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Industry stakeholders come down heavily on govt’s decision to extend
suspension of international travel and visa restrictions till Sept 30
Prasenjit Chakraborty | Mumbai

T

he DGCA’s decision to extend the
suspension of international travel and
visa restrictions for one more month has come
under severe criticism from the stakeholders
of the tourism industry.However,international
scheduled flights may be allowed on selected
routes by the competent authority.
Opposing
the
government’s
decision
vehemently, Jyoti Mayal, President, TAAI, said
that extension of suspension of international
travel and visa restriction each month is making
their members and industry restless for not
being able to revive business. “Many countries
have opened to vaccinated travellers with tough
measures and focussing on promoting tourism,
business & reviving the industry to build a better

Jyoti Mayal

their borders and will take advantage of this,”
she said. Mayal pointed out that in the entire
exercise, interest of Air India is taken care of

TravelBiz Monitor View
Being in the industry, we do understand the current plight of the tourism business due to the ongoing
pandemic situation. The Government, perhaps, taking cognisance of past experiences and especially
from the second wave, hence, treading a cautious path is not a bad idea. If stakeholders are losing
revenues for the suspension of scheduled international flights, so is the government. We all have
witnessed what happened to Kerala after the Onam festival and Mumbai reported over 28% of the total
Covid-19 cases it had recorded in the entire month of August in the first six days of this month.
In this backdrop, the government must expedite the vaccination drive so that a substantial chunk of
the population gets vaccinated which will minimise the chances of a possible third wave. If this is
achieved, the resumption of scheduled international flight is just a matter of time. Any hasty decision
in this juncture could prove to be counterproductive. We have waited so many months, let’s wait a
few more days !

Ajay Prakash

economy,” Mayal said. It is time for airlines and
tour operators to start taking bookings before
it is too late, she observed. “We will lose out on
business to the countries which have opened

Ajay Prakash, President, TAFI, said, “ While
neighbouring countries are opening up, we
remain closed for business. The industry has

Paras Lakhia

rather than industry. “Let us concentrate on
promoting India & help the industry to also
survive & revive,” she said.
Terming the decision as disappointing,

been crippled for close to 18 months now, any
prolonged delay in resumption of business
would be fatal for many MSMEs.”
Paras Lakhia, Executive Director, Utopia
Travel Services Pvt Ltd, said that as the
situation is improving, the government should
open commercial flights to select destinations.
“Many countries world over rely heavily on
Tourism & majority of their GDP is based on this
industry. Tourism industry in India accounts for
almost 10% of employment and GDP, and this
industry has been suffering badly since the
onset of Corona. Let’s hope commercial flights
gradually begin on safe and select routes which
gives a boost to tTourism as well as businesses.”
he said.
prasenjit.chakraborty@saffronsynergies.in

Turkey scraps mandatory quarantine rule for fully
vaccinated travellers from India
TBM Staff | Mumbai

T

urkey has announced that fully
vaccinated travellers from India will no
longer be subjected to a mandatory 14-day
quarantine rule, which came into effect from
September 4, 2021.
The
announcement
will ease the travel
restrictions for fully
vaccinated passengers
of 12 years of age and
older, travelling from
India or those who
stayed in India in the
last 14 days. The vaccines that have been
approved by WHO or the Turkish Government
are covered under this exemption.
In addition to WHO-approved vaccines, the

vaccines approved by the Turkish Government
are Pfizer Biontech, Sputnik V and Sinovac.
For the same, a traveller must have taken
the second dose (if Johnson&Johnson one
dose is sufficient) at least 14 days prior to
the date of travel. According to press release,
Indian travellers who
are vaccinated with
Covishield will also
be allowed to travel
to
Turkey.
Once,
Covaxin get a nod
from WHO, travellers
vaccinated with the
same will also be able
to visit Turkey.
The fully vaccinated travellers are also
required to submit their negative PCR test
report taken 72 hours before departure

in order to exempt the quarantine. Nonvaccinated travellers are required to undergo
mandatory quarantine for 10 days in a hotel
or a location mentioned in the declaration.
Turkey usually announces changes to the
travel list, after assessing its criteria like
corona virus cases, vaccination roll-outs and
possible threats from variants to determine
restrictions on different countries. By the 4th
of September the Turkish government has
successfully vaccinated 79% of its population
above 18 of age with first dose and 62 %
population above 18 of age with both the
doses.
The tourist inflow numbers in Turkey
between January-July 2021, despite the
pandemic, was recorded at 11.9 million. Just
in July 2021 4.3 million international visitors
visited Turkey.
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Korea Premium Travel Consultant webinar generates
enthusiastic response from the travel trade
TBM Staff | Mumbai

K

orea Premium Travel Consultant
(KPTC) webinar was organised by Korea
Tourism Organization (KTO) on August 4 in
association with TravelBiz Monitor. Through
this webinar, KTO wants
to assist and train a select
group of travel agents
across India and certify
them as Korea premium
travel consultants for the
year 2021-22. To carry out
the entire exercise KTO
has collaborated with
TravelBiz Monitor as their
knowledge and technology
partner. A large number
of trade partners from
different parts of the
country participated in
the webinar.
Setting the tone of the
online event, YG Choi, Director, KTO, New
Delhi Office, said that the e-event is not just
a mere destination presentation on South
Korea. “It’s the beginning of our long term
certification program with the Indian travel
trade. The pandemic has made people cautious
about selecting a destination. Taking due
cognisance, we brought in several changes
with respect to our destinations and need
to share these and here the KPTC program
comes into play,” he said. Choi also said that
international travel is gradually opening
with the ebbing of Covid-19 cases globally.
“I sincerely believe outbound tourism will
gather pace by the end of this year and India
will significantly contribute to it,” said an
optimistic Choi.

Sandeep Dutta, Marketing Manager,
KTO, New Delhi Office, who gave a
presentation and explained about KPTC
and its advantages. The webinar informed
the attendees about KPTC,and said that it
is a formal accreditation program by KTO.
“A
‘Korea
Premium
Travel
Consultant’
is
a
specialised
travel
advisor who is highly
skilled with South Korea
destination
knowledge
and is able to handle the
diversified request of their
customers,” the webinar
noted.
The e-event explained
about advantages (for
a KPTC member), and
said that it’s highly
advantageous for any
Indian travel agent as
they are able to directly
get connected with South Korea’s tourism
board office in India and become a part of
a closed group of individuals. The webinar
informed the attendees that a KPTC member
will receive the benefits such as regular
destination updates and training, direct
assistance from KTO for any consumer
query, opportunity to participate at various
South Korea FAM trips organised by KTO,
joint marketing support for South Korea
tour packages, Korea packages sales-related
incentives and prizes. On Covid situation,
the webinar informed the participants that
South Korea is one of the few countries in the
world that deftly handled the crisis.
The webinar threw light on culture,
attraction,
infrastructure,
connectivity,

YG Choi

and the nightlife of main destinations like
Seoul, Busan, Jeju-do and Gyeonggi-do. It
also touched upon secondary destinations
viz Gangwon-do, Chungcheongnam-do,
Gyeongsangbuk-do, Jeollabuk-do. Each
destination both in primary and secondary
categories is unique in its own way.
The e-event also shared an interesting
piece of information to the attendees and
said that any tourist wearing a traditional
Korean cloth can enter any South Korean
national monument for free. “One should
remember this as it will save you money,”
the webinar noted. On food, the webinar said
that South Korea has more than 100 Indian
restaurants. The webinar also touched upon
the connectivity and said that in pre-Covid
time Korean Air and Air India used to operate
direct flights from Delhi and Mumbai. “Other
airlines also used to operate one-stop flights
from different cities of India,” it noted. The
country has 15 airports, out of which eight
are international. But, most of the Indians
use Incheon International Airport, Gimhae
(Busan) Airport, Jeju Airport while visiting
South Korea.
To become an eligible Korea Premium
Travel Consultant one has to be a participant
in the webinar. The other criteria are, the
travel product that they will curate should
have a 7-night itinerary and cover all aspects
of travel (like flights, routing, hotel name tour
attraction etc). Best entries will be awarded
and inducted into the KPTC program for the
next level.
At the end of the webinar, a barrage of
interesting questions was asked by the
participants, which clearly speaks volumes
about the interest the event generated.

