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THE ‘GM SUMMIT" UNDERLINED
WHY HOTELIERS NEED TO HAVE
THE CONFIDENCE THAT THEIR
TEAMS CAN DELIVER EXCEPTIONAL
EXPERIENCES, EFFICIENTLY




High Capacity access with improved climate AS& ABI_OY

control brings in efficiency and safety for your
guests and staff

. Experience a safer
Revolving Door RD-3/4 and more open world
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For more information please email: Vijendra.Khinvasara@assaabloy.com [ Mob.: 75748 92024
Vijendra Khinvasara - National Manager- Healthcare and Hospitality




Changes for the Better

0 MITSUBISHI
AN ELECTRIC

AIR CONDITIONERS

SINGLE SOLUTION FOR
DIFFERENT REQUIREMENTS

Mitsubishi Electric presents wide range of VRF Systems and
Split Air Conditioners for various individual requirements.

RESIDENTIAL
AIR CONDITIONING SYSTEM

FOR RESIDENCES AND SMALL OFFICES

Civerse Indoor Units | Individually Controlled
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CITY MULTI VRF SYSTEM

FOR VARIOUS COMMERCIAL ESTABLISHMENTS

Single System | Diverse Indoor Units | Individually Controlled

MITSUBISHI ELECTRIC INDIA PVT. LTD.
3" Floor, Tower A, Global Gateway, MG Road, Gurugram = 122002, India.
Customer Care Toll Free No.: 1800 102 2626 | website: www.MitsubishiElectric.in

TECHMICAL CENTRES: Ahmedabad - +91+-78-87777874, Bengaluru - +9+-80-40201600,
Chennai - +91-44-49232222, Delhi- +9+-1-88057200, Mumbai - +31-22-56116200
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Tasting & Sampling Trade Presentations New Product Launch

Come meet us at the
339 AAHAR - The International Food & Hospitality Fair
26 - 30" April, 2022

Stall No. 9A & 9B, Hall no. 2, 15t Floor,
Pragati Maidan, New Delhi.
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CHANGING SHOES
WHILE RUNNING

Thal is preciscly whal most holeliers
died over the past 24 months, Aller
Lhree waves of the pandemic, mosl
have: a reasomably good idea of whal
Loy expescl going forth, Bul several are
sLH Tying Blind.

While expressions: like the new
world” have becorme comemonplace,
Lhere is an urgenl neod e thae indus
Iry Loy prudently come up wilh ways
Lo ricdke The business recovery on e
horizon. Enler the 'GM Surmmil” by
Hotelior Indize We conceplualised
amd curaled Lhis series o evenls Lo
heslp hoteliers comproebend Lhe chang
ws happening in Lheir coosyslem and
Lhen map Lheir business plans.

Druring Uhes Tirst beg, held al St Regis
Murmibuai on Z2nd March, keading ho
lediers sharsd Lheir experienoes and

well thoughl analyses on e Tulure

inour cover slory Lo know how Lo suc
cewd in Lhis procarious eovironmaenl
Hotelier India also organised Uhe
Pillars of Procurement” webinar in
March, which sww Lhe allendanoe ol a
large number of participants. During
Lhe inlersclive session, procuremenl
heads of leading holel  companices
shared Lheir insighls on Lhe nesd e
achance planning, benchmarking and
collabworation wilh hecal vendors. Fol
lowings Lhessee prasclives will hedp holel
iers augment Lheir existing clliciency
while Tulure prooling their brands

Loy brebler absorh the impacl ol unex

pecled inciden
CONVTD 19
Thier pandemic highlighted how in
dependent holels are increasingly, and
worryingly, exposed Lo lnancial boss.

Many holel companices ane exploring

i, liker Uhe oulbreak of

independent and bouligue holels Lo
irmplement solid sales and markeling
stralegies. In the “Big Inlerview” ool
wenir, Eivier Berravin, MDD of World
Hatels Assia Pacilic, shods light on
b hobel onmers can negoliale Hex
ibler Lermes wilh Lhe industry players as
Lhesy weill benedit Trom the association
wilh an inlernabional Brand.

This s jusl a glirmpse ol some of Lhe
calighlening and exciling arliches in
Lhis issue. So grabya cup of collee, and
sel U e dhonwn Fowr sormie happy reading,

Uil reeexcd Lieme!
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High on fashion.

| OW on maintenance.

Spectrumwood Decorative Veneers is all you need to
do up the interiors. It's a perfect match between
great quality and style.

{7] Eco '/DT Mo Qil Patches /[ﬁ} Assurance m Seamless
\S'_‘."ﬁ Frigndly \; _;j on Veneer K.i_.;;_ of Quality \de/’ Veneer Surface

Gresnpanel Industrias Limited

3rd Floor, Plot Mo, B8, Sector 44, Gurugram 122003, Haryana.

T 291 124 4TB4600 | F 91 124 ATEAEED | E infoBgreenpanel.com
Aegd. Office: Makum Rosd, Tinsukia 786125, Assam | GIN L20100AS201 7PLE01B2T2 Toll Free No. 1800 102 2899 (Monday to Foday except holidays 10am-5pm)|
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ADVISORY BOARD

Owr distinguished advisory board has been assembled to guide Hotelier India in becoming a stronger champion of the community.
Members have been invited from the highest levels of the industry to ensure that the magazine continues on its path of success.
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CREATING A
CULTURE OF CARE

The GM Summit underlined why hoteliers need to have the confidence that
their teams can deliver exceptional experiences, efficiently

BY VINITA BHATIA

usiness recovery is the buzzword in India's hospitality
industry. Hoteliers are gearing up for a guick mboot
to make up for lost business over the past couple of
years. At the same time, they have leamt some tough
lessons, which they do not intend to forget in a hurmy:

Hoteber India conceptualised the 'GM Summit’ series to dissect
these leamings and help hospitality leaders share their experi-
ences to benefit their peers. The first edition was held at St Regis
Mumbai on March 22, and will soon roll it out in Kolkata, Mew Delhi
and Bengaluru.

The GM Summit saw the attendance of over T70 leading hotel-
iers who gathered in to understand how different brands reacted
to the pandemic. The illuminating panel discussions helped them
gain insight into the innovative dimeansions adopted by top brands
to survive and succeed. It included discerming ways to create new
business models based on external resources, the need for ool-
laborations and adhering to entrepreneurnial thinking.

While launching the GM Summit, Bibhor Srivastava, MD, ITP Me-
dia India, said that Hoteler India has always endeavoured to cre-
ate new and meaningful platforms that allow knowledge sharing




for the benefit of the industry. “The evening is dedicated to Gen-
eral Managers (GMs), who supported the staff and worked with
their owners to safeguard the fiscal health of their properties,” he
said. "GM Summit is dedicated to these stalwarts and s a salute
to their resilience” He also thanked Kohler, LG Electronics, AH In-
termational, Maharashtra Tourism and Hafele for supporting this
much-needed initiative.

Vinita Bhatia, Editor, Hotelier India, said that despite the chal-
lenges brought in by the unpredictability past bwo years, many
GMs innowvated their business models to provide a first response.
"The industry continues to be vulnerable to changes in their busi-
ness environment due to workforoe scarcity and spiralling costs.
They also lack clanty of how and where they can get started when
bweaking their existing models,” she noted.

SOMETHING FOR EVERYONE
The Summit began with a fireside chat bebween Dr Dhananjay
Samwalkar, Joint MD, Directorate of Tourism, Maharashtra govem-

ment. It was followed by panel dis-
cussions on Digging deep to build
stronger business foundations' and
"Acid Test — Caring for people, prop-
erty and profits’.

Speakers shared their experiences
in responding to the pandemic with
simple yet smart ways to bring about
positive change, which could spill
over beyond the crisis. This included
empowering intemal resources and
devising intelligent ways to help
them deliver new offerings and ser-
vices. They also spoke on how they
tweaked their value proposition to
preparne their brands to deal with un-
expected challenges.

Some invested in creating partner-
ships with existing and new business
partners. This approach brought in
new resources, knowledge and op-
portunities, which can go a long way'
in helping hoteliers tackie long-term
opportunities in their environment.

Post these enlightening sessions,
all attendees interacted with each
other in an informal setting. Several
of them had captivated conversa-
tions on ways and strabtegies they
would embrace for their respective
brands to get the highest retums

post-crisis.
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/'/TOP PRIORITY FOR MAHARASHTRA GOVERNMENT
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@ VWinita Bhatia in 2 fireside chat with Or Dhananpy Sawallar, jent M0, Drecorate of Teermm, Maharashira

a, the third-12

st and the second-most populous The state government recently submitted a proposal to LIN-

nationally ESCO to Include some of the 30 forts in Maharashira as world

i

state in India, Is an attractive destination for tol

and internationally. The state’s tourism department is giving a hentage destinations. It he outfined an adventuro tourism
huge policy push for mega infrastructure development projects policy to promote these structures.

to fuel tourismn sector: In a fireside chat with Vinita Bhatia, E
v India, Dr Dhananjay Sawalkar
of Taurisrm, Maharashtra shed ght on the

chtor
it MO, Directorate THE ROAD LESS TRAVELLED

e government's Religious tourism in Maharashtra has seen a huge uptick in tha
plans to partner with the hotediers to turn these plans inta reality. past couple of years across the country. The plan now is to buff-

“We ha
ment-in toursm. It has pravisio

in tourist

& initiative

i an incentive scherme to attract new capital invest- er the ove infrastructure to support this increase

5 like sxernption from stamp traffic. Recently, INR 100 crare was earmarked for

duty, refund of state GST and waiver for water and electricity with the support of Maharashtra State Road Transp
charges.” he said. During the pandemic, INR 70 crore was dis- ticn (MSRTC).

Tt Corpara-

T

bursed under this scheme. "While thi at opportunity, The Directorate of Tourism is  Qiving a8 massive push for
not many hotel companies have taken benefit of this scheme,” caravan tourism in the state. “We have exempted vehicle tax
he added. for caravans and already 10 caravans are operational in Maha-

rashtra. To encourage more players, we ang offeéring subs
NATURE'S BOUNTY mew entrants,” Dr Sawalkar added.
The. state government’s

OHCY encompasses The agency s also creating caravan parks an arash-

sub C that lever ources.. "Last year, tra Tourism Development Corporation (MTDE) land, includ-
over S00 units registered under the agro tourism, Maoreover, ng Mashil Kalra and Malshejp MTDC, the commercial wing of

since the state has 720 km of coas

adventure tourismm,” Dr

tal line, we are endorsing the st tourism departmeant, has 4000 acres of [and

valkar added. government has come up with a PPP model to enc

yurage the
Maoreover, the Directorate. of Tourism has come. up with participation and collaboration of industry stakieholders to build

a beach shack pe

¢, taking an inspiration from Goa. Eight properties in these lands,

beaches have boon idontified for this 2 has been heartening and five
n Raigad, Sindhudurg and Ratnagir e Ccome un already inareas including Mahabalesh-
already in the final stage of approval. We hawe war, Matheran and Ajanta. "In the second phase
identified the land to be acquired and permissions to be
ed and are now waiting for th
should come within four to five

Initiative. including those Dr Sawalkar said the respons

Wi want to os-
30 propertics and want hoteliers to come farth to makes

overnmental consent, which Maharashira the go-to travel destination in the couniry, and the

tabhs

months,"” he revoated world,” he added.
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© Panel | Digpoy Deep o Buld ftronger Buomers foundanon was mederated by hashu Sarm.

