury camps across some of the most
spectacular destinations in Uttarakhand. Explore the mystic aura of surroundings rarely seen
by even the most ardent traveller. Let us take you to places where beauty is a divine
tranquility and history is a living experience. With a proud heritage of more than twenty-five
years behind us, allow us at Leisure Hotels to bring you a taste of the inherent warmth of this
land that believes ‘Guest is God' Most of all, in each of our exclusive properties, experience
warm personalised service, a willingness to listen and a chance to 'experience more'

The Bungalows - a convenient getaway for family and friends located in some of the most exotic natural landscapes across India, provides
a personalized service, extlusively devated to your fittle group of family and friends, is the latest addition to our repertoire of offerings.
Leisure Club - a unique offering from Leisure Hotels where you get the chance to refax and enjoy your vacations over and over again. Buying a
timeshare enables you o lock in at today's rupee value and realise a lifetime of dream vacations for as long s you own the vacation.
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LEISURE HOTELS LIMITED - F-3/6 Ground Fir « Okhla Industrial Area « Phase 1 New Delhi 20« Ph +91 11 46520000 - Mab -+91 95550 88000 «
Email info@leisurehotels.in www.leisurehotels,in « CALL TOLL FREE 1800 102 4652 or Call your nearest Travel Agent

Dhananjay Kumar
General Manager
The Suryaa New Delhi

We took this

as a learning and
started looking at
Muslim and Jain
weddings. We at
The Suryaa,

keep upgrading our
guest facilities

from Spain, lItaly, UK, Far
East, Iran, Latin America,
Australia and all major coun-
tries,” said Kumar

Other than that, they
also participate in travel trade
shows and have tied up tour
operators. “We get good mix
of business throughout the
year. We are part of their
brochure programme to get
maximum visibility in the
foreign market. We go for-
ward to get FTOs on Fam
trips and give them real
time experience by making
them stay with us.”

Coming soon

& The hotel has recently
revamped its public
areas, banquet and
conferencing facilities,
to focus on attracting
MICE business.

& They will also add live
entertainment at
‘Sampan’ (rooftop
specialty restaurant)
and Atrium Bar.

& The Suryaa has
also introduced new
products at their
salon and spa

BW
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CROWNE PLAZA

AN IHG"HOTEL
AHMEDABAD CITY CENTRE

CARING
BEYOND OUR
WALLS

Enhance your sleeping experience and our creative

We believe in dining options ranging from Japanese, Italian and
bl'il'lgil'lg premier Oriental cuisines... Enjoy caring hospitality.
luxury.

S. G. Road, Near Shapath -V,
Ahmedabad - 380 015, Gujarat, India

Book with us and become an IHG® Rewards Club member.
Visit CrownePlaza.com/ahmedabad or call +9179 6999 7000
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Small steps in 50+ travel

Boutique travel company ‘Bucket My List” empowers
travellers aged 50+ with choices and independence by
creating solutions to make their holidays enjoyable.

ﬁTT BURrREAU

boutique travel com-

pany that caters to ma-
ture travellers, especially
the growing segment of the
young-at-heart 50+ age
group, Bucket My List is con-
sistently growing. Speaking
about the company’s USPs,
Shivali Bhargava, Founder,
Bucket My List, says, “We
strive to provide a holiday
experience with activities
and adventures suitable for
senior travellers by making
these trips personalised, ex-
periential and participative.
Tailor-made journeys and
unmatched services include
places which we ourselves
have experienced and be-
lieve to be truly unique. This
ensures that our customers

are in safe hands with some-
one who knows the terrain
well, speaks the local lan-
guage, and is aware of their
cultural and religious values.”

The company treads the
off-beaten path and empha-
sises on extreme localisation.
Its growth strategy involves

We will soon be
adding more
destinations,

namely Latin America
and Oceania

focusing on certain geogra-
phies to start with, namely
Africa and Europe along with

some  exotic

B\)) | Best Western.
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domestic  des-
tinations  such
as Andamans,
Kerala and the
North East.
“We have an
extremely high
percentage of
repeat clientele
and will soon

-
N

Shivali Bhargava
Founder
Bucket My List

be adding more destina-
tions over time, namely Latin
America and Oceania. We
don'’t believe in offering cook-
ie-cutter holidays,” she adds.

The company offers cus-
tomised tours and experiences
as well as small group tours
(private as well as escorted).
Over time, Bhargava plans to
tie up with like-minded partners
to run their own travel geogra-
phy (South American expert,
wildlife expert, wine tours spe-
cialist, etc.) along with focusing
on inbound travel into India,
which is a huge market as well.
The tours to South Africa and
Spain are fairly popular among
its clients. &

3 P’s of Parfait Hospitality

Parfait Hospitality plans to undertake management of
new properties in Shimla and Uttarakhand in 2017. The
company saw marginal growth in inbound tourism.

*TT Bureau

Parfait Hospitality special-
ises in hotel manage-
ment, enlargement, mar-
keting and branding and
is known for profitability,
perfection and persistence,
believes Raman Tuli, Manag-
ing Director, Parfait Hospital-
ity. “We provide consistent,
economical and comfortable
hospitality experience at our
hotels. The company oper-
ates on three principles, i.e.
profitability for owners; per-
fection in delivering a de-
lightful stay and persistence
in sales and marketing.” Tuli
informs that the company
currently operates seven ho-
tels globally and has proper-
ties currently contracted and
under development. Parfait
Hospitality plans to add
new properties in Shimla
and Uttarakhand.

According to Tuli, the
business was very slow in
the first three months of
2017 but picked up from
April onwards and has
been so to date. He points
out that the company grew

CJ PALLAZZIO
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Saffron

Raman Tuli
Managing Director
Parfait Hospitality

The company
operates on

three principles, i.e.
profitability for
owners; perfection
in delivering a
delightful stay

and persistence

in sales and
marketing

by 5-7 per cent in the last
three months as compared
to the same period last
year. He says, “International
guests at our hotels this

year were far and few and
were mostly domestic from
states like Maharashtra,
Gujarat, Punjab, Delhi and
Uttar Pradesh.”

