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Will Omicron disrupt
year-end holiday plans?

1

2 | TravelBiz Monitor | December, 2021

EXPO 2020 DUBAI
1 OCT 2021 - 31 MAR 2022

Welcome to The World’s Greatest Show

EXPO
2020
DUBAI

INDIA.COM

1 OCT 2021 - 31 MAR 2022

The world’s longest-running and largest megaĞǀĞŶƚĂƩƌĂĐƚŵŽƌĞǀŝƐŝƚŽƌƐƚŚĂŶƚŚĞ&/&tŽƌůĚ
ƵƉĂŶĚƚŚĞKůǇŵƉŝĐ'ĂŵĞƐ͘
ǆƉŽ ϮϬϮϬ ŝƐ ƚŚĞ ĮƌƐƚ ǆƉŽ ƚŽ ďĞ ŚĞůĚ ŝŶ ƚŚĞ
DŝĚĚůĞ ĂƐƚ͕ ĨƌŝĐĂ͕ ĂŶĚ ^ŽƵƚŚ ƐŝĂ ;D^Ϳ
ƌĞŐŝŽŶ͘KƉĞŶŝŶŐŝƚƐĚŽŽƌƐŽŶKĐƚŽďĞƌϭst͕ϮϬϮϭ͕
ƚŚŝƐŝĐŽŶŝĐƐŝƚĞǁŚŝĐŚŝƐƚǁŝĐĞƚŚĞƐŝǌĞŽĨDŽŶĂĐŽ͕
ǁŝůůŚŽƐƚŵŽƌĞƚŚĂŶϭϵϬĐŽƵŶƚƌŝĞƐ͕ƐŚŽǁĐĂƐŝŶŐ
ƚŚĞďĞƐƚŝŶƚĞĐŚŶŽůŽŐǇ͕ŝŶŶŽǀĂƟŽŶ͕ĂƌƚƐ͕ĐƵůƚƵƌĞ͕
ŵƵƐŝĐ͕ĨŽŽĚĂŶĚĂƌĐŚŝƚĞĐƚƵƌĞĨŽƌϲŵŽŶƚŚƐƵŶƟů
DĂƌĐŚϯϭst͕ϮϬϮϮ͘

ǆƉůŽƌĞĞǀĞƌǇƚŚŝŶŐĂďŽƵƚ
EXPO 2020 DUBAIŝŶĂŶŝŶƚĞƌĂĐƟǀĞ
ŵĂŶŶĞƌǁŝƚŚdƌĂǀĞůŝǌDŽŶŝƚŽƌ͊
ͻĞĂůƐĂŶĚWĂĐŬĂŐĞƐ
ͻhƉĐŽŵŝŶŐǀĞŶƚƐ
ͻZĞĐŽŵŵĞŶĚĞĚ/ƟŶĞƌĂƌŝĞƐ
ͻ/ŶĐĞŶƟǀĞWƌŽŐƌĂŵ
ͻdŝĐŬĞƚƐĂŶĚƉĂƐƐĞƐŝŶĨŽƌŵĂƟŽŶ

REGISTER NOW!
on
ǁǁǁ͘ƚƌĂǀĞůďŝǌŵŽŶŝƚŽƌ͘ĐŽŵ

For news updates and more information
log on to www.travelbizmonitor.com daily

news round up

news round up

TravelBiz Monitor December, 2021
n

108 nations recognised India’s Covid
vaccination certificate for travel
TBM Staff | Mumbai

A

s many as 108 countries currently
recognise
India’s
Covid-19
vaccination certificate for travel
purposes, said the Union Ministry
of Health.In a written reply in the
Lok sabha, Bharati Pravin Pawar, the
minister of state for health, shared
data available till 6 December.
“The World Health Organization’s
Emergency Use Listing (EUL) assists
interested UN procurement agencies,
member states and countries in
determining acceptability of using
specific vaccines, based on an
essential set of available data on quality,
safety, efficacy and performance,” said
Pawar.

“The aim is to expedite the availability of
these products to people affected by a public
health emergency, and it allows countries to

expedite their own regulatory approval to
import and administer Covid-19 vaccines,”
she added.

The minister went on to say that persons
inoculated with such vaccines, which are
listed under the WHO- EUL, are deemed
to be protected by authorities of
many countries and allowed to
travel internationally. “However,
not all countries require Covid-19
vaccination for travel. India also
does not, at present, require Covid-19
vaccination for travel,” said Pawar.
“Among the countries, which
do have such requirements, as on
6 December 2021, a total of 108
countries recognise the Indian
vaccination certificate for travel
purposes,” she added. According to
the Union Health Ministry 86% of India’s
eligible population has received the first dose
of the Covid vaccine.

IATA appeals to govts to follow Scheduled international
WHO advice and immediately passenger flights to remain
suspended till January 31: DGCA
rescind travel bans
TBM Staff | Mumbai

T

he
International
Air
Transport Association (IATA)
called for governments to follow

World Health Organisation’s
(WHO) advice and rescind travel
bans immediately that were
introduced in response to the
Omicron variant of coronavirus.
Public health organisations,
including the WHO, have
advised against travel curbs to
contain the spread of Omicron.
“After nearly two years with
Covid-19 we know a lot about the
virus and the inability of travel
restrictions to control its spread,”
said Willie Walsh, Director
General, IATA.
He added, “But the discovery
of the Omicron variant induced

instant amnesia on governments
which
implemented
kneejerk restrictions in complete
contravention of advice from the
WHO - the global expert.”
According to Walsh, the
goal is to move away from the
uncoordinated, evidence-absent,
risk-unassessed
mess
that
travellers face.
“As governments agreed at
ICAO and in line with the WHO
advice, all measures should
be time-bound and regularly
reviewed. It is unacceptable that
rushed decisions have created
fear and uncertainty among
travellers just as many are about
to embark on year-end visits to
family or hard-earned vacations,”
he pointed out.

TBM Staff | Mumbai

I

ndia will keep scheduled international passenger flights
suspended till January 31 next year, aviation regulator DGCA
said. Amid rising concerns over the coronavirus variant Omicron,
the Directorate General of
Civil Aviation (DGCA) had
on December 1 decided
not to resume scheduled
international flights from
December 15, less than a
week after announcing that
it would restart the services.
DGCA issued a circular on December 09 saying, “The competent
authority has decided to extend the suspension of scheduled
international commercial passenger services to and from India till
2359 hours of January 31, 2022.” This suspension won’t apply to
international all cargo operations and flights specifically approved
by DGCA, it mentioned. “International scheduled flights may be
allowed on selected routes by the competent authority on case to
case basis,” the regulator added.

Dubai welcomed 4.88 million visitors in January-October period: DET
TBM Staff | Mumbai

