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The world

isn’t standing still.

Neither is travel.
The question is—
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The map is being rewritten. | ‘&

A STRONGER

We’ve drawn the first lines. \ TomoRRow

The travel industry has long operated on a paradox: it sells the future
while clinging to the past. But as this edition of TheTravigator
demonstrates, the map is being redrawn in real time—and the old routes
no longer lead to the same destinations.

Consider the forces converging at once. India’s aviation market is flying
4.5% fewer seats while airfares surge past 20%, turning connectivity
from a given into a competitive weapon. The hotel sector faces a supply
gap so severe that fewer than 200,000 branded rooms serve demand
exceeding a million—a pricing problem masquerading as a demand
opportunity. Meanwhile, Marriott’s ambitious India play and IHCLs
counter-moves signal that the real hospitality battle is no longer in
luxury lobbies but in converting the nation’s vast independent stock
into branded, loyalty-driven supply.

Yet the most significant shift is structural. Control is migrating from
traditional intermediaries to agile local operators, from rigid packages
to modular pricing, and from human intuition to Al-assisted decision-
making. In this edition, we bring you exclusive conversations with the
leaders shaping that transition: Kedar A Naik-Goa Tourism, Amruta
Bangera - Israel Tourism, Gajesh Girdhar — NIMA, Sunny Sodhi of FCM
Travel India, Vicki Parris of FCM Travel Asia and a host of industry
voices—from [ATO’s president to destination wedding experts—who
tell us where the real yield is hiding. Their insights confirm one theme:
the DMC or TMC that masters the balance between automation and
the irrerplacable human layer of local relationshigs will define the next
decade.

Finally, we turn to wellness—a sector growing rapidly but facing a
credibility problem. Many properties use the language of wellness
without treatment depth, medical governance or long-stay capability.
That is why we introduce TheTravigator wellness 50 curated directory of
Kerala's wellness and Ayurvedic resorts, stays and centres. Every
property is assessed across five measurable criteria: positioning,
wellness and treatment depth, authenticity and guest proof, and
long-stay international appeal—creating a 100-point editorial
framework. Properties scoring 70 or above are considered; those above
85 earn Editor’s Pick status. This is editorial curation, not advertorial.
Entries are now open, and listing is free for eligible properties. The right
client deserves the right property.

The season ahead belongs not to those who confirm what they already
know, but to those willing to discover what they've missed.
The map is being rewritten. The first lines are drawn.
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KTM 2026:

The Heat Is Onnn !

Fxcitement Is Building;

Kerala Is Calling..

As Kochi prepares to welcome the travel trade,
Kerala Travel Mart 2026 brings fresh possibilities

for partnerships, discovery and business.

here is something irresistible about an invitation

I from Kerala. Perhaps it is the thought of backwaters

at dawn, the fragrance of spices, or the promise of a

destination that rewards slowing down. This September,
that invitation comes with a packed business agenda.
Kerala Travel Mart 2026 is approaching, and for travel
professionals, the countdown carries the prospect of new
products, stronger connections and fresh reasons to put
Kerala into their clients’ travel plans.

The 13th edition of Kerala Travel Mart takes place from
24-27 September 2026 in Kochi. The inaugural function

is scheduled for 24 September at Grand Hyatt Kochi Bolgatty,
followed by business sessions from 25-27 September at the
Samudrika and Sagara Convention Centre on Willingdon
Island. Kerala's tourism industry will have three days to

turn introductions into working relationships.

In its 24 June announcement, KTM reported 2,360 buyer
registrations, comprising 610 international and 1,750
domestic buyers and 117 media registrations including

60 international media. These are registrations reported
in June, rather than final attendance figures, but they offer
a clear indication of the interest surrounding this edition.

For the B2B travel community, the attraction lies in the
breadth of the offering. KTM’s focus spans leisure, wellness,
destination weddings and MICE, supported by a digital
framework for registrations, meeting schedules and knowledge
sessions, helping participants organise their time and
connections.

The programme also addresses the issues shaping tomorrow’s
tourism business, with discussions on inclusive and accessible
tourism, artificial intelligence, evolving customer expectations
and social responsibility.

Discovery will continue beyond the exhibition floor, with
post-mart tours from 28 September to 3 October across twelve
geographic tracks, giving buyers the chance to experience
the destination firsthand and bring valuable confidence to
rl'.ltl]]'l.' .‘\'il]l.‘x conversations,

The heat is on. Excitement is building. Kerala is calling—
and the travel trade has business to do.

-

MEET
CONNECT
GROW

KEY HIGHLIGHTS

24-27 September 2026
Kerala Travel Mart 2026, Kochi

24 September 2026

Inaugural function at
Grand Hyatt Kochi Bolgatty

25-27 September 2026
Business sessions at the
Samudrika and Sagara Convention
Centre, Willingdon Island

Focus Areas

Leisure | Wellness | Destination
Weddings | MICE

Knowledge Sessions
Inclusive & Accessible Tourism |
Artificial Intelligence | Evolving
Customer Expectations

Social Responsibility

Post-Mart Tours
28 September — 3 October 2026
Across twelve geographic tracks

“ The next partnership could begin over a conversation in Kochi;
the next itinerary could take shape on the journey that follows.

KERALA TRAVEL MART

MATURE
BUSINESS
PEOPLE
OPPORTUNITIES
KERALA

KEY STATS

(AS OF 24 JUNE)

Buyer Registrations

610

International
Buyers

1,750

Domestic
Buyers

117

Media Registrations

60

International
Media

A BIGGER
KERALA FOR A
BRIGHTER TOMORROW

EXPERIENCES
THAT CREATE
OPPORTUNITIES

KERALA TRAVEL MART 2026
WHERE BUSIN
MEETS A BRIGHTER TOMORROW
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I'he Executive Opener

Beyond the 58
Floor Optics:

The Commercial
Reality of I'TB India

ITB India 2026 showed that trade exhibitions are no '
longer judged by spectacle alone. By uniting travel, MICE e W
and technology under one roof, the event emphasized
qualified meetings, buyer intent and measurable
commercial outcomes—signaling a more serious,
business-led future for exhibitions in the Indian

travel market.
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| Buyer Quality & Commercial Conversion ——

Procurement & ROI
Curated Mandates vs.E
Free-Float Footfall

The industry no longer has patience for courtesy
meetings. In a market where exhibitors are pay

for access, visibility alone is no longer the le)dLILT.

The real question is whether every scheduled
conversation has enough commercial weight behind it.

ITB India’s pre-scheduled appointment model gives the &
event a more disciiplined commercial rhythm than

traditional free-flow trade marts, helping suppliers ﬁ
reach the right buyers faster.

@ | 2@ @ | O

Corporate Outbound MICE Luxury Travel
Travel Leisure Planners Wedding Technology
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appointments involve senior, decision-making stakeholders
with clear mandates, budgets and timelines.
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Exhibitor Mix & Destination Geopolitics ———— 188

Geographic Balance: &
India’s Domestic 1%
Strength Meets =

the Qutbound Pull

India’s domestic tourism muscle gave ITB India 2026
much of its visual and commercial weight. From state
tourism bodies to hospitality players, the show
reflected a market that is confident, diversified and
ready.

At the same time, international destinations are
increasingly aggressive in targeting India’s outbound
market. The opportunity now is for India to convert its
strong destination showcase into greater inbound
demand, with sharper products, trade-ready inventory
and stronger global buyer engagement.

CORPORATE
TRAVEL

KEY STAT

ITB India officially positions
itself across MICE, leisure,
corporate travel and travel
technology, with hosted buyers
and pre-scheduled appointments
designed to create structured
B2B engagement.

Destinations
Partnerships
Trade Growth

d
SUBSCRIBE @

TECHNOLOGY

TRAVEL GLOBAL

BUYERS

India is no longer
short of destination
visibility. The next test

is whether that visibility
can be converted into
inbound contracts,
off-season movement

and global trade demand.”

A STRONGER
INDIA CONNECTS
A BRIGHTER

WORLD
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Technology & MICE Convergence

Beyond Traditional

Leisure:

Tech Plumbing &
Corporate Spend
Take the Wheel l'

At ITB India 2026, MICE, corporate travel |
and travel technology came together —

signalling a new era where better

experiences and smarter systems
drive business travel forward.

B2B Payment Systems

Faster settlements,
lower friction

Dynamic Packaging Enterprise Booking Tools
More flexibility, Policy control,
greater reach better outcomes

KEY STAT

ITB India 2026 was officially held
alongside MICE Show India and Travel
Tech India, bringing MICE, corporate
travel and travel technology into the
same B2B marketplace.

‘ ‘ The real technology story is wt the
te chatbot on the booth screen. It is the
invisible infrastructure that helps
agencies protect margins, move inventory
and serve corporate clients faster.”

PEOPLE
PLATFORMS
POSSIBILITIES

SUBSCRIBE @


https://www.facebook.com/thetravigator/
https://www.instagram.com/thetravigator/
https://x.com/TheTravigatorX
https://www.pinterest.com/thetravigator/
https://www.linkedin.com/in/thetravigator/
https://www.youtube.com/channel/UC6wml1ojFP_WuvA_rKeV8Qg
https://thetravigator.com/subscribe/

THE STRATEGIC VERDICT 3 | FEOPLE
IDEAS
s India Rea Ol‘ | s

CONNECTED oY
True Global : |t i
. TOMORROW susznBILl

p |
Marketplace?- f-
AI'KCIPIACC ! - - n
p L L" -.‘;f,/ 3 !’f‘__\. f.57
India has the market size, supplier depth, 2% AL
outbound demand and domestic travel energy. 1
The next step is stronger inbound pull and GLOBAL
cleaner transaction infrastructure. = BUYERS
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FOUR PRIORITIES FOR A STRONGER GLOBAL MARKETPLACE INDIA
@ | 4
Subsidise Elite Professionalise Build 365-Day Improve Conference & A
Inbound Hosting State Pavilions Digital Inventory Rails Travel Facilitation
Bring high-value global Turn showcases into Keep the market Faster visas, better access,
buyers to India. commercial deal rooms. |  active beyond the show. stronger global appeal.

