HYDERABAD
23, 24, 25 NOV
PUNE
30 NOV, 01, 02 DEC
KOCHI
03, 04, 05 JAN

Vol XV

Issue XII

Pages 40

October 2018

Rs 60

KOLKATA
22, 23, 24 FEB

Voyager’s World | October 2018 | P2

Bidding adieu to your comfort zone

I

Managing Editor
Rohit Hangal
rohit@voyagersworld.in

Editor

Caroline Diana
caroline@voyagersworld.in

Content Writer

Jeelani MN
jeelani@voyagersworld.in

Creative Head

Shyam Vishnot
shyam@voyagersworld.in

Senior Designer

Devaraj Varma
devaraja@voyagersworld.in

Advertising & Marketing
Mob: +91 98440 92150
advertising@voyagersworld.in

Published By

Surinder Hakhu
sanjay@voyagersworld.in
Rohit Hangal
rohit@voyagersworld.in

Printed By

Pentaplus Printers Pvt. Ltd. #20/1,
5th Cross, 4th Main Raod, Industrial Town, Rajajinagar, Bangalore 560044. Ph: +91 98440 87068

# 245, Amar Jyothi Layout,
Domlur, Bangalore - 560 071, India
Ph: +91 - 80 - 4083 4103,
Fax: + 91 - 80 - 4083 4101
info@spheretravelmedia.com
www.spheretravelmedia.com

Contents

Our Team

t’s been an interesting couple of
weeks for those in travel trade.
Many tour operators and travel
agents have been attending conventions, conferences, summits, and
roadshows. TAFI 2018, which was
held in Abu Dhabi this year, stressed
the need for old-fashioned travel
agents to get off their comfort zone
and adopt a strategy that’s in line
with the current trends. Keynote
speakers at the event emphasized on
the need to go digital. This means
tourism businesses need to connect
with their potential customers on
social media platforms. To cater to
the tech-savvy millennial, businesses
need to reach out to them on Facebook, Twitter, WhatsApp, YouTube,
and Instagram. This edition of Voyager’s World doles out mobile-first
strategies borrowed from the West.
Meanwhile, tourism boards across
India are stepping up their game.
Besides traditional marketing methods like placing ads on newspaper,
television, and the radio, tourism departments are reaching out to digital
influencers and bloggers to promote
their destinations.
Take, for instance, Jammu and Kashmir. For the past few years, thanks
to reports on terrorism and rape
cases, tourism departments of J&K
have been struggling with negative
publicity. To put an end to this, the
departments are organizing familiarization trips for bloggers as well as
travel agents to promote Jammu and
Kashmir as a safe haven.
Down south, preparations are in
full swing to revive tourism in Ker-

ala, which had plummeted after the
recent floods. Kerala Travel Mart
(KTM), which was held last month,
was a huge success with the travel
community. Plans are on to promote
Kerala as the most sought-after destination to domestic as well as overseas travelers. Kerala too is focusing
on digital campaigns to reach out to
tourists.
In New Delhi, the Indian tourism
ministry has been hard at work signing several MoUs. They have one
sole objective: To encourage both inbound and outbound travelers and expand bilateral cooperation. Furthermore, the tourism ministry is looking
to exchange relevant data that would
help push the industry forward. Recently, the Indian government signed
bilateral agreements with Romania,
Malta, and Uzbekistan to promote
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To catch the
‘Indian Outbound
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two-way tourism. This step will help
both India and other countries to create an institutional mechanism for
enhancing cooperation in the tourism
sector. Such agreements will also
help increase foreign tourist arrivals
to India, which, in turn, will result in
economic development and employment generation.
Great things never came from comfort zones. As leadership expert Robin Sharma puts it, “Change is hard
at first, messy in the middle, and so
gorgeous at the end.”
Are our Indian travel agents and tour
operators willing to embrace change?
Only time will tell.

Caroline Diana
Editor

Abu Dhabi:
A must-visit
Wonderland

TAFI 2018: An
eye-opener
for tour
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3 Nights Hong Kong & 2 Nights Macao
Booking period: now until December 29, 2018 | Staying period: now until December 31, 2018

The Parisian Macao

USD 600

The Venetian Macao

USD 660

Above mentioned rates are per person on twin sharing basis
Hong Kong Inclusions

Macao Inclusions

•
•
•
•
•
•

• 2 nights deluxe accommodation at one of the above signature hotels
• Daily Breakfast at Café Deco or Lunch at Bambu or Golden Peacock
at The Venetian Macao
OR Daily Breakfast at Le Buuet at The Parisian Macao
• Macau city tour with Indian Lunch on SIC:
Ruin's St. Paul Church, Na-Tcha Temple, Mount Fortress, A-Ma Temple
• One-Way Cotai Water Jet Cotai Class tickets
• Coach transfer in Macau by hotel free shuttle bus
(Pier – Hotel – Pier)
• Redeem ferry ticket (India wholesale package and
India special ooer 2 nights) (Macau TAIPA – HKIA)

Airport transfer (Airport – Hotel)
3 nights accommodation in Hong Kong at Harbour Grand Kowloon
Daily breakfast at hotel in Hong Kong
Private Coach transfer in Hong Kong (Hotel – Pier)
Ferry ticket (KLN Pier – Macau TAIPA)
Hong Kong city night tour on SIC:
1 Way Peak Tram, Madam Tussauds Admission, Star ferry ride,
Old clock Tower, Symphony of lights and Round trip transfer

Special ooer for guests staying in The Parisian Macao

Buy-one-get-one-free entry ticket to Aqua World for stay until November 30, 2018
Enjoy free access to Eiiel Tower 7/F for stay until December 19, 2018
Terms and Conditions Apply
Condition: Rate are subject to change without prior notice. Package is subject to availability. Supplement will apply for weekend & peak day arrival. Blackout dates apply.

AKQUASUN HOLIDAYS INDIA PRIVATE LIMITED

CORPORATE OFFICE : Options Primo, Unit No. 501/502, Cross Road No. 21, MIDC,
Andheri (East), Mumbai-400093 INDIA. TEL : +91-22-6134 1515 FAX : +91-22-6134 1516
CONTACT: contact@akquasun.com WEBSITE : www.akquasun.com

AKQUASUN HONG KONG HOLIDAYS

CONTACT: fit@akquasun.com

INDUSTRYBUZZ

Sula Vineyards bags six
awards
Sula Vineyards swept away six trophies at
the recently concluded India Wine Awards
2018. The first non-Chinese winery in Asia
to cross the 1 million case mark in sales, Sula
Vineyards has paved the way for excellence
in the wine tourism industry. The best Indian
white wine award was won by Sula Dindori
Reserve Viognier.

OYO rolls out ‘City Vibes’

Seoul Tourism announces new projects
The Seoul Tourism Organization (STO) recently announced its new vision, “value tourism, together with
Seoul,” (‘Gachi Guanguang, GachiSeoul’ in Korean) with the public after restructuring from a public-private
partnership into a wholly government-funded foundation this past May. At a domestic press conference
held recently, STO’s president and CEO Jaesung Rhee shared the group’s aim to create a sustainable tourism
city by promoting Seoul’s tourism industry and to become a specialized agency that increases the value
of Seoul tourism together with local residents. In line with its public-focused vision, STO announced new
projects including a Discover Seoul Pass – a purchased pass originally designed for international tourists
that gives free admission and discounts at major attractions.

Marriott opens Fairfield
in Bangalore
Marriott International has announced the
opening of Fairfield by Marriott Bangalore
Whitefield. The property is nestled in one of
Bangalore’s largest business hubs, and located
within close proximity to several corporate parks.
“This is the third Fairfield hotel in Bengaluru
and the thirteenth opening for the brand in
India. Neeraj Govil, Area Vice President, South
Asia, Marriott International, said, “At Fairfield,
we believe in the beauty of simplicity, so we’ve
created a place where guests can trust that we
will make every moment of their stay effortless
and relaxed.” The hotel has 104 guestrooms and
features 1,860 sq ft of dedicated meeting space,
including meeting rooms with natural light, a
pre-function area and column-free spaces, ideal
for conferences, weddings and social gatherings
of all sizes.

OYO has announced the rollout of a nationwide campaign, ‘City Vibes,’ starting
with Bengaluru. As a part of this campaign, OYO will use veteran street artist
Kafeel Ahmed Ansari’s (Painter Kafeel) rendition of “Bengaluru the Bengaluru Way,”
featuring top hotspots of the city on the
facades of 100+ OYO hotels in Bengaluru.
This campaign will see different renditions
of the theme, ‘City Vibes’ as it transgresses
to 25+ cities and over 1000 hotels in India.
For the last few years, OYO has been using
a supergraphic of its logo on facades of
its property, both to improve brand visibility and recall. Through this campaign,
OYO aims to take a step further and use
the facades of select hotels as a canvas to
celebrate the city’s vibes, while creating a
moment of delight for customers.

AccorHotels partners
with Eurostar
AccorHotels and Eurostar have announced
a partnership between their existing loyalty
programs, Le Club AccorHotels and Club
Eurostar, which will provide more choice and
exclusive access to a whole host of benefits
and the flexibility to exchange points
between the two loyalty programs. Club
Eurostar members can convert their points
into Le Club AccorHotels rewards points,
to be used for free nights and discounts at
more than 3,500 hotels across the globe,
from economy to upscale. The 50 million
Le Club AccorHotels members can now
access Eurostar’s loyalty program, including
Eurostar tickets, upgrades and special
offers, as well as make purchases in the Club
Eurostar shop.

Sunburn City Festival
sees massive turnout

Meluha-The Fern wins national award
Meluha-The Fern, an ecotel hotel in Hiranandani Powai, Mumbai, was honored with the ‘Best Eco-friendly
Hotel (Five Star)’ award. The award was presented by the Union Minister of State for Tourism K J Alphons and
Rashmi Verma, Secretary (IAS), Ministry Of Tourism to Aldrina Fernandes (Environment Officer of Meluha
the Fern) and Sandhya Raorane (Associate to VP - Operations, Meluha the Fern). Since the early 1990s, the
National Tourism Awards has been honoring state governments, hotels, tour operators, individuals and
private organizations associated with tourism in India. This year’s edition, the ‘National Tourism Awards,
2016-17, was held to coincide with World Tourism Day on September 27. Punish B Sharma, VP operations,
Meluha, The Fern, said, “This award has strengthened our resolve to further the cause of environment and
sustainable tourism. This is the second time we have won the national tourism award.”

Sunburn City Festival, Asia’s biggest
electronic dance music festival, wrapped up
in style on a high note across three cities pan
India. The mega multi-city festivals, which
were held from October 5-7, witnessed a
massive turnout of music enthusiasts of over
15,000 in Bangalore, 20,000 in Mumbai and
30,000 attendees in Delhi. Sunburn Festival
12 will witness more madness, music, and
memories which will take place at the Oxford
Golf Resort in Pune from December 29 to
December 31. Karan Singh, CEO, Sunburn
Global said, “Given the immense popularity
of Sunburn and the ever-growing demand
for more Sunburn events across the country,
we were glad to bring the City Festivals to
Bengaluru, Mumbai and Delhi NCR after
two years. These festivals were an attempt
to give fans a taste of the much awaited
Sunburn Festival vibe for those who haven’t
experienced previous Sunburn Festival
editions or would have found it difficult to
travel outside their city to attend our events.”
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Yatra introduces ‘Flexi Stay’
Yatra.com has launched Flexi Stay, a feature aimed at
disrupting the travel industry. Yatra Flexi Stay allows
customers to book mid-budget and premium (4/5
star) hotels with ‘Anytime check-in and check-out),
while only paying for the time they actually use the
room. Launched in September, the facility is currently
available in New Delhi, Bangalore, Shirdi, and Tirupati.
The feature combines modern technology with
flexible booking and pay-per-use pricing strategies, to
make for a platform that is simultaneously beneficial
to end consumers as well as hoteliers.

65th TAAI Convention to be
held at Kunming
A high-powered delegation from Yunnan and
the officials in India joined TAAI to announce the
65th Convention & Exhibition of TAAI at Kunming,
Yunnan from the November 27 to November 29. On
September 18, a MoU was signed between TAAI and
Yunnan Provincial Tourism Development Commission
(YPTDC) to promote travel and tourism. For over a
year, there have been discussions between TAAI and
YPTDC to organize the TAAI Convention in Kunming
in Yunnan Province, China. Kunming is directly
connected from DEL and CCU and has extensive
connect via BKK; CAN; KUL & SIN. A press meeting in
New Delhi witnessed this announcement. It was a big
welcome accorded to Shi Lin, Vice Director General
of YPTDC, Liu Huibo, Vice Director of International
Marketing Department of YPTDC, Fang Limin, Vice
Director of International Marketing Department of
YPTDC, Li Bijian, Deputy Chief Minister of the Embassy
of China; Tianxin, Director of Indian Office of the
Culture and Tourism, Ministry of China. The ceremony
also had Zhao Jun from the China Embassy.”It was a
pleasure to have had the representatives of the three
Chinese Airlines flying out of India – China Eastern;
Shandong Airlines and China Southern to also join
the event,” the organizers said. This is the first time
TAAI will be organizing the Annual Convention in
China.

