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South India Hotels & Restaurants Association (SIHRA), a 63 year old preeminent trade 
association for the hospitality industry in southern India comprising the states of Andhra 

Pradesh, Karnataka, Kerala, Tamil Nadu and the Union Territory of Puducherry, SIHRA has 
large hotel and restaurant members base covering the smallest stand-alone restaurants to the 
largest 5-star deluxe hotels.

SIHRA constitutes the southern region of the all India apex hospitality trade association – 
Federation of Hotel & Restaurant Associations of India (FHRAI) which presently has a pan 
India membership of around 4,000 members.

The main objective of SIHRA is to encourage, promote and protect the interest of its 
member establishments. It has been rendering professional advice and assistance from time 
to time to all its members on topics of vital importance.

SIHRA takes up the causes of its members with the various state governments as well as 
with other bodies and acts as the official spokesman for the Hospitality Industry. It also 
acts as advisory body to the state governments in south India towards formulating their 
respective tourism policies.

SIHRA regularly conducts professional development programmes and workshops 
to further enhance the existing professional knowledge and productivity skills of staff of 
member establishments to enable them to keep pace with the rapid developments in the 
hospitality industry worldwide.

SIHRA’s Executive Committee consists of President of Honour, President, four Vice 
Presidents, Honorary Secretary, Honorary Treasurer and thirteen Executive Committee 
Members. Except for the President of Honour, all other office bearers are elected annually. 
One-third retire by rotation and are eligible for re-election.

South India Hotels & Restaurants Association

FOR MORE INFORMATION CONTACT:
THE SOUTH INDIA HOTELS & RESTAURANTS ASSOCIATION

M-1 'Prince Centre', 709-710,Anna Salai, Chennai-600 006.
Tel : 91-44- 28297511,91-44-28297512 TeleFax : 91-44- 28297510

Email : admin@sihra.in 
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I am happy to state that for the past few months, there has been 
a marked improvement in Business sentiments with growth 

projection for Indian economy being revised upwards and 
widespread expectations due to global recovery and domestic turn 
around. Service sectors like Tourism and Hospitality industry will be 
the major beneficiary of these expectations.This was supported by 
the Indian Hotel survey of 2013-14 indicating substansive  increase 
in supply and performance of hotel industry.Rating agencies like 
ICRA had predicted that Indian Hotel Industry’s revenues are likely 
to increase by 7 percent  to -9 percent in 2014-15, mainly driven 
by incremental rooms, food and beverage income. PATA forecasts  
5 percent rise in visitor arrivals to Asia Pacific over the next five 
years. With stable Government at the centre,  new tourism policies 
that are formulated to increase the tourism sector’s potential  will 
open up  new frontiers to fulfill the ministry of tourism’s target  of 
11 million visitors by 2016. The Government is also adding a new 
paradigm to the public private partnership model by involving 
all the stakeholders in Key decision making processes and have a 
pragmatic tourism  policy for sustained growth.  It is proposed to 
hold an inter ministerial conclave to counsel  state governments to 
be user friendly in issuing licenses to enable the hoteliers in getting 
their classification done without any difficulty.The ministry has 
also been requested to introduce  the submission of classification 
application online after the integration of online payment system. 
Similarily, the ministry of commerce is requested to reconsider 
the 'Service Exports From India Scheme (originally Serve India 
scheme)' to keep it at 10 percent instead of reduceing to 3 percent 
to managed hotels only. In  case of EPCG also,  the association has 
requested it to consider upto 90 percent of normal export obligation 
and without reducing it to 75 percent.These matters are being  
pursued by FHRAI and we hope  for   a favourablel result for the 
benefit of the hotel industry.

Both SIHRA and FHRAI have expected that  the demands given 
in the pre-budget memorandum would be met in the Union Budget 
2015-16. Unfortunately, the Government had  increased service tax 
from 12 percent - 14 percent which is detrimental  to the growth of 

the hotel industry.Clients will have to spend more on the services 
and will be spending less at eateries .However, it is hoped that, the 
center has embarked upon tax reforms such as introduction of 
Goods and Service Tax  (GST) to implement direct transfer benefit 
by having indirect tax  system by April 2016.

Regarding proposed legislation on Food  Safety and Standard 
Regulations introduced by the Centre  with respect to the provision 
and regulation has been extended till August 8, 2015.This will 
facilitate the members to streamline the requirements of the food 
safety in the Act.

Work regarding interiors for the new SIHRA office  is progressing 
well as scheduled and we hope to move into the new premises by the 
end of May, 2015, when our secretariat can provide more services 
to the Members.I am thankful to the union ministry of tourism 
for holding a fruitful meeting with Travel Trade and Hospitality 
industry regarding classification matter.Your Association provided 
useful inputs in this meeting. I congratulate the department of 
tourism ,Govt.of Kerala, for getting Golden GateAward (Silver) 
at ITB Berlin for the second consecutive term in Kerala Tourism 
Backwater campaign and it  is also remarkable that the Kerala state 
tourism  pavilion had the biggest turnout in this show.

Members are requested to renew their annual subscription of 
receipt of promo invoice sent by SIHRA secretariat.This will enable 
in the smooth running of the association to enlarge the activities for  
the members.They  are also request to make effort to enlist more 
members to strengthen  the Association.

With best wishes

K.SyamaRaju
President

K SYAMA RAJU
President's Message

Dear Friends,

K Syama Raju
President, SIHRA
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Hospitality Biz is a monthly news & analysis 

magazine reporting on and for the Indian 

hospitality industry.

This magazine has a holistic focus and it 

streamlines news and analysis relevant to 

this industry in a crisp format. The magazine 

also has a combination of current news 

stories across each of the industry’s verticals 

backed by analysis and perspective.

www.hospitalitybizindia.com is India’s 

only live news online portal (with hourly 

updates), which provides quality 

information to hoteliers and industry 

consultants. Launched in December 2007, 

this comprehensive website helps you 

source information, news, views, analysis, 

trends, features and best practices in the 

Indian hospitality industry.

INDIA.COM

Look no further for the
Best in Hospitality News

For further information, drop us a mail on 

MUMBAI
Nilesh Argekar: nilesh.argekar@saffronsynergies.in | 098676 10986

Millind Pandhare: millind.pandhare@Saffronsynergies.in | 098208 47292

NEW DELHI
Umesh Sharma: umesh.sharma@saffronsynergies.in | 098107 02275

HYDERABAD
Y S Venkatswamy: ysvenkatswamy@gmail.com | 099897 50306

FOR  SUBSCRIBTION
Rameshwari Salunkhe: rameshwari.salunkhe@saffronsynergies.in | 022- 67121875
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P KRISHNA KUMAR
Editor's Desk

The jury is still out, as far as the new Tourism Policy of the government is concerned.  The draft 
policy has been put on public domain by the government to solicit views of stakeholders of the 

industry and the public at large. However, as per recent reports,the draft has already evoked some 
serious discussions, at least in some quarters. While mainstream industry associations are quite 
happy with the way the policy has been drafted and have put out their heads to be represented in 
various empowered bodies that will be constituted once the policy comes into effect, a few ‘fringe’ 
groups have come out with scathing remarks on the direction of the new policy, which according 
to them is “lacking in vision”, “flawed in approach”, and “serving corporate interests”. 

It would be improper at this point to sit and judge who is right and who is wrong. Instead, it 
would be rational to involve all sections of the tourism industry to make the process more transpar-
ent and democratic. For an industry that is trying hard to shed its ‘elitist’ image, any attempt to 
further alienate the real voices from the grassroots would not serve any purpose in the long term.

There has been a certain amount of proactiveness on the part of Indian states to promote their 
respective destinations in the last few years. States in the southern part of the country have been 
marching ahead of the rest in this matter. Kerala has always been at the forefront of pioneering 
ideas to promote the destination, both in the domestic and international markets. The latest in 
this context is the proposal to create a joint circuit with the neighbouring country, Sri Lanka. Such 
out-of-the-box ideas are the need of the hour for the sector.

It is also encouraging that tourism has received increased allocation in the state budgets for 
2015-16 in the southern region of India. Karnataka earmarked the highest allocation for the sector 
with Rs 406 crore. Although this is only a marginal increase as compared with the state’s previous 
allocation of Rs 399 crore, there are various forward-looking proposals in the budget to develop 
new circuits, destinations, trekking tracks, etc. 

Similarly, Andhra Pradesh has a fairly good allocation for tourism - Rs 330 crore -  notwith-
standing the bifurcation. Kerala’s tourism budget size this year would be Rs 223 crore, compared 
with Rs 206 crore last year. The state government has proposed a new Tourism Investment Promo-
tion Board, headed by the Chief Minister. However, given its size, Tamil Nadu has very marginally 
increased its budget allocation for tourism to Rs 183 crore from Rs 178 crore last year.

While budget allocation for the tourism sector shows a growth trajectory, what is needed to 
be focused on is timely implementation of various projects. The record of many states is not very 
good to say the least!

P Krishna Kumar
krishna.kumar@saffronsynergies.in

Jury is Still Out!
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Kerala Tourism announces aggressive marketing 
campaign Visit Kerala - 2015 Campaign 

NEWS

KTDC hotels to offer discounted rates; 
talks underway with domestic carriers 

to support economic packaging 
Kerala Tourism has announced major 

incentives for travellers during the year-long 
‘Visit Kerala’ Year celebrations commencing 
from April 15 this year. The hotels under the 

Kerala Tourism Development Corporation 
(KTDC) will give discounts up to 40 per cent 
on room rates to attract more visitors to the 
state. Similarly, private hotels will also support 
the initiatives by offering attractive packages, 
gifts and other promotional offers during the 
year-long celebrations. The campaign was 
launched by Dr Mahesh Sharma, Minister of 
State with Independent Charge for Culture 
and Tourism, and Minister of State for 
Civil Aviation, Government of India, in the 
presence of A P Anilkumar, Minister for 

Tourism, Government of Kerala and other 
officials of Kerala Tourism in Delhi today. 

As part offering a wholesome experience 
for visitors at an affordable cost, the state 
has also approached the domestic airline 
companies to join the promotional campaigns 
to help create value for money packages. “We 
are in touch with couple of domestic airline 
companies for certain number of seats to be 
offered at discounted rates. This will help 
in packaging the experience for travellers,” 
informed Anilkumar. “The whole purpose 
of the Visit Kerala Year initiative is to give an 
additional stress to our destination marketing 
efforts and promotion of our Niche Tourism 
products like Ayurveda, Responsible 
Tourism and Spice Route-Muziris heritage,” 
the Minister said. The state government will 
spend around Rs 50 crore for Visit Kerala 
Year destination promotion campaigns. This 
will include organising roadshows, cultural 
shows, food festivals, etc. in both domestic 
and international markets. Kerala Tourism 
is also planning two mega food festivals in 
Delhi and Mumbai this year. 

“KTDC has more than 25 hotels in the 
state and these hotels will offer attractive 
off-season packages. The private industry 

is also working on 
their packages. The 
government has 
announced a reduction in Luxury Tax from 
15 per cent to 5 per cent during the off 
season period,” said G Kamala Vardhana 
Rao, Secretary – Tourism, Government 
of Kerala. When asked about the new 
markets which the state would be tapping 
this year, Rao said that East and Far East 
are key focus markets for this year, and 
Kerala Tourism will organise as well as 
participate in international travel marts in 
these countries this year. 

In his inaugural address, Dr Sharma 
applauded the efforts and lead Kerala has 
taken in destination promotion in the 
country. Kerala has a rich potential for 
tourism since it abounds in natural beauty 
and has picturesque backwaters. The 
Minister said that the people of Kerala are 
well known for their sincerity, dedication 
and hospitable nature which are essential 
qualities of the Indian culture. He assured 
all kinds of support for the Visit Kerala Year 
initiative. He said that the government is 
keen to develop Coastal Tourism and Kerala 
would be a beneficiary of the initiative �

Carlson Rezidor Hotel Group, the leading 
international chain of hotels in India, is 

keen to introduce their new upscale lifestyle 
brand, Radisson RED, in India market. The US 
based hotel group had added this new brand 
into their global portfolio few months ago, with 
one signed property in China already. Reveal-
ing their plans, Thorsten Kirschke, President-
Asia Pacific, Carlson Rezidor Hotels said that 
the “time is appropriate” to explore “new 
formula, contract models, as well as bring 
more brands” into the market considering the 
new growth path the country is taking under 
the new political leadership. 

“We do not want to rest on our laurels 
of past 25 years,” Kirschke said, adding that 
Carlson Rezidor Group was “well placed” to 
take the growth forward in India. The company 
has 74 operating hotels in India currently and 
another 43 under different stages of develop-
ment. “Target is to have 170 hotels under 
operation and development in India in the next 
couple of years,” Kirschke said. 

“Our intention is to leverage the brand 
equity and legacy of Radisson brand in the 
country and expand its reach into additional 
segmentation. Radisson RED is pitched at 
upscale segment with a lifestyle element. 

We want to capture the evolving consumer 
demand in terms of technology centric layout 
combined with contemporary interior design 
and much more efficient use of space. This 
largely addresses both the consumer demand 
as well as the investor outlook,” he added 
explaining the brand positioning of Radisson 
RED. 

He said that Radisson RED is a “perfect fit” 
for India market and can be adapted to a city, 
resort, or an airport location. There is scope 
for a dozen odd Radisson RED hotels in key 
markets in Asia Pacific over the next couple of 
years, he added �

Carlson Rezidor Hotels to bring Radisson RED brand to India
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Dusit International, the leading Asian 
Hospitality group, after more than a 

decade operating hotels in the Middle East, 
has further solidified its presence in the Gulf 
Cooperation Council (GCC) by entering 
into a joint venture hotel management 
agreement with a local partner in the 
Kingdom of Saudi Arabia. 

According to a report on hospitalitynet.
org, Dusit International and regional 
hoteliers Dyar Hotels and Resorts recently 
held a signing ceremony to formally establish 
a joint Gulf Cooperation Council(GCC), 
venture hospitality management company. 
Dyar has over 30 years of experience 
owning and operating hotels throughout 
the GCC and their local knowledge and 
expertise, coupled with Dusit's international 
experience accumulated over 65 years, will 
offer truly distinctive products managed in 
a Shariah compliant manner to the growing 
Middle Eastern hospitality market. 

The new company is already off to a 
solid start, with three projects confirmed in 
the pipeline. One will be located in Jeddah 
under the Dusit Thani label, the company's 
original hotel brand most well known for 
providing gracious hospitality to guests 
worldwide. The other two projects, to be 
located in both Jeddah and Doha, will come 
under the company's chic and contemporary 
"next generation" dusitD2 brand, whose 
newest hotel recently celebrated its Grand 
Opening in Nairobi, Kenya. 

A further five properties are currently 
under negotiation in the Holy Cities of 
Makkah and Madinah, which together 
form the largest tourism market within the 
Kingdom of Saudi Arabia. In 2014 alone, 
the Holy Cities collectively welcomed 18 
million visitors and this number is expected 
to surge to 23 million by 2020. This 
exceptional market is amply catered for by 
Dyar's sister company Nebras for Tourism 
Development, an established tourism 
company providing integrated services for 
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Asian hospitality group Dusit International signs 
new JVC with Saudi partner Dyar Hotels and Resorts

Andhra Pradesh (AP) will consider all tourism 
investments in the state as industrial ventures 

and will offer single-window clearance, informed N 
Chandrababu Naidu, Chief Minister (CM) of AP. He 
was speaking at a meeting that he chaired to finalise 
the state’s tourism policy. AP will also look at setting 
up dedicated police stations for tourists, and a round-
the-clock call centre for tourists in the state. The 
CM said that tourism projects would be treated as 
industrial ventures and single-desk clearances would 

be granted to them within 21 days. According to a report by PTI, Naidu also assured 
special tariff for power usage for tourism projects. Suggesting the department to 
focus on attracting international tourists, Naidu told the officials to get tourist 
operators on board and work with them. The state will explore opportunities in 
water sports, Beach Tourism, Spiritual Tourism, Ecotourism, Caravan Tourism, and 
Heli-Tourism. Emphasising on the need to promote Telugu culture, he suggested 
that Kuchipudi and other local and tribal art forms, and dances be promoted through 
various carnivals on a large scale �

AP to consider tourism investments as industrial  
ventures; assures single-window clearance

visitors and pilgrims, affiliated with over 60 
agents from the Far East, Africa, Australia, 
Europe and the Middle East. It is also one 
of only 48 companies authorised by the 
Ministry of Hajj to issue Religious Tourism 
visas. 

Outbound tourism from the Kingdom of 
Saudi Arabia is also significant. Nearly 30% 
of yearly arrivals to Dubai, where Dusit has 
been operating for over 14 years, hail from 
Saudi Arabia—over 1.5 million travellers. 

With major infrastructure projects 
currently underway, such as the expansion 
of Jeddah's King Abdulaziz International 
Airport to accommodate 80 million guests 
by 2035, the Haramain High Speed Railway 
linking Jeddah to Makkah, and over 30,000 
hotel rooms set to come to market over the 
coming years, the Saudi Arabian hospitality 
and tourism market is simply booming. 

"We have been looking for a way to 
work within the Kingdom for some time," 

remarked Chanin Donavanik, Managing 
Director and CEO of Dusit International. 
"We are proud to partner now with Dyar 
Hotels and Resorts—their local expertise 
and decades of experience will be invaluable 
to the success of Dusit within Saudi 
Arabia, and we are confident the alliance 
of an international hotel chain with the 
knowledge, relationships and distribution 
channels of a regional operator will provide 
Owners with a compelling proposition." 

"Being family businesses, Dusit and Dyar 
share a similar owner-operator mindset, as 
well as one vision, now we are united under 
the joint venture," said Khalid Al-Hattami 
CEO, Dyar Hotels and Resorts. "This will 
ensure the companies deliver excellent 
products to the market, combining the very 
best of Asian and Middle Eastern hospitality 
traditions to create something new, unique 
and unmatched here within the Kingdom of 
Saudi Arabia." (Source: hospitalitynet.org) �
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Value Inn Worldwide & Value Hotel 
Worldwide of the Vantage brand 

have entered India, through an exclusive 
master license agreement with Miraya 
Hotel Management Pvt. Ltd, stated a 
company release. 

The Value Inns & Hotels India will 
be positioned as two to four Star quality 
hotels, depending on location, size of the 
hotel and product for 30 to 65 rooms. 
They will primarily be business hotels 
offering food & beverage and banqueting 
facilities for weddings and events. 

“We feel that there is great demand for 
hotels for the middle class in second and 
third-tier markets, and we look forward to 
bringing our Value brands to those areas 
of the country. We plan to grow via new 
construction and re-branding of existing 
hotels, and are ecstatic that Miraya plans 
to emulate Vantage’s innovative brand 
affiliation model that is designed for 
independent operators and allows them 
the freedom to operate in the manner 
they feel is best for their market place,” 
said Roger Bloss, Founder, President and 
CEO of Vantage Hospitality. 

The award-winning Value Inn brand 
has set industry records for growth that 

offers members the lowest fees in the 
industry, reasonable agreements, flexible 
services and amenities, sensible PIPs, 
and 'A Voice and A Vote' in the brand's 
direction while providing the most 
comprehensive resources in the lodging 
industry. 

Competitive, fast growing and the 
world's eighth largest hotel chain, as 
claimed by the company release, Value 
Inns & Hotels Worldwide has over 
1,200 properties across USA, Canada, 
South Korea, Indonesia and Mexico and 
has given Miraya the exclusive right to 
develop its international brands in India. 
“A tie up with the fastest growing hotel 
chain is very encouraging for us. It was 
heartening to know that 76 per cent of the 
Vantage members are of Indian descent, 
which proves that the chain is preferred 
by Indians. For this MIHL will look at 
investing approximately Rs700 crores in 
acquiring assets in India to rebrand them 
under the Value Inn Brands,” enthused 
Rohit Yadav Founder and Chairman, 
Miraya Investment Holdings Ltd (MIHL). 

Value Inns & Hotels India plan to raise 
the bar of lodging in mid-market segment 
in India. “The brand offers hotel owners the 

most affordable alternative to a traditional 
hotel franchise in the budget through 
lower midscale segments and we are happy 
to be bringing this benefit to hotel owners 
in India. Our plan is to make Value Inns & 
Hotels India a 100 hotel chain within the 
next five to seven years.” said Sudhir Sinha, 
Managing Director and CEO, Value Inns & 
Hotels India. 

While guests of the hotel can enjoy 
consistent quality and exceptional service 
at each hotel, owners will benefit from 
Vantage’s state-of-the-art, global reservation 
system powered by Sabre Hospitality 
Solutions, as well as its comprehensive 
revenue-generating programs and 
resources. 

“Following an extensive search, Vantage 
has found the ideal partner in Miraya 
Hotel Management. The company has all 
the attributes that we were looking for – 
they have strong knowledge of the Indian 
hotel industry and franchising, expertise 
in operations, and are financially sound. 
With Miraya, we now have the right plan, 
the right people and the right brands,” said 
Bill Hanley, Vantage’s Group President of 
International Development �

Vantage Group's Value Inns & Hotels 
Worldwide makes foray into India 
Miraya Hotel Mgt gets exclusive rights to market brands

Taj Hotels’ unveils ‘Room for More’ this summer

Taj Group has recently launched a 
selection of ‘Room for More’ packages 

across its Taj, Vivanta by Taj and Gateway 
brands worldwide in response to the ever-
changing demands of travellers. With the 
‘bleisure’ trend on the rise – a compro-
mise between high-pressure business 
demands and the daily quest for personal 
wellbeing – Taj has designed a series of 
special offers for business travellers who 
value productivity as well as new travel 
experiences. These offers are valid until 
July 31, 2015. 

Under the ‘Stay a Bit Longer’ offer 
focussing the third millennium corporate 
travellers, Taj offers an extra complimen-
tary night based on three to seven night 
stays inclusive of Wi-Fi and breakfast. 
Other benefits include 15 per cent off 
the best available rate with a minimum 
three-night stay to max four nights; 20 
per cent off the best available rate with a 
minimum five-night stay and 25 per cent 
off the best available rate with a minimum 
seven-night stay. 

The ‘Suite Saver’ package will enable 

guests’ enjoy Taj’s legendary hospitality in 
opulent suites, across exotic destinations 
such as Goa and Kerala as well as the 
uber-luxurious Grand Palaces. The ‘Suite 
Saver’ includes 25 per cent off one-night 
accommodation in a suite, a welcome 
drink on arrival, breakfast and Wi-Fi. 

The Hotel Credits (with up to Rs. 
2,000) can be used for a stay, gourmet 
experience, rejuvenating spa treatment or 
airport transfer on Taj can be saved and 
used at a later date �
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According to a report by Divya 
Chandrababu in The Times of India, 

the Centre would focus on developing 
Puducherry and Kancheepuram in South 
India, as major tourist destinations, said 
Dr Mahesh Sharma, Minister of State 
with Independent Charge for Culture & 
Tourism and Minister of State for Civil 
Aviation, Government of India, yesterday. 
He was inaugurating a Rs 5.5-crore science 
centre and planetarium in Puducherry. 
"After my visit to Puducherry, I feel that 
there is a lot of potential because it has 
got its spiritualism, scenic views of the 
beach, and now we have come up with a 
science museum," he stated. 