ITB INDIA MODEL LEGACY DOMESTIC EXPOS

ITB @ Structured B2 intments - Y % 5 Grz ional reach
INDIA @ Hosted buyer access = ] :: e ' @ Highwalk-in visibility

Q Corporate and MICE relevance i & ';f-. ) I : 7 % a Tier-2 and Tier-3 agent
. | penetration

@ Relationship-led distribution

@ Broad domestic trade access

. T, 3 il INDIA
‘ ‘ India already produces high-spending e | N ey s TO THE WORLD
travellers for the world. The next test L wllPer ™ N e
is whether it can command the world’s | e/ TR WAN TO INDIA

buyers on its own trade floor.”
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The Commercial
Reality of

BLTM at e
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. - ; £ WELCOME L
Moving North India's premier MICE showcase i I

to Asia’s grandest convention hall wasn't just
a change of address — it was a calculated test
of scale, buyer caliber, and commercial conversion.
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aMn 6@ all afn ] ‘ashobhoomi, the exhibition floor
BIGGER STRONGER HIGHER AMORE  faalllilk | y . t like an enterprise
PLATFORM PARTNERSHIPS | COMMERCIALIMPACT | COMNMECTED INDUSTRY \ : “=“N°Y procurement hub rather than

A strategic move

When Fairfest Media moved BLTM to

Yashobhoomi (11 in Dy a, it signaled a

fundamental transition for the North Indian

travel trade. The column-free, high-ceilinged Pre-Scheduled
halls and direct Airport Express Metro Appointments (PSA)
connectivity \ /€ executed between
infrastructur e worthy of the corporate pre-qualified corporate
treasuries it convenes. hosted buyers and
exhibitors.

A different commercial frequency [
North India operates on a different commercial a
' cy. Delhi NCR is India’s c:
procurement — from Fortune 500
s and PSU travel tenders to the
multi-cre stination wedding industry.

Direct
Airport Express
Metro Connectivity

: Ei SRILANKA IS ONE OF THE
Deal-making on a larger stage el FINEST MICE DESTINATIONS
:::rhtllntj tre_'u: intensive days, rha El-c.n:!- buzzed ‘&“ﬁzlif;‘zf; bt IN THE WORLD

appointments (P5/

premium booth tariffs, BLT 26 ;na.n-r-{,' Dheera Hettiarachchi
that when high-caliber buyers meet = 7
- ; Chairman

world-class infrastructure, the F.J)L't'_'LI of Strategic Location StiLanks Eoivention Birsian
deal-making accelerates dramatically. in Delhi NCR :

WELCOME LTM  ENTRY
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At BLTM 2026, the MICE conversation . - -4% SHI=pgy N[ . L Mgl
moved beyond standard conference ( S '
packages to higher-value, experience-led |, =
mandates where logistics, exclusivity 3 S
and ease of movement matter as much v

as room rates.

BIGGER MEETINGS. BRIGHTER OPPORTUNITIES.

The question corporate
.ii @ @_ @ @ buyers are asking is no longer
| just *‘What is your room rate?’
LEADERSHIP WELLNESS-LED CULINARY PRIVATE SHORT-HAUL It is ‘Can your destination

RETREATS OFFSITES EXPERIENCES VENUE ACCESS INTERNATIONAL execute a high-touch group
movement with zero

WEddingsutra Engage: :5:,::”15 logistical friction?’
Travel and Destination Weddings 2027 | rarmersues B e CUSTAREAS
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Founder & Director
Classique Events
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Founder and Creative Director

Foreign Wedding Planners 3 r "
Visa timelines
& approvals

VIKRAMJEET SHARMA
Founder and Managing Director
Le Florence Weddings

VEDIKA SINGHAL
Founder & Chief Planner
Ferris Wheel Diaries

SHWETA ACHARYA
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Founder & CEO : Baraati Inc
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SRI LANKA

BEYOND BEACHES. RICHER EXPERIENCES.

THAILAND

CULTURE. CUISINE. CONNECTIONS.

PENANG

HERITAGE. FLAVOURS. NEW OPPORTUMNITIES.

BAKU

EMERGING. ACCESSIBLE. DISTINCT.
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Lakeside palaces, vineyards
& luxury resorts

ROYAL HOSPITALITY
World-class catering. décor
& personalized service
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MULTI-DAY EXPERIENCES

parties & local exeurslons

--cn-,ix-:::—-

Create timeless memories in the lap & SEAMLESS PLANNING
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Reality of
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India International
Convention and Expo Centre
(Ncc)
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Yashobhoomi

Moving North India’s premier MICE showcase

to Asia’s grandest convention hall wasn’t just
a change of address — it was a calculated test
of scale, buyer caliber, and commercial conversion.

@

A MORE
| COMMERCIAL IMPACT | CONMECTED INDUSTRY

%
STRONGER
PARTNERSHIPS

HIGHER

aly
sl
BIGGER

PLATEORM

A strategic move

When Fairfest Media moved BLTM to Yashobhoomi
(IICC) in Dwarka, it signaled a fundamental
transition for the North Indian travel trade.

The column-free, high-ceilinged halls and direct
Airport Express Metro connectivity finally gave

the event an infrastructure stage worthy of the
corporate treasuries it convenes.

A different commercial frequency

North India operates on a different commercial
frequency. Delhi NCR is India's capital of enterprise
procurement — from Fortune 500 headquarters
and PSU travel tenders to the multi-core destination
wedding industry.

Deal-making on a larger stage

Over three intensive days, the floor buzzed with over

8,500 pre-scheduled business appointments (PSA).
For exhibitors paying premium booth tariffs,
BLTM 2026 proved that when high-caliber buyers
meet world-class infrastructure, the speed of
deal-making accelerates dramatically.

INDIA
HERITAGE.

DIVERSITY.
OPPORTUNITY.

> linl (DI ©

.l'fl i
¥'r

’Flmiﬂ Natl

North India doesn't buy travel on
sentiment; it buys on scale.

At Yashobhoomi, the exhibition floor
finally felt like an enterprise
procurement hub rather than

a crowded bazaar.

EDITORIAL INSIGHT

{
KEDAR A. NAIK

Director
Department Of Tourism

GOVT. OF GOA
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RODLIN J MASCARENHAS

Deputy Director

Department of Tourism
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Connecting Buye
with Business
Opportunities

BLTM 2026 brought destinations and travel
suppliers together with hosted buyers at
Yashobhoomi, New Delhi, from 2—4 September:
Pre-scheduled meetings connected participants
across business travel, MICE and destination
weddings, creating opportunities for new
partnerships.
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FOUR PRACTICAL TIPS FOR EXHIBITORS \
TheTravigator EDITORIAL VIEW

@ 9 @ . The value of a trade show lies in

1. LEAD WITH 2. PACKAGE VISA, 3. ADD EXPERIENTIAL 4. FOLLOW UP relevant conversations, clear
BULK INVENTORY FLIGHT & GROUND LEISURE PROMPTLY proposals and consistent follow-up.

Be ready with room blocks, Help buyers coordinate Combine business Aim to follow up within Mee"“g,s Lreate'oppnrtumtlem
banquet capacity and visa support, flights and programmes with 72 hours with releve conversion requires work beyond

group policies. ground arrangements. distinctive local proposals. the exhibition floor.

Competing for the Indian MICE Market:
What Makes a Destination Win? PR R

«®e 500+

EXHIBITORS

mb 12, 000+
PRE-SCHEDULED

BUSINESS MEETINGS

'ﬁ‘ 300

AISHVARYA GUHAGARKAR
Director - MICE
Switzerlond Convention Bureau

DHEERA HETTIARACHCHI
Chairman
Sri Lanka Convention Bureau

RAJEEV KOHLI SUNIL KUMAR
Joint Manaoging Director President
Creative Travel TAAI

HOSTED BUYERS

NSNMOHAN
Vice President
Skal International

Mederator

o 2-4 SEPTEMBER 2026
YASHOBHOOMI, NEW DELHI

Source: 5ri Lanka Ministry of Foreign Affairs,
B September 20286.

Illustrative venue visual
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Rodlin J. %7/
Mascarenhas

Deputy Director -
Department of Tourism
Government of Goa

ABOUT RODLIN J. MASCARENHAS
Rodlin J. Mascarenhas is the Deputy Director,
Department of Tourism, Government of Goa.
He is closely involved in promoting the state’s
evolving tourism strategy, with a focus on
ill]{ll'l{l toun 1, eco-tourism 'dI'IlI {:UI]ITT]UII]II}-'—

that showcase Goa’s natural

age and warm hospitality

beyond its beaches.

‘ ‘ We are promoting Goa
beyond beaches. Inland
tourism has tremendous
potential, with wildlife -
sanctuaries, fore co-tourisne =
and homestays offering vfs:'mrg.-l'- -
a completely different side 3% =}~
:"}'_f Goa.” P
RODLIN J. MASCARENHAS -

ot

EXCLUSIVE INTERVIEW GOA
INLAND TOURISM
ECO-TOURISM
HOMESTAYS
MATURE

(oaBeyond - "~
the Beaches <.,

A New Tourism Narrative \ 7/
Takes Shape -

A conversation with Rodlin J. Mascarenhas
Deputy Director, Department of Tourism, Government of Goa

Goa is reimagining its tourism story by inviting travellers to explore
beyond its world-famous beaches. In this conversation with
TheTravigator, Rodlin . Mascarenhas shares how the state is
promoting inland tourism, highlighting its wildlife sanctuaries,
forests, eco-tourism experiences and growing network of homestays.
With increasing interest in authentic, nature-led and community-
based travel, Goa is positioning itself as a destination that offers
much maore than sun, sand and sea — creating new opportunities
for visitors and the travel trade alike.

KEY TAKEAWAYS
Beyond Beaches

Goa is actively promoting
inland tourism alongside
its globally recognised
coastline,

Nature & Wildlife
Wildlife sanctuaries, forests
and eco-tourism experiences
offer a different and

richer side of Goa,

Growing Homestays
The homestay concept

is expanding. giving visitors
mare authentic and

local experiences.

Changing Traveller
Preferences

More tourists are seeking
relaxation, nature, culture
and meaningful experiences
beyond the beaches.

A Diversified Strategy Opportunities

Inland tourism helps for the Trade
distribute tourism benefits DMCs, tour operators and

more widely across the state travel advisors can create

and supports sustainable new itineraries around

growth, eco-tourism, heritage, cullure
and rural experiences.

“We are promoting Goa beyond beaches.