Sarovar to open a hotel in
Somaliland
Sarovar Hotels and Resorts is all set to open a hotel
in Somaliland. Owned by Upper Hill Hotel, the hotel
upon completion in 2020 will have a total of 123
rooms and suites, conferencing and meeting areas,
an all-day dining restaurant, and a swimming pool.
Ajay K Bakaya, Managing Director, Sarovar Hotels Pvt.
Ltd, said, “To maximize further growth opportunities
in Africa, we are delighted to announce another
milestone in Sarovar’s expansion plan. This hotel is
located in one of the prime locations of Somaliland
close to the getaway port of Berbera and has good
connectivity for travelers to the country. Having
successfully operated hotels in other countries
of Africa, we now look forward to providing our
signature hospitality in this growing country as well.”

MSC Grandiosa all set for its maiden voyage
MSC Cruises, the Swiss-based world’s largest privately owned cruise line and brand market leader in Europe,
South America, the Gulf and South Africa, announced that sales for MSC Grandiosa’s maiden voyage departing
on November 10, 2019, from Hamburg to the Mediterranean are now open exclusively for MSC Voyagers Club
members. MSC Grandiosa is currently under construction at the Chantiers de l’Atlantique in Saint-Nazaire,
France. She will be the first of two yet again highly-innovative Meraviglia-Plus class ships to come into service
in November 2019. MSC Voyagers Club members will have exclusive access to bookings for a two-week period
through October 21. Guests who will be the first to experience this state-of-the-art cruise ship can choose from a
10- or 13-night sailing, embarking in Hamburg and disembarking in Genoa, Italy or Marseille, France.

AccorHotels opens new
property in South Korea
Located in the trendy Gangnam district, the
108-room Alcove Hotel Seoul is set to open its
doors this October. Designed by Sung Gahun,
Alcove Hotel Seoul managed by AccorHotels &
Ambassador is an urban hideaway for business
and leisure travelers featuring seven room types
with large private outdoor spaces and a stunning
rooftop bar that overlooks the UNESCO World
Heritage Site of Seolleung and Jeongneung
Royal Park. “Last year we celebrated 30 years
of our partnership with Ambassador Hotel
Group, and today, we are excited to embark on
a new chapter together. The opening of Alcove
Hotel Seoul offers travelers to the city a design
experience with personalized service and an
individual charm that are hallmarks of the
property,” said Patrick Basset, COO, AccorHotels,
Upper Southeast and Northeast Asia.

KLM Royal Dutch celebrates
99th Anniversary
KLM Royal Dutch Airlines celebrated 99 years of
its glorious journey on October 7, becoming the
only airline in the world to reach this milestone.
Since 1919, KLM has continued operating under
its original name, making it one of a kind in the
aviation industry. “For us, this is an occasion
to thank our customers for their continued
loyalty over the years. Our customers are at
the heart of our business and we take care of
them with special attention and passion. This is
what makes us different,” Said Jean -Noel Rault,
General Manager, Air France-KLM, Indian SubContinent.

Alila to open property in China
Alila’s third property in China will open this November in Wuzhen. Located just an hour’s drive from Hangzhou
and 1.5 hours from Shanghai, Alila Wuzhen is a 5-minute drive from the famous Wuzhen Water Town. Inspired
by Wuzhen’s maze of quiet canals and ancient alleyways, Alila Wuzhen is a modern interpretation of the
water town’s design lineage with 125 generously appointed suites, villas and pool villas - all wrapped around
private courtyards and intertwining waterways in a tranquil setting. Guests can immerse themselves in the
picturesque beauty and charm of Wuzhen’s 1300-year-old water town. The beauty of the water town is best
explored through self-discovery. The signature route includes a scenic walking tour through the ancient
Grand Canal, the famed Wine Distillery and Indigo Fabric Workshop
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INCLUSION ::

All on private transfer basis

04 Nights / 05 day

Per Person Twin Sharing @ US$ 450 Net
*Ramada Sharjah or similar
*Validity : Till 31st Oct, 2018

*T&C Apply

Daily breakfast at Hotel,Souq Al Arsah,
Sharjah Classic Cars Museum,
Sharjah Aquarium and Maritime Museum,
Evening shopping at Sharjah Central Souk,
Al Naboodah House visit, Archaeological Museum,
Science Museum, Al Hisn Fort,
Burj Khalifa visit 124th floor
Dubai Creek dhow cruise dinner

*Minimum 2 pax
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The majestic capital of the United Arab Emirates is a
fruitful realization of one man’s dream. Thanks to the
efforts of Sheikh Zayed bin Sultan Al Nahyan, the once
desert land now embodies an ultramodern splendor
kneaded with traditional sublimity. It’s a small wonder
that Indian tour operators are promoting Abu Dhabi.
CAROLINE DIANA

A

bu Dhabi has it all — date fruits, camels, museums, mosques, zoos, and gigantic roller coaster
rides. The destination, once a barren desert land, is now one of the most sought-after tourist
hubs. According to a report by Ipsos Top Cities 2017, Abu Dhabi ranks second in the ‘Best city to
visit, live in, and do business in.’ In fact, Indian travelers, who participated in the survey, chose Abu
Dhabi as their favorite go-to destination.
Be it for leisure or business, Indian travel agents are keen on selling Abu Dhabi. The reason: Abu
Dhabi, with its spectacular hallmarks combined with rich cultural heritage, caters to all demographics. There is something for everyone. While the Warner Bros World is an all-time favorite with children and young adults, the Louvre and the Great Mosque are sought after by art and architecture
aficionados. While the Ferrari World, Water World, and the Marina Circuit, with its adrenalin-fueled
fun, lures thrill seekers, the multi-cuisine restaurants at Yas Island are a treasure trove for foodies. As
for stay and accommodation, hotels like Dusit Thani and Sofitel are a haven for those who love comfort and luxury. For the select few, who could afford a king’s lifestyle, the Emirates Palace studded
with gold would be the preferred choice.
The Department of Culture and Tourism, Abu Dhabi, has put in a lot of hard work to make these
attractions memorable. The team that promotes Abu Dhabi follows in the footsteps of the legendary
Sheikh Zayed, who believes that ‘A nation without a past is a nation without a present or a future.’
It’s for this reason that Abu Dhabi is on a quest to create history. The tourism department doles out a
healthy blend of heritage sites as well as high-end, innovative attractions to make sure that a traveller
comes back once again.
As seekers of truth, beauty, and knowledge, Abu Dhabi believes in learning from other cultures and
implementing the same in their own land. They follow three primary objectives: To create a cultural
scene and public engagement program by encouraging cultural, artistic, and intellectual curiosity.
To achieve this, the department has been training people to create a dynamic workforce that would
promote Abu Dhabi to the rest of the world.
Abu Dhabi was also named the safest city in the world, according to Numbeo. Surpassing more than
300 cities across the world, including Tokyo, Basel and Vienna, Abu Dhabi topped the list as the most
secure city in the world.
HE Saif Saeed Ghobash, Undersecretary, at the Department of Culture and Tourism - Abu Dhabi,
said: “Safety is paramount when choosing a city to visit or live and work in and we are proud to be
the top of the list for the second year running. Our capital’s strong reputation for safety and a virtually
crime-free society is a testament to the ongoing efforts to establish the Emirate as a destination of
distinction with international standards of safety. And we hope that adds to all visitors and residents
of Abu Dhabi enjoying their time and making the most of our renowned Emirati hospitality.”
Indians root for Abu Dhabi
According to a press release issued by the Abu Dhabi’s tourism department, India is currently the
second-largest overseas market for Abu Dhabi after China. In 2017, more than 360,000 Indians visited Abu Dhabi and stayed at 162 hotels and hotel apartments, an increase of more than 11 percent
compared to 2016. Up until July 2018, more than 227,000 Indian travelers have already visited the
Emirate. With the opening of Warner Bros. World-Abu Dhabi, it is expected that there will be a
dramatic surge in the growth of Indian visitors traveling to the UAE capital. Mubarak Al Nuaimi,
Director Promotions and Overseas Offices, DCT Abu Dhabi, said: “India is a vital tier one source
market for us, which is providing more and more hotel guests for us each year. In 2017 we recorded
spectacular double-digit growth from India and we are already recording further progress from the
Indian market since the turn of the year. We see great potential from Indian market and we are now
running a series of roadshows to cities across the country highlighting the emirate and its attractions
as we seek to capitalize on this uplift. We want to reinforce the messaging to lengthen their stay in
Abu Dhabi, so visitors can explore the emirate in its entirety. We have excellent air connectivity, with
270 flights a week to Abu Dhabi from 12 Indian destinations, meaning it has never been easier to
come and visit us.”
The department regularly conducts roadshows for travel agents and tour operators in India to help
them sell Abu Dhabi better. Bejan Dinshaw, Country Manager for India at DCT Abu Dhabi, said:
“Our persistent efforts have managed to reinforce India as one of the leading overseas source markets
for Abu Dhabi. Our year-on-year performance has witnessed stupendous growth and this has been
possible because of the impressive work done by our trade partners. These roadshows have helped
our stakeholders to connect with the regional trade partners, further boosting tourism to the Emirate.”

Ask anyone who has visited Abu Dhabi and they would
describe the place as panoramic, breathtaking, striking,
fabulous, and full of life. Every spot in the Emirate capital
has chalked out a beautiful
story. Here are our favorites.

THE GREAT BEGINNING...

D

ecades ago, Abu Dhabi wasn’t exactly the most happening place on
earth. Although spectacular, it was a
merely a desert land inhabited by nomadic tribes. The discovery of oil in
1958 altered its destiny, making Abu
Dhabi one of the richest locales in the
world. Thanks to the brilliance of His
Highness Sheikh Zayed Bin Sultan Al
Nahyan, the emirate flourished. Not only
was Sheikh Zayed adept at profitable investments, his compassion and love for
his people made him build Abu Dhabi
from the scratch. The result: High-tech
infrastructure, jobs creation, and happy
people. Real estate moguls from the Occident and the Orient t thronged to Abu
Dhabi to set up shop. With international visitors flocking to Abu Dhabi every
day, the Emirate’s economy has been
skyrocketing. The destination caters to
all: Adventure lovers, beachcombers,
wildlife enthusiasts, art aficionados, and
pilgrimage tourists. Today, Abu Dhabi, the majestic capital of United Arab
Emirates, is on everyone’s bucket list.

P
G

EMIRATES PALACE

old. That’s the only color you will
notice upon entering the Emirates
Palace. The luxury hotel on West Corniche Road is the go-to accommodation
for kings and queens across the world.
While many have dismissed rumors of
the hotel plated with gold, John Elliott,
the British architect who planned and
designed the monumental edifice, has
asserted several times that the finials
over the domes are ceramic pieces coated with a thin film of gold. The 5-star
luxury hotel, with 394 luxurious rooms
and suites and a private beach, is the
perfect venue for high-profile meetings
and conventions. Many have called the
Emirates Palace a “lavishly imagined
dream.” They are not wrong. Rich in
design and facility, the Emirates Palace
will be a perfect once-in-a-lifetime staycation. Also, if you want to literally get a
taste of royalty, head to the hotel’s coffee
shop, where you will be treated to Palace Cappuccino, sprinkled with several
flakes of gold.

A

LOUVRE ABU DHABI

magnum opus in the middle of a
desert was unimaginable a decade
ago. But the go-getters of Abu Dhabi
made sure that they wanted only the
best for their emirate. On October 9,
2007, the French Parliament approved
the establishment of Louvre Abu Dhabi. Architect Jean Nouvel who designed
the Institut du Monde Arabe in Paris
was the brains behind the masterpiece.
Nestled in Saadiyat Island, Louvre Abu
Dhabi opened to the public last November. Since then, the museum has been
a favorite hangout for art aficionados.
According to news reports, the Louvre
Abu Dhabi has also been working with
the Paris Sorbonne University Abu
Dhabi to set up a master’s program for
museum professionals to train them and
help them respond to local needs. Louvre Abu Dhabi features works by Joseph-Philibert Girault de Prangey, Roger
Fenton and George Wilson Bridges. The
museum also acquired a sculpture of a
Bactrian princess dating from the third
millennium BC.

THE GRAND MOSQUE

early white, spic and span, and
etched with intricate precision, the
Sheikh Zayed Grand Mosque is a manmade wonder that depicts the grandeur
of Persian, Alexandrian and other mogul
cultures. It was commissioned by late
Sheikh Zayed bin Sultan Al Nahyan
in an effort to unite the diversity of the
Islamic heritage. The monumental edifice has the touch of master craftsmen
from across the world. While the floral
carpet was designed by Iranian artist Ali
Kaliqi, raw materials such as marbles
and ceramics, and semi-precious stones
for the colorful chandeliers came from
countries like India, Germany, China,
the U.K, and New Zealand. The glistening superstructure has a capacity to hold
40,000 worshippers. Though commissioned by Sheikh Zayed, he never lived
to see the completion of the mosque.
His memory, however, lives on, as he
was laid to rest at the mosque premises.
Today, the Grand Mosque is the most
sought-after tourist spot. While people
from different religions are welcome,
make sure you follow the dress code.
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FERRARI WORLD

010 was a memorable year for Abu
Dhabi. It was on this year that Ferrari World opened to the public. Today,
it is one of the most sought-after adventure spots at Yas Island. The attractions
here are not for the faint-hearted. The
super-fast, state-of-the-art rides like Formula Rossa, the Flying Aces, and Turbo Track will take you to great heights
— literally and metaphorically. These
experiences resulted in Ferrari World
Abu Dhabi being named the ‘Middle
East’s Leading Tourist Attraction’ at the
World Travel Awards 2015 and 2016.
In 2017 and 2018, Ferrari World Abu
Dhabi was named as the ‘Middle East’s
Leading Theme Park’ at the World Travel Awards. To take home memories,
Ferrari World also has a retail store that
houses Ferrari-themed memorabilia like
toy cars, key chains, t-shirts, and more.
Besides the usual group bookings and
corporate bookings, Ferrari World is
also involved in hosting educational programs. And did you know that you could
host your birthday parties here?