Typically. when faced withacr

inent as the pandernic, most professionals ©

. especially something as prom-

o back; pause, and

relook nclude how they 'do business, con-

se their time, etc

overything. It could
duct thems

Diving
or Busin

Hotols, asked hor fellow pan:

s, how they can prior
Ngging Deep to By
or Anshiu Sarin, CED of Keys
lists about that one thing that they

straight into the session T likd Strong-

5 Foundation’, mos

doubled down their efforts on, processes that they eliminated
and concepts that they introduced. Responding to this, Ranju
Alox, Market VP-West India, Marriott International, said that the
hotel chain do

bled its efforts for off

“Im the Indian hospitality sector, luxury p
lives. Often when business is good, we take this for
result, the nuember pie emploved to do diff
a different meaning e elaborated. "The pandemic comp

ws a huge part in our

nted. Asa

‘ent jobs takes

ed

hotels to relook at their manning levels to do things better”

The hotel company cut down dramatically on various tradi-
ticnal frills, including workforce and HLP to survive the tough
tirnes. Currently, the industry is.on the cusp of converting sur-

vival into thriving. This presents the perfect opportunity Tor

hoteliers to move forward while remembering the

thie last bwo years.

earning Tor

LOOKING INWARDS

Many luxury brands were very significantly impacted during
the pandemic, but companias with a portfolio mix of economy
and mid-scalke properties were able to hold their
tam Singh, Area Director - West at Lemon Tree Hotels Limited,
explained how the group decided what strategies should be

adopted fo

owr, Naro-

vival while caring for pecple.
"Wa wero very
from the M

Clear that win will not lay off anyone, 5o starting
atu Koswani,

wone took

to-genoral ma

arm would

teps 1o take to

ionally, the
rdnesday to disc

wioather this r"- L

Panellists

Sarin noted that as an industry, hoteliers often tend to slip into

silos, not just at individual units but also at the corporate leweal.

The pandemic brought a synemy into the s

one on the same page. While hoping this status quo would stay
o asked Koustuva Mukherjee

aza Hotel Ahmedabad, what +

for a longer tirme, sh
eral Manager of
one thing that tha

f the window.
s any of the

brands hotels in Gujarat Ffor a single day. “We decided to stay

campany decided to toss out

He stated that the mandate was not o cio

and
avoid salary cuts,” Mukherjee claimed. "The properties had an
average of 72% occupan
tingly, Pride P
| automobile companies. During the first wave, the

operational throughout, even make employvees stay ons

¥ throughout the panden

aza Hotel Ahmedabad is loc

focus to provide accommodation to professionals from
traveliing to the cit

During the second wave, this was expanded to house health-

these organisations and media people

care profes These initiatives helped the property to
achieve 46% EBITDA.

MEMN AT WORK

The pandemic Torced most hoteliors o challenge the  oxist-

rs.

g state of affair e were already talking about relooking

at maEnnireg levels across many ansgas, even pre-pandenic,

hit Dar, Regional Director, Operations - lndia (&
painted out "But the last 24 months forced us to

sions in thic space’”

with) at Hilton,
take hard deci-

Dar added that it is unlikely that any hotels will revert to the
older manning levels as things work fine with the current ratio.
"l am not saying we will not ramp ep, but it won't be at the pre-

pandemic level because many of us have

cies and ways to leverage it,” he reiteratod
Atul Bhalla, Area Manager - West, ITC Hotols

-“'1.':|F||._,"'r ITC Mumbat,

25 in manpowear structures, cost structure also underwent a re-

and General

noted that in addition to chang-

araiifng
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down to a

This

We deliberated a loton how to bring the

o be be

~prepared for fulure contin

EE

oW
F&B wverticals, which have
become successful enterprises in their own righ

we launched our slepp amenitios anc

t.” he added

end game was to future procf the hotels for any unforeseen

oveniUa mpaChimg o

ustormer expactations about the

of-the-box bec

brand. Think ol amie par Tor cou

h

ol companies, be it food
Those that did this-seemed to do better than t peers In

F&B business breathed life inte the revanues of maost hotel brands.

very or tappi

Ly

And pnost of them are likely to continue focusing onthis segment

nereasingly going forth

Anant Leekha, Cluster General Manager for ibis Mavi Mumbai

and it

5 Vikhroli recalled how his earlier property, ibis Mew Dali

~

e first to offer a g
t prepped for t

Aerocity was t

acility to international

travellars. And within 24 hours, “Since
| was personally heading the hotel, | rermembered how | spent the
initial days convincing and training associates ta cater to this new

" e reminisced.

Mg Povies over
wieek, we see maore than 150 new.ques
Leekha added,

becorne tho game's name, b

oming

xcause of these initiatives,

ity has

Wihile frug

glized that they need to revisit their strategi

ers have re-

a5 business starts

picking up. They continuously seek ways to optimise their currént

operations by unearthing newer means to remain efficient

UNITY IN ADVERSITY

- el \

@ Panel T Ao Test - Coemy for People, Property and Prafits was maderated by Jadesp Dlang.

Jaideep’ Dang, -MD. Hotels and Group, South Asia,

JLL, flagged off the discussion on ‘Acid Test - Caring for peoph

property and profits” with a simple guestion - -how did the re-
cent adversity bring the industry together to make business rnore

sustainabrle in the long-term, Sanjay Sethi, CED of Chalet Hot

pointed out that the collaboration
1in the past.

ation that happened in the past ¢

t occurred in recent months

wias significantly missis
ouple of years
added. "Tha

5 phenomenal

d 0 the past five decad he
the Industry

together 1o roll out recommendations to

arity that we acr We

could put our minds

preunp—T

government agencies for ‘'mobilising ‘policy. changes that will

benefit the imdustry:

Jaideep then prodded the panel

are the top three
learnings fromn the pandemic pertaining 1o people, property and
perforrmance. When it bo
The Leala Pala
i

d to people, Anuraag Bhatnagar, COO,
Hotels and Resorts, claimed that the mos
on was the o
"Diring the pandemic
they feared for thoir health, wellbeing an

impor; up,

ant real ced for communication

vie for leaders to show

even if itis

e those guaims,
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A how the company anno

Qoing W WD werno tc

on,” he-omphasised. “We built pati fth - fund in April 2020 to help emiployee

the owne us r I the |

CoOMMuUnItY DYy 1o OYRANSs, We OizDUrsed

around F000 He:

n %1 milllion in'lndia, benetitt

playiook which works muty

aborat

changing as the situation  somehow.” he transparency and Commi-

ore refluctant to - nication were important, t

OIS

O empathy

a2 Up Ou worried that pararmoant.”

awan added that

Al

nag 1o oo Ry

open arms,” Jain or possible, Accond fpcused

on driving topline growth, This

keholders like arline and

hi pointed out that en-

ont Up exponentially. "We be-

ad that it quickly beca

orming,

boa

bk for rything and everyon vaent for a hiring freeze in

Ahluwalia added that Hilton had some strong awners who soon after This helped

anding

v in one night ¢

S judicic

need }

stood with industry

with the p

andemic ¢ VNG FRApIng ¢

brakes on ::-I':-'WI-"I:'! business, the one thing that pe . Puttin g [ Mmonay wherg- ine moutn

any organisation treated therm. yrmved, but this




(-
O
u i

|
[= 9
<
Z
w




SNAPSHOT OV FIGET

www. hotelierindio.com HOTELIER INDIA | APRIL 2022 | 19




BIG INTERYIEVY

THE SOFT
APPROACH

As a soft brand, WorldHotels is trying

to appeal to independent hotel owners

by offering them increased

autonomy around

operational aspects
and design while

benefiting from

distribution and

loyalty networks

BY VINITA BHATIA
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his pandemic highlighted how independent hotels are in-
creasingly exposed to financial loss. A soft brand agree-
ment will allow independent and boutique hotels to im-
plerment solid sales and marketing strategies.

Further, they can negotiate flexible terms with the industry play-
ers as they will benefit from the association with an international
brand. Owning companies don't need to sell up or enter into more
complex agreements (either franchise or management), and they
traditionally cover the higher end of the market.

Keeping this in perspective, the BWH Hotel Group recently un-
derwent some changes designed to build its new image as a hotel
chain that can offer everything from midscale up to luxury. The
‘WorldHotels properties, for instance, want to retain their identities,
independence, and freedom while leveraging sakes and marketing
sUpport.

This is along with the distribution level only a major internaticnal
playver can offer, and this is where the soft brand option makes
sense. Dlivier Berrivin, MD of WorldHotels Asia Pacific, explains to
Vinita Bhatia why BWH Hotel Group is increasingly focusing on its
softer brands and what this means for WorldHotels and independ-
ent asset owners.

Were softer brands like WorldHotels more fortunate in weather-
ing the pandemic than their branded counterparts?

The first component that owning companies like in a soft brand is
the lack of design and brand requirements, which cbvicusly have a
financial impact. As we target the luxury sector as a priority, we are

@ A resort m Bali, Phuket or Hha Trang wil nesd mere support en the lmmre sde,

When you deal

with a conversion,
mandatory brand
standards can
somctimes be a deal-
breaker as owncers
don't want to make
massive investments
to make the property
compliant.”

— Olivier Berrivin,
MD, WorldHotcls
Asia Pacific.

trying to appeal to independent hotel
owners who have been running their
properties for years un-branded. The
soft brand offer provides thern with
increased autonomy around things
like operations and design while still
benefiting from distribution and loy-
alty networks.

Moreover, the absence of con-
ventional "brand standards’ and ad-
ditional requirernents you  would
typically have under a standard fran-
chise or management agreement
i5 helping those properties control
their operational costs better. It is,
therefore, no surprise to see the cur-
rent level of interest with soft brands
as an alternative option.

In addition to these limited require-
ments and to support better our
partners during the panderic, we
implemented a series of measures.
These include fee waivers, reduc-
tion of loyalty points charged back
to properties, an increase of hotel re-
demption compensation, and waiv-
ing of co-op marketing fees. This
move resulted in a very low number
of properties leaving the network as
wie are into this together.

How, and why, are softer brands like
WorldHotels becoming increasingly
appealing in today’s environment,
be it with developers or travellers?
The soft brand model gives more
flexibility to the developers because
of the minimal number of brand re-
quirements. When you deal with a
conversion, mandatory brand stand-
ards can sometimes be a deal-break-
er as owners don't want to make
massive investments to make the
property compliant.

From a customer's perspective,
wie can see a rise of 'lifestyle’ expec-
tations as travellers want authentic,
local experiences, Nnot just a stay in a
hotel roorm that will lock exactly the
same, regardless of your destination.
These travellers are now consider-
ing alternative booking channels as
they don't only focus on money well
spent but also on tirme well spent.

How is WorldHotels expanding its
footprint in the Asia Pacific, espe-
cially in India?

WO I wtelierindio. conr
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The past two years have cbviocusly been slower when it comes to
pure brand development and the focus was actually on the reten-
tion of our portfolio. We have several offices in the ARPAC region
{Bangkolk, Beijing, Shanghai, Singapore, New Delhi, Tokyo, Sydney)
and increasing our footprint is one of our top pricrities.

Wie are witnessing a surge in projects, more specifically ‘green
fields', especially in Vietnam. where we expect some activations
over the next couple of months. Conversions will probably take a
while longer to materialise as owners in APAC want to see the situ-
ation stabilising before making a contractual commitrment.

India is definitely a pricrity market because of its size and poten-
tial. We already have some partner properties there and we expect
our portfolio to grow further in 2022, thanks to the support of our
Mew Delhi BWH office.

Currently, WorldHotels has four collections - WorldHotels Luxu-
ry, WorldHotels Elite, WorldHotels Distinctive and WorldHotels
Crafted. What are the differentiating aspects of each of them for
developers and travellers?

Each Collections correspond to a need and target different cus-
tomers. Luxury’ celebrates iconic establishments that are recog-
nised as a local landrnark. The 'Elite’ Collection targets upper-up-
scale properties recognized for the elevated level of service. We
then go to the Distinctive” collection for upscale hotels delivering
a welcoming lifestyle and unique experience in the maost desirable
locations. Last but not least, our recently added "'Crafted' Collec-
tion, an all-inclusive concept that captures the spirit of the des-
tination through design and creativity resulting in an emotional
connection.