D

ubai welcomed 4.88 million visitors in the
period January- October 2021, its Department
of Economy and Tourism (DET) said, adding that
international visitors in the month of October
alone had exceeded one million.
The figures reflect improving momentum and

stability in a hospitality industry battered by the
COVID-19 pandemic and resulting lockdowns, the
DET said. However, It gave no comparable figure
for the same period in 2020.
It added that the emirate’s hospitality sector
had sold 9.4 million room nights in the Jan-Oct
period, up from 7 million room in the same period
in 2019.
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Mandatory self-declaration at Air Suvidha portal for incoming international
passengers is a good step to further prevent the catastrophe: Jyoti Mayal
with ‘H’ while associating the green colour with the latter, keeping a
tap on passengers journey in the last 14 days, updating the FAQ list
are some of the ‘in time’ decisions which might bring down the risk of
he Ministry of Civil Aviation and the Ministry of Health and
virus spread,” pointed out Jay Bhatia, Vice President, TAAI.
Family welfare have made it mandatory for all international
There also have been changes made to the list
passengers arriving in India to declare their
of passengers arriving/transiting from countries
current health status prior to boarding on the Air
at risk, “Submitting self -declaration form on the
Suvidha Portal. The exemption forms from the Air
portal, uploading RTPCR status, self -quarantining
Suvidha Portal have been discontinued, and filling
for seven days and retesting on the eight day are
of the details have been made compulsory for all
necessary requirements in the way to avoid shutting
international passengers arriving in India.
down of newly opened tourism sector after a long
Commenting on this, Jyoti Mayal, President,
halt” commented Bettiah Lokesh, HSG, TAAI.
Travel Agents Association of India (TAAI) said, “Air
Shreeram Patel, Treasurer, TAAI also supported
Suvidha is first of its kind ‘digital portal for easing
the government’s decisions of making such process
international passenger arrival in India; developed
mandatory in view of rising corona virus and said
by MoCA which aids passengers in providing their
that this would somewhere benefit the travel trade
details of travel and final stay along with RTPCR,
and people in general.
vaccination status. Therefore, making it mandatory
Countries like south Africa, Brazil, China, Ghana,
for incoming international arrivals is definitely a
Jyoti Mayal
Zimbabwe,
Israel, Botswana, Mauritius, New
good step to further prevent the catastrophe stated
President, TAAI
Zealand, Singapore, Tanzania, Hong Kong are the
Mayal, President TAAI.
marked ones from where travellers would need to follow addition
“Updates like segregation of passengers from ‘at risk’ countries to
measures on arrival in India including the post arrival testing.
normal countries by singling them out with a red band and marking
TBM Staff | Mumbai

T

Foreign tourist arrivals reduces
in India between January and
September 2021
TBM Staff | Mumbai

F

oreign Tourist Arrivals (FTA) in India between January
and September 2021 have reduced even further by 73.4
compared to the same time last year. As per information
received from the Bureau of Immigration, FTAs during the
full year 2020 were 27,44,766 as compared to 1,09,30,355 in
2019 registering a negative growth of 74.9 per cent.
The data, sourced from the Bureau of Immigration, however
showed that on a month-on-month basis in 2021, there is
an increase in inbound tourists. In fact, for the first time in
months, FTAs crossed the 1 lakh mark in September.
In August over 84,955 people flew into India, whereas
in September over 1.06 lakh FTAs travelled to India.
However, in October this figure went up to 1.81 lakh,
Minister of Tourism, G Kishan Reddy, in a response to the
Lok Sabha said.

The reducing number of covid-19 cases and rising number
of eligible vaccinated people is one of the reasons for this
rise. The Indian government is also gradually easing the air
bubble related flights which is bringing in more passengers
into the country. (Source Business Line)
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ETAA South Chapter organises knowledge
session on TIDS benefits for its members
TBM Staff | Mumbai

T

he South Chapter of ETAA (Enterprising Travel Agents Association)
recently organised a knowledge session to apprise its members and tour
operators on Travel Industry Designatory Service (TIDS) in Bangalore. TIDS
is an identity management program designed from IATA, Montreal, Canada

for all non- IATA travel companies made available free of cost globally. On
procuring ETAA recommendation letter the TIDS procedure will be complete.
“Travel agents and tour operators availing the designatory service will get
updated in IATA agency list. This additional agency listing in turn will benefit
airlines and the hotel industry globally,” the release said.
This knowledge session was important as the tourism industry is bouncing
back with all safety protocols and many crucial changes in travel agents
booking systems which will initiate digitalization were announced. A
familiarisation trip to The Paul John Hotels and Resorts at Domlur, Bangalore
was also organised.
The ETAA south chapter session was Initiated by Chairperson Princy K D,
Vice chairman and TIDS expert Nandish , Advisor Joy , Secretary – Aravind ,
Treasurer -. Dinesh , Core committee members .Joyson , Jagadeesh, Rajendra,
Nagaraj, Sanjeevi, in association with Vijay Nair, The Paul John Resorts &
Hotels.
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Whether the leaf falls on the stone or the stone
falls on the leaf, it’s the leaf that gets hurt.

J

ust when we were beginning to wax eloquent about a return to
normalcy with international arrivals, a new variant has made
an entry.
We assumed a year and a half of Covid would have prepared establishments for a saner response
to any wobble in the narrative. Unfortunately, it doesn’t seem so at all. While scaremongers suddenly
got a new life, knee-jerk reactions of a clamp down on flights turned out to be the first response of
governments that wanted to appear prompt and proactive.
Omicron is a variant of an affliction the world has battled recently. It’s not a new monster.
It doesn’t warrant bolting the stable to act cautious even if the horses are safely in the barn. Banning
flights isn’t the answer. The answer lay tangled in errors of the last twelve months when almost all of
Africa was left high and dry in want of vaccines. And this when leading lights of the world hoarded the
lion’s share. Anyway, it is not a subject for us to moan about in retrospect.
Vaccinating and testing along with enforcement and education of precautions was always of greater
emphasis than mere bans.
Where administrations erred in managing popular revolt against Covid curbs, they swiftly shuttered
down hangars and airports. It is just being naive to assume that blocking air travel will keep the variant
way.
All through 2020-21 governments across the world talked of ‘learning to live with a new-normal’. At
present that focus seems to have vaporised. A week before full international travel was to be eased we
are faced with Omicron. Now one can only rely on hope.
If ‘being prepared’ was the panacea, what happened to it? The chaotic scenes at airports following the
return of passenger-testing clearly shows a lack of foresight.
The first time a challenge arises it is a surprise, the second time a mistake, the third time it’s a full blown
tragedy. The sad part is that it’s always the travel and hospitality trade that has to bear the brunt.
Anurag Yadav
Industry 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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US imposes new rules for international travellers
TBM Staff | Mumbai

I

n light of the spread of Covid-19’s Omicron variant across the
world, the US has decided to impose testing requirements for all
international travellers. This follows moves by several other countries,
including India that has mandated additional travel restrictions
for passengers coming in from ‘at-risk’ countries. The updated
regulations says, international visitors arriving at a U.S. port of entry
by land or water should be prepared to, present proof of COVID-19
vaccination as outlined on the CDC website; and verbally attest to
their non-essential travel and COVID-19 vaccination status.
It also said that, prior to boarding an airplane to the United States,
international visitors should prepare for, proof of full vaccination prior
to boarding a flight to the United States is now required. Accepted
vaccines include those that are FDA approved or authorized or
that have an emergency use listing (EUL) from the World Health
Organization (WHO). Individuals can be considered fully vaccinated
at least two weeks after the last dose of an accepted single-dose
series or any combination of two doses of an accepted two-dose
series. Children under the age of 18 are exempt from the vaccine
requirement, and other limited exceptions apply. More information
about the vaccination requirement is available from the CDC.
“Starting December 6, 2021, all air passengers aged two and older,
regardless of vaccination status, must show a negative COVID-19
test taken no more than one day before travel to the United States.

Both nucleic acid amplification tests, such as a PCR test, and antigen
tests qualify. In a very limited number of cases, there are additional
testing requirements for those who are exempt from the proof of
vaccination requirement and documentation needs for travellers
who can demonstrate recent recovery from COVID-19 in place of a

negative viral test. More information about the testing requirement
and documentation is available from the CDC,” it said.
Also the new guidelines says, all air passengers are required to
provide contact information to airlines before boarding flights to
the United States for the purposes of contact tracing. This process
is critical to detect and respond to variants of COVID-19, helping
protect the public and international visitors.

Andhra Pradesh is planning to
upgrade tourism infrastructure
at Gandikota village
TBM Staff | Mumbai

T

he Andhra Pradesh government
is planning to improve the state’s
tourism sector, starting with the village
of Gandikota. As per reports, a ropeway
will soon be constructed at Gandikota
with a total cost of INR 4.50 crore..
Muttamsetti Srinivasa Rao, Tourism
Minister, Andhra Pradesh, said that
the social infrastructure will also
be developed at Borra Caves with
an expenditure of INR 2.70 crore
and cottages to be constructed at
Maredumilli with INR 1.15 crore. Apart
from these, water and adventure sports
are to be developed at various places in
the state.