W

WATER WORLD

ater, water, everywhere, every
drop’s on you. This is what happens at Yas Island’s Water World. The
high-end H2O theme park is for all age
groups and has over 40 rides that will
keep you permanently drenched. While
the mischievous Bandit Bomber riders
will spray you from overhead at Canon
Point and make you run for your life,
you can seek refuge at Al Waha Cabanas. Tired of chilling out at the cabanas?
You can indulge in some serious shopping at Tawasha Pearl Shop where you
will be treated to bespoke jewelry. From
souvenirs and sweets to local wares and
jewelry, the shops at Water World have
everything you need. Water World has
played host to the World Flowboarding
Championships since 2013. The waterpark has received numerous awards and
accolades. The most recent award picked
up was for the ‘Best New Menu Item’
for the Yas Twister ice-cream given by
the International Association of Amusement Parks and Attractions (IAAPA) in
November 2017.

I

AL AIN

mmerse yourself in the traditional Arab
life at Al Ain. Strategically located on
the border with Oman, Al Ain, which is
lined with trees and studded with oases,
is fondly dubbed the ‘Garden City of
the Gulf.’ This place holds a special significance because here’s where Sheikh
Zayed bin Sultan Al Nahyan spent much
of his life. Al Ain is also renowned for its
camel market, which doles out a chance
to immerse in the traditional Arab culture. Out here, tourists are encouraged
to have a look at the camels on display
and take part in camel races. Al Ain’s
zoo, which is located on a 217-hectare
landscape, is another popular attraction.
The zoo houses more than 250 African
and Arabian animals. Other attractions
at Al Ain include the Heritage village
where tourists can travel back in time to
get a taste of the ancient Arab culture.
This means plenty of souvenirs to carry
home, such as exotic herbs, handmade
soaps, and perfume.

ne of Yas Island’s most popular
attractions is Warner Bros. World.
This bubbly theme park has a huge
cult following as it houses all-time fan
favorites like the Bugs Bunny, The
Flintstones, and the whole cast of Justice League. With its make-believe,
purple-blue skies and actors dressed
as superheroes, Warner Bros. World is
adored by the young and the old alike.
We guarantee that you will never get
lost in Warner Bros. World because even
when you lazily wander off, you will
end up in Batman’s Gotham City or Fred
Flintstone’s footmobile in Bedrock. The
part is also a shopper’s delight as the
Studio WB Store has a whole range of
souvenirs that you wouldn’t know what
to pick. For thrill seekers, the park doles
out some 29 memorable rides. Technology-powered thrills such as ‘Superman
360: Battle for Metropolis’ and ‘Green
Lantern: Galactic Odyssey’ offer a dash
of virtual reality and 4D, which will
keep you coming for more.
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TAFI 2018 for travel agents

An eye-opener

CAROLINE DIANA

I

nsightful, informative and interactive — these were a few words that
best described the 12th edition of the
annual convention hosted by the Travel Agents Federation of India (TAFI).
The TAFI convention, hosted at the
Emirates Palace in Abu Dhabi from
September 25 to September 27,
brought together scores of high-performing tour operators and travel
agents under one roof. The well-structured event, facilitated by the Department of Culture and Tourism, Abu
Dhabi, focused on the theme, ‘Innovate, Transform, Disrupt: Redefining
the Offline Travel World.’
The event brought to light practical solutions to problems faced by
the tourism industry. It helped travel
agents set objectives, allocate time
wisely, and invest in areas that needed
improvement.
Praveen Chugh, President of TAFI,
said that the objective of the convention is to educate and empower travel
agents at a time the tourism industry is

reinventing itself to meet the changing
expectations and rapid technological
advancements.
TAFI 2018 also doled out an impressive bunch of speakers. Otto de Vries,
the CEO of ASATA (Association of
South African Travel Agents) and the
former chairman of WTAAA (World
Travel Agents Association Alliance),
stressed the need for travel agents to
go digital. Shedding light on the potential of online technologies, he chalked
out various strategies that might come
in handy for an Indian tour operator.
Motivational speaker Dr Pawan
Agrawal won the hearts of many when
he cited the inspiring case study of the
Mumbai Dabbawalas. He explained
that when tour operators place customers’ interests at the heart of their business, they will embrace success and
profitability.
Dr Vivek Bindra, a thought leader, empowered many tour operators when he
shed light on the importance of good
leadership. Nithya Shanti, an acclaimed
teacher of joyful and conscious living,
encouraged delegates to indulge in pos-

itive thinking.
Other keynote speakers who spoke
about the latest tourism trends are Mark
Meader, the incoming chairman of
WTAAA; Andrew Bowman, Director,
BFT Management; William Boulter,
Chief Commercial Officer, InterGlobe
Aviation; Aashish Gupta, founder of
StrategyPluto, and others.
HE Saif Saeed Ghobash Undersecretary
DCT, HE Sultan Al Mutawa Al Dhaheri, Executive Director DCT, HE Navdeep Singh Suri, Ambassador of India
to the UAE, inaugurated the convention
along with other TAFI delegates.
“Hosting an event of this caliber is a
testament to Abu Dhabi’s growing
reputation as a world-class destination
for high-profile conventions and meetings,” said HE Saif Saeed Ghobash.
“As the UAE continues to further
boost its knowledge-based economy,
tourism is singled out as one of the
leading sectors that guide our vision
and strategy for the future. Against this
backdrop, we recognize India as one
of Abu Dhabi’s top overseas source
markets for guests, as it has recorded

a remarkable upward trend over the
last few years. As such, we are proud
to host this prestigious event and invite
all attendees to take the time to explore
the Emirate’s rich offerings and enjoy
unique experiences whilst they are
here,” he added.
Most of the TAFI delegates stayed at
Dusit Thani- Abu Dhabi. Desmond
Hatton, the hotel’s General Manager, said, “Outbound travel from India
is incredibly important for the UAE,
especially the destination Abu Dhabi.
The brand Dusit Thani is making all
efforts to get its fair share through a
much targeted promotional strategy.
Working closely with the Department
of Culture & Tourism is integral to the
property’s marketing approach. Being
the hotel partner for TAFI Convention
2018 is a step in the right direction that
speaks volume about the hotel’s synergy with the local tourism authorities.
In addition to it, the property is on the
verge of launching an Indian cuisine
restaurant, Namak by celebrity chef
Kunal Kapur. Times are indeed exciting at Dusit Thai Abu Dhabi.”
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FESTIVALS
of the WORLD

Matsuri Japan Festival

International Rice Festival

December 8, Australia

October 18- 21, U.S

Matsuri Japan Festival is held every year to celebrate Japanese
culture and cross-cultural friendship between the Japanese
community and the local community. Attractions at Matsuri
include Japanese food stalls, beer garden, and gorgeous
Japanese items. At the exhibition booths, you will find
traditional arts and cultural experience of Japanese calligraphy,
flower arrangement, tea ceremony or origami and more. Also
over on the stage, you will enjoy the entertainment from the
traditional Wadaiko drum or Karate demonstration to J-POP or
cosplay show through the day.

The International Rice Festival held annually in Crowley is one of Louisiana’s
largest and also its oldest Agricultural Festival. Since its first festival on October
5, 1937, over 7 million people have attended the annual event. The celebration
brings attention to the importance of rice as food and also emphasizes its place
in the world’s economic picture. It is usually held on Friday and Saturday of the
3rd weekend in October. Location is Downtown Crowley. There are 2 parades.
There are also special events, including the Rice Cooking Contest, Rice Eating
Contest, Farmers Banquet and the Queens Ball. There is also entertainment
continuously from early morning to midnight. In conjunction with the festival
is an arts and crafts exhibit, which is held adjacent to the Festival Grounds and
also on Main Street.

Fire Starter Festival
November 8 to January 31, Ireland
Do you have a spark of an idea that could just light the fire of change that
you believe in for your family, your school, your team, your organization,
your community, your university, your sport, your political party, your sector
or your country? The Scottish Government has been leading the way in
creating systemic and transformational change with their annual Fire Starter
Festival now for the past three years. The Fire Starter Festival is a co-produced
series of collaborative learning events, illuminating creative, disruptive and
innovative ways in which people across Scotland are trying to make Scotland
the best place to live and flourish. The Fire Starter Festival provides a unique
opportunity to share the stories of these fires of change, as well as deepening
our knowledge and skills that underpin transformation.
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Oktoberfest
October 18-28, Macao
The city’s popular party is back with even more fun, this time at the new MGM.
Visitors will again get to experience Macao’s most celebrated event. Since 2009,
MGM MACAO has welcomed over 110,000 beer lovers with over 106,000 liters
of beer, 23,485 kilograms of pork knuckles, 10,416 roasted chickens and 15,238
pieces of homemade pretzels served. At this Bavarian party, you’ll be singing along
German-style in no time when you try our Löwenbräu, one of only six genuine
Oktoberfest brews, or any of the special non-alcoholic beverages. Or tuck in to an
authentic German feast with hearty fares that include the Bavarian deli platter,
boiled veal sausages, mega pretzel sandwiches, or anything else from our trueto-taste menu. Time to eat and drink up! For guests who would like to enjoy the
authentic German party with children and family, the Family Day Time Oktoberfest
between 11am and 3 pm on October 28 is the perfect option where people of all
ages can eat, drink, and be merry.

Busan One Asia Festival
October 20-28, South Korea
Busan One Asia Festival will be held in October for 9 consecutive days throughout the Busan area. The festival, which will be held at BOF Ground, aims to create a memorable time for visitors with Asia’s best Hallyu concert, going beyond
generations and genre. It also showcases Asian culture and Hallyu, uniting as
a whole. The event will comprise the inauguration and the closing ceremony,
alongside concerts and fan meetings. Busan One Asia Festival is Asia’s landmark cultural content linked with various cultural contents and Korean Wave
context of Busan intended to share with youth around the world. It is a weeklong and many idol groups are invited to share the beauty of Busan. Bands like
EXO, Red Velvet, Wanna One, and SEVENTEEN will take part.

Lowender Peran
October 31 to November 4, UK
Lowender Peran is a spectacular festival, welcoming people from around the
world to enjoy music, dance, arts and culture. Over 300 performers from Brittany, Cornwall, Ireland, the Isle of Man, Scotland, and Wales will take part in
the fest. Lowender Peran is famous for its evening dances which begin in the
evening and go on into the early hours of the morning. In most cases there is
a caller to guide you through the dances, and in others you pick them up as
you go along. Celtic session tunes at a steady pace, led by local accordionist
Matt Bray. Padstow’s very own Matt plays with many Cornish groups and is
a Ceilidh veteran with Splann. These sessions are a one-hour blast of music
led by our visiting and local groups, purely with tunes from their country. No
manuscript will be available for these events, which are aimed at musicians
who enjoy picking up tunes by ear. Anyone is welcome to join in. Cornish
linguist Ken George has also been commissioned to create a song using the
Breton and Cornish language in a ‘Kan ha Diskan’ call and response style, to
be performed by the Rowan Tree and the Lorho-Pascos on the evening.

Berlin leuchtet
Till 14 October, Germany
Berlin leuchtet, one of two illumination festivals in
October, transforms many lesser known yet significant
buildings all over the town with colored light. “Berlin
leuchtet” or “Berlin illuminated” stages historic houses,
shopping malls, train stations, bridges and even some
public parks with light installations and laser, video
and 3D projections. A range of musical and artistic
performances, fireworks and guided tours for visitors
round off and enhance the unusual visual experience.
Berlin leuchtet was created by some of the initiators of
the Festival of Lights and has since managed to make
its mark. While the Festival of Lights illuminates some
of the most famous monuments and sights in the
city centre, Berlin leuchtet focuses on less prominent
architectural structures all over town. All lit up they,
they add some brightness to the beginning of the dark
season.

MOBILESTRATEGY

VW BUREAU

T

he Indian government is keen on
all the sectors going digital. This
also includes the tourism industry.
Although tourism boards, travel/
tour operators, and hoteliers are
fairly knowledgeable about digital
platforms, such as Google Search
and social media engines, more often
than not — particularly when it comes
to small-time tour operators — the
digital activity is merely limited
to owning a website and posting
some announcements and media on
Facebook. Promoting a travel brand is
more than just that.
For instance, the U.S. travel industry
is adapting to an increasingly mobile
marketplace.
According to a recent survey by
TripAdvisor, the travel business
owners are focused on online
reputation
management
and
concerned about choosing the right
marketing vehicles to reach global
travelers and diners, among other
key trends.
“We asked travel business owners and
operators in the U.S. and around the
globe about the key industry trends
that are top of mind for them in 2018,
and the results provide a rare look
into today’s evolving digital travel
marketplace,” said Martin VerdonRoe, vice president of the businessto-business product of TripAdvisor.
“What’s clear is that the overwhelming
majority of owners and operators are
concerned about their presence online
and how they are using mobile and
social platforms to attract the right
consumers.”
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Adapting to a Growing Digital
Marketplace
U.S. hoteliers, restaurateurs and
experiences, tours and attractions
operators are facing a vast mobile
marketplace and their responses are
telling: 87% of those surveyed said that
having a mobile-enabled website/app is
important, while 71% said that taking
bookings online is important. These
findings complement the latest Mary
Meeker “Internet Trends Report,” which
notes that consumers are increasing
their mobile and Internet usage so fast
that advertising dollars can’t keep up,
creating a $7 billion mobile advertising
opportunity for businesses.