Commenting on the im-
mediate impact on business
due to GST, Tuli laments,
“Our partner hotels lost
business as there was no
clarity on GST and the
dilemma on what tax is
to be put on what service
was a challenge. The in-
dustry saw a dip during the
implementation of GST.
However, the upcoming
months of October seem to
be promising for inbound
tourism, though overall |
feel this has been a very
slow vyear for tourism”
Parfait Hospitality plans to
resort to digital marketing
for promotion of its products.
“We will try to reach out to the
customers to grow business.
At the same time we will
ensure that the travel
trade partners are updated
about the products and
keep them informed about
the latest happenings,’
he adds.d

Relax in beautifully designed
rooms and suites. CJ Pollozzio
is @ modern hotel, ideal for

both

business and

lelsure

travellers.

Multi-cuisine

Rastaurant menu feafures a

selection
Internationol
exclusive

buffats.

of Indian &
cuisines ond

weakend dinner

Our well-equipped banguet
halls can accommedate a wide
range of guests ranging from
50 to 1000 people, be it for
weddings, bithdays or get-to-

gethers.

Get energised in the fitness
center and renaw body and
spirit af the Harmony Spa.

# 201/6, Junction Main Read, Mear NH-7, Salem, Tamil Nadu - 636 005.
Contact : 70944 63506, 70944 63507, 70944 63531, 0427 - 2556677

Email : reservations@cjpallazzio.com, banquets@cjpallazzio.com, www.cjpallozzio.com
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INDULGE IN LUXURY AT RADISSON BLU HOTEL
NEW DELHI DWARKA

Located in the serene sub-city of Dwarka, the Radisson Blu Hotel New Delhi Dwarka welcomes guests
with its well-appointed rooms , superior services and a wide range of on-site dining options.The hotel is
strategically located withinl5 minutes' drive from Indira Gandhi international and domestic airport.The
hotel is a walk away from sector |13 Metro station which serves as the most prompt and convenient
commute that interconnects Dwarka to the international airport, railway station and the city's
commercial business and shopping hub in Connaught Place.

Accommodation: 219 well appointed rooms including 25 suites. Recreational facilities available within
Dining and Entertainment :Accessible from the lobby level. the hotel complex:
- Spring- Anall-day-dining restaurant. Spaby O2
* Rice- The Oriental restaurant serving Far East Oriental cuisine -~ Fully equipped fitness center by Anantaa
- Dvar- The gateway to India which offers contemporary * Unisex salon by Affinity
interpretations of traditional Indian cuisines - Qurdoor swimming pool
- Zeppelin - The contemporary lounge bar - Shopping arcade within the hotel
* Atrium- The pastryand confectionary store complex
Meetmgﬁ & Event Space : Services & Facilities:
Mare than 27,000 square feet of convention area with a + ComplimentaryWi-fi for residence guests
combination of function, form and technology © Laundry & dry cleaning
* A pillar-less ballroom divisible into three parts * Chauffeur driven luxury cars
*+ Aab Mahal, a state-of-the-art event space * Doctoroncall
B TV v — * Club Lounge meeting space with an outdoor extension *  Rooms suitable for guests with special
= Loy 1 to the terrace lounge needs
] i e T ® + A combination of boardrooms to facilitate meeting and * In-room dining service available 24 hours
“H,,.'{.’ i ! conferences of various sizes aday

Concierge on-call available 24 hours a day

adt'/)éb_g\

HOTEL NEW DELHI DWARKA

Plot No. 4, Sector - |3, Dwarka, New Delhi -1 10075
Tel: +91 |1 3090 8000, Fax: +91 |1 3090 8001
radissonblu.com/hotel-newdelhidwarka
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Indulge in luxury @The Bungalows

Leisure Hotels’ latest venture, The Bungalows, has been recently launched with an aim to be a convenient
getaway for family and friends. The Bungalows will offer a luxurious and personalised holiday to its guests.

*TT Bureau

Leisure Group in partner-
ship with the Taj Group
opened The Gateway Resort,
Corbett National Park last
year to rave reviews from the
trade and customers alike.
The property is setting the
benchmark for luxury in the
state wildlife tourism, informs
Vibhas Prasad, Director,
Leisure Hotels. Commenting
on the latest venture, The

Bungalows, Prasad says,
“With technology advance-
ments shaping our changing
lifestyles, we felt that the time
was ripe to introduce a novel
and unique product offering
to our loyal customers. Nowa-
days, most of us are looking
for quick getaways for short
and long breaks and at loca-
tions which are convenient,
provide great value for money
but come with the backing of
a fully serviced hotel chain

so that you know what to
expect” He further adds that
the company is currently talk-
ing to investors and opera-
tors alike to monetise other
projects of the Group in Ut-
tarakhand for which the com-
pany already has land banks.

Leisure Hotels is a domi-
nant player in Uttarakhand’s
tourism and hospitality sec-
tor with its portfolio of resorts
and luxury camps that incor-

porate more than 20 proper-
ties, offering more than 600
rooms in the leisure and
spiritual segment. The indi-
vidual resorts and camps
typically offer between 20-
40 rooms, ensuring that all
guests get very warm and
personalised services.

The Group has a lead
in the state due to its his-
tory and rich experience
in hospitality for over 26

years, feels Prasad. He
points out, “Our guests also
have the option of using one
or more properties in their
trip, creating a circuit. We
work with the travel trade as
a single point of contact for
all their travel requirements
across the state,” adds Pras-
ad. He elaborates that the
company works with more
than 10,000 agents across
the world. “We propose to
furnish the travel partners

Nominate Now

29" September, 2017 . *

The Lalit New Delhi

-

Recognises hard work and
applauds the true leaders .
of the industry for their - |
commitment and dedieation

For further delails, please contact:

Gunjan: +91 96503 99905, gunjan@ddppl.com,

Amit: +91 96509 13334, amit.bhasin@ddppl.com,

Seema: +91 96501 96531, seema.datt@ddppl.com,

Sonia: +91 96503 11774, sonia.butalia@indiahospitalityawards.in

#HonouringHospitality

To nominate and vote, please log on to: www.indiahospitalityawards.in

with updated property de-
tails and dynamic pricing
(quite similar to the online
channels) through an ex-
tranet in the next couple
of months. Our large sales
team is constantly visiting
their offices to brief them
about new properties and
we invite them for Fam trips
across the group. We also
participate in exhibitions and
also offer promotional ad-
vertisements and packages

AN R
Vibhas Prasad

Director
Leisure Hotels

QOur large

sales team is
constantly visiting
their offices to
brief them

about new
properties and we
invite them for Fam
trips across

the group
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to boost business through
the offline travel trade,
says Prasad.