Inland tourism has a lot of potential, with wildlife
sanctuaries, fm*esrs, eco-tourism and homesfc;rys
offering visitors a completely different side of Goa.”

—— RODLIN J. MASCARENHAS

Read the complete interview
L _J with Rodlin J. Mascarenhas

on our website.

SCAN QR CODE
TO READ FULL
INTERVIEW —

The views expressed in the column are of the author,
and may or may not be endorsed by the publication.
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Bangera
Director of Marketing, India
For Israel

ABOUT AMRUTA BANGERA
Amruta Bangera is the Di

experiences for Indian travellers.

_ L “People think Israel is only
- Jerusalem. But there is so much
more — the Dead Sea, the desert,

Haifa, Tel Aviv’s beautiful beaches—

and vibrant modern cities.”
AMRUTA BANGERA

JERUSALEM
EXCLUSIVE INTERVIEW DEAD SEA

THE DESERT

TEL AVIV
HAIFA » HAIFA

MICE

LEISURE

MoreThan. .

B,

Jemsalem S

Israel’s wider travel story
for Indian travellers A

A conversation with Amruta Bangera
Director of Marketing, India, For Israel

While religious travel will always be an important part of Israel’s
appeal, Amruta Bangera shares how the destination is showcasing
so much more to Indian travellers. From the otherworldly landscapes
of the Dead Sea and the desert to vibrant beach life in Tel Aviv and
the cultural richness of cities like Haifa, Israel is inviting visitors

to discover a more complete and diverse travel experience.

KEY TAKEAWAYS

Religious travel Focus on leisure

is self-driven @ and MICE

Pilgrimage visitors know Israel is actively sharing
Israel and travel on their information for leisure
own. The focus is on travellers and the MICE
new segments. segment.

Showcasing Vibrant modern cities
natural wonders Tel Aviv's beautiful

The Dead Sea, the desert beaches and modern
and unique landscapes lifestyle are key highlights
offer experiences beyond for Indian travellers.
the traditional narrative.

Beyond one city
ﬂﬂ Israel offers a rich mix of
destinations including Many travellers still

Haifa, Jerusalem, the desert, associate Israel only with
the Dead Sea and more. Jerusalem. The goal is to
showcase the destination's
diversity and inspire new
itineraries.

Creating awareness
in India

“Religious travel is just one part of Israel. We want
Indian travellers to discover the Dead Sea, the desert,
Haifa, Jerusalem and Tel Aviv’s beautiful beaches.”
AMRUTA BANGERA

Read the complete interview
|!ﬂ with Amruta Bangera on

OUr weosite.

SCAN QR CODE
TO READ FULL
INTERVIEW —>

The views expressed in the column are of the author,
and may or may not be endorsed by the publication.
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The Great TECHNOLOGY
Convergence:

IDEAS

[BC2026 in Amsterdam is more than a
broadcasting event. It is where content,
technology and global audiences converge
— and that makes it deeply relevant to
travel, tourism and hospitality.

PEOPLE | CONTENT | TECHNOLOGY | OPPORTUNITIES

© O

41,000+ 1,250+
ATTEMDEES EXHIBITORS COUNTRIES

A destination is no longer
only visited. It is watched,
shared, streamed and
remembered before

the traveller ever arrives.

EDITORIAL INSIGHT

CONVERSATIONS
THAT CREATE OPPORTUNITY

STORIES THAT
BUILD DESTINATIONS

TRAVEL FURTHER
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11 - 14 SEPTEMBER 2026
RAlI AMSTERDAM

IBC

GLOBAL MEDIA. BIGGER POSSIBILITIES

The Great
Convergence:

IBC2026 is a live map of how content, technology
and commercial attention are being rebuilt. For travel
and hospitality leaders, it offers direct access to

the innovations, partners and ideas that will shape
destination storytelling, sports tourism, content

monetisation and digital traveller engagement. ' . l

CONTENT | PEOPLE | TECHNOLOGY | OPPORTUNITIES

o 9oy YoTrd
H 1 [2°2 FREE VISITOR PASS EI%EE L

Explore the exhibition floor, 7 X YOUR VISIT
41,000+ 1,250+ meet global innovators and 1
ATTENDEES EXHIBITORS discover new opportunities.

CONTENT e®qy IDEAS & TECHNOLOGY BUSINESS

CREATION .l.'l INSIGHTS PARTNERSHIPS | l OPPORTUNITIES

MNew tools to tell Global thought leaders Solutions that connect New revenue models
destination stories shaping the future content, commerce across content, tourism
like never before, of media and travel. and experience. and digital engagement.

A destination is no longer only
visited. It is watched, shared,

streamed and remembered

EDITORIAL INSIGHT

-"- KEY TAKEAWAY
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Vicki Parris

Managing Director
FCM Travel Asia

ABOUT VICKI PARRIS
Vicki Parris has extensive e
senior leadership r s the travel
industry. In her 14 years with Flight Centre
Travel Group, she has held key positions

s FCM Travel Asia. Her

ns New Zealand, India and

Asia, and she is passionate

(perience in

‘ ‘ Our focus is always on _
our people, our clients and
the possibilities travel
creates. Asia’s potential is
enormous, and we are
excited to help businesses
unlock it.

VICKI PARRIS

PEOPLE | DESTINATIONS | DEALS INSIGHTS

EXCLUSIVE INTERVIEW

TRAVEL
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PEOPLE
IDEAS

A STRONGER
TOMORROW

Growth, Technology

and a More Connected Asia

A conversation with Vicki Parris
on the future of corporate travel

In an exclusive interview with The Travigator, Vicki Parris, Managing
Director, FCM Travel Asia, shares her insights on Asia's resilient travel
demand, growth opportunities in India, the rising importance of Meetings
& Events, and how Al — through FCM's digital assistant Sam — is reshaping
the role of a TMC. She also discusses the biggest opportunities and risks for

the industry over the next three years.

KEY TAKEAWAYS

Resilient demand
Business travel in Asia
remains strong, with companies
investing more selectively
and expecting greater agility.

Meetings & Events
MICE is a key growth driver,
with companies seeking
more purposeful, experiential
and high-impact events.

A bigger role for TMCs

Al is evolving the TMC from
a booking provider to a more
strategic partner, combining
technology, data and human
expertise.

)

s

r 7
- g
v

High-growth markets

| India, Greater China and

d

South-East Asia offer significant
opportunities as businesses
expand internationally.

Al and Sam

FCM’s Al assistant Sam is
already handling thousands
of queries globally, enhancing
productivity and traveller
experience.

% Opportunities & risks
| Asia’s scale and global expansion
' present major opportunities, but

rising Costs, capacity constraints
and disruptions remain key risks.

“The opportunity in Asia goes beyond scale —

it’s about building deeper, broader relationships

as businesses evolve.”
VICKI PARRIS

L]

Read the complete interview

with Vicki Parris on our website.

CLICK TO READ
FULL INERVIEW

The views expressed in the column are of the author,
and may or may not be endorsed by the publication.
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i ASI/ Growth, Technology
and a More Connected Asia

A conversation with Sunny Sodhi
on the future of corporate travel

EL In an exclusive interview with The Travigator, Sunny Sodhi, Managing
TRAV Director, FCM Travel Asia, shares his insights on Asia’s resilient travel
pEOPLE LITIES. demand, growth opportunities in India, the rising importance of Meetings
pPOSS 18! & Events, and how FCM is leveraging technology, data and people to create
a more connected, seamless and higher-value travel experience for
businesses across the region.

‘ 1
FEs e KEY TAKEAWAYS

Resilient demand

Business travel in Asia
remains strong, with companies
investing more selectively

and expecting greater agility.

Meetings & Events
MICE is a key growth driver,
with businesses seeking
more purposeful, experiential
and high-impact events.

Technology and people

Data, automation and Al are

enhanging visibility and efficiency,

while human expertise remains
essential to navigate complexity.

India’s growing
opportunity

Indian and multinational
companies are expanding,
creating more complex
travel needs.

Stronger partnerships
Long-term partnerships
with clients and suppliers
are critical to delivering
deeper, strategic
relationships.

A more connected Asia

Greater collaboration across
markets will unlock new
opportunities and create
smoother, more seamless
travel experiences.

“The opportunity in Asia goes beyond scale —
it’s about building deeper, broader relationships
as businesses evolve.”

: — SUNNY SODHI

Read the complete interview CLICK TO READ

0 : . with Sunny Sodhi on our website. FULL INERVI EW

The views expressed in the column are of the author,
and may or may not be endorsed by the publication.
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International Brand —~

vs National Players: *,
The Hotel Strategy War Begins

Anthony Capuano, Marriott's global CEO, recently made a ‘ ‘
statement that should have caught the attention of every Indian
hotel boardroom. Within three to four vears, he expects India to

overtake Mexico and become Marriott's third-largest market The contest in I nd:an
globally, behind only the United States and China. hOSpIt&fIty h&S SIOpped
That is not a casual growth comment. It is a signal that India has 23 A dad .
moved from being an emerging hospitality market to becoming b(' Ing d.ﬁ:”r ﬁg} iron p Hp er.
one of win central battlegrounds for global hotel strategy. Itis a ﬁ gh ta nyway,

’
Marriott already operates 187 hotels and nearly 33,000 rooms g }. T . ]
across 42 Indian cities. Its pipeline is even more aggressive: more because the side with
than 200 additional hotels and over 30,000 rooms. If delivered, l ess ca p I'r % !1' k ee p S ﬁ n din g

that would nearly double its Indian footprint. For one international

hotel company to make that kind of bet shows how sharply the wa _VS not to I'O se

centre of gravity in Indian hospitality has shifted.

But the fight is not as simple as international capital versus Indian
'ship. Global hotel chains have br: power, loyalty systems, KEY TAKEAWAY:
distribution muscle and access to international travellers. Indian
hotel groups have something harder to replicate: deep knowledge
of local markets, land realities, operating costs, regional demand
and the Indian traveller's behaviour.

India is no longer a secondary
growth market for global

hotel companies. It is becoming
one of the world’'s most important
The next phase of hospitality growth will not be decided only in hospitality battlegrounds.

Mumbai, Delhi or Bengaluru. It will be fought in Tier-2 and Tier-3
cities, pilgrimage corridors, industrial clusters, emerging leisure
markets and business hubs that are only now becoming ready

for branded supply.