Later, during his visit to Kalakshetra 
Foundation in Chennai, the Minister 

said, "We have proposed to make it a 
destination on the international map 
along with the North East. And, this 
time the government has come up  
with a coastal circuit with an investment 
of Rs 120 crore and Puducherry will be 
part of that." 

Dr Sharma said Kancheepuram was 
one of the highlights of the National 
Tourism Policy, which would be ready 
in another 15 days. The temple town is 
one of 12 cities on the first list prepared 
under the Pilgrimage Rejuvenation 
and Spirituality Augmentation Drive 
(PRASAD) scheme to promote tourism 
across the country. 

"Spiritual Tourism is the strength 
of tourism, even worldwide, and 

more so in India. We are utilising that 
strength," Dr Sharma said. "We propose 
to promote tourism as a means of 
employment, foreign revenue, for women 
empowerment, and take it to new heights 
where we are sharing one per cent of the 
world's tourism market. By 2025, we can 
make this two per cent," he added. 

Dr Sharma is currently on a visit to 
the 39 institutions under his Ministry. 
He said he was on a routine visit to 
Kalakshetra to understand its activities 
and problems. "I've come with an open 
mind to do whatever is best for the 
institution to glorify it more," he added. 
(Source: The Times of India) �

Centre to develop Puducherry, Kancheepuram 
as major tourist destinations: Union Minister

In order to achieve a common vision, aspiration, set a cogent agenda 
and address issues that affect the tourism ministry, the new policy 

proposes setting up of various empowered bodies like National Tourism 
Advisory Board (NTAB) chaired by the Union Minister with all the tourism 
ministers of the States/UTs and domain experts as members. The Board 
would have a dedicated secretariat and a corpus of funds to be able to 
undertake its activities and to provide a robust follow-up mechanism.

Tourism also requires convergence with several ministries at the 
Centre as well as states. Therefore, the policy envisages Inter-Ministerial 
Coordination Committee on Tourism (IMCCT) under the chairmanship 
of the Principal Secretary to the Prime Minister with representation from 
all relevant ministries to address issues of convergence and synergy. 
This can be replicated in the states/UTs through Inter Departmental Co-
ordination Committees on Tourism (IDCCT at state-level).

The new policy also recommends constitution of a National Tourism 
Authority (NTA) with representation from the trade and industry, and 
interconnected departments/agencies to execute the policy laid out by 
the Ministry. Simple, flexible and elegant processes can be laid down to 
allow for nimbleness.

The overseas offices of MoT should be restructured to act as the 
nucleus with most of the commercial and market-oriented functions 
outsourced to specialised agencies. Similarly, the policy also suggests 
appointing representative agencies in markets where India tourism does 
not have a presence �

Headline MoT moots New Policy 

As per a PTI report, to promote Medical Tour-
ism, Association of Indian Medical Device 

Industry (AIMED) and Indian Medical Associa-
tion (IMA) have recently inked an agreement 
under the 'Cure in India' initiative. The initiative 
also plans to promote usage of medical devices 
manufactured  
in India.

"This MoU (Memorandum of 
Understanding) will give a big push to 
manufacturing and innovation in the Indian 
medical device industry, while promoting 
Indian healthcare sector as a whole," said 
Rajiv Nath, Forum Coordinator, AIMED. "The 
initiative will also help reduce the country's 
huge import dependency in the medical 
device sector while encouraging exports," he 
added.

As per the MoU, IMA and AIMED will 
establish a joint mechanism to promote the 
Indian medical device industry, and also give 
users and consumers access to IMA-preferred 
brands that are affordable. (Source: PTI)

AIMED, IMA ink pact 
to promote Medical 
Tourism in India
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The new Tourism Policy Draft, 
which was put on public domain 

by the Ministry of Tourism (MoT), 
Government of India for comments 
and suggestions, proposes including 
tourism in the Concurrent List of the 
Constitution to make it part of the 
national agenda. This, according to the 
Draft, will help elevate the sector to a 
priority one on the national agenda. 
“National prioritisation of the sector 
is critical to ensure focus, investment, 
alignment, and competitiveness as 
precursors to maximising the impact of 
the tourism sector for the benefit of India 
at large,” the Draft says. Including tourism 
in the Concurrent List will enable the 
Centre and states to effectively legislate 
and demark clear roles for the Centre and 
states/Union Territories (UTs).

While the new policy will imbibe 
and incorporate the futuristic vision of 
the earlier Tourism Policy of 2002, it will 
ensure comprehensive action plan to 
achieve the goals, which was lacking in 
the earlier policy. For effective delivery 
of the New Tourism Policy 2015, tourism 
development has to take place for 
economic development, by aligning and 
activating cooperative and synergised 
thinking at all levels, namely states, UTs, 
local administration, and the civil society 
at large. The policy proposes Public-
Private-Peoples Participation (PPPP) 

framework for Sustainable Tourism 
development going forward.

In order to achieve the targets of 
increased tourist arrivals and foreign 
exchange earnings, efforts need to 
be supported by adequate budgetary 
allocations for tourism. Although the 
amount allocated for the development of 
tourism has risen, it remains negligible 
as part of the total outlay of the five-
year plans and vis-à-vis the opportunity 
for accelerated growth of the tourism 
economy. From being 0.04 per cent, the 
highest allocation the tourism industry 
has witnessed is in the 12th five-year plan, 
which is about 0.35 per cent.

The draft charts out the broad mission 
of the new policy as: 1. Enhance the 
share of international tourist arrivals and 
revenue through a sustained growth path; 
2. Stimulate repeat, year-round visitation 
with high dispersion across the destination; 
3. Promote Domestic Tourism; 4. Develop 
and promote tourism in a responsible, 
sustainable manner economically, 
socially, culturally, and environmentally; 
5. Position India as a welcoming, safe and 
sustainable destination for both foreign 
and domestic tourists; 6. Enhance the 
image of brand ‘Incredible India’; 7. 
Deliver a world-class, yet authentic 
local experience; 8. Handhold state 
governments, UTs, and stakeholders in 
development and promotion of tourism; 

9. Ensure 
meaningful, 
equitable 
community 
participation 
in tourism 
development.

The new 
policy sets a 
new target for foreign tourist arrivals. 
It aims to grow India’s share in world 
tourist arrivals from the present 0.68 
per cent to one per cent by 2020 and to 
two per cent by 2025. Other objectives 
include positioning of tourism as a 
priority on the national political and 
economic agenda; widen understanding 
of the benefits of the tourism sector 
within the wider governmental 
framework, especially with government 
departments critical to the success of 
tourism; evolve a framework for tourism 
development, which is government-led, 
private sector-driven, and community 
welfare-oriented; foster and develop a 
coordination mechanism between the 
Centre and states/UTs and between 
various ministries/departments and 
create a framework for engaging with 
local bodies, to drive the national tourism 
agenda; create a safe, secure, clean, 
hygienic, and inviting environment for 
tourists; etc �

India Convention Promotion Bureau (ICPB), a public-private organisation under the Ministry of Tourism (MoT) entrusted 
to promote India as a convention destination, will conduct their eighth Convention India Conclave on August 8 and 9, 2015 

at the India Expo Centre in Greater Noida, Delhi NCR. The last conclave was held at the same venue in August, 2012.
According to Captain Swadesh Kumar, Vice Chairman, ICPB, the governing body of the Bureau met recently in Delhi and 

decided on the date for the next Convention India Conclave. He said that the programme for the conclave will decided in the 
coming months �

ICPB to organise Convention India Conclave on August 8 & 9 in Greater Noida 

NEWS

New Tourism Policy proposes inclusion of 
tourism in Concurrent List of Constitution 
New empowered bodies NTAC, IMCCT & NTA mooted 

e
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Four Seasons Hotels and Resorts unveils Four Seasons Private Jet 
The new Four Seasons Private Jet was unveilled by The Four 

Seasons Hotels and Resorts, the hotel industry's first fully 
branded jet experience and marking the establishment of a new 
standard in luxury hospitality experiences, a company release 
stated. Said to deliver a fully immersive Four Seasons Private Jet 
Experience both in the air and on the ground, the Jet reportedly 
builds on the brand's history of innovation focused on evolving 
the guest experience. 

“ In our hotels, spaces are conceived as settings for great 
experiences,” says Dana Kalczak, Vice President, Design, 
Four Seasons Hotels and Resorts. “The same is true for the 
Four Seasons Private Jet. Along with the core objectives of 
comfort and functionality – and adherence to strict aircraft 
safety standards – we wanted to create an exceptionally 
luxurious ambience, and Champagne and caviar became our 
inspiration,” Kalczak said.

Ten Four Seasons trained in-flight crew, including an 
Executive Chef, a Sous Chef, a Four Seasons Concierge and 
a Global Guest Services Manager, are committed to making 
the journey truly personalised. The dining experience in 
terms of culinary excellence, presentation and service has 
been enhanced, the company says, to make it an experience, 

rarely enjoyed in the skies. 
Chef Kerry Sear says: “Our aim is to recreate the hotel 

experience on the Four Seasons Private Jet, which means 
creating innovative meals using fresh ingredients, served 
on the finest tableware and linens, all with impeccable Four 
Seasons service. The only real difference is that occasionally 
we have to do a little juggling when there’s turbulence!” 

The overall design of the jet is contemporary with 
luxurious finishes. The interior is light and fresh, featuring 
carefully placed contrasts in colour palette and texture. 
Some of the design features include hand-crafted leather 
flatbed seats, hand-woven woollen carpeting, and Mongolian 
cashmere blankets The exterior makeover of the aircraft has 
a high-gloss black finish and the Four Seasons tree logo. 
Each Four Seasons journey includes air travel and ground 
transportation, planned excursions, all meals and beverages 
throughout the trip, and luxurious accommodations at 
Four Seasons hotels and resorts around the world. 

In conjunction with these Four Seasons Private 
Jet Experiences, the Four Seasons Private Jet, 
including accompanying staff and crew, may also be  
privately chartered �

Online accommodation booking 
website Hotels.com, recently came 

out with what it calls ‘ travel trends to 
look out for in 2015’, to provide insights 
into smarter and trendier travelling, a 
company release stated. A few of the 
trends it highlighted were : Emergence of 
Poshtels – a hybrid of the ‘hostel’ and the 
‘hotel’, especially for the young and single 
travellers who are are on a budget but 
still demand a stylized, glamourous hotel 
experience. Many hostels, competing 
with the boutique hotel, are reportedly, 
upgrading their facilities and adapting 
modern and luxurious design with high-
tech facilities like offering restaurants, 
twin en-suite rooms, free Wi-Fi and 
breakfast. 

‘But first let me take a Braggie’ : 
Selfies according to Hotels.com were 
the biggest trend of 2014, emerging 
out of which is the ‘braggie’, a picture 
taken and uploaded to social media by a 
holidaymaker in an attempt to brag about 

the holidaymaker's exotic surroundings. 
A view from the hotel window, the room's 
bed and the surrounding landscape are 
typical braggies. Hotels are reportedly, 
tapping into this trend of clicking away 
by offering customers free perks and 
rewards if they post their photos on to the 
hotel's Facebook or Instagram accounts. 
Millennials : Hotels are catering to the 
mobile, 24/7, networking generation 
known as Millennials, says the report on 
trends, and consequently, more affordable 
hotels are getting style upgrades. Millennials 
crave stylish settings but often lack the 
deep pockets of Baby Boomers, accounting 
for the surge of value-chic brands. Thrust 
for Thrillication: Thrillication is travel 
with a dose of extreme adventure for the 
adrenaline junkie. This includes adventure 
sports with a twist. Activities like snorkelling 
with sharks, kayaking with whales, Bungi 
jumping into an active volcano, are some of 
the high-on-thrills sports. Live in HD with 
Techcication: The report indicates that the 

requirements of the traveller have changed 
from a good hotel room with comfortable 
beds to a fully technologically equipped 
hotel room. Travellers are looking out for 
hotels that offer free Mobile Check-ins, 
Wifi, a good television, automated lights 
etc to maximize the experience of staying 
at the hotel. It is reported that some hotels 
are even providing Google Glasses to their 
in-house guests. Tease your taste buds with 
Foodcation: Foodcation is a trend where 
travellers travel to experience the local 
food culture and delicacies of the place. 
It could be anything from the deep fried 
crickets in Bangkok or having the authentic 
Italian pizza in its place of origin. Relax and 
Indulge in Staycation: This trend describes 
those in need of a vacation but who 
pressed for time or because of the barrier 
of space, stay at a hotel in, or close to the 
city they live in. The staycation provides 
a break from hectic daily life where the  
traveller basks in the amenities the hotel 
has to offer �

Techcication, Poshtels, among top travel trends in 2015 : Hotels.com 
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Alliance Hotels and Resorts to add 10 resorts by May 2015 

Dubai-based Emaar Hospitality 
Group, which owns and manages 

market leading hotels like The Address 
Hotels & Resorts, Armani Hotels and 
Vida Hotels, hopes to improve their 
India market share in coming years 
as more hotels opening in next couple 
of years. Currently, India market 
contributes approximately seven per 
cent to the overall business in their 
group hotels, and hopes are to take it 
to ten per cent in coming years.

This was informed by Seema 
Pande, Corporate Director of Sales 
& Partnerships, Emaar Hospitality 
Group. Speaking at the three-city 
trade mission which commenced in 
Delhi, Pande said that India market 
has been a “loyal market” for Group 
Hotels in Dubai. “Indian customers 
love our hotels because we look after 
them very well. Moreover, the locations 
of our hotels are very good and close to 
key attractions and shopping centres,” 
she said. She said that the group was 
not able to grow the market share so far 
due to lack of inventory. However, with 

new Address Boulevard scheduled for 
opening in the first quarter of 2016, 
and new smart budget brand ‘Rove’ roll 
out scheduled from end of 2015, they 
will be able to cater to broad spectrum 
of Indian customers, she added.

The hotel group will be developing 

ten ‘Rove’ branded hotels in Dubai 
before 2020. Seven locations have 
already been identified, Pande said. 
The first Rove hotel will commence 
operation by end of 2015. All these 
hotels are planned close to metro 
stations. “With Rove, we will be able to 
cater to more groups, besides leisure 
and business travelers,” she said.

Talking about the annual trade meet 
in India, Pande said that the annual 
exercise has proved quite productive 
for the group. Besides thanking the 
Indian partners for their support, 
these trade events help in updating 
them about the new properties and 
leaderships, she said.

Pascal Dupuis, General Manager of 
The Address Dubai Marina said that 
the hotel has become a sought after 
destination for Indian weddings over 
the last few years. “The Indian market 
has always been consistent for our 
hotel,” he said. The hotel has 25 meeting 
rooms and a large ball room. “We have 
good relationship with Indian event 
organizers,” he added �

HOSPITALITY

To roll out budget brand ‘Rove’ from end of this year

Emaar Hospitality Group hopes to improve Indian 
business share as they open new inventory

Alliance Hotels and Resorts, a hospitality marketing franchise company providing marketing support to 40 hotels and resorts 
at 32 locations in India, plans to add 10 more resorts to its portfolio by the next month. 
Celebrating 11 years of company's establishment, Alliance Hotels and Resorts recently concluded its Annual National Meet 

2015 in New Delhi. All the executives pan India located at various regional offices came down for the two-day meet wherein the 
team discussed the past year performance, existing challenges in the market and the ever-growing competition. 

The year gone by has been a record year for Alliance Hotels and Resorts with excellent performance in terms of occupan-
cies and average room rate, revealed Zia Siddiqui, Managing Director, Alliance Hotels and Resorts. “The team discussed and 
finalised host of unique concepts and promotions for the coming season 2015-16 as we hope to maintain the successful 
momentum in the year ahead,” he said. All promotions of Alliance in 2015-16 would emphasise on the USP’s of Team Alliance 
- Strength, Professionalism and Cooperation. 

The company is all set to assist in the launch of new hotels across various categories from leisure to MICE and claims to 
have over 75 hotels by late 2015 at various business as well as leisure locations in India �
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The Ministry of Home Affairs, 
Government of India has decided to 

change the name of the scheme, ‘Tourist 
Visa on Arrival-Electronic Travel 
Authorization’ (TVoA-ETA) to ‘e-Tourist 
Visa’ (eTV), with effect from today. 
The extension of the scheme to more 
countries and airports will be in a phased 
manner, in order to avoid any confusion, 
as per a PIB release. 

The Centre has decided for a name 
change because the name TVoA-ETA 
was creating confusion among tourists. 
Tourists presumed that the visa is being 
granted on arrival, while the fact is that in 
the present system, the pre-authorisation 
of visa to foreigners is being given prior 
to travel. The Home Affairs Ministry had 
also received requests for name change 

from some Indian 
embassies. 

A committee 
of officers from 
the Ministry of 
Home Affairs, 
Ministry of 
External Affairs, 
and Bureau of 
Immigration 
(BoI) was formed 
for the formulation of a new name for the 
scheme. A contest was also conducted on 
mygov.in, inviting suggestions on the 
name of the scheme. 

Keeping in view the application 
process and purpose of the scheme, the 
committee had suggested e-Tourist Visa 
as the appropriate new name for the 

scheme. 
The Government of India had 

launched TVoA-ETA on November 27, 
2014 for 43 countries at nine airports, 
to facilitate short-duration international 
travellers. Since the launch of the scheme, 
110,000 visas have been issued by the 
government under this scheme. �

ETA-enabled Tourist Visa on Arrival scheme 
renamed as e-Tourist Visa 

According to a DNA report, British hospitality group IHG 
that owns Crowne Plaza properties is looking to build 

hotels in India on the airport hotel model, in line with the 
Crowne Plaza Changi Airport hotel in Singapore. The Indian 
government's recent decision to extend visa on arrival to 
tourists from 180 countries and plans to develop new airports 
in smaller key cities and world-class convention facilities has 
given impetus to these plans. 

In Singapore, as you clear 
immigration procedures at the 
Changi Airport, the Crowne Plaza 
Changi Airport hotel welcomes 
you and being just a few steps 
from the airport hall one can 
simply walk into the hotel lobby 
with one's trolley without the need 
for taxis. The hotel is considered 
a mascot of the concept of airport hotels and recently named  
the World’s Best Airport Hotel and the Best Airport Hotel 
in Asia by London-based Skytrax, a global source of airline  
ratings and reviews. 

It’s a concept the IHG Group plans to replicate in India 
viewing it as a big opportunity for hotels like Crowne Plaza. “In 
2014, we opened the Holiday Inn at the New Delhi International 
Airport. It’s an ideal choice for business and leisure travellers 

and offers convenient access to the business district and 
shopping malls of Gurgaon, and tourist attractions in South 
and Central Delhi,” said Shantha De Silva, Head of South West 
Asia, IHG. The Group, he said, already has a presence in New 
Delhi, Gurgaon, Noida, Bengaluru, Ko chi and Ahmedabad 
with five more hotels due in three to five years. 

“Airport hotels are always going to be in demand. The 
demand for rooms at Crowne Plaza 
Changi Airport hotel has been so 
strong that we recently signed an 
agreement to extend the hotel by 
243 rooms, which will increase the 
room count by more than 75 per 
cent,” said De Silva, rueing the fact 
that in the guest register, Indians 
make up just under 7 per cent, 
with Australia, the US and the UK 

as its top three markets. That, however, doesn’t mean India is 
low on their priority list. According to De Silva travel trends 
in India are highly positive and the tourism and hospitality 
industry is expected to touch USD 400 billion by 2022. The 
Global Business Travel Association has reported that India has 
moved from the 24th spot in the world’s business travel market 
in 2000 to 10th position today, and this is expected to go up in 
the years. (Source: DNA) �

British hospitality group IHG plans airport hotels in India 



Accor Hotels has partnered 
with 4moles.com, a 

e-commerce channel for Golf 
retail, to promote the development 
of Golf Tourism in India. With this 
tie up, Accor’s hotels in India will 
provide ‘Golf Concierge’ service 
for their customers. 4moles.com 
is India’s first and largest one-stop shop 
service for Golf, with direct tee time 
access to over 25 golf courses across 10 
cities in India. 

As per the tie up, Accor’s branded 
properties - Sofitel, Pullman, Grand 
Mercure and Novotel in cities like 
New Delhi, Mumbai, Kolkata, 
Pune, Ahmedabad, Hyderabad and 
Visakhapatnam will offer services such 
as 24 hour ‘Golf Concierge’service; 
information on rates and details of the 
golf courses around each hotel; access 
to an online Tee timing system; online 
payment gateway access across 60 banks 
and all International credit cards, Caddy 

assistance and golf cart rentals on the 
golf courses; special Golfing holiday 
packages in partnership with airlines, 
etc. to golf enthusiasts. 

The Golf Concierge service was first 
launched at Sofitel Mumbai BKC and 
Novotel Ahmedabad but it will now 
be extended at Novotel Pune, Novotel 
Hyderabad Convention Centre, Novotel 
Kolkata Hotel and Residences, Novotel 
Visakhapatnam Varun Beach and will 
be made available at Pullman New 
Delhi Aerocity over the next couple of 
months. 

"We are excited about this unique 
partnership with 4Moles.com and the 
growing popularity of golf tourism in 

India. With the sports fast gaining 
its popularity, we foresee growth 
in in-bound tourism giving 
Accor a tremendous opportunity 
to meet the needs of leisure and 
business travellers. Through this 
partnership we look forward 
to providing our travellers 

with alternative weekend get-aways 
and vacations. We look forward to 
promoting golf tourism in India made 
available across our network of luxury, 
upscale and leisure hotels,” said Nikhil 
Dhodapkar, Regional Director, Sales 
and Marketing, Accor India. 

“This concept is the first of its kind in 
India and we are thrilled to be associated 
with a renowned global brand such as 
Accor. Our partnership with Accor will 
help us act a catalyst to leverage on the 
development of Golfing Tourism in the 
country through Internet and various 
e-commerce channels" said Dinesh 
Thakur, CEO & Founder, 4Moles.com �

Accor partners with 4moles.com to 
promote Golf Tourism in India
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According to the latest report of Hotel 
Price Index (HPI), a regular report 

on hotel prices in major destinations 
across the world, travellers from Swit-
zerland spent the most while staying in 
India in the whole of 2014, stated a re-
lease. The HPI report is based on book-
ings made on Hotels.com sites around 
the world and tracks the actual prices 
paid per hotel room as opposed to ad-
vertised rates. 

On an average, the Swiss paid Rs 
8,261 per night for a hotel room in this 
period which is 11 per cent more than 
what they paid in 2013. The report re-
vealed that travellers from 18 of the 25 
countries spent more than they did in 
2014 on hotel rooms in India. This re-

sulted in an overall 3 per cent rise in 
average room rates across the country.

Travellers from Hong Kong were 
the top spenders in India in 2013 but 
slipped below the Swiss with an aver-
age spending of Rs 7,753 per night 
for a hotel room. Not far behind are the 
British in third position as they spent Rs 
7,616 per night for a hotel room. Den-

mark and Malaysia were the highest ris-
ers in Asia with the former up 14 per 
cent to Rs 6,437 at 17th position and 
the latter up 12 per cent to Rs 5,956. In 
2014, the French paid Rs 6,186 after an 
increase of 11per cent followed by the 
Taiwanese who paid Rs 6,094 after an 
increase of 10 per cent. 