In terms of marketing
and promotional activities,
the company plans to stick
to digital medium. The nu-
cleus of the brand contin-
ues to remain the website
which is mobile optimised
with a cutting-edge book-
ing engine, points out
Prasad. “We recently start-
ed search engine market-
ing through PPC, re-tar-
geting on Facebook and
Google. Online display ads
are another feature that
we are evaluating in addi-
tion to the usual mode of
marketing like print
campaigns and BTL (Hoard-
ings).” he adds.d

BW
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CTC

HOLDING

Thanking all members of the
travel fraternity for their continued
support, guidance and
acknowledgement helping
Caper Group reach the pinnacle of
success. It has been a journey
| have enjoyed each day and
look forward to every morning.

BHARAT BHUSHAN ATREE
CMD

N . camantaran .\ . SOFTTIX « BMHSs * jetconcepts 7 * g + pegasus
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HQ: CAPER HOUSE, 327, Udyog Vihar, Phase-IV, Gurgaon-1 22016, Haryana. Tll: +91 I2-i 4600 300, Fax: +91 124 4600 340
Email: info@caper.in, Website: www.capertravelindia.com
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Manipur
The Land of Jewels

Seek refuge in the quaint state of Manipur

and explore nature’s bounties, ancient remains of an
erstwhile kingdom, in addition to innumerable festivals
that reflect the rich culture of the region.

anipur is strategically located in the Northeastern corner of India bordering Myanmar. Nes-

tled at the foothills of the Eastern Himalayas, the state is considered the Gateway to South-

East Asia. The serene beauty of the state, that Pt. Jawaharlal Nehru once described as the

‘Land of Jewels’, leaves every traveller spellbound. Least touched and least discovered, the
state is a promising tourist destination for adventure and nature lovers alike.

TOP THINGS TO DO:

Loktak Lake and Keibul
Lamjao

For any visitor, the prin-
cipal attraction of the state is
the Loktak Lake in Bishnupur
District. It is a beautiful stretch

heart of Imphal city unfolds the
proud history of the erstwhile
Asiatic Kingdom dating back
to 33 AD. The British took over
in 1891 and buried their influ-
ence on architecture. It is the
quintessential symbol of the
state’s culture and heritage.

Loktak lake, Bishnupur District — Pic by Pintu Oinam

of water resembling a miniature
inland sea. A day spent at Lok-
tak Lake is a lifetime of memo-
ries. Visitors can catch a bird’s
eye view of the lake from Send-

Kangla Museum

ra. Fishermen living in the float-
ing islands called Phumdis, in
floating huts known as Phum-
sangs, are unique sights of this
lake. A part of the lake hosts the
Keibul Lamjao National Park,
which is home to the Brow Ant-
lered Deer — Sangai, only found
in Manipur.

Kangla
A visit to Kangla at the

Today, Kangla is developed
into a unique archeological
and heritage park. The Ima
Market, which is counted as
one of the largest women-only

markets in Asia, is a stone’s
throw away from the Western
Gate of Kangla.

Escape to the green
hills

Head to Ukhrul district
and enjoy the company of the
locals—the brave and colour-
ful Tangkhul tribe. It is situated
40 miles away from the Imphal
City and is famous for its Shirui

B\V ) Best Western.
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Lily — a species
of lily found no-
where else in
the world other
than the Shirui
Hill range. The
Dzuko  track
in Senapati
and the Bun-
ning track in

Tamenglong also offer a chal-
lenge to the intrepid adventur-
ous traveller willing to explore
the unexplored.

Shree Govindajee
Temple

Shree Govindajee Temple
is another historic centre of
the Vaishnavites in Manipur. It
is a twin-domed temple which
aftracts large number of devo-
tees who participate in various
devotional activities. Tourists
are welcomed to come and

Khangkhui Cave, Ukhrul

join in the daily festivities at the
historic Govindajee temple and
other temples in and around
Imphal city.

Celebrate festivals with
the locals

Manipur is a land of festi-
vals and almost every month
the people of Manipur get to-
gether to celebrate various fes-
tivals, which reflects the state’s
rich culture, tradition and re-
ligious practices. Yaoshang,
Gaan  Ngai, Cheiraoba,
Lai-Haraoba, Kang, Heikru
Hidongba, Kut and Lui Ngaini
are just some of the festivals

Govindaji Temple at Kangla

Aftraditional dance of the Kuki-Chin-Mizo tribe

Tangkhul Piper

celebrated by different com-
munities in the state. Manipur
Sangai Festival, celebrated
every year from November 21-
30, is a major tourist attraction.

Kanglasa

its Lilies- Pic by Priyojik Akoijam
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Fortune Park in Lucknow

Fortune Park BBD Lucknow’s entry marks the group’s
46" property in India. With this, the group is all set to
raise the bar for hospitality in the City of Nawabs.

*TT BUREAU

onveniently located on

Rana Pratap Marg, in
close proximity to Hazratganj
- the iconic commercial city
centre, Fortune Park BDD
Lucknow offers a selection
of 63 rooms, including 54
standard rooms, six Fortune
club rooms and three suites.
The hotel's prime position
also makes it a preferred
choice for both business and
leisure travellers.

Speaking on the develop-
ment, Suresh Kumar, Man-
aging Director, Fortune Park
Hotels said, “We are delighted
to welcome this beautiful ho-
tel to our expanding portfolio
of Fortune Hotels. M/s Viraj
Constructions’ investment in
this property, coupled with
our brand’s signature ameni-
ties, well-appointed rooms
that are tastefully designed,
excellent cuisine and efficient
service, will lead to an excep-
tional guest experience. The
addition of this hotel expands
the brand’s presence in the
Art and Smart Cities of India.
Fortune, member ITC’s hotel

Suresh Kumar
Managing Director
Fortune Park Hotels

The addition

of this hotel
expands the
brand’s presence
in the Art and
Smart Cities

of India

group, is known for providing
contemporary accommodation
and great value for business
and leisure travellers.”