AVIAREPS to represent the Utah Office Of Tourism
in India for the next five years
TBM Staff | Mumbai

A

VIAREPS India has won the Integrated
sales marketing and Public Relations
mandate for Utah Office of Tourism in India
for next five years. The aim and objective
is to position the tourism offerings of Utah
in India, which is considered to be a great
outdoor state.
Commenting on the appointment, Rachel
Bremer, Tourism Global Markets Director,
Utah Governor’s Office of Economic
Development, said, “We are pleased to

www.travelbizmonitor.com

announce that AVIAREPS
India has been chosen to
represent the Utah Office
of Tourism in India for
the next five years. The
Utah Office of Tourism’s
mission is to elevate life in
Utah through responsible
tourism
stewardship.
We
do
this
through
marketing,
stewardship,
Rachel Bremer
and development. Guided
solutions.”
by this mission, we are facing the challenge

of responsibly rebuilding Utah’s
visitor economy and international
visitation.”
Speaking on the company’s
diverse and expanding product
portfolio, Ellona Pereira, Head,
AVIAREPS India, said, “We
are elated to represent the Utah
Office of Tourism in India for the
next five years and our immediate
priority is to localize their global
strategy by providing end to end
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Brand USA’s ‘Chalo USA Part V’ webinar talks about
popular gateway cities to be visited in Fall And Winter
TBM Staff | Mumbai

O

n August 17, 2021, in association
with TravelBiz Monitor, Brand USA
organised Part V of the Chalo USA webinar
series themed on fall and winter activities.
The webinar focused on popular
US gateway cities such as New
York City, Philadelphia, Los
Angeles, and Santa Monica.
Bhavika
Jariwala
from
the Brand USA India office;
Makiko Matsuda Healy from
NYC & Company; Dheera Majumder Mitra
from Philadelphia Convention & Visitors
Bureau and Santa Monica Travel & Tourism,
and Seema Kadam from Los Angeles Tourism
& Convention Board, educated attendees
on the varied facets of these destinations.
Another objective of the webinar was to
assist travel agents in curating interesting
itineraries incorporating a mix of available
options.

New York City
During the webinar, the audiences were
updated on USD 30 million global, multimedia marketing campaign – “Where were
you summer ’21?” that NYC & Company

recently launched to attract potential
visitors. They were also informed that the
city is the home of Indian actress Priyanka
Chopra Jonas’s first Indian restaurant, Sona.
Additionally, NYC is also a proud home
for the world’s first Harry Potter flagship
store, which just opened its
doors.
Other than these, the city
has a range of attractions for
tourists, such as, the Statue
of Liberty, Ellis Island,
Broadway, the Brooklyn
Bridge, Central Park, the Metropolitan
Museum of Art, Grand Central Terminal, the
Wall Street, Greenwich Village, SoHo, West
Village and more.

Philadelphia
Conveniently located between New York
City and Washington, D.C., Philadelphia,
is a city rich in history, innovation, arts and
culture. The city is known for its vibrant
neighbourhoods, tax-free shopping, awardwinning dining, prestigious universities, and
much more. The tourists can discover more
about Philadelphia, which is the birthplace
of America and the first World Heritage City
in the US.

Hotel Employee Rate appoints
IndiJo Consulting as its India
market representative
Commenting on the appointment,
Lara Sidhu, Director Business
Development
-APAC,
Hotel
ndiJo Consulting has been
Employee Rate said, “We are very
appointed by Hotel Employee
pleased to announce that
Rate as its representative
IndiJo Consulting will
in the India market.
be representing Hotel
The activities of the
Employee
Rate.com.
representative agency will
While India is a new
include market outreach
market for us, we see
through sales, marketing,
immense potential and
and PR initiatives on behalf
we’re eager to showcase
of hotelemployeerate.com.
Lara Sidhu
India’s
beautiful
Speaking on this, Joseph
hotels and locations on our global
Fernandes, CEO, IndiJo Consulting,
platform. As we see travel resumes,
said, “We are extremely excited
hotelemployeerate.com will help
to represent Hotel Employee Rate
mitigate the current issues in hotel
which we believe has the potential
employee satisfaction and retention
to do exceedingly well in India,
rates.”
by offering hotels dual benefit of
Hotelemployeerate.com
is
a
providing their employee with an
program which offers exclusive
additional perk, and at the same
hotel employee rates for hoteliers,
time opening up a new platform of
their friends, and families.
attracting leisure guest.”
TBM Staff | Mumbai

I

The webinar informed that the newly
opened Neon Museum of Philadelphia
indeed lights up Philadelphia’s history,
which can be a great attraction for fall or
winter visitors.

Los Angeles
This sprawling Southern California city is
the centre of the nation’s film and television
industry. It is the home of Hollywood and an
ultimate destination for a leisure or business
trip. Tourists can play, shop, and meet
throughout the L.A. area, from Hollywood
and Downtown to the Valley, Westside, and
Beach Cities.

Santa Monica
Santa Monica is a coastal beach city west
of downtown Los Angeles. The city is an
appealing destination for travellers of all
ages and interests compared to neighbouring
beach communities. The western side
of Santa Monica is where the two main
attractions of the city are located – Santa
Monica State Beach and the family-friendly
Santa Monica Pier. The destination is easily
accessible from LA via major thoroughfares
like Santa Monica Boulevard and the Santa
Monica Freeway.

CIAL, Air India Express sign MoU on special
promotional schemes for passengers
TBM Staff | Mumbai

C

ochin International Airport Limited (CIAL) and Air
India Express Limited signed an MoU for exploring and
implementing several promotional campaigns, programmes and
schemes for passengers. As part of the MoU, both the companies
are launching an all-new promotional scheme for the passengers.
The passengers travelling on Air India Express(AIE) can avail 15
to 20 per cent off while shopping from the Cochin Duty Free shop
at the international departure terminal. In addition, passengers
travelling on any airline will stand a chance to win free roundtrip tickets through a lucky draw if they are purchasing from
Cochin Duty Free.
S. Suhas, Managing Director, CIAL said the signing of the
MoU sets a significant milestone for closer collaboration and
long-term association between CIAL and Air India Express
Limited. Partnerships between institutions are built on shared
values. AIE identifies CIAL as one of its primary hubs. AIE is the
single largest international airline operator from CIAL in terms
of number of flights, he added.
Aloke Singh, CEO, Air India Express said with the MoU,
AIE is looking forward to engaging with its customers more.
Being the largest international airline operating in Kerala,
Air India Express is looking forward to leveraging the
tremendous tourism potential offered by the State once the
situation comes back to normal.
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What is happening in Afghanistan is the onset of another
affliction for the world’s ailing tourism economy.
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t was at a CAPA conference at Mumbai in the earlier part of this
century where I met a young man from Kabul whose calling
card mentioned his name in only one word- Javed. His designation
was CEO of a yet-to-be-launched domestic regional airline of
Afghanistan. Things weren’t rosy at all even at that time in his country but his remark impressed me
deeply. He voiced something to the effect that just because climate isn’t conducive one shouldn’t stop
planning for the future.
Now health and political stability are seldom the subjects of tourism study but their impact is universal.
Two decades later, as if the Chinese virus wasn’t enough, a new crisis is rising in the world.
The Afghan and instability and unrest may cause a Rs 2 billion hit to an integral and lucrative part of
India’s tourism. About 30,000 medical visas are issued every year for Afghan nationals. It all is up in the
air for now.
While that young man from Afghanistan flashed into my mind the other day, another example of
ambition, though touched by dollops of cynicism, was seen still more recently. An early 20s youth from
Britain was one of the evacuees who was somehow rescued and brought back in a British army plane last
week. This guy, by the name of Miles, is an enthusiast who prefers experiential travel of another order. He
stated that he likes to visit dangerous places across the world and that is what had inspired him to buy a
ticket to Afghanistan just a few weeks back.
The two boys reflect two aspects of a fault line in the travel mood, priority and understanding of how
travel impacts us in different places and in diverse contexts.
Meanwhile the UNESCO Director-General has appealed for the preservation of Afghanistan cultural
heritage in its diversity. When gunpowder and tanks rumble, cultural heritage preservation or education takes
a back seat.
The general response to such an imbroglio would be that it is not the tourism industry’s brief to tackle
such challenges. However, as the travel business waits for the dust to settle, the vaccines to proliferate and
one or the other side to settle down in the sands of Afghanistan, who should worry about it the most?
Not merely those who live in those environs and cultural milieu but equally those across the seas who
make a living out of it. And remember, it is not just about Afghanistan.
Anurag Yadav
Industy Expert
The views expressed in the column are of the author, and may or may not be endorsed by the publication.
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Saudi Tourism appoints Think Strawberries as its India
market representative; opens a office in India
TBM Staff | Mumbai