Among the key inbound markets that 
saw a rise were tourists from Spain who 
parted with an average of Rs 6,089 per 
room night with an increase of eight per 
cent from 2013 followed by Americans 
who spent Rs 7,473 after a two per cent 
hike. While Norwegians and the Irish 
spent Rs 6,702 and Rs 6,873 respec-
tively increasing their spending by a 
negligible one per cent.�

Swiss continue to be top spenders in India in 2014: Hotel Price Index report
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Classic heritage hotel Ranbanka Palace, Jodhpur 
promotes bespoke romantic summer package 
Royal Honeymoon @ Ranbanka Palace available till 30th September, 2015

Ranbanka Palace, a heritage 
hotel in Jodhpur is offering 

customised romantic holidays with 
a regal experience, to couples going 
on honeymoon. The special summer 
package is valid till 30th September, 
a company statement said. The palace 
hotel has a rich and varied collection of 
paintings, treasure troves and hunting 
trophies of yesteryear and exudes the 
luxury and opulence of a bygone era. 
Combining royalty with romance, the 

Ranbanka Palace features luxurious 
accommodation, romantic dinners at 
the private terraces or multiple dining 
venues, couple spa sessions, unique 
shopping opportunities and cultural 
performances.

Located in the the blue city, Jodhpur, 
couples can experience rustic villages, 
heritage structures and palaces. The 
essence of the ancient land can be 
explored through village safaris that 
take you to the interiors and give 

you opportunities to mingle with the 
locals. Newlyweds may include in 
their sightseeing, the architectural 
splendour of majestic forts and 
palaces, experience bejewelled camels, 
enthralling havelis and colourful 
crafts, while learning about enduring 
legacies of the past, and enjoying the 
typical landscape. Deluxe rooms cost 
INR 11,999 per couple, while Club Room 
is available at INR 13,999 per couple. �

According to a report in The Times of India, in 
order to develop infrastructure to encourage 

tourists to stay overnight in the city, the Uttar Pradesh 
Tourism Department has begun to collate data from all 
hotels about the number of tourists who have lodged at 
their establishment in the last two years.

Tourism leaders have periodically complained 
about the decreasing number of Indian tourists opting 
for overnight accommodation in recent years due to 
better transport, increase in room tariffs owing to a 
hike in Luxury Tax and deteriorating security.

The Tourism Department's plan to collect data from all 
hotels in the city will also help them nab hotel owners filing 
false tax reports.

At present, the Department is not aware of the number of 
Indian visitors staying overnight in the city. However, a data 
of foreign tourists staying in hotels is compiled by the local 
intelligence unit of Agra police.

Regional Tourist Officer, Dinesh Kumar said, "The state 
department has sought details of the last two financial years. 
Hotel owners have been asked to provide the details as soon 
as possible. It will help us in drawing tourism-related policies 
and projects."

The official informed that there are 413 registered hotels 
in Agra and the data compiled will also be used to tally the 
Luxury Tax paid by them.

Kumar further said the Department would also prepare 
a list of unregistered guest houses and hotels in the  
city. "They will be asked to either get registered or face action," 
he added.

Rakesh Chauhan, President, Hotel and Restaurant 
Association, detailed the problems faced by hotel owners in 
the city. "There are around 380 budget hotels in Agra. The 
average occupancy rate has reduced to 30 per cent in the last 
two years. Earlier, occupancy rates would generally hover 
around 60 per cent. In the meantime, maintenance cost has 
gone up by 25 per cent and a 38 per cent surge in electricity 
cost. If this continues for some more time, many of the hotels 
will be forced to shut down."

Chauhan also listed easy access to Agra by train and road 
as another reason for tourists to reject the idea of staying 
overnight in the city. "Another reason for declining overnight 
stay of tourists is absence of any night life," he said.

The tourism sector has also been urging the state 
government to amend their Luxury Tax policy. They say that 
Luxury Tax should be imposed on people staying in rooms 
costing Rs 3,000 and above for a night. At present, Luxury Tax 
is imposed on rooms with tariff of Rs 1,000 and above for a 
single night. (Source: The Times of India) �

UP Tourism Dept keeps tab on number of tourists checking into hotels 



Printed & Published by 

18
NEWS
MAY 2015 | SIHRA NEWS

TripAdvisor has announced an 
extension to Review Express, 

the travel site’s free review collection 
solution, enabling hotels to collect 
TripAdvisor reviews following a 
guest’s stay. This automation is 
made possible through integration 
with the hotel’s existing technology 
provider. Over 100 technology providers, including property 
management systems and booking engines, are already on 
board allowing their hotel customers to benefit from the 
integration to drive more reviews, as per a release.

Review Express is a free solution that makes it easy for hotels 
registered on TripAdvisor to encourage fresh reviews. Since 
the launch of Review Express in May 2013, business owners 
had the option to visit TripAdvisor’s Management Center 
and send customisable e-mails to their customers, asking 
them to write a review about their experience. TripAdvisor 
has simplified the process through an integration with the 
hotel’s existing technology provider – hoteliers can now set 

up an e-mail campaign so that the 
review request is sent automatically 
to guests, two days after they check 
out.

Minesh Shah, Senior Director, 
Global Hotel Partnerships, 
TripAdvisor, stated, “Almost 60,000 
hotel and bed & breakfast owners 

have already made Review Express part of their post-stay 
communication programme for customers – now, we have 
created a faster solution for time-pressed accommodation 
owners through this new integration.”

“According to a recent study, 70 per cent of hospitality 
business owners say they have taken steps to improve their 
quality of service as a result of TripAdvisor reviews. By 
making Review Express available as an automatic solution, 
we’re helping hotels systematically encourage their guests to 
share feedback and, in turn, use that feedback to help inform 
continued improvements to service – a winning formula for a 
good online reputation,” continued Shah �

Hotel owners can now automatically send request 
for TripAdvisor review with Review Express 

Maxim Revenue 
Management Solutions 

(MaximRMS), a world leader in 
pricing, forecasting and profit 
optimisation technology for 
the hospitality industry, and 
RezNext, a leading real-time 
distribution technology company, 
recently announced their strategic 
partnership, a release stated. 

Through this partnership, RezNext 
is distributing a custom-tailored version 
of the MaximRMS e.FLEX revenue 
management system throughout India, 
Middle East, North Africa and Southeast 
Asia. Named ‘ReV powered by Maxim’, 
the MaximRMS revenue management 
system is fully integrated with the 
complete suite of RezNext products. 

Mike Kistner, Chief Executive 
Officer, RezNext Global Solutions, said 
“Revenue management, especially in 
emerging markets like India has been 

mostly adopted by the large chains and 
5 star properties. With this partnership 
with Maxim, we are demystifying 
revenue management by providing a 
simple technology solution that can 
provide the most advanced analytics, 
“ he said. ReV powered by Maxim is 
expected to empower revenue managers 
across all star categories of hotels to 
understand demand periods better, 
identify booking pace and leverage 
recommendations to optimise revenue. 
The solution is fully integrated with 
PMS, GDS and OTA channels, along 
with competitive, reputation, and 
other data streams. “Adding our own 

custom-tailored revenue 
management product 
directly addresses our local 
market’s needs, helping 
hotels become more 
profitable and make better 
pricing and distribution 

decisions.” Kistner said. 
Expressing his sentiments , Steven 

Gelb, CEO of MaximRMS said, “We are 
excited to expand our worldwide reach 
by welcoming RezNext to our strategic 
partners program. RezNext offers 
industry leading distribution technology, 
local market knowledge and presence. 
We are very happy that RezNext has 
chosen the MaximRMS technology as 
their revenue management solution.” 

The features and benefits offered by 
the new system include: ways to increase 
profit through high ROI revenue 
management capabilities that increase 
your revenues and profits �

MaximRMS- RezNext partner to demystify revenue management for hoteliers 
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CG Corp Global and Concept Hospitality 
enter strategic alliance 
CG Corp Global, a multi-industrial 

transnational conglomerate with 
multiple interests in the hospitality 
industry and Concept Hospitality, 
the hotel management company that 
operates ecologically sensitive hotels 
under its brands Fern, Fern Residency 
and Beacon, formed a strategic alliance 
recently, a release stated. 

CG Corp, spearheaded by Binod 
Chaudhary, Nepal's first dollar 
billionaire (Forbes 2013), through Zinc 
hospitality, owns and operates hotels 
in South East Asia, has joint ventures 
with Indian Hotels Company Limited 

for Taj Safaris India and Taj Samudra 
in Sri Lanka, Taj Exotica and Vivanta in 
the Maldives. The company also has a 
strategic stake in Alila Hotels & Resorts 
and investments in hospitality assets 
in USA and Dubai. CG Corp plans 
expansion of its footprint in the Indian 
subcontinent, Africa & South East Asia. 
Chaudhary’s son, Rahul, is driving the 
group’s hospitality interests and the 
Concept alliance.  

Concept Hospitality, founded and 
managed by Param Kannampilly, has to 
its credit 30 hotels and over 1,500 rooms 
under management and this is expected 

to more than double within the next 
three years. Kannampilly’s son, Suhail, 
has also played a key role in its growth 
for over a decade �

Hospitality chain Mayfair 
Hotels and Resorts, based 

in Eastern India, this year will 
commence the room expansion 
plan of Mayfair Gangtok Spa Resort 
and Casino, which will see an 
addition of 24 rooms to the existing 
inventory of 68. Casino Mahjong at 
the resort will be relocated within 
the resort, giving it a much larger 
area. The two major expansions are 
likely to be completed in sync with 
the airport at Pakyong, about 20 
kms from the resort by late 2016.

Mayfair Darjeeling will also see 
an addition of about 12 rooms and 
a layout change of the resort and 
more open spaces. Plans to set-up 
footprint in Kolkata and Siliguri are 
also in the pipeline and are likely to 
be finalised within the next  
two quarters �

Mayfair Gangtok Spa Resort 
and Casino to see addition 
of 24 rooms this yearAs per a report by Suman 

Chakraborti for The Times of 
India, in a bid to attract more tourists, 
the West Bengal (WB) government has 
lined up a slew of measures to market the 
state as a tourism hotspot. As a first step, 
it is in the process of signing an MoU 
(Memorandum of Understanding) with 

brand ambassador, Shah Rukh Khan for 
promotion of the state.

The earlier brand name, ‘Beautiful 
Bengal’, will be changed to ‘Experience 
Bengal - Sweetest Part of India’, according 
to a Tourism Department source. “A 
short promotional film, Beautiful 
Bengal, that featured Shah Rukh Khan, 
was not properly publicised. It was 
beamed only on a few Bengali channels. 

So the branding did not create enough 
buzz. The new promotional film will be 
shot keeping in mind an international 
audience. Shooting will take place at 
prominent tourist spots across the state,” 
said an official. The Department will 
also come up with a new brand logo.

Last year, the Department had 
appointed Ogilvy & 
Mather to develop a 
new brand concept, a 
new logo, and tools to 
promote Bengal tourism. 
The firm had earlier 
promoted Gujarat with 
Amitabh Bachchan as its 

brand ambassador.
The WB Tourism Department has 

started using social media to promote 
various tourist spots of the state by 
uploading pictures of heritage spots. 
It is also setting up Ecotourism hubs 
across the state. A tourism circuit, 
from Ayodhya Hills to Sagar Islands, 
has been planned. (Source: The Times  
of India) �

WB Tourism to change brand name to 
‘Experience Bengal - Sweetest Part of India’
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Wyndham Hotel Group recently 
announced the opening of 

the Ramada Resort Dar es Salaam in 
Tanzania. The hotel complements the 
Group’s existing portfolio of franchised 
properties in Morocco, Ghana, Nigeria 
and Tunisia. Ramada Resort Dar es 
Salam, marks the company’s expansion 
into Eastern Africa while also becoming 
the first property to be operated by 
Wyndham’s management division, in 
the continent. 

 “The opening of Ramada Resort 
Dar es Salaam is of significant strategic 
importance for us,” commented Dan 
Ruff, Wyndham Hotel Group’s President 
and Managing Director, Europe, 
Middle East, Africa and the Indian 
Ocean. “Given the increasing demand 
for quality, internationally-branded 
accommodation in Eastern Africa, 
as well as our commitment to getting 
closer to our guests and our customers 
through the expansion of our managed 
property division, it is a key milestone 
in our regional growth,” he said.   

Ramada Resort Dar es Salaam 
offers 139 rooms and suites including 
117 superior rooms with a choice of 
ocean or garden views, 21 executive 
suites, and one presidential suite. The 
hotel offers extensive leisure facilities 
and direct access to Jangwani Beach. 
Those looking to host a conference 
or event have the choice of seven 
meeting rooms, catering for up to 
375 guests and five food and beverage 
outlets serving a range of African and 
international cuisines. Guests staying 
at Ramada Resort Dar es Salaam who 
are members of Wyndham Rewards, 
Ramada’s free-to-join guest loyalty 
programme, can earn valuable points 
during their stay.   

 Murtaza Fazal, owner of the Ramada 
Resort Dar es Salaam, commented, "I 
am delighted to have signed a long-term 
management agreement with Wyndham 
Hotel Group, the world's largest hotel 
company. I am also proud to be the first 
investor in Eastern Africa to introduce 
the well-known Ramada brand to the 

market. I feel sure that our new resort 
property on the beautiful Jangwani 
Beach will quickly become a popular 
destination for local and international 
tourists and business visitors alike. 
I am also especially gratified to be a 
pioneer in the introduction of many 
'green' energy-saving hotel features that 
will help protect the environment, and 
will hopefully set a precedent for other 
African hotel owners to follow," Fazal 
added.  

Throughout the construction of the 
hotel, significant emphasis has been 
placed on sustainability. Key initiatives 
include treating and reusing 100 per 
cent of all waste water, solar-powered 
water heating, innovative LED lighting 
systems and beach protection measures 
to prevent erosion of the hotel’s private 
beach. In addition, the hotel plans to 
produce compost from food waste, 
which will be used to grow vegetables 
for the hotel’s restaurants in a roof top 
vegetable garden �

Wyndham Hotel Group opens first hotel in Eastern Africa
Ramada Resort Dar es Salaam to be operated under management contract, complementing franchised portfolio 

The Park Hotels launches the second property of its Social 
Catalyst brand Zone by The Park in Jaipur, Rajasthan. 

Unveiled within three months of the first property launch 
in Coimbatore, the brand will expand to other cities such as 
Mahabalipuram, Chennai and Raipur in 2015 itself, a release 
stated. Speaking at the launch, Vijay Dewan, Managing 
Director, Apeejay Surrendra Park Hotels Ltd. said, “Zone by 
The Park has been envisioned to cater to the needs of design 
conscious customers. With an aim to have a slice of The Park 
in every city people travel to, we are expanding Zone by The 
Park and are delighted to announce the launch of the second 
property in Jaipur. This launch also marks our entry into the 
market and we are confident Zone by The Park will appeal to 
the growing ‘design- conscious, price-conscious’ Indian and 
international travellers in Jaipur.” 

Zone by The Park, envisioned as a Social Catalyst is 
being positioned as much more than a hotel, the company 
says, with relaxed, un-boxy spaces, a lively bar, restaurant 
and buzzing nightlife, and a place where people can make 
new connections, refresh and recharge themselves. In Jaipur, 
Zone by The Park, is a 47 room property centrally located 
at Madho Singh Road, Bani Park, easily accessible from key 
points in the city. 

The hotel is expected to be the hub of social interactivity 
and a preferred choice of stay for contemporary, business, 
MICE and leisure travelers. Santhosh Kutty, General Manager, 
Operations & Development, Zone by The Park Hotels, said, 
“Jaipur is a major tourist hub and offers immense potential 
for growth. The launch of Zone by The Park in Jaipur will 
certainly play a key role in strengthening our new brand.” �

Apeejay Surrendra Park Hotels launches ‘Zone by The Park’ in Jaipur
Second property of its ‘social catalyst’ brand in three months 
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Economy Hotels:  
Catching the fancy of Nouveau Middle-Class
The economy/budget hotel segment has been growing from strength to strength. With 100 smart cities being announced by 
the government and Indian economy again on the upswing and expected to cross 7 per cent growth rate, travel is bound to 
increase. Akansha Pandey speaks to leading hotel brands around the segment and outlines the evolution, acceptance and 
challenges that lie within the economy/budget hotel segment....

India is on the cusp of tremendous growth 
that will be unleashed over the next 15 years 

or sooner. As per a report, by 2030, India’s 
middle-class is expected to grow to 50 per cent 
whereas the population is expected to reach 
about 1.5 billion. This means that the middle-
class that is currently in the region of about 
80-90 million will be about 750 million which 
comprises one of the main target clientele for 
the economy/budget hotel segment.

Going forward, the value-driven market 
segment is expected to grow owing to 
infrastructure advancements, improved 
connectivity to Tier I and II cities and increase 
in the burgeoning domestic travel. Currently, 
the Indian hospitality sector is contributing 
about eight to nine per cent towards India’s 
gross domestic product. Several, new hotel 
projects proposed in economy/budget  
segment are in the pipeline and the 
opportunities are immense.

Evolution and Acceptance
Since past 60 years, the Indian hotel 
Industry has largely concentrated on the 

top end of luxury in hospitality and 
then premium, with little penetration 
in the mid-market and economy/
budget segment. However, in the last 
five years there has been a gradual 
shift and re-structuring going on in the 
industry. The last one decade has seen 
the rise of many budget and economy 
hotels in the country with more than 80 
per cent of the growth (in new hotels) 
being in the economy/budget segment, 
exclaims P K Mohankumar, Managing 
Director and Chief Executive Officer, 
Roots Corporation Ltd.

Overall, India offers enormous 
opportunity for mid-market and 
economy/budget brands to spread their 
wings across nearly 8200 towns and cities. 
As per an industry report, the two-star 
category hotels registered the highest 
RevPAR growth in 2013-14 (a 12.7 per 
cent increase over the previous year), 
owing to about eight per cent annual 
increase in average rates and highlighting 
the acceptance of branded economy and 

budget hotels across the country, he adds.
In the past few years, travelling has 

become an important part of our lives, 
be it business travellers, families or even 
students. With frequent trips becoming 
a lifestyle trend, the travellers look for a 
place that offers good services without 
burning a hole in their pocket. Ritesh 
Agarwal, Chief Executive Officer, 
OYO Rooms feels that there is a major 
shift as economy hotels have raised 
the standards of their offerings at a 
lesser price. The economy/budget hotel 
segment is definitely getting better and 
it will scale fast in future, he says.

Economy hotels have gone through 
one round of evolution in India between 
2005 and 2015, says Prashanth Rao 
Aroor, Chief Executive Officer, Mango 
Hotels (Intellistay Hotels). “Indian guests 
are some of the most value-conscious 
around. What we started in 2010 as an 
economy brand has ended up evolving to 
a full-service eclectic hotel brand in 2014,” 
reveals Aroor �
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Historically there has been a vacuum for 
quality affordable accommodation, agrees 
Vikram Malhotra, Group President and 
Chief Executive Officer, Cygnett Hotels 
. “With the opening up of the economy 
hotels during the past decade, the Indian 
hospitality market is witnessing an emer-
gence of the economy/budget segment of 
hotels. Also, with increase in the number of 
domestic travellers within India, there is a 
rising demand for quality accommodation 
at a reasonable price which has created a 
resultant shift from luxury to economy 
hotels in past few years.”

With the opening up of the economy 
towards the end of the last millennium, 
the face of the Indian economy changed 
with large investments coming in through 
various sectors, including telecommunica-
tion, information technology, information 
technology enabled services and others. 
Travel within the country increased mani-
fold fuelling demand due to the emergence 
of nouveau middle class, with high dis-
posable income and growing appetite for 
leisure travel thereby creating demand for 
quality affordable accommodation in the 
country, highlights Pradeep Kalra, Senior 
Vice President-Sales & Marketing, Sarovar 
Hotels & Resorts.

With 25,000 rooms and a demand 
compound annual growth rate (CAGR) 
(2008-14) at 24.6 per cent ahead of the 
supply CAGR (21.1 per cent) and 4.5 per 
cent RevPAR growth for YTD14, the seg-
ment is definitely on a positive path, states 
Nikhil Sharma, Chief Operating Officer, 
Red Fox Hotels adding that the occupan-
cies in cities such as Mumbai and Gurgaon 
have been 70 per cent; Chennai at 68.1 per 
cent; most other key markets in the low 60 
per cent, except Ahmedabad at 58.2 per 

cent. Mumbai has major supply potential if 
right-priced land is available, he feels.

The economy hotel is one segment which 
is bound to stay and grow with passing 
years, believes Rishi Puri, Vice President, 
Lords Hotels and Resorts. “It is important 
for the growth of trade and business in any 
country and the perfect gap filler for the 
business and even leisure traveller who is 
looking for ‘True Value Hotels’ where at 
the end of the stay he leaves satisfied that 
the services received by him were value for 
money,” admits Puri.

Economy/budget hotel is a revolutionary 
concept in hospitality for the value segment 
focusing on key facilities that meet the key 
needs of the economically-minded travel-
ler, feels Rohit Vig, Managing Director - 
India, StayWell Hospitality. There is a high 
demand but a still rather limited supply 
in this mid-market segment which makes 
it attractive for potential investors and 
many of the upcoming hotel development 
projects currently taking place to position 
themselves in this segment, he adds.

Sameer Dharkar, Managing Direc-
tor - Indian continent and Middle East, 
Absolute Hotel Services, India states that 
the Indian audience has a large portion of 
corporate travellers in mid-management 
level who form the key target audience of 
the segment. They prefer economy hotels 
as they have all the basic amenities with 
international standard bed, bathing and 
breakfast facilities.

Agreeing with the above, Rahul Deb 
Banerjee, Director - Operations, Clarks 
Inn Group of Hotels outlines that from 
virtually non-existent presence a couple 
of decades ago, in a market dominated by 
five-star and luxury hotels, economy hotel 
segment has today emerged as the primary 

growth driver similar to the arrival of low 
cost carriers. Clarks Inn today boasts of a 
portfolio of 51 hotels, reaching this mile-
stone in less than ten years.

Local Adaptation
The economy/budget hotel brands have 
made a lot of adaptation to make it rel-
evant for the Indian clientele. The Ginger 
model offers service that focuses on most 
important hospitality elements required by 
a traveller, keeping out unnecessary frills. 
This allows the brand to offer unparalleled 
hospitality experience at extremely attrac-
tive and affordable price points. 

Similarly apart from offering necessary 
services at affordable prices, OYO Rooms 
uses technology to link all its functions and 
provide the customer a seamless experi-
ence right from booking a room online to 
free Wi-Fi and efficiently trained staff.

The product needs careful evaluation, 
blending international limited service 
experience with domestic reality of the 
need to serve food. But additional food and 
beverage and meeting spaces, with staff 
accretions, could wreck the gross operating 
profit and returns model unless meaning-
ful margins are derived, avers Sharma from 
Red Fox Hotels.

However, Mango Hotels realised the 
dearth of a full menu at their hotels. After 
several experiments they have been able 
to achieve full-service and full food and 
beverage service by absorbing all the key 
talent in their corporate and taking away 
40-50 per cent of the costs of each property. 
This has kept their full-service orienta-
tion stay affordable. Mango Hotels, the  
flagship brand of Intellistay Hotels is now 
a mid-scale product in its latest round  
of evolution. 