The hotel boasts of state-
of-the-art facilities with amen-
ities, including 24-hour room
service, satellite LED TV, hi-

speed Wi-Fi internet connec-
tivity and many more on offer.
Fitness enthusiasts can head
to the gymnasium or take a
dip in the pool while food lov-
ers can head to the Earthen
Oven and enjoy a sumptu-
ous meal of North Indian and
hand-picked Awadhi speciali-
ties. Orchid is the property’s
all-day dining  restaurant
featuring a delightful selec-
tion of Indian, Oriental and
Continental delicacies in ad-
dition to Fortune Deli that
serves some of the best
confectionery items. One
can head to Neptune Bar &
Lounge for a variety of cock-
tails and canapés. The con-
ference and banquet facilities
at the hotel have the capac-
ity to accommodate up to
450 guests and is suit-
able to host some big events
and gatherings.

Fortune Park Hotels is a
wholly-owned subsidiary of
ITC Ltd. and is India's fastest
growing chain of first-class,
full-service business hotels,
with 61 signed alliances and
4500 rooms, across 52 cities
in the country.d

At home with homestays

Hotel Park Ocean clocked 75 per cent occupancy during
the first half of 2017 and is expecting to increase its share
of international guests to 65 per cent by the end of 2017.

qTT BUREAU

n the first half of 2017, Ho-
tel Park Ocean managed
to grab a larger share of the
market and clocked 75 per
cent occupancy, informs
Sandeep Jain, Managing
Director, Hotel Park Ocean.
According to him, the MICE
segment played a major role
in helping the hotel drive its
revenue. International guests
contributed 60 per cent of
this occupancy, largely from
the Far East, which is also
the largest source market
for the hotel. Jain says, “We
received guests from Ko-
rea, Japan, China and Hong
Kong. Looking at the season
time from October onwards
and the current business
on books, we are expecting
an increase of 5 per cent.
Thus we are targeting 65 per
cent foreign guests at our ho-
telin 2017”

In order to promote the
hotel, the company will be
participating in all travel trade
shows, both at national and
international  platforms. The
company is also very active

Sandeep Jain
Managing Director
Hotel Park Ocean

We received guests
from Korea, Japan,
China, and Hong
Kong. We are
targeting 65 %
foreign guests at
our hotel in 2017

on all media platforms and
will also be conducting fa-
miliarisation trips and social
engagement activities with its
business partners, points out
Jain. “With the rapid growth of
experiential travel, trends like
homestays and village stays
would not only extend the

hospitality market and include
lesser-known  destinations,
but also drive volume growth.
These alternate accommoda-
tions will also create employ-
ment for local communities
thus making tourism sustain-
able,” adds Jain.

Commenting on the im-
pact of GST, Jain feels that
the high taxes under GST will
not make India competitive as
an inbound tourist destination
and foreign tourists will skip
the country as a destination.
“Currently, ~MICE clients
are looking for alternate
destinations such as Thailand,
Malaysia and Hong Kong,’
says Jain. &

Fact File

& The hotel receives
guests from Korea,
Japan, China and Hong
Kong

& From October onwards
and the current business
on hooks, they are ex-
pecting an increase of 5
per cent and targeting 65
per cent foreign guests
at the hotel in 2017

Driving women power

Radisson Blu Hotel New Delhi Dwarka along with its key
partners hosted its first-ever Women’s Car Rally 2017
with over 150 participants and more than 300 guests.

*TT BUREAU

n a bid to value the contri-
bution of women at every
step, Radisson Blu Hotel
New Delhi Dwarka hosted
a one-of-a-kind car rally in
which over 150 women driv-
ers geared up to flaunt their
driving skills. The rally kick-
started from Radisson Blu
Hotel Dwarka where all the
key partners and sponsors
flagged off the race. Mo-
hammed Shoeb, General
Manager, Radisson Blu Ho-
tel Dwarka flagged off the
race along with Gaurav Ag-
garwal, Ankita Aggarwal,
Owners, Radisson Blu Hotel
Dwarka, Gaurav Mehta, Di-
rector of Sales & Marketing,
Radisson Blu Hotel Dwarka,
Ramashanker Pandey,
Managing Director, Hella

Mohammed Shoeb
General Manager, Radisson Blu Hotel
Dwarka, India Travel Award winner

Lights and O.P. Khanduja,
Business Head, DS Spiceco.

The route of the rally
was spread in and around
Dwarka and covered around
37 km. Women drivers,
along with their navigators,
drove all over and came
back to the hotel by 5:30 pm.

B\V ) Best Western.
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The par-
ticipants along
with their
partners were
then regaled
with  comedy
sessions, mu-
sic and dance
perform-
ances and

they ~were made to
participate  in  games
and win a host of

prizes and gift hampers.

The fun-filled day came
to a close with the announce-
ment of the winners of the ral-
ly and a prize distribution cer-
emony in which the winners
took home not just trophies
but also salon and jewellery
vouchers.

The evening was graced
and inaugurated by celeb-
rity chef Kunal Kapur along
with the hotel's key part-
ners who were present at
the time of flag off. The par-
ticipants were also treated to
mouthwatering delicacies at
Radisson Blu Hotel Dwarka’s
extravagant multi-cuisine buf-
fet dinner, specially crafted by
chef Gaurav Mathur, who has
very recently joined the prop-
erty as executive chef.

In addition, the hotel also
felicitated six eminent women
with excellence awards for
their selfless and extraordi-
nary contribution in their re-
spective fields. de

Kochi popular with inbound

With as many international arrivals as domestic, Kochi
has become an important stop for the inbound market,
and Crowne Plaza Kochi is reaping the benefits.

*TT BUREAU

With 269 rooms and suites
on offer, Crowne Plaza
Kochi can serve as an ideal ho-
tel for not just the leisure tour-
ists but also corporate groups.
According to  Shuvendu
Banerjee, General Manager,
Crowne Plaza Kochi, the hotel
started the year on a strong
note with almost 52 per cent
of its total guests from outside
India. “We are expecting an
inbound guest percentage of
around 60 per cent for the full
year. The largest source market
for us in the international sec-
tor would be the Middle East,
closely followed by USA and
the UK, he reveals.