This is why the contest is so compelling. International brands are
no longer nnh Lhaamg lu\un ﬂdualnpa 'mcl Indl an ph\ ers are
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Marriott’s Conversion ***
Play: Why India’s
Midscale Hotels Are_ .z ~, ¢

a ~I', LAY L~ b f
the Real Prize LN oo
The most important part of Marriott’s India strategy is not simply
that it wants more hotels. It is how it wants to grow. ‘ ‘ CErRs
GROWTH
oy Marriott globally OPPORTUNITIES

: s and 1,900 rooms from Marriott is not On!y SCALABILITY
The Fern Hotels & Resorts collection into the Marriott Bonvoy LW - i A STRONGER
ecosystem. That move matters because it was not a traditional build ng India. It is TOMORROW

SUTY eXDans T ersion strateoy. . . .
luxury expansion. It was a conversion strategy SWIfChIHg on Indfa’s
Instead of waiting years to build hotels from the ground up, Marriott )
moved directly into existing Indian hotel stock. It gained rooms, EXISﬂ”g hotel stock
locations, operating assets and regional market access almost th rou gh ng b a l'
overnight. More importantly, it strengthened its presence in the k N :
very segment where India’s growth is most active: midscale and distribution.
regional hospitality.
This is the white space every major chain is now chasing. India has
thousands of independently operated hotels that are decent, KEY TAKEAWAY:
functional and well located, but not fully plugged into global Marriott's India strategy shows
ralty and brand systems. For Marriott, P that the real hotel battle is not
CSE sent a faster route to scale than C”"ll'f in IU){UTY, It is in Converting

expensive greenfield development. India’s vast independent and
A conversion strategy also changes the competitive rules. regional hotel base into
Inter nal chains do not need to own every hotel or build every branded, loyalty-driven supply.

room. They need to bring brand standards, loyalt 5, technol
revenue management and distribution to properties that already exist.

Hotelivate’s numbers show why this matters. Marriott repo ’ S
ind at around ) r oTT i
Accor. The race is close, and every conversion matters,

The opportunity is huge, but so is the risk. A global brand can put its
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Lemon Tree: 1 '
How Indian Hotel =
Groups Are

Fighting Back

STROMGER BRAMDS | DEEPER MARKETS | A BIGGER TOMORR‘.OW

IHCL - | LEMON TREE

A BROADER, e BUILT FOR
STRONGER TOMORROW - THE NEW INDIA

660 386 274 WESEOEEENT Tl Sk 270+ 130+ 130+
Total Hotels ~ Operating  In Pipeline . e i by —— Total Hotels  Operational  In Pipeline
) \ (130+ operational  Hotels
+ 130+ in pipeline)

EXPANDING
BEYOND BORDERS

LUXURY HERITAGE
ICONS TO MODERMN

SELECT=SERVICE
GROWTH

MID=SCALE
FOR A MEW INDIA

66 _re
il g

Indian hotel groups may not alway
have the deepest pockets, but they
often know where the next hundred
hotels should go before anyone else =
has run the numbers. X

FOLLOWING
INDIAN TRAVELLERS

PEOFLE | PLACES | INVESTMENTS | DESTINATIONS | OPPORTUMNITIES | A STRONGER TOMORROW
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B2B TRAVEL EXPERIENCE

INSIGHTS
PEOPLE

PLACES
OPPORTUNITIES

l\ﬁ g l.
.mw%¢

‘t-f

The Hospitality . .7
Corwerglz:ncety | = “"“'

Why There May Be_f
No Clear Winner —

DIFFERENT STRENGTHS. A SHARED DESTINATION.

GLOBAL CHAINS INDIAN PLAYERS STRONG REAL RISKS A CLEAR
ADVANTAGES ¥ ! BENEFICIARY

Adapting to India Building multi-brand . . A 3 )
Global distribution S 4 B More cities
meets deep local more che

with conversions, pIL:Uutmn and
ition at

regional e E Y
g - 3 market knowledge. : better experiences

and midscale focus. aAss oht g : for Indian players. 3

b ’ for travellers.

The international-versus-national framing is tempting, but it ; -
E g N g L S e e “ The winner will not be

no longer fully explains what is happening in Indian hospitality.

Today, both sides are playing each other’s game. the company with the
loudest logo. It will be
Global chains bring loyalty, distribution and capital. the one that scales
Indian players bring local demand insights, development without fosfng control
economics and owner relationships. 0 f the guest ex p(?ﬂ.(f nce

KEY TAKEAWAY:

The future of Indian hospitality

is not international versus national.
It is a convergence of global systems
and Indian market intelligence.

By the end of the decade, the real question will not be whether
international or national hotel groups won. It will be which
companies executed their strategy without tripping c

their own growth.

R - _'_"F__T"_ rr‘i —- [
|
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LUXURY ROOTS = MID-SCALE MOMENTUM ! NEW DESTINATIONS "
GLOBAL REACH WIDER ACCESS BIGGER POSSIBILITIES
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PLACES
STORIES
EXPERIENCES

HOSPITALITY

IDEAS MEANINGFUL
DESTINATIONS g

TOMORROW
DIFFERENT PERSPEC -';.":::

The Postcarc
Plavbook: n

Scaling Luxury ™.
Without Becoming
a Chain

SMALLER PROPERTIES. BIGGER POSSIBILITIES.

Kapil Chopra what he is actually building and he is unlikely
' “hotels.” The for )be up president left one of India's
in 2018 tc te The Posteard Hotel,
beginning with three small properties in Goa. The proposition was : o SLOWER
never about room count. It was about slowness, intimacy and a Postcard is not TRAVEL

deliberate vould build. f.ihﬂSfﬂg volume 'Dif:ﬁ :CT o
_ for its own sake.
\ red growth; it has e
Postcard Hotel now operates I List ."._ Vil Ig Lo prm-'e‘
a, and in February, _.-:l_;l_ that smallness
carn .'.I!]'I mne n
itself can be scaled.

to build its own lovalty programme. It is borrowing access to global KEY TAKEAWAY:
airline ecosystems while keeping its brand small, quiet and

y The Postcard Hotel shows
design-led.

how boutique luxury brands
can use global loyalty
The company’ : /i partnerships without
within five year: i SSELs. becoming conventional
The real test will be whether it can grow without losing the qualities hotel chains.

it distinctive: limited inventory, high-touch service and
a strong sense of place.

This is the new independent luxury challenge. Scale is useful,
x DESIGM BOUTIQUE GLOBAL INDIA A MORE

but sameness is dangerous. The brands that win will be the ones \En APPROACH | LOYALTY TIES BHUTAN MEANINGELIL
SRI LANKA TOMORROW

GOA BHUTAN R SRI LANKA
WHERE IT BEGAN HIGHER PERSPECTIVES . ANMOTHER WAY TO STAY
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TRAVEL &0 VILLAS

“¥ STAYS HOMES
sxpzmemce%’ PEOPLE
INDIA _STORIES
o B2 A RICHER

' TOMORROW

SaffronStays .
and StayVista:
Why Villas Are =557
Rewriting Indian ﬁgf!ﬁu
Hospitality =3

p:

BIGGER SPACES. DEEPER CONMECTIONS. A DIFFERENT INDIA.

India’s villa and managed-home
platforms are building a hospitality N R - Ly 3 : H
category that traditional hotel chains 8 Sl L pod The villa is

were never designed to dominate., - s A { LT s someone else’s

SaffronStays, the Mumbai-based i L s e : asset. ‘T he
platform, recently raised $3.5 million R 4 e e experience
]:_'-i_;l.hy Inﬁllni " Vent irly T’L(]".'-'i": | i = J [(’I}-’(?."' od on E('Jp
of its bookings come direct, and it has - T [t T
been profitable for four straight years. | & 2 - T A e s Ufff is the

A - | - real product.
StayVista operates over 1,200
properties across 100+ locations,
with more than a million guests
served, using an asset-light model.

KEY TAKEAWAY:

| ’ SaffronStays and StayVista
For families, friend groups and ¥ e {\ e show that India’s independent
hospitality growth is moving
toward homes, villas and
curated group stays that
global hotel chains cannot
easily standardise.

(o) f 7 9

UMIQUE PROPERTIES GROUP TRAVEL BEYOND HOTELS LOCAL EXPERIENCES GROWING DESTINATIONS
HOMES WITH A STORY STRONGER TOGETHER A DIFFERENT STAY AUTHENTIC INDIA VILLAS ACROSS THE COUNTRY

celebration-led travel, a villa is not -
: - . i L L T -
just a place to stay. It is a lifestyle e bl T

for a weekend. ‘ ' _rrli"‘“!'tr: ,ﬂ] ‘|| [

A"
*. B

More than a stay.
A different way
to experience India.

. —— e —-— = - e
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HOSPITALITY

BRAMDS
PARTNERSHIPS
STRATEGY
REALITIES

Treebo and

the Accor Revéi'sal

Global Partnerships

BIG AMBITIONS., TOUGH REALITIES. A STRONGER TOMORROW.,

A strong local brand
built on thhnuI{)g,\

a |‘L:__:T_=_‘|
around 800 propert
120 Indian cities
pricing, book nd oper: ational
software for independent hotel owners.

A major global opportunity

o brands in India.
InterG I: .]1 were set to ta

The deal that did not happen
By Augus 3, the partnership collapsed.
The parties could not agree on definitive
terms, and all sides walked away.

Back to independent growth
Treebo remains focused on its own path,
ny hotels and
g pver the
next five years.

BUDGET HOTELS
THE FOUNDATION

LESSONS
A STRONGER TOMORROW
\ e —

A landmark partnership is only useful
if the business underneath it can survive
the landmark not happening.

KEY TAKEAWAY

1l distribution
1ble, but local
brands must be strong
enough to survive
if the partnership
does not close.

TECH
STRENGTH

Built for
independent hotels

ATTRACTIVE
OPPORTUNITY

G ands

CHALLENGES
Alignment is hard

INDEPENDENT
FUTURE

INDIAN CITIES - TECH-ENAEBLED GROWTH
REAL OPPORTUNITIES A BIGGER TOMORROW
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INDIAM HOSPITALITY INDEPEMDENT

e DISTINCTIVE
PEOPLE EXPERIENTIAL
PLACES SUSTAINABLE
IDEAS TRULY INDIAN
INDEPENDENCE

=~ GLOBALLY READY
A BRIGHTER TOMORROW 1 i

Local Hotels, o
Global Ambltlon e
Scaling Without "
Selling the Soul

AUTHENTIC STAYS. BIGGER HORIZONS.