P K MOHANKUMAR,
MD and CEO,  

Roots Corporation Ltd

RITESH AGARWAL,
Chief Executive Officer,  

OYO Rooms

PRADEEP KALRA, 
Senior Vice President-Sales & Marketing, 

Sarovar Hotels & Resorts

NIKHIL SHARMA,
Chief Operating Officer,  

Red Fox Hotels

ROHIT VIG,
Managing Director - India,  

StayWell Hospitality
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Likewise, StayWell Hospitality too, 
understands the Indian market well and 
has therefore given the much needed 
emphasis on multi-cuisine dining outlets, 
banquet areas and recreation facilities  
such as swimming pool and gym in all 
their hotels.

“The behaviour of Indian guests is 
demanding as they seek luxury at afford-
able cost. At Cygnett, we focus on quality 
rooms attended by well trained staff, excep-
tional offerings of our restaurants and most 
importantly, an experience worth remem-
bering for each guest,” says Malhotra.

Lords Hotels & Resorts have stuck to the 
basics of true value hotels. Their rates both 
published and on the e-channels justify the 
same and they ensure that in both good and 
not-so-good market conditions they keep 
their fundamentals correct, asserts Puri.

The budget brand of Absolute Hotel 
Services, India - Eastin Easy, a three-star 
international hotel brand which focuses on 
required facilities such as the 24-hour gym 
for guests and easy stay rates for 6/12/24 
hours, unique to the brand and apt for the 
target segment.

Clarks Inn Group of Hotels have also 
adapted to the local market requirements 
in terms of their food and beverage and 
banqueting. Notably, the brand has been 
the pioneer in creating new demand and 
developing new markets hitherto unex-
plored such as Deogarh (Odisha), Morada-
bad (Uttar Pradesh), Alwar (Rajasthan), 
Patna (Bihar), Bareilly (Uttar Pradesh), 
Gadag and Hubli (Karnataka) by adapt-
ing to the dynamics of the local market 
requirements.

Opportunities and  
Challenges
Availability of low-cost land in prime space 
for development of hotels is a major chal-
lenge, highlights Kalra from Sarovar. India 
is considered to be an ideal market for 
development of budget and mid-market 
hotels given the opening up of various sec-
tors and also due to the fact that the com-
mercial activity is also moving to Tier I and 
II cities across India. Moreover, consistent 
customer satisfaction and increase in repeat 
visits has also been a very critical factor to 
the success of profitable hotel operation.

“The biggest roadblock for economy 
hotels however are the high land costs 
affecting hotel projects feasibility, ris-
ing construction cost, process of getting 
approvals and licenses,” agrees Malhotra 
from Cygnett Hotels.

Ginger Hotels has witnessed an aver-
age occupancy of 70 per cent across its 
properties with an average room rate of Rs 
1850. But, the budget sector in India is still 
nascent and many family-run concerns 
and new investors are expressing interest 
in moving and entering in this segment. 
But our biggest challenge is to protect our 
margins while offering an affordable ser-
vice and hiring/retaining human resource 
with special skill-sets for the budget seg-
ment, adds Mohankumar from Roots  
Corporation. 

Echoing the same human resource con-
straint, Puri from Lords Hotels and Resorts 
also shares that the opportunities in the 
segment are unlimited as there is always a 
conversion happening from both ends, be 
it high-end hotels or mid-market. Similarly 
with economic sentiment picking up, there 
is a general rise in domestic tourism. This 

will lead to high demand for true value 
hotels like ours, he feels.   

Besides recording a growth rate of 30 
per cent every month, Agarwal from 
OYO Rooms feels the biggest challenge is 
that the economy hotel segment is highly 
disorganised and needs to be streamlined. 
“Moreover, our main aim is to change the 
way economy hotels are looked at and we 
don’t want to mislead our customer about 
offering high-quality services and later 
demand hidden high prices,” he says.

Aroor from Mango Hotels (Intellistay 
hotels) reveals that their revenues have 
doubled year on year. This is basically the 
return on investment on a very large field 
team versus the current inventory and 
clever contracts with corporate users and 
partners who like the predictability in 
their annual travel spend, he elaborates. 
The dearth of talent and abnormally high 
spends in training is a crucial factor. But 
fortunately our retention per cent makes 
the effort worthwhile, he says.

The real test is to keep the costs low to 
make the hotels profitable, asserts Dharkar 
from Absolute Hotel Services, India. Also, 
Indian travellers are demanding when 
it comes to service and so to keep the 
room and manpower ratio under control 
and then deliver a quality service is a key  
concern.

“Government’s apathy towards the 
sector continues to be the biggest issue. 
The sector desperately needs conducive 
policy environment, single window clear-
ance mechanism, loans at attractive rates 
and rationalised taxes to make it investor 
friendly. Also market stability is a crucial 
factor to sustained business,” avers Baner-
jee from Clarks Inn Group of Hotels �
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 Tell us about yourself beginning with your 
entry into the hospitality sector?

  I am alumni of IHM, Chennai passed 
out in year 2002. At present it has been more 
than 13 years in Industry. I had the 
opportunity to work with different brands 
and hotels in these span. Some of them are 
– The Pride Hotel, Holiday Inn, Agra, Royal 
Orchid Hotels, Pune, Sarovar Hotels, 
Kolkata, Accor Hotels(Ahmedabad) and 
now with The Manohar, Hyderabad. I have 
been Front Office guy through out and risen 
to rank during course of these years. During 
all these years I had the opportunities to 
work and learn from some of the best 
hoteliers of the industry. The mentoring and 
learning of the great hotel professionals has 
transformed the once Trainee Front Office 
Assistant into the present General Manager of 
a 5 star hotel in Hyderabad city.

 HOW has been your experience at  Hotel 
Manohar? 

 The Manohar Hotel, is a Luxury five star 
property located in Begumpet Old Airport 
Exit Road, connecting the twin cities and 
just opposite to US Embassy. We are exactly 
in the City Centre and five minutes away 
from the famed Necklace Road, prime 
business and shopping centre. I joined this 
hotel in the mid of October 2014. And the I 
must admit that the time that I have spent 
with the hotel so far has been full of actions, 
executions, planning, strategizing leading to 
immense satisfaction at the end. It is one of 
the most challenging assignments I have 
been exposed to so far. The best part is that 
the hotel is more than 17 years old and was 

The youngest GM of Hyderabad
He is young and energetic and has already achieved the feather of 

being the one of the youngest General Manager from Hyderabad City. Amit Kumar,  
the General Manager of The Manohar, a 17 year old Five Star hospitality sector from 
Hyderabad opened up his heart and shared his achievements, experiences as a hotel 
professional, his plans to help his present hotel grow in coming days in interview to 

Md. Inkeshaf Ahmed from SIHRA, Excerpts.

the ‘most in demand’ hotel  in the city once 
besides being the  talk of the town. It is now 
witnessing the inevitable market competition 
for varied reasons. The shifting of the 
begumpet airport to Shamshabad has had 
the tremendous impact on the hotel’s 
business. Flight catering was one of the 
prime businesses besides accommodation 
for all crew members, pilots and other 
travellers before the shifting of the hotel.  To 
many of the city people, the hotel is known 
an array of names like Ramada Manohar, 
Tulip Manohar and also Fortune select 
Manohar. At present, we don’t have any tie 
up with any hotel management company to 
operate it as we have decided to run it on our 
own as an independent hotel. So when I 
joined the hotel, the biggest challenge was to 
fill up the manpower in all departments with 
department heads and marketing of the 
hotel so that we can claim our fair share. 
Reconnecting with corporates from the city 
and other loyal guests was our top during 
the early days of the hotel. We are following 
the same now as well. I am also blessed with 
the abled guidance of Mr. D.V. Manohar who 
is chairman of the Shri Shakti resorts and 
Hotel Limited, which owns our hotel. His 
impeccable entrepreneur skills and strategy 
is very enriching for me personally and 
helping in giving a shape to the growth of the 
business of this hotel. As a first generation 
entrepreneur, ex-president of FICCI, he is a 
very well known industrialist and has been 
an epitome of inspirations for many in the 
hospitality sector and as well as 
manufacturing industry. 

 

 What is the USP and features of the hotel?
 - The Hotel houses 128 well appointed 

contemporary rooms which are tastefully 
adorned with all modern amenities to suit 
the business and leisure travellers. We help 
the guests to carry the memories of their stay 
at our hotel with mouth watering foods at 
our 24hrs coffee shop overlooking the pool 
side gardens, and feel truly Asian at Pan 
Asian speciality Restaurant. The guests can 
also unwind themselves at M Bar set in a 
tranquil ambience. The guests can also 
connect with the world at our Board Rooms 
and Banqueting which can accommodate 15 
to 1500 persons at a go. We have a state of 
the art fitness centre to do workouts and 
beautiful Orchid Spa to calm their senses.  
There is an exclusive swimming pool for 
children and adult for getting refreshment 
feeling at the hotel.  Pillar less banquet 
hall, Crystal Palace, offers very unique 
proposition to users in the city location. The 
corporate companies can use our place for 
automobile launch (even truck size) host 
annual event, or big wedding parties, we 
have the place to cater to. 

The highlight of the Hotel is its location 
with world class facilities and services invites 
every guest. Recently, we have unveiled 
brand new lobby as a feature in the cap of 
achievements of the hotel. Being a downtown 
hotel we still have got plenty of space for 
guest facilities like 2 swimming pool, open 
lawn, ample parking space to cater to our big 
banquet crowds as well as rooms. One can 
find unique picturesque ambience inside the 
premises, full of green palm trees and green 
creepers lining the walls. Recently done 

AMIT KUMAR
 The General Manager of The Manohar
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Spanish Bar setup along with barbeque at 
poolside is another feather to its cap.

 What are your achievements in the hospi-
tality sector?

 My best achievement so far is that I am 
still in the industry and have been constantly 
working hard to go up to the ladder. The 
reason behind stating this as my achievement 
is because when I started my career in 2002, 
it was one of the worst years of the decade to 
start your career in the hotel Industry. Given 
the 9/11 bombing at New York in the USA in 
September 2001, the industry went into the 
cold spin. Many hotels were shutdown due 
to the impact and  many airlines reported an 
all-time low businesses. Campus interviews 
were very scarce and some came to our 
college only for formality and not to offer 
jobs. Getting a job in the industry at that 
point of time itself was an achievement. 
Because, many other ancillary and other 
sectors had started absorbing the hotel 
management students at that point of time 
sending a pall of gloom among all other 
colleges. Since I joined the industry way 
back in 2002 as Trainee Front Office Assistant 
and stepping up the ladder up to the position 
of General Manager by the end of 2013 has 
been full of milestones and achievement in 
the hospitality career. Given the exposure at 
various locations and different hotels, I have 
learnt and developed great hospitality skills 
to manage and operate the hotels in city as 
well as resort locations. My present chairman 

of the hotel says I am the youngest GM so far 
at this hotel, which has been operating since 
the last 17 years. Many of the similar 
compliments, I have received in my previous 
assignments when I was Rooms Division 
Manager at Sarovar Hotels in Kolkata. I have 
worked in corporate based markets such as 
Kolkata, Pune, Ahmedabad, Nagpur and 
also in the tourist driven market such 
as Agra, Khajuraho. In the year 2005 within 
3 years of my beginning my career, I was 
promoted as the Assistant Manager of Front 
Office department at Holiday Inn, Khajuraho 
and there was no looking back after that 
promotion. It gave me the much needed 
tonic to my career as I kept on accepting 
challenges to move up in the career. Although 
I come from room background yet I have 
developed all other department expertise 
too such as Food & Beverage operations, 
Kitchen operations and Housekeeping 
operations. In January 2013, I was leading 
my entire catering team to serve 15000 
delegates for Centenary Indian Science 
Congress (ISC) at Kolkata which was 
attended by the then PM of the country.

 YOUR memorable experiences so far?
 Being in Hotel Industry for more than a 

decade now there are numerous experiences 
which have become memorable and 
endearing. The memories are adding on 
every day. Be it handling the aggrieved 
guests, getting compliments from them, 
leading the workforce and meeting the 

targets, all have got unique charm. When I 
started my career at The Pride Hotel Nagpur 
in 2002 – Although, I was a trainee front 
office assistant; I had the opportunities to 
meet many top notch people of our country. 
Lesser known city Nagpur has got a lot of 
importance – it has got a plethora of 
industries, cricket stadium which host many 
ODI and international test matches and is 
frequented by many Bollywood celebrities. 
Besides this, Nagpur also acts as the winter 
capital of Maharashtra, so entire political 
and industry circles come to Nagpur in those 
months especially. 

Similarly at other locations and hotels I 
had the opportunity to interact and spend 
time with prominent from glamour world. 
During my stint in Ahmedabad in 2006, I 
was representing my hotel to ICC as ICC 
champions trophy was happening and I was 
given the responsibility of taking care of 3 
international cricket teams including India at 
my hotel – The Pride Hotel, Ahmedabad. 
I have dined with all these great cricket 
heroes including Sachin, Dhoni and many 
more which I can never forget in my life.  
In fact every day at my work is memorable. 
Sometimes, I get the pleasure by donating 
the blood (I have the rare B negative blood 
group) to family member of my colleagues, 
being part of their personal celebrations 
and sometime batting at field during 
interdepartmental cricket matches. Once in 
Kolkata Hotel I had the privilege of hosting 
an SPG protected guest for a week. So you 
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can imagine the kind of safety security 
drills I had personally been exposed to.  All 
of them have been so memorable to me 
till date and they will remain memorable 
throughout my life.

 What are your future plans for the growth 
of your hotel group?

 The Manohar is operated and owned by 
Shri Shakti resorts & Hotels Limited.  At 
present we only have one hotel in Hyderabad. 
There are no any immediate expansion plans 
of this group at any other geographical 
location. We are focusing more on the 
existing hotel now. We have done a major 
renovation of the hotel very recently. A 
complete brand new lobby has been unveiled 
now. Banquet halls, Gym has been given a 
new looking.  External façade has been 
revamped, corridors have been spruced up. 

Restaurant has 
also witnessed a 
recent renovation. 
Altogether a major 
uplift has been 
given to the 
existing product. 
Every room has 
got LED television 
now.

 WHAT is your 
current Occupancy 
Ratio (OR)?

 In this fiercely 
competitive 
market 
of Hyderabad, we 
are able to achieve 
53 percent of 
average occupancy 
now. Given the 
shift of present 
airport and entry 
of many big similar 
hotels in the 
vicinity has added 
up to the existing 
competition. 
Supply has 
outnumbered the 
demand of rooms 

and so the occupancy and ARR has got 
severely affected. In the days to come, we are 
expecting to increase our OR to 75 percent 
as the market has turned positive for the 
hospitality sector. 

 HOW do you see the potential of the 
hospitality sector in the newly formed Telangana 
state?

 Yes, a long wait is over now. There is 
sense of clarity on every aspect in the present 
state Government. The best part is that so far 
they have exhibited a great amount of 
enthusiasm towards tourism. Be it organizing 
some tourism festivals, protecting heritages, 
promoting lesser known places, the state 
government is moving in the right direction. 
However expectations are more and stakes 
are high. Hyderabad is amongst the very few 
cities which can boast of two important 

elements i.e. cultural heritages and business 
houses for the growth of the sector. Therefore, 
this city has got immense potential. A lot of 
promotions are needed for the city. The way 
everybody knows Goa, Kerala these days, we 
are far behind in generating quest among all 
domestic travelers as well as international 
travelers. We all know the fact that tourism 
is the only business sector which gives 
maximum employment to people when 
compared to equal amount of investment in 
any other sector. Thus it fulfils any 
government’s objective of socio-economic 
prosperity. With the recent initiative from 
government like cleaning work of Hussain 
Sagar lake is commendable, similarly a lot 
many monuments and heritage structure in 
the city and state are waiting for the 
revamp.

 What is your message for the budding hos-
pitality professionals to succeed in their ca-
reers.?
  Patience and persistence is the key in 
our hospitality industry. In this Google age 
knowledge is not confined to one individual 
so the need of the hour is learn and develop 
the skills to know our guests and retain them 
and buy their loyalty. Today workforce has 
to be smart and idea driven. Given the 
automation at every department now, 
analytical skills and thinking on entrepreneur 
line would be added advantage to grow in 
their careers. It also benefits the hospitality 
industry too.  

 WHAT do you do when you get time from 
your busy work?

 It is a very challenging proposition today 
for all General Managers. However, striking 
the balance between work and personal life 
is of utmost importance. Reading and surfing 
through internet has been my addiction off 
the job. I am blessed with a son who is 3 year 
old. I spend a lot of time quality time with 
my wife- Samvedna, ex-hotelier and my kid. 
We do explore different parts of the city, 
shopping malls, and restaurants. I also have 
the habit of getting up in early morning, do 
yoga, brisk walking and do not forget to pray 
to God before going to bed. �

INTERVIEW
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Gokarna
A sleepy Brahmin town, lodged between a conservative 
society and a faithful hippy fan following, Gokarna is a 
dream destination. Its refusal to fall into a certain type 
casted slot is just one of them. Open beaches, undiscovered 
coves, epiphanic sunsets, jagged cliffs, quaint temples and an 
evasive culture that makes Gokarna whatever you want it to 
be. Sun, sand and surf is what you go to Gokarna for, and the 
solitude it offers is like a bonus track on a great music album. 
The Om Beach, with its Om-shaped shoreline is a scramble 
down a rocky cliff - just like every other beach in Gokarna. 
Cliffs separate each of Gokarnas five beaches from the other 
and offer spectacular views far out into the Arabian Sea. You 
can either take a boat ride to other beaches or walk it down. 
But either way the Kudle Beach, the Paradise Beach, the Half-
moon Beach and the Gokarna Beach are worth a visit.

With beach shacks aplenty, you can either idle away your 
time in sun-soaked bliss- the half moon in its quaint smallness 
is as secluded as a private beach - or you can go for an action-
packed beach holiday. Fishing trips, jet-skiing, boating trips to 
spot dolphins off the coast, banana boat rides and good food at the end of it all. 

Chikmagalur 
This place has played host to events, thanks to which, countless 
Indians wake up to brighter mornings. Centuries ago, when the 
Sufi mystic Baba Budan smuggled seven coffee beans from Yemen 
into India, he probably didn’t bargain for millions of coffee junkies 
unwittingly blessing his soul everyday, with every sip of their 
coffee. Chikmagalur, whose hills nurtured the coffee culture at its 
bosom, is a green slice of heaven on a permanent coffee high.

Rambling hills, pristine pools, fascinating nooks and crannies 
with a shrine, intriguing caves, lush mists and dreamy woods 
make the geography of Chikmagalur. The roads are tricky, but 
getting to the top is worth the while. Just like the ten-km trek 
to the gorgeous Habe Falls is, it’s almost impossible by vehicle 
and is inaccessible in the monsoons. Despite all that coffee, 
Chikmagalur is far from a gracious host. It’s not for nothing 
that Chikmagalur was a princess dowry. When King Rugmagada 
Raya’s younger daughter was given away in marriage, she brought 
with her a pretty portion of the Western Ghats as her dowry, 
thus giving the place its name, Chikka-magal-uru or Younger  
Daughter’s Village. 

„Karnataka‰
 the versatile state of the country 

Host to some of India’s largest and most powerful dynasties, Karnataka has across the centuries, carried a legacy of art and
culture. Karnataka has a gamut of tourism offerings ancient cultures and history, vast beaches, beautiful landscapes, wildlife,
adventure and spirituality. A place where vibrant worlds seamlessly meld into one another every few hundred kilometres
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A state with myriad offerings, Karnataka is fast establishing its credentials as a major tourism 
destination in India. Apart from its inherent strengths of rich  heritage and culture, the state is 
also developing  niche tourism segments like Beach Tourism, Adventure Tourism and Wellness. 
Home to three UNSECO World Heritage sites at Aihole, Badami and Hampi, the state also has 
major religious sites like Sravanbelgola, a famous pilgrimage centre with an imposing statue of 
Bahubali and fabulous monuments and temples at Belur, Halebid and Somnathpur, which also 
boasts of spectacular Hoysala Temple. Krishna Temple in Udupi and at Dharamstala also attract 
large number of pilgrims and tourists. Beaches like Malpe in Mangalore, Honavar, Gokarna 
and Karwar, wildlife sanctuaries like Bandipur and Dandeli, hill stations like Coorg and natural 
wonders like Jog falls are popular draws attracting scores of tourists. 

Commenting on the TAAI convention held in Bengaluru, RV Deshpande, Minister for Higher 
Education & Tourism, Govt. of Karnataka said, “I am happy that TAAI has selected Bengaluru 
as their convention destination. Karnataka has diverse offerings to attract all kinds of tourists 
and we hope delegates participating in the convention take the opportunity to discover and 
experience the many wonders of Karnataka and promote the state, both in the domestic and 
international markets.”

Kabini 
Once a private hunting lodge of the Maharaja of Mysore and the 
British viceroys, Kabini is located on the banks of the River Kabini. It 
is considered to be one of the best wildlife sanctuaries in Karnataka. It 
has easy road accessibility, scenic green background surrounding a large 
charming lake, and unbelievable sightings of large herds of elephants 
and other wild animals. Kabini forests are a mixture of tropical, moist 
and dry deciduous types. Home to a rich variety of flora and fauna, 
Kabini attracts environment lovers from all over the country. Densely 

 
Minister for Higher Education &  

Tourism, Govt of Karnataka

In order to provide an impetus to its travel agents to focus on the domestic market and promote 
Karanataka as a destination, TAAI, in association with Karnataka State Tourism Development Corporation is 
organising post-convention FAM tours. TravelBiz Monitor highlights few destinations that the delegates will 

corporation has organized post-convention FAM tours. SIHRA brings out few destination that the state has on 
offer for domestic and international tourists.

Shravanabelagola
Atop the Vindhyagiri hill stands Asia’s tallest monolithic statue, 
and yet, you need to toil up 600-odd steps for a glimpse of it. 
Shravanabelagola as a Jain bastion is home to many basadis and is a 
vital stop to the pilgrim. The 52-foot-tall statue of Bahubali from its 
high perch has a gaze that takes in the lay of a rather scenic land.

Karnataka’s Golden Triangle is a pilgrimage of every sort. In 
this day and age of TV evangelists and revival movements, to see 
human devotion manifested by such immeasurable beauty and sheer 
workmanship that has survived centuries, makes the journey from 
Belur to Halebeedu and to Shravanabelagola a litany of a different 
sort. Prayer might be the last thing on your mind as you marvel at the 
intricacy of the carvings at the Chennakesava Temple or while you 
absentmindedly accept the prasad at the Hoysalaeshwara Temple, and 
it would take a really devout pilgrim to focus on god while panting 
and wheezing up the 600-odd step climb to Shravanabelagola.

Shravanabelagola is a tribute to Bahubali’s journey to becoming Gometeshwara and is in every way symbolic of the restraint 
required of the Jain faith. All of 1,000 years old, Gometeshwara is easily one of the largest monoliths in the world, while everything 
under his gaze marks vital milestones in the history of Jainism. �
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forested regions, wild animals, range of avian species, and plentiful herds of elephants make the Kabini Wildlife Sanctuary in 
Karnataka evenly interesting and distinctive. Besides elephants, it is possible to spot sambar, langurs, chital, bison, sloth bear, 
crocodile, pythons, tiger and leopard. It is also home to around 250 species of birds. The dam at Kabini Wildlife Sanctuary across 
the river near Beechanahalli is an extraordinary attraction. 