Most hotel owners and developers were in survival mode
throughout the pandemic. How are you working with independ-
ent and boutique hoteliers in India and small, regional chains of-

Conversions will
probably take a
while longer to
matcrialisc as owners
in APAC want to

sce the sitnation
stabilising before
making a contractual
commitment.”

— Olivier Berrivin,
MD, WorldHotcls
Asia Pacific.

& WorddHobels will foos on evienational corporate, MICE, and oonsoriia segments once traveling beoomes 3 reality agam.

fering them the safety umbrella of
larger hotel brands?

Our current portfolic in India is four
properties. International travels have
not resumed yet, and those hotels
rely prirnarily on the domestic mar-
ket for their production. We prioritise
suppoarting them with our local rep-
resentative office and our sales team
until the situation returns to nomal
Thanks to our global sales network,
we'll be focusing on international
corporate, MICE, and consortia seg-
ments once traveling becormes a re-
ality again

How is WorldHotels highlighting
that it can offer asset owners and
developers superior revenue based
on the property’s location?

Our office in New Delhi supports the
Singapore regional office with leads
and negotiations as direct commu-
nication is a must and nothing can
replace efface-to-face negotiations.
We target conversions of upper-
upscale and luxury properties as a
pricrity.

We also have several newly-built
projects being discussed as those
properties will open over the next
couple of years and contribute to our
expansion in India and the whole of
APAC. The existing partnership with
the Lalit Hotel Group is an additional
selling tool to support our growth in
such a big market and we see plenty
of opportunities as we move forward
in 2022 and beyond.

‘What kind of support do you extend
to these hotel developers and own-
ers to improve hotel profitability?
W support independent luxury ho-
tels by delivering revenue generation
services, business data, and optimi-
sation tools through our global net-
work of performance and revenue
organization with flexible soft brand-
ing options. Our partnership is not a
management agreement, and we do
not involve ourselves with the day-
to-day operational reguirements as
that lies with the hotel team.

Many independent hotels in India
constantly battle the perception
that they might not have the same
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high standards as glocbal brands. How are you helping them
counter this perception?

In the luxury segment, many independent brands recognised
worldwide are actually located in India (The Taj Group of Hotals,
The Obercd Group or The Leela Palaces, Hotels and Resorts). Thesa
independent groups have constantly received awards in the luxury
segrent for years. The Indian luxury sector has clearly nothing ta
prove as they deliver ocutstanding performance when it comes ta
service, and their properties are stunning. The current perception
about standards might actually be something independent hotels
experience mora in the midscale segment vs. international brands
competing in the same category.

Has it become easier to convince owners of standalone hotels to
go for branding as they see the gradual shift of customers from
non-branded space to branded space?

Globally, we're seeing an Increasing number of independent own-
ers who finally acknowledge the benefits and importance of join-
ing a netwaork for a series of obvious reasons and this applies ta
India as well to some extent. I'm referring to properties who refy
on their respective domestic markets and try to increase RO or
ADR by tapping into the international inbound. be it conporate or
leisure, depending on their locations and markets.

The international MICE sector is also a componant that will mo-
tivate the properties with adequate facilities to feature themselves
as the main providers of such events. India has plenty to offer
wihen it comes to combining work and leisure activities, and all
opportunities will have to be maximised to make the country a
relevant choice.

When you get these independent hotels in your portfolio, how
are you migrating unorganised hotel room inventory to organ-
ised segments so that these conversions add tremendous value
to all the stakeholders?

In case of a conversion, the hotel has been running independently
for years. They're often very well established in their respective
markats, and most achieve a decent business level, Due to chang-
ing trends and increasing competition, both branded and un-
branded, they have to reconsider their business model and enter
an affiliation agreement under a soft brand to remain competitive

e

Bl e it

Ir- .-

& WorkdHotrls" dndan portlelio encompases four propertes

We're very flexible with the tech-
nical approach to ensure that their
existing PMS can be. connected to
ourown Central Reservation System
without any significant investrment
and guaraniee an optimized flow of
business in a very timely manner. The
owrer will see the actual benefits of
global distribution and increased ex-
DOSUFE N a wery concrete way.

We obviously provide recommen-
dations regarding room types and
market segmentation beforae the ac-
tumal systemn migration. Still, it's wlti-
mataly up to the managemont team
at the property level to acknowledge
our PRO's recommendations and im-
plement accordingly.

97 ABOUT OLIVIER BERRIVIN

SWEraNess.

BWH Hotel Group in March 2015,

In February 2021, Olivier Berrivin was appointed the Managing Director of WorldHotels
Asia Pacific. He is responsible for all aspects of the operation of the brand In the region and
will focus his efforts on hotel development and growing WaorldHotels presence and brand

Prior to that, Olivier was overseeing all the franchised and managed properties for BWH
Hotel Group in the South East Asian region, including the developrment of their 14 brands

Olivier started his career in Asia back in 1993 as a managemant trainee with Nikko Hotels
in Japan. He joined Accor in 1994 and was subsequently assigned to China. with tha Movio-
tel Brand. He staved with Accor until 2008 and held variols positions all over Asia, ranging
from pre-opening and running properties, to re-brandings, mainly with Movotel and Sofitel
In 2008, Wyndham presented him an opportunity of holding a cluster roke in Dubal, which
he held for two vears, before moving back to Thailand to open the first 'Ramada Encore’ in
the region. Olivier returned to Accor in 2014 before being appointed to his regional role at

Do you think most of these conver-
sions or rebranding will occur in the
leisure space?

The locations of the wvarious pro-
jects, whether it's a CBD property
in New Dalhi or a resort in Bali, will
dictate the segmentation. Histori-
cally, we have always focused on
corporate, MICE, and consortia
segments as they're the ones with
the better return and are less sub-
ject to seasonality. A resort in Bali,
Phuket or Nha Trang will need more
support on the Leisure side, and
our giobal sakes teams are also us-
ing all their resources to deliver on
that front. @
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THE PILLARS
WHO PROPPED
PROCUREMENT

Advance planning, benchmarking, collaborating with
local vendors — leading procurement professionals

share how they adopted newer and improved
processes to augment efficiency

BY PRANITA BHOSALE

PROCUREMENT
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EVENTS

ficiency akeng with cost savings, while also attracting the rising
tribe of eco-conscious travellers.

To understand the road ahead, Hotelier India organized the "Fil-
lars of Procuremnent” webinar on 1lth March, 2022, The virtual event
was curated by Mitin Magrale, Founder of Hospitality Purchasing

We started taking
payment status
from vendors since
we negotiated with
them and they look
up to us to support
them in their
payment terms.”

— Basil Masscy,
Corporate GM -
Purchase,

The Lecla Palaces,
Hotels & Resorts

Mecting a supplicr
and negotiating with
them is only 10%
of the procurement
business.™

— Bharanidharan
Ramaswamy,
Dirccror of
Procurement-
APELC,

Marriort
Intcrnational

Managers Forum and he was joined
by his peers Basil Massey, Corporate
GM - Purchase at The Leela Place,
Hotels and Resorts, Bharanidharan
Ramaswamy, Director of Procure-
ment, APEC at Marriott Internaticnal,
Harinaran NV, Associate VP-Materi-
als at Indian Hotels Company Lim-
ited (IHCL) and Sudhir Gupta, Head
- Procurement at ITC Hotels. During
this session, the panelists addressed
pertinent topics, including  digital
transformation in procurement, sup-
ply chain challenges, sustainability
and working with local vendors.

THEABCOF PROCUREMENT

Magrale flagged the session by quiz-
zing Ramaswamy about the changes
Marriott implemented to keep pace
with market dynamics. The latter
stated that the hospitality company
focused on the ABC principle, which
encompasses advance  planning,
benchmarking and collaboration.
While advance planning was chal-
lenging during the pandermic when
things kept shifting constantly, ad-
hering to this principle can help save
substantial money, time and effort.

“Meeting a supplier and negotiat-
ing with themn is only 10% of the pro-
curement  business,” Ramaswamy
pointed out. “We need to do our
homework on what, when and how
rmuch has to be purchased, which is
part of advanced planning.

‘While inflation drives up prices
constantly, it also puts a cost pres-
sure on hotels, especially when rev-
enues might be low. Hence, bench-
rmarking of products and identifying
different options and sources Can
help alleviate this challenge. Ramas-
wamy suggested that benchmarking
could include various factors, includ-
ing past purchase prices or market
indicators for different brands. In ad-
diticn to benchrnarking and stand-
ardisation, Marriott also used the
dowenitime clean its internal database
with vendor credentials to that the
procurement team is ready to hit
the ground running when business
rRCOVErs.

Collaboration, according to  him,
is critical and it requires staying in
touch with suppliers constanthy.

www. hotelierindio.com
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Moreover, it is important to not overlook the human element of

= and refrain from treating vendors merely as sources

this busines
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Magrale approved this
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When Magrale asked the panellists on ow their procurement
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JPillars Of
Procurement

If we are strongest
brand in the
industry today, then
it is partially becanse
of our vendor
partners,”

— Hariharan NV,
Associate V-
Matcrials,

Indian Hotcls
Company Ltd

strategy resulted in driving com-
petitive advantage for your business,
Gupta stepped up 1o the plate. He
stated that even when hotel opera-
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this opened their minds to identifying risks. "We all paid attention
to issues like capacity constraints since many vendors are also de-
pendent on subcontractors. This realisation made us rethink exist-
ing strategies and future-proofing it for any unexpected disrup-
tions,” he mentioned.

Moreover, this enhanced visibility into procurerment practices
has helped augment the relaticnship between procurement heads
and suppliers. The former also realised the merits of localised and
reasonable sourcing.

Gupta noted that under normal conditions, procurernent profes-
sionals would not look into these alternatives, but they were com-
pelled to explore it during the pandemic. “For instance, whether it
is groceries or amenities, the percepticn is that big chains always
have so many international and regionals contracts, which they
can leverage for volume purchase. But we were forced to have
some kind of relationship with local vendors if we wanted to sur-
vive during the pandemic,” Gupta noted.

Ramaswamy added that vendor development also includes lis-
tening to suppliers and understanding their pain areas. "During
tough times, some vendors might want to reduce, or even exit,
the business.

DEVELOPMENT PRACTICES

Often, suppliers also need assistance in terms of what products
to introduce, how to do it or sell them to hoteliers. Magrale stated
that these developrment practices can have a bearing on a hotel's
perforrmance and invited panellists to elaborate about this.

Massey recalled how earlier, consultants for linen and upholstery
would showcase swatches and ask procuremnent professionals to
import themn from Singapore or another global city. This was the
industry practice till the pandemic struck.

“Today, we work with local vendors and not only save money
and get a good price for the material, but we also benefit from
faster delivery time. We could also monitor that production per-
sonally. This has become a landmark shift across most product
verticals,” he reiterated.

50, while earlier many hotels would procure furniture from China
for their properties, today local vendors are able to match the de-
sign, price, delivery and even offer better quality.

Interestingly, vendor partner development is not merely about
replacing a product or creating it locally: it also encompasses hand
holding the supplier to bring them up to the level of expectations

In the wake of these
disruptions, a lot
of flexibility was
required to kecp
opcrations running
and a lot of focus
shifted to risk
management.”

— Sudhir Gupta,
Head - Procurcment,
ITC Hozcls

The vendor partner
first nceds to
understand what the
hotel company wants
and then they need
to be ceducated on
how to rcach there.”
— Nitin Magrale,
Foundcr, HPMF

Sudhir Gupla

for the organisation. “The partner
first needs to understand what the
hotel company wants and then they
need to be educated on how to
reach there,” Nagrale explained. "This
could include overhauling their exist-
ing production practices or enhanc-
ing their technical knowhow.”

Adopting the role of a mentor
helps to break the tendency to work
with singular vendors. Procurerment
professionals can instead create a
larger network of suppliers, which
also gives therm the power to negoti-
ate better and get faster delivery.