%
|

- -=f;E |
b ol = o
| i £
BOUTIQUE L HOMES AND VILLAS TECHNOLOGY SUSTAINABLE STAYS INDIAN ROOTS '
WITH A GLOBAL REACH THAT BELONG FOR A STRONGER BASE WITH A DEEPER PURPOSE GLOBAL POSSIBILITIES
L __] = E— —_— ——

A different playbook

India’s independent hospitality brands are not tryi
: ns at their own

KEY TAKEAWAY

India's independent
hospitality brands are
proving that scale does

not have to mean sameness,
but the discipline required
to preserve identity will
only become harder

as they grow.

authenticity, ho

sustaing :hlim and distinct regional experiences

The future
belongs to brands
that know which
parts of scale to
buy, and which
parts of smalin

(o protect.

Technology is a leveler

Direct booking engines, dynamic [:1 icing, social I['ILLh(l
discovery and 1 ' '
smaller brands the ability to sc

e smarter lh an ever before.
DIFFERENT
BY DESIGN,
READY FOR
WHAT'S NEXT.

Growth with responsibility

Whether it is Postcard, SaffronStays, StayVista, Treebo or
CGH Earth, the challenge is the sam w wider, without
losing the identity that made them special.

" SAME SPIRIT. ’ =
MORE DESTINATIONS.
A MORE MEANINGFUL INDIA.
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LUXURY
1 RAIN TRAVEL

e CEIRDO pe

“Journey in Royal Style with Tr:pF:esta p—

Curated luxury rail experiences across iconic landscapes,
regal interiors, and unforgettable heritage routes.

— AN

. PALACE g  Eo—t¥sbomibintmibimpn

S ON WHEELS BT v

/s { 4% Royal Rajasthan Rail Trail &i&} (& Rovos-Style Grand Rail Escape &
{@ Palace Heritage Journey @:} (-&% Maharaja Palace Route -@;}
( &%  Deccan Luxury Sojourn %} Q._’i ¥  Regal Wilderness by Rail %_}

v
AV /.

Luxui'y Cabins Fine Dining Heritage Routes Curated Itineraries  World-Class Service

G)

% (=) Email : connect@tripfiesta.in 9

24 (%) Mob : +918368285042 ..

A




DESTINATION MANAGE

PEOPLE

PLACES
SOLUTIONS

ON THE GROUND
ALWAYS

The DMC |
Difference: -
Why Local
Intellicence

Still Matters

|
REAL PEOPLE. REAL SOLUTIONS. REMARKAEBLE JOURNEY S. DRV

— b

When plans meet reality
Flights get delayed. Entry rules change. A key site is closed LOCAL
without notice. This is when local expertise makes all RELATIONSHIPS A DMC's real
the difference. product is not the
programime on paper.
ace It is the local persor
More than an itinerary CULTURAL 15, ;wt (‘Iaer(rti: C{' m‘; rhﬁi
7's value is not the programme on paper. It is the FELENCH 5 8 b " / .
people on the ground who can adapt, solve and keep the pr f'-‘::“m nme when
journey on track. reality refuses
to cooperate.

L. ON-GROUND
Knowledge that cannot be downloaded SOLUTIONS
Relationships, language, cultural understanding and KEY TAKEAWAY
real-time local judgement are things no search engine
or Al tool can replace.

DMCs are not valuable
because they create itineraries.
Th r | |
TRUST & g ey a ekvcducrt? e I::fec::xus.e g
ACCOUNTABILITY they make destinations wor
when plans break.

mm%ﬁ_} L 2
s :-*r*-wmwv— AR —t
== o . =~
r’_)_‘ l|" > . - ’ -
INDIA i BHUTAN SRI LANKA VIETNAM GEORGIA
TIMELESS EXPERIENCES COMPLEX ROUTES SEAMLESS TRAVEL DIVERSE LANDSCAPES EMERGING DESTINATIONS
LOCAL EXPERTISE TRUSTED PARTMERS ON-GROUND SUPPORT DEEPER CONNECTIONS RELIABLE GUIDANCE
DESTINATIONS
ARE BETTER

WITH PEQPLE
WHO KNOW THEM
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EUROPE
TIMELESS MARKETS.
MEW OPPORTUNITIES.

PEOPLE

TRAVEL BUSINESS MARKETS

— PARTMERSHIPS
CONSOLIDATION DESTINATIONS
DISTRIBUTION OPPORTUNITIES
ACQUISITIONS WITHOUT BORDERS

GLOBAL REACH WORE

DESTINATIONS —_—
THE ROAD AHEAD
I ‘ 'll] A BIGGER — ag_-_-nws
u() l- 36 NEW YORK ARD
_TOMORROW 1§ LONDON BOARDING
13 DUBAI BOARDING

t() I 13 SINGAPORE  BOARDING
: g 2§ SYDNEY BOARDING
% = A \ 4 = 4 35 TORONTO BOARDING

_ | . o 3  BARGNTO BOARDING
[he Raceto =7 .\ sSag=t o oo
! \ = = s 38 ZURICH BOARDING
s T gneagey ¢ 35 TOKYQ BOARDING
Blly GlObal ReaCh j"gtl‘&-‘.ﬂ?:.
A= Yo

DIFFERENT ERAS. A BIGGER WORLD. THE SAME QUESTIOM. |

A defining consolidation
In 2015, Thomas Cook India acquired Kuoni's g
travel businesses in India and Hong Kong for acquires Ku India Global reach
¥535 crore, including SOTC and SITA in India. g Kong travel Ny T e
In June 2017, its subsidiaries acquired Kuoni's Lt can bt‘ ':H*(i”'i” F"’d‘
Destination Management Specialists businesses SOLE Local trust still
ubstantially expanding its e W
international footprint. ” 1as 1o b ceal Hf.fd
3 destination
A new player, a bigger platform THomas Coolk Todia by destination.
T ek 20): expands through E [;,| TORIAL INSIGHT
+ travel Kuoni DMS businesses
0SS October 5 in 17 countries
completed its acquisition of US luxury KEY TAKEAWAY
wholesaler Classic Vacations for TBO Tek lists

Ry ks : : 3 A o P India’s DMC and B2B
5 million, including closing adjustments. on NSE and BSE

distribution companies

. . . are buying global reach,
Scale brings opportunity — and risk TB but preserving local service
Acquisitions can buy reach and distribution, but 25 : quality will determine
ground quality depends on people, relationships long-term success.
and local knowledge. That is the real challenge
for any global DMC network.

AFRICA NORTH AMERICA NEW FRONTIERS
DEEPER EXPERIENCES. PREMIUM TRAVELLERS. MORE DESTINATIONS.
STROMGER PARTMERSHIPS. EXPANDING ACCESS. GREATER POSSIBILITIES.

ASIA
HIGH DEMAND.
BIGGER NETWORKS.

LOCAL KNOWLEDGE . ezl R
TURMS PLANS INTO . :'r ~f -
REAL JOURNEYS. = ! A =N
o ¢ " A { ,l* o i [ 4
- : v lf" = = | l‘ lL. X |T !1 i
Sources: Thomas Cook India FY2017-18 annual report; TBO company website and ocquisition filing, 2 Oct 2025; The Economic Times, 8 Aug 2015, "3 Ay }
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DESTINATION MANA

LOCAL

KMOWLEDGE

GLOBAL REACH
TECHNOLOGY POWERED BY
PEOPLE TECHNOLOGY
DESTINATIONS LED BY PEOPLE

BETTER TOGETHER

Al Enters o
the DMC: S, - W~
What Technology = ®os=¥ed» "oy -
Can and Cannot 5 & B ¥ N

FLAN CALTOME (= TRAVIL ‘
-
-

Al ASSISTED
TRAVEL SOLUTIONS
FOR REAL DESTIHATIOHS |

[
w
=
%
3

- |
cpiace =
SMARTER TOOLS. STRONGER EXPERTS. BETTER JOURNE\Eﬂ h TRAVEL il

. -l

Al is already here WHAT Al CAN DO WHAT ONLY HUMANS
CAN DO

EXPERIEMCE. JUDGEMEMNT. TRUST.

AL - FASTER. SMARTER. AT SCALE.
‘hether Al will matter. It already

. The real question is which parts of the DMC’s job T e ol
it can actually improve. The best use l’)f Al
8}) LOCAL RELATIONSHIPS in DMCs is not to
< e . Get things done 3
From itinerary drafts to instant i remove the human
confirmations expert. It is to give

- ] e . SUPPLIER MATCHING CULTURAL NUANCE T .. _“'_

RN A LA A that expert more
overy. One time for the work
328 portal for PRICING & COMPARISONS CRISIS MANAGEMENT (}ﬂf:!.-’ a hu”IG”

: ring Al-assisted itinerary i’ I
: z - Analyse and suggest Solve the cled
customisation and instant confirmations. Bayar 4 99 < can do.

Vacations is using Al across the customer journey,
from enquiry to post-trip review.

ITINERARY DRAFTS

Build options in séconds

INSTANT CONFIRMATIONS PERSONAL JUDGEMENT
Reduce turnaround tirme Moke the r.|;|1'|l: call K E Y T A K E A W .ﬁ Y

A tool, not a replacement

Al can help destination experts move f;

reduce manual work. But it cannot replace local
relationships, on-ground judgement or the human
expertise that ma a destinatio k when plans
break. The winning DMCs will use Al to handle the
routine, so their people can focus on what only
humans can do.

Al can scale the repeatable
DESTINATION DISCOVERY HIGH-VALUE SERVICE pﬂﬂs of DMC work, but it
Surface new experiences Han cinl re te cannot I'ep|C|CE the
relationship layer that

makes a destination
ROUTINE OPERATIONS AUTHENTIC EXPERIENCES function under pressure.

Handle repetitive tasks C ng impact

TECHNOLOGY

\ e 1 EXTENDS OUR REACH
o e | . PEOPLE GIVE IT
n . 3 ,1 [ - . s g g A MEANING.

SAME
DESTINATIONS.
NEW POSSIBILITIES.

. - TS .
OO X “Suascree [
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DESTINATION MANAGEMENT S
BUILDS REACH.

