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PRESIDENT’S MESSAGE

T
he government has 
introduced a progressive 
Civil Aviation Policy. The Civil 
Aviation Policy is aimed at 

creating an eco-system to handle 
300 million domestic passengers 
by 2022 and 500 million by 2027, 
and 200 million international 
travellers by 2027. India recorded 
around 139.32 million domestic 
and over 50 million international air 
travellers in 2014-15.

The policy has a slew of passenger 
friendly measures, offering respite 
to frequent fl yers such as:

• Relaxed airline code-share
• Prioritising regional connectivity
• 100 per cent FDI in airlines, 

Brownfi eld airports

Though it is low-key for the 
hospitality industry in the short run, 
in the long run, it will impact tourist 
numbers and hopefully bring in 
more guests to our hotels. 

Excellent food is an essential 
ingredient of good hospitality and 
our cover story explores trends in 
kitchen design and equipments. 
All this starts at the level of a 
multifunctional sustainable, new-
age kitchen which is effi cient and 
supports increase in F&B revenues, 
promotes regional cuisine, and 
ensures repeat guests.

FHRAI gives active support to the 
campaign launched by the leading 
newspaper Dainik Bhaskar to 
communicate the message to 'save 
water'. The 'stop wastage of food' 
and 'save electricity' campaign will 
commence shortly.   

Flip the pages to fi nd out more.

Bharat Malkani
President, FHRAI

Dear fellow members,

India recorded 
around 139.32 million 
domestic and over 50 
million international 
air travellers in 
2014-15

With warm regards,

Bharat Malkani
President, FHRAI
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THE PRACTICE OF YOGA
'Yoga' has probably been India's biggest 
export to the world. As a practice, Yoga 
is believed to have originated about 
5,000 years ago in India. As hoteliers, we 
are promoting yoga programmes in our 
hotels from the past for our guests, but, 
we should also have wellness sessions for 
our employees in their daily routine. The 
Ministry of Tourism celebrated the second 
'International Day of Yoga' on June 21, 
2016 by hosting a Fam tour for a group 
of 50 foreign delegates, consisting of tour 
operators/travel agents/media persons/
opinion makers/scholars from 20 countries, 
which are source markets for India in 
promoting yoga and wellness. The United 
Nations General Assembly on December 
11, 2014, had declared June 21 as the 
International Day of Yoga.  

FTAs AND FEEs
According to a data released by the Ministry 
of Tourism, the Foreign Tourist Arrival (FTAs) 
during the period January-May 2016, were 
36.36 lakh with a growth of 9.1 per cent as 
compared to the FTAs of 33.32 lakh with a 
growth of 4.0 per cent in January-May 2015 
over January-May 2014. Some 3.7 per cent 
growth has been recorded in FTAs in May 
2016 over the same period in 2015. About 
`10,285 crore of Foreign Exchange was 
earned through tourism in May 2016. 

RAMAYANA AND KRISHNA CIRCUIT
Products worth more than `300 cr were 
approved in-principle in Uttar Pradesh under 
the Ramayana and Krishna circuits under 
the Swadesh Darshan scheme. Some 11 
destinations spread across six states under 
the Ramayana circuit and 12 destinations 
across five states under the Krishna circuit 
have been proposed at the first meeting 
of the National Committee, held under the 

chairmanship of Dr. Mahesh Sharma, 
Minister of Tourism and Culture and  
Vinod Zutshi, Secretary, Tourism, experts 
and senior officers of MOT. The destinations 
proposed under the Ramayana Circuit are 
Ayodhya, Nandigram, Shringhverpur and 
Chitrakoot (Uttar Pradesh); Sitamarhi, 
Buxar and Darbhanga (Bihar); Jagdalpur 
(Chattisgarh); Bhadrachalam (Telangana); 
Hampi (Karnataka); and Rameshwaram 
(Tamil Nadu). The expert committee had 
suggested to include Chitrakoot (Madhya 
Pradesh), Nashik and Nagpur (Maharashtra) 
and Mahendragiri (Odisha). Under Krishna 
circuit, the destinations covered are Dwarka 
(Gujarat); Nathdwara, Jaipur and Sikar 
(Rajasthan); Kurukshetra (Haryana), Mathura, 
Vrindavan, Gokul, Barsana, Nandgaon and 
Govardhan (Uttar Pradesh); Puri (Odisha).  
The destinations were approved by the  
expert committee.

The 51st FHRAI Convention is taking place 
in the historic city of Indore in central India.  
The convention is a much awaited annual 
event and has consistently grown. The  
theme for this year's convention "Brand 
India" is inspired by our Prime Minister  
Narendra Modi's vision based on the  
five T's: 'Talent, Tradition, Tourism, Trade 
and Technology', while the convention logo 
brings together the symbol of a flaming torch 
and the welcome gesture of "Namaste".

I look forward to meeting, networking and 
discussing various relevant issues with all of 
you at the upcoming convention and making 
it a grand success.

Vivek Nair 
Hony. Secretary
FHRAI

Some 3.7 per cent 
growth has been 
recorded in Foreign 
Tourist Arrivals (FTAs) 
in May 2016 over the 
same period in 2015. 
About `10,285 crore 
Foreign Exchange has 
been earned through 
tourism in May 2016

Dear fellow members,

With warm regards,
Vivek Nair
Honorary Secretary, FHRAI





The 9th ASSOCHAM International Conference cum 
Awards on Civil Aviation and Tourism were held 
at Hotel Taj Mahal, New Delhi on June, 23, 2016. 
Here are glimpses from the same.

Civil Aviation
and Tourism

FHRAI DESK
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further trade
The Indo-American Chamber of Commerce held a conference on 
“Travel and Tourism as a means to achieve US $500 Billion trade 
between India and USA” on Wednesday, June, 20, 2016, at Hotel 
Hyatt Regency, New Delhi. Some snapshots from the same.

Tourism to
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The South India, Hotel and 
Restaurant Association (SIHRA) 

held its EC meeting on June 29, 2016 
at the Fortune Select Grand Ridge, 
Tirupati. It was part of the President's 
initiative to reach out to regional 
associations and local members of 
the states. Issues discussed included: 

The policy regarding liquor in Kerala 
after the new government, the 
minimum wages rise in Pondicherry 
for the Industry, the FSSAI act and it 
its impending implementation.

The pre-meeting puja was an 
'ashirvadham' performed by high 

priests from various temples in 
Tirupati invoking the blessings of 
Lord Balaji on the members of the 
Executive Committee; it was held 
on June 28, 2016. Ramnath Rai, 
Minister for Forest, Ecology and 
Environment of Karnataka also 
graced the occasion.

EC MEETING OF SIHRA
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HRAWI member hotel Marine 
Plaza-Mumbai gifted plants 

to their guests as an initiative 
taken towards green environment. 
World Environment Day is observed 
every year on June 5 to raise 
global awareness to take positive 
environmental action to protect 
nature and the planet. It is run by 
the United Nations Environment 
Programme (UNEP). Everyone across 
the globe, from hoteliers to royal 
families, farmers, politicians to 

school children, tons of thousands 
of people all over the world marked 
World Environment Day (WED) 
with events.

Hotel Marine Plaza also celebrated 
“World Environment Week” from 
June 3 to June 5, 2016 with full 

enthusiasm. Different activities 
were performed in this week-long 
celebration for the employees. 
All the heads of departments 
encouraged their team to participate 
in the drawing and poster making 
competitions with environment-

related topics to show their 
creativity. All the staff participated 
in the plantation drive to make 
the surrounding green. Meghna 
Tendulkar, the House-keeping 

Executive, interacted with the 
employees and briefed them 
about the threats to the 
environment. Posters regarding 
different environmental issues were 
also displayed.

Guest Speakers, Afzal Khatri and 
Nusrat Khatri recipient of ‘Indira 
Gandhi Paryavaran Puraskar 2007’ 
jointly under individual category 
fi rst prize from the President of 
India, at Vigyan Bhavan, New 
Delhi, on June 5, 2009, delivered 
a meaningful lecture on the value 
of the environment. A presentation 
about various environmental issues 
was shared with the staff.

MARINE PLAZA-MUMBAI GIFTS 
PLANTS TO GUESTS 

World Environment Day 
is observed every year to 
raise global awareness to 
take positive environmental 
action to protect nature 
and the planet

FHRAI DESK

UP SINGH AS ADDITIONAL 
SECRETARY, MoT
Udai Pratap Singh has joined the Ministry of Tourism as Additional Secretary. He 
succeeds Girish Shankar. Singh is the 1984-batch senior IAS offi cer of Jharkhand cadre 
and was previously the Resident Commissioner of Jharkhand in NCR before which he 
was posted as Offi cer on Special Duty to Chief Minister, Jharkhand Bhavan, New Delhi.
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After her decisive victory in 
the Assembly Elections, 

Mamata Banerjee, the West 
Bengal Chief Minister, held her fi rst 

administrative meeting in the second 
term, at Jhargram in West Medinipur. 
She chose this place because she 
believed “good work has happened 
in the district” and the “process of 
development must continue”. 

While she was holding the meeting 
some 170 km from Jhargram, 23 
state fi nance ministers attended 
the fi rst meeting of the empow-
ered committee on the Goods and 
Services Tax (GST), chaired by 
Amit Mitra, Finance Minister, West 
Bengal in Kolkata. 

It turned out to be a historic meeting 
from what Arun Jaitley, Finance 
Minister, said, it looked like a unifi ed 
tax regime and could become a real-
ity as all states except Tamil Nadu 
were on board. 

After the empowered committee’s 
meeting concluded, Mitra said GST 
was a win-win for all and would 
benefi t the industry and consumer. 
He fi nally signed off by reiterating 

Banerjee’s support for GST. A week 
ago, Banerjee had instructed Mitra 
to iron out the differences in one or 
two meetings and pave the way for 
GST, at an event organised by 
Chambers of Commerce to mark 
Trinamool Congress’ resounding 
victory in the elections.

Sudesh Poddar, President HRAEI, 
wholeheartedly supported the posi-
tive move. He said, “It’s a shot in 
the arm for PM Narendra Modi-led 
NDA government, with West Bengal 
Chief Minister, Mamata Banerjee 
saying that TMC will support the 
Goods & Services Tax (GST) Bill. This 
will certainly solve the longstanding 
imbroglio affecting the country’s 
industry and business.” 

The GST Bill has been stuck in the 
Rajya Sabha, and despite repeated 
attempts by the government, Con-
gress has blocked its passage in the 
upper house. Pranav Singh, Secre-
tary, HRAEI, said, “Her support raises 
hope that the ruling party will face 
less resistance in Rajya Sabha, where 
the opposition and its allies still hold 
a signifi cant presence.”

On its part Congress has refused 
to relax the conditions it had laid 

down for backing the passage of 
GST. The proposed reform seeks to 
replace a slew of federal and state 
levies, transforming the nation of 
1.2 billion people into a customs 
union.Congress, the original author 
of the tax reform, said it would back 
the bill if the government agreed to 
cap the tax rate at 18 per cent and 
create an independent mechanism 
to resolve disputes on revenue 
sharing between states.

 “We have ideological differences 
with BJP but we will always 
support on issues that are benefi cial 
to the people. We will support 
GST,” Mamata Banerjee had 
said soon after her win in the 
Assembly elections.

“It is not the fi rst time that 
the chief minister had publicly 
extended support to GST; support 
for GST fi rst found mention in 
the 2009 Trinamool Congress 

manifesto,” said  Tejinder Singh 
Walia, Senior MC member, HRAEI. 
“Her rationale is that a single tax 
is pro-people.” The move will 
also send a message to the 
world that she is a pro-industry 
chief minister.

MAMATA BANERJEE PAVES THE 
WAY TO THE PASSAGE OF GST BILL 

Sudesh Poddar
President 
HRAEI

Pranav Singh
Secretary
HRAEI

Tejinder Singh Walia
Senior MC member
HRAEI

FHRAI DESK
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FHRAI STEPS UP FOR WATER,  
ENERGY & FOOD CONSERVATION

FHRAI DESK

Federation of Hotel and Restaurant Associations (FHRAI) of India has recently become a 
part of an ad campaign with Dainik Bhaskar that promotes saving water, energy and  
stopping food wastage in many regional languages.

The campaign will be running 
across one year, with the 

intention to sensitise the public 
towards stopping food, water 
and energy wastage.

To bring about a change in 
society, the change must come 
in from within. How will we 
drive behaviour change? Will 
it come by instilling fear? 
Enforcements never work at 
the conscience level, so prob-
ably the right route to take is 
by arousing guilt and providing 
the potential to save. That is 
exactly what the ad campaign 
is aiming to do.

In view of acute water shortage 
in the country, Dainik Bhaskar 

organised the Jal Satyagrah 
campaign during April-June 
2016, with an objective of 
bringing behavioural change in 
readers by encouraging them to 
consume water wisely in their 
day-to-day living. To spread 
the message, partnership was 
done with FHRAI, Drop Dead 
Foundation and WWF. FHRAI 
also became part of ‘Comics For 
Change’, a first of its kind initia-
tive by Dainik Bhaskar news-
paper to impart good habits of 

saving water in children through 
comic characters. This was done 
through ‘Sundarvan Adventures- 
Mystery of The Missing Water’ 
comics under “Comics For 
Change” initiative.