Hariharan added that in addition
to developing a setup of local sup-
pliers, IHCL has also helped these
vendors to export their products, be
it fabrics or furniture. "For one of our
international projects, we imported
from India, which gives the Make in
India initiative a massive fillip.”

All panellists agreed that the on-
going Ukraine war, escalating fuel
costs and rising freight charges
have also increased import duties.
At times like these, the only way
to control costs and have continual
supply of products is by aligning
with local vendors.

The pandemic might have thrown
several curveballs at hoteliers. How-
ever, it also shed light on newer
practices that could be adopted
to make them efficient and agile.
Check out Hotelier India's YouTube
channel to list to the panellists of
‘Fillars of Procurement’ and see
how these professionals pivoted the
challenges by adopting innovative
strategies. @
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THE EVOLVING FACE
OF HUMAN CAPITAL
IN HOSPITALITY

The report by JLL and The People Network sheds light

on emerging trends, challenges, and outlook for the
hospitality sector with a specific focus on HR, during
these unusual times

he hospitality industry is currently adapting to the new
world order where the transformation of culture, peo-
ple, technology, and organisational processes are amal-
gamating and progressing rapidly. The revamping of
the workforce is real, and the leadership is changing forms.
‘Well-defined new age values and shared beliefs will ultimately
augrment profitability and shall replace archaic management
structures. A research by JLL India and The People Network
indicates internal alignments and collaborations with key stake-
holders will be vital to achieving greater heights.
The pandemic has forced industries to innovate and re-im-
agine all the existing processes, which are likely to last beyond

the era of social distancing. From simpler check-in experiences
to more efficient energy management systerns, most of these

changes will stay with us and break the chain of traditional ser-
vice and operational standards.

The last two years have given industry leaders enough time

to re-evaluate the long-established standards of human capita
management and helped them move toward leaner and more

efficient staffing models. Broader, more-interesting jobs will lead

PRODUCTIVITY MANAGEMENT STRATEGIES/ INITIATIVES

o E

Ranked in the order of priority

-

to stronger employee engage
and possibly even higher wages

3

and leaner staffing structures -

- making it a win-win situation.
Incentives

and dynamic

Empowering
staff through
upskilling
and dual

responsibilities

Strengthening
the training,
SOP and MIS
systems to
consistently
deliver target

compensation,
and career
path strategy
o facilitate

a higher rate
of talent
retention

4

Better work-
life balance

5

Retention

of skilled
manpower at
Staff leve

SURVEY RESULTS

AN INFERENCES

This study attempts to evaluate the
sentiment across stakeholders and
decision-makers of the hotel sector
and outline the offerings that com-
panies are providing to re-establish
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separated from critical roles, and staff members are equipped
to perform on mao
and development tools

e than one competency via dynamic learmning

At this most critical juncture, the industry needs to reinvent
the hospitality rnodel, starting from its core foundations - struc-
turing mare efficient operations and taking lesser peopie to exe-
cute. The industry needs toinyest miore strongly in its workforce
and cultivate the backbone of the industry. The considerable
role of cross-training cannot be understated. There are oppor-
tunities for companies to combine tasks, skills, and responsi-
bilities to deliver a supericr hospitality experience around fewer
and better-compensated jobs.

Hawving survived the thick of the lockdowns, over 78% of re-
sponses have also embraced leaner organisation structures
as a business strategy that is here to stay. The same would be
achievable through strategic digitisation of select, non-guest
facing roles combined with outsourcing of select unit and/or
cluster level functions

When asked about managing human capital productivity,
over B5% af responses have echoed empowerment through

%ET TAKEAWAYS FROM THE SURVEY

= Flatter onganisation structure. Emergence of centralisation
Sclustering of roles as a key business strategy

= Learning and development. Continued focus on emipower-
ing staff through upskilling and dual responsibifities, sepa-
rating critical skills from critical roles

= Salary normalization: Restoration of compensation to pre-
COVID noms with traditional pay structures and incre-
ments

= Career path. Define a clear and distinct career strategy 1o
boost talent retention

= Brand building across the organisation: Rebuilding organi-
sation trust and culture towards enhancing employment
branding

The survey results have echeoed leaming and devel

pmnent
opportunities, enhanced digitization, and leaner onganiza-
structures as the central theme of their human capital

LONG TERM INTERVENTIONS CONSIDERED IF A S W e
THE COVID-19 SITUATION PERSISTS COpeTEoton. ShO. foter, Bain

(% OF RESPMONDENTS)

% 84%

B0
70%
0% 58%
S50%
40
30%
208
0%
e

ctrategy as promising avenues of
talent retention,

The other motivations that re-
Inforce the benefits of learning as

a wvaluable offering are the cross-
applications of service industry
trainirg. The last few years have
witnessed a significant boorm in
the

service business industry and

general service standards expecta-
32% tions across other industries, which

have alzso’ become distinguishing
factors for guests. Al such times
candidates with holistic hospitality
training and experience make valu-

Revisil manpower planning Defer incentive payoul  Downward pay revision (all levels) able recruits across vanous sectors

making their skillset applica

Central ..'_1'.I:}I'l Digitization Cutsourcing of

& clustering of caloct unit lovel

roles functions and
positions

rmultiple ways

In light of this, the majority has
voted for the compensation strat-
egy herson to align with pre-pan-
demic norms, with traditional pay
and increments structures. Howey-
er, almost 40% have voted for the
restructuring of compensation with
deferred wvariable pay structures
and a focus on performance con-
siderations that include financial
parameters and long-termn strate-
gic goals,
Reclaiming
previously FUTURE MANPOWER
outsourced HREQUIREMENTS
RECEESS0SE JLL is tracking a pipefine of ap-
proximately 52,000 keys in various
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TOP FOCUS AREA THAT WILL DEFINE AND1 tMINE THE

FUTURE OF THE HOSPITALITY SECTOR FROM A PEOPLE

PERSPECTIVE
@ : .

Career path strategy to facilitate a
higher rate of talent retention

11%

Review internal promation strategy
and define future retention strategy

Developing diverse skill sets -
separating critical skills from critical
roles

Strengthening the training, S0P and
MIS systems to consistently deliver
target service levels despite attrition
and churn of staff

Compensation will be the most
important factor

building ganisation culture . loy e anding
Rebuilding organisation culture & employment branding

Adopting artificial intelligence tools and robotics technology to
reduce human interaction

Meed to review Ratio of permanent ermnployee Vs contractual
employes

Creating awareness and Implementation of ESG initiatives

stages of development to be realised over the next 3 - 4 year
period. Tier 1 cities have always dominated business inwvest-
ments over the last two decades as they provide world-class
infrastructure, connectivity and attract the best talent from all
owver India. The hotel industry also has the largest inventory in
Tier-1 cities for the same reasons, amounting to approximately
A47% of overall supply.

However, as key markets mature and business and leisure in-
terest spread wider, the hotel industry is witnessing a significant
shift in upcoming hotel supply, with approximately 43% of the
planned pipeline concentrated in Tier-2 & Tier 3 markets. While
staffing in these locations will require a significant effort and

commitment from the industry to
train and upskill local talent, it also
presents a huge opportunity to en-
courage and contribute to social
and economic development in new
regions.

With staffing ratics seeing some
raticnalization, we expect direct
workforoe  requirements  for  the
hotel industry to be 100,000 -
150,000 hotel professionals, apart
from the huge boost to ancillary
travel and trade industries.

LAOOKING AHEAIL

According to us, the leaders and
managers in the service-hospitality
space will have to walk the extra
mile to regain professionals’ confi-
dence across the cadre. Instilling a
sense of pride and creating an envi-
ronment of trust will be paramount
in the upcoming few months. Dur-
ing this time, the success and failure
of any organisation will be deter-
mined by one singular and essential
factor, ie., "culture and quality of
talent in-house”. Furthermore, suc-
cess in any business depends not
only on attracting, retaining, and
motivating superior talent, but also
on creating a robust compensation
structure that is competitive and
equitable with other service sector
jobs in the market.

With a determined focus, all
stakeholders in the larger eco-sys-
temn comprising hospitality  com-
panies, hospitality educational in-
stitutes, warious associations, and
trade bodies will have to work more
cohesively to demonstrate a collec-
tive spirit for reshaping the industry,
thereby creating a story of success
for the service - hospitality sector.

Employees of this era will judge
potential employers and leaders
with a microscopic lens and ulti-
mately be guided by their emo-
tional conscience and wisdom. We
need to use technology and data
not to drive numbers but to wisely
build the ground rules to effective-
ly change the internal dynamics of
power and relations. Finally, suc-
cessful organisations of tomorrow
will have to be in a constant state
of evolution. B
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TAKING MATTERS INTO THEIR HAND

F&B establishments are increasingly adopting their online ordering platform to take direct
orders without a large upfront cost and without paying commissions to aggregators

BY PRANITA BHOSALE

hile rany F&B establishments had online ordering
even in the pre-COVID era, the pandemic foroed
ther to embrace this whole-heartedly as their very
survival hinged on it. Howewver, most of them lever-
aged third-party platforms for better and wider customer reach.

Heowewver, Parthiv Patel, Co-Founder and CED of Petpooja, point-
ed out that they can develop their ordering platform without in-
wvesting too much finance, time, and effort. Multiple platforms op-
erating on a Saas model offer a monthly payment module (Saas)
for restaurants to create their ordering website.

So. while earlier these establishments had to pay a developer
upwards of Rs 1 lakh to design everything from scratch, they can
get their ordering website for fewer than INR 1000 per month
from companies like Thrive or Petpooja.

Patel cited how Noshi, a pan-Asian restaurant in Delhi and Gurnu-
grarm, has seen good business results since adopting the online or-
dering platforrn (CORP). Mot only have their large base of their loyal

customers shifted to direct ordering
from the brand instead of opting for
aggregators, but they can also take
direct orders without a large upfront
cost and no commission. He believes
this is just the beginning; soon, more
restaurateurs will follow suit.

During the pandemic, many restau-
rateurs were bogged by high rent,
but even more, they were affected
by inventory costs. How can they
leverage technology to reduce this
continual financial strain?

The first step for optimising any pro-
cess is knowing where you currenthy
stand. There are two key features in
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this regard that allow restaurants to know their accurate inventory
and food costs and take appropriate action.

The first is the Variance Report, which allows restaurant own-
ers to know the difference between the defined recipe and the
actual consumption of raw materials. Suppose 150 grams of
cheese is mandated in a pizza. But often, using this report, res-
taurant owners find that 180 or even 200 grams is used on each
pizza. This discrepancy takes away the margin and the custom-
er's experience since there is a deviation from the original well-
researched recipe.

The second is the Food Cost Report that shows the cost of the
last dish sold in the restaurant. Raw material prices keep fluctu-
ating, especially for perishables. Hence, it becomes imperative to
know the live food cost to adjust the menu item price for any price
shocks in raw materials.

To navigate the pandemic's changes, many restaurateurs turned
towards the POS system. Have their expectations from this tech-
nology changed over the months, be it ease of use, affordability,
and reliability?

Three significant shifts have happened regarding what restaura-
teurs want from their PoS. The first is the need for simplicity. Due
to a temperamental labour market, billers and staff turnover have
increased, which led to the need for a simple system such that the
staff can adopt it within a short timeframe.

Moreover, restaurateurs have understood the need for a clowd-
based system to manage their outlets. Since outlet owners don't
sit at the billing desk anymorne, they need a cloud PoS to know
what's happening in the restaurant.

There has been a significant proliferation in B2C apps to help
customers interact with restaurants, be it for loyalty, online, or ta-
ble ordering. Online ordering volurnes have also significantly in-
creased. Owing to the number of apps and the high volume for
aggregators, restaurants have seen an increased need for integra-
tions to manage all their third-party connected operations from
the PoS itself.

What are the merits and challenges of an in-house OOP?
Marketing is the most considerable challenge for an in-house
ordering solution. Most restaurateurs believe in the "build it, and
they will come' approach. That is just not true. Restaurateurs have
to put a lot of effort into marketing to shift their loyal custormers
away from aggregators and into their GOR.