PEOPLE PEE
TECHNOLOGY MAKE 1T T
PARTMERSHIPS i
SUSTAINABILITY s
A STRONGER TOMORROW oy . -.:l Wy

e el
The Strateglc l SR PH

i

DESTINATIONS

Verdict:

Can DMCs =
Scale Without
Becoming Generic?

RIGHT SCALE. REAL PEOPLE. LASTING DESTIMATIONS.

A more complicated future

The DMC industry is not facing a simple future where - | . e A e AF
technology replaces people or tradition defeats SCALE oy The best DMCs Uj 1
innovation. The reality is more complicated, and DISTRIBUTION 43 R (he next decade will
s Technology. Platferms. = _ & & know which parts U;f i

Global Reach. . s -

N © the business to automate,

: and which parts to keep
Distribution and discovery are becoming scale games.

Cx 3 ."- I ul. - . . - # . g - - A - r
{um;nnnu such as TBO, ( h0 amlnrhu_r 1':I-11Enr| g N ™ ¢ ¢ E‘M}E" (If(fi_}" hl‘” nan.

Technology is a force multiplier

routine mnlum tions itinerary logi lr.m.-nua‘in KEY TAKEAWAY

entirely manual if software can do them faster. : '- i N By The future of DMCs lies in
PROTECT Ayl - ' 2 scaling distribution while
. LOCAL INTELLIGENCE protecting the human

[ » v T A !

1he hurnan Ia}'er btlll dEﬁHES the Dl\'lc People. Relationships. relationship layer that

Guides, local fixers, supplier trust, monument access, Reciiaccesy, clients actually pay for.

e, handl
are the parts of tine business that still resist full automation. |
This is where DMCs create real value.

AUTOMATE
WHAT CAN SCALE

INVEST IN
" - . . - PEOPLE AND ACCESS
l'alent and partnerships will matter more
India needs more trained, multilingual guides, and CREATE
representation partnerships may offer a practical middle LONG-TERM VALUE

EXPLORE
STRATEGIC PARTMERSHIPS

path to grow reach without losing local depth. Authentic Experiences. : KEEP DESTINATIONS
Stronger Destinations. AUTHENTIC

DIFFERENT
DESTINATIONS.
A MORE MEANINGFUL D
TOMORROW. v 3 =
rIIJ T T . e
. \ ,-F"'-"‘ Jt
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PEOPLE
DESTINATIONS

KERALA

Travigator

Y WELLNESS
INSIGHTS "
BZ2ZB TRAVEL INTELLIGENCE GPPORTUNITIES » AYURVEDA
] ‘ LONG STAYS
)
W

TheTravigator

Wellness 5() giasuts

ail

A Curated B2B Guide to Kerala’s Most Distinctive % }éﬂ‘ujj' iiii_ E.'."-'F B S 0
Wellness Stays, Healing Centres and Long-Stay Retreats i 0 4

N o 0.4
Kerala is India’s strongest Ayurveda and wellness destination, - "'_"'-';;f:' =

but for travel agents, DMCs, luxury operators and international
buyers, choosing the right property is not always simple. The
market is crowded with Avurveda resorts, wellness hotels,
clinical centres and retreat-style stays — each claiming
authenticity, luxury and healing value.

The future of
wellness travel is

KR , st : not about more
I'heTravigator Wellness 50 is designed to cut through that noise. opt:'ons. It is about
This is not a casual “best hotels” list. It is a criteria-driven better (:uratfon o

B2B reference directory created to help industry professionals

match the right client to the right wellness property — whether

l y
o 4

the requirement is Panchakarma, clinical recovery, long-stay
rejuvenation, luxury wellness, yoga, heritage healing or
a quiet nature-led reset.

S 1

== C
AYURVEDA WELLNESS HEALING HERITAGE LONG-5TAY
TREATMENTS RESORTS CENTRES STAYS RETREATS

TheTravigator
Wellness

PEOPLE |

PLACES

N0z

|  WELLNESS

©]

090

(D

| OPPORTUNITIES

ol

X .
\{Z'L.} - ,.‘

L]

KERALA #, W

CURATED B2B RIGHT CLIENT REAL INDUSTRY s

SELECTION FOCUSED RIGHT PROPERTY VALUE HEALS i
BUSINESS -
TOO
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PEOPLE & o

TheTravigator | ecmmes ™ e

INSIGHTS
B28B TRAVEL INTELLIGENCE oPPORTtITES 'L“:r:;";fjfs

LASTING IMPACT

THETRAVIGATOR WELLNE!S‘ED
’,
.

WhyThis® ,5
Directory Ex1st

.‘ LY
A MORE TRUSTED PATH TO W \i -l'*""'-—
KERALA'S WELLNESS LANDSCAPE - : !,_‘*\.p

Wellness tourism is growing rapidly, and Kerala sits
at the heart of India’s Ayurveda proposition. But the
industry faces a credibility problem. Many properties
use the language of wellness without offering serious
treatment depth, medical governance or long-stay
capability.

For B2B travel sellers, that creates risk. A poorly
matched wellness property can damage L‘]it‘lll trust,
especially when guests are travelling for 7, 14, 21 or
28-day programmes.

TheTravigator Wellness 50 exists to make that
selection process more reliable.

It gives travel agents, DMCs, luxury tour operators

and international buyers a clearer framework for

understanding which properties are treatment-led,

which are luxury-led, which are clinical, and which are

better suited for lighter wellness experiences. 1 J
‘A wellness property

This is editorial curation, not advertorial inclusion. ry should not bejudged

_ “ by its brochure. It should be

é}; \V/4 @ Q & AR - judged by what it can safely

57 . . ~ .,
XEATMENT- |  LUXURY- CLINICAL WELLNESS NATURE- LONG-STAY iIHd CONSIS fentiy d{?f ver.
LED LED & MEDICAL & YOGA LED READY ™ “ f L
ol

L - -

RIGHT CLIENT. RIGHT PROPERTY. A HEALTHIER TOMORROW. 1 B -

AUTHENTIC

KERALA
HEALING. WELLNESS
REAL VALUE. A STRONGER
STROMNGER TOMORROW
PARTNERSHIPS. TOGETHER.
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The 5-Point

@
REJUVENATE l.

creenin iy 4y
Vet | =5 . i ' 7

FAIMCWOIK s ) L gk
< PR ALWAYS A =Ny =ef
. = GOOD IDEA - # “-.,_;. y
¥ . l’ ) - .-rr-_J. M
; five measurable parameters. Together, S iy —;;!_ . :h" A ¢
they create a 100-point editorial framework. i L 2R < e

3 I _ N 5 2 N
' ; - -—f‘#L"‘ 'y T—

Positioning . : ! - R 4

We examine whether the property 1 Hi
has a clear identity: Ayurve el
luxury wellness, clinical, spiritu:

holistic, nature-le erit . . B(?fffrpr(}p{?rﬁt?S.

2 2 > >
Wellness & Treatment Offering Hap picr _fm! vellers.
We evaluate the depth of Ayurveda, A h{;’air”?l{,?f fomorrow.
Panchakarma, yoga, meditation, -
naturops

CURATED
We check doctors, treatment protocols, FOR A HEALTHIER

accreditation, line: fety systems WORLD OF TRAVEL
and medical credibility

AUTHENTIC STAYS
Guest Feedback TRUSTED PARTNERS
We review recent and consistent MEANINGFUL JOURNEYS
feedback across platforms, including LASTING WELLNESS
international guest sentiment.

> -

LA

Long-Stay / International Appeal
Wi s whether the property can serve 15%)

uests with priv bility, e ‘
= - "
-

]llll‘t'_',tl.'l'-_,l_ support and service Ll.lll."ni.."-[{']'l{.‘}'.

..

Editor’s Pick
shortlist:

85+

Properties scoring 85 or above
feature in the Editor's Pick shortlist.

e Minimum
~ consideration score:

70/100

Properties scoring 70 or above
are considered for inclusion.

WELLNESS

KERALA
ROOTED IN A STRONGER
MATURE. TOMORROW
COMNECTED THROUGH
TO THE WORLD. WELLNESS TRAVEL.
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THETRAVIGATOR WELLNESS 50

Criterion One & Twe
Positioning and
Wellness Depth

: Positioning
Clarity Today, Better Journeys Tomorrow. 5

(20%) PART OF A
100-POINT
EDITORIAL FRAMEWORK

o)

POINTS

A HIGHER STANDARD
FOR A HEALTHIER
TOMORROW

A clear identity
s i v e e and the right fit
T'he first question is simple: ; =
who is this property really for?

A serious Ayurveda guest has different needs from a
luxury traveller looking for a beachfront reset. A yoga
seeker is not the same as someone recovering from
chronic stress, metabolic imbalance or post-surgical
fatigue. TheTravigator Wellness 50 does not accept
vague positioning such as “luxury wellness destination”
unless the property’s design, programming and
guest profile support that claim.

Ayurveda-led
Lwcury wellness
Clinical / Medical
Spiritual

Holistic
Nature-led

The second and most important criterion
is treatment depth.

We distinguish between genuine wellness

Heritage-based

BN RS IOR K

destinations and hotels with spa menus. Strong Wellness &
properties offer structured programmes, qualified Treatment Depth
supervision, clear outcomes and coherent healing (25%)

systems.

Beyond spa menus.
We examine Ayurveda, Panchakarma, yoga, Towards real outcomes.
meditation, naturopathy, diagnostics, personalised
nutrition, mental wellness, longevity, detox and

recoverv-led programmes.

Red Flag &

A Properties that sell “Ayurveda packages” @
without physician oversight, programme f

cO

Ayurveda & Panchakarma
Yoza & Meditation
Naturopathy
Diagnostics

. Personalised Mutrition
structure or credible treatment protocols.

Mental Wellness
AUTHENTIC

Longevity Programmes TREATMENTS

“Wellness without depth
is not wellness. It is a missed A s e N IHagD
Opportunity. i - LASTING IMPACT

ROOTED Rt \ ._ ¥ b e, S RN A | KERALA
IN TRADITION. ) ¢ 5 3 s it TR TRNEAGNBTIRGNG ) R i 2 Ga); 2 WELLNESS
CURATED CRRR VRO OB P ) . R LU A STRONGER

FOR TOMORROW. e s s R B ' e [ ORE O
. = r TOGETHER.
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Criterion Three & Fo}
Authenticity and
Guest Proo /

Real Care. Real Credibility. Real Experiences.