However, it wasn't all
smooth  sailing.  Banerjee
reminiscences, “It was going
very well till the order of bar
closure. We struggled through
the few months without a bar
and we tried to make do with
what we had, playing to our
other strengths like outdoor
catering and new business
acquisition. Thankfully, now
we have the bar license and
we are back on track. Overall

Shuvendu Banerjee
India Travel Award winner and General
Manager, Crowne Plaza Kochi

as of now we are doing better
than last year”

The award-winning busi-
ness hotel, he says, still needs
to work on that pull factor that
Europe or South East Asia
commands when it comes to
inbound tourism. “This can be
attributed to an extent to the
negative publicity we have gen-
erated in media. Law and order
incidents, safety of women,
communal and political unrest
all making global headlines will
not help to enhance our image
as a tourist destination. Curbing
of such undesirable elements
and a focused marketing strat-
egy from the apex could do a lot
of good,” Banerjee says.

The domestic market is
not too far behind. New Delhi
and Mumbai are its largest
feeder markets, but it is not lim-
ited to them. “We are also the
favourite hotel for grand desti-
nation weddings. With ameni-
ties concurring to global stand-
ards, serene backwater setting
and elite F&B offerings we are
all set and full of optimism for
the next year. Our outdoor ca-
tering capabilities and retailing
of hampers are finding good
foothold in the market which we
intend to expand much further,”
Banerjee claims.

The presence of global
brands like IHG plays a crucial
role in developing a destination.
According to Banerjee, it puts
the place on the map for interna-
tional customers. “Secondly, to
the customer the presence of a
preferred hotel chain means that
no matter where it is they will
have access to the faciliies that
the brand promises, from the
customer point of view it is very
reassuring and it thus increases
the credibility of the place as a
tourist destination as no major
brands would operate at an in-
significant location,” he adds.(-v



The Castle Mewan

UDAIPUR

UDAI HOTELS

P
¥ iy
P irie

The Castle Mewar is Situated in Lap of Aravali Hills, area over 1,50,000 Sq. Ft. with 80 Rooms, Specialized &
Multicusine Restaurants, Rejuvenating Spa, Swimmingpool & A 3500 5q. Ft. Conference Hall with capacity of 350 Pax.

HOTEL UDAI VILAS PALACE HOTEL UDAI VILAS PALAGE HOTEL UTHARSH VILAS
MANDAWA BHARATPUR AGRA

Destination Wedding | Theme Events | Leisure | Corporate Offsite
www.udaihotels.com | +91-7023936379 | +91-9649900154 | +91 9837001210| +91 9314891972
E-mail: sales@thecastlemewar.com | sales@udaivilaspalace.com | sales@utkarshvilas.com




28 TRAVTALK 1AT0 DAILY 2017 - DAY 2

HOTELS

Mercure debuts in Dwarka

The launch of AccorHotels’ 99-room Mercure Dwarka
is evident of how important the Gujarat market is for

the hotel giant.

*TT BureAU

ocated in the Devb-

humi Dwarka district of
Gujarat, Mercure Dwarka
is only a short drive from
the Dwarkadhish temple,
popularly known as Jagat
Mandir. Conveniently lo-
cated from the railway sta-
tion, Porbandar Airport and
a little over two hours from
the Jamnagar Airport, the
property is just a stone’s
throw away from Nageshwar

Temple, Gopi Talav
Theertham, Rukmani Devi
Temple and  Hanuman
Mandir. ~ This  will  be

AccorHotels’ fourth property
in Gujarat.

“The opening of Mer-
cure Dwarka marks another
milestone for AccorHotels’
expansion and  growing
brand presence as the 49th
hotel in the region. Gujarat
is an important market for
us as it enjoys the unique
positioning of being a busi-
ness hub with a rich cultural
heritage. AccorHotels is the
first international hotel group

Jean-Michel Cassé
Chief Operating Officer
India & South Asia, AccorHotels

Gujaratis an
important market

for us as it enjoys

the unique positioning
of being a business
hub with a rich
cultural heritage

to operate in the holy city of
Dwarka.” said Jean-Michel
Cassé, Chief Operating
Officer, India & South
Asia, AccorHotels

The 99 guest rooms in-
clude one suite as well and

offers the best in comfort,
state-of-the-art ~ amenities,
great design and interiors
that are inspired by Lord
Krishna’s life. The hotel has a
fitness centre and an all-day
dining restaurant ‘Makhan’.
For small meetings and
events, the hotel features a
modern meeting room that
can accommodate up to
40 guests.

For Aadil Muscatwala
and Rishabh Gupta, Co-
founders & Directors of Blue
Rock Hospitality Ventures,
Mercure Dwarka is the first
hotel of Blue Rock's port-
folio and marks a commit-
ment to develop branded
upper  mid-scale  hotels
across the country.

Vikas Kulshreshta,
General Manager, Mercure
Dwarka, said, “We are ex-
cited and proud to intro-
duce the Mercure brand to
Dwarka. The property is
designed in a contempo-
rary and modern style, yet
blends perfectly with the
local heritage.d

Clarks Inn leads the way

Boasting of 80 properties in its portfolio in just over
11 years, Clarks Inn Hotels has certainly leveraged
the growth potential that Indian market offers.
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larks Inn Hotels' motto

‘Inns that care’ inspires
them to attract like-minded in-
dependent hotel owners, devel-
opers and potential investors.
S. N. Srivastava, President &
Co-founder, Clarks Inn Group
of Hotels, is at the helm of this
growth story and is positive of
further expansion. He informed
that the company signed and
opened a total of 21 properties,
including eight operational, in
2015. This robust growth con-
tinued in 2016 as well with the
total signed and operational
once again matching the 2015
figure of 21 but surpassing the
operational numbers that was
12 new hotels last year.

The company signed up
several hotels last year, includ-
ing properties in Bhagalkot,
Buxor, Hampi, Mysuru, Patna,
Shimoga, Sultanpur, Balan,
Kanpur, Ara, Faizabad, Katra,
Bijapur, Noida, Vasundhara,
Kurloon, Greater Noida, Uj-
jain, Vrindavan and two in
Shirdi. Of these, 12 proper-
ties in Alwar, Bhagalkot, De-

Y

S. N. Srivastava
President & Co-founder
Clarks Inn Group of Hotels

Well-established hotel
companies are clearly
hesitant in entering

unchartered territories

hradun, Gangtok, Gwalior,
Buxor, Musoorie, Mysuru,
Panchkula, Shimoga, Sulta-
pura and Ujjain have already
commenced operations.