Bandhipur 
Bandhipur National Park is home to the 
spotted deer, sambar deer, pythons, 
sloth bears, porcupines, monkeys and 
over 230 species of birds. Trade those 
concrete jungles for a fresh breath of 
green. The elephant safari is a remarkable 
experience not only because one feels like 
the Lord of all that lies before them, but 
also because, one never know what they 
might encounter. The Bandipur Wildlife 
Sanctuary puts life back into perspective. 
Or rather it puts the perspective back 
 into life.

Trying to spot elusive animals, listening 
for bird calls and commuting on the first 
elephant into the heart of the forests that 
were once the private hunting grounds of the Maharaja of Mysore himself, it is a little like everyday life, only drastically different. 
Depending on the peacock temperament of the moment, one could get treated to a peacock dance, or might catch it on a bad day 
when it might get modest and a vividly-hued tail peeking from the thick foliage is all one will get. One might spot a bison playing 
peek-a-boo from behind a bush, or a crocodile sunning itself on the banks of the River Kabini, its wicked grin intact. The Sanctuary 
is home to the spotted deer, the sambar deer, pythons, sloth bears, porcupines, monkeys and over 230 species of birds. That’s a lot 
of spotting to do - just might help one see the good things in life again.

Hampi 
From atop the Matanga Hill at daybreak, Hampi is every inch the capital city of a golden 
empire. Though what lies before are the bones of an enchantress, who once had the whole 
world in her sway, Hampi is far from what one would call ruins, which are UNESCO World 
Heritage Sites. Once visited by the Portuguese, Arabs, Persians and Orientals, the capital 
city of Vijayanagara, has only grown in popularity across the centuries. Hampi gives 
an impression of preserving itself for the past to resume. The long bazaar avenues stand 
in expectant silence, as if waiting for that kind of commerce to resume, where diamonds 
and precious stones were used as currency. In the evenings, the dying rays of the sun turn 
the entire Vijaya Vittala Temple to gold; a sight which is as much a wonder as the temple’s 
56 musical pillars that produce the sounds of 56 different musical instruments. The Royal 
Enclosure waits in readiness for its sandalwood halls to be returned, the massive elephant 
stables, the Lotus Mahal - shaped like a lotus blossoming in the sun, the Hazararama Palace 
temple with intricate stories carved over its every side and the Mahanavmi Dibba or the 
Victory Platform still majestic and proud await to fall back into routine. The sheer detail of 
the carvings and the number of sculptures speak of a race of artisans that weren’t quite done 
in their business of outdoing each other in craftsmanship. Monolithic structures carved out 
of a single rock — the imposing Lakshmi Narasimha, the majestic Stone Chariot, the massive 
Ganesha statues, the Badavilinga are proof of the brilliance that was once envied. Hampi has 
challenged time, survived the centuries and lived to tell the tale. 



Printed & Published by 

30
COVER STORY
MAY 2015 | SIHRA NEWS

Coorg
A hedonist’s paradise by all means, Coorg is a dream one will never 
forget. Hills, old-world charm, coffee, amazing food, vivid cultures 
and warm hospitality - there’s something in the air of Coorg that 
makes all things beautiful. Its hills are scenic and unforgettable; 
its food, wholesome and tantalising; its pools, pristine and clear; 
its cultures, vibrant and exclusive. This mountainous paradise 
makes the tourist spellbound by its Misty hills, lush forest, 
acres and acres of tea and coffee plantation, orange groves, 
undulating streets. The stronghold of the Kodava community, 
who are believed to be descendants of the Aryans, Coorg keeps its 
traditions and as warm as your reception might be. Coorg is also 
known for its beautiful home-stay facilities. Madikeri is another 
beautiful destination to visit in the Coorg district. The green, 
hilly capital of the Kodagu region has remnants of its past like 
the Madikeri Fort, the Raja’s seat, where one can catch a sunset 
just like the rajas once did - acres of coffee estates and the Raja’s 
tomb where the Kodagu king Veerarajendra and his family sleep 
their eternal sleep. About nine-km away from Madikeri’s giddy 
heights are the Abbey Falls, which fall daintily in steps, looking 
like a pretty curtain of the finest lace. The Talacauvery, where the 
Cauvery originates is the hotbed of a phenomenon every year; 
on October 17, at a predetermined moment, the water gushes up 
at the fountainhead from a spring. Bylekuppe, opens the door to 
an entirely different world. The Buddhist colony here is a piece 
of Tibet in itself, and the ubiquitous maroon and yellow robes 
will have one double-checking if they’re still in South India or 
not. Along with Buddhist monks, Coorg also has some really big 
cats for neighbours. Nagarahole or the Rajiv Gandhi National 
Park has some impressive residents - tigers, leopards, elephants, 
bison, crocodiles, pythons.

Mysore
Mysore is yet to, and perhaps will never, get over its 
past. A past that is made of kings, queens, conquests, 
rich patrons, extravagant durbars and pearled hallways 
must be hard to get over. The streets in Mysore are old 
and a good part of history can be traced by following their 
winding paths. All roads in Mysore lead to the Mysore 
Palace, and rightfully so. An ode to magnificence, the 
Mysore Palace is a marvel of ornate ceilings, jewelled 
corridors, open mandaps, stained glass windows, vivid 
paintings and Wadiyar memorabilia - including the 
jewelled throne. As the main host of the famous Mysore 
Dasara, the Palace still has the airs of the headquarters 
of a sovereign. Mysore’s other palaces include the 
Jaganmohana Palace, Rajendra Vilas, Lalitha Mahal 
(which is now the Lalith Mahal Palace Hotel) and the 
Jayalakshmi Vilas. They make it all big and grand at 
Mysore or so it appears. St Philomena’s Church is awe-
inspiring with its Neo-gothic style, built along the 
lines of the Cologne Cathedral in Germany. The 12th 
century Chamundeshwari Temple built in the style of 
the Hoysalas is no less impressive - it also boasts one 
of the biggest monolithic Nandi statues. If the pretty-
as-a-picture Brindavan Gardens are a tad too manicured 
for one’s tastes, one can always head for the wilderness 
of the nearby BR Hills or the Ranganathittu Bird 
Sanctuary. The latter is composed of six islets, teeming 
with water birds including painted storks and pelicans, 
and is located on the banks of the Cauvery River that is 
teeming with crocodiles. A boating experience here is 
surreal as much as it is common - its not everyday one 
is within an arms length from a monster crocodile with 
no protective fencing in between. Mixed as the flavours 
are, Mysore offers an experience that has been tried, 
tested and approved by royalty for centuries. �
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 What made you to get into the Hospitality 
Sector, were you fascinated about the sector?

  I was always very fond of Cooking and 
Baking and very good at it too.  When a 
Friends Mom suggested I me to get into 
catering  that set me on the right path and yes 
I was and still am fascinated by the Hospital-
ity Sector and have loved every moment I 
have been here.  

 Tell us about yourself beginning with your 
entry into the Hospitality Sector?

 I consider myself lucky as we were the 1st 
batch of Hospitality students passring out 
from the then F.C.I. Pune.  Some very dedi-
cated and talented faculty carved and ensured 
a very bright future for us. Early in my career 
I got an opportunity to undertake a renova-
tion and upgradition project of a 5 Star Hotel 
and it was the best learning experience.  

 What is the USP and feature of the institu-
tion?

 Our institute IHM – Shri Shakti is the 
only Private IHM affiliated to N.C.H.M.C.T.  
Delhi in both the states of Telengana & A.P. 
centrally located and having good infrastruc-
ture and a talented group of faculty members 
our Alumni are spread globally.  

 What are your achievements in the Hospi-
tality Sector?

 With a checkered experience of over 28 
years in Hospitality Industry, as an Entrepre-
neur & Hospitality Education I am proud to 
say that I have been instrumental in setting 
up 2 state of art Hospitality Institutions in 

Pune.  Our institute IHM – Shri Shakti was 
Awarded the Best Hospitality Education 
Institute – 2013 by the then tourism Depart-
ment of Andhra Pradesh. I am also happy 
and proud of all my students who are excel-
ling in the Hospitality Industry and are 
global citizens.

 Your memorable experience so far?
 Every batch of students leaves behind a 

treasure trove of memories but I must say 
having these young adults around us.  All the 
times does keep the atmosphere lively. 

 What are your future plans for the growth 
of your education institute?

 Today the trend is to collaborate with 
foreign universities and we too would like to 
provide this exposure to our future students.  
I too look forward to having an incubator cell 
for our budding entrepreneurs.  

 What is the status of student placement 
currently?

 The Hospitality sector in general is boom-
ing and offers numerous opportunity to 
today’s youth both in India and Abroad.  New 
arenas have opened up for numerous service 
oriented industries hence there is no dearth 
of jobs for the student with the right aptitude 
and attitude Most of our students leave the 
institute with at least two jobs in hand.

 How do you see the potential of the Hospi-
tality Sector in the newly formed Telengana 
State?

 Settlement of the political scene has 

surely seen a boon to the Hospitality Busi-
ness.  With new proprieties opening the 
demands for the Hospitality professional has 
surely gone up.

 What is your message for the budding 
Hospitality Professional to succeed in there 
career?

 I would only like to say that if you are in 
the right industry – No other industry has 
the growth potential that we can foresee in 
the Hospitality and service sector.  
No matter how you feel – Get up, Dress Up, 
Show up and Never Give up!! 
And you will have the most rewarding career 
or business.

 What do you do when you get time from 
your busy schedule?

 Well it may sound boring but I spend any 
free time I have in the institute or at home 
Baking or Cooking & experimenting with 
new dishes.

The unflinching and untiring love of Anita for cooking since childhood 

convinced her to pursue it as a full time career. She has not only 

succeeded in achieving many laurels in the field but also ended up as 

one of the leaders of the hospitality sector in Hyderabad by producing 

thousands of hospitality professionals 
ANITA CHANDRAN

Principal, IHM-Shri Shakti College of 
Hotel Management

The quintessential Mentor:
ANITA Chandran
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The event was hosted by Vinay Continuo, 
Vice President - Business Development, 

Saffron Synergies on the topic ‘Relevance 
of Technology Impacting the Hospitality 
Industry’. The panellist included stalwarts 
of the hospitality industry with discussions 
being moderated by Sheldon Santwan, Editor 
and COO, Saffron Synergies. 

Manoj Kumar Mohanty, Vice President 
- Sales (South and Central Asia), IDS Next 
opened the discussion with the topic ‘What 
technology and the Hospitality Industry have 
in common?’ He highlighted how technology 
is a part and parcel of our lives and used from 
early morning to night. “Technology is used 
to enhance the experience of the guests. It also 
helps in better management of the manpower 
thereby increasing the profitability. Manual 
work increases the chances of errors but with 
the advent of technology, the errors have 
reduced,” he said. 

Employee productivity has improved in 
hotels which use advanced technology. For 
example when a guest dials to the reception 
he reaches the customer service dashboard. 
The requirement of the customer is voice 
recorded and it reaches as a text message 
on the cell phone of the runner. The runner 
closest to the room accepts the task with the 
swipe of a button. Once he is done with the 
task, he notifies the service centre with a text 
message about the job being completed. This 
shows the finesse we have achieved with the 
use of technology, averred Mohanty. 

Addressing ‘How has technology changed 
the experience in hospitality industry?’, Param 
Kannampilly, Chairman and Managing 
Director, Concept Hospitality responded 
that earlier all the work was done manually 
therefore leaving little time to interact with 
the guests. Now with new technology, filling 

of forms has become much easier which 
increases time for guest interaction. With 
the help of a CCTV camera, the Manager 
can keep an eye on every activity going 
around the hotel without leaving his office. 
The transition phase was difficult. Employees 
of the previous generation were not used to 
the laptops and computers so they spent a 
lot of time adapting to the new technology. 
However, the new generation is well versed 
to the new technology, added Kannampilly. 

Mohanty stressed that we are at par with 
the world in terms of the use of technology in 
the hospitality industry. “We are pretty good 
in terms of the use of technology. In Bangkok 
internet itself is a big problem. The new 
generation is so well connected to the world 
with social media that a foreigner would 
know what our traditional recipes, the 
way it’s prepared and presented,” he said. 
Mohanty also added that a hotel chain can 
use technology to its benefit by studying 
the requirements of a guest who chooses to 
stay at hotels part of the same brand. 

On being asked whether ‘Does 
technology come naturally to you?’, Vishal 
Kamat, Director, Kamat’s Group responded 
that as a user of social media, technology 
is useful in finding out the rating of a 
restaurant. It is also used by the owner 
to advertise to the guests. As an owner, 
technology helps in customer satisfaction 
ordering food on iPad which creates an 
edge for the hotel. He also added how 
switching to LED lights has reduced the 
electricity consumption in their hotels. 

Technology is everywhere, asserted 
Amit Samson, General Manger, The Lalit 
Mumbai but overuse of technology is not 
good either. Customer service has not 
changed over past 20 years thus being 

over dependent on technology is not good. 
The Property Management System (PMS) 
helps in remembering the preference of 
a guest but not all the young generation 
managers use it. Thus a guest preference 
can be captured but the manager needs to 
look at the preference, to service the guest, 
elaborated Samson. 

The data system captures the 
performance of an employee so that it 
can be useful during the appraisal or if an 
employee wants to rejoin. His previous 
performance can be reevaluated, said 
Samson highlighting the use technology to 
enhance the productivity of an employee. 

Kannampilly added that technology can 
help in banquet halls if automatic dampers 
are added. They can measure the carbon 
dioxide level of a room and switch to the air 
conditions accordingly thereby saving the 
consumption of electricity. Kamat added 
how toilets with sensors can help reduce the 
consumption of water. The discussion was 
concluded my Mohanty who said that the 
staff needs to inculcate technology in their 
everyday lives and conscious decision needs 
to be made when buying a new technology. 
“A technology should not be bought just 
because it’s new,” he averred. 

The panel discussion was followed by a 
presentation given by the Panasonic staff 
which included Anirban Banerjee, Category 
Manager, PBX and IP Solutions and Amitabh 
Reu, Senior General Manager-Corporate 
Sales and Strategic Solution Business. They 
explained how Panasonic KX-NS300 Smart 
Hybrid PBX is a cost effective legacy and IP 
communication system best suited for small 
and medium sized companies that can be 
flexibly configured and expanded according 
to an individual’s needs �

Hoteliers deliberate on relevance of 
technology impacting the hospitality industry
Panasonic India, Indian subsidiary of Panasonic Corporation, Japan, and the leaders in electronic products and solutions  

for the consumer market and industries, organised the Hotel Tech in Association with IDS Next at The Lalit, Mumbai recently.  

The event brought together experts to speak about the role of new age technology as an enabler to improve the overall 

efficiency of operations. A round up of the event by Hospitality Biz
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The Empee Group, a well-established 
South Indian Corporate with revenues 

of over Rs.20 billion was founded by  
Mr. M.P. Purushothaman in the early 1970s. 
Purushothaman is the president of honor 
with SIHRA and he is well known figure 
in the hospitality industry. Having been 
the president of FHRAI for three terms is 
the man behind the Hilton Chennai. He is 
the man behind the Hilton Chennai Hotel, 
which has become synonymous with the life 
of  Tamilnadu's capital. 

Hilton Chennai
Hilton Chennai reflects the spirit of the 
city in a harmonious blend of tradition and 

contemporary style. The complete range 
of upscale amenities ensures comfort and 
convenience while warm hospitality and a 
high standard of service combine to deliver a 
memorable experience to hotel guests. Being 
strategically located in the main business 
district, 10 minutes from Chennai Trade 
Center and 15 minutes from the airport 
make the hotel choice of business travelers.

Customization of the 
brand’s feature
The hotel  has adopted to the demands of 
the market while adhering to Hilton’s global 
standards. Hotel amenities are customized 
for business travelers and hotel provides a 

gamut of services that benefit hotel guests. 
Hilton Chennai provides fitness instructors 
and swimming coaches to those who would 
like to take some time to rejuvenate after 
work. It realized the need for a relaxing 
ambience and has talented artists performing 
live at hotel. For long staying guests of the 
hotel, it organizes trips to nearby locations 
like Mahabalipuram and Pondicherry for 
weekend getaways. Hotel F&B offerings 
include Hilton Classics (breakfast, Salads, 
Burgers etc) apart from innovative dishes 
customized for the local palate. One such 

MP PURUSHOTHAMAN 
THE FOUNDER OF THE EMPEE GROUP

The pride of Tamilnadu: 
Hilton Chennai
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example is the ‘Hilton Dosa,’ which is 
thoroughly enjoyed by all. Keeping the 
wather in mind, the hotle offers dishes that 
help cool down such as chilled fresh fruit 
juices, thandai and mojitos etc.

The banquets of the hotels also 
caters to the clients’ needs. Whether 
it’s a traditional South Indian spread, 
continental fare or hi-tea, the team of chefs 
of the hotel do all it takes to make the event a  
cherished memory.

Value customers
Hotel consistently adds value to the product. 
Whether it is refurbishing hotel restaurants, 
redoing hotel upholstery or changing set 
ups, the team is no steady endeavor to keep it 
fresh and new. The hotel responds to market 
demands and keep hotel F&B offerings trendy 
as well. As styles and preferences change, so 
does the hotel. The Hillton Chennai also 
celebrates global festival as enthusiastically as 
regional festivals to ensure guest feel valued, 
cared for and respected.

Unique customer 
understanding
Hilton’s worldwide team continuously 
researches consumer behavior from 
4100  hotels around the world, helping 
us understand hotel guests better. Hilton 
Chennai is well known for exceeding 
high standards and expectations. The 
team consistently works towards meeting 
unanticipated needs. The well experienced 
team members of the hotel have worked 
in different countries and understand what 
today’s global travelers expect. Hotel guests 
now want to be involved in preparing meals 
with the chef. They can pick the ingredients 
and have it made to preferences. There is also 
an increase in demand for Mediterranean food, 
owing to its health benefits. Hotel use  olive oil, 
fresh ingredients and include seafood in hotel 
offerings now. A demand for specific regional 
cuisines like Moplah, Chettinad, Kayasth is on the 
rise, resulting from increased travel and exposure to 
authenticity. Hotel has included steamed counters,  
sushi and sashimi and choices of vegan  
food to hotel menu.

Special features of  
Hilton Chennai

204 guest rooms and suites- guest are rooms are 
designed for comfort and convenience, featuring 
state of the art technology. Each room has floor-
to-ceiling double-glazed windows that allow 
plenty of natural light. Catch up on work at the 
large writing desk, sink into the comfortable bed 
with four over sized pillows or luxuriate in the 
modern bathroom with a walk in rain shower 
and deep bath.

Meetings and events
Hilton Chennai features extensive conference and 
banqueting facilities that accommodate up to 750 
persons in a range of settings ideal for corporate 
meetings, business evens, social gatherings and 
private receptions. The grand ballroom has a 
unique personal coach.

24 hour fitness center: personalized fitness for 
a balanced lifestyle while on the road. Featuring 
the latest generation of cardio and strength 
training equipment. Hilton fitness by precor take 
a personalized approach to help you feel your best 
during your stay.

5 restaurant and bar options: Est the 
casual cotnemporary café in the lobby, Ayna- 
presenting contemporary Indian cusines, 
Vintage Banke-the trendy wine and cheese bar, 
Vasco’s –an all day restaurant and Q Bar-the 
rooftop bar and grill.

Loyalty programmes
Hilton Worldwide manages the award-winning 
customer loyalty programme, Hilton HHonors. 
At hotel properties in Indian, hotel manages 
the Hilton Premier Club-a loyalty programme 
that offers guests a gamut of benefits at the 
hotel. Some highlights include exclusive F&B 
discounts at hotel restaurants and in-room 
dining, happy hours, discounts on rooms, 
special privileges for spouses of members and 
offers on banquet and social functions.

Hotel offers customized packages for hotel 
corporate accounts, on a unit as well as global 
level. HHonors members have the added 
advantage of converting their   miles into points 
and vice versa. Members of the Hilton premier 
Club experience a great deal of benefits as 
well. The guest come back to us because of the 
personalized service hotel offers them after 
understanding their likes and dislikes.

Changes in the last year

Hotel relooked at all aspects of guest’s 
journey- from the time the booking is made 
to when the stay comes to an end. The Hotel’s  
attempt has been   to enhance hotel services 
to make their experience seamless. Hotel 
introduced additional amenities,s end pre-
arrival emails and build a record of guest 
preferences. Every fortnight, hotel organizes 
a cocktail evening where hotel senior 
management interacts with guests. Hotel has 
removed barriers between guests and team 
members, allowing for more interaction. 
Birthdays, anniversaries and farewells are 
celebrated and captured on camera. Hotel has 
also made hotel outlets more child-friendly 
by introducing play station consoles and pop 
corn machines among other facilities.

To recognize team members, hotel 
celebrates successes every Friday with Happy 
Hilton Fridays. The monthly Town hall meetings 
are conducted in the ballroom and the hotel 
welcomes team members to experience hotel 
products at special rates. Hotel encourages and 
open-door policy, cross-exposure and team 
spirit through games and sports. Team members 
are mentored and coached to grow within the 
company.

Awards won
Hilton Chennai has been awarded the Hilton 
Brand Award for Excellence in with the Hilton 
Brand Award for Excellence Asia-Pacific 
by Hilton Hotels and Resorts as part of the 
company’s 2013 and 2014 brand awards of 
excellence. Each year, Hilton honors properties 
for outstanding performance in multiple 
categories, including marketing, food and 
beverage, housekeeping and brand culture. The 
award recognizes the property with outstanding 
performance for loyalty, service, condition 
and cleanliness based on SALT (Satisfaction 
and Loyalty Tracking) and QA scores. Hilton 
Chennai has also been awarded  with top 
performer  in APAC for Food and Beverage, 
which is awarded to hotels with the highest 
customer satisfaction score overall breakfast 
experience, availability of healthy breakfast 
menu choices, overall restaurant lunch/dinner 
experience, healthy lunch/dinner menu choices 
quality of the event food and beverage �
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There is no denying the fact that Serviced 
Apartments and Hotels are two different 

entities in terms of concept, product and 
service design, client base, etc. What is 
common to these two entities is the element 
of hospitality both of them offer. Serviced 
Residences are traditionally limited service 
concepts meant for long stay/extended stay 
guests. These are meant to deliver a home-
away-from-home feeling to guests. A Serviced 
Apartment will have all the traits of a home 
in terms of living area, drawing-dining space, 
well-stocked kitchenette, etc. Hotels, on the 
other hand, are meant to service short-stay 
or transient guests with smaller rooms with 
limited amenities within the room.

While the concept of Serviced 
Apartments is well understood and defined 
in developed markets, the same is yet to be 
clearly understood in emerging markets like 
India. Serviced apartments were introduced 
in the United States of America, in the early 
1960s. It is said that more than 80 percent of 
the existing stock of Serviced Apartments is 
still in United States. Today, numerous sub-
segments have come into the umbrella of 
Serviced Apartments. These are known by 
different names like Aparthotel, Residences, 
Studios, Extended Stay homes, Corporate 
Housing, etc. As business travel emerged as a 
potential segment, the demand for Extended 
stay concept or Aparthotels (Apartment 
Hotels) started mushrooming on the global 
hospitality landscape. 