The Power of Mobile
According to a recent report by
McKinsey, which analyzed data
from 15 European countries, where
business-to-consumer (B2C) sectors
have led, business-to-business (B2B)
sectors are being forced to follow.
The power of mobile is rising. While
online searches for travel and logistics
are increasing, so too is the proportion

of those searches conducted on a
smartphone (Exhibit 2). In 2017, they
accounted for around 43 percent of all
travel-related requests and 23 percent
of logistics-related searches. Tablets
and desktops combined shared the
remainder. The trend suggests the
importance of adopting a “mobile
first” mindset, prioritizing quick and
easy mobile interactions. Yet rare is the
company—even in the most digitally
mature B2C sectors—whose mobile
channels outperform the desktop.
In travel, there are as many as 100
pre-booking online touchpoints. No
wonder it is so hard to win customers’
attention. When researching travel
online, the average customer shifts
more than 50 times across channels—
desktops, tablets, and mobile
devices—chalking up roughly 100
pre-booking touchpoints.2
That adds up to way too many
chances of losing potential customers
if different information is given in
different channels, customers are
forced to reenter the same data time
and again, and the sales agent has

ONLINE REPUTATION MANAGEMENT
Respondents of the TripAdvisor-Ipsos MORI study also showcased the outsized
importance of maintaining a positive presence online and engaging with
their current and potential customers. About 97% say online reputation
management is important to their business, and 98% say online reviews
are important to their business. About 92% say social presence is important
to their business. Hospitality business owners and operators revealed the
importance of staying ahead of online marketing opportunities. About 89%
say that keeping up with online marketing important, and 80% of respondents
said that working with the right online marketing service is important.

no record of the information given
online. In addition, the majority of
touchpoints are not “owned” by the
travel company. The research showed
airlines owned fewer than 20 percent
of all pre-flight digital touchpoints.
That means companies have to
be smart in knowing which of the
various search engines, review sites,
blogs, and so on are relevant to their
potential customers in order to focus
advertising budgets effectively.
Slow page loads are a sure way to lose
customers. Analysis of the websites
of 33 large ocean carriers showed that
more than half took 13 seconds or more
to load on a typical mobile device,
while 20 percent took more than 20
seconds. Airlines tend to have even
slower websites. Half of the analyzed
50 websites took more than 18 seconds
to load—wait times of more than
30 seconds were not uncommon. In
comparison, the front pages of leading
e-commerce companies typically load
in less than ten seconds (sometimes
way less) on a 3G network. Bounce
rates, the share of users who do not
explore a website beyond the first
page, are strongly related to load times.
On average, load times for users who
bounce are 50 percent slower compared
to load times for users who continue to
engage with a website.3
This is an unnecessary loss of potential
business considering the ease with
which load times can be improved.
Indian travel and tourism businesses
must learn from the West and stay
ahead of the technology curve. They
must come up with solutions to create
winning strategies that would help
boost their business.
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Across the globe, the MICE industry is
recognized for its economic and social
contribution. The industry generates a
high spending level, creates jobs, increases
workforce, and promotes investments and
technology. The Indian MICE market will
grow exponentially, and if numbers were any
indication, India is poised to be the fastest
growing MICE markets in the world. This
edition of MICEPOINT focuses on the Indian
outbound market.
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TO CATCH THE

‘INDIAN
OUTBOUND
MICE!’

Expect the unexpected!

ROHIT HANGAL

W

hen you have an economy
growing at a perceived
eight percent, the desire for Indian
companies to help itself to an
International curated event just gets
catapulted! The needs of the Indian
Corporate to woo its employees and
clients alike and Indian millionaires to
show-off their newly acquired status
by hosting their children’s weddings
have created a market-space, seldom
exploited before!
Planning a board meeting at Gambling
Meccas of Las Vegas and Macao
to organizing a fun-filled dealer
rendezvous on the Ibiza water-front no
longer raises eyebrows. Well, even our
well-oiled Swamis has discovered new
occasions and added to their followers
by holding their Satsang’s and Yoga
discourses in middle of the high seas,
aboard some of the finest luxury
cruise-liners!
The ‘World Travel and Tourism
Council’ (WTTC) reports Indian
spends outside the country while
traveling abroad has doubled in the past
10 years, from $7.5 billion in 2005 to
nearly $16 billion in 2015. The United
Nations World Tourism Organization
(UNWTO) estimates that India shall
account for 50 million outbound
tourists by 2020, growing at an annual
growth rate of 10 - 12% over the last
seven years and further expected to

grow at a Compound Annual Growth
Rate (CAGR) of around 7.23% during
2016 - 21. UNWTO further estimates
Indian spend power as being at least
four times that of the Chinese and
Japanese. The average Indian spends
USD 1,200 per visit as compared the
Americans, who spend USD 700 and
the British, who blow up USD 500!
The growth figures augers a favorable
response from the National Tourist
Offices, who are vying for a piece of
the Indian action. The Indian mission
of the United States, a destination
previously perceived as a major VFR
market has now undertaken as per
Export USA, activities to stimulate the

SOURCE: Skift Research, The World Bank

MICE market and counter perceptions
of US being a difficult destination due
to concerns about visas, costs, and
distance.
The Indian MICE market will grow
exponentially and if numbers do
indicate, it is poised to be the fastest
growing MICE markets in the world!
If destinations are serious about adding
numbers and attain their statistical
‘Nirvana’, it will hold in good stead
to focus on MICE movements! Indian
traditional businesses prefer shorthaul destinations such as Thailand,
Singapore,
Malaysia,
Indonesia
(mainly Bali), Sri Lanka and Dubai.
What will endure as a MICE

Destination catering to the needs of
the Indian MICE market, here are a
few attributes:
Easy and cheap visas: Bulk of
the Indian MICE market is highly
cost-driven. The rule is simple, the
higher the cost of visas, the lower the
destination preference. Preference
for Visa on Arrival / E-Visas / Group
Visas. Long visa approval time over 7
days will help you stay uncompetitive.
Indians love free visas! There was
one wedding group from Kolkata,
which took over 20 helpers to lift
the luggage of guests! The higher
the number of documents for the
visas, the less popular the destination

gets. Credit to the US Consulates in
India, they sometimes offer Group
Visa interviews for Indians. Indians
would be probably the only consumer
anywhere in the world, wherein, if not
for the cumbersome visa procedures,
can actually plan and execute an event
in Europe on a week’s notice!
Direct flights and connectivity:
Three - Four hours of flight-time are
ideal, but not a compulsion! If you are
looking at bigger group movements
from India, the higher the connected
cities are with the destination, more
chances of one bagging the event.
Multiple Airline embarkation points
are nice, but never underestimate the
power of an Indian wedding group,
where at one instance, a planner had to
charter three aircraft to ferry marriage
guests from Kolkata to Port Louis
in Mauritius, paying three times the
average fare!
Indian food: What is about Indians
and their food preference? Well, it is
what it is..Indian food is mandatory
for big groups, though some will
surely try the local fare. Get your
list of Indian restaurants out, speak
with the Convention Hotel on getting
Indian food. Educate them about
preference for Indian food, Jain
Food, Indian Vegetarian food (not
Asian Vegetarian). Also, explore
opportunities for Indian Chefs to fly
down to help cater for the group. At
most Indian mega weddings, having
an Indian Maharaj being flown down

is almost certain! The One big Gala
Dinner can be a raucous affair, running
late into the night (on a heady mix of
noise, music, and unlimited alcohol),
especially if you are catering to a
dealer meet! One Cruise-liner found it
the hard way when they had to refund
fare to other guests, who were clearly
discomforted by the behavior of some
of the members of this elite group
recently! Availability of Hard liquor is
important while Wine and Cheese are
for those from a nearby planet! Your
catering manager will have his hand’s
full, but that’s the way it is! Do not see
this change in a hurry! and of course,
Dinner starts any time after 8.00 pm
and at most times go on till dawn.
There is a growing market for an
upmarket, luxurious, boutique small
meetings. Even in this case, it should
be noted to include a vegetarian and
Jain menu. The Indian luxury market
is predominantly vegetarian, with over
80% of the top 500 Richest people in
the country, belonging to communities
that can relish, endure and nurture
Vegetarianism! Remember, meeting a
South African DMC, who had started
working with the Indian market,
remarking that for the first very time,
he came across a term called ‘NonVegetarian’. If catering to a South
Indian group, don’t forget to offer
Curd Rice, you’ll win them over for
life! Well, just some food for thought!
Hotels and Event Infrastructure:

Paramount! Indian companies rarely
chose anything less than a four-star
hotel’ Preference is given to hotels
with good ratings, service standards
and above all, flexibility. Big groups
- get ready for requests for triple
sharing, late-check outs (it can vary
from 30 minutes to 12 hours!) and lastminute cancellations/additions, etc. In
Room-dining and baggage services are
expected! The request is simple - Best
in the ‘value-for-money’ deal-class.
India is probably, the world biggest
last-minute market and one’s ability to
adapt would only enhance your ability
to win over! Indians cherish helpful
assistance over the stiff-upper-lip
extreme professionalism.
Unique MICE offerings: The market
for unique meeting spaces, though

SOURCE: Skift Research, The World Bank

on the upswing is still small! Jungle
Safari camps, Meetings in Antarctica
with the Penguins, Breakfast with
the Orangutans, Weddings on the
turquoise waters and other bewitching
settings, etc., all offer tremendous
niche opportunities and a growing
market!
With only about 2% of the population
having traveled abroad or even own a
passport, the potential is immense and
only poised to grow. The Outbound
MICE Market from India is no mood
to slow down! The onus to tap a
market, wherein the rewards to the
economies are immense by hosting
an Indian MICE traveler, clearly
lies with discerning destinations and
convention-bureaus! and of course..
more MICE to catch!

INDIA
A TOP

BUSINESS
TRAVEL
MARKET
VW BUREAU

A

ccording to a report by Amistad
Partners, there has been an
increase in global business travel
spending. Last month, the Global
Business Travel Association revealed
that global business travel spending
reached $1.33 trillion in 2017, a 5.8
percent increase from 2016 and the
association forecasts a 7.1 percent

increase in 2018 with total global
spend to hit $1.7 trillion by 2022. The
GBTA is hailing this as a potential end
to the “Era of Uncertainty” following
the start of the financial crisis in
2008. By comparison, the “Era of
Uncertainty” saw moderate growth in
business travel spending, roughly in
the 3-5 percent range annually since
2012. The two-year period spanning
2017-2018 is projected to be the

About 70 percent of business travelers are willing
to give up their personal data if that means they
will receive personalized ads based on their online
browsing history or previous purchases.
strongest two-year period for business
travel since the initial recovery from
the financial crisis in 2010 and 2011.
The fastest growing business travel
markets are India and Indonesia
followed
by
Scandinavia
(in
particular, Sweden and Norway) and
then China. In terms of size, China
remains the world’s largest business
travel market and GBTA predicts
that it will continue to distance itself
from the rest of the world. On the
flip side, the U.S. business travel
market, formerly the world’s largest
market, is projected to grow slightly
below the global average over the
next five years at 3.9 percent. This
is consistent with all the other trends
we’ve seen that speak to the rise of
the Asian market for both business
and leisure travel.
Independent hoteliers will be thrilled
to know that corporate travel budgets
are on the up (which links back to
the GBTA research on the increase
in business travel spend). About 57
percent of those surveyed by Travelport
say their 2018 business travel budget is
larger than their 2017 travel budget.
Another useful insight is that 70
percent of business travellers are
willing to give up their personal data
to sellers of products and services if

that means they will receive
personalized ads based on their
previous online browsing history
or their previous travel purchases.
Again, this comes as no shock given
the increased desire by consumers
for more tailored and personalized
communications. About 55 percent
of business travellers will pay out
of their own pocket for upgrades on
items such as airline seats, hotel or
hotel room, WiFi and rental cars.

FASTEST GROWING
MARKETS
GBTA projects India and Indonesia to be the fastest growing markets over the next five
years, picking up 11.3 percent
and 8.7 percent, respectively.
These two markets continue to
show enormous growth potential. The next fastest-growing
major business travel markets
will come from Scandinavia as
both Sweden and Norway are
projected to grow significantly
faster than average – 6.8 percent and 6.6 percent, respectively.