T

hink Strawberries has been appointed by
Saudi Tourism Authority as its India market
representative. The representative agency will
be responsible for implementing a robust crosschannel marketing strategy within the India
market to help contribute towards this target.
Think Strawberries has been awarded the
India mandate following a multi agency pitch
that focused on creatively showcasing Saudi
Arabia’s attractions including its magnificent
historical sites, ancient ruins, sandy beaches,
delectable cuisines, world-class shopping malls,
theme parks and the luxurious Red Sea project
among plenty other offerings.
Commenting on this, Munnmunn Marwah,
COO, Think Strawberries said, “In an ever
evolving tourism landscape, Saudi Arabia
is a refreshing addition to our catalogue of
clients. The country has recently opened its
doors to tourism and we are delighted to be so
intrinsically part of that journey as its India
partner. We enjoyed bringing the brief to life
and we’re looking forward to working with the

tourism promotion department
STA’s strategy and mission.
to develop Saudi Arabia as an
Commenting on this, Fahd
attractive tourist destination for
Hamidaddin,
CEO,
Saudi
Indians.”
Tourism Authority, said, “STA
The second biggest tourism
is focused on enhancing its
destination in the middleability to deliver a truly global
east after UAE, Saudi Arabia
scale offering by investing
is optimistically targeting 100
resources today in the network
million annual visits by 2030,
that will drive our business
up from about 40 million a year
for the future.We are building
before the pandemic.
an integrated global team
Meanwhile,
the
Saudi
of professionals to showcase
Munnmunn Marwah
Tourism Authority (STA) has
Saudi’s diverse offering of
opened a commercial office in India as part of
cultural adventures, world class heritage sites
its strategy to engage the tourism trade in key
and authentic Arabian hospitality.”
source markets and raise awareness of Saudi,
The India representative office is being set up
the authentic home of Arabia, as travellers
with the support of Think Strawberries, a leading
around the world dream of exploring exotic
destination consulting and representation
destinations once more.
company that provides strategic direction to
The India office will be responsible for trade
global tourism brands and destinations through
and consumer marketing activities, expanding
meticulous market research and intelligence, a
the reach and relevance of Saudi’s tourism
dedicated sales force, innovative tools and best
offer and working with tour operators, travel
practices, to nurture and develop them from a
agents and other industry stakeholders to build
long-term perspective.
awareness and drive conversion in line with

Flyme appoints Nijhawan Udaipur records maximum tourist
footfall in 10 years: Rajasthan Govt
Group as GSA for India
TBM Staff | Mumbai

F

lyme has appointed Nijhawan Group as its GSA (General Sales
Agent) for India. The new representation is expected to bring
added benefits to travellers from India to the Maldives.
Speaking on the partnership, Priyanka Nijhawan, DirectorRepresentations, Nijhawan Group, said, “We are pleased to form
this partnership with Flyme. India
accelerated its growth to become the
number one source market for the
Maldives. This also created a gateway
for better flight connectivity from
India. We aim to invest our resources
in customer experience, during prebookings, in-flight and on the ground
as we look forward to promoting this
across the Indian market.”
Flyme, operated by Villa Air of the
Priyanka Nijhawan
Villa Group of Companies, is set to
operate from Bengaluru, India to the Maldives starting from 26th
September 2021.It provides air transport services to domestic and
international airports serving both the local community as well as
international passengers.
Abdulla Nashid, Managing Director, Flyme, said, “Maldives has
risen in popularity with Indian travellers and with a GSA in the
country, Flyme is gearing up to provide visitors with an opportunity
to fly directly to the islands of the Maldives. With this partnership,
we aim to position Flyme as a leading air transport provider for
Maldives and support economy of the country through developing
a better aviation route.

TBM Staff | Mumbai

D

espit.e the ongoing COVID-19 pandemic Udaipur has recorded maximum
tourist footfall in 10 years, said Gayatri Rathore, Principal Secretary,
Tourism, Rajasthan.
“At a time when tourism has been the worst-affected sector amid COVID,
things have improved here. In fact, better than in previous years. Udaipur has
recorded maximum
tourist footfall in 10
years. Occupancy rate
(in hotels) has gone
up,” said Rathore.
She said the state had
become a monsoon
getaway
and
destressing point in
COVID times.
“On
weekends,
popular destinations bordering other states see packed hotel rooms. We
are trying to make things as feasible as possible for tourists with options
like ‘workcation’ and ‘staycation’ with basic infrastructure and internet
connectivity,” said the Principal Secretary.
“We are trying to connect with intangible culture heritage activities in those
areas, we are also promoting rural and experiential tourism. The government
is hopeful that during the tourist season, the number of tourists will be coming
to the state will be increased,”she further added.
Udaipur is also known by the name of ‘The City of Lakes’. The city was the
former capital of the erstwhile princely state of Mewar. Historical monuments
and lakes dot various parts of the city.
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More and more outbound travellers from India
opting for doorstep visa: VFS Global
TBM Staff | Mumbai

W

ith international travel opening in a
phased manner amidst pandemicinduced restrictions being lifted, data
analysis of visas processed over the past
six months indicate the emergence of
a discerning set of travellers opting for
premium services for a safe and convenient
travel experience.
This trend comes to light as a result of a
significant increase in customers requesting
for the Visa At Your Doorstep (VAYD),
service offered by VFS Global. This optional
service empowers customers to complete
their entire visa application submission
process from the comfort of their homes or
any other location of their choice.
According to data analysis by VFS
Global, foreign-bound travellers from

Vinay Malhotra, Regional Group
India that opted for VAYD
COO - South Asia, Middle East &
services grew by more
North Africa and Americas, VFS
than six times between
Global.
January and July this year.
The data trends also indicate
Given international borders
large
group
bookings
(in
began to reopen only in
thousands)
from
relatively
June following the set back
smaller markets such as Goa
caused by the second wave
and Kochi. VAYD beneficiaries
until May, the number has
also comprised of CXOs, and
more than doubled in just
Vinay Malhotra
celebrities from sports and the
over a month.
film industry.
“Touchless travel with an
Currently, the VAYD service is available
enhanced focus on safety and well-being
to Indian travellers visiting UK, Austria,
are key to customers today. The uptick in
Croatia,
Czech
Republic,
Denmark,
VAYD services is another great indication
Estonia,
Finland,
France,
Germany,
of changing customer preferences. With
Hungary, Iceland, Italy, Latvia, Lithuania,
the digital consumer experience evolving
Luxembourg, Slovenia, Portugal, Slovakia,
rapidly, we foresee a higher demand for
Switzerland, and Ukraine..
such premium services that enable our
customers to prioritise safe travel,” said

Second edition of Virtual Travel Mart
aims to rebuild travel & tourism industry
TBM Staff | Mumbai

A

Sponsor and Atlantis, The Palm Dubai
are the Supporting Sponsors. Apart from
the sponsors, there are many exhibitors
showcasing their products and
services.
The
Expo
will
witness
attendance from across India
in different segments such as
Outbound, Inbound & Domestic
Tour Operators, MICE, Wedding
Planners and the likes.