Amitabh Devendra, Secretary 
General, FHRAI states, “Thirty-

five crore people, do not have 
clean drinking water in India. 
FHRAI is fully supporting this 
commendable initiative taken by 
Dainik Bhaskar, it will go a long 
way in promoting the message 
of saving water in the country.” 

Dainik Bhaskar Group claims to 
be India’s largest newspaper 
group. With six newspapers 
and 62 editions, the group 
has total readership of nearly 
4.4 crore across 14 states. The 
group has a strong presence 
in radio business with chan-
nels like  94.3 MY FM, the 

radio brand of the group is the 
fourth largest radio network in 
India, with presence in 30 cities 
across seven states. The digital 
arm of group, DB Digital has 
1.2 billion collective page views 
with 40 million unique visitors 
across its portals in four  
languages, Hindi, Gujarati, 
English and Marathi.

Amitabh Devendra
Secretary General 
FHRAI

C.S.R
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Stop Water Wastage
• Don’t keep the tap 

running while brushing 
and shaving 

• Re-use of RO waste water

• Seal the tap leaking 
– impact on finances 
through Vastu/Feng Shui

Stop Electricity Wastage

• Switch off the lights 
while not in use

• Plug off all the charging 
points when not in use

• Change bulbs to LED

Stop Food Wastage

• Don’t over serve yourself 
/or over order. Finish 
what's on your plate!

• Carry the leftover food 
from hotel and restaurants. 
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Delhi Pollution Control Committee 
(DPCC) in its 61st Board Meeting 

has introduced new category for 
small hotels/guest houses and 
restaurants, providing relaxation to 
the hospitality industry of National 
Capital Territory (NCT) of Delhi. 

The provisions and consequent 
concessions announced by DPCC 
are in line with several follow-ups 
and representations by HRANI 
before the committee. As per the 
amended standards, a new category 
of hotels comprising less than 50 
rooms (double bed) or 100 rooms 
(single bed) excluding 3-star and 
above has been introduced. The 
committee has provided relaxation 
in installation of Effl uent Treatment 

Plants (ETP) in small hotels/
guest houses, provided they are 
connected with Municipal/Delhi Jal 
Board Sewer system connected to 
DJB STPs. It is expected that these 
hotels/guest houses comply with 
general standards for discharge in 
to public sewer.

Similarly, DPCC has also 
reinstated the restaurants/eating 
houses/dhabas and other such 
establishments, providing exemption 
from ETP installation in restaurants 
up to 100 seat covers, if they are 
connected to sewerage system 
of DJB.  

DPCC RELAXATION TO SMALL 
HOTELS & RESTAURANTS IN DELHI

Luv Malhotra, President, HRANI said, "The 
association has always worked towards the 
promotion of 'ease to business' to encourage new 
establishments to set foot in the industry. The 
relaxation by DPCC is a stepping stone towards this 

attempt. I hope that with the continued support 
from the government including our members 

we will keep getting success for ease of 
business, making way for fresh prospects 
in the hospitality industry."



Golden Tulip Hotel, Bhiwadi is offering service apartment’s 
facility to its customer, as it is a hub of Japanese industry. 

There is a continuous fl ow of the expats into the city for a small 
duration and luxurious hotels become a bit heavy on the pocket. 
This is when the Golden Tulip Hotel eases the burden with their 
16 service apartments.

Commenting on the launch of the service apartments, 
Vimal Singh, Managing Director, Golden Tulip Hotels South 
Asia said, “With the launch of these service apartments we are 

hoping for warm appreciation and welcome in the industry. We 
chose Golden Tulip Hotel, Bhiwadi as it is located in an integrated 
industrial township with Neemrana and Khushkhera. Bhiwadi as 
a region has seen a lot of infl ow of the Japanese expats hence, 
the property also has a restaurant with a speciality of Japanese 
cuisine which makes it an exception.”

Golden Tulip Hotel, Bhiwadi has well-furnished 16 service apartments 
along with kitchens, which are equipped with all the modern 
amenities to comfort the customers looking out for a long stay. 

OPENING

GOLDEN TULIP LAUNCHES FIRST SERVICE 
APARTMENT IN BHIWADI

NEWS UPDATES

LAUNCH

HOTEL PL PALACE OPENS IN AGRA 
Lords Hotels and Resorts, has launched its latest property in 

Agra – Hotel PL Palace. Located in the heart of the city at a 
close proximity to the Taj Mahal, the hotel aims at offering 
affordable luxury. 

Segmented under its brand, ‘Lords Inn’, Hotel PL Palace houses 56 
contemporary rooms with all facilities, an in-house coffee shop, a 
specialty restaurant and bar, it is equipped with a state-of-the art 
health and fi tness club, a rejuvenating spa and also a roof-top pool. 
With this addition, Lords Hotels and Resorts, as a hotel chain has 
extended to seven states across the country.

“We take immense pride and pleasure in announcing the launch 
of our 26th property, especially because we did not have presence 
in the east, until now. Besides, this property will be the kind that 
will be as inviting for foreign tourists who visit India to witness the 
grand splendour of the Taj Mahal as it will be to MICE travellers. The 
location is just right for both category of guests as Hotel PL Palace is 
based in the business hub of Agra and is also less than 10 km away 
from one of the seven wonders of the world,” said P R Bansal, 
Managing Director, Lords Hotels and Resorts. A true value, mid-

market hotel, Hotel PL Palace has a bespoke architectural layout with 
inviting exteriors and a plush reception area. 

July 2016  I  www.fhrai.com  I20





NEWS UPDATES

Golden Tulip Jaipur has announced the launch of the plush and 
stylish F Bar and Lounge. FTV, world’s largest television and 

multimedia network in fashion and lifestyle content has joined 
hands with Golden Tulip Jaipur to enter the Rajasthan market. F Bar 
and Lounge has a 6,000 sq ft of both indoor and outdoor setting 
along with terrace and pool for energetic partygoers of the city.

The bar offers their patrons an extensive menu of world cuisines 
with premium drinks. This young and trendy place will get the 
best DJs from across the country for the most happening clubbing 
nights in the city at Hotel Golden Tulip Jaipur. This is undoubtedly 
the city’s most exciting place that promises an impeccable 
nightlife experience with a mix of fashion, music and art. 

NIGHTLIFE

F-BAR AND LOUNGE NOW IN PINK CITY

OYO Rooms has launched a self-serve platform for business 
travellers on its mobile App, called OYO for Business. The 

platform offers rooms which cater specifi cally to the needs of 
corporate travellers and include amenities like air-conditioned rooms 
equipped with fl at-screen television, free Wi-Fi, complimentary 
breakfast and 24×7 customer-care support. The rooms are present in 
over 6,000 hotels spread across 180 cities in India. Ritesh Agarwal, 
Founder & CEO, OYO, said, “OYO has ushered in an era of reliable 

customer experience in 
the highly fragmented 
and unpredictable 
category of unbranded 
hotels in India. We 
are thrilled to extend 

our brand promise to business travellers across India’s premier 
corporates, SMEs and start-ups. We are confi dent that business travel 
in India will become more rewarding and hassle-free once booked 
through OYO for business.”

Kavi Krut, Chief Growth Offi cer, OYO added, “With strong growth 
outlook in the corporate travel sector, we expect this service to 
scale rapidly. Businesses are looking for a hassle-free experience 
at a great value. So there is a wonderful synergy with our brand 
promise. We will offer our partners carefully curated rooms, special 
offers and incentives to make this an enriching association.” 
The platform offers ease of creating bulk bookings via the web 
and mobile app along with the added convenience of travel-
expense management.

TECHNOLOGY

OYO APP FOR BUSINESS TRAVELLERS
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MBD Group and Steigenberger Hotel Group (SHG) have 
announced a joint venture to manage and franchise 

hotels under the brand MBD STEIGENBERGER for the Indian 
territory. MBD Group will have a 51 per cent stake while 
Steigenberger Hotel Group will hold a 49 per cent stake in 
the joint venture company. 

Management of the joint venture company would be in 
the hands of the MBD Group looking after the India wide 
operations of the brand including business development, 
management and franchising of hotels, India marketing, 
pre-opening and post-opening assistance, wherein 
Steigenberger would be providing international sales and 
marketing support, training and brand standards  
to be deployed in the Indian region to suit the expectations 
of a luxury traveller. 

The flagship hotel under the JV will be the MBD Zephyr 
Bangalore–an MBD Steigenberger Hotel located in the heart 

of Whitefield Bangalore–the silicon city of India offering 
184 rooms and 118 service apartments.

Sonica Malhotra, Managing Director of the Joint venture 
and Joint Managing Director of the MBD Group, said, “The 
association will ensure that German excellence joins hands 
with the warmth of Indian hospitality. We will be focusing 
on key cities in the country including Delhi, Mumbai, 
Chennai, Hyderabad, Goa, Kolkata, Pune, Indore, and other 
cities where we want to come up with luxury hotels.“

EXPANSION 

MBD GROUP TO BRING STEIGENBERGER 
HOTEL TO INDIA



The one-stop in

Allahabad!

Hotel Kanha Shyam, a unit of Shyam Group is a 
testament to unparalleled grandeur in Allahabad 

(UP). The hotel’s entrance and the lobby is grand and 
impressive. The lobby’s royal interior is as crystal clear 
as the chandelier hanging overhead. Hotel Kanha 
Shyam offers a choice of well appointed, spacious 
and luxurious rooms with all the modern amenities. 

All rooms are equipped with direct dial telephone, 
central air conditioning, hot/cold water, Wi-Fi , hotel 
mode LCD TV, an executive writing desk with chair, 
hair dryer, tea/coffee makers. Rupesh Kumar Singh,  
General Manager, Hotel Kanha Shyam, explained 
that 24 hour coffee shop – The Patio, Jannat – An 
international indian restaurant & celebrity bar offers 

wide varieties of liquor and wines and is proud to 
offer fine delicious food designed by our experienced 
chefs to cater to every palate and preference from 
casual to formal fine dining with welcoming ambi-
ence. Hotel Kanha Shyam is an ideal place to accom-
modate any size and style of gathering, like business 
meetings, conferences, weddings or private parties. 
The fully equipped conference hall includes a large 
screen projector and Wi-Fi facility. A wedding at Hotel 
Kanha Shyam ensures beautiful designs and concept 
for each ceremony, selective choices for indoor and 
outdoor banquet arrangements, luxurious accom-
modation for your guests and an expert catering 
team that thrives on making every detail of the event 
extravagant, elegant and lively, he added. 

Rupesh Kumar Singh
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Around 10-15 years ago, 
very few in India had even 
heard of online travel agents 
(OTAs). The concept that 
took off in the mid 1990s 
in the US has now evolved 
into an integral part of the 
hospitality industry across 
the world. This disruptive 
technological trend gradually 
became a 'necessary evil’ for 
the hospitality industry.

In general, OTAs are a 
successful additional 
distribution channel, that, 
even though charging high 
commission rates, allows for 
valuable market exposure 
to individual hotels. A large 
OTA can provide a hotel, 
especially one in the 2, 3 or 
4-star category limited vis-
ibility, wide online publicity. 
They can also help hotels sell 
unsold inventory. How-

ever, the commission rates 
charged by OTAs,  weigh 
heavily on profi t margins. 
Nevertheless, it is important 
for each revenue manager or 
hotelier to fully understand 
the costs related to each 
distribution channel prior 
to taking any decisions. It is 
also increasingly helpful for 
hotels' websites to contain 
some of the stronger market-
ing techniques and design 
attributes of the OTAs and 
comparison websites. And 
thus beat them at their own 
game.  The core question is 

how much of a hotel's total 
business shall be derived 
from OTAs? There is no 
right or wrong approach 
with regards to how many 
OTA bookings should be 
accepted. It will ultimately 
depend on a hotel's specifi c 
requirement and, that will 
decide whether OTAs are 
your friends or foes.     

The commission 
rates charged by 
OTAs, ranging from 
15% to 30%, do 
weigh heavily on 
profi t margins

THE ONLINE 
CONUNDRUM FOR HOTELS
We made an attempt to fi nd out whether OTAs/aggregators are the friends or foes of the hotel industry today? 
Especially the independent 2, 3 and 4-star hotels, which get a lot of their bookings, at the last minute through 
Tripadvisor, MakeMyTrip, among others.  Are aggregators helping to increase occupancies or decreasing the 
room rates and value of your hotel in the long run? Senior members share their viewpoint. 

Today’s travellers expect 
itinerant services wherever 
they are and for whatever 
they are searching. Also, hotel 
guests are increasingly aware 
and expect the hotels to 
provide such services. Statistics 
show 85 per cent of leisure 

travelers used online services 
during vacations and 38 per 
cent explicitly access travel 
information via the internet or 
their mobile devices. Already 

30 per cent of leisure travellers 
use apps to fi nd hotel deals. 