Jharkhand
11 Wonders Of

Jharkhand’s scenic beauty never disappoints you. Not just the lush
forest, but the great water bodies, falls and dams make perfect picnic
spots for that quiet day to be spent in the arms of nature. The warm
sun, tinkling water, manmade architectural beauties in the form of
dams make it worth a visit. Visiting the bygone era entices everyone.
The rich architectural splendor of Jharkhand is a real treat, which will
open a whole new world of stupendous mansions, old buildings,
and many other historic sites.
If you are looking for pure, unadulterated joy, Jharkhand should be on the top
of your list. Surviving the ill-effects of
urbanization, the state provides you a
chance to spiritually revive yourself with
its various historic temples and pilgrimage sites like Anjan Gram, the birthplace
of Lord Hanuman.
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GOVERNMENT OF JHARKHAND
Tourism Department, MDI Bldg, II Floor, Dhurwa, Ranchi - 834 004
Tel: 0651 - 2400493, 2401853 | Fax: 0651 -2400492
tourism_directorate@rediffmail.com | www.jharkhandtourism.gov.in
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ARE LOYALTY PROGRAMS

the most effective way to

DRIVE
BOOKINGS?
MARK LEWIS BROWN

D

o you remember, back in the day,
when customers booked with
certain hotels because they were loyal
to the brand or because they just wanted
to earn points? (I’m showing my age
here!)
Most hotels do too, which is why
loyalty programs have been such a
priority for hotel marketers - who have
been relying on these programs to
increase customer loyalty, boost direct
bookings and create long-standing
relationships with guests - in the past
decade (give or take a few years).
Unfortunately, those days are LONG
gone
An article by Google offered a great
deal of insight into the way that
today’s consumers research and book
travel and what the key factors are that
influence that purchasing decision.
(Hint: it’s not loyalty.)
The main takeaway from the research
shows a very dire picture for the future
of loyalty programs: “today’s frequent
travelers are not loyal;” in fact, loyalty
was fourth on the list of reasons for
choosing the travel brands that they
did (at 46%).
These findings were also reflected
in a recent TripAdvisor study, which
showed that “73% of all first [travel]
searches worldwide in 2017 were
generic with no brand or destination
mentioned; in the US, the percentage
of generic first searches was slightly
lower (63%).”
Oracle’s 2018 global survey gave us
even more detail about consumers’
views on loyalty programs – and why
they just aren’t as effective anymore:
“Consumers are selective when
it comes to signing up for loyalty

programs and look for real relevance;
in fact, 30 percent rarely join loyalty
programs, 46 percent only sign up
to select relevant programs, and just
24 percent sign up to every loyalty
program”.
The survey also showed an even
bleaker picture: “[g]iven the choice
to revoke their personal information
from hotel brands, more than 80% of
respondents said they would.”
That’s a staggering number given how
much time and money hotels pour
into their loyalty programs every year,
especially since many hotels report
high success rates on their programs
(guys, there’s a serious disconnect
here. What’s up?!).
Yes, you may have seen a growing
number of participants join your brand’s
loyalty program in recent years (after
all, “29 percent of millennials plan to
sign up to every loyalty program”)
but that doesn’t change the fact that
registration (for a loyalty program)
doesn’t automatically result in that
person being a valuable customer.
The number of people who sign up
for your program isn’t the metric
that trulymatters from an operational
success standpoint because “seven in
10 hotel loyalty members participate
in multiple programs;” as such,what
makes a loyalty program successful is
whether or not it is converting lookers
into bookers.
Like the Google study, all these
statistics reinforce this one simple
fact: loyalty is no longer the most
effective factor for hotels who want to
convert direct bookings.
So, what does that mean for hoteliers?
What are the three most influential
deciding factors for high-value guests
when booking travel?

And how can hotel marketers leverage
these influences to boost their
property’s occupancy and RevPAR?
3rd Most Influential Factor:
ONLINE REVIEWS
The Google/Greenberg study shows
that, before loyalty, online reviews
were the third most effective factor
in influencing a high-value traveler
to book with your property over the
competition (50%).
This probably isn’t much of a surprise to
most hoteliers, as we’ve all heard many
stats, from many different sources,
that show that today’s consumers –
especially the Millennial generation
– are inspired by stories, images and
videos of amazing travel experiences
shared by friends, families and
influencers they follow on social media.
In addition to the influence of
social proof and word-of-mouth
recommendations, “29% of consumers
consider positive reviews as [the]
most likely factor to make them book
a holiday.” Reviews can be directly
tied to an increase in sales, as “the
brands that have embraced reviews
and recommendations into their
online retail strategy can experience
an increase in sales of up to 18% - 2%
of which is from repeat customers”.
Want to leverage the power of online
reviews to boost your direct bookings?
Implement these to dos to start seeing
results:
• First and foremost, every hotel
should be adding reviews to
their website (surprisingly, 40%
of hotel respondents to a Tnooz
study said that their property did
not share any reviews on their site.
Come on guys, TripAdvisor is the
most visited travel website for a
reason!)

•

Recognize the value in ALL
reviews, not just the positive
ones. Negative reviews give your
property the opportunity to show
new guests that you do take your
guests’ feedback and experiences
into consideration – and that you
will take action when customers’
needs are not met. For every
negative review, you should
post an apologetic reply to the
reviewer, including:
First, let the reviewer know that you
value their feedback and thank him/
her for taking the time to let you
know about the issue. In your reply,
recognize (and thank them for) any
positive feedback first and then address
their (negative) concerns.
When
addressing the negative feedback, do
not use defensive language or tone
(as that will be perceived negatively
by future guests). If the concern is
serious, offer the guest the opportunity
to contact you directly to discuss the
issue further and consider offering the
guest a small reimbursement on their
stay. Let the customer know what
specific actions you have taken to
remedy the situation.
Invite them back to stay at your
property to experience the changes
firsthand; if possible, offer them
a discount or another incentive to
encourage him/her to book with your
property again. Think outside of
TripAdvisor as a source for customer
reviews. Reviews on Facebook,
OTAs, search engines, etc. are also
great ways to show potential guests
that all your guests were pleased with
their stay. Make it easy for guests to
see your property’s past guest ratings
across multiple review sites/channels
by adding a guest review tool into
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your booking engine – a tool which
can dramatically increase your direct
bookings
(remember…
positive
ratings = more bookings).
2nd Most Influential Factor:
EASY-TO-USE WEBSITE
The second most influential factor
for potential guests when booking is
an easy-to-use website (55%). This
response makes perfect sense: the
OTAs make it quick and easy for
customers to book via their sites, so
if your brand.com site (and booking
engine) isn’t up-to-par, you WILL
lose bookings.
Another important thing to consider
when evaluating the user experience
on your website is how easy it is to
read and use all the functionality of the
site on mobile devices. More and more
potential guests are booking travel
via their mobile device (especially at
the last minute) so if you want to get
some of those valuable bookings, your
site needs to be accessible anywhere,
everywhere and on EVERY device.
While the logic behind this response
is self-explanatory, the action items
needed are much more than just
“improve your website” and “create a
mobile responsive website.” To make
your website easier to use, you must
also update your site’s booking engine,
which is the heart of your website’s
functionality - and what makes the
difference between a booking and an
abandoned cart.

Here are some important booking
engine updates that your property
should be integrating/undertaking
immediately to ensure that all
customers are pleased with their direct
booking experience:
• Choose a booking engine that best
suits your specific property type
to ensure that you are showing the
most pertinent info to potential
guests (to enable the conversion of
lookers into bookers). For example,
properties that focus primarily on
leisure travel will want to highlight
packages and offers in the booking
engine, versus a corporate/business
travel hotel, which would simplify
the booking process, offering
simple, clear information with
minimal frills.
• Ensure that your booking engine
is fully integrated into the design
and look of your website. Having
an obvious difference between
the branding and design of your
site and your booking engine will
make customers less comfortable
booking online, as they may make
the incorrect assumption that it is
a less secure payment processor
(as it looks less professional than
what they have come to expect
from the OTAs and other travel
providers’ booking engines).
• Many consumers are less tied
to specific dates of travel, as
the Internet makes it easier to

The author is the CEO and President at Vertical
Booking USA. Vertical Booking is a leading, global
reservation technology provider with hotel clients
in more than 108 countries worldwide, offering
solutions translated into 29 different languages and
usable in all currencies.

work from a laptop, at any time,
anywhere in the world (yay,
digital nomads!). When booking
travel, digital nomads want to find
the best possible combination of
price and convenience (location,
amenities, etc.) so they will
often compare rates across a
longer period to find the exact
combination that they want. By
integrating a flexible date tool into
your booking engine, you enable
your guests to see your property’s
room rates and any booking rules
for the period around the dates
searched, on a calendar, making it
easy to compare rates at-a-glance.
• Ensure that website visitors with
specific booking criteria and/or
agreements (i.e. corporate, group,
travel agent, etc.) can easily book
a room (or twenty!) through your
booking engine, without having
to contact your reservations team
directly.
And the MOST Influential Factor
When Booking Travel is…
Customer (Service) Is King
In my most recent article about
eliminating hotel fees, I emphasized
the importance of prioritizing
customer service and Google’s
research reinforces the importance of
that strategy: 60% of respondents said
that customer service was the most
important factor (when choosing a
travel provider).
By improving customer service
- across all touch points - at your
property, your customers will leave
with more positive things to say
about their stay, which then results in
more positive online reviews (see the
synchronicity of the whole cycle?!).
Win, win, win…

So, how can you improve your
property’s customer service?
Action items:
• If you don’t already have one in
place, develop a strategy to secure
reviews from guests – both during
their stay, at check-out and poststay. It is especially important to
get customers’ feedback during
their stay so that you can remedy
any issues that the guest may
encounter before they check out,
which can dramatically improve
your property’s rankings on online
review sites.
• Prioritize the analysis of previous
customers’ reviews to identify
any ongoing, repeated complaints
and use them as opportunities to
improve your overall customer
service.
• Respond to all reviews, either
negative or positive, on all review
sites and especially on your own
channels (i.e. brand.com site,
social media channels, etc.) –
see Online Reviews (above) for
more details on how to effectively
respond to online reviews.
So, what’s the takeaway from today’s
article? Say “so long!” to points and
miles and start using outside-the-box
strategies to improve brand loyalty
and convert more direct bookings.
Improve your website user experience
and overall customer service (across all
touchpoints) to generate more positive
online reviews/ratings; combined, all
these improvements will translate
into a boost in occupancy, ADR and
RevPAR and a decrease in your cost
of acquisition.
After all, who are we to argue with
Google’s (VERY accurate) insights?!
(#ilovegoogle).

FLIGHTTALK
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TACKLING THE D
VW BUREAU

T

he International Air Transport Association (IATA)
called on the government of India to maximize the
potential contribution of aviation to India’s development
by addressing infrastructure constraints that limit
growth and government policies that impose
excessive costs on aviation.
Growth forecasts for India indicate a trebling
of passenger demand by 2037 when some
500 million people are expected to fly to,
from or within India. Already aviation
supports 7.5 million Indian jobs and
US$30 billion of GDP (1.5% of the
economy).
Global connectivity that only
aviation can provide is a critical driver of all modern
economies. The financial
struggles of India’s airline industry put the
stable development
of connectivity at
risk. And India’s carriers
are
suffering a
“dou-

ble-whammy” of steeply
rising fuel costs and the
decline in the value of
the Indian Rupee. The
rise in fuel costs is particularly acute for Indian
carriers for which fuel
makes-up 34% of operating costs well above
the global average of
24%.
“While it is easy to find
Indian passengers who
want to fly, it’s very difficult for airlines to make
money in this market.
India’s social and ecoALEXANDRE DE JUNIAC
nomic development needs
IATA’s Director General & CEO
airlines to be able to
profitably accommodate
growing demand. We must address infrastructure constraints that limit
growth and government policies that deviate from global standards and
drive up the cost of connectivity,” said Alexandre de Juniac, IATA’s
Director General and CEO.

“We must
address
infrastructure
constraints that limit
growth and government
policies that deviate
from global standards.”

Growth forecasts for India indicate a
trebling of passenger demand by 2037 when
some 500 million people are expected to fly
to, from or within India.
De Juniac’s remarks came in an opening address to the
International Aviation Summit in Delhi, co-hosted by the Indian
Ministry of Civil Aviation (MoCA), the Airports Authority
India (AAI) and IATA. The joint Summit commemorates
the approaching milestone of 50-straight months of
double digit domestic growth for Indian aviation.
Infrastructure
India’s aviation infrastructure has benefitted
from significant upgrades in recent years.
“It is clear that India has the capacity to
develop effective infrastructure. But the
job is not done. Passenger numbers
will grow. And infrastructure must
not be a bottleneck in fulfilling
the needs of travelers and the
economy,” said de Juniac
who called for work in four
priority areas, which
includes developing a
comprehensive and

Voyager’s World | October 2018 | P27

OUBLE WHAMMY
HOW INDIA CAN MOVE
FORWARD

I

ATA also encouraged the government to look at ways to
improve India’s competitiveness by aligning with global
standards and reducing excessive government imposed
costs.
› Zero-rate GST for international travel in line with ICAO
principles and international obligations.
› Creating a more competitive market for jet fuel by:
› Adding domestic uplift of domestic jet fuel to the GST
framework with full input tax credit allowed
› Removing fuel throughput fees in line with global best
practice
› Creating competition with common-use open-access
infrastructure, and
› Regulating transparency in pricing of jet fuel
› Reducing excise duty on fuel

strategic masterplan for India’s airports. “The infrastructure issue
is critical for India’s future. Band-Aid solutions will not do the
job,” said de Juniac.
All obstacles must be removed to successfully open Navi Mumbai
as quickly as possible. Urgent relief is needed for Mumbai’s severe
capacity bottleneck. Airport processes must be modernised using
technology in line with global standards. The DigiYatra initiative
will make a significant step in the right direction with digitally
connected airports, passengers, systems and flights. In line with
this, IATA encouraged the Indian government to support the
broad implementation of IATA’s One ID initiative which uses
biometric identification (similar to India’s Aadhar identity
card) to save time by eliminating the need for repeated
document checks in airports. Military airspace must be
used flexibly to expand airspace capacity for civil
operations. This was successfully demonstrated
with the opening of a conditional airway through
restricted airspace over Bhuj and should now be
expanded to more areas.
IATA also noted its concerns on government
proposals for concession contracts at
newly developed greenfield airports.
“We believe that it makes no sense
to fix a per passenger yield at
the outset of a concession
contract that is set to run
for four decades. Flexible
parameters should be
set that are regularly
reviewed
by
a
regulator. And we
know from bitter
experiences in

Brazil, Australia and elsewhere that selecting the company that
simply proposes the highest bidder does not yield good longterm results,” said de Juniac.
Collaboration
“There are many priorities in fostering the economic
and social development of India. Fundamental issues
of eradicating poverty, ensuring quality education,
providing health care and safe drinking water are
massively important agenda items. Creating
a better environment for aviation to do
business can and will progress the nuts
and bolts of India’s development day to
day. Safe, secure and sustainable air
links make our world a better place.
That is why I call aviation the
business of freedom. And the
government and industry
share
a
privileged
responsibility to work
together for its
success,” said de
Juniac.