fter the great success of VTM2020
last year, TravelGyaan is
pleased to announce the launch
of the 2nd edition of Virtual
Travel Mart (VTM2021) on
15th and 16th September
(Wednesday & Thursday). The
Expo will witness quality travel
trade attendees from India
Speaking about the event,
Nikita Rawtani
Nikita
Rawtani,
Founder,
Expo Features
TravelGyaan, said, “VTM2021
The Virtual Expo platform will
is a quality focussed Buyer – Seller Expo
enable Interactive video meetings between
and aims to kick-start an initiative to rebuild
buyers and sellers in the Exhibit Hall,
travel. We are on a mission with a cause and
Networking Sessions in the Break-out

truly believe that participation in VTM will
give the Sellers a wonderful opportunity
to meet, re-connect and network with the
buyers.”
Several
tourism
authorities
have
extended their support to the event.Saudi
Tourism Authority is the Destination
Sponsor, Switzerland Tourism is the
Signature Sponsor, New South Wales is the
State Sponsor, Macao Tourism is the Main
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zone, Press Mileage in the Media Zone
and Power-packed LIVE sessions in the
Knowledge Centre. It also has features such
as pre-registrations and pre-scheduled
meetings between buyers and sellers.
Visit the Expo on 15th and 16th September.
Meet Exhibitors, Attend Knowledge
Sessions, Win Prizes every hour.
Register FREE for Virtual Travel Mart
on http://events.travelgyaan.com

Karnataka advises public
to postpone plans to visit
Kerala till October end
TBM Staff | Mumbai

K

arnataka government has appealed to the
public to defer their plans to visit Kerala
till October end if there is no emergency. “This
is in order to avoid a third wave of COVID19 in Karnataka in the larger interest of
public health,” said an advisory issued by the
government on August 7.

The advisory also asked educational
institutions and business establishments to
instruct their wards and employees to defer
travel between Kerala and Karnataka till the
end of October.
According to the advisory, despite special
measures like seeking negative RT-PCR reports
and repeat testing for COVID-19 amongst those
returning from Kerala, a considerably high
number of cases is being reported, especially in
Dakshina Kannada and Udupi.
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Perspective

Career Routes to Dynamic Skills Portfolios:
What matters to the new age employees?

By Dr Nimit Chowdhary, Professor of Tourism, Department of Tourism and Hospitality Management,
Jamia Millia Islamia

I

n mid-2019, we were training a group
of school dropouts for F&B skills as a
part of the HSRT programme of the
Ministry of Tourism, the Government
of India. The entire six-week programme
was free of cost for the participants, and the
parents and guardians of the prospective
candidates were keen on having their wards
enrolled on this programme. Towards the

Dr Nimit Chowdhary is Professor
of Tourism with the Department
of Tourism and Hospitality
Management at Jamia Millia
Islamia. He has more than 27 years
of the academic experience of
which he has been a full professor
for 14 years in India, China,
and Mexico. A recipient of many
academic awards and recognitions,
he has authored 13 books and more
than 140 academic papers. He has
travelled extensively to around
40 countries and almost all states
within the country.

programme’s close, we invited a leading 4-star
hotel chain to interview these trainees for the
job. Lo and behold, the company selected
27 out of these 30 trainees. Mind it, school
dropouts with a six-week training were now
to work with a leading chain in a superlative
work environment. However, 22 of them left
the job and, shocked we, went into some
serious thinking. Are the millennials not keen
on working?
What we found out is intriguing, and it was
corroborated by some research. A general
perception is evolving that millennials and
Gen Z are a generation of job hoppers. How
good does that hold? A report by Forbes
suggests that the new generation believes
that job-hopping speeds up their career
advancement. More than 90% of millennials
expect to stay in a job for not more than
three years.
Today, more and more of the new generation
work for fulfilment and happiness rather
than survival, as was the case with the silent
generation and the baby boomers. Postindependence (or post world war in a global
context), they were concerned mainly about
job security to meet the basic needs of self and
family- food, clothing, and shelter. As a result,
they would stick to the job even if they didn’t
like the atmosphere. Then came the Gen X
of the 1960s and 70s, who benchmarked
globally and were more concerned with
making a difference to their living standards.
They sought a decent salary to repay EMIs of
their housing, personal vehicles, education of
their wards, healthcare, leisure, etc.
Thanks to socio-economic development,
there is a distinct shift in the aspirations of
Millennials from Gen Z. Survival is no more a
concern. Not even the living standards. They
are largely taken for granted. Driven by Zindagi
Na Milegi Dobara attitude, this generation is
more concerned with a gratifying experience
at the workplace and during the job. They
believe that job-hopping helps with a higher
learning curve and that those who stay longer
often get paid less. Various researches suggest
that this generation is likely to take up 10 to
15 jobs in a career span. Further, research has
pointed out that this generation is expected to
take 6 to 7 career changes in a lifetime. Thus,
they spend 3 to 6 years with a skill set in a job
and more time and effort in transitioning. So,

it will be worth deliberating the relevance of
a 4 to 5-year career-oriented degree when an
individual will spend less time making use of
such qualification!
Typically, individuals would look for a
small shot of skills and try to capitalise on the
investment (cost and effort) over the next 3
to 4 years. They will enjoy the domain- the
job and its setting to address their aspirations.
However, the YOLO (you only live once)
culture restrains them from committing to
only one experience type. Thus, they should
have choices- upgrade their skills within the
same domain, advance on the same career
path, or acquire other skills to move to another
field- related or unrelated. Rigid long-term
programmes must be substituted with flexible
shots of learning and skills. The learner
should be able to design and build their own
portfolio of skill sets as per their interests to
carve a unique career that returns satisfaction
to them. They should also be able to pace their
learning without the fear of failing a diploma
or degree. They only acquire knowledge and
also have credits for the same.
The skills-landscape is going to be very
dynamic. Jobs are, at best, transient. We
cannot train today for the jobs of tomorrow
with the companies that are not yet born.
The skills of yesteryears would soon become
irrelevant. People will not put in their money
for old school jobs anymore. The individuals
will have to keep pace and keep acquiring
newer skills throughout their life. From mass
producing skilled labour, we need to create
creative individuals who can handle any
situation at hand.
Even within the tourism and hospitality
sector, many colleagues could not reorient
themselves and are waiting for old jobs to
reappear. I am afraid the post-COVID world
would be a different landscape requiring
very different skills. Jobs and roles will
have a new avatar. Are we prepared for
it? In the meantime, try acquiring some of
these skills- emotional, mental and spiritual
fitness, digital citizenship, financial literacy,
entrepreneurship,
communication,
and
critical thinking.
‘The views expressed in the column are of the
author, and may or may not be endorsed by the
publication.’
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hile the ongoing pandemic
has brought in many changes
in the travel and tourism
industry it has at the same
time provided momentum to the few segments
that remained stagnant for years. One such
segment which is registering growth in India
is Caravan Tourism. It goes without saying
that travelling in a caravan is a pretty safe
experience as one is always in charge of their
sanitisation. Besides one doesn’t have to rely
on outside food as the van is equipped with
a kitchenette. And club it with the prospect
of waking up to the sounds of nature and
enjoying panoramic views throughout the
journey everyday. It’s just a perfect fodder
for vacation.
No wonder,the demand for camper vans
has gone up significantly in the last few
months.”There has been a surge in enquiries
for Caravan tourism and most of the queries

Manish Kriplani

MD
Baywatch Travels Pvt Ltd
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Caravan Tourism

Photo courtesy: Wacation on Wheels

10

Chugs out of Pandemic Halt
Even as the travel and tourism industry is trying hard to wriggle
itself out of the Pandemic rut, Caravans are on rolling wheels to
chart new path, writes Prasenjit Chakraborty.