The second issue is logistics. It's a Catch-22 since unless there
are a lot of orders, it doesn't make sense to have your fleet, and
unless you have that, yvou won't be able to deliver orders.

Some third-party hyperlocal logistics players have been gaining
ground. But they find it challenging to offer riders more than 70%
af the time.

How can they make it more lucrative for customers to opt for
their in-house OOP?
Firstly, prices on a restaurant’s OOP has to be lower than on ag-
gregators. Offering discount codes on total orders or reducing
menu prices directly, or conversely having higher prices on ag-
gregators, which

is more prevalent, is one way to do it.

Howewver, we believe a more sustainable approach is offering

A 5% Increase in

diner retention can
impact restaurant
revenue by over
40%." - Parthiv
Patel, Co-Founder,
and CEQ, Petpooja

lowal customers a few exclusive dish-
es only available on the restaurant's
OOR If it has ten bestsellers, they
can offer four as exclusives only on
thieir QOF and keep rotating them.
Diners who want those items will
have to order off the restaurant's
website only. It's a sustainable, albeit
a little harsh, way to push custornears
to expenence direct ordering.

Ahmedabad's Lolle Rosso is an
excellent example of this. Its buf-
falo chicken sushi wasn't awvailable
on aggregators for the longest time.
| lowved that dish. Every time | wanted
to eat it, | had to order from its QOR
Since | now have a complete profile
on their ordering module and don't
need to enter my information every
time , all my orders are now placed
on their website.

How can integration of loyalty pro-
grams with their POS help convert
first-time diners into regulars and
regulars into promoters?

Lovalty programs significantly  in-
crease retention if used comrectly. The
integrations allow billers to allocate
and redeern lovalty points easily, re-
rmioving friction from the process.

A 5% increase in diner retention
can impact restaurant revenue Dy
over 40%. Hence loyalty and mar-
keting autoration to stay on top of
customer's minds rmust be a princi-
pal focus for restaurants.

How can F&B players boost their
customer spend with targeted mar-
keting campaigns that seamlessly
fuse these campaigns into their POS
systems?

The first step to marketing is know-
ing wour customer. With customer
order preference and average spend-
ing. restaurants can create buckers
for classifying diners. They can than
send targeted notifications via email,
SMS, and WhatsApp to stay on top
of mind.

For doing all of this, PoS systemn
data i5 a must because it gives a
rich customer profile. For sending
automated campaigns also, PoS in-
tegration is a necessity since a PoS
will give the trigger on when and to
whom to fire the campaigns to.
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: OF BOUTIC
Pl WA i _

A look at how luxury boutique hotels have used design and
personalised experiences to stand out and compete with larger brands

BY EKANSH SAXENA, CO-FOUNDER, TOUCH DOWN EARTH

n the 1980s, a few small hotels in metropolitan cities like London
and Mew York started what is now termed as the boutigue trend.
These small hoteds, which weren't affiiated with any chain, of-
fered an intimate service to their guests.

A0 years on, this trend has become. a successiul working model
In fact, the luxury boutioue segmont has be-
O DA

n. they were cautious of their

far hotels worldw

come increasingly popular in the of th Wi

When peopl ried traveling ag

hygiene and safety. The bouticque hot with their personalised

ained their guest

confidence due to curated service

approach, i
and a leszer number of rooms.

DISTINCTIVE FEATURES OF BOUTIQUE HOTELS

While there are no clear che

k-boxes that hoteliers have to tick

to earn the "boutique hotel titlhe, a few principles that guide the
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category include
= A boutique hotel doesn't have

more than 80 rooms and is located

in the city centre or a very trondy
areg

= A boutique hotel offers a persanal
touch to overy guest.

= |t has an artistic architectural style
and features designer decor along
with the availability of the newest
technological gadgets

= A boutique facility gels with the lo-

cal culture. For in » ocal tra-

ditional cuisine s offered at bou-

=]

tigue hotols
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Boutique facilities work independently and are usually not part
of a chain of hotels. Howewver, with the success of the boutique
concept, major hotel chains are now offering their own intimate
boutique brand.
In India, successful boutique hotels offer bespoke hospitality, au-
- Indian décor, tailored menus, luxury servic
greenery, and what not. These include Bari Kothi Herit:
‘West Bengal, RAAS Hotels & Rohet House in Rz
burn Tea Est

thent

. refreshing
ge Hotel in

sthan, and Glen-

ate & Glenburm Penthouse in West Bengal.

BLURRING LINES BETWEEN BOUTIQUE
AND LUXURY HOTELS

Like luxury, boutique hotels also ca

er to an affluent crowd and
don't compromise on professionalism. Despite being ‘small” in
terms of the number of rooms as compared to their luxury coun-
terparts, boutigue hotels also have an unconventional personality.

The biggest USP of a boutique hotel is its personalised experi-
ence. They cater to the specific needs of their repeat clients. For
nstance, a boutique facility understands the room and rmeal pref-
erences of its repeat clients.

Also, rooms are customised in accordance with the needs of
the clients. 5o, a family room may have bunk bed facilities and a
room for a gym enthusiast is likely to have yoga mats and work-
out machines. To ensure that the clients feel valued, gue
greeted with their names (Hello! Mr Saxena) rather than a formal

‘Helle sir’.

MONEY MATTERS

Renowned American poet Maya Angelou once rightly said, “I've
carnt that people will forget what vou said, people will forget
what you did, but people will never forget how you made them
feel.” This also holds true in the context of hotels. Luxury isn't nec-
essarily how much money you spend on your stay, but your expe-
rience after the money you spend.

n the past few years, travellers have shown a great inclination
towards boutique hotels due to a more individualised approach
and in the foreseeable future, they will seek more Mmemorable ex-
periences. To this end, boutigue hotels must provide the comforts
of luxury accommodation along with ensuring a fully customised
stay. While being more agile in providing customised and person-
alised services, boutigue hotels should also not discount luxuries
ike spas, lavish meal spreads, and other such offerings.

Without going overboard with their prices, boutigue hotels must
can towards providing elegance and luxury. Investment in decor is

a must for boutique spaces.

LA

Their hotel rooms may include artwork, wallpaper, funky paint
colours, eclectic light figures, antique furnishings, and more. Unlike
the identical rooms of a chain hotel, every room can have a differ-
ent look and feel in a boutique facility.

Attention to detail gives a distinguished personality to these
aces. Such establishments often play with themes that run
throuwghout the hotel. They also offer a great s
do for travellers depending upon the area they are located in. Bou-
tique spaces should incorporate details of their city through what
they offer and serve to their guests. However, in contr
hotels that usually rely on providing incredibly luxurious amenities,
boutique hotels should focus on curating services and offeri

offer an elevated experience to their guests.

A

ction of things to

O lxury

% [kassh Saxena, (o-under, Touch Down Earth.

In India, scveral

boutique hotels have

successtully adopted
the low-wastc
model, promoting
the 'green travel'
trend.™

— Ekansh Saxcna,
Co-founder, Touch
Down Earth

RE-AWAKENING  OF  LUXURY
BOUTIQUE HOTEL SECTOR
In India, several boutique hotels have
successfully adopted the low-waste
model, promoting the 'green travel’
trend. Rather than going for a tie-up
with global brands, these hotels of-
fer a collection of indigenous organic
toiletries.

Ower the years, boutique hotels
ated a niche among millen-

nials and baby boomers who enjoy

hawve cn

a creative and ‘Instagran-worthy
space. Anideal boutique hotel should
comiine the excellence of a four or
five-star hotel with the personability
of a bed and breakfast while offering
a customised experience.

From the owner's perspective,
running a boutique hotel is challeng-
ing as most of these facilities don't
have the backing of a global brand.
Mot to forget, guests at these hotels
ook for a more intimate experience
and loyalty perks. This requires a se-
rious effort by the staff. Howewer, it is
also rewarding as custorners greatly
value the personalised service that a
‘cookie-cutter” propert W oCan |'Iﬂ"f”','
boast of. @
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.

5 business analysts dissect the latest numbers regarnd-

ing the ongoing labour shortage, commonly known as

The Great Resignation’, they're uncovering some star-

tling trends that suggest the problem is far from over.
According to a Goldman Sachs survey referenced in a Forbes ar-
ticle of the 40% of workers who say they plan to quit their current
job in the near future, two-thirds of themn are actually retiring, and
they say they're not coming back.

S0, hotels need to get ready for a new way of doing business
because a new generation of buyers is entering the marketplace -
and your sales team better be ready!

You may be thinking: “Why would | need to change my sales
strategies and processes to suit these new buyers? I've been using
these strategies for years and they ve always worked!”

Here's why. Today. nothing is the same as it was two years ago,
full stop. The new generation of group accommodation buyers -
corporate planners, government/association agencies, travel man-
agers, meating/event planners, third-party sourcing agents, etc. -
are younger, tech savwy and expect on-demand answers.

Hence, hoteliers need to align their sales strategy to match the
way that this new generation wants to conduct business. Making
these updates to your sales strategy now is the best way for you
to stand out from your competition, earn more bookings and in-
crease revenues from the new generation of buyers.

Convinced yet? | thought so. Now the important question is this:
what changes do you actually need to make?

Contracts with
overly restrictive
terms and conditions
won't win bookings
from buycrs.”

m.qrst.psam'tmwmm..mmmuhhmzuﬁmhgw

L THE NEW STANDARI
FORSERVICE

The new generation of group ac-
comrmodations buyers expects a dif-
ferent standard of service, because
the way they live their lives is much
different - much faster - than their
predecessors. They expect  their
business interactions to reflect those
differences.

So, what does that mean, practically
speaking, for your sales strategy?
Forget the "schmooz!’ Today's buy-
ers don't need slow, high-touch
service, delivered in an overly ob-
sequicus tone. Thay love facts and
straight-talking salespeople. To build
customer loyalty among the new
generation of buyers, hotels must be
able to deliver solutions quickly (I'm
talking “yesterday ™.

Today's buyer prefers to do busi-
ness online, whenever possible -
from selecting destinations, to put-
ting together an RFF and inwiting
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hotels to submit a bid, to negotiation and finalisation of the con-
tract - without having to interact with multiple members of your
sales and service team, IREL {in real life). Smart hoteliers empower
everyone on their teams to react, respond and cormmit, enabling
them to book mone business every day, all day.

With the normalisation of work from home (WFH) and prefer-
ence for doing business online. the new generation of buyer likes
to work on their own terms, on their own schedule, in an online
environment that allows them to remain incognito and as efficient

as possible - which brings me to Tip #2...

Z HIGH-SPEEIDS NO LONGER JUST FOR CAR CHASES
Being used to the instantaneous nature of doing everything, on-
line, 24/7, the new generation of buyers expect business transac-
tions to move equally quickly, turnaround timmes must be shorter
on RFPs, with pricrity being given to hotels who respond quickly,
with a complete and competitive bid.

Beyond RFPs, communication in general is expected to be
quicker and your sales teamn will need to be available, both by
phone and text/WhatsApp/iMessage/online chat, to provide in-
formaticn immediately when a request comes in - even outside of
traditional business hours.

As COVID has made it possible for many people to work re-
motely, there has been a huge uptick of workers making the move

*

7

&

© The new peneration of buyers expect business trancactions w mave equally quickly, twrmaroend smes must be shorter on RIFs, wath priomity beng
preen o hotels who respond queckdy, with 3 completz and compentree bid

to become digital nomads, work-
ing from their laptops as they travel
the world. So, even if you are in the
US and receiving an RFP from an
Armerican company, the buyer may
be physically located in Bali, or Aus-
tralia, or France, or Spain, meaning
that your business needs to be ready
to respond in a very timely rmanner,
no matter the time zone.