Hotel owners have invested 
signifi cant amount of funds 
into the business and have 
put in much effort to create a 
brand name for themselves. 
The need to adapt to the 
online services is very much 
understood and is the order of 
the day.

In the recent past, the 
domination of online portals 
and mobile applications for 
booking of rooms and rating of 
hotels is very much visible (that 
is MakeMyTrip, Goibibo, Yatra, 
Travel Guru, Cleartrip, Agoda, 
Expedia, Trip Advisor etc.).

As a result many of us still 
depend on online aggregators 
for online bookings. Hoteliers 
fi nd it challenging to drive 
traffi c to their own website 
because the search engines 
are fl ooded with online 
travel portal, paid search, 
keywords and sponsored 
advertisements.

OTAs charge exorbitant sums 
of fees for listing and routing 
customer to the hotelier with a 
revenue stream of 10 to 25 per 
cent being paid out to them. 
We have come to know of 
instances where it has gone as 
high as 40 to 50 per cent. 

85% of leisure travellers 
used online services, 
38% explicitly access 
travel information via 
the internet

K Syama Raju 

Vice President 
FHRAI

Sudesh Poddar 

Hony Treasurer
FHRAI
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Companies like Airbnb 
and OYO rooms leverage 
technology and enable 
consumers to have a hassle-
free budget hotel booking 
experience while helping 
hotels/guesthouses to 
increase their occupancy. The 
idea is simple: provide users 
with quality budget stays 
but through aggregation 
and co-branding rather than 
by owning and running 
their own properties. These 
companies provide a boost 
to hotel occupancy lies, 
particularly in need periods 
and help in diversifying 
a hotel’s client base by 
introducing guests who 
would have else been 
diffi cult to target.

The aggregators have 
opened up avenues and 
helped create a level playing 
fi eld for independent 
owners and smaller chains.  
However, all this comes at 
a cost. Though OTAs offer 
a range of advantages on 
the marketing front, their 
high commission rates 
constitutes a major concern 
to most of the hoteliers. 
Whenever a customer makes 
a reservation on online travel 
portal, the hotel pays out 
a commission of 15-18 per 
cent, sometimes it’s even 
higher, at 25 per cent or 
more. These commission 

levels are undergoing 
changes and negotiations, 
due to industry pressure from 
leading hotel chains, but the 
issue remains nevertheless.

OTA/aggregators have a 
defi nite room inventory 
agreed with the hotels with 
specifi c prices, but the prices 
of these rooms are kept 
inversely proportional to 
customer demands which 
tend to be high for peak 
season and low for off-
season. Hence, prices offered 
by OTA/aggregators are 
no different than the ones 
consumer can get if he/she 
goes to the hotel directly. 
With increased supply and 
heightened competition, 
commissions paid for 
bookings coming through 
OTAs are burning holes in the 

hoteliers’ pockets. Moreover, 
the stringent clauses like 
Rate Parity that OTAs impose 
on the hotels are taking 
its toll. Overall, these 
conditions are posing harsh 
impact on hotel revenues. 
But keeping aside the fact 
that OTAs are costly partners 
for hotels, they still cannot 
be ignored considering 
their overarching reach and 
marketing might. Technology 
solution providers to the 
industry underscore this. 
In the end, online travel 
agencies cannot be treated 
as either friends or foes to 
the industry as both are 
somehow dependent on 
one another. 

The growth of online plat-
forms should be examined 
carefully. While they can bring 
benefi ts, there are pitfalls 
to the emergence of online 
platforms. Online platforms 
can rapidly scale. They tend 
to have small payrolls and 
are often less capital inten-
sive than the business that 
they intermediate allowing 
them to achieve signifi cant 
market power in short periods 
of time. It can also create a 
perverse situation where the 
business of providing a good 
or service is signifi cantly less 
profi table than the busi-
ness intermediating its sale. 
The market is dominated by 
a handful number of OTAs 
which are using their market 
share to charge unfairly high 
rates of commission from 
hotels, and to introduce one-
sided agreements (rate parity 
clauses) which prevent hotels 
from charging less directly to 
a consumer.

OTAs are trying to escape 
accountability on the pretext 
that they do not come into 
the e-commerce policy as they 
do not mention the name of 
the service provider but the 
truth is that they do men-
tion the names of the hotels 
on their websites. There are 
simple steps which can be 
taken to improve transparency 
in the online hotel booking 

market: OTAs are currently 
engaging in numerous prac-
tices such as advertising false 
discounts, search results which 
are distorted by commercial 
factors rather than the best 
deal for the consumer, and 
hidden commission arrange-
ments. Consumers are not 
aware, for example, a service 
that appears free in fact 
carries a hidden commission 
charge of somewhere between 
15 to 30 per cent.

The basis for search rankings 
must be clearly presented.  
Consumers should be clear 
when hotels are being 
promoted through search 
rankings because higher com-
missions are being paid, or 
due to other non-price 
factors. Now a European 
Union Committee has come 
out with a lengthy report on 
what it calls "Online Plat-
forms”. The report is the end 
of an investigation on how 
the largest online platforms 
use their market power and 
whether the current regula-

tory environment remains 
"fi t for purpose". The crux 
of the matter is that OTAs 
have become a law unto 
their own, having too much 
power in their hands, be it 
the high commission charged, 
the manipulation of reviews, 
which has hit hoteliers under 
the belly. The need of the 
hour is that we the hoteliers, 
the travel trade have to come 
together to seek out a condu-
cive environment to survive.

Dilip C Datwani  

Senior VP
HRAWI

OTAs are engaging 
in practices such 
as advertising 
false discounts 

Stringent clauses 
like Rate Parity that 
OTAs impose on 
the hotels are taking 
its toll

Luv Malhotra  

Vice President
FHRAI
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 OMICS
Kitchen, the food hub of the hotel or restaurant, remains vital for good food business. Innovative spaces, 
open kitchens, chef showmanship, ergonomics kitchen design, energy effi cient equipments, automation 
in many aspects are all part of the new age trendy commercial kitchen. Experts share latest trends in 
commercial kitchens. 

W
ith global infl uences, consumer trends 
and eating habits are rapidly evolving. 
A kitchen needs to be multifunctional, 
equipped to provide multiple cuisines 

display kitchen equipment and mobile service 
equipment. Every hotel requires renovation in about 
fi ve years, in such a scenario owners need to look 
for consultants who can provide cutting edge design 
solutions that help in the return on investment. 
Equipments need to be treated as assets, which 
will eventually help in recovering costs. Also since 
many independent restaurants are becoming popular 
across the country, hotel kitchens need to have 
smallest foot prints as food sales today have limited 
potential in most hotels. Drainage design is also 
critical as leakages in drains can lead to expensive 
shut downs. 

To be at the pace of the new age dynamics of 
kitchen and scullery, hotel kitchens have also sought 
to practice a unique way through  ' Live cooking 
stations' in terms of creating an aura of freshness, 
but the feasibility of this method is often doubted 
as they create a dent in profi tability because of 
increased manpower and energy. Moreover, the 
Indian denizens have not truly incorporated an 
interactive culture, so an interactive kitchen, where 
the chef showcases a live example of the culinary 
skill, would not have many buyers. Food handling 

needs a strong temperature control system for which 
ample attention has to be paid while designing. 

A good kitchen space also has the responsibility of 
ensuring optimum use of waste management. The 
process to dispose refuse from the kitchen pipelines 
and treat it, has garnered immense awareness 
among the industry to procure the best of use of 
waste disposal. There are various ways to do it 
either with a garbage crusher underneath sinks that 
runs the waste through compactor. Gone are the 
days where kitchen spaces were just for residential 
purposes. The commercial kitchens are now sculpted 
aesthetically, as hotels now look at the commercial 
kitchens as a space that allows exotic cuisines to be 
nurtured effi ciently. 

These commercial kitchens require effi cient exhaust 
and fresh air management. Earlier, the air cooling 
systems were installed in kitchens but this has 
been replaced through 'spot cooling system' of 
ventilation. In today's modern hotel kitchen the 
exhaust management is through a hood installed 
which also provides both ventilation and fresh air to 
keep the scullery cool. The food handling is a crucial 
component while structuring the kitchen spaces in 
restaurants, the food needs a strong temperature 
control system to retain its texture and freshness 
throughout the preparation of the dish. 

COVER STORY
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FOOD AS AN EXPERIENCE
More guest interactions, artisan dishes involving 
the chef literally asking for a presentation of their 
creations like the presenter of a meeting room 
with the help of effi cient and knowledgably service 
associates/service staff. That would mean making 
the dishes precise. For example, just the right thick-
ness of say, a chocolate shell which would melt on 
pouring the sauces on it. This makes it all the more 
important to have display kitchen equipment and 
mobile service equipment nearest to the guest for a 
holistic gastronomic experience. 

BEAUTIFUL VENTILATED CEILINGS
As the kitchens become a part of the front of the 
house, the construction of ventilation hoods, and 
now gaining popularity, ventilated ceilings has 
come up. Ventilated ceilings, to be made of beauti-
ful components and integrated lighting, even better 
culinary lighting highlighting each dish, so brightly 
that it’s almost a performance in a theatre for the 
guest. These ventilated ceilings can be installed such 
that there are no views blocked by exhaust hoods. 
Demand-based exhaust using ventilated ceilings 
contribute to energy savings.

AVOID OVER DESIGN
Better technology sensing and modulating exhaust 
fl ows and supply air, based on infrared signatures 
from the heat generating cooking equipment. 
Controlling obnoxious food smells and avoiding the 
ventilation losses still remains a very coordinated 

effort of all concerned. Designing as per actual 
capacities and avoiding over design is the best way 
to conserve energy.

NEW KITCHEN EQUIPMENTS 
There are many ranging from processing, baking, 
confection, juice extracting, induction cooking, front 
cooking with inbuilt exhaust, ventilated ceiling, 
intelligent dishwashing, among others. 
 
DESIGN SOLUTIONS FOR ROI
It’s very important to hire the correct Hotel Operations 
Design Consultant who knows more than 
designing kitchens. These consultants should be able 
to provide out-of-the box cutting edge design solu-
tions that help in the return on investment. The next 
thing is since selecting long lasting effi cient equip-
ment is a challenge in terms of a budget it’s impor-
tant that owners understand that these equipment be 
treated as an asset as it helps in recovering the costs 
due to its performance giving consistent results.

SAFETY AND FIRE PRECAUTION 
Proper ventilation, air conditioning, anti slip and 
hygienic seamless fl ooring, hygienic seamless wall 
cladding, stainless steel false ceilings ,eye wash 
and hand wash stations, fi re detection and preven-
tion linked to exhaust systems, smooth surfaces 
that do not cause injuries to associates working in 
these area fi rst-aid kits, fi re safety blankets, gas leak 
detection systems and mobile high pressure 
cleaning units.

M. Ram Vittal Rao
Director, Vital Concept Design

• Selection of domain 
knowledge consultants

• Better ergonomics

• Energy conservation

• Fire and life safety

• Space and equipment 
correctly sized

essentials for the 
new age kitchen 5 

M. Ram Vittal Rao 
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SWIFT TURNAROUND OF ORDERS TO 
MAXIMISE SALES
The restaurant kitchens now, as a rule, are more 
hygienic; incorporate more and more food safety 
features and HACCP compliance. Restaurants want 
more reliable equipment, especially the kitchen 
refrigeration, and also faster turnaround of orders 
to maximise sales in view of soaring rentals. There 
is also a need for smaller footprints of kitchens yet 
higher volume of food production than ever before. 
Drainage design is also critical as restaurants are 
mostly located above shops or other spaces and 
leakages in drains can lead to expensive shut downs.
 
SHOW KITCHENS PLACE BURDEN ON AC
Kitchen ventilation is extremely important as they 
now require safe temperatures due to FSSAI require-
ments. Show kitchens also place an extra burden 
on air conditioning. Cold sections need to have 
temperatures as low as 18 degrees celsius, whereas, 
hot kitchens need to maintain 28 degrees celsius. 
Kitchen ventilation also affects fire safety as cooking 
appliances and hoods need to be kept at safe tem-
peratures besides being a major factor for employee 
retention as high temperatures in kitchens can be 
hazardous to employee health and productivity.
 
ENERGY SAVING TECH-TRENDS
Combi ovens, efficient kitchen refrigeration, efficient 

braising and boiling pans and low BTU (British  
Thermal Unit) griddles are some of the options be-
sides correct sizing and design of open flame burners.
 
NEW KITCHEN EQUIPMENTS 
Combi ovens, salamanders with moving heads, less 
heat generating appliances, broilers, flexible cooking 
stations and efficient refrigerators seem to be the 
current favourites of chefs.
 
REFURBISHMENT AND RENOVATION
First, they should be looking at an ideal design of 
kitchen. Time taken for the renovation should be 
minimised and should be of a fixed duration so as 
not to lose customers, especially if restaurant needs 
to be shut down for a while. Renovation should 
be started only once the FOH and BOH areas are 
designed to the minutest details and all vendors and 
purchase orders are ready and signed up.
 