HAPPENINGS
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Seychelles conducts destination trainings
Seychelles Tourism Board completed destination trainings in Surat and
Nagpur in September. The workshops were conducted to engage a new set
of tour operators who have the potential to promote the destination and
equip them with information and details about Seychelles. The events were
attended by 25-30 companies in both cities which included a destination
presentation followed by question and answer and networking sessions.
Seychelles has seen a steady growth in inbound tourism from India with
more than 10,000 passengers till September 2018. India is the top 6th
source destination for Seychelles and is seeing an increase in traffic from
tier two cities of India. On the success of the workshops Lubaina Sheerazi,
COO, Blue Square Consultants, Seychelles Tourist office India said, ‘The
workshop format is a great way of engaging many new and upcoming
agents in any city. It gives a common platform for all to get information
and support from the tourism board. Limiting the presentation to around
30 companies ensures good one-on-one interaction between the tourism
board representative and invited operators and leads to more serious
business meetings between the two.”

FCM Honored with ICONIC Award 2018
FCM Travel Solutions, the Indian subsidiary of Flight Centre Travel Group Australia, has been awarded as ‘The Best Company for Corporate Travel Services’ at the
ICONIC Awards Ceremony 2018, which was held in New Delhi on September 19.
The event was hosted by Jyoti & Balbir Mayal, founder of the ICONIC awards 2018,
a special evening to recognize and felicitate distinguished leaders from the world
of Luxury, Travel, Aviation and Hospitality. The award was graced by eminent business leaders and thinkers amongst the industry such as Actor and Social Activist
Raveena Tandon, Director of South Asia, Lufthansa, Wolfgang Will, Chairman of
Select Group, Arjun Sharma, Joint Secretary Ministry of Tourism, Suman Billa, Economic Advisor of Ministry of Civil Aviation, Vandana Aggarwal and Nandini Bhalla. During the award ceremony the key influential individuals from the industry
discussed trends in lifestyle and luxury that are impacting the travel and tourism
industry. Rakshit Desai, Managing Director, FCM Travel Solutions, said, “Our customers remain our top priority and we will continue to innovate and transform
their travel programs through leading technology to deliver maximum savings.”

Sahara Star hosts culinary competition
Hotel Sahara Star recently hosted the India International Culinary
Classic Competition 2018. The three-day event was supported and
organized by the India Federation of Culinary Association (IFCA) and
the West India Culinary Association (WICA). The inaugural culinary
challenge showcased a wide variety of dishes. This annual competition
witnessed a large number of culinary talents across India displaying
their expert skills and attaining feedback for enhancement of their
skills from the judging panel of internationally acclaimed chefs. Under
the leadership of Executive Chef & Deputy General Manager, Hotel
Sahara Star, Salil Fadnis, the hotel participated in various categories
right from Plated Showpiece to Live Cooking, where the team displayed
its commendable talent in the field of culinary art. In addition to the
participation, Hotel Sahara Star continues to bring pride and honor to
the hotel by winning 03 Gold and 02 Silver medals in various categories.
Commenting on the success, Fadnis said, “It is yet another feather in
the cap to our Culinary Team who continues to bring in pride to the
Hotel. We are honored to be part of such a prestigious competition and
achieve such a remarkable recognition.”

Flydubai bags CEO Middle East Awards
Dubai-based airline flydubai was recognised at this year’s CEO Middle East Awards.
The award was collected by Ghaith Al Ghaith, the airline’s CEO. Launched in 2006,
the CEO Middle East Awards are judged by an editorial panel and recognise
the most successful and innovative CEOs in the Middle East. flydubai was also
recognised for ‘Best Cabin Innovation’ and ‘Best Passenger Comfort Innovation’
held at the APEX Awards in Boston, USA. These awards highlight the new innovative
Boeing 737 MAX 8 cabin interior which features a full flat-bed in Business Class and
our economy seat is designed to optimise space and comfort for our passengers.
“The flydubai team is pleased to receive these awards as they showcase our hard
work towards continuously innovating and enhancing our passengers’ travel
experience. Since beginning operations in 2009, we have continued to open
opportunities for travel and have firmly established flydubai as an intrinsic part
of the aviation industry in the UAE,” said Al Ghaith said. With the recent launch of
flights to destinations including Catania, Krakow and Thessaloniki and with flights
to Helsinki due to start in October, flydubai’s comprehensive network has grown
to over 90 destinations in 48 countries.

Voyager’s World | October 2018 | P29

Sheraton launches Hyderabad Wine Club
Hyderabad Wine Club was unveiled at Sheraton Hyderabad Hotel,
Gachibowli, a sophisticated and elegant place for wine lovers to unwind
over the choicest selections of premium wines. The club membership is
by invite-only and is exclusive to 100 members. The glamorous soiree, in
association with Brindco Wines and La Cave Fine Wine & Spirits, helmed
by sommelier Aravindan VR, saw a presence of like-minded guests who
appreciate the finer things in life. The guests included Sandeep Mehta,
Centre Head, DuPont; Sudhir Reddy, VP head of Studio – India, Digital
Domain; Mohit Kapoor, CEO, DBS; Rajat Mittra, Founder, Asian Art House;
Shankar, Voila F9 gourmet; and Rohit Dar, General Manager, The Westin
Hyderabad Mindspace amongst others. Vikas Sharma, General Manager,
Sheraton Hyderabad Hotel Gachibowli said, “It is our utmost pleasure to
host the launch of the Hyderabad Wine Club at our hotel, a state-of-theart destination in the city to engage in a tête-à-tête with wine aficionados
and savor fine cuisine from world over with the classiest of ambience.”

Oman Tourism hosts roadshow in Mumbai
The Ministry of Tourism, Oman conducted the second leg of the multi-city
roadshow in Mumbai in September. The event witnessed around 140 notable
companies of Mumbai’s travel trade in a bid to bridge connections between
local travel agents and destination management companies, hotels and
attraction operators in Oman. Officials from the Ministry of Tourism, led by
Her Excellency, Maitha Saif Al Mahrouqi, Undersecretary of the Ministry of
Tourism (MOT) Oman along with representative partners from the tourism
industry and Oman Air were present at the roadshow. The unique interactive
platform with prefixed meetings gave trade partners and travel agents in the
Indian market an opportunity to interact and learn more about the diverse
product offerings and experiences that Oman has to offer. The roadshow
was well attended and received a remarkable response from Mumbai.
Lubaina Sheerazi, India Representative, Ministry of Tourism, Oman said, “India
represents an important and vast market for Oman given the high percentage
of its residents willing to travel and experience new destinations across the
world. The roadshow offers us a platform to expose the uniqueness of Oman
as a holiday destination from India. Being a short journey, the country offers a
diverse landscape and varied activities for the evolved Indian traveller.”

The Ashok bags National Tourism awards
The Ashok, New Delhi, a flagship property of India Tourism Development
Corporation (ITDC), was conferred two National Tourism Awards for 2016-17.
The awards ceremony was held at Vigyan Bhawan. The Ashok, city’s foremost
luxurious heritage property, won the title under the category of “Best Hotel
Based Meeting Venue.” The Ashok has received this award for the 3rd time in a
row creating a new benchmark in the hospitality industry. The Ashok has well
equipped arena for meetings and banquet venues that includes a 16,400+ sq
ft convention hall with pillar less trifurcation options, a 7,400 + sq ft banquet
hall and a friendship lounge besides party rooms and the landscaped gardens for outdoor functions and theme events to cater to gathering of 50 to
5,000 guests at any given point of time. Hailed as one of the highest honors
in the tourism industry- National Tourism Awards felicitate the Indian tourism
and travel industry and the State Governments and Union Territory Administrations for their outstanding contribution in the field of tourism. Minister of
State (I/C) for Tourism Alphons Kannanthanam presented the National Tourism Awards, 2016-17 to various segments of the travel, tourism and hospitality industry.

Abu Dhabi concludes multi-city roadshow
The Department of Culture and Tourism - Abu Dhabi, concluded three-city
roadshow in India. The delegation, which comprised UAE’s national carrier
Etihad Airways, Yas Experiences, Dusit Thani Abu Dhabi, Royal Arabian, Air Travel
Enterprise, Emirates Palace, Sofitel, Rotana, Celebrity Cruise and Premier Travel
and Tourism were in India from September 17 to September 21. The roadshow
commenced in New Delhi, moved on to Chennai and ended in Bengaluru.
The roadshow saw participation of around 350 travel agents who interacted
with delegates and stakeholders from Abu Dhabi. Mubarak Al Nuaimi, Director
Promotions and Overseas Offices, DCT Abu Dhabi, said: “India is a vital tier one
source market for us, which is providing more and more hotel guests for us each
year. In 2017 we recorded spectacular double-digit growth from India and we
are already recording further progress from the Indian market since the turn
of the year.” Bejan Dinshaw, Country Manager for India at DCT Abu Dhabi, said:
“Our year-on-year performance has witnessed stupendous growth and this has
been possible because of the impressive work done by our trade partners. These
roadshows have helped our stakeholders to connect with the regional trade
partners, further boosting tourism to the Emirate.”

IITM ADVANTAGE
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Mumbai
Delhi

Highlights

VW BUREAU

T

he India International Travel
Mart (IITM) in Mumbai and
Delhi brought together travel agents,
tour operators, tourism boards and
hoteliers under one roof. The Mumbai edition of IITM was inaugurated
by Om Prakash Bhagat, Director,
Tourism, Jammu, along with Deepak
Narvekar and Rajesh Kale, Goa Tourism. In Delhi, the event was inaugurated by P.P Khanna, President, ADTOI, along with Sanjay Narula, Vice
President, TAAI; Sangeeta Manocha,
Director, ETAA, and Saurabh Tuteja,
Member of ETAA.

Exhibitors, as well as the trade visitors to the event, said that a platform like IITM will help accelerate
the growth of tourism in India, as it
brings multiple stakeholders under
one roof.
The three-day expo in Mumbai and
Delhi, which received footfall from
both B2B and B2C segments, enabled interaction and exchange of
relevant travel trade opportunities.
Mosche Nicholls from Sri Devi Hotel, Madurai, Tamil Nadu, who had
set up a stall in both Mumbai and
Delhi, said that the experience with
IITM was profitable. “We put up
our first stall in Mumbai and had a

good set of potential leads. In Delhi,
we have got some bookings for 100
rooms a month. We will definitely
be there for the next IITM as well,”
Nicholls said.
For small and mid-sized tour operators and travel agents, IITM Mumbai
and Delhi proved to be an eye-opener. They received valuable leads and
are expecting more conversions.
Vineet Gopal, Director, Representation World LLP, the India representative for Reunion Tourism, said that
he is impressed with the floor plan
and the layout and looks forward to
participating at the IITM Delhi next
year.