are from guests who have experienced this
overseas like Newzealand or USA. This is
definitely because of the Pandemic whereby
people want to travel in their own bubble.
They could travel from Point A to B and back
home without rubbing shoulders with any
one,” points out Manish
Kriplani, MD, Baywatch
Travels Pvt Ltd. People
have realised that this is
a safe travel option in the
current situation, and is
being used regularly for
travel by senior citizens
or people with children.
Neha Soman, director,
Wacation On Wheels Pvt
Ltd, which offers Caravans
Neha Soman
for hire in different cities,
Director
says that they provide
Wacation On Wheels Pvt Ltd sanitised caravans at

their customers’ doorsteps. “Even our driver
compartments are separate, and we can get
them tested before your trip. So one need not
to be worried at all. Besides this, the toilet and
kitchen are travelling with you, so there is no
need to get down to use public toilets or visit
restaurants etc.,” said Soman. Rashmi Joshi,
Sr. Manager, Marketing & Communications,
2HUB, believes that Caravans has found its
way to the bucket list among young travellers
in a short span of time mainly due to social
media. “No doubt, the pandemic has left
people looking for more private and safe travel
options and a caravan offers them exactly the
same. A private yet an experiential vacation,”
opines Joshi.
The demand now is mostly for smaller
caravans, which can accommodate sleeping
arrangements for 4 to 6 people, as most of the
travel plan is designed for individual families
or small groups. “Before the pandemic, it was
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factor in the fuel and road tolls that apply on
mostly about travel in groups or 2-3 families
the chosen routes.” Raasta regularly partners
together, which required caravans which
with various campsites, hostels and hotels to
could accommodate sleeping arrangements
adapt to each traveller’s requirements.
for 8-10 people,” says Soman. The duration of
The Caravan tourism segment in India is
journey is also short as of now in India when
perceived as for rich people only, is it true?
compared with that of the western world.
Soman doesn’t agree with this and promptly
And travellers in Caravans mostly prefer to
says, “it is not correct.” And justifies by saying
explore places not far from their homes. “The
that they offer travel packages starting from
duration of journey is 2 – 3 nights as it’s a
INR 3,000 per head per day. “This is a little
new product, people are experimenting with
this and once they get used to it , it
will increase to 7 – 10 days which is
the world average,” says Kriplani.
Echoing similar sentiment, Soman
said, that maximum bookings are for
2-4 day trips. Rajasthan, Himachal,
and Leh are the destinations for
which they get the most inquiries.
“However, there are a lot of short
distance bookings too, like NashikBhadardara from Mumbai and
Pune, or even the Konkan coast,”
she said.
Wacation On Wheels,
Archit Batra
Rashmi Joshi
since its inception in 2016, catered
Founder
Sr. Manager
to every type of customer right from Marketing & Communications,
Raasta India
youngsters on adventure road trips,
2HUB
to families on holiday. The company
offers caravans from multiple locations, like
more than what you would spend travelling
Mumbai, Pune, Nagpur, Bhopal, Indore,
in your own car and staying in a hotel. But,
Jaipur, Delhi, Bangalore etc. and is also
you also get an unforgettable experience
in the process to add more locations in the
of caravan travel in India,” she points out.
near future. For Baywatch, its focus is on
However, Joshi feels that Caravans are
the luxury segment only. “We are currently
expensive when compared with hotel stays.
offering the chauffeur-driven vehicle as our
“This is one of the issues in caravan tourism
focus is luxury experiences. However, we are
in India,” she points out.
in talks with a few manufacturers for a selfdrive smaller protype,” reveals Kriplani.
The Challenges
Since Caravan tourism is now at a very
There are many operational stumbling
early stage in India, and not many people
blocks here. For example, different states
have experienced it, what a first time traveller
have different rules and rates for their road
should look at while booking? Says Archit
taxes and other compliances. This creates
Batra, Founder, Raasta India, “Someone
a problem for travellers as well as caravan
who is looking to rent a Caravan for the first
providers. Even RTO officials are confused
time should primarily decide whether they
in which category such vehicles fall- heavy
are looking for an adventurous camping
or light weight? “Many people compare
experience or a luxury one One should also
Caravans with Vanity vehicles which are

feature
being used by celebrities during shootings.
We are in talk with RTO officials to dispel
the doubts. Apart from this, absence of an
association (for Campervan Tourism) also
makes our task difficult,” laments Kriplani.
Another teething problem is the lack or
virtual absence of Camping Sites in India.
As a result, caravan providers have to tie up
with private players for parking their vehicles
which, according to experts, are not good
for the safety of travellers. “Camping
infrastructure is non-existent in India.
We have tied up with private property
owners at various tourist locations to
ensure safe parking for our caravans.
We also park regularly at parking lots of
hotels or restaurants along the highways,
with their permission, and we have
never been turned away by anyone,”
says Soman. Due to lack of campsites,
Baywatch is currently discussing with
a few resorts in Karnataka and Tamil
Nadu so that these resorts offer space
to park their vehicles during night.
“We are doing this as the safety of our
guests is of prime importance to us,”
says Kriplani.
It is time the government came up with a
uniform policy on road tax and some clarity
on the subject especially when vehicles cross
inter-state borders. Besides this, there have
to be government approved and managed
campsites in scenic routes where travellers
can park their vehicles and sleep in peace
overnight without any safety concern.
Also, these sites should have facilities like
electricity charging, cleaning, convenience
stores etc.
If the ongoing activities are any
indication, then the sector is all set to make
rapid strides in near future with a lot more
caravan operators and even individual
travellers would start thinking about owning
caravans.
prasenjit.chakraborty@saffronsynergies.in
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rate as compared to internalcombustion road vehicles, as they
use electric power and battery
to hover, take-off, and land
vertically. eVTOLs will enable air
taxis with intra-city connectivity
a frequent mode of transportation
in India. We had launched a ‘Sky
Shuttle’ service between smaller
airports, ensuring zero waiting
periods and the shortest flying
times achievable. Furthermore,
we plan on expanding operations
in India and other markets,
including the Middle East. We
also plan on buying pre-owned
aircraft in the US and Europe
through our leasing subsidiary,
which enables us the flexibility to
tap customers both in India and
overseas.

‘The private charter business is witnessing
an all-time high demand right now’
The increasing
complexity and
disruptions in flying
commercial, for
which there is no
clarity on when or
what the new normal
will be, is resulting
in a significant
spike in demand for
private aviation says
Kanika Tekriwal,
CEO & Founder,
JetSetGo Aviation in
an interaction with
Disha Shah Ghosh.

www.travelbizmonitor.com

Q JetSetGo
to set up

was planning
aircraft leasing
business in India. What is the
status on that? Any plan for
global expansion?
JetSetGo was established with
an aim to redefine the meaning
of chartered air travel in India;
currently, we are operating India’s
largest private jet & helicopter
fleets. The leasing subsidiary is
part of our long-term plans, which
include expanding operations
in India and other markets.
JetSetGo’s aircraft leasing unit
will start operating from GIFT
City next month when it brings in
a Hawker 850. With the Hawker
850, we are looking to become
the first Indian aircraft leasing
company. However, the first plane
will be leased to the holding
company to test out the feasibility
of the leasing model in India. We
are planning to bring in at least
six aircraft by the end of 202122. In total, we would be looking
at about an $18 million outlay.
Hopefully, by the end of next
year, 2022, we would also plan
at leasing planes to international
locations.
We are also aiming at enabling
urban air mobility in the crowded
cities of India with eVTOLs
which will help us to reach our
goal. eVTOLs are eco-friendly
and have a 35% lower emission

Q How
been

many aircraft have
acquired as yet?
Which is your base station for
these operations?
We are the first in leasing aircrafts
and are slowly increasing our
fleet. We have a dedicated fleet
of 22 aircraft out of which 11
are self-owned and a few others
are on marketing contracts with
us on lease, globally. Delhi is
the base station for our primary
operations.
us on the funding
Q Enlighten
for this venture, and plans
to scale up?
When I started JetSetGo, I thought
that I would be able to build my
business out of my savings, earn
revenue, reinvest it and grow
steadily. Later on, I realised that
without an increment in growth
capital I will not be able to scale
up the business just as quickly.
So, after garnering preliminary
interest, we took the big step
of inviting investors into the
business. Our investors include
renowned Indian cricketer Yuvraj
Singh and Puneet Dalmia, the
successor of the Dalmia group.
Speaking of plans to scale
up, we are setting up a leasing
subsidiary and are already in the
midst of our initial acquisition
programme
and
will
start
operating from GIFT City next