Andhra Pradesh is one of South
India’s favoured destinations, with a
lot to see. The state has also proposed
construction of toilets and restaurants
at Lambasingi. This beautiful village
is located in the Visakha forest region.
The destination attracts at least 20000
tourists per day. Nestled in the Eastern
Ghats, with a cool climate, Lambasingi
is one of the best places to visit in
Andhra Pradesh.
Gandikota is a village destination on
the right bank of the Penna River, and
there is also a historical fort situated
here. This is also known as the Grand
Canyon of India, and improving the
state’s infrastructure would certainly
give it a boost. The government was also
trying to make permanent
structures here but that did
not work out for some reason.
Now these constructions
will finally get completed,
and it is estimated cost is
INR 3 crore.
Gandikota is also close to
the Belum Caves, which has
spacious caverns with fresh
water and siphons.

IndiGo cautiously optimistic
on 2022 prospects
TBM Staff | Mumbai

R

ising domestic passenger traffic along with
healthy response to its new intra-regional
flights has boosted airline major IndiGo’s outlook for
2022. Nevertheless, the airline remains ‘cautiously
optimistic’ on the impact the Omicron COVID-19
variant might have on the country’s aviation sector.
Sanjay Kumar, Chief Strategy and Revenue Officer,
IndiGo revealed that the airline has almost reached
100 per cent pre-COVID capacity utilisation level.
“The year 2020 and 2021 have indeed been very
challenging for not just the aviation and travel
industry but the global economy, and it is the economy
which drives demand for our business,” Kumar said.
“The domestic traffic has been good and has grown
very strongly in recent months as restrictions and the
pandemic eased. Things are improving gradually, and
we are almost back to domestic pre-COVID capacity
as well, though international travel may take a little
longer.”
On intra-regional connectivity, Kumar said that the
airline is focusing on connecting India’s large, midsize and small cities. “We are continuously exploring
new opportunities across the length and breadth of
the country and expanding our network as per the
demand.” “We are closely monitoring the current
trends across air traffic, train passengers as well as
economic situation. Based on all these factors and
various demand estimates, we are working on new
routes and flights,” said Kumar.
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In times of skilful consumption
By Dr Nimit Chowdhary, Professor of Tourism,
Department of Tourism and Hospitality Management, Jamia Millia Islamia

A

s products get sophisticated,
consumers need to be skilful to
use and consume them effectively.
Today we often face a ‘reliever’ vs
‘enabler’ dichotomy. Conventional business
wisdom is a reliever approach. It relieves
the customers from doings outside their
core activity and offers a standardized, often
more straightforward product. The design of
products is such that customers have little
discretion and challenge in using them.
Anyone should be able to make use of these.
For example, consumer goods like furniture
or a TV do not require many skills on the part

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.

www.travelbizmonitor.com

of consumers to use them.
In contrast, the enabler logic relies on
transferring knowledge and tools in a service
provider’s offer to enable the customer to
perform specific tasks which they could not
do themselves and depended on service
providers. Interestingly it focuses on
empowering the customer, which leads to
meeting customers’ expectations and better
overall resource utilization.
There is a growing realization that
customers expect personalized solutions
to their unique demands. Customers are
willing to play their part in value co-creation
process that produces a tailored product. A
technology-empowered customer wants to
use their knowledge and resources for things
he could not do before. However, this will
require a customer skilful in co-creation and
consumption. For example, appreciation of art
or booking accommodation online requires
some dexterity. Feature-loaded products like
mobile phones often remain underutilized
for lack of requisite consumer skills to utilize
them thoroughly. Service providers, therefore,
need to educate and facilitate consumers to
use and consume products. As these products
become commonplace, consumers may
acquire the requisite expertise to consume
them. Thus, we must appreciate that the value
proposition is changing, and the relationship
between the players is becoming more
complex. It is becoming more interdependent
and reciprocal rather than sequential.
In the new normal, especially in tourism,
which has most of us guessing, the ‘relievers’
will get tougher competition from the
‘enablers’. The locus of control shifts more
towards the travellers. There is a distinct shift
from supplier designed holidays to visitor
curated experiences. The millennials and
Gen X are technologically empowered, more
creative, take risks and willing to experiment.
They are rebels who do not conform without
questioning whatever is served to them.
Additionally, post-COVID, people are
reluctant to travel with groups and unknown
tour leaders. They would like to experiment
independently
rather
than
someone
continuously holding their hand. They prefer
to conceptualize a unique, offbeat holiday
instead of a packaged one. However, such
autonomy requires an ability to consume
these unconventional experiences.
The enabling strategy looks like a
defensive act of encouraging tourists to

be competitors by serving themselves, but
actually, it helps to reinforce relationships
with guests and makes the skilful consumer
more successful. Earlier, because of many
uncertainties at every stage of travel and
information gaps, visitors sought expert
advice and would go for the standardized
product. However, with the intervention
of technology, they are confident that they
can organize things independently and at a
better price.
There is a distinct shift from ‘outerdirected’ consumption of travel or food or
seeing an architectural work to ‘inner-directed’
consumption of experiences. Consumption is
more mindful and meaningful today because
of visitors’ education, self -development
and creativity. However, such consumption
requires consumer skills because the role
of the consumer is more central in these
situations.
Skilful consumption refers to activities
that require a high level of specific skills
to consume a specific tourism product,
particularly experiences. For example, a wine
connoisseur will feel confident tasting and
enjoying a local drink and experimenting
with combinations from his/ her lifestyle.
The same is true for a foodie guest. Both will
include such experiences in their itineraries.
Whereas
standard
products
can
become dull with repetition, the skilful
consumption becomes more interesting
with more involvement and practice. Skilful
consumption uses creativity to stimulate
experiences and enable the visitors to
develop
themselves
through
those
experiences. A skier or a mountaineer,
having negotiated different terrains and
degrees of difficulties, become adept in
their skills. It is also believed that skilful
consumption drives more meaningful
demand, which is more paying.
A technology-empowered millennial finds
it easy to skill self for consumption. They resort
to expeditionary learning to pull relevant
information about expected experiences,
ways to curate them and consume them. The
development of skills for consumption is also
linked with a high level of involvement and
helps an individual absorb the experience.
It is high time that there is some attention
to tourism consumption skills as well!
‘The views expressed in the column are of the
author, and may or may not be endorsed by the
publication.’
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PCR test at the airport 6 hours prior
to departure and will go through
another PCR test at the arriving
airport. Test results for passengers
arriving from India should carry a
QR code. As with the rest of the UAE,
travellers are required to download
Al Hosn app, which is the UAE’s
official app for contact tracing and
COVID-19 health status related,
displaying recent RT-PCR tests,
vaccination status and certificate,
and a live QR code.
strive to position Sharjah
Q You
as the ideal destination for
sustainable tourism, what are the
measures you have taken in the