SAFETY AND FIRE PRECAUTION 
Nowadays, most restaurants are going for automatic 
kitchen fire suppression systems like Ansul Piranha 
and R 102 kitchen fire suppression systems, gas leak-
age detection and signalling systems, clean agent 
protection of electric panels and efficient HVAC 
systems. Continuous staff training and alertness is 
important with high ceilings and built in safety and 
safe egress paths are other important requirements.

Sunil Khanna
Principal Consultant and Partner, Hotelconsult Orient

• Efficient over the entire 
life of restaurant

• Efficient use of space
• Energy efficiency
• Optimised cost
• Chef friendly design 

essentials for the  
new-age kitchen 5 
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LIVE COOKING  
STATIONS IN RESTAURANTS
Live cooking stations come with their own pros 
and cons, on one side they add lot of value in 
terms of creating an aura of freshness and on oth-
er side they create a lot of dent in the bottom-line 
of profitability because of increase in manpower 
and energy. Of course they increase the revenues 
but the question is do they increase profits? It is 
very difficult to say if they really increase profits, 
they may or may not. Moreover Indians per say 
are not interactive in nature so my point is that 
whatever we end up doing in interactive kitchens 
the percentage of people who really interact is  
very small. 

SUSTAINABLE KITCHENS
Go for a design which requires less manpower, 
low operational costs through low energy and take 
care of waste. If we use equipment which is low 
in water and energy consumption and can create 
a design which is more mechanical in nature then 
increasing human manpower, I think automatically 
the design becomes sustainable 

TREATING REFUSE  
FROM KITCHEN PIPELINES 
A lot can be done to ensure refuse from kitchen 
pipelines is treated before being dispelled. There 
are various ways to do it. You put up a garbage 
crusher underneath sinks and run thru this waste 
through compactor. You can also create a central-
ised vaccum system for collection of waste and 
this waste can be treated. Organic waste being 
generated can be made manure through garbage 
composting machines.

Rajat Rialch
Principal Consultant, HPG Consulting 

• Less manpower
• Optimal and multiple 

use of equipment
• Think whatever can 

be out-soucred, please 
outsource

• Think that future chefs 
are not going to work 
– in 40 degree and age 
old equipment so design 
and atmosphere has to 
be world standard

• Energy cost which were 
5 per cent are now as 
high as 13 per cent so 
make sure you take care 
of energy

essentials for the  
new-age kitchen 5 
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SCULPT YOUR KITCHEN 
Modern commercial kitchen design must have the 
latest updated machinery and equipments, modular 
designs, and proper ventilation systems. Commercial 
kitchen must be aesthetically designed and should 
have ample working space and back-up working area. 
Ideally kitchen space is one-third of the total area 
of a standalone restaurant. Presently, commercial 
kitchens are designed according to the menu and 
cuisine to be served in the restaurant or hotel. It has 
to be divided section-wise, with separate storage and 
cooking batteries depending on the type of cuisine. 
Keen attention should be given to the flooring as 
well. To make kitchen floors non-slippery, kota stones, 
anti-skid, epoxy floor coating is used in commercial 
kitchens these days. Restaurants and hotels must 
also maintain international standards and HACCP 
compliance for food safety.

SPOT COOLING SYSTEM 
Commercial kitchens require both excellent exhaust 
systems and fresh air systems. Earlier, air cooling 
systems were installed in kitchens but this has been 
replaced by Spot Cooling System of ventilation. 
Each cooking system has a hood installed overhead 
which provides both ventilation and fresh air to 
keep the kitchen cool. Food handling needs a strong 
temperature control system for which ample attention 
has to be paid while designing. The garde manger 
(cool, well-ventilated area where cold dishes such 
as salads, hors d'œuvres, appetizers, canapés, pâtés 
and terrines are stored) should have proper air 
conditioning in hotels and restaurants. 

HIGH-EFFICIENCY HOODS
From sensor-activated lights that illuminate the 
kitchen only when required, to meat thermometers, 
modern-day kitchen equipments have moved from 
cumbersome, energy consuming giants to smart 

eco-friendly devices. Food service facilities have high 
energy consumption with equipment and commercial 
kitchen ventilation (CKV) being the primary energy 
consumers in a restaurant. The first step in reducing 
energy consumption is designing high-efficiency 
hoods with low capture and containment (C&C) 
airflow rate. Cooking equipments also come with 
timers, unlike manually operated ones which earlier 
did not have an auto cut system. Timer equipments, 
LED lighting system, auto-cut equipments help save 
and conserve energy. Using glass chillers increases 
the shelf-life of food and saves a lot of time too.

EFFICACY IN KITCHEN
Modern butchery equipments such as automatic  
machines for meat cutting and multi-cooking, rational 
combination ovens are a must-have for every chef today. 

REFURBISHMENT AND RENOVATION 
Primary importance should be given to adequate 
and sufficient space for any commercial kitchen. 
Hire professional consultants to ensure all 
refurbishment is done as per industry standards 
and in accordance with the menu planning. For 
instance, if the restaurant serves Teppanyaki, then 
the kitchen equipments have to be in adherence to 
the requirements of the type of cuisine. Also, give 
importance to proper ventilation, safety and fire 
preventive systems.

FIRE SUPPRESSION SYSTEMS 
Ansul's commercial kitchen hood system, and fire 
suppression system are absolutely necessary in a 
modern day kitchen. There should be ample storage 
space to avoid any clutter and damage. A kitchen 
should be installed with fire suppression systems, 
extinguishers, and the staff must be given basic fire 
training to prevent any untoward incident. Emphasis 
should also be laid on proper drainage systems. 

Vinod Kaul
Chief Advisor, Culinary & Hospitality Services

• Employ equipments as 
per menu design

• Food safety compliance 
with international 
standards such as HACCP 
& ISO

• Modern, upgraded 
ventilation systems

• Fire preventive systems
• Accident-free and 

spacious work area
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TRENDS IN KITCHEN DESIGN 
Modular and open kitchens are the latest 
trends in the kitchen innovations industry. 
Adequate ventilation is a must for optimising 
the effective life of all equipments in a hotel 
kitchen. More so, it is even more important for 
food safety.

TECH-TRENDS 
Sensor controlled water dispensers, pressure 
fryers, combination ovens, insulated holding 
cabinets, to name a few.

REFURBISHMENT AND RENOVATION 
The stress should be not on saving money 

now, rather the focus should be invested 
in design and smart equipments that can 
facilitate savings over a longer period of time. 
It is good to invest once and keep saving later, 
rather that save once and keep investing later. 
Professional help should be sought to deliver 
this objective.

SAFETY AND FIRE PRECAUTION FOR 
KITCHENS
Ansul fire system, heat sensitive water sprin-
kler, smoke detectors, fire resistant structure 
and heat resistant equipments are the best 
safety and fire precautions measures taken to 
keep the kitchen and its appliances safe.

Chef Vishal Atreya
Executive Chef, JW Marriott Mumbai Sahar

• Ergonomic design
• Smart and efficient 

equipment
• Correct ventilation
• Fire and life safety
• Food safety and hygiene
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LIVE COOKING STATIONS 
Live Cooking Stations add a certain degree of 
appeal to the restaurant set-up. It is satisfying and 
comforting for the diners to watch the freshest of 
ingredients being used to cook what they have 
ordered and then binge on it. Such a set-up is more 
feasible in a hotel than a restaurant. Also one should 
understand that a live cooking station needs to 
have a strong coordination for the ingredients and 
utensils. Diners tend to pay much more attention to 
a live kitchen in terms of noticing the cleanliness and 
hygiene of the counter. The interaction factor  
in it definitely helps increase the revenues to a 
certain extent. 

SUSTAINABLE KITCHENS 
Sustainability is crucial when it comes to the kitchen, 
as it helps increase the life of the equipments and 
minimises the damage and losses incurred. There are 
certain ways in which hoteliers and restaurateurs 
can attain this. First step would be to educate the 
staff regarding the importance of hygiene. Also try 
to avoid taking impulse decisions while designing 
and conceptualising a kitchen and while purchasing 
kitchen equipment. 

MOTORISED GRINDER  
AND GREASE TRAP
Installing motorised grinder and using a grease 
trap do the trick these days. The motorised grinders 
prevent the clogging of the drainage system as it 
churns the waste out. The grease trap on the other 
hand ensures that clean water is dispensed and  
this also helps increase the life of the pipelines  
and the drainage system.

FUNCTIONAL DESIGNS FOR KITCHENS
Linear Kitchen Designs, Modular Kitchens, one 
should make sure that the entry and exit of the 
kitchen should be separate. A maintained stewarding 
area makes the cut. 

TRAINING STAFF 
The staff should be well versed with the  
costing that fluctuates due to wastage or  
misuse. Personal hygiene is the start point which 
goes till educating them and giving handy tips  
like to keep the ovens in a static condition.  
Also to ensure that the staff learns about the 
damage that steam, chemicals and carbon do  
to the kitchen. 

Chef Sabyasachi Gorai
Director, Fabrica

• Sprinklers
• Combi oven
• Vaccumizer
• High power kitchen 

exhaust
• An effective kitchen 

drain
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Mint Hotels & Restaurants Consultancy was 
established in 2009 with a vision to create 

efficient and world class kitchens, F&B concepts and 
provide turn-key services for hotels and restaurants. 
Arun Chanda, who is the Founder Director of this 
company, has a cumulative experience of more than 
two decades in the 5-star space, flight kitchens, 
stand-alone restaurant brands and banquets. Mint 
works with upcoming F&B brands right from fuelling 
the concept, throughout and continuously provid-
ing effective solutions to every aspect of the client’s 
needs, till the successful launch of the brand. Mint 
is a well-respected and admired organisation with a 
track record of brilliant F&B, integrity, diligence and 
timely project deliveries.

SERVICES ON OFFER
Team Mint comprises, qualified and dynamic profes-
sionals with varied experiences in the F&B industry, 
and specialised technical associates and partners in 
all core areas of hospitality, while providing a 360- 
degree solution for hotel F&B facilities.  

TRENDS IN COMMERCIAL  
HOTEL KITCHENS
Smaller compact kitchens with higher efficiency, us-

ing multifunctional and energy efficient equipments, 
for speedy food production and consistency, is the 
new trend in modern kitchen designs.    

Consultancy
Mint  Hotels  & Restaurants

Minting efficiency in hotel F&B facilities, Mint Hotels & Restaurents 
Consultancy envisions solutions for garnering optimum hospitality.

CONSULTANT

Arun Chanda, Founder Director 
Mint Hotels & Restaurants Consultancy, New Delhi 
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So far, 
it’s looking good!
2016: Hoteliers talk about how the fi rst six months of 2016 

have been for the hospitality segment in India. They also 
enlighten about the offerings for the coming monsoon. 

Kanchan Nath 

GROWTH IN TRANSIENT 
CORPORATE TRAVELLERS 
There has been a signifi cant 
boost in business travel and 

the increase in occupancies in 
multiple markets is testimony to 
this fact. The main contributing 
factor is the considerable rise in 
businesses related to Meetings, 
Incentives, Conventions and 
Exhibitions (MICE). 

The Hyatt Regency Gurgaon has 
witnessed a remarkable growth 
in transient corporate travellers 
which is a direct result of 
increasing business in Manesar. 
In order to cater to the discerning 
business traveller, Hyatt Regency 
Gurgaon is soon launching its 
Regency Club which offers a host 
of services and benefi ts. 

The Regency Club offers 
additional benefi ts of airport 
transfers, cocktail hours, higher 

room category and exclusive use 
of the Regency Club lounge for 
frequent stayers and corporate 
travellers. The hotel has many 
attractive offers for the weekend 
staycation and upcoming holiday 
season. Post monsoon also 
marks the beginning of peak 
season for the hotel industry 
with a considerable increase in 
the number of tourist arrivals, 
weddings, annual corporate 
events and international 
conferences. 

The hotel with its large event 
spaces and vibrant restaurant 
and bar is the ideal choice to 
host these events with the 
support of our experienced 
and detailed event planners 
and associates.

The ‘Make in India’ 
campaign has 
visibly driven foreign 
investments across 
a gamut of sectors 
resulting in a 
steady increase in 
corporate travel

The hotel has 
also witnessed 
a remarkable 
growth in transient 
corporate travellers 
which is a direct 
result of increasing 
business in Manesar Roger Wright

General Manager

Hyatt Regency

Gurgaon

GURUGRAM REMAINS A 
BUOYANT MARKET
The Indian hospitality industry is 
moving into an exciting phase. 
The ‘Make in India’ campaign has 
visibly driven foreign investments 
across a gamut of sectors 
resulting in a steady increase 

in corporate travel. Most major 
cities have, as a result, seen a 
growth in both volumes and 
consumer spends. Gurugram is, 
and will continue to be, one of 
the most buoyant markets in the 
country. We have entered into 
our fourth year of operations. 
With an average occupancy 
better than last year and ADRs 
moving upwards. While the 
monsoon is leaner than summers 
for this market, we have planned 

a bunch of eclectic initiatives 
to drive business for the hotel. 
Our activities are customer-
centric and are created to cater 
to various market segments. 
Our ‘Weekend Wellness’ offer, 
for example, is a rejuvenating  
spa-based staycation package 
that targets the local consumer 
during lean weekends while 
our ‘Suite Celebrations’ offer is 
designed for those with a higher 
propensity to spend. Manu Sharma

GM, Vivanta by Taj – 

Gurgaon
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MARKET IS BULLISH
The rooms are increasing year-on- 
year, but we have been able to 
save the revenue. Revenue has 
not gone down, it is increasing. 