“Today, the company
has emerged as the lead-
ing one amongst branded
hotels in markets like Uttar
Pradesh, Karnataka, Bihar,
Uttarakhand, Delhi NCR,
Himachal Pradesh and the

list is growing,” claimed
Srivastava. What's unique is
that the company has opened
new markets all-across India
where not many others have
not ventured. “While well-es-
tablished hotel companies are
clearly hesitant in running ho-
tels in unchartered territories
and lesser known, far-flung
areas and towns, Clarks Inn
has clearly shown courage in
opening many new destina-
tions like Gadag (Karnataka),
Deogarh (Jharkhand), Ara,
Buxor (Bihar) and many other
such markets, which was
later followed by older and
well-established companies,’
shares Srivastava.

The brand portfolio in-
cludes five distinguished
standalone brands namely
Clarks Inn, Clarks Inn Suites,
Clarks Exotica, Clarks Resi-
dences and Clarks Holidays.
The company has also diver-
sified into long stay accom-
modation with Clarks Resi-
dences and most recently
in vacation ownership with
Clarks Holidays. &

Lords enters Bengaluru

Lords Hotels & Resorts will open its 27 property in
September in Bengaluru, followed by Gujarat and
Nepal, reveals General Manager-Sales Mayuri Ghosh.
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Known as a true value hotel
chain that offers the right
mix of budget and luxury,
Lords Hotels & Resorts has a
strong presence in the North
and the West, claims Mayuri
Ghosh. “The group has re-
cently forayed into South In-
dia and internationally in Ne-
pal by adding new properties.
We will be commencing op-
erations of our 27" property
in September 2017. Located
on Mysuru Road, Bengaluru
the new 53-room property
would be branded under
Lords Eco Inn.

“Apart from this we are in
line for completion of a prop-
erty located in Morbi, Gujarat
besides three properties in

Mayuri Ghosh
General Manager-Sales
Lords Hotels & Resorts

Nepal located in Birgunj,
Bhaktapur and Budhanilkan-
tha. Apart from adding new
properties we have been
working towards manag-
ing leisure properties as the
monsoon season this year
has witnessed an upsurge
of travellers looking to spend
quality time with their fam-

Bl ) Best Western.

Hotels & Resorts

ily and friends,”
says Ghosh.

She says
that their USP
is being a true
value hotel of-
fering  good
services at
challenging

prices. “Most of the hotels are
located right in the centre of
the city in proximity to railway
stations, bus depots or other
transport options. Our pilgrim
properties are located right at
the door step of temples pro-
viding immense convenience
to our guests,” she asserts.

Building brand aware-
ness and visibility is core to
their promotional strategy.
“We engage with our guests
and stakeholders through
advertisements, online mar-
keting, participation in trade
fairs and promotional events,
social media marketing and
CSR initiatives, among oth-
ers,” she informs.

She agrees that markets
are gradually being monopo-
lised by online travel agents.
“At Lords Hotels & Resorts
we have maintained close
relations with both forms of
travel agents. While many
in the industry have down-
graded offline travel agents,
we took up the opportunity to
build closer ties with them,”
she claims..dw

For women empowerment

Le Méridien New Delhi and Joining Hands, a non-
profit organisation, have come together to train urban,
underprivileged women to join the hospitality industry.
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Lj Méridien New Delhi and
oining Hands’ skill develop-
ment training programme aims
to reach out to a high number
of unemployed individuals and
increase livelihood opportu-
nites by introducing sector-
specific courses. As a step
in this direction, Le Méridien
New Delhi has designed a fast-
track course curriculum which
covers all aspects of hotel op-
erations and training. The six-
month course titled ‘Hotel Op-
erations Training Programme’
imparts necessary training and
enhances the required skills
of women between the age
group of 18-35 and thus ena-
bles them to find employment
in the fast growing hospitality
industry, informs Meena Bha-
tia, Vice President-Operations
and Marketing, Le Méridien
New Delhi.

Delineating the objec-
tive of the programme, Bha-
tia says, “It's heart-warming
to see how eager these
girls are to strive for a bet-
ter life and beat all odds to

Meena Bhatia
Vice President-Operations and
Marketing, Le Méridien New Delhi

We are proud to
announce that all the
22 young girls now
are a part of

the industry’s

skilled workforce

find a secure means of liveli-
hood.” She also stresses on
the growing need to include
women in the organised sec-
tor and said that the hospi-
tality industry offers great
opportunities to women to
join the work force. “Women
do exceedingly well in the

key areas of Housekeeping,
Food and Beverage Service,
Food and Beverage Produc-
tion and the Front Office and
the course has been de-
signed in a way to provide
both academic and practical
knowledge of the key areas
and equip beneficiaries of
the special skill development
programme,” adds Bhatia.

The six-month  course
aims to cover a batch of 22
women, most of whom are
first-generation learners and
enthusiastic about generating
livelihoods for themselves and
their families. “The first batch
completed the ftraining this
January and upon successful
completion of their training, a
job camp was organised. We
reached out to our industry col-
leagues and received an over-
whelming response. We are
proud to announce that all the
22 young girls now are a part of
the industry’s skilled workforce.
The second batch of girls start-
ed the training last month and
are eager to learn and forge a
career in the hospitality indus-
try” says Bhatia. ds
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The Growne of Ahmedahad

Located in a commercial hub, Crowne Plaza Ahmeda-
bad City Centre is a palatial property with 200 rooms and
suites, making it ideal for big groups and conferences.

*TT BUREAU

ith  Ahmedabad now

being one of the sweet
spots for investments, the
city attracts a large number
of corporate traffic not just
from India, but also interna-
tionally. This gives a huge
push to the city’s business
hotels, specially located in its
commercial hub. One such
hotel is the Crowne Plaza
Ahmedabad that is reaping
the benefits of this.