The event was an eye-opener for
walk-in tour operators. Meenal Jain
Puri from Travel Designer, who visited IITM for the second time, said that
the knowledge gained at the event is
immense. “We were able to gather
relevant information by talking to
various exhibitors who had set up a
stall at the IITM. This data will help
serve our customers better,” said
Puri.
Olafur Gudmundsson, Managing Director, Icelandic Tourist Group, who
set up his stall in Mumbai and Delhi,
said that the response has been good.
“It’s been very pleasant and everything’s been well organized. The
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organizers went above and beyond
to assist us. We got some very great
leads,” he said, adding that he intends
to participate in IITM events across
India.
Chetan Wanna, Director, My Trip
Sarthi, Thane, who caters to both
leisure as well as corporate travelers, said that he is impressed by the
quality of exhibitors. “This is my
first visit to the IITM. I met up with
one Outbound DMC. I now have
this one company that caters to customers who are interested in the Far
East. Further, I got to meet with an
IT company that helps develop websites. The person at the counter was

in sync with my requirements for the
website. I also met with tour operators and travel agents from Kashmir.
They were very helpful. Now, I could
sell Kashmir not just as a sightseeing
destination but a destination where
people can see and feel the local
culture.Tasaduq Jeelani, Director of
Tourism, Kashmir, said that the board
has invited several tour operators
from both Jammu and Kashmir to
promote their respective destinations.
“Kashmir is rich is meadows, mountains, and scenic landscape. IITM
served as a platform for J&K stakeholders to connect with travel agents
from Mumbai and Delhi. Overall, the

event was beneficial for promoting
Jammu and Kashmir as the must-visit
destination,” he said.
Balasubhramanyam, who is on
the process of setting up his travel
agency, said that IITM has been an
inspiration to do something remarkable in tourism. “. The first event I
visited was IITM Chennai. I had a
look around the stalls, and we got a
lot of contact details of destination
management companies (DMCs). By
gathering all those details, we managed to make some packages. We
also established a good rapport with
those DMCs. We intend to take part
in the next IITM. The event at Chen-

nai was a stepping stone for us,” he
said. The state tourism boards doled
out a lot of support to the event.
While Gujarat was the ‘Partner
State,’ Andhra Pradesh and Jammu &
Kashmir were the ‘Feature Destinations’ at the event. Other states represented at the IITM include Karnataka, Kerala, Punjab, Rajasthan, Tamil
Nadu, Puducherry, Madhya Pradesh,
Telangana, Haryana, and West Bengal. Diverse tourism segments, such
as pilgrimage, adventure, cultural
pursuits, and shopping tours, were
promoted at IITM Mumbai and Delhi. The next edition of IITM will be
held in Hyderabad and Pune.

EVENTS
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ITE HCMC receives enthusiastic response
VW BUREAU

T

he 14th edition of the International
Travel Expo, Ho Chi Minh City
(ITE HCMC), aims to expand the
market share of international visitors
in four key areas: Northeast Asia,
North America, Europe, and Southeast
Asia to create a breakthrough in
tourism promotion from 2018 to 2020.
The three-day expo featured more
than 300 companies and brands
from
industries
like
airlines,
hotels and resorts, travel agents,
large corporations, and travel
representatives
from
Australia,
Bhutan, Brunei, Cambodia, Germany,
India, Indonesia, Japan, Korea, Laos,
Malaysia, Myanmar, the Netherlands,
the Philippines, Russia, Singapore,
South Africa, Taiwan, Thailand,
Turkey, the United Arab Emirates,
and Vietnam. Other participants
included tourism departments from
Vietnamese provinces and cities like
An Giang, Ben Tre, Binh Dinh, Binh
Duong, Ca Mau, Can Tho, Da Nang,
Dak Lak, Dak Nong, Dien Bien, Dong
Nai, Dong Thap, Gia Lai, Ha Tinh,
Hai Phong, Hanoi, Hau Giang, Thua
Thien Hue, Khanh Hoa, Kien Giang,
Kontum, Lai Chau, Lam Dong, Long
An, Ninh Binh, Ninh Thuan, Phu Tho,
Quang Binh, Quang Nam, Thanh Hoa,
Tien Giang, Tra Vinh, Tay Ninh, Vinh
Long, Ba Ria - Vung Tau and Yen Bai.
Tourism is one of the fastest growing
industries in Vietnam, with more
than 9 million international visitors
arriving on its shores in the first half of
2018, an increase of 25.4 percent over
the same period last year. In addition,
the outbound tourism market is also
growing each year with a robust 7.5
million Vietnamese travelling abroad
in 2017.
“Next year would be especially
exciting with the Vietnam Tourism
Year 2019,” a spokesperson from
VNAT said. “Many special festivals,
events, and activities will be organized
country-wide, and visitors will get
an authentic taste of the different
Vietnamese culture, traditions and of
course, sights and scenery. We have
also recently turned our attention to
driving luxury MICE tourism and
dental tourism, so there are ever more
reasons to visit Vietnam.”
Jack Wei, General Manager of Informa
Exhibitions Asia, added: “Tourism is
an ever-evolving industry. You can
create new experiences even at the
same location. ITE HCMC is in its
14th edition, and every year, we have
new exhibitors, returning exhibitors
with new tricks up their sleeves, new
tourism trends and packages, etc.
Bui Ta Hoang Vu, Director of the
Department of Tourism Ho Chi Minh
City, said, “Ho Chi Minh City is an
intoxicating mix of traditional and
modern, quiet and bustling, but a few
things remain unchanged. The city
is all heart and soul, and the people
are warm and friendly. We hope
our visitors will have a very fruitful
time here and also create wonderful
experiences and precious memories in
their time here.”

THREE-DAY EXPO: The 14th edition of ITE HCMC featured more than 300 companies and brands from around the world.
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EXECUTIVE
HIRES
Ritu Joshi

Ketan Salvi

Rooms Division Manager
Fairmont Jaipur

Director, Sales & Marketing
Holiday Inn
Mumbai International Airport

F

airmont Jaipur, the luxury brand
of AccorHotels, has appointed
Ritu Joshi as the Rooms Division
Manager of the property. Prior to
her new role, she was working as
the hotel’s executive housekeeper.
With an experience of more than
14 years, Ritu has an enhanced
understanding of operations
in hospitality and Fairmont
Jaipur. Her expertise lies in the
growth trajectory, foundational
development, and team building
and she firmly believes in strategic
planning for efficiency to hit
multiple aspects of a guest life cycle
in the hotel.

K
Radhika Dewan

Director of Sales
Sheraton Grand Bangalore

R

adhika Dewan has been
appointed as Director of Sales,
Sheraton Grand Bangalore Hotel
at Brigade Gateway. Dewan comes
with over 10 years of experience
in sales and marketing domain
with commendable knowledge and
expertise. Prior to Sheraton Grand
Bangalore Hotel, she was Director
of Sales at Fairfield by Marriott
Rajajinagar where she was involved
in strategic implementation and
development of the hotel.

Bhushan Gupte

Front Office Manager
Conrad Pune

C

onrad Pune has recently
appointed Bhushan Gupte
as the hotel’s new Front Office
Manager. At Conrad Pune, he will be
responsible for supervising the daily
operations of the front office team to
maintain guest delight standards at
the hotel. Armed with an experience
of more than a decade, Gupte has
been associated with established
brands in the hospitality industry.

Subhankar Bose

Nishant Agarwal

General Manager
Renaissance Bengaluru
Race Course Hotel

S

ubhankar Bose has been
appointed as the General
Manager at Renaissance
Bengaluru Race Course Hotel. In
his new role, he will spearhead
various specialized functions of
the hotel and will be responsible
for steering the management team.
He has a strong background in
hospitality, the right set of skills
and experience that further helps
in providing a complete and state
of the art experience for guests.
As head of the hotel, Subhankar
will be leading the executive
team with strategic planning and
tactical management. Subhankar
brings a wealth of over 17 years of
operational experience.

etan Salvi has been appointed
as the Director of Sales
and Marketing of Holiday Inn
Mumbai International Airport.
His responsibility includes
leading and further improving all
aspects of the sales and marketing
communications, promoting brand
strategies and providing the best of
Holiday Inn hospitality experience
to the guests. Ketan joins Holiday
Inn with total 10 years of work
experience. He brings an enriching
experience in hotel sales and
operations with large business and
luxury chains.

General Manager
Novotel Mumbai Juhu Beach

Priya Mokal

Associate Director, MarCom & PR
Absolute Hotel Services

P

riya Mokal has been
appointed as the Associate
Director, MarCom & PR of
Absolute Hotel Services. She
will be responsible for Marketing
Communications & PR functions
for all hotels and resorts in
India and the Middle East. Priya
brings with her over a decade of
marketing and communications
expertise in consumer marketing
that spans across various sectors
like travel, hospitality, and
entertainment. In her previous
role, she focused on digital
marketing touch points and search
engine optimization.

Victor C. Soares

Senior General Manager,
Radisson Blu Goa

V

ictor C. Soares has been
appointed as the Senior
General Manager of Radisson
Blu Goa. Victor has worked with
various organizations across the
globe ranging from the land of
seven wonders Egypt to Royal
Orchid, Tanzania. He has been
responsible for organizing and
executing various initiatives at
numerous leading organizations
and achieved numerous milestones
in his career from opening Boat
Quay Grill and winning accolades,
such as The Best Grill Award.

N

ishant Agarwal has been
appointed as the General
Manager of Novotel Mumbai Juhu
Beach. Nishant brings 19 years of
hospitality experience to the beach
hotel. In his leadership role, he will
be responsible for spearheading
operations at the property. His
dynamic guidance makes him
accountable for steering beneficial
strategies for Novotel Mumbai
Juhu Beach. His team building
skills, comprehensive knowledge
of international standard service
procedures and a strong background
in F&B management will help
provide a tactical depth to the
property.

INCREDIBLEINDIA
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6.17% increase in tourists from the U.S. to India
VW BUREAU

T

he Ministry of Tourism has
clarified that the Foreign Tourist
Arrivals (FTAs) in India from the
USA during the year 2017 have
registered a positive growth of 6.17%
over the year 2016. The FTAs from
the USA in India has never declined
since the year 2010.
However, it is observed from the
report of National Travel & Tourism
Office (NTTO), USA that the
outbound tourists from the United
States to India have declined by
7% in the year 2017, as compared
to 2016. The figures of outbound
travellers in the report are 1195000
and 1111000 for the year 2016

The FTAs from the U.S. in India has never declined since
2010, according to the tourism ministry.
and 2017 respectively. In the said
report released by NTTO, it is also
mentioned that traveler volume
is based on the U.S. Department
of Homeland Security Advanced
Passenger
Information
System
wherein all airlines are required to
electronically submit passenger data
on flights arriving into and departing
from the United States. Thus, it is
obvious that the source of data for the
report is only airlines reporting. In
the cases where direct flight between

the United States and India is not
operating, it is not known whether
the final destination or the transit
destination is reported as India by
the passengers. Moreover, departures
at international check posts other
than airports are not captured in the
report. Therefore, it may not contain
the complete information on the
outbound departures from the United
States.
On the other hand, the Bureau
of Immigration of India (BoI)

compiles the data of FTA) from
the records of scanned passport
of each person arriving at all the
international check posts in India,
which include airports, seaports and
the land check posts.

MoU signed
between India,
Romania
VW BUREAU

T

he Union Cabinet, chaired by the
Prime Minister Narendra Modi, has
given its ex-post facto approval to the
MoU signed between India and Romania
in the field of tourism. The MoU was
signed in September during the visit of
the Vice-President of India to Romania.
The main objectives of the Memorandum
of Understanding are to expand bilateral
cooperation in the tourism sector, to
exchange information and data related
to tourism, to encourage cooperation
between tourism stakeholders, including
hotels and tour operators, investment
in the tourism and hospitality sectors,
to exchange visits of tour operators,
media, opinion makers for promotion
of two-way tourism, to exchange
experiences in the areas of promotion,
marketing, destination development
and management, to foster bilateral
cooperation through film tourism for
promoting the two countries as attractive
tourism destinations, to promote safe,
honorable and sustainable tourism,
and facilitate the movement of tourism
between the two countries. Romania is a
potential tourism market for India (India
received approximately 11844 tourists
from Romania in 2017). The signing
of Memorandum of Understanding with
Romania will be instrumental in increasing
arrival from this source market.
India and Romania have enjoyed a
strong diplomatic and long economic
relationship. The two parties, now
desiring to strengthen and further
develop the established relationship,
have signed a MoU.
Meanwhile, the Union Cabinet chaired
by Prime Minister Narendra Modi,
has also approved the MoU between
India and Uzbekistan for strengthening
cooperation in the field of tourism.
In September, a MoU was also signed
between India and Malta to encourage
the quality destination of the tourism
industry in both countries. The MoU
hopes to promote human resource
development in tourism and travelrelated industries in both countries.
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MAKING KERALA GREAT AGAIN
VW BUREAU

T

he pall of gloom that had descended
on Kerala’s globally famed tourism
and hospitality industry in the wake
of the August floods appears to have
lifted if the message filtering from the
just concluded Kerala Travel Mart
(KTM) 2018 is any indication. With
the state ticking all the boxes to win
back the confidence of tourists, God’s
Own Country has bounced back with
an incredible resilience, removing
any lingering apprehension about its
preparedness to receive visitors in the
October-March tourist season.
It is true the initial portents were
extremely unnerving for the state’s
tourism industry. The floods had
rampaged through 12 of Kerala’s 14
districts. The tourism infrastructure,
especially roads got affected while a
string of bookings were cancelled in
August. In effect, Kerala Tourism was
staring at a loss of Rs 1,000 crore, a
sector that contributed Rs 33,000 crore
in 2017, accounting for 10% of the
state’s GDP and a little over 23% of its
total employment. In fact, there were
doubts whether the KTM would be
held at all. But the biennial showpiece
event, India’s biggest conclave of
tourism sector stakeholders from
across the world, was not only held but
it also turned out to be an unqualified
success.
Facts speak for themselves: 35,000

business meets involving 1,635 buyers
shortlisted from 7,000 applicants (545
of them from 66 foreign countries –
the highest in the KTM history so far),
325 sellers in 400-odd stalls and the
highest number of foreign buyers from
US and the UK. That definitely showed
the trust of global tourism industry in
Kerala.
“It is historic, coming as it is a month