month. We are looking at raising
venture funding for this.
viable is it to operate
Q How
aircraft leasing business
in a complex aviation market
like India, especially with high
taxation policies?
It is definitely challenging, but
not impossible. India, unlike
other countries like the US, is
perceived to be more complex.
We are just entering the leasing
segment and like to call ourselves
the ‘guinea pigs’ getting our first
aircraft which is going to land in
India soon. Therefore, initially, it
is likely to face hurdles regarding
certain clearances from the
government on custom duties
and export procedures etc.
The idea is to wait for at least
60 days from the date of the first
plane landing and then take it
from there. Right now, the civil
aviation ministry and the DGCA
(Directorate General of Civil
Aviation) have been extremely
helpful because they are aligned
to making this work, but for
customs, we need to figure out
the logistics and processes
involved. Similarly, airports have
little clarity on where they want
to land the new aircraft, whether
to land it in an SEZ or an Indian
zone. As we keep moving, it will
be clearer as to how viable our
leasing arm will be and help us
guide the path for more aircraft
that we plan on bringing into
India. We are planning to bring in
at least six aircraft by the end of
2021-22 but it’s all subject to how
this first plane goes.
The biggest impact that the
government can make is to create
a different set of regulations
for private airlines. Currently,
the regulations for commercial
airlines and for private jets are the
same, which are extremely timeconsuming. For example, if you
buy a plane and register it in San
Marino or the UK or America, the
plane starts flying within 25 days,
30 days of buying it. In India, that
same procedure takes anywhere
between 60 to 120 days.
time when businesses
Q Atarea looking
at asset-light
model to ease pressure on the
finances, what makes JetSetGo
opt for an asset-heavy venture?
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While the aviation industry was
bleeding, we experienced our
best year which can be attributed
to the increased market interest
in hiring a private jet for their
safety appeal as travelling by
private jets has lesser touch
points than any other mode
of transportation.
We started facing issues
where demand exceeded the
supply. This was the trigger
along with the initiative
of the government for setting
up a leasing arm in the gift
city which made us opt for an
asset-heavy venture.
the past 16 months of the
Q Inlockdown,
there has been
a surge in demand for private
aviation. Tells us about the trends
observed, segment-wise growth,
and the expansion of services by
JetSetGo.
The private charter business
is witnessing an all-time high
demand right now. Private flying
offers a plethora of benefits such
as safety, onboard comfort, ease
of booking, discretion, speed

of service, timing, seamless
ground
transportation,
etc.
Given the current disruption
in-flight services, charters offer

a high degree of flexibility and
dependability.
Before the onset of the
coronavirus, we used to receive
anywhere between 30-40 requests
per day for charter flight bookings
mostly for business flights.
Post the lockdown, there was a
sudden demand for evacuation
flights. We were able to fly close
to 17 evacuation flights with all
the required approvals in place,
during this time.
As countries across the globe
are easing travel restrictions, we
have seen a substantial surge in
requests for leisure travel. Several
popular destinations are now

IN CONVERSATION

opening up for Indian travellers
and vaccines are being rolled
out across the globe. Currently,
Ukraine, Russia, Mexico and
Maldives are the top
destinations
for
leisure
travel. We have seen a ninefold increase in booking
requests out of which 70%
are new clients of JetSetGo.
We have seen approximately
10-12 booking queries each
day ever since the air travel
suspension was lifted for the
Maldives and other European
countries. This further reiterates
the growing faith of people in the
private aviation segment. We are
anticipating that more flyers will
opt to fly private due to the safety
concerns over COVID-19 and the
convenience that it offers.
We are also in the process of
setting up an aircraft financing
and leasing arm at Gujarat’s Gift
city and are in the process of
acquiring pre-owned aircraft. The
venture will be a fully-owned unit.
The increasing complexity and
disruptions in flying commercial,
for which there is no clarity on

when or what the new normal will
be, is resulting in a significant
spike in demand for private
aviation. Furthermore, our focus is
on enabling urban air mobility in
congested cities of India by using
eVTOLs that are eco-friendly
and will contribute towards a
healthier environment. eVTOLs
have a 35% lower emission rate as
compared to internal-combustion
road vehicles as they use electric
power and battery to hover, takeoff, and land vertically. We are
working towards turning this
vision into reality with JetSetGo’s
‘Sky Shuttle’ service.

Q What
wide

is

the industrydemand
ratio
between aircraft charters and
helicopters?
There are approx 356 private aircraft
in India including helicopters. At
JetSetGo, we operate a fleet of both
aircraft and helicopters. The most
popular among our guests are our
aircraft as compared to helicopters,
likely due to longer journeys being
in demand.
disha.shah@saffronsynergies.in

news round up

Western India Chapter held its physical
meeting in Mumbai; new MC swings into action
Prasenjit Chakraborty | Mumbai

T

he bi-monthly meeting of TAFI (Travel
Agents Federation of India) Western
region was held physically after a long time in
Mumbai on August 20. The aim of the meeting
was to apprise the members about the latest
Visa norms for some of the European nations
that opened their borders.The representatives
of several airlines like Lufthansa, Air France,
Vistara, IndiGo, KLM etc were present in the
meeting. “Representatives from two tourism
boards Switzerland and Atout France made
their presentation and informed our members
about latest developments from their sides,”
said Jitul Mehta, Chapter Chairman, Western
India Chapter, TAFI. Officials from VFS Global
were also present in the meeting.
Talking about his priority, Mehta said that
as destinations are opening up gradually,
my responsibility is to ensure that each and
every member is aware of the latest Covid-19
procedure and other related matters. “Our
main focus is to coordinate with all authorities
like tourism boards, airlines etc. and get the

latest information from them and pass on the
updates to our members. We have to make sure
that our members are not confused and conduct
their business smoothly,” Mehta pointed out.
Members of the newly elected National Team
of TAFI were also present in the meeting and
shared their vision with the members. “We
also felicitated our old national team and
thanked them for their valuable contribution
towards this association,” he said. Mehta
also appealed to all members to register their
companies with MSME and MoT. “In today’s
context it is extremely important. We want the
business of all our members to be protected,”
said Mehta.
Meanwhile, Ajay Prakash, President, TAFI,
while speaking to TravelBiz Monitor on
the sideline of the event, said that the new
Managing Committee already swung into
action. “Every member of the new MC is keen to
bring a perceptible change in the association,”
said Prakash. In this direction, they have
formed 9 committees and each committee is
headed by a MC member. Citing an example,
Prakash said, “One member is heading a team

which looks into Airlines and IATA related
issues, similarly somebody is responsible for
communication with the members.”
He also said that Anil Kalsi, Joint Secretary,
TAFI, has been appointed as head of Govt
Liaison Committee. “Our Joint Secretary
Kalsi met V K Singh, Minister of State for
Civil Aviation and brought up a range of issues
pertaining to agents with him. He apprised the
minister why a regulation is needed to protect
our agents from the airlines. The minister gave
a patient hearing and asked us to prepare a
note on this and he will take it forward,” said
Prakash. Besides this, the new committee also
started its fortnightly newsletter which was
not in circulation for a long time.
Another important initiative is the
involvement of MC with chapter level, the aim
is to bring better coordination. “We already
held meetings with the Delhi chapter and soon
will meet Karnataka and Gujarat chapters.
The idea is to connect with them and get their
views and implement them,” he said. “Going
forward, we have to intensify our interaction
with the ministry,” said Prakash.
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Cultural Tourism Market to Witness
37% of the Growth from Europe
A report by Technavio finds that growing affordability, increasing preference of consumers
for cultural tourism to break mundane lifestyles and surging contribution toward GDP and
employment are the major factors driving the growth of the market. It also finds that Italy and
Germany will contribute to the growth significantly from Europe. TravelBiz Monitor presents
some key highlights of the report.

T

he cultural tourism market is poised to grow by USD 3.77
billion during 2021-2025, progressing at a CAGR of almost
16.41% during the forecast period. The report published
by Technavio identifies growing affordability, increasing
preference of consumers for cultural tourism to break mundane
lifestyles, and surging contribution toward GDP and employment are
the major factors driving the growth of the market. However, the high
impact of terrorism, threat from natural disasters, and popularity of
adventure tourism are few factors anticipated to impede the market’s
growth over the next few years.
This report presents a detailed picture of the market by the way

of study, synthesis, and summation of data from multiple sources
by an analysis of key parameters. Technavio analyses the market by
type (Domestic cultural tourism and International cultural tourism),
category (Cultural eco-tourism, Indigenous cultural tourism, and
Socio-cultural tourism), and geography (Europe, APAC, North
America, MEA, and South America). Domestic cultural tourism
was the largest revenue-generating type segment in 2020 and is
likely to dominate the growth during the forecast period. In terms
of geography, 37% of the market’s growth will originate from Europe
with Italy and Germany being the key markets for cultural tourism
in the region.