S FLEXIBILITY FINANCIAL
HREWARDS

As you can see from Tip #1 and #2,
the new generation of buyers is all
about flexibility in the way that they
want to do business with your prop-
erty - and, their need for flexibility
doesn't end there. They will also ex-
pect increased flexibility in contract
terms and will not respond well to ri-
gidity in any aspect of their business
interactions.

Contracts with owverly restrictive
terms and conditions won't win
bookings from buyers when the pan-
demic has already created so much
uncertainty around travel, in genaral.
With new variants popping up regu-
larly, hotels that respond to pent-up
demand with flexible terms will fare
better than their competition.

In turn, hotels and other suppli-
ers need technology that can help
them manage their business more
efficiently and with less staff. As the
travel industry has been so deeply
impacted by the pandemic, updat-
ing your hotels sales strategy will
help you prosper in these difficult
times and position you for continued
success with this new generation of
buyers.

The good mnews is, if you can de-
liver service and information in the
way in which these new buyers pre-
fer to work, they are incredibly loyal;
in this scenario, fast doesnt equate
to fickle - and investment in updates
to infrastructure and strategies will
be rewarded with repeat customers.

Think of 2022 as a whole new
world, a whole new marketplace, and
create a whole new set of sales strat-
egies to ensure that your property is
able to survive - and more inmportant-
Iy, THRIVE - no matter how the pan-
demic affects the travel industry. @
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CRS + PMS = SUCCESS!

The hybrid CRS+PMS is the future of reservation

management for hotels — and the future is now!

BY GREG SYWAIN, PRESIDENT-LODGICAL SOLUTION, ZUCCHETTI NORTH AMERICA LLC

= Today, hotels expect 2 quick, easy and turnkey selution and, 35 osch, the solwtion’s UK sheuld be easy-to-use, for ewn the lest tech-savy persen em your tam.

r— veryone who has been working in hotel technology knows
that one of the biggest hurdles for hotels in adopting op-
erational technology is the difficulties in fully integrating all

b thicir systoms. We've all heard ‘'we integrate to that’ (eye roll).

Integration between systems can be time-consuming and costly.
Even once the initial integration is finalised, there can be issues
where integration fails, and business losses often happen as a re-
sult. Whether its a lag in the data transfer time that causes an
unfortunate overbooking, or an error in either rates or inventory,
these tech struggles can wreak havoc on a hotel’s operations and
guest satisfaction ratings, both in the short and long-term. In fact,

the integrations between solutions are the most cormmmon “break-

ng points” in a hotel's tech stack.

Given that this is such a widespread problermn for all technol-
ogqy vendors - including those offering CRS, PMS, RMS, Channel
Manager, Booking Engine, Business Intelligence, etc. - something
must be done to address this issue. I'm here to share an idea that |

pelieve will be the solution to all our problems (at keast, for hotels

The PM5S’
strength is in the
management of

a hotel’s internal
operations, but
not as cticctive for
managing complcx
rate structures or
inventory types.”

and f.FE‘.':_.-"PV‘.? vendaors)

Instead of having a CRS and a
PMS, both sold to you by different
vendors, imagine having a CRS and
a PMS, combined into one solution,
offered by a single vendor!?

The hybrid CRS+PMS is the future
of reservation managerment for ho-

tels - and the future is now!

Here's whiv..

Combining the solutions would elim-
nate the necessity for integrations,
and the ‘oh, so common’ breaking
points that they bring - and the mis-
takes that follow, this is the most
obwious reason that combining the

twio solutions would resolve s0 many
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© The (RS offers much more saphisticated rate options and mventory contrel for hobehers, epecally for those whe want to offer sultple, complex rate types.

frustrations for hoteliers {and, also for the vendors who are re-
sponsible for troubleshooting the integration issues that they will
nevitably face), but it's not the only one.

We all know that the PMS" strength is in the managerment ol

a hotel’s internal operations, but not as effective for managing
complex rate structures or inventory types. The CRS offers much
more sophisticated rate options and inventory control for ho-
teliers, especially for those who want to offer multiple, complex
rate types.

When combined, the hybrid CRS4+PMS would provide the in-
ternal cperational support that hoteliers need to ensure that the
guest has the best possible booking experience and the hotel

stays profitable and functioning, while pulling accurate rates and

nventory from the CRS, in real-time - giving hoteliers the best of
both worlds, without all the tech headaches!

Choosing a hybrid solution has other huge bencfits, especial-
v if wou pick the right technology provider (this is key for your
successh). When youre choosing a hybrid CR54+PMS, look for a

company that offers a centralized support system that is available

50 you can always reach someona, night or day, if there is a
problem or you have guestions.

Additionally, the company should offer proper training, both
during the onboarding process and, also, as needed when/if a new
staff joins the tearmn. Without a proper understanding of how to

use the solution(s) properly, you won't be able to get as much ROI

out of your tech spend, so training
and support are essential - especial-
ly for someone new or early in their
revenie Management canroer

Today, hotels expect a guick, easy

and tumkey sclution and, as such,
the user experience (LX) of the solu-
tion is important; it needs to be easy-
to-use, for even the least tech-savwy
person on your teamy; this is impera-
tive for your property’s success in
revenue generation, because vou wi

need to leverage ALL the

eatures
offered by your solution to maximize

your results and ROL

Sa, do | have vou convineed?
We could say goodbye to the days
of last-rinute calls from hotel clients
whose integrations have experienced
issues, while making the solutions
that hoteliers depend upon, e

asker to

use and more
fore. What do we hawve to lose?! As an

industry, let's all go hybrid! B
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READY-TO-COOK.
READY-TO-EAT. READY TO BOOM

Most HoReCa establishments rely on ready to cook products as it simplifies food preparation
and helps streamline the overall operations in a big way

he HoReCa business worldwide was probably one of the

hardest hit by the pandemic. The Indian food services

market was no exception. According to a report by the

Mational Restaurant Association of India (NRAI, it wit-
nessed a 53% degrowth in FY2021 compared to the previous fiscal
yvear. This contraction in the food services industry was the direct
cause of closure of over 25% of food business operators, further
resulting in the loss of 2.4 million Indian jobs.

However, the story seerms very different from how starkly every-
thing started. There was an opportunity to be explored yet again
in the middle of a crisis. Before COVID, restaurants, cloud kitchens,
QSRS (Quick-Service-Restaurants) did not rely on many Ready-to-
Eat (RTE) or Ready-to-Cook (RTC) products.

This sector's real world dependence on these kind of products
was about 8% before the pandernic hit. Two years down, that fig-
ure has now rocketed to A40-50% and in the case of bigger brands
it's as high as BO%. Post COVID the same kitchens and restadrants
are relying entirely on the manufacturers in the RTE/RTC sector.

COMING IN, HELPING OLUT
RTC has proved to be a silver bullet in this time of crisis. The entire
HoReCa sector had some very tough choices to make. The una-

vailability of staff owing to the stay-
at-home-advisory, added cost pres-
sures, supply chain bottlenecks and
several other factors were pushing
the sector into degrowth but thanks
to the RTC sector, they found a quick
fix to these problems.

The entire HoReCa sector has
pivoted massively to RTC products
after the pandemic hit to adapt to
new dermand trends and customer
expectations. 50 much 50, that RTC
products have now become a part
of the regular mix of establishrnents
from the biggest of brands to the
smiallest of outlats.

The segment is expected to grow
ferociously and will drive the boom
n the HoReCa segment as it sim-
plifies food preparation and helps
streamline the owverall operations of
restaurants in a big way. The stay at

40 | APEIL 2022 | HOTELIER IMDIA

WO "i:lt‘.‘llhl"ldl(] com



F&B

home advisory has given people a chance to expand their culinary
palette and bring home the joy of dining out.

Licious, a company that sells ready-to-eat meat spreads, ready-
to-cook kebabs, seafood and marinated seafood saw a phenom-
enal jJump in their sales. Amongst other examples, there's one of
the fresh packaged food brand - iD Fresh Foods which saw its
packaged paratha sales go through the roof.

This goes to demonstrate the sheer number of pecple cooking
and eating at home. People are choosing safer and better quality
food products and this shift in consumer behaviour is expected to
be long-term, if not everlasting.

GROWTH DRIVERS

The growth in the market has been driven by increasing urbanisa-
tion and people moving from tier-2 to tier-1 and metropolitan cit-
ies. Changing consumer demographics such as the rise of nuclear
farmilies and double-income households coupled with a busy life-
style have also been contributing factors.

These developments have made it faster and more convenient
for consumers to procure better quality, safer ready-to-cook prod-
ucts than before. This change in consumer behaviour has given
rise to a new food category - Preservative free RTE and RTC food
products.

If you've managed to see Sony Telavision's new entreprencuria
shiow “Shark Tank India’, companies like Wakao - an RTE food com-
pany that advertises the use of packaged, ready-to-eat and cook
jackfruit as a mock meat are on the rise. Grocery delivery cornpa-
nies across different models - from daily micro-deliveries to on-
demand and full-stack next day delivery players - have also played
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@ [resh packaged food brand, i) Fresh Foods, has seen is packaged paratha sales go through the rool.

The lack of

digital options to
manocuvre supply
chains was a big
problem as raw
materials were
often sourced from
multiple sets of
vendors, fragmented
players and even
SMEs.”

—Amit Bansal,
CEQ, Solv.

a vital role in gamering access and
visibility for RTC and packaged fresh
food brands. At the same time, it
solves supply chain bottlenecks to
cater to consumers’ needs.

Until now, the major challenge that
led to the limited growth of this seg-
ment was the lack of infrastructure
for the supply and storage of RTC
products on the retail shelf. Compa-
nies like Solv are solving this prob-
lern by providing cold-chain logistics
services, making it much easier for
Ready-to-Cook  manufacturers  to
grow their reach and business.

(WERCOMING SUPPLY CHAIN
CHALLENGES
Talking about the sector from the
BZ2B lens, as traditional supply
chains serving Indian businesses
dried up amidst COVID-19 imposed
restrictions, BZ2B ecommerce play-
ers grabbed the market by coming

to the aid of raw rmaterial starved
businesses. B2B marketplace com-
panies have seen huge percent-
age growth volumes and revenues
since 2020,

The lack of digital opticns to ma-
noeuvre supply chains was a big
problem as raw rnaterials were often
sourced from multiple sets of ven-
dors, fragmented plavers and even
SMEs. Traditicnal supply chains were
replete with ad-hoc processes.

There are companies that are help-
ing RTE/RTC companies and manu-
facturers to not only strearmline their
supply chains but also offering com-
pelling value propositions in termns of
price. wvariety, guality and conwveni-
ences such as door-step delivery a
through a simple digital interface -
allowing them to focus on growing
and expanding their businesses.

Going by the way things stand
at the moment, in the days ahead,
RTE and RTC markets will develop
immensely. The pivot can be con-
sidered a breakthrough moment for
India’s food manufacturing industry
and maoving forward the demand
for these products will only increase
going by the current trends. Which
gives the industry immense potentia
to be a major contributor to the In-
dian economy. [
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ondeit? International announced the launch of its third

global consurner trends study, State of Snacking re-

port, highlighting the broader role snacking plays in

the lives of consumers’ along with insights on emerging
trends driven by pandemnic induced changes. This year again, Indi-
ans emerged trend setters as snacking took over traditional meals
at a statistically significant pace. With 74% adults preferring small
meals throughout the day than large ones, and 81% indicating that
thiay replace at least one meal each day with a snack, consumers
are always on the search for the rnight snack.

The findings from the State of Snacking report not only demon-
strate the expanded meaning of snacking in consumers’ lives, but
also indicate opportunities to fulfill the demand gap in the world of
snacking through future innovations across categories. In fact, bite
sizod morments of flavor and enjoyment are becoming incroasingly
Incispensable.

76% adults mentioned that they could not imagine a world
without a sweet treat during their day. Majority of Indians say
they feel the same way about chocolate (78%) and birthday
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cake (78%). Furthermore, food
products ranked Nol, with 75%
consumers looking for maximum
choice in the category when mak-
ing a purchase.