ADRs has taken a hit but at the 
same time, they are stable. Market 
has become stable as compared 
to 2015. Market is bullish, it 
is increasing and it’s going to 
increase further with a whole lot 
of new MICE movements that are 
going to come in, generated by 
the local corporate and a lot of 
social groups.  

A lot of foreign travel is also 
happening at the corporate level, 
at the mid-segment and at the 
senior levels. Internationally this 
year is a fantastic one, both in 
terms of MICE and FITs. A lot of 
holidays have been booked for 
the holiday season. There are a 
lot of big ticket MICE movements 
that have happened in places like 
Bali this year.  There is a lot of 
moment that I can see in terms 
of Central Asia, like Kazakhstan, 
where there are a whole lot of 

Indian tourists who are visiting. 
There is a good traffi c that has 
gone to Europe this year. Overall, 
this is a very good year for 
the India travel trade. Also, 
in terms of domestic market, it 
has increased. 

The rest of the year is likely to 
be more bullish, for the next 
season, our hotel rooms have 
already fi lled up with a lot of 
MICE movements. Revenues 
will increase in terms of F&B. 
I foresee that 2016 will be a 
fantastic year compared to 2014 
and 2015. ADRs will remain the 
same, but we foresee that the 
revenue will increase in terms 
of F&B, as also in terms of other 
sources. Big MICE movements 
are likely to be in Delhi, Mumbai, 
Chennai, Bengaluru; Kolkatta 
is in buzz this year, because 
there are a whole lot of medical 
conferences lined up this year. 
Lot many hotels are opening up 
in Kolkata this year. People are 
moving all across SE Asia, Bali 
and Dubai will be the biggest 
benefi ciary this year.

Overall this is a very 
good year for the 
India travel trade. 
Also, in terms of 
domestic market, it 
has increased

Barun Gupta

Account Director 

(Global Sales), 

Starwood Sales 

Organisation, Starwood 

Hotels and Resorts

GOOD SIX MONTHS
It has been a very good six 
months in 2016; our hotel sales 
have gone up by 10 per cent 
in these last six months itself 
compared to last year. I would 
say that it has been unusually 
good. The reason I feel is that 
because of the issues abroad, 
people feel that it is safer to stay 
in India and holiday here. 

I also feel there is more income, 
spending power and that 
has also helped a lot of the 
hotels. I think all hotels have 

packages for the monsoons 
and more people are travelling 
and it’s a good thing for the 
industry. MICE has also done 
extremely well.

Because of the issues 
abroad, people feel that 
it is safer to stay in India 
and holiday here instead 
of going overseas

Sunder Advani

CMD, Advani Hotels 

and Resorts (India)



OCCUPANCIES REMAIN 
STABLE IN NCR
I think despite the room 
inventory which has become 
enormous, hospitality has done 
well in the fi rst six months 
of 2016. This is due to some 
conferences that came along. 
There has been a good stable 
occupancy throughout Delhi 
and NCR. 

However over the weekends, 
it tends to drop. Now with 

the holidays on, the corporate 
and the other people are not 
travelling much, so we are seeing 
a little drop in the occupancies. 
We are hopeful that September, 
October should look up. 

I feel more charters from 
international countries should 
be brought in to increase 
tourism. Occupants should be 
only tourists and they should be 
well treated and well received 
with special fares. 

FOCUS HAS BEEN ON 
QUALITY MID-SCALE 
HOTELS 
Growth has defi nitely been on an 
upward curve. With the economic 
and business environment on 
a growth trajectory, there was 
greater movement in corporate 
travel and MICE business as 

well.  The expanding middle 
class and rising incomes have 
given rise to a breed of travellers 
who are looking to holiday 
frequently and seeking quality 
accommodation at value rates. 
The focus has been on quality 
mid-scale hotels. 

This growth in this segment and 
the market need is validated by 

the various developments in this 
category by various groups and 
investments being made. Leisure 
travel has also seen growth. FTAs 
have increased steadily, and so 
has the domestic travel leading to 
a satisfactory growth registration. 
Sarovar has had a good year 
so far. We expanded to newer 

destinations and opened Kalyan 
Hometel in Vandalur-Chennai and 
Seyfert Sarovar Portico. 

Sarovar also became the early 
bird to set footprints in one of 
the world’s youngest country, 
the Republic of South Sudan 
taking over the management of 
a hotel in Juba which has now 
been rebranded as The Panorama 

Sarovar Portico, Juba. With this 
we have now four operational 
hotels in the African region. 

Our leisure as well as business 
hotels have done good business 
with good occupancy rates. ARRs 
and RevPAR have been stable 
and met the demand rates.

The expanding 
middle class and 
rising incomes 
have given rise to a 
breed of travellers 
who are looking to 
holiday frequently 
and seeking quality 
accommodation 
at value rates

Hospitality has 
done well in the 
fi rst six months of 
2016. There has 
been a good stable 
occupancy throughout 
Delhi and NCR

Rajindera Kumar 

EC Member, FHRAI

Anil Madhok

MD, Sarovar Hotels 

and Resorts
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NATIONWIDE  
HOSPITALITY SEGMENT 
UPBEAT 
Coming to the micro level, 
January, February, March and 
April have been phenomenally 
good for Jaipur, reason being 
that we had an influx of 
everything put together,  
we had inbound coming in,  
we had MICE, we had  
weddings happening. 

We had a number of large 
scale, all India level conferences 

happening.  Another impetus 
that has taken place in Jaipur 
is that there are now a lot of 
international experiential events, 
such as the Jaipur Literature 
Festival, The Jaipur Art Festival, 
for the first time ever there was 
the Jaipur Theatre Festival, where 
a lot of artists were present. 
The current chief minister has 
also made a lot of changes; she 
started night tourism, sound 
and light shows. Another thing 
that is slowly working out for 
Jaipur is that you now have many 
international flights going from 
there. Spice Jet is doing Jaipur-
Dubai. Etihad is doing Jaipur-
AbuDabi. Air India is  
doing Jaipur-Sharjah. 

Many hotels are lined up to open 
in Jaipur in 2017. So 2016 is 
one year that most Jaipur hotels 
will make a decent amount of 
money. Maintain ARRs and do 
high level of RevPAR. However, 
May was not very good for most 
hotels, but June somehow has 
been a surprise month for most 
people in terms of room sales, 
it has been well cushioned for 

us. Most hotels are sitting at the 
occupancy of 55 to 60 per cent 
compared to last year where they 
were at 48 per cent. Nationwide, 
the hospitality segment is a little 
upbeat because of the FDI that is 
coming in, thanks to Modi’s trips. 
Representation of India in bigger 
economies is also having a little 
effect in people coming back and 
travelling back for investment in 
the country. 

This is helping the corporate 
sector. There have been some 
big ticket investments in some 
start-ups in India. With the RBI 
Governor moving out, markets 
have been a little volatile. 
Overall, I think it’s still not bad. 

In August, there are the two 
long Independence Day and 
Janamashtami weekends. We do 
already foresee better weekend 
travel and we are out with 
packages in the market – mostly 
as, buy two nights and get one 
free. Our hotel packages are 
really good value for money. 
Overall the mood is very upbeat, 
as the countryside gets greener.

In June, most  
hotels are sitting  
at the occupancy 
of 55 to 60% 
compared to last 
year where they 
were at 48%

Aashish Vyas

GM, Four Points by 

Sheraton, Jaipur



Geographically, India receives converse levels 
of precipitation. Cherrapunji, also called the 

wettest place on planet earth receives as much as 
19,000 mm while Churu district in Rajasthan with 
recorded rainfall as low as 200 mm. Therefore, the 
realisation of inadequacy is highly unequal among 
us today.

Although rainfall is a lifesaver for countless 
regions in India, it is still diffi cult to capture all 
of it. Eventually water fi nds its way to the lowest 
point and disappears to the nearest stream, river 
and sea. Only 20per cent of water fi nds its way 
into the underground aquifers. The discharge rate 
is more than recharge rate, like an overdraft. This 
kind of defi cit is unacceptable in the business 
world, yet the corporates world over have not fully 
comprehended the importance of treating water 
like gold or diamonds, which have no value of 
slaking human thirst. 

Nature took thousands of years to let water seep 
down and fi ll up underground aquifers and we 
have depleted them in a short span of 70 years, 
thanks to our pumping technology. In fi nancial 
parlance, this kind of behaviour will be termed 
as fi duciary irresponsibility.

INDIA TAP-DANCING ON THIN ICE
The total water availability has come down per 
capita availability from 6 lakh litres in 1947 to 1.5 
lakh litres currently.

Today, almost 80 per cent of india’s surface water 
is polluted as per an assessment by WaterAid, 
an international organisation working for water 
sanitation and hygiene. The study also shows 
that domestic and industrial sewage disposal into 
our water bodies has doubled over the last few 
decades. Our rivers are dumped with garbage, 
untreated sewage and hazardous chemicals with 
gay abandon. 

LEARNINGS FOR STAKEHOLDERS
Water Management needs to be a top 
priority action item as opposed to being a 
critical concern only during the worst droughts. 
When the monsoons release their bounty of life 
giving nectar, in our collective amnesia we 
will forget entirely about water management. How 
can we change that?

Civil society - Thanks to the drought, people 
have started to talk about water 

concerns. These 

Knowledge can be communicated but not wisdom - Hermann Hesse

Capturing the scarcity
value of water

Niranjan Khatri

Nature took 
thousands of years 
to let water seep 
down and fi ll up 
underground aquifers 
and we have depleted 
them in 70 years

GUEST COLUMN
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concerns need to be translated into action for 
making water minimalism an active part of our 
daily lives. Whether its tightening a leaking 
tap or using buckets instead of piped water, 

individual and collective behaviour change 
will happen only with more awareness and 
information sharing.

Hotels & Restaurants - Hotels need to 
relook their service design collectively with 
wisdom and foresight as opposed to short 
term opportunities. Water effi ciency is quickly 
becoming a problem area for hotels in most 
Indian cities. Countless 4 and 5-star hotels 
in Bangalore meet their water needs with 
transported water from other areas via tankers. 
In most cases, this accounts for a huge portion 
of the hotel’s bottom line. 

One such hotel in Bangalore consumes close 
to 30 lakh litres of water in a month. Focusing 
on water effi ciency will help reduce this need 
by nearly 50 per cent. This is not only a huge 
water saving, but also a monetary one. A hotel 
spends on water twice, once to buy water and 
again to treat the used water. This said, it only 
makes business sense for hotels to look at water 
conservation as a saving opportunity. Along with 
reducing the spend on water, this will also bring 
down overall energy by reducing the energy 
needed to pump the same water upwards. 

Government - Water is going to be a show 
stopper for growth unless policy enters the 
perceptual arena of all industries including 
agriculture which consumes 85per cent of
water alone.

It is suggested to the Government of India to 
start the Bureau of Water Effi ciency on the lines 
of the existing Bureau of Energy Effi ciency.

This will make annual water auditing compulsory 
for all industries with a directive of showing 
declining consumption annually. Industries that 
have already embarked on this journey will 
have a slightly different criteria 

which can be articulated through stakeholder 
engagement. Water footprint calculation, 
analysis and reporting will become a norm for 
all sectors and industries. Goal setting will be 
made possible with country wide level data of 
water productivity per tonne of water used.

CALL FOR CHANGE
In the olden days there was unwritten rule 
that even during wars, water bodies will not 
be poisoned by the warring parties. Nowadays 
without waging a war within countries the so 
called modernised civilisation is deliberately, 
knowingly and unfl inchingly poisoning 
its water sources on a breathtaking scale as 
never imagined before. 

The chief players in this game of self-
compromising is the farming sector, where 
excessive amounts of chemical fertilisers and 
pesticides are used to enhance productivity 
and in bargain, compromising the ground 
water alongside the industrial sectors where 
effl uent discharge is released without treatment 
by many stakeholders.

One is hoping that recent droughts have been 
a wakeup call for all stakeholders to use water 
judiciously. This dream can only be actualised 
by properly pricing water for those who have 
paying capacity and imparting best water 
practices for the farming sector.  

The above step alone will help the country to 
work towards drought proofi ng India and ensure 
a sustainable growth of seven per cent 
otherwise such plans will be halted by nature. 
I can say this with confi dence as I experienced 
severe water crisis in Andaman & Nicobar 
islands in 1990. During this period one deployed 
all measures to insulate the hotel by using 
seawater for fl ushing, rainwater for drinking 
needs and dug a well to harvest rainwater for 
gardening.We did not know at that time that 
we had started implementing demand side 
management as opposed to supply wise 
management of water. 