‘Indian tourists are increasingly
showing interest in eco-tourism’
Indians are seeking
short weekend
getaways and
staycations like
never before and
Sharjah is ideally
placed to attract
many of these
visitors, says HE
Khalid Jasim Al
Midfa, Chairman,
Sharjah Commerce
and Tourism
Development
Authority (SCTDA),
in an interaction
with Prasenjit
Chakraborty.
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When the tourism industry
showed signs of
recovery at that time detection of
Covid variant Omicron casting a
shadow over it. In this backdrop
how optimistic are you about the
inbound tourism in Sharjah? Is
there any change in Covid protocol
for inbound tourists?
While Omicron is a threat, we
remain optimistic that Sharjah is
in a good position to offer visitors
assurance of the highest safety
and health standards due to the
UAE’s strenuous tackling of the
virus and vaccine roll out. Sharjah
was one of the first destinations in
the world to be awarded a ‘Safe
Travel’ stamp by the WTTC after
the launch of the ‘Sharjah Safe for
Tourism’ stamp in collaboration
with Sharjah Health Authority as
a mark of assurance awarded to
establishments in Sharjah that
comply with public health protocols
and the introduction of new
operational guidelines for hotel
facilities ensuring all the tourism
sector complies with public health
protocols and procedures.
As of now, travel is permitted for
all citizens and residents through
Sharjah Airport to or from any
destination, as long as they are in
compliance with the procedures in
place in their respective countries
of origin. Passengers arriving from
India are required to take Covid-19
PCR test, conducted within 48 hours
of the flight arrival time. Passengers
are also required to conduct a rapid

Q globally

recent past in this direction?
Sharjah prides itself of its sound
approach to sustainability as
preservation of our rich natural
heritage is integral to the
development vision of the emirate.
Eco-tourism plays a strong
feature among large-scale projects
in Sharjah. Our Sharjah Collection;
boutique hotels and eco-retreats
located in key locations throughout
Sharjah, Kingfisher Retreat, Al
Badayer Retreat and Al Faya Retreat
blend luxurious accommodation
with Arabian culture, traditional
hospitality,
adventure,
and
interactions with nature. We
anticipate that these and other ecotourism and ‘off the beaten track’
attractions will be increasingly
popular in the coming years.
Other significant developments
in this segment are the Mleiha
Archaeological and Eco-tourism
Project and the Buhais Geological
Centre featuring Sharjah’s rich
geological landscape. The Kalba
Eco-tourism project is a carefullydesigned project within Sharjah’s
east coast aimed at promoting
biodiversity while providing a
fulfilling experience for visitors.
The emirate is also looking
forward to the opening of the Al
Dhaid Safari Park, a project that
will create a sustainable tourism
destination.
will be your
Q What
audience (Family,
from the India market?

target
Mice)

We are targeting all tourism
segments but particularly, families
and
independent
travellers,
interested in exploring the cultural
aspects of holiday destinations.
Since Sharjah is culturally rich and
has a lot to offer, it attracts visitors
looking to immerse themselves in
the rich culture and heritage of
the emirate, while also providing
an array of outdoor activities,
shopping, local parks and nature
reserves that house rare species of
birds and animals.
We are also noticing an
increasing interest from Indian
tourists in ecotourism initiatives
undertaken by Sharjah’s tourism
department. As we come out of
Covid, Indians are also seeking
short weekend getaways and
staycations like never before and
Sharjah is ideally placed to attract
many of these visitors. The concept
of ‘glamping,’ which affords
travellers to experience nature
and the outdoors by camping with
all modern amenities, is gaining
popularity as well.
plans to build
Q SCTDA
Sharjah as an international
cultural hub. What is your
roadmap for this?
The Sharjah Commerce and
Tourism Development Authority
operates with a clear vision in mind;
we strive to position Sharjah as the
ideal destination for a sustainable
tourism, underpinned by its cultural
heritage. With that in mind, we
work with our partners across the
tourism sector to implement four
strategic pillars• Promoting Sharjah as an ideal
family tourism destination by
offering distinct packages and
offers specifically designed for
families
• Adopting
an
innovative
tourism approach to improve
the tourist experience through
the provision of innovative
solutions
• Enhancing
efficiency
in
the tourism sector through
partnerships and collaborative
action to provide worldclass tourism facilities and
capabilities
• Promoting the cultural and
heritage elements among
families to build Sharjah as an
international cultural hub
prasenjit.chakraborty@saffronsynergies.in
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Spotlight

Expo 2020 Dubai

Ushering in a new era for global business
With so much to discover on each step the Dubai Expo has truly become a global engine of innovation and
inspiration. Hence paving the way to build a better world.

D

TBM Staff | Mumbai

ubai is hosting the first ever World Expo in the Middle East,
Africa and South Asia (MEASA) region. With this mega
event, Dubai, the region’s tourism, trade and business hub,
is boosting its economy by attracting millions of visitors both
business and tourist. The entire venue is built on
4.3 sq km (1.7 sq mile) of desert. With 192 Country
Pavilions, up to 60 live events a day, 200-plus food
and beverage outlets and something new every day
for 182 days, made it one of the best shows on this
earth. What makes it special is that, for the first time
in World Expo history, every participating country
has its own pavilion. So, visitors are experiencing
immersive cultural experiences and discover what
makes each country unique.
The Expo aims to forge new partnerships and inspire groundbreaking solutions across key industries worldwide. The purpose-built,
exhibition grounds highlight opportunity, mobility and sustainability as
interconnected drivers of progress. One has to give full credit to the
UAE that was able to pull off one of the biggest events in the world
during the height of a pandemic.
According to officials the number of visitors to the Expo reached
4,766,419 as of November 28. And the virtual visit touched the figure
of 23.5 million.
The mega event has immense significance for India, as UAE is
India’s third largest trading partner with annual trade of $60 billion.
The Expo platform offers many opportunities right from technology
to sustainability-centric businesses to tourism sectors. Jay Bhatia, VicePresident, TAAI, while speaking to Travel Biz Monitor, sounded upbeat
about the dividends that may accrue to India from its participation at
the expo. He said, “After seeing various presentations of the Dubai

Expo, it was a must see. The Expo 2020 Dubai is one of the first expo’s
I have ever seen which showcased over 180 countries of the world.”
Bhatia said that every participating country has showcased its USP for
the future as well as what they excel at. “Be it technology, arts & culture,
innovation, livelihood, business, education, architecture, tourism,
agriculture, entertainment, wellness etc. One must allocate at least 2
full days at the Expo,” he exhorted.
A closer look says that the Expo provided
much needed momentum to the tourism sector of
India; when people were virtually clueless about
a destination to visit due to the pandemic. Dubai
being a short haul destination and extraordinary
safety measures undertaken by the organisers did a
wonder for all segments of travel. Bettaiah Lokesh,
Managing Director, Triway Travels Private Limited,
who visited the Expo, rightly pointed out, “The Indian Tourism Industry
had come to a standstill due to Covid-19 pandemic. People were waiting
to travel but we’re clueless as to which destination to visit and what
new to experience. We must admit that Dubai gave us that wonderful
product just at the right time and all stakeholders in the Indian tourism
industry have benefited immensely. Indian travellers got to witness the
most grand and spectacular show in this part of the world. The expo
coupled with the Dubai shopping festival will be the major attraction
until the end of March 2022.”   
All people who visited the Expo (physically) are unanimous in saying
that it’s a must see event. When asked to comment about his experience
at the mega event, Sanjeev Mehra, Director, Aaryan Leisure & Holidays
Pvt. Ltd., promptly replied, “It’s an awesome event and one must visit
the show. After a long time people of India got a chance to visit a
destination. The event is not just for people who are in the business,
it has everything for everyone. I am sure more and more people from
India will visit the Expo in days to come.”
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Travel & tourism GDP is projected to rise by
30.7% in 2021 and 31.7% in 2022: WTTC
A report by World Travel & Tourism Council (WTTC) said that booking trends have showcased a domestic
rediscovery, The concept of a staycation has taken on new meaning in this era, as consumers create workcations
and increasingly stay longer in destinations, given the normalisation of remote work.. The report finds that following
a period of lockdowns and isolation, travellers are showing a preference to travel to less crowded and even unfamiliar
destinations. Indeed, there has been increased interest in exploring secondary destinations and nature. It said that
travel & tourism GDP is projected to rise by 30.7% in 2021 and 31.7% in 2022. TravelBiz Monitor presents some
key highlights of the report.