Anil Viswanathan, WP- Marketing,
Mondeler India. added, "Snacking
remains  intrinsic to India's con-
sumption culture, enabling every-
day social momeants, being a source
of comfort and providing neadful in-
dulgence. However, with the evolv-
ing role that snacking now: plays in
our lives, Indian consumers are got-
ting a lot more experimental. Going
beyond wvariety, taste and acces-
sibility, our study Indicates a clear
connection between snacking and
weilbeing, with consumers acknowl-
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edging indulgence the right way. With it is also the growing de-
mand for judicious purchase choices- right from the ingredients,
manufacturing to packaging. These insights only strengthen our
purpose to empower people to snack right as we lead the future
of snacking.”

Here are the key highlights from the India report:

SNACK FOOD FOR MIND, BODY & SOUL

Consurners are secking a variety of snacks that can ultimately de-

liver a balance between functional and indulgent foods. The pa-

rameters for physical, mental and emmotional health vary and there

is no one snack fits all approach

« Snacking is a key exponent to nourishing each of these areas as
consurnears say they are looking for snacks to improve emocticnal
(BBE%), mental (B6%), and physical (B3%) health.

« Bin 10 also say they are looking for snacks that help them im-
prove their social health, craving bite-sized ways to connect with
athers.

SNACK CONTINUES
TOREPLACEMEALS

1% Inians daim bn replace
at learsd one med each day

will & Sk, &5 opposed o
&I globially

T8% ook forwand o smds

{atem byfw o imstesadl of
meaks) durig the day, more
thin [he @k

In tact, 4% preferin

et maary small mess
hroughoul the dey, =
opposed to a bew large ones

HONORING ININLGENCE

THE RIGHT WAY

While the pandemic has given way

to more indulgence, as per the 2021

State of Snacking report, 9 in 10 In-

dian adults (88%) shared they are

snacking rmore, a 20% jurnp from the
global average.

= Consumers are striving for a
healthy balance between taste and
health. 77% consumers agree that
certain snacks can be reserved for
the enjoyment of snacking rather
than worrying about nutrition.

» Portion control and labeling are
also gaining notice for consumers
with BE% stating say it is important
for them to have control over the
portion size and ingredients in their
snacks.

SNACKON DEMAND

The report tracks purchase patterns

of consumers revealing that 82% In-

dian consumers expect to buy their

choice of snacks whenever they

want and B3% agree that it should

be a channel of their choice.

= Convenience (BO0%) and Variety
{BE%) take the front seat for pur-
chasze of snacks. Consumers are
now also open to newer avenues of
shopping and have widened their
palates.

SOCIAL MEIMA AS A SNACKING
INSPIRATION
It's an era of rapid change and con-
sUMers are now open to taking new
risks with snacking experimmentaticn.
0% of Indian consumers say they
“lock forward to trying new snacks”.
» Majority of this risk-taking attitude
Is inspired by social media, as 9in
10 adults menticned that they pre-
fer their social feeds to be as appe-
tizing as their plates. Topping their
list of priorities with food content
rich with sensory experience, inter-
esting food trends, grocery hauls.
The 2021 State of Snacking report,
developed in partnership with con-
sumer polling specialist, The Harris
Poll, and supported with trends intel-
ligence from Mextatlas, complements
Maondeltz International’s robust snack-
ing trends data bank with rich insights
from arnong thousands of consurmers
across 12 countries, including India. B
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DOUBLETREE SINTES BY HILTON EARGALORE
APPOINTS ANITH (HERUVATTATH AS EXECUTIVE

Doublelree Suites by
Hilban Bangalore had
appoinied Ajith Chens-
vatlath as its Exeulive
(hel Having an expe-
rence of mone than
two decades in food produdtion, he posseses
extenyye winary knowledge in inbematonal
and Indian qusme.

Prior to jomning Doublelree Suiles by Hillon
Bangalore, Chenmvallath was the Executwve Chef
al Sarovar Group of Hotek, Bangalore. He has
also waorked wilh brands ncludng Radisson Alria
Bangalare, Irident Koch, 10 Fortune Bangalore,
Le-Meridien Bangalore and Carneval (ruse Lines.

Hawing an innovalve appeoach to setting the
slage for a astomsad dning axpenence, Chens-
vallath was a pat of the pre-opening leam ol
twa Indian restaurants m New Zealand where be
wis also overseeni operalions 2 a Head (hel.

In his new role, (hef Chenvaltath will be
respansibile for superviang smooth funchioning
of the F&3 oullels and managing culinery opera-
tians at the hotel Armed with B¢ n Hobel Man-
agement with Bharathiar University, Coimbalore
and numerous other professional trinings, thel™s
major foas & o aeale moedible dnmg experi-
ences for s quests Ehnowgh exchusve Food Festi-
wals thal ncorporale unique flavors and charsma.

{iven his by schedule, theruvatiath ikes b
play cricked, going on kong drives, spending time
with his daughbier and experimenting with fusion
dehes.

AMIT JAIN 15 HOTEL MAMAGER AT REMAISSANCE
Renaissance  Lucknow
Hodel has appombed
Amit lein &5 the Hodel
Manager. Armed with
ham 15 years of expe-
rence n hospilakly
with lzading hobel companies, he has an mlnnsic
understanding of holel operations and fnance.
Jan spent he ealy years in fmance at The

ABHINAV SAXENA IS DIRECTOR OF SALES AT
C(OURTYARD BY MARRIOTT NASHIK
Courtyard by Marriott Nashik has appointed Abhinav Saxena as Director of Sales. In his new

role, he will play & pivotal role in strategically leading the business development goaks
and oversesing all aspects of sales and marketing strateqies of the hotel to attain

qreater heights.

Saxena brings over rich 13+ years of experience with international hotel chains
lila The: Leela Palacas, Hoteks & Resorts, Marriott International, Hilton Hotels, IHG
and Taj. He started his arear with Taj Lake Palace in 2008. Eventually worked
with IHG & Hilton as Sr. Sales Manager. He moved to Le Meridien Jaipur in 2007
a5 Aocount Director. His last assignment was with The Leela Palaces, Hotels &
Resorts as Associate Director of Sales- Domestic Leisure- India.

An extremely organised person in dynamic envirenments, persistence
and unwavering focus has always been his key strengths. Apart from his ex-
pertise in this field, Saxena & passionate about music and travelling.

{Dberoi and Leela Group of Hobek. Having sucoes-
hully compleded his asignments in three years,
he was embarked on hs pumey with Harioti
Inbernational n 2000 at Renarsance Comsention
Cemler and Marmiot! Becutrve Apartments Mum-
lbai whene he was appoinbed as the Fmance Con-
traller. He |ater joined Coustyard by Mamiott Mum-
bai, MHRS Whiteheld Bergalur and W Hamiott
Holed Kalkata as Dieclor of Finance.

I 2073, Jain wiars proemvaled do the e of Holed
Manager at Courtyard by Mamiott Sdiqurl In his
st roke, kan led the team brilkantly to achieve
slrong balance scorecand resulls while manewver-
g through the pandemec buakion during the
year 2080 and won the elile apprecislion ques
vaia award

AMANYA BANER JEE IS THE HARKETING AND
(COMMUNICATIONS MANAGER OF IW MARRIOTT
TW Mamiott Bengaluny
has appomied Ananya
Banenjee as the Mar-
kefing and Cormemuni-
alons Manager. She
possses over eighl
Pl wears of experience whare she will be spear-
heading markeling, public relations, digital and
social media activibies for the hotel

Banerjee has prevwusly been assodaled
with beands such as Hyall and IHG and worked
on vanows accounts and brands while working
with country's top PR fems such & PR Pundit
and Value 560 Commuracations. In her previous
stint, she Ananya has a proven track recoed of
incresing sodial media engagement, conepie-
alizing and executing IPL marketing, developing
marketing campaigre lor new man, new chels
and restaurant launches.

I her new rale as the Makating and Com-
municalons Manager af W Marnotl Bengalun,
Banerjee will be responsible in devabing and sus-
taming holel's brand positianing, crealng mvig-
orating marketing campaigrs algned with hates
key goals, drive additional revenue through tacd-
(al campaigne.

HYATT REGENCY CHAKDHGARH APPOINTS ANKITA
PATHAK AS THE CLUSTER DIRECTOR O REVENLE
Hyalt Begency Chan-
digarh has appointed
Ankita Pathak & the
new Cluster Dineclor of
Rewerwe. A stralegr
and pameplve leader,
she brngs M years of expenence in hobiel revenwe
management and reservalsans. She would be re-
sponshie for the siralegic revenwe management

and planning for Hyatt Regency Chandigarh and
The upcormang Hyalt Centric Sector 17 Chandigarh.

Pathak began her professional pumey after
wmpletng her Bachelar's m hobel manage-
ment from Mangalore University. She fobowed
Hheouwgh on hier passion for habels by undertzling
hallengmng roles i revenue managemant with
brands like The Park hobeks, Marnolt, and Ll
Group af halels.

She: then poined the Hyatt family in 2084 and
gat the opportunity o wark for Hyatt Centric Ban-
galore, Hyall Place Hampi, and finaly overseeing
The revenue managament for al Hyalt hobek n
Pune. She was abo awarded the Revenoe Man-
ager of the year for Indsa in 2019 by Hyatl.

THE WESTIN PUNE APPOINTS AASHISH KLUMAR
- | The Westn Pune has
appomited of Aashsh
Kumar Arora 25 Dirac-
tor of Sales He will
be respansbile for the
hobel's  cormimestial
growth, brand reputation, and devising mitiatives
o boast the hobal's pasitianing.
A dynamic team leader, in his cument role,
Arora will be Tocusing nofl only an the busines
recovery of the halel padt the pandemnic, but
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would also work lowards the renfarcament
of the brand and its core ethas. He will aba be
working bo areale a new and sustaingble busmess
stream far the hatel

Arora comes with a nch experience, spanning
over 3 decade, where he excelied m hospitality,
business development, straleget manageament
and knowledge of variows marke! seaments. He
wmmenced his holdl career wilh HHR Hospi-
tality &5 3 Sales Execulive in 200, and has since
maved on to work wilh Hyalt Hotels, Starwood,
and now The Marriotl, in the Unit and Kational
Sales verlicals, Prior o this, be worked in Sales
lor Gitifinancal Home Loans, and after 3 year, he
maved on bo pursue his past-graduate shudie in
e United Kingdom.

I addition, hes drive lo over acheeve largets
and smeere dedication bo his ke, has eamed him
an internal recognition within his current ongani-
rafion as “Leader in the Malang 20197, awanded
g his benuee in The National 3ales al Mariott
Nationial Sabes Oranization.

Hailing from Pune, Arora secured his MBA
from Heriol-Watt University, UK and starled his
prohessional carser a decade ago. He loves spend-
ing time with his family and freends, reading, and
shreaming new senes on DIT plathorms while he
& nol working.

HILTON MUMEAI INTERKATIONAL AIRPORT

Hiflon Mumnba Inferna-
tional Awpart hes ap-
poinied Deepak Kumar
& Goneral Manager.
He has over 20 years
of experence  and
mxlersive cmall:nal Imowledge acoss mulli-
ple hobels and brands. He last assignment was
a5 General Manager, Hobday Inn Cochin, where
under his guidance the haoled has performed
enceadingly well amoss all paramelers ncuding
quist mperiences, mmenial perlonmance and
operational perfonmance.

Priar to waorking al the Holiday inn Cochin, Ku-
mar warked with Holday inn Mumba international
Arport and Holiday Inn Mew Delte internatbonal
Arport, compliebng nearly a decade with [HG. As

EXECUTIVE CHEF

HILTON CHENNAI APPOINTS AVLIIT DEB SHARMA AS

Hilton Chennai & delighted to announce the appointment of Awijit Deb Sharma as the new Exacu-
tive (mef. With over 19 years of culinary expertise, hie has worked with leading waury hospitality
brands such as Oberoi Hotels and Resarts, Accor, Mamiott Hotels, The Leela, Hyatt and Hilton
Hokels & Resorts bringing in a range of experience to his new role.