(The authors are: Niranjan Khatri, Founder of 
iSambav, a sustainability training organisation 
and Sriram Kuchimanchi,an Ashoka Fellow, is 
the CEO of Smarter Dharma, a social enterprise 
operating in the fi eld of social and environmental 
sustainability. The views expressed above are the 
authors’ personal views.)

Sriram Kuchimanchi

Concerns need to be 
translated into action 
for making water 
minimalism an active 
part of our daily lives
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The Asian traveller
comes of age
Amitabh Kant, CEO, NITI Aayog, Government of India, takes a holistic viewpoint on the 
status of tourism in India.

VIEWPOINT

Talking about how critical tourism is for the 
country, Amitabh Kant, CEO, NITI Aayog, 

Government of India, at a public forum,  said, 
“Quite often the travel tourism industry looks 
at tourism in isolation and it is very important 
to understand that tourism is essentially a 
‘civilisation’ issue. Tourism will grow and expand 
in India, if India continues to grow and expand. 
It’s important that India grows at nine to ten per 
cent per annum, year-after-year.”

FDI GROWS BY 50 PER CENT
Deliberating on ease of doing business, he said, 
“In the last 68 years, we have made India a very 
diffi cult and complicated place to do business. We 
need to make India a simple and easy place to do 
business in. We have brought in a vast number of 
rules, regulations, procedures which we need to 
scrap. I think some of these things we seem to be 
doing in a big way. With this, we have made India 
easy and simple and jumped up 12 positions in 
the ease of doing business. On the Foreign Direct 
Investment (FDI) front India has grown by almost 
50 per cent in FDI as compared to a point where 

there has been a decline of about 16 per cent 
across the world.” 

SAY NO TO ‘MASS TOURISM’
The world of travel and tourism itself is going 
through many radical changes. Concentrating 

on one essential aspect of this he said, 
“Mass tourism has destroyed destinations, 
invaded destinations and countries and it is 
very important for India to understand this. 
India should never focus on numbers. The 
focus should be on value. India should not 

Mass tourism has destroyed 
destinations, invaded destinations and 
countries and it is very important for 
India to understand this. India should 
focus on value  and not numbers

Kanchan Nath



VIEWPOINT

be a mass tourism country. India’s focus should be on up 
market, high-value, experiential tourism.”

Reiterating the fact that India is a long-haul destination, 
he said, “One should understand why India is different 
from the rest of the world. India is different because 
it is a long haul destination. Travellers in Europe move 
from one country to another in one day, two days. These 
remain short-haul destinations which can be visited by 
car or train. Travel across the world is regional in nature, 
except in South Asia. South Asia is not a regional game 
of tourism and therefore in India’s case it’s a long-haul 
destination. Around 97.4 per cent of our tourists come 
by air. So an open sky policy is required for the growth 
of tourism in India.”  

RISE OF THE ASIAN TRAVELLER
Talking about the changing traveller, he said, “In the 
past, tourism was a function of how the Americans and 
Europeans were travelling. All the leading hotel chains 
of the world were run by people emerging from Swiss 
hotel schools. In the last decade there has been a radical 
change. We have suddenly witnessed the rise of the 
Asian traveller. We have seen 14 million travellers from 
India and 100 million from China. 

Actually there is a new bunch of travellers moving 
across the world. These countries are witnessing a 
huge rise of the urban middle class who are crossing 
their boundaries to see different parts of the world. It 
is important to cater to that traveller. You will now fi nd 
many Asian managers manning hotel chains abroad.” 

He added, “Also urbanisation is going to happen 
in India. Urbanisation has ended across America. It’s 
ended across Europe and is nearing its completion in 
China. It’s just begun in India. In the next four to fi ve 
decades we will see 700 million people get into the 
process of urbanisation. These people who get into the 
process of urbanisation are going to travel.”

EXPERIENTIAL TOURISM
Talking about the huge rise in experiential tourism, 
he said, “Today’s traveller is not about visiting cities, 
he is about experiential tourism.  He wants to see India 
as it exists, in its natural state. Therefore you need to 
provide him a local authentic experience of India.” 

He added, “It’s important that we understand that 
this distribution channel has changed and therefore 
technology has become a key driver for growth. 
Also human resource development is critical. In 
the travel and tourism industry we need about 78 
per cent people who are skilled and only 22 per cent 
managers. But in India we do just the reverse, we 
produce 80 per cent managers and only 20 per 
cent skill. We need a complete radical restructuring 
of the HRD system in the travel and tourism sector 
in India.”  

Talking about the scope of Indians getting 
employment abroad, he said, “As Asian travellers 
are going to travel across the world. You need 
many more managers from India to go across the 
world and manage the different hotels abroad 
and this is increasingly happening. You will 
suddenly see Asian managers managing many 
of the hotels abroad.”

• Open up Civil Aviation in a dramatic manner
• Civic Governance
• Completely new Communications strategy. Aggressive 

high value campaign to promote India across the world
• Consistency of policies, tax policies, not about luxury but 

job creation
• Capacity building, allow a lot of experiential products to 

happen, particularly rural tourism 
• Community participation. Competition among states 

on tourism

6 C’S OF TOURISM



Cremica has been able 
to sustain a growth 
of 35 per cent in FY 
2014-15. They have an 
aggressive expansion 
plan for the future. 
Akshay Bector, CMD, 
Cremica Food Industries 
tells us more. 

WHICH ARE THE 
PRODUCTS THAT 
CREMICA OFFERS TO 
THE HOTEL AND 
RESTAURANT INDUSTRY?
Cremica Food is known for its 
unique recipes, health oriented 
ingredients and state-of-the art 
quality controls and standards. 
Known for product innovations 
as well as offering customised 
and localised food products, we 
have an extensive product range 
including Indian gravies and 

curries, tomato ketchup, sauces, 
mayonnaise, bread spreads, salad 
dressings, syrups and dessert 
toppings, which we offer to 
HORECA industry. 

WHICH OF YOUR 
PRODUCT BRANDS IS THE 
GROWTH DRIVER FOR 
THE COMPANY? 
Consistency in taste and quality 
offerings gives us an edge in 
the industry. Also, we have 
been known for our innovative 

offerings. We understand the 
palate of our consumers like no 
one and that’s how we offer 
altogether a wide range of 
exclusive offerings. 

WHAT ARE YOUR 
EXPANSION PLANS AND 
DISTRIBUTION SCALE IN 
INDIA? HOW RELEVANT 
HAS E-RETAIL BECOME?
We are planning to cover about 
1,20,000 retail outlets by the end 
of 2020. We are observing a rise 

targets
expansion of
Cremica

1.2  lakh  retail  
outlets  by  2020

SUPPLIER TALK

Akshay Bector
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of e-retail in the country. Though 
there is a long way to go for 
them to become a habit for an 
average Indian household.

WHAT ARE YOUR 
MARKETING AND 
BRANDING STRATEGIES 
FOR TIER III AND TIER IV 
CITIES OF INDIA?
We are creating new markets by 
regular innovation and support. 
We train our customers to 
maintain hygiene and quality 
in their offerings. Developing 
recipes according to the local 
palate is what we are always 
known for.

CAN YOU ENLIGHTEN 
ABOUT THE CONSUMER 
TRENDS IN THE 
CATEGORY OF THE 
PRODUCTS THAT 
YOU OFFER?
Consumers are more sensible 
nowadays. They prefer picking up 
right taste and quality; choosing 
value for money is becoming 
secondary. Everyone has their 
own choice and palate. Thus, 
there is a lot scope of innovation 
and offerings.

WHAT HAS BEEN THE 
GROWTH IN THE LAST SIX 
MONTHS OF 2016, VIS-
A-VIS 2015? WHAT’S THE 
AGENDA FOR 2017?
We have been able to sustain 
a growth of 35 per cent in FY 
2014-15. We have an aggressive 
expansion plan for the future. We 
have taken a target to expand 
Cremica’s presence in across 1.2 

lakh retail outlets by the end of 
FY 2020.

WHAT ARE THE TRENDS IN 
THE PROCESSED FOODS 
SEGMENT ACROSS INDIA?  
The market is expanding 
tremendously. With the reforms 
in terms of trade and ease 
of entrance in the market, 

competition has also 
intensifi ed. The 
category overall is 
growing at a 
fast pace.



Let the

Wine as a therapy has long been an indulgence of the royals. Scientists validated it later, and now, Woo Wellness and Spa at Pullman 
and Novotel New Delhi Aerocity has put forth an entire ritual, a soothing Vino therapy that ends with a glass of wine. In a casual 
interview, Ram Chatterjee, Director of Spa, Pullman Novotel New Delhi Aerocity talks about the same and more.

SPA

Skin  Sip  W    NE
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Good wine is not just limited to the bar at the  
Pullman & Novotel New Delhi Aerocity as 
Woo Wellness &Spa introduces a 90-minutes 

Vino therapy treatment where your skin gets to sip 
some wine too! The advantage of using wine in 
therapy is that it is a powerful antioxidant which acts 
as a free radical scavenger – defending the skin, pro-
moting tissue elasticity and thereby creating a more  
youthful appearance

KINDLY TELL US A BIT ABOUT 
VINO THERAPY.
Vino therapy is the wine treatment which makes use 
of grape and the wine extracts to provide effective 
skincare treatments, with anti-ageing action. It helps 
to fight the signs of aging, cleans and improves skin 
tone; makes your skin soft and radiant, removes 
dead skin and improves blood circulation.

CONSIDERING IT’S BEEN INTRODUCED 
SINCE THE LAST TWO MONTHS, HOW 
HAVE GUESTS RESPONDED? WHAT ARE 
THE PRICES OFFERED?
So far we had a very good response from the guest. 
Guests are open these days to try and experience the 
same and are happy to see the results. What they like 
the most is getting the body exfoliate and relaxing 
massage together. And we have this treatment at two 
prices, 90 min at ` 6,999.00 plus taxes and 150 min 
at ` 8,999.00 plus taxes which makes easier for the 
guest to choose base on their preference.

WHAT KIND OF OFFERS DO YOU HAVE 
FOR DAY-GUESTS?
We have a wide range of treatments to offer for 
different guest for different purpose. Such as body 
treatments, face treatments, express services for 
transit guest and packages for spa lovers. 

WHAT ARE THE INGREDIENTS USED IN 
THE THERAPIES? FROM WHERE DO YOU 
SOURCE YOUR INGREDIENTS?
We are using Phytomer and Kama products. 
Phytomer is from a French-based company which 

consists of marine-based ingredients whereas Kama 
is an 100 per cent vegetarian ayurvedic product.

BEING PART OF AEROCITY, WHAT ARE 
THE SPA OFFERINGS THAT YOU HAVE FOR 
TRANSIT PASSENGERS?
For transit guests, we have 20-45 minutes of  
relaxing ‘express foot massage’ or ‘back and  
shoulder massage’.

WHAT ARE NEW AND EMERGING TRENDS 
IN WELLNESS AND SPA INDUSTRY IN 
INDIA? 
India has a major contribution in wellness and spa, 
as seen from history, such as yoga, meditation and 
ayurveda, and nowadays activities such as family  
wellness outing, kids activities, wellness superfoods, 
sports fitness, aerobics and of course spa treatments 
contribute to a better lifestyle. Guests have started 
spending time and energy on wellness issues and  
take interest to listen and understand their body  
needs. They are now keen on consultation and  
taking advice of a senior ayurvedic doctors or  
meeting senior therapists.  

HOW IS THIS INDUSTRY  
GROWING IN THE COUNTRY? 
Industry is growing and guests have started  
noticing the benefits obtained by the services, hence, 
there is a demand for the same. The future is really 
very bright. These days hundreds of people are 
increasing and moving towards wellbeing. For an  
example, at our celebrations of yoga day, we had 
good number of enthusiastic guests who were  
eager to learn. We had an active attendance. It is  
a message to the world that India is a wellness  
business hub too.

WHAT ARE THE GLOBAL TRENDS IN THE 
SPA AND WELLNESS INDUSTRY?
Global trends include hiking, aerobics,  
family destination outing, fitness sports, kids 
program, super foods and spa treatments such as 
sleeping therapy.

Ram Chatterjee

Vino therapy 
fights signs of 
aging, cleans and 
improves skin 
tone; makes  
your skin soft 
and radiant



Busting the myths around

Much has been said about milk and dairy foods, about how they have more fat, cause mucus or are not good for lactose intolerants. 
However these are just myths, says Tanya Joshi, Senior Dietician and Nutritionist, Freshmen’s Valley.

Milk and dairy foods have been a part 
of our diet since ages. It is well noted 

and acceptable that milk is one of the most 
nutritionally complete foods available. Milk 
and dairy products provide the body with 
nearly 10 essential nutrients which includes 
high quality protein, carbohydrates, vitamins 
like A, D, K, B12, nicacin, riboflavin and min-
erals like calcium, magnesium, potassium, 
phosphorus and zinc.

But many of our favourite foods including 
dairy are associated with commonly held 
misconceptions. Many of these myths have 
been a part of folklore for years and are 
not found in science. Avoiding or removing 
dairy foods from diet may lead to decrease 
in recommended dietary intake of many vital 
vitamins and minerals like calcium. One must 
always seek advice from a healthcare profes-
sional before eliminating them from the diet. 
Listed below are some of the most prevalent 
myths linked with dairy foods along with 
actual facts.