"‘ﬂ

Wellness is not just about atmosphere. It is about
safety, credibility and professional execution.

TheTravigator Wellness 50 examines whether treatments 6, s -
are s,upcmscd by qualified Ayurveda doctors, whether I'rue WG!{HGSS B bwi? o P
the property follows standard protocols, whether trust, not jHSt Lr angu il set fﬂ’lg& &
accreditation exists, and whether emergency systems
are in place for intensive programmes.

RS ey A HIGH-CREDIBILITY A LOW-CREDIBILITY
Key Credibility Markers WELLNESS PROPERTY e OR HIGH-RISK PROPERTY
We look for independent validation and verifiable
standards, including:

No qualified doctor or limited
medical supervision

i I E @ & Follows structured treatment protocols Generic spa menus, no structured

programmes
Kerala Tourism NABH AYUSH Qualified y .

Ayurveda Standards BAMS/MD E{-.}C(:g‘l‘il's_cd L_chmdll[d[LG:ll i No verifiable accreditation
Classifications Dactors (Kerala Tourism / NABH AYUSH)

Qualified Ayurveda doctors on-site

Emergency systems in place No clear emergency systems
@7 ; @ Strong, recent and consistent

Few reviews or inconsistent feedback

e » o . . ; ouest reviews
Recognised Verifiable Genuine Heritage EUe i
Yoga Lineages Awards or Clinical

Evidence of repeat guests

Lineage ;
= and long-stay clientele

High number of recent complaints

Gucq[ Fccdha(_‘k '\laucr‘ﬁ, Transparent programme details Unrealistic claims and vague

and realistic outcomes programme details

We do not rely on a single review platform. We look
for patterns across Tripadvisor, Google, Booking.com,
specialist publications and repeat-guest evidence.

A property with beautiful imagery but weak recent ) 090 @
reviews will not rank strongly. EQ]

) g AUTHENTICITY REAL GUESTS SAFER TRAVEL
BUILDS TRUST REAL STORIES STRONGER
Red Flag
AN . 3 PARTNERSHIPS
Properties with limited reviews, recent 1
complaints about treatment quality, hygiene, ]
staff behaviour or no visible medical governance. i — CREDIBLE WELLNESS. CONFIDENT CLIENTS.

WELLNESS . F , - R R : KERALA
ROOTED IN : 3 2% 706 Tl ' A ‘ A STRONGER
AUTHENTICITY, K R % - Aapl Tl

JOURNEYS BUILT 1 < TN EE | SRS e THROUGH

ON TRUST. N P — B T —— e WELLNESS TRAVEL.
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B2B TRAVEL INTELLIGENCE

DPPORTUNIT!ES

Criterion Five:
Long-Stay and
International Appeals

More Time. Deeper Healing. Greater PU‘S‘?][’)I]]I]C% ‘; %

"HEALS
DIFFERENTLY
IN KERALA

A true wellness retreat must be built for time.

Guests staying for 7, 14, 21 or 28 days need more than a
good room and one signature massage. They need
programme continuity, quiet spaces, dietary flexibility,
multilingual support, privacy, medical clarity and service
consistency over weeks.

WHAT WE ASSESS
(15%)

Long-Stay

Programme Readiness

Ability to serve 7, 14, 21+ day
guests with structured plans.

This criterion separates serious wellness destinations
from weekend spa hotels.

Dietary Flexibility
TheTravigator Wellness 50 assesses whether properties offer: A and et acen 2idis.
structured long-stay programmes, international guest
handling, English or multilingual explanations, vegan/
gluten-free/diabetic dietary options, secluded treatment
zones and strong repeat-visitor evidence.

Language Support
English and multilingual
explanations for international
guests.

International wellness travellers are increasingly informed.
They want credible outcomes, not decorative wellness
language.

66,

Privacy & Space

Quiet environments, secluded
treatment zones, low-density
stays.

International Guest
Handling

Experience with overseas
travellers and cultural
sensitivities.

Long-stay wellness is not
hospitality with extra treatments.
It is a complete operating system

built around care, routine and trust.” Repeat-Visitor Evidence
High rate of returning guests

and long-stay clientele.

STAYS

THAT STAY
WITH YOU
LONGER.

SUBSCRIBE

Vegetarian, vegan, gluten-free,

KERALA
WELLNESS
AYURVEDA
LONG STAYS
REAL IMPACT

HAFPIER
GUESTS

Longer stays create
deeper results.

STRONGER
INTERNATIONAL
APPEAL

Meets the needs of
evolving global travellers.

HIGHER YIELD
Long-stay travellers
generate greater value.

LASTING
RELATIONSHIPS
Wellness travellers

return — and recommend.

OUR STANDARD

150.,

Bec.
wellness journeys
take time.

KERALA

A STRONGER
TOMORROW
THROUGH
WELLMNESS TRAVE

I‘\
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THETRAVIGATOR WELLNESS 50

The Five

AN

Ediforial 48

Categories

Different Needs. A More Useful Guide.

TheTravigator Wellness 50 will not rank all 50 properties in ongs s
generic order. Wellness demand is too specialised for that.

Instead, the directory will be divided into five
editorial categories:

Ayurveda & Panchakarma
For serious treatment-led stays
and classical Ayurveda programmes.

Luxury Wellness Retreats

For high-end hospitality combined
with meaningful wellness integration.

- - L]
Medical / Clinical Wellness
For diagnostics, chronic condition
management, recovery, longevity
and clinical interventions.

.
Yoga, Mindfulness &
Holistic Healing
For travellers whose primary motivation
is inner balance, yoga, meditation and
spiritual renewal.

Boutique / Heritage /
Immersive Wellness

For intimate stays rooted in lineage, place,
architecture, family tradition or nature-led
healing.

KERALA
WELLNESS
ROCTED IN
TRADITION.
READY FOR
THE WORLD.

SUBSCRIBE

I‘\

KERALA
WELLNESS
AYURVEDA
LONG STAYS
REAL IMPACT

L6

Wellness is personal.
The right category helps you
find the right match.”

BUILT FOR A MORE MEANINGFUL

TRAVEL INDUSTRY
,./[l
il

A HEALTHIER
TOMORROW

090 | f
(M %
RIGHT CLIENTS
HAPPIER GUESTS

STRONGER
PARTMERSHIPS

CURATION TODAY. A BRIGHTER TOMORROW.

PEOPLE

PLACES
WELLMESS
OPPORTUMNITIES
A STRONGER
TOMORROW.
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Transparent. Independent. Industry-Focused.

THAT HEAL
PEOPLE WHO

Each property selected for TheTravigator Wellness 50 will receive )
GO FURTHER

a concise 120-150-word profile.

e

Every entry will include:

Property Name

Location | Category | Ideal Stay

Positioning
Who the property is really for.

What It Offers
Ayurveda, Panchakarma, yoga, naturopathy,
detox, longevity, mental wellness or clinical care.
Positioning

- A serene, treatment-led retreat
W h} It Stands Out for serious Ayurveda seckers.
The real differentiators.
What It Offers
Authentic Ayurveda, Panchakarma,
voga, naturopathy, personalised
nutrition and wellness consultations.

Why It Stands Out

Experienced doctors, beachfront
setting, strong repeat clientele and
genuine clinical depth.

Long-Stay Appeal
Ideal duration and international
traveller suitability.

Guest Verdict
Balanced praise and recurring criticism
where relevant.

TheTravigator Verdict

Final editorial assessment.

CALL FOR ENTRIES

ishing to be considered

supporting evidence and contact

TheTravigator editorial team with

6é

property det:
and proof of

category interest
gibility.

Kerala’s wellness ecosystem is world-class,
but it needs sharper curation.
TheTravigator 50 is built to provide exactly that.”

AUTHENTIC
WELLMESS
REAL PEOPLE
LASTING

JOURNEYS.

iew the five criteria, gather
E Submit Your Property - info@thetravigator.com

KERALA
WELLNESS
AYURVEDA
LONG STAYS
REAL IMPACT

ks é‘ : -""‘I_L‘:?"'."‘r
'\_. ( .I"""'\ i X 4 il ' -

LR

KERALA
A DEEPER
7 KIND OF
B S U URY
> gl URY

E DIRECTORY ENTRY (ILLUSTRATIVE ONLY)

AYURVEDA &
PANCHAKARMA

Kovalam, Kerala | Ayurveda & Panchakarma | 7-21 Nights

Long-Stay Appeal
Ideal for 14-28 day programmes
with international guest support.

Guest Verdict

Highly rated for treatments,

food and service. Some guests
note limited nightiife (which aligns
with its wellness focus).

TheTravigator Verdict
A credible, treatment-led property
that delivers on its promise.

HEALING ROOTED IN TRADITION. EXPERIENCES FOR TOMORROW.

Submission Deadli
32 30 October :
Publication Date

13 November 2026

KERALA

A STRONGER
TOMORROW
THROUGH

WELLNESS TRAVEL.
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WHERE DOES YOUK
WELLNESS RETRE

BELONG?

TheTravigator Wellness 50: Choosmg the ca
that reflects your guest experience

By TheTravigator Editorial Team

What is the main reason
a wellness guest chooses
your centre or resort?

Wﬂf
e

. IDEAS PEOPLE
ThETl'aVlgﬂtOI' INSIGHTS A PLACES
PARTNERSHIPS
B2B TRAVEL INTELLIGENCE OPPORTUNITIES “TR"‘ONGE:!
TOMORROW

WELLNESS
PEOPLE
PLACES
PURPOSE

AYURVEDA & LUXURY MEDICAL / CLINICAL YOGA, MINDFULNESS | BOUTIQUE / HERITAGE /
PANCHAKARMA WELLNESS RETREATS WELLNESS & HOLISTIC HEALING IMMERSIVE WELLNESS
For authentic, For high-end stays For centres where For structured yoga, For retreats where
physician-led Ayurveda that integrate wellness clinical assessment meditation or other local identity, heritage

with residential with personalised and professionally clearly defined or intimate hospitality
programmes. hospitality. supervised care are central. holistic practices. shapes the experience.