Global Cultural Tourism Market 2021-2025
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travel & tourism
effective has been
Q How
Q The
representation business has
the digital medium for
undergone a complete transition
with global restrictions in force
due to the pandemic. Enumerate
on some of the communication
strategy changes undertaken by
Think Strawberries?
As soon as the nationwide
lockdown was announced, we
introduced certain tools in the
system for uninterrupted internal
and external communication
whilst ensuring the quality of
output remains uncompromised.
Needless to say, the digital-led
approach enabled us to remain
connected even in the most
difficult of times. Be it through
email marketing, social media,
virtual meetings, CRM and
elaborate reporting system, we
ascertained that we provide
timely updates to our clients
and as well as keep them at
the forefront during the travel
hiatus.
Now, as some of the countries
have started opening their
doors for Indian travellers, we
are aggressively rebranding
our clients as safe destinations,
conducting strategic marketing
campaigns and drawing attention
to their unique tourism offerings
across consumer segments.

Q

In. these extraordinary
times, what would you
term as some of the challenges
for destination representation
companies while representing
large, medium and small nations
or variety of products?
Travel restrictions imposed by
some destinations for Indian
travellers is the biggest challenge
at the moment. Other than this,
the reduction in number of flights
operating through certain routes
is another hurdle that we need to
jump through. Non-acceptance of
some vaccines available in India
by international organizations
is also another concern. Having
said all this, we are positive that
with time countries who have
been wary of Indian travellers
due to safety concerns would
soon start welcoming them
again. Also, with more number of
people getting vaccinated every
day, we are certain that reaching
pre-Covid number is not a farfetched dream anymore.

promotions
and
outreach
compared to the traditional
in-person meetings and events?
Extremely effective! Although,
digital
mediums
were
an
essential aspect of our business
even before the pandemic hit the
world, COVID-19 accelerated
the need for everyone to accept
this as the ‘new normal’. From
e-meetings and virtual events to
social media and tech-led tools,
digitalization in Covid times
enabled us to remain relevant
in the face of one of the most
challenging crisis witnessed by
the industry.

‘We are very optimistic about the
revival of outbound tourism’
uneven
vaccine
Q With
distribution and inoculation

still at low pace of populations
across the world leading to
uncertainty of complete reopening
of borders, what are some of
the crucial measures required
to sustain in the representation
business?
While some countries have been
slow to implement fast-paced
inoculations, countries like UAE
and US have vaccinated around
50% – 60% of its population. Even
countries such as Maldives, one of
our prominent clients, and France,
where we represent Disneyland
Paris, have successfully vaccinated
a majority of its people. Owing
to this development, our efforts
are currently geared towards
positioning our clients as safe
destinations and marketing them
to diverse customer segments so
they remain on top of mind when
travel restrictions ease and travel
decisions are being made.
of innovation, what
Q Inareterms
some of the measures
you would list to infuse confidence
among travellers?
Currently, the number of people
getting vaccinated in a country is
the primary enabler for a tourist
to choose a destination to travel.
Other than this, a scattered
population, innovative attractions
on offer, flexibility to cancel/
modify flight and hotel bookings,

home rentals, destinations located
around nature etc. are some of the
reasons influencing a traveller’s
decision. Restoration of confidence
will remain work in progress till the
virus is contained, large scale herd
immunity is developed or number
of cases drop substantially enough
for people to fully come to terms
with the new normal.

Q outbound would boom once
There

was

hope

that

restrictions are lifted. However,
with new variants of the virus being
cause of concern, how optimistic
are you about the recovery pace of
outbound once normalcy returns?
We are very optimistic about
the revival of outbound tourism.
Travelling is one of the innate
needs of humans and after being
isolated for over a year, people now
are choosing to travel for longer
durations to short as well as long
haul destinations. Although the fear
of new variants as well as the third
wave of the pandemic is causing
people to shift uneasily in their
seats, seeing the swift pace of the
vaccine drive has been a positive
ray of hope. After India bagging
the rank of No. 1 source market
for Maldives in 2020 and UAE
being classified as a country that
was most visited by Indians during
the pandemic, we are hopeful that
2021-22 too will be favourable for
us and our clients.

At present, the
number of people
getting vaccinated
in a country is the
primary enabler for
a tourist to choose
a destination to
travel. Besides this, a
scattered population,
innovative
attractions on offer,
flexibility to cancel
or modify flight
and hotel bookings,
destinations located
around nature etc.
are some of the
reasons influencing
a traveller’s decision,
says Yamini Singh,
Vice President - PR
& Media, Think
Strawberries in an
interaction with
Disha Shah Ghosh.

disha.shah@saffronsynergies.in

www.travelbizmonitor.com

15

16

Sustainable Tourism

TravelBiz Monitor September, 2021
n

A new path beckons
By Ansoo Gupta, Founder, OneShoe Trust

S

eptember 27 is marked as world tourism day every
year. But this year, World Tourism Day comes as a grim
reminder of the uncertainties that we face together as an
industry. While tourism is restarting and we are seeing
signs of recovery almost everywhere, we must remember some of
the very important lessons if as an industry we want to usher in a
long period of growth for all. “Inclusive growth” is the theme for this
year for tourism day and very rightly so.
When we talk about “inclusive growth”, there are many participants
in the ecosystem which can be broadly categorised into
(1)Tourism enterprises : This group is the most obvious. While
seeking long term
profitability,
not
only do they need
to keep revenues,
corporate image as
their targets but also
relationship
with
their staff, and their
impact on the global
environment
and
that
immediately
around them.
(2)Local
communities : It is
true that tourism
brings
economic
gains to the host
community
but
sometimes
the
means are not in
their best interest.
Their pursuit of
increased prosperity
should be without
exploitation or damage to their quality of life.
(3)Host environment : Industry should not only be concerned
about the harmful impacts of tourism on the local environment but
also see it as a valuable source of income for conservation. Imagine,
if all travel businesses included conservation as a part of their
agenda!
(4)Tourists : The market trends are slowly but surely turning.
Tourists are seeking a high quality experience in safe and attractive
environments;they are becoming more aware of the impacts of
their travelling. And the day is not far when tourists will actively
choose only those service providers who can demonstrate a greener
approach to tourism.
Evidently, every part of the value chain in tourism stands to gain
from tourism being made more sustainable. It is now abundantly
clear that the business-model we have been following for decades
is detrimental to many of the elements in the value chain, and
drastic changes are needed. One way of ensuring that we follow a
long-term, foresighted, sustainable model of tourism development
is to peg the growth to a yardstick that can measure not just the
contribution to GDP, but also the well-being of local communities,
health of local environment, pressure on local resources and other
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tourism impacts.
One of the countries
doing this rather well is
Costa Rica with their Social
Progress Index : A system
of indicators adapted to fit
the specific circumstances
of each destination, such
as the type of location and
the level of development,
enables comparison across 32 Costa Rican destinations. With three
categories covering basic human needs, social well-being and level
of opportunity, a set of twelve indicators are used to assess current
performance and track progress. Generally, tourism destinations
in Costa Rica demonstrate a higher index score than the wider
municipalities in which they are located which tangibly shows the
benefits of the industry at work.
Another tool to help ensure the sustainable development of
tourism is the Certificate for Tourism Sustainability. This programme,
run by the Costa Rican Tourist Board, is designed to categorise
and differentiate tourism companies according to the degree of
sustainability in operations and management, while considering
natural, cultural and social issues. The core objective is to translate
the concept of sustainability into something real and practical,
while at the same time ensuring that businesses can boost their own
productivity and help the overall competitiveness of Costa Rica.
In all businesses, we say ‘customer is the king’ and bow down
to ‘customer demand’. In tourism industry, we HAVE to treat our
product as the king. We market landscapes, heritage, culture,
cuisine – all these assets belong to humanity as a whole and are
larger than any business or customer. It is important that we as an
industry start viewing our business very differently from all other
businesses. We need a new playbook, new, self-designed, selfmonitored guidelines.
It is time for us to come together as one, bring everyone together.
Not just everyone, but also take along every mountain, every beach,
every coral reef, every tourist spot on our road to economic growth.
It is time to regenerate our product, the demand already exists
aplenty.
At OneShoe, we are proud to partner with Travel Biz Monitor to
raise these critical issues for travel and tourism development in
India, fully aware that India will be playing a key role in bringing
breakthrough innovations in the global tourism industry.
I wish you a happy World Tourism Day.