India market scenario
Serviced Residences is not yet well 
understood in India. When India growth 

story unveiled on the global stage couple of 
decades back, there was a total vacuum as 
far as quality living spaces are concerned for 
those who travelled with families for various 
projects related activities to India. People had 
to rely on private rented accommodations. 
With the proliferation of IT, ITES, Medical 
and Financial hubs in many places, 
organised Serviced Apartment industry 
started sprouting up in places like Bangalore, 
Chennai, etc. Gradually, convinced with the 
high RoI that Serviced Apartment offers to 
the real estate, more Real Estate developers 
got hooked into this segment in India as 
well. From being part of a main stream hotel, 
Serviced Residences started mushrooming 
as standalone entities in key cities. Global 
brands in the Serviced Apartment market 
like Ascott, Oakwood, Bridge Street, Fraser 
Hospitality all slowly entered India market 
with an eye on the pie. 

Blurring lines
While Serviced Residences and Hotels are 
two distinct business models, and have their 
own distinct characteristics. However, the 
changing customer demands and market 
dynamics have over a period of time have 
brought these two entities face to face 
as competing businesses. Traditionally, 
Serviced Apartments are designed as a “no 
frills” hospitality model with minimalist 
services. Serviced Apartments generally 
do not offer services like 24-hr concierge, 
room service, spa, banquet facilities, etc. , 
which normal hotel offers to its customers. 
It is because of the limited service model, 
Serviced Residences are able to offer living 

spaces for lower rates compared to hotels, 
and at the same time deliver higher RoI’s to 
owners.. However, with clear segmentation 
coming within the Serviced Apartments, 
today lot of branded Serviced Residences 
offer facilities that are part of a mainstream 
hotel – restaurants, 24-hr room service, spa 
and wellness facilities, kid’s entertainment 
area, club facilities, etc. 

Therefore, it is pertinent to ask whether 
the line of distinction between these two 
parallel hospitality verticals is getting blurred 
or not? While promoters of the Serviced 
Apartment brands vehemently oppose such 
blurring of differences, they concede that 
they offer most of the services which are 
similar to a full-fledged hotel. In mature 
hospitality markets the differences between 
the two are more pronounced, service 
offerings are clearly demarcated and so is 
the target customer, says Nirupa Shankar, 
Director, Brigade Hospitality Services. 
However, in emerging markets like India, 
the story is different, she concedes. “In the 
Indian context, where the majority of the 
market is unorganised and the industry is 
still undergoing a metamorphosis, it’s a fine 
line that differentiates the two products, 
especially in the high-end segment. One will 
often see 5-star hotels catering to the long 
stay customer by offering kitchenettes, living 
room spaces, washers and dryers. One will 
also see serviced apartments offering daily 
housekeeping, restaurants, and in-room 
dining catering to the transient customer.” 

Giving the issue a twist, Sean Worker, 
President & CEO, Bridge Street Global 
Hospitality says that It isn’t “merger” that is 

Serviced  Apartments: Yearning for  
an Identity in Hospitality landscape 
Although Serviced Residences and full-service Hotels have marked differences in terms of concept, product design, service 

offering as well as their respective customer orientation, these differences are started getting thinner and thinner, at least at 

the top of the pyramid of late as a result of the changing profile and expectations of the customers. P Krishna Kumar tries to 

ponder the trends leading to this gradual merger….. 
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happening, instead the “offerings from the 
serviced apartment segment are becoming 
more clearer.” As consumers become more 
aware of serviced apartments, the sector 
is adopting a hospitality feel to meet client 
demands, he argues. “As a defined product, 
serviced apartments are emerging at a rapid 
pace and across India developments are 
appearing in high-density markets. That’s 
a difference between the sectors: serviced 
apartments are concentrated in key urban 
centres, whereas hotels would generally be 
common throughout the country.”

“Our serviced residences feature facilities 
like restaurants, swimming pool, kids’ play 
pool, Jacuzzi and barbecue area amidst 
a landscaped garden, a fully-equipped 
gymnasium, sauna and steam an indoor 
and outdoor children’s play area,” says Ajit 
Koushik, Area General Manager, Ascott 
Limited. These facilities are as good or 
better compared to a hotel. Says Rohit Vig, 
Managing Director, StayWell Hospitality 
Group, “As the term suggests, a full service 
hotel can never really be compared to 
(limited) serviced apartments; however 
with increased inventory supply, global 
recession and thus reduced travel and 
costs, daily rates or rentals’ difference 
between the two has reduced.”

It’s important to have on-site staff and 
F&B options available for the corporate 
transients, long stay travellers and leisure 
guests, says Hoshang Garivala, General 
Manager, Oakwood Residence Kapil 
Hyderabad. “Besides providing the space 
and equipment of a serviced apartment, 
we provide all the arrangements and 
amenities like any full service hotel. Our 
chef and the F&B team have been trained 
to serve all kinds of cuisines from our 
multi-cuisine restaurant.” A 24-hr multi 
cuisine restaurant and the service staff 
associated with it considerably increase 
the apartment-staff ratio. 

Clarity in target clientele
Problem really starts when Serviced 

Apartments deviates from their core 
client base, i.e., long stay travelers, and go 
behind the transient guests for short-term 
gains. The short stay guests have totally 

different demands and requirements. “If 
you’re offering a serviced apartment as 
a hospitality product the amenities and 
services provided should be comparable 
to those found at a hotel, both in-room and 
on-site. The amenities available need to 
either be on-site in a standalone building, 
a concept that many serviced apartments 
are moving toward, or properties need 
to leverage the environment around the 
site. Serviced apartment providers can 
forge partnerships with surrounding 
restaurants, fitness clubs and other 
businesses to provide guests with the 
amenities they expect in hotels,” says 
Worker. 

When serviced apartments begin to 
target transient customers, their staffing 
increases, facilities such as restaurants, 
in room dining, concierge are required 
and they begin to look very much like a 
regular hotel, opines Shankar. It is also 
damaging to the model as length of stay 
is shortened to just 4-5 days, occupancies 
are lower, prices compete with that of 
hotels while still providing for a larger 
room. This reduces the yield per square 
foot making it a less profitable product, 
she adds. 

“Serviced residences principally 
target corporate extended stay with 
core business coming from long-staying 
expatriates and business travelers, 
including interstate domestic travellers. 
While transient travellers and short 
stay guests are purely incidental, of late, 
leisure travellers are also increasingly 
opting to stay in serviced residences 
as they see better value in availing the 
conveniences of a home coupled with the 
luxuries of a hotel,” informs Koushik. 

What’s an ideal location?
Destinations that draw lot of business 

travelers for long term project s related 
work is traditionally where extended 
stay business thrive. However, within the 
destinations, a Serviced Residence can be a 
standalone entity, part of a full-fledged hotel 
or a mix-use development. In India, gateway 
cities like Chennai, Bangalore, Hyderabad, 
Mumbai, etc. have seen some investment in 

Serviced Apartments in the last few years. 
Gurgaon and Noida in the Delhi NCR are 
another destinations which has seen few 
announcements by real estate developers for 
Serviced Residences. 

Based on land costs, anyone of the three 
propositions (standalone, part of a hotel, 
or mix-use) can make sense to economise 
operations as long as correct market 
feasibility and segment demand is conducted. 
The drawbacks from hospitality sector’s 
prospective are price wars, sensitivity to rates 
and the exorbitant land prices, informs Rohit 
Vig of StayWell Hospitality. “The great thing 
about a serviced apartment model is that it 
conforms to its location. It can conform as 
a standalone, in a mixed-use development, 
or as a stacked product. In areas where there 
is especially high density we’ve been able 
to provide serviced apartments in the top 
floors of a building with a traditional hotel 
operating in the bottom. Serviced apartments 
are not extensions of a hotel, but are more so 
complimentary to hotels, whether they are 
stacked, sharing a mixed-use building or 
simply neighbours,” informs Worker.

According to Koushik, a standalone 
serviced residence is ideal as it is always able 
to depict the essence of a serviced residence 
in a far more holistic way. Guests will be 
able to appreciate the homely and spacious 
alternative to the typical hotel room. 
However, serviced residence in a mixed-use 
development will definitely enhance the 
guests’ experience. In that way, a serviced 
residence in a mixed-use development will 
be incremental in maintaining the perfect 
work-life balance, he stated. 

In India the concept of Extended Stay 
Serviced Apartment is still evolving and the 
market watchers believe that there would 
be enough traction into the segment as the 
market matures. Indications are positive 
as more and more real estate developers 
recognizing the value propositions associated 
with Serviced Apartments. With hardcore 
hotel operators also getting hooked into the 
Serviced Apartment business (the recent 
signing of management agreement between 
Assotech and Lemon Tree Hotels), it is 
anybody’s guess where this niche hospitality 
vertical is heading for �
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The proliferation of information technology has brought about a paradigm shift in the way sourcing and procurement business 

is conducted across industries.  Hospitality industry is also leveraging the technology tools to improve the efficiency of 

procurement slowly and steadily.  Hospitality Biz tries to understand the opportunities and challenges associated with 

e-Procurement in hospitality business environment….

Acceptance:

Although doing business electronically in 
hospitality may be slow to be adopted, there 
is no doubt that the conventional methods 
are changing rapidly here as well. The trend 
has started catching up and would definitely 
be the future.   “Hospitality industry is still 
lacking in online bidding especially due to the 
perishable nature of some products and a their 
pattern of requirement which is usually on a 
daily basis. But yes, for the Capex items there 
is a possibility of e-procurements,” informs 
Naresh Kumar, General Manager – Materials 
Management, Lemon Tree Hotels.  However, 
the trend of e-procurement is slowly catching 
up in the hospitality businesses also, he  adds.  

“Over the last few years professionals have 
replaced the age old method of procurement 
with new and modern technology,” Kumar 
said.  Confirming the trend, Amarjit Singh 
Ahuja, Director -  Procurement, Le Meridien 
Hotel New Delhi said,  “The technology 
that support procurement has moved on 
dramatically in last ten years with spend 
analytics, e Sourcing , Supplier and Contract 
Management, e Workflow, Spot buying , 
saving tracking and budget management to 
name but a few.”

According to Sanjay Verghese, Director 
– Materials, The Imperial Hotel New Delhi 
despite the .com revolution, large section 
of Indian hotels still follow the traditional 

NARESH KUMAR
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Management, Lemon Tree Hotels
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 Director – Materials, The Imperial Hotel 

New Delhi 
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Time has come when governments 
have started thinking of bringing 

efficiencies in service delivery to people as 
well as businesses electronically.  Recently, 
the department of industrial policy and 
promotions  (DIPP) launched a dedicated 
electronic service delivery system, ‘e-biz’, 
whereby 14 different services of the 
government related to businesses (G2B) were 
made available online.  Even the governments 
have started adapting technology not only 
to enhance efficiencies but also to improve 
transparency in their dealings with the 
private businesses and individuals.  

Information technology has changed 
the way various activities related sourcing, 
procurement, marketing, promotions, 
distribution,  etc. are conducted in this 
world.  The conventional systems of 
placing advertisements in newspapers and 
publications, floating tenders through the 
media,  etc. are a passé today.   e-procurement 
is the new catchword in every business. It is a 
concept defined   as the using of technology 
to facilitate corporate buying through the 
internet. Hotel industry is not immune to 
this trend
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methods of procurement.  “In India at least 
in the major hospitality companies the 
traditional purchasing teams exist and the 
owners or the top management still tend to 
rely on the judgment and decision making 
by these team members using the available 
information on the internet.” Also, there is 
lack of decent online purchasing company to 
rely upon in India. “In India with the .com 
revolution I thought that the purchasing 
companies will do very well, but the last ten 
year has shown otherwise. Those colleagues 
who stepped into this unchartered area 
got stuck and till date there is no decent 
purchasing company in operation and 
making enough money,” he observes.

 
Benefits of e-Procurement:
e-Procurement brings with it so many 
advantages. These include savings in terms 
of cost and time, better control over the 
sourcing process, real time data gathering 
and analysis, better efficiencies in terms of 
monitoring and control of suppliers, etc.  
People in the field also authenticate  these 
benefits.   Says Vikram Kamat, Director, 
Kamat Hotels India, “It’s become much easier 
to source things and the process becomes 

faster. I can cite own example.  When we had 
to shortlist facility management company for 
one building , we went online and got many 
vendors and most came the next day and met 
and understood the requirement.”   

“e-Procurement has helped in reducing 
the time taken for sourcing, ordering and 
recording data in the system,” says Kumar of 
Lemon Tree Hotels.   It has also made keeping 
records for audit and future references  very 
easy as everything is available at the press 
of a single button. Earlier most of the work 
was done manually and more people were 
employed for the work which also led to 
higher costs, he informs. 

The main benefits are increased efficiency 
and cost savings, confirms Ahuja  “Online 
procurement allows business transactions 
to happen in very less time and with fewer 
errors than do traditional paper based 
worksheets.  It reduces the amount of 
investment in buying against actual demand 
and allowing manufacturer/vendors, ‘just-
in-time delivery’.  By doing away with paper 
forms, online procurement also reduces 
postage costs and the expenses and space 
considerations surrounding paper-based 
record storage,” he opines.
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Procurement challenges:

Whether the process followed is online 
or offline, the biggest challenge before 
Procurement Managers is searching out the 
right material at the right price point which 
is right  and relevant for the unit.  The sheer 
size of information that any channel would 
throw is significant.  Market is flooded with 
companies, brands, and products which 
makes the decision making quite complex, if 
one has the right technical knowledge about 
the product. 

The procurement managers required to 
be up-to-date about the changes happening 
in the industry, observes Verghese of The 
Imperial. “Unless the procurement managers 
take an active interest in operations, read, 
surf, use alerts, apps, travel and attend fairs 
and exhibitions knowledge updation cannot 
happen.”  

“Most of the bulk consumed items are 
frozen through tenders or by inviting quotes 
from respective suppliers at the end of every 
financial year and contracts are revised for 
the next financial year. The problem usually 

arises when newer vendors with better prices/
quality approach us in the middle of the 
contractual period (already signed contracts 
with current suppliers). If prices and quality 
match with our existing standards then we 
keep the new vendors as a backup option 
and for the next financial year. Letting go of 
the current suppliers is a very difficult task 
while they are already associated with us on a 
contract,” said Kumar of Lemon Tree Hotels. 

Failures on the part of suppliers due 
many factors including natural calamities, 
recessions, etc. are  major challenges before  
procurement managers.  Also, the frequent 
variations in commodity pricing, informs 
Ahuja.  “Another major issue is managing 
reputational risk from the wider supply 
chain. Procurement needs to be able to 
monitor quality throughout the entire chain, 
rather than just one or two suppliers, if it is to 
avoid being caught up in controversial areas 
such as child labour , conflict minerals , etc.”

Vendor Management:
Vendor management is a critical component 

to keep the supply chain seamless.  This is 
all the more important in the hospitality 
environment considering the  guest-oriented 
service aspect of the industry.  In a scenario 
of increased competition and reducing 
margins, it is important for hotel companies 
to explore efficient logistics and supply 
chain management to maintain robust 
bottom lines.  Commenting on the critical 
importance of supply chain management, 
Chris Buckthorp, Chief of Supply Chain 
Management of Gati  KWE  said,  “While the 
Supply Chain Management approach is well 
established in sectors like manufacturing, 
the concept of supply chain collaboration 
with logistics service providers has few 
takers within the hospitality sector. This 
is happening despite the fact that supply 
chain being crucial to the very heart of 
hospitality, the SERVICE factor. With 
domestic hospitality industry experiencing 
a slowdown of sorts, the pressure on overall 
margins is leading hoteliers to focus on 
stringent cost-cutting measures, from hotel 
menu reengineering to use of energy-saving 
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light bulbs. While such actions offer short-term 
respite, transforming supply chain practices 
offer longer-term operational efficiencies and 
consequent financial benefits.”

“Any relationship is always great especially 
one with Vendors who are long term partners. 
Their ability to source what you want and need 
at the lowest price can help you make and exceed 
you GOPs and Guest satisfaction,” says Kamat.

At  Lemon Tree, they treat their supply 
chain partners as “external associates,” informs 
Kumar.  “ Most of our suppliers are associated 
with us since the day the first hotel in Gurgaon 
was started in 2002. But it is also very important 
to keep some check and balances on their cost 
and quality. We do so by comparing the product 
with competitors and sometimes also awarding 
tenders for small job work like renovations to 
keep a healthy mix of competition alive,” he 
adds.  Stronger relationships with suppliers 

can generate 10-15% greater value, observes 
Ahuja.   However, long term dependencies with 
the same vendor could also create issues, he 
adds. “Importance of this vendor relationship 
management is , it increases company’s 
bottom line if procurement professional 
are implementing this strategic relationship 
management practices  with key suppliers on 
the right criteria.”

Conclusion:
While leveraging online channels for 
procurement can deliver major benefits, the 
industry is yet to fully utilise this medium 
because of the peculiar nature of the business.  
It will take few more years  before the  industry 
fully understands the system fully embraced  it.  
As Verghese rightly put it, “The market is still 
to evolve and mature to embrace this concept, 
maybe in another ten year window” �
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The above statement correlates well with
the Preliminary Meeting for SIHRA

Convention 2015 which was held on 24th
April, 2015 at Katriya Hotel & Towers,

Hyderabad.
Mr K. Syama Raju, President, took the 

chair and welcomed the members. The 
agenda was promptly taken up. The dates of 

July 2nd, 3rd, and 4th of 2015 were fixed after 
deliberation and considering all factors.

Taj Krishna at Banjara Hills was 
unanimously voted as the Convention venue 
taking various factors into consideration 
including (but not limited to) infrastructure, 
connectivity, availability of accommodation 
near to the vicinity, recreation options, etc.

Members were pleased to have Mr. G.V. 
Krishnaiah (EC member SIHRA, former 
president of AP Hotels Association and 
currently Member of Honor Telangana 
State Hotels Association) at the venue. 
Mr. Krishnaiah expressed his thanks and 
gratitude to President and all members of the 
executive Committee of SIHRA who were 
present for all the support and assistance 
over the years. As a gesture of thanks he was 
honored by each of the members present 
with a shawl and bouquet.

Coming to the theme and communication 
materials - Trikaal Advertising Pvt. Ltd 
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played a helping hand and fleshed it out. 
The members were of the opinion that the 
theme chosen permitted all aspects of the 
issues concerning the industry to be touched 
upon especially paying attention to the 
growing need to understand and embrace 
the importance of the internet into the 
business plan. Considering all the aspects – 
‘Redefining Hospitality. Monetising Tourism.’ 

was selected as the theme for this convention. 
Communication materials were well drafted 
considering the flavor of the Convention 
Venue, Hyderabad.

The event was followed with a Presentation 
from an Event management group – focusing 
on logistics, entertainment packages, 
sightseeing, etc. The committee also wished 
to have a travel agent on board who would 

ensure better rates for the delegates who wish 
to fly to Hyderabad from the various cities in 
the South. A presentation for the same was 
made by one of the travel agency.

By 11.00 pm - the Formation of the 
Convention Committee and the sub 
Committee was decided, where Mr. 
Somaraju was appointed as Chairman of the 
Convention Committee. The members of the 
Executive Committee of SIHRA would also 
be part of these committees. The day ended 
on a high note with Cocktails & Dinner and a 
promise that the “The best is yet to be”.

So on this note we would like to say; 
“Get ready for the gala event this July in 
the city of pearls... Its a city admired for its 

cosmopolitan culture... Its a city which has a 
cuisine that’s unique and all its own...”

Do mark your calendar for the upcoming 
SIHRA Convention and don’t forget to miss 
out anything from the must visit list including 
Charminar, Biral Mandir, Qutub Shahi 
Tombs, the Golconda Fort, Mecca Masjid, 
Hussain Sagar, the Salar Jung Museum and 
many more. �
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The industry outlook has already shown some improvement. We had good months 
(November- December) across the country. We believe to see steady and sustained 

improvement in coming months. Industry is optimistic on the occupancy story.
Yes, Make In India, Smart Cities, and Industrial Corridor projects, are direct and 

positive steps. With the new government aggressively inviting entrepreneurs to invest 
in India through ‘Make in India’ programme, opening up of FDI in insurance and others 
to follow, business travel increase can already be felt in metro locations. But I think we will 
not see another spell of hotel investments till sustained growth in the market is visible over a 
period. Hotel Company’s performance is still suffering from the slowdown.

The business environment is looking better in the short term but looks extremely positive 
in the long term. Keeping in mind that investment is a long term cycle, I see new project 
investments starting in about three years after the existing supply in the pipeline is absorbed. 
The market for branded budget hotels is ready to boom. The Indian budget hotels market category is set for growth over 
the forecast period due to demand for affordable lodging products, with rising middle-class populations in Asia-Pacific 
and Africa driving demand. Investor interest in this particular category increased as budget hotels proved to be less 
susceptible than luxury hotels to the global financial crisis.

On Smart Cities Make India

FEATURE

Smart Cities, Industrial Corridors, Make in India, the new government under Prime Minister, Narendra Modi, has 
already set the agenda for economic revival by ushering confidence in the investors psyche both within the country 

and abroad. The industry is waiting fingers crossed to see how the government initiates confidence building measures 
through legislative mechanisms and policy support systems. The recent session of the Parliament witnessed some 
eagerness on the part of the government to push some of their ambitious legislations to showcase to the world they mean 
business. Although there were road blocks on the way, there were few successes as well. 

The hospitality industry which has been going through a period of distress for the last couple of years mainly because of 
the excess supply that has come in, and the inability of the market to absorb that supply due to poor business sentiments, 
is also waiting with bated breath on the sidelines to see how the whole sentiments would play out in coming months and 
years. Make in India, Smart Cities, Smart Cities All are promising propositions for the industry. Any kind of improvement 
in business climate would create more demand for hotel products, which ultimately would help in absorbing the excess 
supply. Once that happened, another spell of new investments will happen in the market, the industry watchers believe. 
Hospitality Biz tried to gather the sentiments in the industry by speaking to key figures.

Smart Cities, Industrial Corridors, Make In India: Reflections on Hotel Industry

ANIL MADHOK
Managing Director

Sarovar Hotels

JB SINGH
President & CEO

Interglobe Hotels

Business prospects look extremely positive in longer term

Opportunities for mid-market products to flourish

The Indian hotel industry is looking up and 2015 promises to be a good time to be investing 
in hotels. 2014 was a difficult year for the hotel industry overall, just as it has been for the 

other industries. The last quarter, however, has shown some signs of recovery buoyed by improving 
economic sentiment and the seasonal nature of some markets.The new initiatives undertaken by the 
government have paved way for growth in the hotels segment in India. With the roll out of Smart 
Cities, there will be more opportunities in the industry to be capitalized. We see new opportunity 
for mid-market hotels across the country. With new industrial corridors being sanctioned, investors 
are finding the opportunity to bridge the demand and supply gap of hotels. Mid-market hotels as 
a segment have been consistently performing over the past couple of years and we see this trend 
carrying on in 2015 as well. We foresee next year to be a year of improvement. With the new and 
stable government in place, improving economic climate, long due pro-business measures being put 
in place and controlled inflationary trend we expect significant upswing in the hotel performance.
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Massive investments in infrastructure  
development to benefit hotel industry 
Some of the new announcements by the government have definitely aroused the interest of 

prospective investors sitting on the sidelines so far. India in the long term has tremendous 
potential and we at Carlson Rezidor have a robust pipeline targeting major city centres 
and upcoming tier II cities. Smart Cities and Make In India will see massive investments 
in infrastructure in the country which is good news for the hospitality industry as a whole. 
Indeed, these concepts aim to declutter the already saturated metros and other major cities in 
India and develop new satellite cities in a structured manner near areas which are crucial to 
trade and commerce such as shipping ports, etc. Opportunities are ripe in secondary markets 
with low cost of land and subsidies/incentives being rolled by the government for investments 
in such regions which in turn is prompting developers to focus on Tier II markets. India with 
its young population and positive demand drivers is one of the fastest growing economies on this side of the world. We hope 
that the new announcements and initiatives by the government will help in driving investments to the hotel industry as an 
integral part of infrastructural growth.