Myth: Consuming dairy products lead to 
weight gain
FACT:
• Weight gain occurs when the body 

consumes more calories than it burns. 
The combination of less physical exercise 
and unhealthy appetite are most 
commonly the reasons we experience 
‘weight creep’. 

• Contrary to this common myth, 
researchers suggest that having at least 

three servings of dairy foods in a calorie 
controlled eating plan may accelerate 
weight loss and body fat, improves 
muscle retention and reduce waist line.

• The calcium helps the body break down 
fat more efficiently, stimulating weight 
loss. Hence, a weight loss diet should 
include dairy products to help meet 
nutritional needs. 

• But remember to look for low fat 
versions which are lower in calories  
and unhealthy saturated fats such as 
skim milk, low fat yogurt and reduced  
fat cheese.

Myth: Organic milk is much healthier than 
regular milk
FACT:
• Both organic and regular milk are highly 

nutritious. There is no difference between 
them with respect to quality, safety and 
nutritional requirements. The difference 
is just how they are produced on farms. 

• According to USDA, milk and dairy 
products can be labeled ‘organic’ only 
if the milk is from cows that have been 
exclusively fed organic feed with no 
mammalian or poultry by-products 
involved, have access to pasture 
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throughout grazing season and are 
not treated with synthetic hormones or 
antibiotics. 

• A serving of both organic and regular 
milk contains same essential nutrients 
that make dairy products an important 
part of healthy diet. Both organic and 
conventional milks must go through very 
stringent standards to ensure the milk is 
safe, pure and nutritious.

Myth: Milk causes mucus
FACT:
• There is nothing mucus inducing about 

milk and dairy products. No scientific 
evidence is present which shows 
association between milk and  
mucus production. 

• After drinking milk or having ice cream 
some people may experience a thin 
coating or residue over their mouth and 
throat. This is often mistaken for mucus. 
This is actually a normal, creamy texture 
of milk fat which melts near the  
body temperature. 

• It is not harmful and lasts only for a 
short duration.

Myth: Dairy is a trigger for asthma
FACT:
• There is no research to support this myth. 

Milk and dairy is rarely a trigger for asthma.

• Milk and dairy intake was not associated 
with increase in nasal secretions, 
coughing, congestions and asthma 
symptoms, a study revealed.

• In fact, dairy foods may reduce the risk 
of becoming asthmatic in preschool 
children. Food, drinks and food chemicals 
affect less than 2.5 per cent of all people 
with asthma. 

• Common triggers for asthma may include 
allergens like viral infections, house dust, 
mites, pollens and weather changes. 

• The National Asthma Council 
recommends avoiding dairy foods 
as a way to manage asthma and 
suggests including at least minimum 
recommended dietary intake of dairy 
food group every day.

Myth: Lactose intolerant people must 
completely avoid dairy products
FACT:
• Lactose intolerance is often confused 

with milk allergies. Lactose intolerance 
is not an allergic reaction to dairy foods; 
it is an inability to digest milk sugar-
lactose due to absence of an enzyme in 
the body. Whereas allergy is abnormal 
response by body’s immune system to  
milk and dairy products especially  
in case of protein.

• A study reveals that ‘most people with 

lactose intolerance can comfortably 
consume up to one cup milk every day 
and  certain dairy products with minimal 
or no symptoms.’

• However, a careful examination to find 
out the intensity level for consuming 
dairy foods must be done. Completely 
avoiding dairy foods can lead to low 
levels of calcium and other essential 
nutrients putting us at the risk of 
osteoporosis, high blood pressure

• Most hard cheese and yogurt low in 
lactose are also well tolerated. Yogurt 
contains ‘good bacteria’ that helps to 
digest lactose. Flavoured milk, lactose 
reduced products like cream, butter or 
lactose free milk and dairy products are 
also available.

Myth: Calcium supplements can  
replace milk
FACT:
• According to a new research by UK 

National Osteoporosis Society, ‘unlike 
milk, the effect of bone boosting  
calcium supplements in young girls  
does not last.’

• Milk is not only an excellent source of 
calcium but also provides high quality 
protein, vitamin A, vitamin B12, vitamin 
D, riboflavin, potassium, magnesium, 
phosphorus and zinc. Vitamin D in milk  
is a nutrient required for best absorption 
of calcium in the body.

• There is a need for children and 
teenagers to take plenty of milk and 
dairy in their diet if they have to build 
bones strong enough to last a lifetime. 
Dairy products are rich in calcium that 
is easily digested and absorbed by the 
body.

• A calcium supplement will not provide  
all the other nutrients that dairy foods 
add to the diet. Taking supplements  
will not provide the enjoyment  
of drinking a cold glass of milk or a  
fruity milkshake; pouring milk over a  
bowl of breakfast cereal or enjoying  
ice cream scoops on a hot summer day!

NUTRITION



KMW INTRODUCES STAINLESS STEEL

GASTRONORM PANS

King Metal Works for the fi rst time in India 
has introduced ‘KMW’ brand, stainless steel 

GASTRONORM PANS (GN pans) for the hospitality 
industry. The  KMW brand stainless steel GN pans are 
made from 18/8 grade stainless steel, hence they are 
totally rust free. They have a heavier thickness of 0.8 
mm to avoid handling dents with anti jam function, 
so that there is no jamming when stacked. It comes 
with NSF, the American food safe grade certifi cate duly 
marked on each pan. Its advantage is that it is available 
in all sizes with and without perforation, no other 
brand offers all the features specifi ed above. Besides it 
also has international standard matt fi nish, so on use 

scratches do not appear much as it appears in polished 
fi nish. Hence, if you are buying new equipment or 
looking for replacement then insist for ‘KMW’ brand 
G.N pan for excellent service to get value for the 
money spent.

Since their incorporation in 1970, King Metal Works 
is the most trustworthy and reputed fi rm in the 
industry. They are proud to have more than a 100 
satisfi ed customers in 40 countries worldwide in 
their four decades of work experience. Their expertise 
lies in a diversifi ed range of hollow ware, fl atware 
and fabricated products of sheet metal. They offer 
you end-to-end solutions (from manufacturing to 
packaging) for kitchenware, table-ware, bar ware, pizza 
supplies, bake ware, wire and pet products in stainless 
steel, aluminium and brass for hotels, restaurant and 
home use. They have deep drawing and fabrication 
capabilities for manufacturing OEM parts, which have 
widespread applications in industries like automobiles, 
pharmaceuticals, kitchen equipments and dispensing 
units. One of the widest product ranges with more than 
3,000 product varieties to choose from, at KMW, they 
believe in maintaining quality and innovation.

Myth: Consuming milk and dairy 
foods causes kidney stones
FACT:
• Dairy consumption does not lead 

to the formation of kidney stones. 
Infact some research suggests that 
drinking milk may actually be a 
good strategy to lower the rates of 
stone formation.

• A study in women found that 
those who consumed three or 
more servings of dairy per day 
had a lower risk of kidney stone 
formation for over the period of 
eight years! 

• The calcium binds to the oxalates 
in food and helps limit their 
absorption in the body, reducing 
the risk of kidney stones

• It is important to note that 
calcium supplements do not have 
the same protective affects and 
may actually increase the risk 

of stone formations; thus it is 
best to get calcium from dietary 
sources.

• Consuming milk between the 
meals is also recommended 
because some calcium is excreted 
along with oxalate and it is 
important to get enough dietary 
calcium to compensate for this loss. 
People with kidney stones don’t 
need to eliminate milk products 
from their diet.

Myth: Consuming cheese and high 
fat dairy can cause acne
FACT:
• There is no evidence to support 

link between dairy foods and 
development of acne. 

• Many colleges of dermatologists 
state that acne is not caused by 
diet or eating dairy foods. Other 
factors like skin type, genetics, 

hormones and exposure to 
environmental pollutants are 
more likely to be involved in its 
development. 

• The importance of vitamin A 
and D for skin health is well 
established. Vitamin D helps in 
healing and preventing acne 
whereas vitamin A helps normalise 
skin functions. These vitamins are 
found abundantly in milk and 
dairy products. 

• Excluding dairy from the diet 
is therefore not advisable and 
its total avoidance may 
compromise intakes of many 
essential nutrients. 

• Eating a healthy diet consisting of 
low fat milk and dairy products, 
yoghurt, cheese, fresh fruits and 
vegetables and plenty of water 
will ensure your skin gets all the 
nutrients it needs.

TRENDS
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GUEST COLUMN

Online Reputation
Management FOR HOTELS

Hotel Reputation Management is recognised as a practice of monitoring and influencing the 
image of the property throughout the web. The concept arose within public relations but quickly 
shifted its focus towards newly emerging review sites, social media and search engine results.

Gone are the days when 
Internet was difficult, but, 

today, websites are no longer 
static brochures. User-generated 
content is a must. And regular 
interactions on social networks 
are vital to any business success. 
No one can skip what people talk 
about our property, what they 
tweet, and leave a comment on 
our Blog, and last but not the 
least posting a Facebook update 
about their experience or stay 
at the property. Word of mouth 
still holds the greater value in 
hospitality but at such a time of 
technology, where people talk 
online, the voice goes long way. 

A high online reputation index 
means that the hotel is exceeding 
guests’ expectations and is 
effectively managed by the 
employees, will enable the hotel 
management  to increase average 
daily rates (ADR). In a very 
competitive field of hospitality 
industry, online reputation directly 
affects the sales volume. Google 
searching is a primary target of 
reputation management efforts.

According to Tripadvisor, 93 per 
cent of the people find reviews 
important when determining which 
hotel they want to stay at. 53 per 
cent of the people surveyed would 
not book a hotel without having a 
guest opinion about it. Hence, user 
generated content, as reviews or 
feedback, grew to a major decision 
factor for customers. For this 
reason, it is becoming more and 
more important for as hoteliers 

to build up a professional Hotel 
Reputation Management that 
keeps tracking the reputation all 
over the web. The very success 
of a hotel is dependent on it. 
Only if one has a clue about 
what people think when they 
hear the hotel’s name, one can 
counteract the impact of negative 
reviews or highlight positive 
feedback.Consequently, Hotel 
Reputation Management should 
not be reduced to single and loose 
measures. It should rather be an 
essential part of marketing mix.

There are many tangible and 
intangible benefits that a strong 
reputation gives an organisation.

• Leverage online reviews to 
increase revenue.

• Improve the ranking on review 
sites & OTAs.

• Out perform the competitors.
• Group reporting for hotels.
• Strong workflow management 

with clear action items.
• Deep marketing and sales 

insights and the competitors.
• Ability to set and manage social 

media goals.
• Online support with account 

management.

One of the most recent business 
commandments is being 
transparent, opening up to criticism 
and feedback is always beneficial 
for hotels. Therefore, an effective 
Hotel Reputation Management 
can help to obtain a competitive 
advantage for hotels.

(The views expressed in this article 
are of the author, Divya Thakur, 
Assistant Professor, BCIHMCT, 
New Delhi) 

Reviews - TripAdvisor, 
Google, Yelp and more 
Social Networking – 
Facebook, Twitter
Videos - YouTube, 
Metacafe, 
YahooVideo
Photos - Flickr, 
Photobucket
Blogs and forums

SOCIAL MEDIA  
CHANNELS

Divya Thakur



No occasion required to

Debashish Roy, General Manager, Food First restaurant of the First Flight - Hotel and Hospitality Division tells us more about the 
restaurant business.

eat  out  in  Mumbai
HOW IS THE RESTAURANT INDUSTRY IN 
MUMBAI GROWING AND WHAT ARE THE 
CHALLENGES FACED?
Mumbai may be the best city in India as far as stand 
alone restaurants are concerned. Here, a moderately 
good restaurant can easily do a business of one 
crore in a month including food and drinks, so it's 
great. People here love to spend. They have a habit 
of eating out without any occasion. During the 
onset of weekends people mostly go out for dinner 
to a restaurant. Drinking is social affair, there is no 
taboo in it! Law and order is good. The challenging 
part is that the property rent is very high; 20-25 

per cent of your sale is going to be consumed on it. 
Staff cost is also high. It is difficult to get good staff, 
especially at the lower level. Day-by-day, the bar 
licence fee and taxes are creating an adverse  
affect on businesses.

WHAT ARE THE CONSUMER TRENDS  
AS PER THE PALATE OF YOUR GUESTS?
Nowadays, guests are looking for variety and people 
are health conscious. They are concerned about the 
presentation of food. They also observe the minute 
details of the restaurant; what kind of crockery 
cutlery is being used, what kind of music is being 
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played. They are looking for tasty food but do not 
want too much of oil or ghee in the food. People 
prefer cheese, baked, grilled item. Among the 
non-vegetarian dishes, people prefer more of 
chicken than mutton or fi sh. As a chef I believe 
meat nearer to the bone is tasty, but here in 
Mumbai, more than 95 per cent people prefer 
boneless meat.