This 200-key hotel has a
ballroom that is a convenient
venue for social functions,
family galas, wedding ceremo-
nies and business meetings
and conferences. Speaking
about how the city has contrib-
uted to the hotel's occupancy
is Sanjay Kaushik, Gen-
eral Manager, Crowne Plaza
Ahmedabad. He says, “The
hotel has performed very well
so far this year due to fact that
Ahmedabad was the venue for
huge events such as Vibrant
Gujarat and AICOG 2017 as
well as unplanned events like
African  Development Bank
annual meeting, and a mega

-

Sanjay Kaushik

General Manager
Crowne Plaza Ahmedabad

Our average

ARR has been
around ~6,000,
with an occupancy
level of almost

70 per cent

international event ‘Textiles In-
dia - 2017. Our average ARR
has been around “6,000, with
an occupancy level of almost
70 per cent”

Such international events
provide a huge boost to the
entire city’s occupany levels,
explains Kaushik. “All in all, we
saw a growth in international

guests of almost 60 per cent
over the previous year. We
expect this trend to continue
even this year. The largest
source markets of inbound
tourists for us are China,
Japan, Germany, USA and
South Korea. India is growing,
as it is getting a lot of inter-
national investors. Moreover,
India Inc has been promoting
individual states, which has led
to a rise in awareness about
the various states. Each year,
new destinations are being
added which is encouraging
tourism to these states. Our
hotel is also contributing by
offering different cuisines of
different provinces and cater-
ing to every travellers needs,’
Kaushik adds.

Of course, in all this,
the Goods and Services Tax
(GST) has played havoc.
Kaushik says, “It has af-
fected our day-to-day busi-
ness as there is no clarity on
GST implications for hotels.
Even clients are still unclear
about GST facts due to which
people are not willing to
travel. This affects the hotel
business directly. &

Weddings @ Growne Plaza

Crowne Plaza Greater

Noida has

launched an

exquisite concept of Wedding Shop which will revivify
the experience of organising weddings at the hotel.
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|n spite of demonetisation
and liquor ban, Crowne Pla-
za Greater Noida performed
well while retaining its market
share. Over and above that,
Greater Noida market which
is still in its nascent stage of
development has been facing
location challenges owing to
its distance from Delhi Air-
port, feels Greesh Bindra,
Regional General Manager,
North and West India, Inter-
Continental Hotels  Group
(IHG). He says, “Trade and
exhibition, corporate, and lei-
sure are the major segments
from which we receive our
guests. Due to demonetisa-
tion, our prime segment-—
weddings and social events—
has faced revenue slumps to
a large extent. There was a
drastic drop in the budgets
of the events and the after ef-
fects are still prevalent.”

To overcome these chal-
lenges, the hotel has changed
its approach to achieve the
revenues. “We're rebranding
our identity as a premium wed-
ding destination so as to gain

Greesh Bindra

Regional General Manager

North and West India
InterContinental Hotels Group (IHG)

Crowne Plaza
Greater Noida is
also the only hotel
in Delhi/NCR to
launch the concept
of ‘Wedding Shop’

momentum in social events.
Crowne Plaza Greater Noida
is also the only hotel in Delhi/
NCR to launch an exquisite
concept of ‘Wedding Shop’
which will revive the experi-
ence of organising weddings
with us,” adds Bindra. The hotel
has already signed contracts
with its key clients under Key

Negotiated Rates for the next
year and this is how this seg-
ment remains strengthened.
Bindra comments, “This is
extremely necessary as, on
one hand, the government
is driving multiple initiatives
and schemes to bolster the
service and manufacturing
sector but on the other hand
sudden and unforeseen eco-
nomic shocks like the recent
ones including the dip in the
country's GDP make inves-
tors quite skeptical.”

Bindra further points out
the marketing strategy of the
hotel for 2017 and beyond is
aggressive, and gradually the
hotel is moving towards creat-
ing a reverberated presence in
the market. The focus will be
on digital marketing, especial-
ly social media owing to the
experiments drawn out of it.

“‘Owing to the recent
geopolitical changes across
the globe there have been
strong speculations regard-
ing the US and Europe but |
personally believe that both
of these markets will remain
unaffected’” he adds. &

Tree of Life Varanasi in Sept

The Tree of Life Resort & Spa, Varanasi is slated to open this
month with 18 Junior Suites. The company recorded good
growth in the first half of 2017 with 60 per cent occupancy.
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he flagship property of the

company, Tree of Life Re-
sort & Spa Jaipur, performed
exceptionally well, with ARR
of ~13,500 and a 62 per cent
occupancy. The Tree of Life
Grand Oak Manor, Binsar
National Park, saw increased
arrivals from the inbound mar-
ket and a decent surge in the
domestic segment, with reve-
nues increasing by 40 per cent
for the same period over last

1]
.
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s

Akhil Anand
Group Head
The Tree of Life Resort & Spa

year. Tree Leaf Marari Sands
Beach Resort, Marari, com-

Bll) | Best Western.
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pleted its first
year of opera-
tion and closed
with ARR  of
6800 and aver-
age 72 per cent
occupancy. Tree
Leaf  Vantara
Resort & Spa,
Udaipur  which
was launched

last December witnessed a
slow start in the first half of
2017 with occupancy at 32
per cent and ARR of “5300,
informed ~ Akhil ~ Anand,
Group Head, The Tree of Life
Resort & Spa.

Commenting on the
launch of the new property,
The Tree of Life Resort &
Spa, Varanasi, Anand says,
“This property will definitely
set standards in products and
services. While there will be
no other new launches this
year, we are working on a
few projects which will fructify
in 2018. All our properties in
both brands, Tree of Life and
Tree Leaf have between 10-
20 keys. We receive around
60 per cent of our business
from the inbound segment
and 40 per cent from the do-
mestic market”ds

Foodies dig in at Mana

Mana Hotel will host the second edition of ‘Maan
Ranakpur’ towards the end of September and will organ-

ise its’ first-ever food festival in October.
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ocated in the picturesque
town of Ranakpur amidst the
Aravalli range is Mana Hotel,
around 90 km north of Udaipur.