T

TBM Staff | Hyderabad

he persisting restrictions on international travel have
resulted in domestic leisure tourism continuing to lead the
recovery of Travel & Tourism in the short to medium term.
As travel demand continues to rise, consumers are turning
to domestic destinations and activities. Looking ahead, staycations
are likely to remain in demand and even increase in countries with
prolonged restrictions on outbound travel. Indeed, about half of
global travellers plan to travel for a domestic holiday in
the next 12 months. More than half of travellers in the US
and Europe intend to take a domestic trip and roughly onethird of European travellers plan to take an international
trip within Europe. In the UK specifically, a survey found
that over half of travellers (62%) planned to spend their
main 2021 summer break in the UK, a 12% increase from
the previous year, with 46% of UK travellers more likely to
consider a staycation than prior to COVID-19; likely due to
ongoing restrictions in the country.
Holidaymakers are looking for new ways to have
meaningful travel experiences by working around current
restrictions, including taking longer trips. While in 2019,
the average domestic trip length was 4.45 days and 9.22
days for international trips; in 2021 over 52% of global
travellers indicated13 a preference for longer stays, with
approximately one in four (26%) favouring to stay 10+
nights. This increase, despite the pandemic, further
highlights the pent-up demand and suggests the trend
towards extended stays will remain in the longer term as
travellers attempt to make the most of trips taken.
The uncertain and fast-changing travel restrictions have
resulted in a shift in travellers’ booking habits. Travellers
are less willing to book travel months in advance and
are increasingly seeking flexible bookings. As a result,
airlines, hotels, and other travel providers have had to
adapt their cancellation policies to accommodate potential
changes to itineraries. This shift towards flexibility has
been accompanied by travellers’ transition towards shorter
booking windows.
Modern travellers are increasingly seeking adventure
to satisfy their pent-up wanderlust, with 40% of travellers
opting to explore unfamiliar destinations34. Similarly,
American Express35 found that 69% of travellers were
interested in visiting lesser-known destinations, 72% were
hoping to support local communities through their travel,
and 59% were interested in “philantourism”, specifically
choosing an experience or vacation to support a destination
through tourism.

www.travelbizmonitor.com

While sustainability has been a priority for the Travel & Tourism
sector for some time, it became even more prominent through the
pandemic. Indeed, consumers pay closer attention to their human
impact on the environment and seek more sustainable options in
how they live and travel. Increasingly, the private sector is offering
sustainable alternatives, and the public sector is more eager to finance
sustainable tourism and development. From the UN Sustainable
Development Goals (SDGs), the Paris Agreement, and the UNFCCC’s
Climate Neutral Now initiative to action on diversity, inclusion, and
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illegal wildlife trade, the public
and private sectors are working
towards a more sustainable
future for people and the planet.
A 2021 survey found that 44%
of consumers in India prefer to
travel closer to nature and 94%
would look at sustainable travel
options when they do leave their
homes in 202141. Globally, the
pause in travel-inspired 83%
of global travellers to make
sustainable travel a priority in
the future42. Regarding waste
and recycling, 84% of travellers
plan to reduce their waste and
recycle plastic when visiting a
destination, a percentage that
increases for travellers from
Thailand (94%), Croatia (91%),
and Argentina (90%). Trip.
com Group research revealed
over 80% of Ctrip customers
supported hotels that did not
provide disposable products so
as to reduce single-use waste and
secondary contamination.
It said, levels of caution continue
to vary between travellers, with
younger generations, namely
Millennials and Generation Zers,
showing a greater willingness to
travel in the short term. Indeed,
they not only have a more positive
outlook on travel, and higher
pent-up demand, but savings
available. 73% of Gen Xers,
Millennials (Gen Yers) and Gen
Zers plan to take their next trip
immediately or 1 to 3 months after
restrictions are lifted compared to
63% of Boomers.
The report shows that with
increased
saving
during
lockdowns,
average
travel
expenditure is expected to
increase for the first few trips
after lockdown with much of this
increased expenditure directed
at further virus prevention
measures. Indeed, travellers will
seek to limit COVID-19 exposure
by creating more tailored trips to
meet their needs, aligned with
traditional trends in luxury. In
fact, 70% of leisure travellers
across the US, the UK, Canada,
Japan, and Spain expect and
plan to spend more money on
travel in 2022 than they have in
the past five years and 76% would
choose to spend more for a trip
with certain additional health and
safety protocols.

www.travelbizmonitor.com
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Will Omicron
disrupt
year-end
holiday plans?
When the tourism industry was showing
signs of revival the advent of new variant,
Omicron has thrown a spanner in the
works. A small percentage of people have
already cancelled their holiday bookings,
what compounded the problem is different
sets of protocols in different states. This
is making the travellers apprehensive and
restricting the movement, writes Prasenjit
Chakraborty.
www.travelbizmonitor.com

head
of
the
Christmas-New
Year
celebrations, the tourism
sector in the country is
keenly watching the likely impact
of a new corona virus variant
Omicron. The new variant was
detected in Southern Africa
recently and one which the World
Health Organisation has labeled a
‘Variant of Concern’.
It is yet to be established how
severe the new variant is but going
by the past experiences people are
scared and do not want to take risks
when it comes to travel. Moreover,
different sets of regulations in
different states within the country,
makes it further complicated.
Recently, a media report says
that the tourism industry has
already started facing the brunt
of the Omicron scare. According
to tour operators, cancellations
have increased during the holiday
season. “After a long lockdown in
2020, the sector had started coming
back on its feet this holiday season.
But outbound bookings to Dubai,
Europe and the US are beginning
to see a fall ahead of Christmas and
New Year celebrations due to the
Omicron threat,” said a stakeholder
from Chennai. From this, it is evident
that panic is slowly gripping the
minds of people. As of now, there’s
no reason to worry. The scant data

on Omicron shows the infections
so far have been mild, although the
transmission rate in the Gauteng
province of South Africa has been
high. The next 15-20 days are very
crucial, and after that hopefully, a
clear picture will emerge.   
Jyoti Mayal, President, TAAI,
feels that Indian travellers as of now
are still quite positive with their
travel plans though the industry
has seen a small percentage of
cancellations. “We & all our TAAI
members have been constantly in
touch with their customers and
updating them on regular intervals
about the protocols, which itself is
a herculean task with no clarity &
direction. However, we can’t deny
the fact that if the new mutant
Omicron spread increases then it
will have a disastrous impact on
our businesses & cancellations will
start happening. We are being told
it is contagious but a milder version
& pray that the vaccine can prevent
the same more effectively,” pointed
out Mayal.
For Ajay Prakash, President,
TAFI, it’s a wait and watch
situation. “Though some people are
advancing their travel plans to take
advantage of the current domestic
situation. But international travel
is still a very uncertain matter with
countries abruptly sealing borders.
In hindsight, if the world had acted
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Jyoti Mayal

President, TAAI
with as much alacrity when the
virus was first discovered, we
might perhaps have been able to
mitigate the effects,” he said.  
The good news is, perhaps,
there will not be a situation
where people have to hibernate
themselves like in 2020. Today,
the world has vaccines, booster
doses. So, there is hope that
current vaccines offer protection
against the Omicron. Some of the
travel companies are advising
their customers to go ahead with
their scheduled plans for travel,
as there is not much evidence to
say the situation is bad. Besides
this, many companies are now
offering their customers a flexible
options to change or reschedule
their plans, hence, cancellation
due to Omicron is minimum as
of now. Said Madhavan Menon,
Managing Director – Thomas
Cook India Group, “ We have
advised our customers to keep
their travel plans unchanged