Industry ready for another round of Greenfield development 

INTERVIEW

KB KACHRU 
Chairman-Sout Asia

Carlson Rezidor Hotels

NAVIN JAIN
President

Duet India Hotels

PR SRINIVAS
Director - 

HospitalityCishman& 

Wakefield India

Hospitality has been a cyclical market with cycles created on account of demand 
supply mismatch. We saw increasing supply of new hotels over last few years, with 

a strong demand, though lagging the supply. However, going forward the new supply is 
slowing down and demand is expected to continue its growth trend. This is already visible 
as occupancies have started to grow and were higher than the last year. All the initiatives 
being taken by the government are going to add to the demand growth and boost the 
overall economy benefitting the hospitality industry. We expect hotel investments to start 
flowing into the country as hotels start showing improved performance. As smart cities 
evolve and the new corridors are thrown open for investment, there surely will be new 
opportunities for hotel developers and hospitality companies. As these will be planned 
developments we expect to have predefined zones for the hospitality sector creating new 
opportunities for the sector.

Investor interest has started showing up

We believe that the hotel industry is ready for another round of greenfield development, 
especially in the Tier 2 and below markets. This will carry some of the usual caveats 

related to the cost of land and the value proposition offered in the organised sector. The focus 
of development is shifting to these cities, in the absence of reasonable opportunities in the Tier 
1 markets. The announcements on infrastructure development will certainly act as a trigger 
for hotel development in those locations, in turn creating hubspoke arrangements. The recent 
history of market / economy issues will also keep investors and developers focused in developing 
products that are needed by the market and not just valuation-induced projects. We also believe 
that the industry is fairly well poised to take advantage of the structural changes being introduced 
in the financial markets (with hotels offering both asset value as well as annuity incomes over 
the longer term). So, again, in a nutshell, there is a market that will open up beyond the Tier 1 
and the high-end offerings. The oft repeated market sentiment improvement is also expected 
to gain momentum this year, leading to better operational results, despite the large additional 
supply that has gone into key markets.
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Typically pure-play Industrial nodes have been quite poor Hotel markets, as hotel users 
still prefer to use the hub city close-by as their base rather than the said industrial 

town for their stay. Usually it is seen that the local area of such cities is just not supportive 
of the hotel guests’ other social needs. So hotels don’t prosper. Since hotels need a lot of 
infrastructure and vendor support in that city to thrive, government needs to more clearly 
detail its initiatives and plans for these new smart cities and industrial corridors in terms 
of quality of Industry, availability of land, prices and their development vision to attract 
investors. Only then will hotel investments follow. However, with more influx of inventory, 
if demand does not proportionately rise, the hotel supply can go overboard causing a 
Neemrana like situation. If the Zoning and FSI norms in cities become more flexible, to 
allow change of land use/ multi-use of land, transfer of FSI, etc; banks start acknowledging 
bad debts and NPAs in the hotel market; Better loan rates, longer tenures for repayment 
etc, are enabled, it will surely be a big boost for quality hotel players who aspire to enter 
the mid-market segment with their good worthy products, thus creating opportunities and 
incentives for the development of 1, 2 and 3 star hotels.

Industry will benefit from increased business travel 
Yes, there are opportunities in Smart cities. But it is too early to talk about them now. It takes 

time for any commercial catchments to develop. It is always sectors like manufacturing, 
businesses houses, IT come up in any area which results in attracting business travellers. That’s 
the right time for hotels to enter. Seeing the huge growth potential, hoteliers have always been 
investing in the developed cities. However, with projects like Make in India, Smart cities, 
undertaken by the Government will open up further prospects to these cities attracting foreign 
investors in various sectors. This will result in increase in number of business travellers who 
would look for safe and comfortable accommodation. It will add up to the existing hotel market 
and hoteliers will invest further. The government’s move to extend visa on arrival facility to 
150 countries will definitely attract more tourists, boosting the sector. This will lead to more 
demand for rooms, creating a huge potential for the growth of hotel industry. Hoteliers are 
realizing this and have started planning to invest in prime tourist destinations in India.

Yes, we are very optimistic and confident that there will be significant investments flowing 
in the hospitality sector to keep pace with the reforms and economic growth. Hospitality 

industry is intrinsic with the growth of economy. We believe that that there is still scope for 
growth in some of the major metros like Mumbai and other Tier II cities. The growth in 
demand in the next two to three years will reach supply in most cities. So there will be enough 
opportunities for growth. We believe that the ROI will be significantly better as compared 
to previous years as we are hopeful that there won’t be long delays in projects and obtaining 
licenses and permissions process will be streamlined.

India is on the cusp of tremendous growth that will be unleashed over the next 15 years 
or sooner. As per a report, by 2030, India’s middle-class is expected to grow to 50 per cent 
whereas the population is expected to reach about 1.5 billion. This means that the middle-
class that is currently in the region of about 80-90 million will be about 750 million which 
comprises one of the main target clientele for the economy/budget hotel segment. 

CHANDER BALAJEE
Chairman & Managing 

Director, Royal Orchid 

Hotels

CHANDER BALAJEE
Chairman & Managing 

Director,

Royal Orchid Hotels

CYRUS MADAN
Vice President

Business Devel 

Opment The Lemon 

Tree Hotels

Hope to see more liberalized approach in approvals

Need for more flexible regulatory framework
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Since past 60 years, the Indian hotel Industry has largely 
concentrated on the top end of luxury in hospitality 

and then premium, with little penetration in the mid-
market and economy/budget segment. However, in the last 
five years there has been a gradual shift and re-structuring 
going on in the industry. The last one decade has seen the 
rise of many budget and economy hotels in the country 
with more than 80 per cent of the growth (in new hotels) 
being in the economy/ budget segment, exclaims P K 
Mohankumar, Managing Director and Chief Executive 
Officer, Roots Corporation Ltd. 

Overall, India offers enormous opportunity for mid-
market and economy/budget brands to spread their wings 
across nearly 8200 towns and cities. As per an industry 
report, the two-star category hotels registered the highest 
RevPAR growth in 2013-14 (a 12.7 per cent increase over 
the previous year), owing to about eight per cent annual 
increase in average rates and highlighting the acceptance 
of branded economy and budget hotels across the  
country, he adds. 

In the past few years, travelling has become an important 

part of our lives, be it business 
travellers, families or even 
students. With frequent trips 
becoming a lifestyle trend, 
the travellers look for a place 
that offers good services 
without burning a hole in their 
pocket. Ritesh Agarwal, Chief 
Executive Officer, OYO Rooms 
feels that there is a major shift 
as economy hotels have raised 
the standards of their offerings 
at a lesser price. The economy/
budget hotel segment is definitely getting better and it will 
scale fast in future, he says. Economy hotels have gone 
through one round of evolution in India between 2005 and 
2015, says Prashanth Rao Aroor, Chief Executive Officer, 
Mango Hotels (Intellistay Hotels). “Indian guests are some 
of the most value-conscious around. What we started in 
2010 as an economy brand has ended up evolving to a full-
service eclectic hotel brand in 2014,” 

ROHIT VIG
Managing Director 

- India, 

StayWell Hospitality

The economy/budget hotel brands have made a lot of adaptation to make it relevant for 
the Indian clientele. The Ginger model offers service that focuses on most important 

hospitality elements required by a traveller, keeping out unnecessary frills. This allows the 
brand to offer unparalleled hospitality experience at extremely attractive and affordable 
price points. Similarly apart from offering necessary services at affordable prices, OYO 
Rooms uses technology to link all its functions and provide the customer a seamless 
experience right from booking a room online to free Wi-Fi and efficiently trained staff. 

The product needs careful evaluation, blending international limited service 
experience with domestic reality of the need to serve food. But additional food and 
beverage and meeting spaces, with staff accretions, could wreck the gross operating profit 
and returns model unless meaningful margins are derived, avers Sharma from Red Fox 
Hotels. However, Mango Hotels realised the dearth of a full menu at their hotels. After 
several experiments they have been able to achieve full-service and full food and beverage 
service by absorbing all the key talent in their corporate and taking away 40-50 per cent 

of the costs of each property. This has kept their full-service orientation stay affordable. Mango Hotels, the flagship 
brand of Intellistay Hotels is now a midscale product in its latest round of evolution. Likewise, StayWell Hospitality 
too, understands the Indian market well and has therefore given the much needed emphasis on multi-cuisine dining 
outlets, banquet areas and recreation facilities such as swimming pool and gym in all their hotels. “The behaviour of 
Indian guests is demanding as they seek luxury at affordable cost. At Cygnett, we focus on quality rooms attended by 
well trained staff, exceptional offerings of our restaurants and most importantly, an experience worth remembering 
for each guest,” says Malhotra. Lords Hotels & Resorts have stuck to the basics of true value hotels. Their rates both 
published and on the e-channels justify the same and they ensure that in both good and not-so-good market conditions 
they keep their fundamentals correct, asserts Puri. 

Evolution and Acceptance

Local Adaptation

SAMEER DHARKAR
Managing Director

Indian continent

and Middle East,

Abolute Hotel Services
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Nuances of Menu Planning
Menu in layman’s terms is nothing but presentation of food and beverages offering. However it is not as simple as it sounds. 
It takes months of planning and series of discussions between various stake holders to arrive at a consensus as to what 
should be part of the menu and what should not be. Ask any chef and he will tell you many a stories about how he had to 
fight to delete or include any particular dish.  Shoaib Mohammed spoke to few chefs and food consultants to find the tricks 
of menu planning, constraints and deciding about the portion size.

The poet and the chef are creatively 
allied, The words and foods they 

use are artfully applied. Their creations 
are expressed with subtlety or flourish 
To satisfy the needs of the senses that  
they nourish. 

These four lines aptly describe the 
similarity between a poet and a chef. Both 
of them are creative and imaginative. 
However, what sets them apart is that 
Chefs have to sell what they create in 
order to earn their livelihood.  And when 
the commerce comes in and market 
forces take the charge, considerations 
are inevitable.  When a chef sits  
down to design a menu he has to think 
about many things in order to create a 
perfect balance. 

Importance of Menu  
Planning:

MENU plays an important role in making a 
food service business successful. Therefore 
proper intelligent planning of the menu is 
quite critical.  According to Chef Sudhir 
Pai, Executive Chef, Holiday Inn Mumbai 
International Airport, conducting proper 
research and incorporating simple 
marketing strategies are essential in 
creating a successful restaurant menu. 
Evaluating the target customer, current 
industry trends and direct competition is 
also vital.  The location of the establishment 
also plays a key role.  Most importantly, 
what your competitors are offering---
and at what price---will help you create a 
favorably competitive menu, says Pai. 

It is the menu that determines layout, 
equipments, work flow crockery, cutlery, 
glassware, serving dishes, costing, 
pricing, etc., says Chef Vivek Saggar, 
Director, VS Food Art.  According to 

him a menu should be appealing to 
the customers in terms of color and 
shape. Other important factors are the 
budgeting, pricing, cooking skills of the 
staff, availability of ingredients, guest 
profile, manpower availability,  etc.

 “Menu is the heart and soul of any food 
outlet. It’s the fundamental pillar. The key 
factors a Chef must consider while planning 
the menu are – competency set, market mix, 
quality and accessibility of ingredients, price 
sensitivity, innovation and art,” comments 
Chef Swaminandan, Executive Chef, Novotel 
Hyderabad Airport Hotel.      Expressing 
similar views on the crucial role of menu 
in making or breaking a food outlet, Chef 
Ajay Sood, a Food Consultant said, “Menu 
reflects the mind of the selling unit.”  

Constraints: 
AN intelligent menu planner should 
consider various market factors while 
compiling a menu for a restaurant.  It 
should not be driven by the likes and 
dislikes of a person.  “Sometimes the 
owners have a pre-conceived notion of 
having certain dishes or ingredients as 
per their liking or choice, but mind you 
menus have to be planned only after doing 
a proper trend analysis of competition 
and survey of guest’s choice,” warns  
Chef Pai.

If at  all a menu planner has to be 
considerate, it should be the customer. 
“You have to consider the likes and 
dislikes of the clientele. What are their 
trendy needs? What choices are they 
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expecting? Or,  are the clients looking 
forward to classical authentic food?  
What is the pocket size of the expected 
clientele? What prices can sell at that 
outlet?” says Chef Sood. 

“The task of walking the tightrope of 
cost control and variety while planning 
the menu is one of the biggest challenges,”  
says Anish Srivastava, Operations 
Manager,  Mosaic Hotels Noida, Delhi 
NCR. . The expertise of the menu planner 
comes to the fore in keeping costs down, 
yet having a number of delectable dishes 
on the menu.  The menu planner should 
also keep in mind the budget of the hotel 
or restaurant. The cost of ingredients 
and potential profitability of new item 
also should be kept in mind.   The menu 
planner also should keep in mind rules 
and regulation of Hospitality industry 
while planning a menu, he observes. 

The challenges, according to Chef 
Saggar, can be multiple.  It can range 
from customers to owners and suppliers 
to regulators. In case of customers, it 
can be catering to different age groups, 
geographical areas, etc.  The ignorance 
of owners about kitchen operations, 
their daily interference, etc., can be 
pose challenges. As far as suppliers 
are concerned issues related to supply  
chain,  variations in prices, and seasonal 
availability could pose issues.  With 
stringent food safety regulations, menu 
planners have to ensure that everything 
stored, prepared and served are within 
its parameters. 

Balanced and Sustainable 
Menu:
There are many factors which play a role 
in making the menu balanced, says Chef 
Swaminandan. Some of the main factors 
are choice of ingredients, seasonality, 
price, local favorites, traditional 
dishes, options of vegetarian and non-
vegetarian, a good mix of carbohydrates, 
fats, proteins, etc. But apart from all these 
factors a menu must portray the Chef ’s 
skill and art, without which no menu can 
be balanced.   

According to Srivastava, the balance 

and Sustainable menu strive for 100% 
utilization, look at the menu as a whole 
rather than at any individual item, Start 
with what’s easiest, Start with what’s local 
and in season and move out .The menu 
will be balanced and sustainable when it 
should be in harmony with the image of 
Food and service which the establishment 
wants to project.

The menu composition should consist 
of items that are innovative and creative 
in style, states Chef Sood, adding it should 
depict the main theme of the restaurant 
and should gel with the concept and décor 
of the outlet. The menu composition 
should be such that the items reflect the 
nutritional requirements of individuals 
and also reflect the changing mood of  
the clients.

The first goal of any restaurant is to 
sustain their business says Chef Saggar. 
Managing food costs is central to running 
a strong business, but can be a challenge 
when you’re committed to buying local, 
seasonal, and sustainably produced food. 
Focus has to be on  using local produce as 
much as possible.

The Portion size:
The right portion size is decided as per 
standard grammage for each course, says 
Chef Pai. Be it salad, entrée, main course, 
side dishes or desserts, it also relates to 
the protein which is used. Moreover, the 
portion size is directly equivalent to the 
selling price, he adds. “Just as individuals 
need to watch the portion sizes of foods 
they eat, restaurant owners need to 
watch the portion sizes coming out of the 
kitchen. Every item on your menu should 
have a controlled portion size in order 
to keep food cost in check,” suggests  
Chef Pai. 

“ We use the scientific tools designed 
by the hotel nutritionist which broadly 
dictates the portion sizes based on calorie 
count required by men and women,” says 
Chef Swaminandan.

According to Chef Sood the appetizer 
or the main entrée should be relative 
in size as per the human body needs. 
Explaining further he says appetizer 

should be around 70-90 gms and the 
main entrée protein should be 120-150 
gms. A full meal of an adult be around 
300-360 gms. Soup should be around 120 
ml, and a dessert should be 80-100 gms 
as a single portion. 

Portion size calculation is tricky affair 
as one has to understand the difference 
between portion and serving states, says 
Chef Saggar.  “Depending on the food, 
your portion size may be one or more 
servings according to the Food Guide. 
For instance, if you eat a whole apple 
as one portion, that equals one serving 
of vegetables and fruit. However, if you 
eat a sandwich with two pieces of bread 
(one portion), you’re eating two servings 
of grain products since each slice of 
bread is one serving. It is dependent on 
factors such as: type of restaurant, QSR, 
Fine dine, cuisine, type of service,” he 
observed.

Seasonal offerings:
The menu card has to clearly mention that 
certain dishes are seasonal and based on 
availability says Chef  Pai. “One should 
try and have at least 90% of the menu 
to be available at all times, 10% can be 
based on seasonal availability. If it does 
not affect your final product certain items 
like seafood or particular vegetables can 
be stored frozen to be used throughout 
the year , but again it should be clearly 
mentioned.”

Chef Sood advices to always take 
into consideration the season of the 
year while selecting the menu items. 
Always prefer to incorporate fresh green 
ingredients. It makes the menu more 
lively and refreshing. Ensure that you 
have regularised vendors of repute for the 
supplies and they are tied up with proper 
contracts for supply schedules and price 
structures.

In order to sort out seasonality issue 
Chef Saggar suggests buying what is in 
season for increased freshness and flavour. 
“By buying food produced in your local 
area or region you can help reduce carbon 
emissions through reduced transport. 
And finally if you grow Your own produce, 
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if possible, it can cut costs dramatically,”  
he suggests.

Menu Presentation:
Menu design is another area where 
restaurants nowadays pay a lot of attention.  
They compete to present their menu cards 
in a most appealing way to the customers.  
There is certain amount of brainstorming 
that goes into presentation of menu as 
well. “Listing the more expensive items 
first in each category might increase your 
profit. Most people like a good deal and 
might stop reading once they feel they’ve 

found one. Displaying high-definition 
photographs of prepared foods in the 
menu encourages customers to try them. 
Highlighting the specialties is an ideal 
way to spark consumer interest,” suggests 
Chef Pai.

CHEF Swaminandan recommends 
simple menu presentation so that guests 
can easily understand it and relate with 
it. “Less is more  is the mantra to follow. 
Without which the very purpose of 
menu designing and writing is defeated,” 
he argues.  According to Srivastava 
menu can be made more presentable 

to the customers 
by choosing a 
color scheme 
that matches 
the style of the 
restaurant. Visually 
breaking the menu 
into sections, 
readability, physical 
design, layout, 
artwork, and type 
styles are other 

important factors in menu design.  
“Menu should not be very elaborate. It 

should be simple in language and easily 
readable. It should be pictorial, colorful 
and attractive in presentation. Another 
important factor is that menus should not 
be costly and can be changed and replaced 
easily from time to time,” suggests Chef 
Sood.  Menu is the key inhouse marketing 
and sales tool, informs Chef Saggar. 
“The basic job of the menu is to inform 
its customers on what’s being served, at 
what price. It should convey the same in 
easy to understand language.  Prices must 
be kept in line with the customer’s ability 
and willingness to pay. Spelling mistakes 
should not be there. Veg / Non-Veg. Items 
should be clearly marked and same goes 
for spicy as well as bland.”

To sum it up all the menu planning has 
one goal which the poet has said 
beautifully.  

I’ll try to please your tastes, and so, bon 
appétit!
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Turning Around 
Customer Satisfaction 

Sonika Mehta 

Product Manager, 
ZonkaFeedback

Keeping your customers 
happy is the best form of 
marketing.
The question then arises, how to keep 
customers happy? Well, to begin with, it 
is important to capture feedback, i.e. to 
hear the Voice of Customer - to critically 
understand your customer’s expectations 
and to analyse how close your brand has 
come in meeting those expectations.

Since ages, brands have relied on Guest 
Comment Cards and online surveys to 
understand what their customers think 
about their brand. And while, they’re far 
better off than those who haven’t bothered 
about measuring guest satisfaction at all, 
they’re still not meeting the ends. 

For those who still haven’t started 
collecting feedback or don’t really bother 
about the feedback they capture, here’s 
why it is critical for you to capture 
feedback - 
 

 ●  Your guests will voice their opinion 
anyway

          It doesn’t really matter if you collect 
feedback or not, your guests have 
enough mediums to share their 
feedback. Miffed guests are pretty 
quick at posting reviews online. 
They’re also likely to talk to their 
friends about it. If you’re not letting 
them rant on-premises, you’re 

just encouraging them to voice it 
elsewhere. 

   ●     Your guests need to know you care
         By simply offering guests a way 

to tell you about their experience, 
you’re taking the first step in 
letting your customers know you 
care about what they think and 
how their experience was. Want to 
do better? Respond to their queries 
once you have their feedback. 

   ●  Get yourself acquainted with your 
customers’ needs

        If you are not 
getting yourself 
acquainted with 
your customers’ 
needs, you’re clearly 
living in alternate 
reality. Unsatisfied 
customers don’t 
always make noise; 
they mostly just 
stop doing business 
with you. Change it 
by listening to them 
and addressing 
their needs. 

  ●   Happy Customers 
mean more Money

        And ultimately, 
the happier your 
customers are, the 

more money they’re likely to bring 
to your business. 

Now that we know your business needs 
a feedback capturing tool, let’s examine 
what features your tool must have to 
make feedbacks effective. Implement 
a Feedback Management tool such as 
Zonka Feedback that helps you - 

● CAPTURE BETTER
● ON Premise Feedback
        Isn’t the best time to capture 

Are you relying on social media and hospitality websites to understand your customer sentiment? Are you 
actively addressing and dodging complaints on review websites and social media groups? Well, let me 
break it to you - you’re not really capturing and measuring your guest sentiment and feedback - you’re 
just doing damage control. And while it’s important you invest time on maintaining your online reputation; 
a better use of that time will be to build a real (and direct) relationship with your customer, offer them a 
chance to speak to you, encourage positive word-of-mouth marketing and be ahead in the game.
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guest’s sentiment right after their 
experience when it’s still fresh in 
their mind and free from biases? 

    ● More Feedbacks
       When collecting feedback, it is 

important to listen to the voice of 
each customer. More feedbacks 
means better analysis. 

●  ANALYSE Faster
   ●                            Real-time Monitoring & Filtering
       Imagine not having to wait for the 

end of the day or the week to read all 
the feedbacks. Add to this, a system 
that helps you tag complaints, 
suggestions, appreciation and filter 
them.  

   ●  Instant Reports & Insights
         Comprehensive feedback 

management tools come power-
packed with instant reports and 
actionable insights. Breakdown of 
feedbacks, graphical analysis help 
in better understanding of what’s 
working for your business and 

what’s not. 
●   TAKE ACTION
     ●  Setup actionable tasks
       Just capturing feedbacks and 

analysing them isn’t enough. It is 
important to take action. A good 
feedback management tool helps 
you collaborate with your team, set 
up actionable tasks, assign them to 
your staff and monitor action. 

 ●     Reach out to your customers
       Adopt a tool for your business  

that let’s you reach out to your 
customers. From capturing their 
feedback to thanking them for it and 
writing to them while addressing 
their complaints and suggestions, a 
complete tool covers it all! 