Rajdeep Bhalerao,
General Manager, Mana
Hotel, Ranakpur gives a low-
down of the season and says,
“For the year 2017-18, the
period from April to June has
been decent in terms of oc-
cupancy. The impact of GST
has been felt up to some ex-
tent. However, the upcoming
months of the year look good
with the wedding season on
its way. The inbound market
is picking up gradually and
hopefully will reach its peak
by February 2018

The property has a line-

up of events in the coming

Rajdeep Bhalerao
General Manager
Mana Hotel

month  since  September
falls under the lean seasons
for Mana Hotel. Bhalero
elaborates, “Mana Hotels
is launching an event at the
month-end  called Maan
Ranakpur. This event is en-
tering its 2" consecutive year
and we hope to make it an
annual affair. In addition, we
will be conducting the first
ever food festival in Ranak-

pur around the 2" week of
October for our local guests”

Besides Rajasthan and
Gujarat, Bhalero plans to
extend their reach to Tier-Il
and -lll cities, and metro-
politan cities like Mumbai
and Kolkata for additional
business. “The note ban,
GST transition and political
instability in certain parts of
our country are some fac-
tors which have made India
a not so popular choice for
inbound tourists. The guest
is not willing to bear the in-
creased cost and as a result
the hotel has cut back some
services. Another factor that
has caused more expense
for us is the poor distribu-
tion of electricity that has led
us to use to more expensive
diesel generated electricity,”
Bhalerao says.d»

—

S S

Vikramajit Editorial Marketing Design Mhfls ot 3 IATO Daily is a publication of DDP Publications Private Limited. All  without the permission of the publication in writing. The same rule
¥ Chairman Nityanand Misra IATO Daily is printed m information in IATO Daily is derived from sources, which we consider  applies when there is a copyright or the article is taken from another

Devika Jeet
Shivani Kaul
Hazel Jain
Nisha Verma
Ahana Gurung
Ankita Saxena

Gunjan Sabikhi

and published by
Harshal Ashar

SanJeet on behalf of

DDP Publications
Private Limited

72, Todarmal Road,
New Delhi - 110 001
Ph: +91-11-23344179
E-mail: travtalk@ddppl.com

Printed at Cirrus Graphics Pvt. Ltd.
B-62/14, Phase-II,
Naraina Indl. Area, New Delhi - 28

Sudhir Mudgal reliable and a sincere effort is made to report accurate information.  publication. An exemption is hereby granted for the extracts used for
It is passed on to our readers without any responsibility on our part.  the purpose of fair review; provided two copies of the same publication
The publisher regret that he cannot accept liability for errors and are sent to us for our records. Publications reproducing material either
omissions contained in this publication, however caused. Similarly, in part or in whole, without permission could face legal action. The
opinionsfviews expressed by third parties in abstract andlor in inter-  publisher assumes no responsibility for returning any material solic-
Views are not necessarily shared by IATO Daily. However, we wish to  ited or unsolicited nor is he responsible for material lost or damaged.
advice our readers that one or more recognised authorities may hold  This publication is not meant to be an endorsement of any specific
different views than those reported. Material used in this publication  product or services offered. The publisher reserves the right

is intended for information purpose only. Readers are advised to seek o refuse, withdraw, amend or otherwise deal with all advertisements
specific advice before acting on information contained in this publica-  without explanation.

tion which is provided for general use, and may not be appropriate for ~ All advertisements must comply with the Indian and International
the readers’ particular circumstances. Contents of this publication are  Advertisements Code. The publisher will not be liable for any damage
copyright. No part of IATO Daily or any part of the contents thereof may  or loss caused by delayed publication, error or failure of an advertise-
be reproduced, stored in rerieval system or transmitted in any form  ment to appear.

MUMBALI:
504, Marine Chambers, 43,
New Marine Lines, O%). SNDT College
Mumbai - 400 020, India
Ph.: 022-22070129, 22070130
E-mail: mumbai@ddppl.com

Karishma Khanna
Priyanshu Wankhade
Gaganpreet Kaur
Nishkarsh Kaushik
Elizabeth Rani
Susan Eapen

SanJeet
uY

W Editor & Publisher
W

W Peden Doma Bhutia

Managing Editor

PUBLICATIONS
PRIVATE LIMITED
CIN: U22210DL2012PTC230432

Advertisement Design
Vikas Mandotia
Nitin Kumar

Production Manager

Anil Kharbanda MIDDLE EAST:

Durga Das Publications Middle East (FZE)
P.0. Box 9348, Saif Zone,
Sharjah, UAE ; Ph.: +971-6-5573508,
Fax: +971-6-5573509
E-mail: uae@ddppl.com

Circulation
Ashok Rana




AN AMAZING VIEW IN LADAKH
NOW COMPLIMENTED WITH
THE BEST OFFERS FROM

THE ULTIMATE TRAVELLING CAMP.

PAY ONLY

16,000 &

INCLUSIONS:

* Accommodation in a Luxury
Suite Tent

» Breakfast & one major meal

{Lunch or Dinner) (Meals will he
served in the restaurant)
= Tea/Coffee & Soft Beverages

s Traditional Ladakhi welcome

Personalised butler service

BOOKING TERMS:

100% advance within 72 hours of

making the booking

« Only valid for our Ladakh Camps
« Valid for booking made within

72 Hours of arrival at the camp

« Offer valid for limited inventory
« 28% GST applicable on
all bookings

.....

CANCELLATION TERMS:

MNon-refundable & Non amendable

amditions Apply

J THE ULTIMATE =
TRAVEILING CAMP

*lf@;‘“}' . ;@jﬂq VIRTUOSO I‘P

T e PREFERRED

CAMP OPERATING DATES FOR 2017
Thiksey, Ladakh: 15™ MAY — 10™ OCTOBER | Diskit, Ladakh: 15™ MAY - 30™ SEPTEMBER

REDISCOVER THE JOY OF TRAVELLING

Call India: +91 801 090 2222 ® Email: info@tutc.com

Toll Free : 1800-123-0508 | Web: www.tutc.com | #ArtofGlamping




Casy
oreezy

Travel better with our special fares
and add-on services.

Dedicated check-in counter

Travelling with only

hand baggage? Get your baggage
Get special fares. on priority
400

Lite Fares Fast Forward

® Choose the window, Choose from a wide range
\ the aisle or a seat mm— including instant hot fqod
with extra legroom. —_—— ond healthy snack options
= Starting ¥ 200 Pre-book Save up to 15%

Seat Plus your meal

Reschedule unlimited times
6€+ No cancellation fees
H Proud to be among | ¢/ :a1: \
¥ 1500 I N d | GO the three Best Low ,EF idice
6€ Plus Cost Airlines in the "“......3'"
90|ndi Go.in Asia Pacific Region | tripadviso