Ajay Prakash
President, TAFI

till there is more clarity, as we
currently do not have enough
data on the new variant. We are
tracking updates from health
experts/authorities and closely
monitoring the situation and
keeping our customers informed
on a timely basis - as we receive
more information. Thomas Cook
and SOTC offer flexible options
to change, reschedule or cancel
as and when required and
this is very reassuring to our
customers.”  
Aashish Gupta, Consulting
CEO, FAITH, said that due
to the Omicron scare, the
scheduled international flights
which were scheduled to start
from December 15 have been
postponed.
“The
inbound
tourism which contributed 30
million dollars in pre-pandemic
time could not perform in the
last two financial years. This
was the time to do some business
and salvage the situation,”

he pointed out. On domestic
tourism, he said that people will
be skeptical to travel due to the
new variant. “Moreover different
regulations in different states
might restrict the movement of
people,” Gupta said. He also
added, “Its (Omicron) impact
and degree of severity are being
worked out which means the
whole process of evaluation and
coming to conclusion by the
government will take another
two-three weeks. And by the time
the decision comes it is already
a month. So, it tends to impact a
valuable holiday month.”
Echoing a similar sentiment
Prakash said, “Inbound tourism
had begun to see a small revival
and we had good enquiries and

Madhavan Menon

Managing Director,
Thomas Cook India Group
some bookings too for Feb 2022,
but even those have been put
on hold.
Another 3 to 4 weeks will tell
us how transmissible and how

feature
virulent the Omicron variant
actually is. But travel has hit the
pause button for now and only
essential travel is happening.”
It seems there is discontent
especially with the protocols
that are being implemented
from time to time during the
pandemic. It is important for the
government to involve tourism
stakeholders while formulating
Covid-related
guidelines
because people involved in the
industry know better what hurts
a tourist more. For example,
currently Omicron is not a threat
for domestic travel but people
are apprehensive purely due
to different rules in different
states. This severely impacted
the business. Mayal rightly

Aashish Gupta
Consulting CEO
FAITH

pointed out, “We would like to
once again reiterate strongly
that the government needs to
work with TAAI as and when
they formalise protocols and
provide us an opportunity to be
part of such important decisions,
as we are not only answerable
to the industry for survival but
also can add relevant support to
set collaborated and coordinated
policies to make them more
effective.”
Mayal believes that there is
more panic due to the existence
of several policies and the
implementation is also confusing.
“The services are inadequate
and unprofessional for both
the domestic and international
borders. I also believe between
states and Centre there is more
politics and implementations &
services pharmaceutical sector
driven,” she said categorically.
prasenjit.chakraborty@saffronsynergies.in
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We cater to the entire defence
community
including
the
veterans and their families. Our
whole purpose is to provide
services
including
army,
paramilitary, navy, air force,
under trainee cadets, and even
Indian coast guards.
The company aims at making
life simpler by building unique,
convenient, and cost-effective
platforms for our soldiers to
access travel options, utility bill
payments, consumer products,
and services and is working on
exploring new avenues to reach
out to them.

Q

As far as travelling is
concerned, what kind of
trend (in terms of choosing a
destination, spending, duration

‘Most of the defence personnel prefer
to visit religious places along with their
families during vacation’
The armed forces
have a muchorganised way of
leading their lives
and this structured
approach make
them different from
civilians. Hence,
their approach is
different and follow
by and large a
specific pattern when
it comes to travel
and stay during
vacations, says Ravi
kumar, Founder
& CEO, udChalo
in an interaction
with Prasenjit
Chakraborty.
www.travelbizmonitor.com

you tell us what
Q Could
kind of travel products you
have curated for soldiers?
We are a membership-based
consumer-tech
company
focussing
on
delivering
convenience, affordability and
accessibility to a large captive
customer group of about active
2.8
million
armed
forces,
along with veterans and their
dependents. Our motto is service
for services, we are building
a long-term business with a
purpose.
We started our journey with
air travel, where we enjoyed a
significant market share in the
defence segment. We build a
unique, convenient, and costeffective platform for our soldiers
and have partnered with major
airlines offering special fares
and discounts on flight tickets
with additional travel services
including exclusive offers on
buses, cabs, taxis, and hotels
delivering an integrated travel
solution.
caters to only
Q udChalo
army personnel or persons
from paramilitary forces also
included?

of travel, stay etc) do you observe
among the soldiers? How is it
different from a civilian?
The armed forces have a muchorganised way of leading their
lives and this structured approach
makes them different from
civilians. Hence, their approach
is different and follows a specific
pattern when it comes to travel
and stay during vacations.
Since most of the soldiers are
away from their families for a
very long period their primary
need is to stay around their
families and remain engaged in
household chores. However, a
section of them also take family
vacations, majority of it is driven
by religious sentiments and
embark on a journey of spiritual
enlightenment along with their
families.

Q What
your

is the profile of
customers?
Top
ranking officers also avail your
services?
We have a diverse and mixed
profile of customer base, ranging
from soldiers to high ranking
officers, all of them avail our
services. udChalo, today, has
become a household name in the

defence community and their
trust on us is growing day by day.
Veterans and dependents are an
integral part of the mix, in fact
wives of armed officers also use
our services on a regular basis.
However, at the same breath,
we are constantly inducting new
members to take flying as a travel
option and a large share of our
clients are first-time fliers. Top
officials feel a sense of bonhomie
as udChalo is considered as a part
of the armed forces fraternity.
you cater to defence
Q Since
personnel, how do you
market your brand?
We are already well known
in the defence community for
our services and most of our
marketing is done through
word of mouth by the customers
themselves. As a routine exercise,
we conduct multiple on-ground
activities to communicate with
the soldiers across all touch points
like canteen, recreation centres,
PT ground etc. Additionally, we
support all armed forces events
that are important for them and
align with our philosophy.
Our JudChalo Initiative was
created to spread awareness
among troops regarding new
Leave Travel Concession (LTC)
rules or on how to avail LTC
benefits using our platform.
The program is made for exservicemen, wives of defence
personnel and dependents to
showcase their mettle in business
development and marketing.
has
Q How
pandemic

the ongoing
affected this
particular segment?
We were also impacted by the
pandemic as dependents and
veterans postponed their travel
plans, however, with the defence
community travel for work
was under essential travel. We
could sail through the pandemic
without much of an impact,
on the contrary, it gave us an
opportunity to plan how best
we can support the community
beyond the travel needs. We
have some innovative plans that
will raise the service bar and
help them phenomenally.
prasenjit.chakraborty@saffronsynergies.in
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to increase ADR; also target the
segments which are much obvious
to be our patrons, being based in
similar vicinity and using other
brands. In Jaipur, one can’t ignore
the wedding segment. The hotel
is well equipped with all facilities
and getting upgraded to offer a
product which no one has in the
surroundings.”
While briefing his promotional
strategies, Bhatnagar informed
that they have planned it really
well, as people need to know
about this hotel and they need
to know it is different from the
other hotels in its surroundings
and other Wyndham hotels in
the city. “We are going ahead
with all tech methods to promote
the hotel. Digital marketing and

‘We are expecting much higher
occupancies early next year’
Ramada by Wyndham
Jaipur North has
recently opened its
doors in the northern
part of Jaipur on the
main Sikar Road.
The hotel which was
earlier known as the
Paradise hotel, boasts
of 108 contemporary
rooms with a host of
amenities. Asmita
Mukherjee spoke
with Mohit
Bhatnagar, General
Manager, Ramada
by Wyndham Jaipur
North to understand
his strategies for
positioning the
property as a
preferred hotel in the
city.
www.travelbizmonitor.com