With the state ticking all
the boxes to win back the
confidence of tourists,
God’s Own Country has
bounced back with an
incredible resilience.
after the worst natural calamity our
people faced. I even wonder how our
tourism would have got back to track
but for this KTM edition coming at the
right time,” Kerala Tourism Secretary
Rani George said about the event. Her
sentiments were echoed by Kerala
Tourism Director P Bala Kiran. “The
KTM lent a smile of hope to the faces
in the industry in contrast to a general
gloom that prevailed among its captains
till a week ago. This edition proved that
KTM is not a celebratory event, but a
business meet. It’s a positive lesson
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not just for us in Kerala, but the whole
of India and even the world,” he added.
A major advantage of the KTM was that
it successfully built confidence among
tourists and other stakeholders of the
industry. It also sent out a screaming
message to the world that the state
had brazened out the adversity with a
remarkable degree of gumption and
resilience and speedily too.
The KTM, inaugurated by Chief Minister
Pinarayi Vijayan, announced plans to
reinvent its decade-old responsible
tourism, update customised packages,
strengthen tools of publicity, broaden
the tourism map and spruce up heritage
spots to increase the footfalls.
Tourism Minister Kadakampally said,

“A survey will be conducted seeking the
possibility of offering job opportunities
through tourism for people in the state’s
flood-hit areas. Students of Kerala
Institute Tourism and Travel Studies
(KITTS) will conduct the survey
among the natives in this regard. It will
help bring more people to the tourism
sector.”
The government has earmarked Rs 700
crore for the tourism sector under the
Nava Kerala reconstruction activities.
The administration is also mulling
about modifying certain laws for better
tourism practices in the state, he said,
adding: Kerala is back on track. God’s
Own Country is ready to welcome
tourists once again.
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L
E
V
A OUR
TRShapes

PERSONALITY
VW BUREAU

A

ccording to a recent survey, a
holiday shapes our personality.
The extent to which our travel
experiences are embedded in our
memories, how they differ from
other memories and how they
influence people were the subject of
a GfK survey commissioned by Swiss
International Air Lines (SWISS),
who also consulted the renowned
neuropsychologist Professor Lutz
Jäncke from the University of Zurich’s
Department of Psychology.
The new research reveals that travel
memories are key when it comes to

shaping our personality. More than
40% of Brits said that they have
already been on a journey that has
changed them, around 20% of British
holidaymakers picked up a new hobby
after travelling and nearly 15% started
exercising after returning home.
“Travel and our travel memories have
the power to shape our personality,”
explains Professor Jäncke. “We are
what we remember, or, more precisely
- we are what we remember about
ourselves,” the scientist says. “The
information stored in our memory
spans the whole range of our personal
experiences. Holiday and travel
memories take a prioritised position

within this realm of experiences,
which is why they are major pillars of
our personality.”
In addition, more than 80% of British
people wish they were able to relive a
particularly happy travel experience
and cherish their travel memories,
with nearly 50% of those in the survey
stating they would not delete their
holiday photos for all the money in the
world.
However, it seems that 67.3% of Brits
record their travel memories using
their mobile phone or camera because
they are worried that they might
otherwise forget them - thus trusting
their smartphone more than their own
memories.
“As a result of the intensive use of
mobile phones, with constant access
to the internet, it is becoming less and
less necessary to retrieve information
stored in our memories. This means
that we start to lose trust in our own
memory skills,” explains Professor

Lutz Jäncke, who holds a chair in
neuropsychology at the University of
Zurich’s Department of Psychology.
He explained the science behind our
travel memories for SWISS.
Travel memories last all our lives
“This scepticism towards our own
ability to remember is unjustified,
however,” says Professor Jäncke.
“Our travel memories occupy a very
special place in our memory. We often
retain them all our lives. The reason
for this is that holiday experiences
are frequently associated with very
positive emotions and are particularly
deeply embedded in our memory.
Freed from the worries and stress
of everyday life, we are also able to
absorb lots of little details when we are
travelling - and they are the building
blocks of our memories.”
These detailed travel memories are
stored as a kind of multisensory
mosaic comprising various sensory
impressions, with nearly 65% of Brits

A recent survey claims that detailed travel memories are
stored as a kind of multisensory mosaic comprising various
sensory impressions.
stating that it’s the images of their
travels that they remember the best.
“Our sense of sight plays a key role
because evolution has made us that
way. Visual information is particularly
important to humans and is prioritised
in terms of processing,” explains the
neuropsychologist.
However, UK holidaymakers also
remember the food tasted while
away (53.21%), as well as the
people (47.7%) and the smells they
encountered (22.8%).
While sightseeing is often a major
motivation for travelling, it’s not the
tourist attractions that generate the
most vivid travel memories (49.9%)
but instead spending time with family
and friends (55.9%).

INDIAOUTBOUND
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India a promising market for Czech tourism
VW BUREAU

C

zech Tourism, along with the
Embassy of the Czech Republic
in New Delhi, successfully concluded
the three-city roadshow in New
Delhi, Ahmedabad, and Mumbai. The
roadshows held in October promoted
unique attractions that the ‘Land of
Stories’ has to offer. Air Arabia was
the official airline partner for the event.
As per the statistics shared by
the Czech Republic Authority,
the destination has witnessed a
significant rise in Indian arrivals over
the years and have seen a growth of
128% from 2015-2017. In 2017,
Czech Republic welcomed 85,680
Indians, a growth of 27% in Indian
arrivals over 2016.
With growing travel aspirations
among Indians across demographics,
activities such as wine tourism, spa
tourism, pristine nature stays have
been driving Indian tourists to the
Czech Republic.
Milan Hovorka, Ambassador of the
Czech Republic to India, said, “With
the Indian economy growing at a pace
no one has seen before, the number
of people visiting other countries is
skyrocketing. And it’s no surprise
that the Czech Republic is very high
on the list of countries to visit. We’re
extremely happy to see this kind of
growth and we believe that thanks to
the event like this roadshow we’ll be
able to connect the right people to

MORE TO DO: Activities such as wine tourism, spa tourism, and pristine nature stays have been driving Indian tourists to the Czech Republic.

The Czech Republic witnesses 128% growth in Indian
arrivals in the last 3 years.
ensure that every holiday in the Czech
Republic will be as smooth and wellorganized as possible.”
Veronika
Janečková,
Head
of

International Markets Management,
Czech Tourist Authority, Czech
Tourism, said that India is a promising
market. “The Czech Republic has a

lot to offer to the Indian travelers in
terms of unexplored destinations and
unique experiences. The country hosts
a diverse array of natural landscapes
that appeal to visitors of every kind –
be it architectural lovers or adventure
seekers. Through this roadshow, we
are able to reach out to new markets
and further strengthen our relationship
with Indian travel trade partners,”
Janečková said.
Arzan Khambatta, Head, Czech
Tourist Authority - CzechTourism
India, said, “The roadshow has been an
excellent platform for Czech tourism
partners to network with Indian
agents and tour operators. The Indian
tourists in the Czech Republic visit
not only the capital city of Prague but
also Karlovy Vary and fairy tale town
Český Krumlov which is a favorite
spot for honeymooners. As the Czech
Republic continues to be one of the
most favored destinations, we look
forward to welcoming more Indians in
years to come.”
He further added, “We are promoting
the country as a premium destination
targeting
families,
experiential
travelers, business tourists, MICE
(Meetings, Incentives, Conferences
and Exhibitions) honeymooners and
leisure travelers.”
Several Bollywood movies such as
Rockstar and Jab Harry Met Sejal
have been shot in the Czech Republic
showcasing the natural beauty of the
central European country.
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Festive pollution pushing more Indians to travel
VW BUREAU

A

study
by
leading
travel
marketplace,
ixigo
reveals
that owing to the increasing levels
of pollution in metro cities, during
the festive season, more and more
people are planning ‘green getaways’.
Eco-tourism is increasingly gaining
popularity, with people wanting to
escape to untapped, offbeat locations,
in search of fresh air. Data suggest
that queries for ecotourism are on the
rise, with an approximate year on year
spike of 25%.
Last year, pollution in the capital city
reached dangerously high levels during
the Diwali period. With air quality
already dipping to very poor quality
in metros like Delhi which recorded
an Air Quality Index (AQI) of 235
this week, there is a growing health
concern, especially amongst children
and senior citizens, Travelers are
now opting to choose long weekends
around the festive time to plan escapes
to pollution free destinations. Data also
shows that 38% people are traveling
alone, while 32% are traveling with
family.
Ixigo has also seen a growing
demand in queries for eco-lodges,
jungle lodges, natural habitats, ecofriendly accommodation as well
as offbeat destinations where one
can live close to nature, as well as
experiences such as organic farming
or wildlife preservation. Places such
as Himachal Pradesh, Uttarakhand,
North-East States, Kerala, Madhya
Pradesh, Maharashtra, Karnataka,
and Tamil Nadu have the most
growth in eco-friendly lodging
and accommodations. Travelers

THE REASON: About 32% respondents are traveling with family owing to the rise in respiratory diseases among children.

About 35% of queries received for a ‘green vacation’ came
from people residing in cities such as Delhi, Bangalore,
Kolkata and Mumbai.
have also shown interest in coastal
and outback adventures to places
like Australia. Dubai, Singapore,
Colombo, and Bali are also some
of the most popular international
destinations for this period.

Aloke Bajpai, CEO and co-founder,
ixigo, said, “Till about two years
ago, the demand for experiential
stays, ecotourism, and staycations
was increasing mainly among expats
and foreign tourists. However, the

scenario has now changed completely.
An average of about 35% of the total
queries received around these escapes
now come from people residing
in cities such as Delhi, Kolkata,
Bangalore, and Mumbai.
From solar-powered accommodations
to organic farms, people have an array
of options to choose from. It is safe to
say that ecotourism is most definitely
the perfect escape for anyone looking
to get away from the festive, city
pollution.”

EVENTS CALENDAR 2018-19
OCTOBER

NOVEMBER

4, 5, 6
India International Travel Mart, Delhi

1, 2, 3, 4
Regional Tourism Exhibition
Erfurt, Germany

12, 13, 14
Holiday Expo, Nagpur
26, 27, 28
Holiday Expo, Visakhapatnam
17
Business Travel Summit
London, UK

5, 6, 7
World Travel Market
London, UK
23, 24, 25
India International Travel Mart
Hyderabad

DECEMBER

JANUARY

2, 3, 4, 5
MedTravelExpo
Moscow, Russia

13,14, 15
Nordic Bloggers Experience,
Helsinki, Finland

3, 4, 5, 6
Int’l Luxury Travel Market
Cannes, France

30 Jan – Feb 1
ENTER 2019
Nicosia, Cyprus

6, 7, 8
Travel Turkey Izmir
Izmir, Turkey

31 Jan-2 Feb
IITM 2019
Kochi, India
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A world of opportunity awaits you at Yas Island! Located
just 25 minutes to Abu Dhabi and only 45 minutes to
Dubai, guests will discover worlds within worlds as they
explore the various charms Yas Island has to offer.

TAKE A SWING AT YAS ISLAND’S
CHAMPIONSHIP GOLF COURSE

On the western shores of the island,
overlooking the sparkling Arabian Gulf, Yas
Links is a picture perfect golf course.

FIND YOUR SPARK IN NEW
THRILLS

EXPERIENCE EVERYTHING
YOU’VE IMAGINED!

Enjoy six uniquely themed lands, 29 stateof-the-art rides, interactive family-friendly
attractions and unique live entertainment
at the world’s first ever Warner Bros.
branded indoor theme park.

Splash into over 40 rides, slides and
attractions at the Middle East’s leading
waterpark and enjoy everything from the
region’s first water cinema to the world’s
longest suspended rollercoaster.

EXPERIENCE THE ROAR OF
FORMULA 1® RACING

GET A LITTLE SUN, SAND
AND SURF

7 INTERNATIONAL HOTELS
FOR GOOD NIGHT’S SLEEP

Thrill. Adventure. Imagination. Curiosity.
Joy. That’s what moments are made of at
Ferrari World Abu Dhabi. With 37 recordbreaking rides & attractions for everyone in
the family, your spark could be closer than
you think.

Enjoy a variety of premium motorsport
events, or take part in a driving experience
in Yas Marina Circuit’s own fleet.

White sands, crystal clear waters and
natural mangrove surroundings make
Yas Beach a serene escape from the
bustle of the island.

BE WHERE IT’S ALL
HAPPENING

LIVE ACTION AT YAS ISLAND’S

Abu Dhabi’s largest mall offers an exciting
range of enhanced shopping concepts,
more than 400 retailers, 20-screen
VOX cinema and Fun Works.

OUTDOOR ENTERTAINMENT VENUE

Feel the buzz of the crowd at the city’s
largest open-air, live venue from musical
legends to cutting edge new talent.

Explore more on

yasisland.ae

WATER’S GREATEST
PLAYGROUND

From 3-5 stars, Yas Island’s range of
internationally branded hotels provides
2200 rooms and more than 15 world clas
restaurants for you to choose from.

DINE, DOCK, DISCOVER

‘The place to be’ with it its long corridors,
sea views, 7 al-fresco restaurants and
children’s play areas. Here, jet cruises and
yachts take you to the tranquil sunset
glow along the Abu Dhabi coast.