Hailing from the eastern part of India and having travelled across the globe, he has a
flair to articulate the culinary story on a plate. Sharma's style of preparation is modest
but elagant with an amalgamation of varied flavours and local produce.

As the Exeutive Chef at Hilton Chennai, he will oversee culinary operations
of all the restaurants at the hotel, in-room dining and the banquet kitchen. He
is passionate about both cooking and plating and has a persistent quest for cu-
linary excellence. When not in the kitchen, he uses his surreal vision to capture
nature, architecture in addition to curting culinary stories.

a hotel and marketing management gradusle, he
his dso undergone Six Sigma Certification and
Siralegac Management Certification at IIMA

SAYAJ HOTELS APPONTS GIRISH MEKON AS
ASSOCIATE DIRECTOR - DEVELOPMENT
Sayaji Holels has mrﬂnd Gmnsh Hmm -3 .ﬁs—
mate Drector -DE.'d'I:'Il'.ﬂ'I'I]]L An alumnes of
Hospitabity and Tour-
iam Management from
UK's Edenced, he & a
pasonale hospilality
prolessional wilh over
15 years of expenience
in guest relabors, marketing, operations and
business development.

Priar bo this, Menon was assocated with Lords
Holels & Rsort & Busines Development Man-
ager. He wis dko the Business Head of Vignetie
Hospitality private Limiled. In the past, he has
worked with repubed hobel groups, incuding Ka-
it Group of Hoteks and Great Londan Haspeality.

HARKARAN SIHGH APPOINTED AS GENERAL
MANAGER AT HYATT REGENCY DEHRADUN
Harkaran Simgh hes been appoinbed a. m:
General Manager for Hyatl Regency Dehradun
(Pre-opermg). This will be the first 5-star hobel n
Dehadun and the langet luoury bated in the stabe
of Uttarddhand.

Singh brmgs with
hiim 15 years of varied
CApEnEnCe acngss Mar-
riodt and Hyalt hotets

m India. He bagan his
/ Journey with the Hyatt
1nlw12mbﬂjmhasmhedatmm-
att Pune in 2010 ko Hyall Hyderabad Gachibowd,
Hyalt Fegency Kolata and was Genesal Manager
al Hyat! Raipur, befare Eaking on hes katest role at
Hyatt Regency Defradun.

Passionate about delivering abowe-and-be-
yand moments for guesks & colleagues, Sngh is
Tinancially decipined and resull-onenbed with a
reperinine of exceading expectalons af all stake-
holders. In his e & the General Manager, he
will lead the muti-culbural team of the 263-key
hobel

[HG APPOINTS IMIT ARDRS AS GENERAL
mmmlluumunm .
Habday Inn Lapur City
(enlre has appoinbad
it Aroea 5 the Gen-
eral Manager. He shall
spearhead  the op-
erations of the hotel in
ﬂEFirt[ftlpmhlEher:.dmgmhmms
options for dning, bangqueting and events, and
recreational activilies.

Arora has over two decades of expenence and
ower seven yaars a5 a beneral Manager with The
Lalit, (handigarh. Having warked acoss vaned
huxury beands ke The Leels Palaces, Hobels and
Resorts, Taj Holels, and The Lait, he has esdab-
Ished a strong foothold as a seasoned holelier
and trise haspitality professonal.

Drawing on he leadership skills, expenance
with diverse brands and expertse m opera-
tional departments, his vison is to ustain the
hwotel's existing strong positioning and rase the
bar aven higher by curating strabegic indliatives
o ersure the highest levels of guest engage-
ment, profitability, and reputation of Holiday
Irn Jaipur City Centre.

Arord is a Holel Management graduale fram
Welcomagroup Graduate School of Holel Adminis-
Iration, Manipal and & passianabe about filness.

HYATT REGENCY PUNE HOTEL & RESIDENCES
H"P[IHSMEAI THAKUR AS EXECUTIVE CHEF
Hyall Regancy Pune
Hatel & Resdences
hes appoinbed Karan
Thalbur & Ewaculive
(hef. He moves fram
Hyalt Regency Chandi-
garh, in the same capacty, 1o enhance the ol
nary expenience al the Pune holel,

Takhur started his hospitality journey with
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the Marriolt Hotels, under the HOT programme
al IW Mamiott, Renassance and MEA in Mum-
bai soon after he compleled his (ulinary Arls
in 2005 from IHM, Avrangabad. His passion for
good food and crealing experiential evenls
was evident throughoul his career in brands
Iz The Ritz Carlton and The Address Habels +
Resorts & well & Westm, Sheralon, Le Méni-
dien and Four Pomnts.

Takdhur has worked in key Indsan alies like
Mumbat, Gurgaon, Ahmedabad and Chandsgarh,
in addition ko miernational markets Be Dubai,
Doba and Urumay (China). Known for his drive
and a keen eye-lor-delads, he will fous on
shrengthening the food strabegies of the holel,
while overseanyg Lhe laundh of vanous conberm-
parary F&8 concepls.

In his spare time. Karen enjoys discovening
new trails & an exploring motorbike rider and
travedling

NOVOTEL CHEMMAI SIPCOT APPOMNTS MAHZARIKE
Malramne Bara has
boen  appointed =
fromt Office Manager
gt Novolel Chernai
SIPCOL. She bagan her
career with Aor & a
Guest Service Assocabe in the Novolel Pune pre-
opening beam m 208 and quickly mse through
the ranks b become the hotels quest expenience
manager. Later, she joined Nowobel ibs Chennai
OMR hoted complex, where she shadowed the
department head and was in charge of a lamge
and busy apesabion.

Baria's current responsailities include over-
seeny overall Front Office operations, with a
spedial emphasis on guest experience and layalty
developmient, 25 wel a instilling the Awor L
Limitless cuffure m the beam. She would be anicial
in managang quest sentment toward the holel
while foausing on mmeasing revenue streams lor
the hatel

Baria & a Bathelor of Hospilality from the
Bharali Yidyapeelh's IHMCT in Pune. She egays
explaring new and uncharted destinabions on hee
own and = an avid solo Eraveller.

MANLL BAHL APPOINTED GENERAL MANAGER AT
toward Johnson By
Wyndham Udaipur has
apponted Manwj Bahi
Tt y & General Manager.
b He brings an meredible
4 track recoed of over two
decades of expenence in the hospitality sectar,
having essayed roles in vanous renowned com-
panies like Leels Palace & Hotek, Hyall Holets,
Starwood, Radeson and Kempinski.

Bails expertrse bies inholel aperations which
he gamered along his decades long expenence
acnoss vanous moles, geographees and hobel vag-
ments. s last stint was with Shipra Holeds where
he was msbrumental in driving revenues, guest
and employee engagement. s joumey with
Shipra began as Cusber General Manager in Apnl
G, keading a feam of N0 phes team members
o reposition the two wnique hobek carrymg
Mosaic Flag in Noida and Mussoonie. Be was ako
resporsible for operations and lesng aspeds of
Shipra Mall Indapuram.

Ini his new roke, Bahl will focus on enhancng
the overall quest expenence, revenwe growth
and overseeing the management of the apera-
tiors team al the 94 moms Howard Jobnsan By
Wyndham Udaipur, managed by NILE Hospaality.

Bl studied at the Sanmvas College of Halel
Management and started his hospilality journey
with Leela Palace & Haled in 2001

P HERALD ROBINS IS HR MAMAGER AT HYATT
’ tyatt Regency Chen-
nai has appointed P
terald Robie & s
HR Maniager. He brings
wilh himeelf 16 years of
: 4 @penene m human
resource and ygiene management. He will over-
look the straiegic plannng, recruitment policy
design & implementabon, talent menagement
and assocabe engagement.
Hewmng & strong background in Microbiol-
ogy and completng hs MBA with spacialisa-

lion in HE Management, Robins gamed im-
mense knowledge working wilh brands such
a5, Intercontinentad Doha, Holiday Inn Cochin,
Park Hyatt and Hyall Place Hyderabad. In his
tenure, he coordinated with senior managers
lo ensure smooth adivibes are completed
and isswes addressed lo reinforee an asserlive
putlook of the arganisation, championed com-
munscation wilh necessary use of compensa-
lion systems, iools, programs and palicies,
facditated leaming and development sessions
and ather key strabegees.

In his lesure time, Robms enjoys cooking
and spendng lime with his family and creating
memonies with his itlle one. He also 15 an avid
sports person with strong skl in walleyball,
beskethall, football, cricket, badminton and
lable lennes.

PAARKA) GUPTA MRS (ROWNE PLAZA NEW DELHI
IHG Hobeks and Resarts
hes appointed Parks)
Gupla & the General
Manager of Crowne
Plaza New Delha Mayur
Viiiar Moada. An indus-
bry veleran with over 20 years n the hospital-
ity industry, he has holsbc expenance induding
drdogic leadership, quest expeniente, and ax-
pertise i revenue analyse, yield managemant,
and sales & marketing. He starbed b caneer a8
i ronk Offce Associabe and later held vaniows
senian psitions incuding General Manager with
leadirg hobels chars like Awor Hobek, Mamiolt
Inernational and IHG.

bupla’s acdeevements indude operng a
beand new holel from the ground up and set
1 the entire operabons. He has moved fo this
rake fram Holiday Inn Japur, wheare e was also
responsibie for the assodabes’ performance, -
miniating fine guest experience and achieving the
toenpany’s vision for te holel.

THE WESTIN PUKE APPOINTS CHEF YIKRAH
The Westin Pune has appomted (hel Vikram
Khalri & Direclor of Culinary. In this rode, he will

forus not anly on pro-
vidng quests with a
curaled and Enmersive
dining  expenence,
but will work towands
redefining the hobels
gastronomic offerings, by recognsng unigue
Bbenits of creative fair and passaon for food, bal-
anced by strong busmnes acumen

{Cheef Khakri comes with 21 years of expenence
n hosprtality, warking alongside intematsanal
chefs. He jomed the kilchen brigade in 1999 af-
fer fmshing the Culinary School from Bangalore.
His first stnt was afl The Metropolitan Hobel, New
Delha, where he spent soven years leaming the
raft, nuances, and bachregque befiind 2 good pro-
fessional Kilchen,

He then jomed Olve Group &5 & core leam
member, indialing variows standalone proper-
ties fior Ehe group. After 2 short stint at Australias
modem Gounmed city, Sydney, he relumed o ai,
an Dlive propect in Dedhil. Hailing from Dethi Chet
Whatn acquired hes Bachelor m Holel Manage-
ment (B.HM) from 3 Nijglingappa (ollege, Rajaji
Magar, Bangalare, in 1999 and later went on bo
undergo & months Iraning ab ‘Otean room’ n
Sydney, Australia, whare be atlained Gobal ex-
pasure in Oriental gourmet cuisne. in addition,
he then went an bo atlend The World Gowurmet
Surrunit 2010 and FHA 2000 i Smgapare, and also
dlended a workshop on karen management
and well-versed with HALLAP:

In 2ach of his prior resporsibilities, he ha
made sgnificant contnbutions for which he
has browght hame many awands which include
Thel af the Year Award al the 7th international
{(het Awards organted by the PHD Chamber &
Indian Culmary Forum (KF), along with Indsan
Federation of Culinary Assodations, 2000, and
the Tulinary Excellence Top Chef Award at the
Dedhi Gourmet Cluly 2005. He also mentared the
fearm af Chefs who bagged the first and second
prizes af the National Sushi Champiorshap
6" organsed by JKETRD, a Japanese lrade
and mvestment promotion cegansation under
Mingtry of Economy, Trade and Industry (METT),
aong with Indian Federabon of (ulinary Asso-
ciation {IFCAYL
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