Commenting on the strategies
adopted by the hotel to maintain
growth momentum in this
reviving market, Bhatnagar stated
that Ramada by Wyndham Jaipur
North, which was earlier known
as Paradise Hotel was already
an acceptable hotel in the city,
which is indeed the first step in
leveraging the popularity of the
hotel with a new brand name.
He stated, “With the brand name
behind us, our key strategy is
to retain the existing market
segment that we already have,
and show them visible differences

social media promotions have
been planned with the help of
specialists on-board,” he added.
Speaking about the occupancy
of the hotel, he informed that
they are expecting much higher
occupancies early next year, “We
have just done the soft opening.
We want to go slow and steady.
The team is highly motivated and
confident to capture most of the
market once we finish with a few
more things we planned to upgrade
this month. We are expecting
much higher occupancies early
next year, nothing less than 80-

85%,” he said.
Discussing the key points of the
hotel, Bhatnagar mentioned,
“Unlike other hotels, we have a
mix of all segments. We have an
equal mix of leisure and corporate
and the way in which we have
planned our sales, we are also
doing in-house weddings on
auspicious dates.” According to
him, the major pie of the business
is coming from feeder markets
such as Delhi, Mumbai, Kolkata
and nearby districts in Rajasthan.
He also pointed out that Jaipur
being a famous destination will
surely improve the performance
of the hotel. “This place has all
the options open, truly a land of
opportunities. One just needs to
strategise well. 50 days in a year,
one can earn the full revenue
potential of the hotel. For all the
other days, Jaipur has enough
corporate houses, leisure domestic
FITs and groups.”
While commenting on his plans
to make the property stand apart
from other brands in an attractive
market like Jaipur, Bhatnagar
informed that, “As it is said, people
make the difference in hospitality.
We will stand apart among all
hotels with the kind of people
we have. Their passion, and
dedication will create the X factor.
Personalised services in business
hotels are something which
people do not focus upon, we will
make sure each guest experiences
a personalised stay. This will
make Ramada by Wyndham
Jaipur North a preferred hotel in
the city.”
asmita.mukherjee@saffronsynergies.in
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Guest Column

Sustainable Tourism & our responsibility
as stakeholders of tourism
By Subhash Motwani, Founder Director, Namaste Tourism

T

he last 20 odd months of the pandemic has made us
analyze and understand our priorities in life. On the
personal front, almost every family has been impacted
and as far as the environment is concerned we have
shared images with friends and families of clear blue skies and
pollution free environs where each of us began to appreciate the
world more, especially the world around us, more so in bustling
cosmopolitan cities – all coming at a standstill during lockdown.
Sustainability has become a buzz word and with erratic weather
patterns due to global warming, the world over followed by once
in a century pandemic,
the
importance
of
responsible
travel
when the world slowly
and gradually opens
up has gained greater
significance.
As
stakeholders
of tourism, we need
to
restructure
our
business
model
to
inculcate the element
of sustainability in the
way we plan travels
for our clients in the
near future with the
objective of increase
benefits and reducing
the negative impacts
caused by tourism.
Hereunder are three
areas that we should
take into consideration
for future travels:
1. Off-beat and off season travel should be encouraged
In summer most tourists attractions and in turn cities are
overburdened with guests. Hence, recommend guests to visit
destinations in spring and autumn instead of summer to avoid
crowds and this in turn also helps in reduction in over tourism
in premium tourist destinations . Also recommending guests to
stay close to city and yet off city limits to enjoy experiences using
public transport – preferably trains or trams thus expanding
the tourism base to the periphery of cities that thrive in tourism
especially during peak season. This in turn creates employment
as well as business opportunities in the outskirts of a city rather
than burdening city centres which in peak seasons are invariably
stretched beyond their limits.
2. Reduce your carbon footprints whilst travelling
Global tourism accounts for about 8% of global greenhouse
gas emissions and a major component of these emissions is the
aviation sector. As time is the essence especially during long
haul travel, taking a direct flight and avoiding layover or several
layovers should be encouraged and to set off carbon footprints
even more encourage guests into buying organic, local produce
from groceries and farmers’ stores. In cities too, active travel using
bicycle or EVs should be encouraged where the infrastructure

is created. Whilst exploring multiple destinations within a
continent, encourage travel by train vis-à-vis taking domestic
flights. Purchases from local businesses not only creates job for
local people but also discourages illegal trade or exploitation of
human (especially children) and luxury purchases should be
limited to sustainable luxury produce which is not impacting
the cutting of trees or purchase of wares procured from animal
poaching and exploitation. Encourage guests to move outside
their comfort zone – walk around , eat in local restaurants rather
than moving around in coaches in cities that offer comfort guided
tours which impact the environment adversely.
3. Travel responsibly – Reuse and Recycle
Adopt behaviour and practices the result in sustainability by
maximizing benefits to local communities, minimizing negative
social or environmental impacts, going green whilst travelling.
Seek to protect tourist destinations especially Heritage
Monuments by favouring businesses that conserve cultural
heritage and traditional values. Discourage use of plastic in
any form, carry recyclable tote bag, discourage begging and
instead volunteer some of your time through local communities
participation , whether be in cleaning a beach or engaging with
locals as to how you would want them to educate them of how
to bring a change in their behavioural pattern which in turn will
positively impact the environment. Share your sustainable travel
experiences across friends, family and social media channels.
Taking care of heritage sites worldwide that attract tourists
should be conserved – avoid littering, graffitis or sitting on
monuments to get the perfect shot especially if there is a “NO”
sign as many artefacts or monuments are fragile because of
their age.
Be a brand ambassador of sustainable tourism not only once,
but every time. Lead by example and imbibe some of these
recommendations not only whilst travelling but also make it a
mission in life to be a sustainable human being which in turn will
also bring a sea change in the city or location you live in.
Subhash Motwani is Founder Director of Namaste Tourism and has
over 35 years experience in the travel and tourism industry having
started his career as a tourism trainer and chief faculty of IATA training
programmes at one of India’s leading and pioneering tourism institute
RBCS group (Radio Bhuvan Career Supermarket , estd. 1954). Subhash
has been a subject matter expert having been invited by IATA in Geneva
in 1999 for Pilot testing of their new IATA programmes, an Editor of
a magazine and also has worked with Consulates of Hungary and
Argentina for promoting their destinations in India. Having travelled
to over 50 countries, Subhash also has evolved his travel company
into a sustainable tourism company by developing destination specific
websites offering off beat and responsible travel experiences through
www.namastetourism.com - a unique initiative to encourage discerning
travellers to explore places like never before. He also offers marathon
tours , luxury experiential travel with an element of sustainability and
is also involved in CSR activity as President of CHCRA (Clean Heritage
Colaba Residents’ Association) to bring a change in the tourism hub of
the city of Mumbai by engaging with local authorities.
‘The views expressed in the column are of the author, and may or may not
be endorsed by the publication.’
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‘We want to be the largest platform to support
all types of hotels and accommodations by 2027’

S

BookingJini, which empowers
hoteliers with 360 degree
online solutions, was conceived
after Sibasish Mishra, Founder
and CEO, BookingJini noticed
that boutique hotels rely heavily
on online travel agencies to drive
bookings. He wanted to provide
hotels with their own sales funnel
and drive traffic to their websites
to ultimately help them in saving,
since OTAs charge margins up
to 35%. BookingJini aims to
empower hotels in all aspects
starting from customer outreach
to automating their booking
process, improving their online
presence and revenue in order to
stimulate top-line and bottom-line
growth. Asmita Mukherjee spoke
with Mishra to know more about
BookingJini and its offerings.
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peaking about the inception of
BookingJini, Mishra briefed,
“With the rise of Online Travel
Agencies (OTAs) and tech-led
hotel aggregators in the previous decade,
the hospitality industry has improved
technologically, but the majority of the
innovation and disruption has occurred on
the front end. In the meantime, outdated
processes and/or decadent software
continue to be used in the back-end,
especially in small to medium-sized hotels.
While large hotel chains have in-house
tech teams that can create specialised
products, less affluent hotels are left out of
the digital scene. As a result, BookingJini
was launched in 2017, as I wanted to build
something that would provide hotels with
their own sales funnel, increase traffic to
their websites, and eventually save them
money, because OTAs charge up to 35%
margins.”
Mishra also informed that BookingJini’s
numerous products enable a hotel to
increase its online presence and improve

like contact-less check-ins, walkthroughs,
room service, etc, on an app; and an
analytics engine that allows them to make
predictive data-driven decisions,”.
Since its inception, the company
has already managed to bag some big
brands in its kitty. “Some major hotels
that BookingJini is tied up with are, Park
Hotels and Resorts, ITC Hotels, The HHI,
Empires Hotel, Lemon Tree, The Landmark