WHICH ARE THE YOUR MOST POPULAR 
DISHES IN YOUR MENU AND WHAT 
MORE ARE YOU PLANNING TO ADD?
We serve pan-Indian cuisine, dishes from North, 
South, East and West part of India. The most popu-
lar dishes are Jaipuri Tikki, Saufyani Paneer Tikka, 
Tandoori Broccoli, Vilayti Seekh, Lasooni Maki 
Palak, Golbari Mutton, Sunehare Murg, Bharwan 
Tangri, Baked Chicken Tikka, Gurer Rasogolla, 
Pineapple Up Side Down, among others. We have 
a few fusion dishes like Baked Chicken Tikka, Ma-
sala Grilled Fish, which our guests love. We have a 
plan of adding a grill and BBQ section soon.

PLEASE NAME A FEW TRENDS IN 
TERMS OF PRESENTATION OF FOOD.
We use all edible presentation on platter. It is 
simple, healthy, hygienic and has uniformity. We 

change it on a seasonal basis. In winter, we 
use lots of strawberry in our plate to garnish 
and in summers, it is replaced by mangoes. 
Mayonnaise, with edible food paste like mint, 
roasted tomato, boiled red chillies create a 
magic on the plate. We use corn, olives, chives, 
chocolate also as plate garnish. Now there is 
a trend of molecular gastronomy. Baby spinach, 
carrot, radish and different fl owers are also 
used as garnish material.

WHAT KIND OF RETENTION PROBLEMS 
IS THE INDUSTRY FACING? 
Retaining staff, rather good staff is always a 
problem. Till date, the industry is not paying 
well to the lower category staff. Mumbai is 
a very costly city, employees here, are 
switching for even ` 500-1,000 to some 
new restaurant. 

The salary standard in Mumbai may be highest in 
the country but the cost of living is very high 
in comparison to other metros or A 1 cities, so 
there is always a trauma after disbursing salary. 
One is afraid that someone might leave. As far as 
skill is concerned, it is very diffi cult to get skilled 
staff for standalone restaurants. 

Debashish Roy

CHEF TALK

Your favourite ingredient 
Cumin

Favourite Indian fast-food dish 
Moong Dal Ki Pakodi

Favourite city to travel to for food 
India - Kolkata, Abroad - Bahamas

Favourite Indian non-alcoholic drink 
Chilled Tender Coconut Water, Alphanso Aam Ras, 
Summer: Raw Mango and Mint Sorbet

One tip from your grandma’s kitchen 
Cook on slow fi re

Chef Bytes



TECHNOLOGY

Shantha de Silva, Head of South West Asia, InterContinental 
Hotels Group, gives an update on technology trends being taken 
on by the brand.

HOW HAS TECHNOLOGY 
ADDED TO THE IN-ROOM 
EXPERIENCE?
Building on our strong track record in 
innovation, we’re using digital con-
tent to enhance the guest experience 
not just to the in-room experience, 
but across the entire journey which 
we term dream, plan, book, stay and 
share.  Leading in these areas is cru-
cial to building loyalty among guests 

and drives revenue to our hotels 
through low cost direct channels. 

We’re currently piloting mobile room 
key technology in the Americas which 
gives guests the opportunity to 
bypass the front desk when check-
ing into their room; check-in and 
check-out through the mobile; and 
'Mobile Folio', which allows guests 
to view their hotel bills in real-time. 

ROUTE
TAKING THE

ECHNOLOGY

Shantha de Silva



We also have the IHG Translator 
App, which gives guests access to 
translations from English into 13 
different languages. 

WHAT MOBILE MARKET-
ING PLANS, SUCH AS 
APPS, DO YOU OFFER?
Mobile was only introduced as a 
channel over six years ago at IHG 
and we were actually the first to 
develop Apps on all mobile plat-
forms. Now, the IHG App has one 
of the highest ratings of all major 
hotel chains on the App store. 

Offering a simple-to-use platform, 
the IHG App allows guests to 
read reviews of our hotels, make 
reservations and access informa-
tion related to their travel. The 
IHG App is also linked to IHG 
Rewards Club, making it easier 
for our guests to redeem points. 
In addition to our app, we’ve 
also partnered with digital travel 
service, Stay.com, to enable guests 
in over 50 destinations worldwide 
to research, plan and create per-
sonalised travel guides for the city 
they’re visiting. 

WHAT KIND OF ‘SMART 
CHECK-INS’ DO YOU OF-
FER? HOW DO YOU EN-
ABLE REAL-TIME AND LAST 
MINUTE BOOKINGS?
We continuously gather insights 
from consumers, which enables 
us to research, develop, pilot 
and launch new ways of engag-
ing with guests. We know that 
swift responses to guest requests 
are essential to improving guest 
satisfaction during their stay. 
We’re currently trialling IHG Guest 
Request, a service that allows 
guests to make a request instantly 
through the IHG App when they 
are staying at an IHG® hotel. The 
App then uses a platform which 
logs, assigns and tracks requests, 
making it clear to hotel staff what 
the current status is and who is 
responding. 

HOW DO YOU USE DATA 
ANALYTICS/CRM TO  
ENHANCE CUSTOMER 
EXPERIENCE?
We have introduced a new CRM 
system to allow front desk teams 
to personally welcome each IHG 

Rewards Club member at an IHG 
hotel to make the member experi-
ence more meaningful. In addi-
tion, guests can now tell us their 
stay preferences such as a late 
departure, higher floor or extra 
pillows when booking through our 
websites or through the IHG App. 

WHAT TECHNOLOGY INNO-
VATIONS ARE YOU INTRO-
DUCING IN YOUR KITCH-
ENS TO SAVE ENERGY AND 
OPERATING COSTS?
We have developed what we call 
the IHG Green Engage System 
that our hotel managers across 
the world can access online. 
Data related to energy and water 
consumption and waste genera-
tion by a hotel can be recorded 
in the system, which then offers 
over 200 ‘Green Solutions’. These 
Green Solutions cover every aspect 
of the hotel lifecycle, from picking 
a suitable site to selecting the 
correct lighting to choosing energy 
saving appliances for the kitchen 
and provide staff training.

TECHNOLOGY
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 The Swiss resort hotel Frutt Family Lodge and Melchsee 
Apartments offers a spa experience with breathtaking views and 
taps and showers by Axor and Hansgrohe. Philip Loskant, the 
architect, and interior designer Matthias Buser opted for a classic 
lodge style for the family rooms and suites. Natural materials, 
warm colours, abundant oak elements and modern furnishings 
give the interior design an understated elegance with a cosy 
chalet-like feel. A sustainable energy design was conceived 
for the entire complex. Nintey per cent of the electricity used 
is generated from renewable sources. The washbasins in the 
rooms and suites are equipped with single-lever taps from the 
Hansgrohe Metris line that use up to 60 per cent less water than 
comparable products thanks to the Ecostat Comfort technology.

 With the aim of providing innovative 
solutions to foodservice industry, Elanpro, 
announced the launch of ELANPRO Ice 
Machines series (EIM). An affordable, 
hi  tech range, EIM series combines 
productivity, reliability and ease-of-
use with aesthetic appeal and quieter 
operation. The series has eight ice cube 
models ranging from 30-1,000 kgs and 
three models for fl akers. Developed 
specifi cally to meet the increasing ice 
production needs, EIM series deliver 
higher levels of reliability and energy 
effi ciency. The innovative technology used 
in ELANPRO’s latest offering makes it 
easy to operate and easy to clean. The ice 
machines have micro computer control 
system i.e. it has a voice function to 
broadcast fault. With a small operational 
footprint, the machines can fi t into 
confi ned areas—particularly important 
for nightclubs and bars, where the space 
is at a premium. The machines also have 
a light inside the bin for constant and 
reliable monitoring of the system.

ELANPRO LAUNCHES 
ICE MACHINE SERIES 

SUSTAINABLE TECHNOLOGY FROM 
HANSGROHE 
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 Today, space is a modern 
luxury for city dwellers. The 
Great Eastern Home has 
launched its royal range of 
room dividing screens that 
would give the living space 
a stylish and ingenious 
fi nish. Room dividers are 
traditional and aesthetic to 
look at and serve a great 
utility of creating a more 
practical space within a 
room itself! Beyond simply 
dividing rooms, room dividers 
can provide a new look to 
a space by adding texture 
or serving as pieces of art. 
Room dividing screens makes 
a lasting impression in your 
living space by not only 
enhancing a room’s theme 
but also help separate a 
large space into smaller 
ones and allow dual 
room functionality.

PERSONALISE SPACE WITH 
ROOM DIVIDERS 

 An all new collection of beautiful marble surfaces, created using skilled craftsmanship and intricate technique by AKROS, Italy is 
now exclusively available at ETRELUXE in India. The application of etching to marble projects is the original idea that makes AKROS 
available exclusively at ETRELUXE a unique concept.  This etching technique, known by the Arabs since the Middle Ages, has brought 
many celebrated fi gurative masterpieces ever since the sixteenth century. One may cite the works of Albrecht Dürer and Rembrandt, 
and those more recent by Francisco Goya and Giovanni Battista Piranesi. The technique uses precious and semi precious metals and 
elements to create stunning masterpieces that are indescribable.  The inventiveness of these unique surfaces by AKROS uses this 
technique to draw on marble, creating many designs of unparalleled allure: testimonies of the very best Italian style and workmanship, 
which succeed in giving splendor and elegance to prestigious living spaces. 

MARBLE SURFACES FROM 
AKROS, ITALY AT ETRELUXE

PRODUCTS
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It’s Friday! And time to tango at Eros Hotel, 
New Delhi. Originating from the land of 

Argentine, this dance is being taught by Kiran 
Sawhney, Founder of New Delhi Tango School, on 
Fridays all through July at this Delhi hotel. 

 

And along with the one-hour master 
class is the Milonga where you can 
dance your heart out. Milongas 
are tango dance socials and they 
come with a lot of fun and frolic. 
“Accompanied by traditional tango 
music, the dance needs just a little 
bit of practice and then the rhythm 
takes over,” says Sawhney. And 
when you see the dance, you will 
know from where the term ‘it takes 
two to tango’ originates. “A perfect 
synchronisation of two people moving 
in rhythm slowly, tango can burn as 

many calories as brisk walking.” Despite the fact 
that Indians do shy from this close dance, the 
fi rst Milonga did fi nd many young takers, ready 
to embrace the new form. Sawhney holds regular 
classes at her studio too.

EROS DOES A TANGO

Aspri Spirits hosted a master evening class with NILS BOESE, Brand Ambassador- Mast 
Jägermeister SE, at Bandstand, Hauz Khas, New Delhi. The evening commenced with 

Boese taking the patrons through Jägermeister profi le and sharing his experience with 
the brand. He took them on a voyage of Jägermeister history and shared some interesting 
insights about the company and the brand. He also demonstrated interesting ways of creating 
exquisite cocktails with the unusual spirit. 

Nils Boese is a renowned bartender and has a rich experience of 25 years. He runs his 
own small bar in Hildesheim, Germany which is close to Wolfenbüttel where Jägermeister is 
meticulously produced. He is working with Jägermeister since 2010 as a Brand Ambassador 
Jägermeister, recognised as a unique herbal spirit, is made from 56 different herbs, blossoms, 
roots and fruits, including star anise, cinnamon, ginger and a secret set of herbs. It is the 
world’s 8th best-selling premium spirit brand and it also ensures to remain the World’s 
favourite herbal liqueur. Best served as an ice cold shot, Jägermeister is a versatile spirit which 
can be used as a premium ingredient in cocktails and long serves.

Jägermeister MASTER CLASS  





APPOINTMENTS

appointmentsNEW
ROLES

SCOTT MCCONNELL
Director, Global Sales – Leisure 
Asia Pacific, Carlson Rezidor Hotel 
Group

SARITA SHARMA
Mixologist
JW Marriott Mumbai Sahar

 Carlson Rezidor Hotel Group, has 
announced the appointment of Scott 

McConnell as Director, Global Sales – 

for key account management and the 

most recently the global account director 

 Sarita Sharma has been appointed as 

stint in bartending as a senior bartender 

K.B. KACHRU
Chairman Emeritus and Principal 
Advisor, Carlson Rezidor Hotel Group, 
South Asia

AMEET WAGH
General Manager – Sales (West) 
Sarovar Hotels 

has been instrumental in building the 

key strength lies in generating sales through 

opportunities from key business segments, 

SHOBHIT SAWHNEY
General Manager
Park Hyatt Goa Resort and Spa

RAHUL SAXENA
General Manager
Seyfert Sarovar Portico, Dehradun

as the General Manager at Park Hyatt 

earlier handling the role of Hotel Manager 

and the only resort property of the brand 

assignments included roles as General 

Ahmedabad and General Manager of Sales 

July 2016  I  www.fhrai.com  I68



cu
t h

er
e

cu
t h

er
e

cu
t h

er
e







RNI No. DELENG/2000/1230
Posting Date 15-20 (Every Month)

No. U(C) - 306/2015-2017
Postal Reg. No. DL (ND)-11/6173/2015-16-17 NDPSO-1

Date of Publication 12-07-2016