Make the switch
Innovative Technology companies such 
as Zonka Feedback are turning around 
the customer satisfaction measurement 
in hospitality industry by introducing 
tablet-based feedback tools and systems 

that enable innovative surveys, powerful 
insights and feedback reporting tools. 

Paper Comment Cards are a 
thing of the past. Monitoring 
reviews online is too little, 
too late.
Guest comment cards don’t really cut 
the deal. They don’t reach the management 
well in time to take action, are not properly 
analysed or reviewed and they’re hardly 
taken by customers anymore. On the other 
hand, online reviews are unreliable, giving 
you no ability to track the root causes 
and make it hard for you to really build a 
relationship with your guest. 

If you’re really looking at making 
feedbacks meaningful in your business 
(which you definitely should!), it’s time 
you make a switch to a better Feedback 
Management Tool � 

(ZONKAFEEDBACK  is an automated 
Tablet feedback and survey application  
management system for hospitality 
businesses)
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HVAC:
Need for 
intelligent 
solutions
Heating, ventilation and  
air-conditioning (HVAC) plays a 
key role in creating a congenial 
environment for guests at a hotel. 
And as the above process involves 
a huge energy cost, it has become 
increasingly important for senior 
managers to contain this overhead 
without impacting service delivery. 
Hospitality Biz analyses the various 
strategies for ensuring effective 
functioning of HVAC at a property…

A comfortable and welcoming envi-
ronment is integral to a hotel, and 

that’s irrespective of which segment a 
property is positioned in or it’s size. As a 
result, HVAC, the mechanism that delivers 
a conducive environment in a hotel, plays a 
key role. And as a hotel has a number of sec-
tions, starting from the lobby to restaurants, 
meeting spaces, wellness areas along with  
guest rooms on higher floors, maintaining 
the right atmosphere can be a challenge. 

HVAC systems for hotels can vary from 
room/split air-conditioners in small hotels 
to variable refrigerant flow (VRF) systems 
or screw chillers in medium to large hotels. 
Ducted splits are also used for restaurants 
and banquet halls in smaller hotels. In addi-
tion, hotels are increasingly using indoor 

air quality (IAQ) systems for maintaining 
superior air quality, and ultra violet (UV) 
lamps for keeping the AHU coils clean and 
free of microbes along with installing sewage 
treatment plant (STP) and kitchen exhaust 
air deodorisation systems.

Key distinction
While a controlled environment is criti-
cal for many industries, the hospitality 
industry has its distinct characteristics, 
and the variability quotient is quite high. 
In a hotel, all rooms are not occupied at 
a given time, similarly,  meeting spaces 
and banquets are not used all the time. 
Therefore, the  HVAC system needs to be 
efficient to handle both peak loads and 
minimal usage. “Occupancies in a hotel 

are variable. As a result, the system should 
be capable to deliver efficiency in all condi-
tions – peak, average, and low capacities,” 
said Sudarshan Ananth, Vice President and 
Business Head – Climate Solutions (India 
Region), Ingersoll Rand.  

According to Ananth, flexibility and 
reliability are quite important in a “closed 
environment,” like a hotel.  He also point-
ed out that in a hotel, the system should 
also respond quickly, when a customer 
checks-in. The room temperature should 
turn cozy as soon as he settles down after 
inserting his key card to the dedicated slot, 
he added.  

Providing an energy efficient HVAC 
solutions is complex, considering various  
factors involved  such as number of guests, 
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type of guests (business or leisure), geo-
graphical location and climatic conditions, 
stressed Sanjog Belatikar, Sr Manager-
Technical Sales, Carel ACR Systems India. 
“The load on HVAC is varying in nature 
and it is not constant, as required for other 
process industry. As the main objective of 
HVAC is to provide comfort cooling/heat-
ing, there is ample scope for utilising the 
natural resources to reduce the electrical 
energy,” stated Belatikar. 

Striking a similar view, Thanik B, Direc-
tor -Strategy and Business Development, 
Schneider Electric, said, “Guest room 
energy consumption accounts for 40 to 
80 per cent of total energy use across the 
hospitality industry. Hotels spend as much 
as 30 per cent of unneeded costs per room 
each year on guest room energy use for 
‘rented but unoccupied rooms.’ If room 
comfort levels aren’t adjusted during these 
‘away’ hours, a considerable amount of 
energy waste can occur. By leveraging 
smart systems, hotel operators can factor 
such behavior patterns into guest room 
energy management.”

Soaring energy costs
Hotels consume energy for HVAC opera-

tions, lighting, cooking and other miscel-
laneous power requirements. A sizable 
portion of electricity utilised in a property, 
approximately one--half is consumed by 
utilities like refrigeration and air-con-
ditioning alone. In a highly competitive 
business environment with hotel rates 
broadly stagnant and on the other hand, 
input costs including energy cost increas-
ing day by day, it has become impor-
tant for the management of a property  
to contain operational costs and  
improve profitability.

It’s no surprise that in this era of cut-
throat competition, a key mantra has 
emerged - ‘saving is earning’. “In the hotel 
industry, a large portion (around 60 per 
cent) of electricity cost goes toward HVAC. 
Hence, it becomes of utmost importance 
to save the electricity wherever possible 
in HVAC applications. The small savings 
in various HVAC units can bring sub-
stantial energy savings in totality. Savings 
in energy cost directly add to the bottom 
line,” informed Belatikar.   Striking a simi-
lar view, S Subramanyam,  Director, Siri 
Exergy & Carbon Advisory Services, said, 
“The cost of electricity is a key component 
in the total operating cost of a hotel. And 

ever rising energy bills and reduced avail-
ability, necessitates the need for efficient 
use and innovative techniques.”

Ananth of Ingersoll Rand also highlight-
ed the “key dimensions” related to energy 
consumption in a hotel, and pointed out 
that while customer satisfaction is critical 
for a hotel, but controlling soaring enegy 
costs is also key for senior managers at a 
property. In addition, Ananth enumerated 
the growing awareness amongst global 
travellers for sustainable travel.  

Receptiveness of the in-
dustry
The stakeholders of the hospitality indus-
try are also increasingly receptive to the 
mantra of ‘eco-friendliness’, and also 
realising the long-term benefits it offers. 
In addition, there are a growing number of 
hotels, which  involve certification agencies 
and auditors right from the project level, 
in a bid to get the ‘Global Green building’ 
certification. 

Experts however, stressed despite grow-
ing awareness for environment-related fac-
tors, there is still complacency in sections 
of the hospitality industry with regard to 
adopting or investing in technology, which 

SANJOG BELATIKAR
 Sr Manager-Technical Sales, 

Carel ACR Systems India

S SUBRAMANYAM
Director, Siri Exergy & Carbon Advisory 

Services

THANIK B
Director -Strategy and Business 
Development, Schneider Electric

SUDARSHAN ANANTH
Vice President and Business Head – 

Climate Solutions (India Region),  
Ingersoll Rand

J C MEHTA,
Director of Engineering, Shangri-La’s Eros 

Hotel, New Delhi
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could deliver long-term benefits. “It has 
often been observed that very little atten-
tion has been paid to energy savings at the 
design stage. Instead, the focus is largely 
on aesthetics and maximum utilisation 
of space. There is little awareness toward 
implementing the new technologies, espe-
cially in HVAC. The industry is adopting 
the ‘low-cost-low return’ solutions such as 
energy efficient lighting, but is not ready 
for ‘high cost-high return’ type of invest-
ment,” added Belatikar.

However, Ananth sees a perceptible 
“Mind shift” in the hospitality industry 
of late toward technology that assists in 
energy savings. “Few years earlier, the 
hotel industry was looking at these tech-
nology solutions merely from a branding 
perspective, and there were hardly any 
projects to showcase. Today, the operating 
environment has forced hotel owners to 
adapt to the changes, and they understand 
the value of saving; energy and water,  
and its ability to boost profitability,” 
remarked Ananth.

In a continuing trend, he added, that 
the hotel industry asks for authenticated 
data on energy savings that a system can  
deliver at different levels when vendors 
approach them.    

Technology at work
A wide variety of technology is available 
today for running hotel operations intel-
ligently and efficiently. For instance, there 
are best practices, which could deliver 
energy savings ranging between 10 and 
20 per cent, and they can be achieved 
via a technical review of equipment and 
operations, and resulting implementation 
of energy conservation measures (ECMs).  

“Best practices via SCADA, use of Energy 
Optimus and variable speed drives (VSD) 
can lead to energy savings of nearly 20 – 40 
per cent. In the current fiercely competitive 
operating environment, hotels are keen on 
adopting energy conservation strategies,” 
added Subramanyam. 

Ananth also highlighted that their tech-
nology helps property management teams, 
provides customised comfort, optimises 
air quality in a property, reduces operating 
costs and at the same time creates a conge-
nial guest experience.

Hotels consume a lot of energy as 
the whole design approach of a hotel 
is to pamper its guests. The HVAC and 
building automation systems consume 
a lot of energy, and by concentrating on 
these aspects  at the design stage, hotels 
can save up to 30 per cent of energy 
costs,  highlighted Thanik  of Schneider 
Electric. Thanik, said, “We offer intel-
ligent products that save energy. Our 
lighting control solutions are definitely 
an innovation in itself.  We also have 
communicable MCBs, which automati-
cally detect hi-load points and trigger a 
SMS to the  owner. Since, it is a world 
of convergence, instead of having mul-
tiple devices to manage assets, Schneider 
Electric helps to bring everything on 
one platform – a central control. This 
helps big hotel chains to monitor energy 
consumption from a central location. 
All our products and solutions are 
designed to reduce energy consumption 
to optimum. By deploying sensors that 
can sense humans, we can reduce energy 
consumption.” 

Moving with the times
Hotels are also increasingly keen to lever-
age the rapid technological innovations for 
gaining a competitive advantage. “We have 
installed and commissioned a new BMS, 
which helped us to save energy by cutting 
down the wastage along with enhancing 
guest comfort. VFD’s have been installed 
in the HVAC system and interfaced with 
the BMS system to maintain uniform tem-
perature in ball rooms and public areas. 
We have also replaced the TFA’s with dehu-
midifier heat pipe system for guest room / 
corridor, in a bid to maintain humidity as 
per required standards. We also do regular 
and extensive preventive maintenance of 
air-conditioning and refrigeration equip-
ment to increase the efficiency of system,” 
informed J C Mehta, Director of Engineer-
ing, Shangri-La’s Eros Hotel, New Delhi.

Commenting on the various initiatives 
being taken at the hotel to improve energy 
efficiency, Sandip Nalawde, Chief Engineer 
at Ramada Powai Hotel and Convention 
Centre, highlighted that they are in the 
process of replacing conventional window 
air-conditioners with next generation 
inverter base noiseless split air-condition-
ers. “We did replace conventional 40 watts 
T8 tube lights with 28 watts T5 tube lights. 
We also replaced few incandescent lamps 
with LEDs, and are in the process of going 
for LED lighting for the entire hotel,” he 
added.

At The Imperial Hotel New Delhi, they 
have set up a building management system 
for spa, health and Racquet Club along 
with  business centre, which have been 
renovated over the past few years and it 
has resulted in energy saving of nearly 15 
per cent. “Energy audits are conducted 
annually from reputed organisations and 
their suggestions are implemented,” said 
Arun Khanna, Director - Engineering of 
The Imperial Hotel New Delhi. 

Striking a similar view, Rakesh Kumar, 
Director-Engineering, Hyatt Regency Gur-
gaon, said, “We have taken several steps to 
reduce energy and at the same time ensure 
convenience of our guests.”

Clearly, conserving energy makes  
business sense �

RAKESH KUMAR
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 You have personally looked after every 
aspect of Waters from selection of its location, 
its design, decor to the finer details of menu 
planning, lighting, etc. What makes Waters 
special?
SM: Waters has been personally designed 
by me with the sole aim of providing a rich 
and exquisite experience to every customer. 
Waters, set atop a cliff overlooking Ozran 
beach, has received many accolades and been 
appreciated by the customers – both domestic 
and international, for its design, service and 
quality experience. What makes Waters 
unique is that all the natural elements have 
been kept intact to keep the ambience natural. 

The unique multi-level concept of Waters, 
where we have recently started operations of a 
world class spa, offers an open to sky lounge, 
a specially designed indoor party hall – which 
is sound proof and provides a complete view 
of the serene outside, a pool-side party venue 
(which is my favourite because it is very 
peaceful and different) and private party suites 
to accommodate groups who want exclusivity. 
Also, we are amongst the few outlets in Goa 
which stays open throughout the year. We 
have recently got into a management contract 
with Spree Hotels for day to day operations of 
Waters Beach Lounge, Grill & Spa.

 What was the reason for selecting Goa as the 
venue for this?
SM: We have become very popular 
amongst foreigners and locals (including 
domestic tourists), who enjoy the ambi-
ence of our lounge as much as the pictur-
esque and calming view of the ocean that 
one gets from here. If I had to pick this 
entire property and place it in Mumbai or 
any other popular city, it would still not 
give that element and feel which it offers in 
Goa. Goa has a complete blend as people 
come to Goa for different needs. At the 
same time, Goa provides something for 
everyone and is always full of life. When 

After success in Goa, we want to 
take Waters brand overseas
After successful launch and setup of Waters Beach Lounge, Grill & Spa at Little Vagator in Goa, and a decade of operations 
of the Waters Boutique Guest House in the popular Baga area of Goa, Samar Merchant, Founder & Director, Waters Beach 
Lounge, Grill & Spa, the man behind creating Waters brand, who is working towards setting up the next outlet in popular 
international beach markets, speaks to Sumit Jha about his success formula and future plans. 



you think of doing something unique and 
new within your country, due to various 
limitations, then Goa is the best place for it.

 Where did you derive the name Waters?
SM: Waters has been my brand name 
from the time of my first venture, when 
I was running a salon under that brand 
name in Bandra, Mumbai. We were 
rated among the best in Asia and were 
very popular amongst celebrities. How-
ever, over time, my focus shifted from that 
business and I moved into hospitality. I set 
up Waters Boutique Guest House in Baga 
and designed it in such a manner that it 
is contemporary Goan and still very flex-
ible - the atmosphere is such that it makes 
the guest feel at home. After many years 
of operating the Waters Boutique Guest 
House, I expanded the brand presence by 
setting up Waters Beach Lounge, Grill & 
Spa in Little Vagator. 

 Now that your brand has been established 
in Goa, what are the future plans?
SM: There are not many places to explore 
in India for my business; however, by next 
year we will definitely have something 
in place internationally. We want to take 
Waters brand overseas. The thought came 
about recently when I was offered to bring 
in one of the leading international brands 
from Ibiza in Spain to my outlet. The only 
reason why we did not go ahead with it was 
because they wanted to use their brand 
name and after all the hard work and put-
ting my soul into this project, I was not 
willing to give up my brand. So we refused 
the offer, but at the same time decided to 
set up Waters in the international market. 
We are in the finalisation stage for the first 
international outlet of Waters. It would 
either be in popular international beach 
markets of Ibiza in Spain or Koh Samui 
in Thailand. The advantage with Ibiza is 
that when season ends in Goa, the season 
starts in Ibiza, so we can focus on business 
at both the places.

 In the recent past foreign tourist inflow 
into Goa has been volatile. What impact has it 
had on Waters?
SM: Due to changing scenario in the 
international markets, inflow of foreign 
tourists into Goa, especially from the Rus-
sian markets, has decreased considerably. 
The international charters which were one 
of the main source markets for foreigners 
into Goa has also reduced. This definitely 
has had an impact on client flow as these 
international groups used to come to Goa 
as long stay guests. However, the void has 
been filled up by domestic travellers into 
Goa. Also, it would be interesting to note 

that in comparison to the foreign tourists, 
Indian travellers are higher spenders and 
don’t find price as a concern.

 What has been the pricing strategy for Wa-
ters?
SM: In terms of pricing of food in Waters, 
we would consider ourselves to be com-
petitive in comparison to any A grade 
restaurant. However, the advantage that 
Goa offers is that the pricing of alcoholic 
drinks is much cheaper here than in any 
other state in the country and so for the 
domestic tourists it becomes a value for 
money proposition. �
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JW Marriott, Pune

Nitin Upadhyay, Executive Pastry Chef 
Chef Nitin Upadhyay will take over as Executive 
Pastry Chef at JW Marriott, Pune. Having 
learned the art of baking from various overseas 
institutes of countries like Germany, France and 
Switzerland, Nitin brings in with him about 15 
years diverse experience of working in many 

renowned Indian and International hotels like Marriott Resort & Spa, 
Goa, Renaissance Hotel & Convention Centre, Mumbai, Hyatt Hotels 
International, Crown & Champa Resorts, Malé and DLF Emporio 
Restaurants Pvt. Ltd, New Delhi. 

Chef Nitin started his career at The Oberoi Towers, Mumbai 
as a Senior Kitchen Executive Trainee in June 1993 and being a 
keen confectioner and a passionate baker, he climbed the ladder, 
earning the crown of Executive Pastry Chef at various famous five 
star hotels. Chef Nitin enjoys preparing Viennoisserie and is on a 
trail to discover erstwhile homegoodies such as candles, brittles, 
crunches and guimauves.  

The Ritz-Carlton, Bangalore

Debanjan Kundu , Director of Sales and Marketing
The Ritz-Carlton Hotel Company has appointed 
Debanjan Kundu as the Director of Sales and 
Marketing for The Ritz-Carlton Bangalore, India. In 
this capacity, Debanjan will be heading the Sales 
& Marketing department which encompasses 
sales, catering, marketing, public relations and 

revenue management. 
"Debanjan brings a tremendous amount of passion and experience 

to The Ritz-Carlton, Bangalore,” said Raghu Menon, General 
Manager of the hotel. “We are eager to leverage his talents and we 
are confident that he will be instrumental in leading the chapter of 
growth for our spectacular hotel."  With over 12 years of experience 
Debanjan joins The Ritz-Carlton from Sheraton Bangalore where he 
was Director, Sales & Marketing. Prior to joining Sheraton Bangalore, 
he was Director of Sales at Westin Hyderabad Mindspace. Debanjan 
has also worked in Sales at The Oberoi Grand, Kolkata. He started 
his career with food and beverage operations as a corporate trainee 
at Hyatt Regency, Kolkata. “It is an absolute honor and pleasure to 
be a part of The Ritz-Carlton, a brand I have always respected. I am 
looking forward to improve our market share ranking and to lead the 
team to achieve greater heights in my new role,” said Kundu.   

Debanjan is a Gold Medalist from IHM Kolkata and has won 
many accolades for his leadership including FHRAI Young Hotel 
Sales and Marketing Manager. He has done Master’s in Business 
Administration from the University of Wales, Lampeter.  He is 
passionate about reading and travelling as well as spending time 
with his wife and two sons.

 Grand Hyatt Goa 

Mohd Iqbal Qureshi as Executive Pastry Chef
Grand Hyatt Goa has appointed Chef Mohd Iqbal 
Qureshi to head its pastry kitchen as Executive 
Pastry Chef. Mohd Iqbal brings with him an 
experience of 18 years with leading luxury and 
business hotels in India as well as internationally. 
As the Executive Pastry Chef, he will oversee 
the hotel’s delicatessen offerings across all the 

F&B outlets. While Chef Mohd Iqbal’s core expertise lies in baking 
and pastry production operations, he has varied experience and 
specialties spanning Italian, French, Mediterranean and Middle 
Eastern Cuisine. Beginning his career as Pastry Chef de Partie at 
Holiday Inn, Surat in 1994, he went on to play key roles at luxury 
hotels such as JW Marriott Hotels, Starwood Hotel & Resorts, Hilton 
Hotels, The Ritz Carlton Hotel Company, Kempinski Hotels & Resorts, 
Grand Hyatt and Moevenpick Hotels &Resorts. Prior to joining Grand 
Hyatt Goa, Chef Mohd Iqbal was Head Pastry Chef at Jumeirah 

Bilgah Beach Hotel Baku Azerbaijan where he was responsible for 
overlooking the pastry F&B outlets of the hotel. Chef Mohd Iqbal holds 
a one year diploma in Food & Beverage Management from I.T.D.C., 
New Delhi. He has also attended and conducted many seminars and 
courses in professional pastry/baking development. Speaking on the 
occasion, Chef Mohd Iqbal said, “I eagerly look forward to this new 
phase of my career and life at Grand Hyatt Goa. Here, I hope to live my 
passion for cooking and baking to the fullest and create valuable and 
unique offerings for the customers.”  In his leisure time, Chef Mohd 
Iqbal likes to play and watch cricket.

Carlson Rezidor Hotel Group

 Zubin Saxena, Vice President of Development South 
Asia Region, Carlson Rezidor
Carlson Rezidor Hotel Group has appointed 
Zubin Saxena as Vice President, Development, 
South Asia. Saxena is based in Carlson Rezidor’s 
Gurgaon office in the National Capital Region 
Delhi and reports to Andreas Flaig, Executive 
Vice President, Development, Asia Pacific.

Saxena brings across over 15 years of experience and expertise 
in real estate finance, development and strategic planning and 
operations in the hospitality sector. Prior to joining Carlson Rezidor, 
he held the role of Director, Development, South West Asia at 
IHG. He also served as Senior Vice President and Head of Hotel 
Advisory Services with Jones Lang LaSalle Hotels, India, and was 
responsible for establishing and growing the firm’s hotel advisory 
business in India and South Asia. Saxena was previously the Senior 
Vice President of HVS, based in New York for over seven years. 
In his new role, Saxena is responsible for driving development in 
South Asia and growing its hotel portfolio through management and 
franchise opportunities. Carlson Rezidor is currently the number 
one international hotel operator in India by number of hotels. 
The group has over 110 hotels in operation and development 
across 40 cities across India, under brands including Radisson 
Blu, Radisson, Country Inns & Suites by Carlson, Park Plaza and 
Park Inn by Radisson. Carlson Rezidorrecently launched two new 
brands, Radisson Red and Quorvus Collection in Asia Pacific, with 
strong growth potential in South Asia. “Zubin’s strong track record 
in development puts him in an excellent position to drive Carlson 
Rezidor’s aggressive expansion strategy in India. He will be a 
valuable asset to the team in working towards our goal of expanding 
our presence in the south and west regions of India,” said Andreas 
Flaig, Executive Vice President, Development, Asia Pacific, Carlson 
Rezidor Hotel Group.

 ITC Grand Chola, ITC Hotels

Anil Chadha, Area Manager South & General 
Manager, ITC Hotels has appointed Anil Chadha 
as Area Manager  for South and General Manager 
of ITC Grand Chola  Chennai. In his new capacity, 
Chadha will oversee the hotel’s operations and 
will also oversee operations of other ITC Hotels 
in Bengaluru, Kerala, Hyderabad and Chennai. 
With over 22 years of hospitality experience, 

Chadha’s  previous roles spans successful terms with other ITC 
Hotels including ITC Maurya, New Delhi, ITC Gardenia, Bangalore, 
ITC Windsor, Bangalore, ITC Mughal, Agra and ITC Sonar, Kolkata. 
Prior to this appointment, he was General Manager of ITC Maurya 
New Delhi.He was recognized by FHRAI as Food & Beverage 
Manager of the Year in 2001 and also has a Six Sigma Black Belt 
Certification to his credit. Chadha is an alumnus of the Welcomgroup 
Graduate School of Hotel Administration, Manipal.
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