We have expanded from booking engine
to hotel distribution, customer outreach,
revenue generation, digital marketing,
price recommendation engine and more.
customer flow without relying on thirdparty agencies.
Pointing out the various advantageous
facets of BookingJini, he stated, “We
provide a safe and single-dashboard view
of their day-to-day operations, as well as,
custom-designed mobile-friendly websites
to increase sales. We have expanded from
booking engine to hotel distribution,
customer outreach, revenue generation,
digital marketing, price recommendation
engine and more.”
Elaborating further, Mishra informed,
“Our distribution engine helps hotels
integrate with all OTAs and have one-click
access to room inventory; a marketing
engine to increase a hotel’s digital
presence and improve customer flow
without having to rely on OTAs and other
agencies; a guest experience engine that
helps them create customised experiences

Towers etc. Besides them, we also power
Kerala Tourism, Odisha Tourism, Tamil
Nadu Tourism, and Andaman Tourism
among others,” informed Mishra.
Sharing his long term strategic vision
for BookingJini, Mishra said, “We want to
be the largest platform to support all types
of hotels and accommodations by 2027. It
will enable the hotel community to come
together under one platform and have the
power of scale.”
Being a startup, the company is now
focused on cash flow and building a
strong EBITDA driven business. “Before
we go for funding, which is essential for
a hyper-growth SaaS business, we want
to make sure that we break even at our
unit economics. This round of investment
will take us global and further enrich the
product.”
prasenjit.chakraborty@saffronsynergies.in
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Start-Up Forum

Bringing Innovations to the Forefront
Travel Buddy

By TBM Staff | Mumbai

A

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
Start-up Name: Travel Buddy (Terrainspotter Pvt Ltd)
Core Team:

Saurav Chakraborty (Founder & CEO),

		

Vijay Saini (Co-Founder & CTO)

		

Paromita Bir (Co-Founder and Growth Head)

Founding year: 15th Jan 2020
Company Website: https://www.beatravelbuddy.com/feed
Description : We are an Indian Start-Up that is solving three pain points in Travel. The pain points are universal and thus
apply at a global level.
Pain Point 1: Travellers want to connect to a local easily to get genuine local advice
Pain Point 2: Travellers want to find like-minded buddies/groups to travel with them
Pain Point 3: Travel Buddy D2C Marketplace helps Travel Providers* build their own online travel shop and sell directly to
consumers at 0% commission!
*(100 million (Global estimate) and 21.5 million (India Estimate) jobs were lost in the Travel Sector in 2020)
Travel Buddy (Android/iOS/Web) runs on intelligent algorithms to match potential travellers and Travel Providers based on
their interest, location, behavioural and demographic data. These personalized results are then shown on your Social Feed to
enable you to make better travel decisions.
Video for YouTube : https://www.youtube.com/watch?v=S353yWB0UFI
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Adventure Tourism-The Budding Avenue
for Indian Marketers
By Gargi Sarma, Assistant Professor in the Department of M.Com,
K C Das Commerce College, Guwahati

I

ndia’s Tourism & Hospitality Sector has won the
precariousness of the growing dynamism and settled for
an impressive growth since 2015. The Travel & Tourism
Competitiveness Report (Courtesy-World Economic
Forum) flaunts the score hike achieved by the sector within 20172019 thereby, crowning India the ‘Major Tourist Destination’.
This exponential hike was the result of an apt marketing
strategy i.e. ‘Introducing the tourists to a number of exciting
chapters of tourism and presenting travel ideas to the prospects
with
captivating
advertising
campaigns.’
However,
this
hike was jiggled
with the arrival of
the Pandemic. The
scenario demanded
new
marketing
strategies to maintain
the momentum of
Tourism & Hospitality
Sector. In order to
revise the existing
strategy, it became
important to focus on
the changed interests
of prospects. The
travel
restrictions
imposed
in
the
first quarter of the
Pandemic conveyed
an important piece
of information to
the sector. It goes like this-‘Travel interests changes but the
passion for travel remains the same’. It implies: New interests
will unbolt marketing avenues and people’s perpetual passion
for travel will assure good scores from these avenues.
Bowing down to the travel restrictions, people have started
discovering new travel interests. The travel cravings led
them walk ahead and stop by to applaud the charisma of
Nature. This can be marked as the doorway of Adventure
Tourism. Time presumes this segment to be a money maker
for tomorrow. Adventure Tourism is not a brand new segment
of Tourism & Hospitality Sector but it has grown popular as
people have chosen to change their preferences. Lockdown
days have compelled people to understand the worth of soft
adventures. It gained repute in the perceptions’ because of two
chief reasons-1) A need to celebrate Nature and 2) A need to
be Healthy.
The new perception is forcing marketers shift their focus to
this potential segment. Every segment holds the potential of
being a revenue generator only for a certain period. With the
expiry of the period, the potential fades out as the prospects will
switch to new segments. Therefore, it calls for a prompt action.
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A pinch of delay can make the sector miss the big catch.

Success lies on marketing strategy
India has been a dogged learner and has appropriately
employed its learning in marking a grand success in the
Tourism & Hospitality Sector. This credo has to be followed
once again by the marketers to regain the fading glory.
The rich flora & fauna of India needs to be reconsidered by
marketers while identifying places which can host Adventure
Tourism. Most of the hyped destinations and its adjacent places
in India are blessed with spots which allow space for both Soft
& Hard adventures. Marketers firstly need to develop such
places with the vital amenities for the adventure and proceed
to design a campaign to lure people. It can be observed that
Soft adventure holds more potential over hard adventure in the
arena of Adventure Tourism and hence calls for a need to be
earmarked before the final drafting of a marketing strategy. The
reason backing it is the ease of relishing Soft adventures. The
ease draws a major section of the populace thus pronouncing
it a cash-rich zone for tomorrow. The zone however, has to be
carefully tapped with a pertinent yet prompt marketing strategy
which can succeed. The best way to conceive a superlative
campaign for this segment is to firstly observe the adventure
choices of people. People’s cult of exhibiting the places
explored in social media platforms through their stories &
posts can also be of great help for the marketers to understand
the catalogue. They can be employed for earning tactics on
positioning as well. Mostly the choice of people will depend
on two parameters viz. 1) The heritage of Flora & Fauna of a
state and 2) Type of adventure the place can offer. Hence, they
become the critical factors under consideration.
The ongoing pandemic period can be deemed as the best
time for the marketers to reach out their prospects. Marketers
have sufficient time to build places in the cognition of the
target audience. For the purpose, traditional marketing can
be twined with digital marketing techniques as well. This can
thus initiate a notable inflow of tourists with the lifting up of
travel restrictions.
A sector can win back scores only when a marketer considers
challenges to be the instigator of new avenues.
‘The views expressed in the column are of the author, and may or may not
be endorsed by the publication.’

Gargi Sarma is working as Assistant Professor in the
Department of M.Com at K C Das Commerce College,
Guwahati. Her academic and professional interests lie
in Management and Marketing. She is an avid academic
having completed her Masters in Commerce, Masters
in Arts (Economics), M.Phil program and pursuing her
Doctoral work in advertising. Sarma has presented over
20 research papers in National & International seminars
and published 10 research papers in reputed journals.
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