Ansoo Gupta is founder of OneShoe Trust which is a global
advocacy platform for Responsible & Mindful Travels. Gupta
is a science graduate in Physics and Mathematics with a
post graduate in business management and a certification in
Data Science & Machine Learning from HarvardX.

‘The views expressed in the column are of the author, and may or may not be
endorsed by the publication.’
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has your journey been
Q How
with Courtyard by Marriott
Nashik?
My journey with Marriott hotels
began 18 years ago in operation.
My passion to travel and work
in exotic locations brought me to
Nashik. Courtyard by Marriott
Nashik is one of the very few
hotels in the world which opened
its doors during the pandemic
and we are constantly observing
a healthy number of footfalls
and a lot of local support. As a
hotel we have come a long way,
maintaining a comfortable and
safe environment with the highest
level of hygiene standards for our
guests and staff.
brief us on the USP
Q Kindly
of Courtyard by Marriott,
Nashik.
Courtyard by Marriott Nashik
marks the brand’s 19th opening

in the South Asia region. The
property is the first international
hotel to open in the wine capital of
India and is also the first Courtyard
Marriott to open in a tier-2 market.
The brand forayed into the tier-2
market, owing to the evolving
consumer lifestyle and emergence
of desire for class and luxury and
fine experiential attitude brewing
in the markets beyond the metros.
are your plans for the
Q What
property?
The hotel is geared up with an
array of offerings beyond its uberluxurious rooms, which provides
a great stay and comfortable
atmosphere. House of Gourmet,
which is our all-day dining
restaurant, is soon to start a sevenday different themed buffet. Bakes
and Brew, which is our exquisite
patisserie-deli, boasts a selection
of exotic freshly baked homemade
bread, sandwiches, cakes, pastries,
lavish breakfast dishes and festive
treats from all around the world, and
it will soon plan to start midnight

IN CONVERSATION

menu when the government
restrictions are subsided.
The hotel is also getting ready to
launch its futuristic rooftop bar, Club
Strato, where speciality cocktails
are on the menu, showcasing
panoramic views of Nashik.
are
Q Who
customers?

your

target

With the ongoing increase of
demand in the domestic travel
market, Nashik has received a lot
of preference from leisure travellers
and trailblazers. Courtyard by
Marriott Nashik is passionate
about empowering its guests and
serving the needs of travellers
everywhere, no matter the purpose
of their trip. The convenient

‘Courtyard by Marriott Nashik is passionate
about serving the needs of travellers everywhere’

location of the hotel also helps to
get substantial patronage from
corporate travellers, whether it is a
long haul or an overnight stay.
you planning to position
Q Are
the hotel as a business
traveller’s choice of stay? What
is your strategy to attract the
business traveller segment?
Everything we do at our hotel
supports corporate travellers so that
they can pursue their personal and
professional passions. Our hotel is
equipped with many such offerings
whether one wants to spark
creativity by booking for business
events in the modern meeting
rooms or recharge in modern,
well-appointed
accommodations
that offer a tranquil retreat. As the
city experiences mushrooming of
corporate travel, we are constantly
on the lookout for tailor-made rate
offers for every corporate travelling
to Nashik.
do you plan to promote
Q How
the property?

In this era of virtual meetings
and social media representation,
we rely strongly on curating
memorable experiences for every
guest who walks in through our
hotel door. Our guests are our
biggest ambassadors. Social media
marketing remains our absolute
focus as we intend to innovate with
exciting new offers. As a fairly new
hotel, we have kept a reasonable
budget on marketing as we want
to create awareness in our source
markets.
does the property fit
Q How
in with the overall Marriott
Group’s strategy?
Courtyard by Marriott Nashik
is the first Courtyard Marriott to
open its door in a tier-2 market.
The key reason for tier-2 and to
a certain extent even tier-3 cities
becoming lucrative for Marriott
are that they are cost-effective
markets with low competition.
As the mindset of the consumer
is evolving towards quality and a
better experience, these markets
are playing an important role
to expand the Marriott brand
awareness and loyalty in these
diverse settings. Nashik is fortunate
to have Mumbai, Pune and Surat
in close proximity where Marriott
has a great loyalty base. The
property fits perfectly for this as it
is an impeccable representation of
Marriott visionty.
asmita.mukherjee@saffronsynergies.in

Nashik, the wine
capital of India, has
recently welcomed the
113-room Courtyard
by Marriott Nashik,
which is the first
international property
to come up in the city.
The sprawling new
hotel offers four flexible
meeting and event
venues, comprising
of 5,188 square feet
of fully equipped
indoor and outdoor
spaces, which are
conducive to business
and celebrations.
The property which
opened its doors
during the pandemic
is now observing
healthy footfall and
local support. Asmita
Mukherjee spoke
with Amol More, Hotel
Manager, Courtyard
by Marriott Nashik to
understand his plans
to position the property
as a place of choice in
Nashik.
www.travelbizmonitor.com
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Start-Up Forum

Bringing Innovations to the Forefront
WildTrails Technoilogies

A

By TBM Staff | Mumbai

nticipating the impact of technology, 14 years ago, TravelBiz Monitor introduced an industry-first live news portal,
with hourly online reporting on travel, tourism, aviation and hospitality industries. Since then, we have created
a niche for ourselves by providing analytical stories and statistical information to the travel trade on a regular
basis. To keep this momentum going, the Editorial team has decided to showcase new-age technology products and
services every month that have the potential to disrupt the market further. Moreover, the time now is also appropriate as the
on-going pandemic has further widened the scope of using technology.
For this unique initiative, TravelBiz Monitor has partnered with ‘Start-up Mentor Board’, a visionary platform with credentials
in business, technology, e-commerce, digital market place, payment solutions and IT infrastructure, to highlight the stories of
new-age technology ideas. Start-up Mentor Board has been set-up as an initiative to mentor and guide the travel technology
driven start–ups and facilitate collaboration in the larger travel ecosystem.
Website – https://startupmentorboard.vgmrtechsolutions.com
The Board is spearheaded by well-known thought leader Ashish Kumar, who is also the Co-Chairman of FICCI Travel
Technology Committee. It comprises Bharti Maan, who has led start-ups to scale rapidly; Patrick Richards, an experienced
travel industry leader in the UK; Chetan Kapoor, an analyst with deep understanding of the travel and tourism business and
trends; Kartik Sharma, an artificial intelligence practitioner; Karthik Venkataraman, a digital transformation & an e-commerce
visionary; Jure Bratkic, who led innovative solutions in the USA and Kyasha Bhoola, with expertise and advanced insight into
the travel industry across Africa.
*One can register for the SMB Program at https://startupmentorboard.vgmrtechsolutions.com/form.html

Startup Name: WildTrails Technoilogies
Core Team:
1. Geeta Gouri. (CEO)
2. Kumar Swamy. (SEO Expert)
3. Gowri L. (Sales)
4. Subramanian. (Techie)
Founding year: 2016
Company Website: www.wildtrails.in
Description: WildTrails is a SaaS-based platform that brings all wildlife resorts/hotels/stays on one platform. It allows
customers to search, filter by various attributes to find the right wildlife hotel/stay, and then it lets them connect with the
hotels directly so that they can save the commission that the OTA charges. The platform allows you to customize your package
with the kind of resort, safari booking, booking of local experiences including booking a cab from the nearest airport/train/
bus station including picking the right tiger tracker. It’s one of a kind platform to do that. Like icing on a cake, we also collect
wildlife sightings across all popular wildlife parks, and then we run Artificial Intelligence / Machine Learning Algorithms to
predict the chances of seeing their preferred animal during their trip.
Video for YouTube (Should be 1 min video on what the start-up is about)
https://youtu.be/U-yFVlssBhs
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