Daoctor consultations

Individual treatment
plans

Qualified supervision

Structured programmes

Premium accommodation

Curated wellness
programmes

alised practitioners

Gourmet, wellness-focused
dining

@ Clinical assessments
@ Professional credentials

arrangements

Qualified practitioners
Programme schedules
Suitability screening

Dedicated sp

CATEGORY COMES

WHAT IF TWO
CATEGORIES FIT? BEFORE SCORE
Choose one primary category
and, where justified, one secondary |
category. Use your programme details,
actual guest itineraries and booking
information to support your choice,

A CLEAR PROMISE "= 3
Your category should reflect: s
& Who the retreat serves ‘

e What it delivers
¢ The evidence that connects the two

These categories describe different
offerings; they are not a ladder of prestige.
A focused yoga retreat can demonstrate
excellent delivery within its category
without offering clinical diagnostics

or luxury villas.

TheTravigator confirms the final
classification during editorial review.

' v - L
. " THE TRAVIGATOR
WELLNESS 50
r DIRECTORY
' CELEBRATING PLACES
THAT CREATE A HEALTHIER TOMORROW
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TheTravigator

B2B TRAVEL INTELLIGENCE

HOWSHOULDA
WELLNESS RETREAT
RATE ITSELF?

Inside TheTravigator Wellness 50 proposed

-

=

-
L

100-point self-assessment = T WELLNESS
By TheTravigator Editorial Team ’ A clear framework o ane ZE?‘::;
£ for stronger, more credible TG

wellness experiences.

FIVE CRITERIA. 100 POINTS.

A balanced assessment of what makes a wellness retreat truly exceptional.

WELLNESS & QUALITY & EST FEEDBACK INLT(;h;ﬁ-ASTTI‘:)YNJ;L
P;)OSI::;?:;NG TREATMENT OFFERING AUTHENTICITY GUZ(? PDINTSC READINESS
] 25 POINTS 20 POINTS 15 POINTS
Does the centre clearly Are programmes Can the applicant Is recent feedback Can the centre support
identify its category structured, clearly document relevant collected and reviewed residential programmes
and target guest? Do its explained and delivered qualifications, operating systematically? Does it of seven nights or longer,
facilites, programmes by appropriate permissions, hygiene address the wellness with suitable accommodation,
and published information practitioners? Do they procedures, consent experience itself, and dietary arrangements,
support that identity? include suitability processes and emergency can the centre show clear communication ﬁnd
assesslments. mdlmdual arrangements? how it handles continuity of service?
planning and reviews? complaints? k

HOW TO SCORE @ CALCULATION gl WHAT DOES THE RESULT MEAN?
.

iterion has fi eckpoints.

Do e e e ety Add your raw score out of 10
4 i S o for each criterion. . 70{100 . 85+

Divide by 10 and multiply by ed;rhre]s Im]d.r?r . l":mclr S L;?_I;Slji?r?:.mn
the criterion’s j!igfll'. Itorial consideration. or the kg It{'_:l'_‘_\ ick
shortlist.

Absent, artially Consistently Total score out of 100.
planned or : edc operational and
unsupported completely supported by Example:
documented evidence 8/10 for Positioning = (8 + 10) x 20
= 16 out of 20 points Appli it
rified ec

“It’s not just about a score, THE TRAVIGATOR
it’s about seeing where you excel B U e L CLHY
and where you can grow.” NG CCIgS NG RLACKS

THAT CREATE A HEALTHIER TOMORROW

THE TRAVIGATOR

SUBSCRIBE 0
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OPPORTUNITIES . vi i = | PARTNERSHIPS
A STRONGER
TOMORROW

What wellness centres and resorts
should prepare for TheTravigator Wellness
: WELLMESS

By TheTravigator Editorial Team = E=— s SR ¥ 5evonD

o P BORDERS
Clear information today.

Stronger partnerships
tomorrow.

[0-* m—-

GUEST FEEDBACK LONG-STAY READINESS

Fs |

THE PROGRAMME FEOPLE & PROCESS ELF-ASSESSMENT

A clear picture of what " Show who delivers » Let real experiences ) ’; Support for longer, * BEGINS THE REVIEW

the guest books and how N r'. i speak global stays Submit, we verify

Programme brochure & Practitioner qualifications ’ Links to independent = Extended-stay Submit your category,
or sample itinerary and registrations review profiles arrangements score and documents
I 3
Duration, inclusions la Operating permissions * Feedback summaries T1 Dietary communication TheTravigator reviews
and consultation details and meal plans the evidence
Q Accreditations ol I Examples of how
o - facility and scope) ‘oncerns are addresse We may request
@ Practitioner involvement ihety Pe) R Language support L‘I.'l['i!i":!'-lhllll
: - 1 .l-]:lll-tllr ] - {8 ARl
nd scope of personalisation Hygiene and safety , + oy
= ? age Feedback on consultation R s .
peres procedures & .lity, programmes 223 Continuity of practitioners Final assessment
i T Le oy ' .
o [ntended guest profile Hictarvis ]r'm. and and guest services determined by
Suitability screening o i e TheTravigator
A staff continuity b
@ Why your chosen an SeNL processes: "K Ability to serve L ted clai
, - : Insupported claims
category fits : If reviews ane limited international guests a NSUppOicd Ciaums
e Emergency arrangements il J . g 2@ may berevised or
ok disclose this and share (evidence over claim) ]
and referral pathways - e excluded

other supporting evidence

“ Transparency I8 OUR GOAL
rns exceptional =By : :
E:{ i {, u.,! E!r. R_d A directory that gives travel
""f’)f"r“"'”“‘:"“_ into i B N8 professionals enough specific,
lasting partnerships. . * 8 credible information to t;mmmenfl

THE TRAVIGATOR ek a wellness stay with confidence.

THETRAVIGATOR
WELLNESS 50 DIRECTORY

G FLACES
HEALTHIER TOMORROW
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PECPLE INDIA

r]1]‘lETra‘7igatOI' DESTINATIONS TOURISM

5 INSIGHTS BUSINESS
B2ZB TRAVEL INTELLIGENCE OPPORTUNITIES PARTNERSHIPS
A STRONGER

TOMORROW

COASTAL CITY
GLOBAL OPPORTUMNITIE!

Culture & Cinematography, Government of
ION OF OUR inaugurates the 4151 1ATO Annual Convention
of Shri K. Ram Mohan Naidu, Hon'ble Union M

MDIAN ASSOCIATIC JF TOUR OPERATORS 3 "’
I St A I O | A Civil Aviation, and other dignitaries.
06 Tourism unites

Annual Convention  people places TA

and possibilities.”

VISAKHAPATNAM SETS THE STAGE FOR A INDIAN ASSOCIATION
STRONGER INDIAN TOURISM INDUSTRY OF TOUR OPERATORS

. . The participation of senior government
Visakhapatnam, September 10, 2026: The 41st Annual leaders and industry stakeholders VISAKHAPATNAM
Convention of the Indian Association of Tour Operators underlines the importance of close ANDHRA PRADESH
(IATO) commenced in Visakhapatnam with an inspiring cooperation between the government
inaugural ceremony, bringing together leading stakeholders, and the tourism industry. The convention
tourism professionals, policymakers and representatives reinforces the vital role of tour operators A 10-13
from across India’s travel and tourism fraternity. in promoting destinations, enhancing E SEPTEMBER 2026

inbound tourism and contributing to

The convention, being held from 10 to 13 September 2026, :
employment and economic growth.

provides a key platform for meaningful discussions,

knowledge sharing, networking and collaboration on A new chapter begins in Visakhapatnam— LC:;ZITS;: sl::xt:fﬁnms
emerging opportunities, challenges and strategies for one that looks towards a stronger,
strengthening India’s position as a leading global more resilient and globally competitive

sstinati Indian tourism industry.
tourism destination. i 3 NETWORKING

' " COLLABORATION
Embrace History, e -
Enjoy Nature, 41 |ATO ANDURA PRADESH
; i = oo —
~_Experience Culture, YATO Annual Convention STRONGER

10 - 13 September 2025 - I
Visakthags hoam, M fhra Bradeth P, = Whiete the Qcean I
: : - - : ’a Mixts Opportunity

INDIAN TOURISM

SUSTAINABLE
INCLUSIVE GROWTH

._(J a

41" IATO

ANNUAL CONVENTION

INCREDIBLE INDIA,
BRIGHTER TOMORROWS.,

HAPATNAM . = o
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FROM STADIUMS

TO DESTINATIONS:
Why India’s Sports Boom

Is Travel’s Next Big Play INDIA

B2B FORECAST = SPORTS TOURISM = MICE = DESTINATION STRATEGY MORE

- PEOPLE
M MORE

With the Asian Games underway in EL;%SNGER

AlchluNa‘gg}-'a,:lapan, sport is opening TOMORROW.

opportunities for event-led travel. For the

travel trade, pa-::kages -::omblnmg competitions, =4\ A [ oeparns

accommodation and local experiences can AN

serve athletes, families and fans, and M) i Destinations
A\

encourage longer stays. P Destinations

o8e Stronger

ASIAN GAMES: 19 SEPTEMBER-4 OCTOBER 2026 '1 ‘ ‘/ Tourism

Global
Opportunities

\ 4 v oOo A
O '3“ aee z ll .
107 43 11,000+ 500+ ~70% Sport is not just

a s L A il £ 2l an event. .It Isa
g | . GROWTH traveller in the
liidia's fecaid Aichi-Nagoya  Reported estimate; ~ Across 40+ Indian

haul at 2026, versus 40 45 countries ci § Industry estimate, mﬁklng-

o . India Padel
Hangzhou 2023  at Hangzhou and regions lnduslt'. estimate -
Report 2026

TheTravigator editorial view

“ommittee; AP; India Padel Report 2026 (CAA Portas, Hudle & PadelPark India).

INDIA
A NATION
OM THE MOVE

SPORTS
BRING PEOPLE.
DESTINATIONS
MAKE THEM STA‘I"

EXPLORE
REPEAT
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The Great
Seat Squeeze

What India’s September Airline
Schedules Mean for the Travel Trade

More
Journeys

Published September schedules point to fewer Stronger

seats overall, with airlines adding capacity on
selected routes. For the travel trade, the practical
focus is availability, flexible itineraries and
careful planning.

SCHEDULED SEAT CAPACITY « SEPTEMBER 2026
b‘ EDITORIAL INSIGHT

+ (1 1) Ly
f@n Connectivity

p XA 1 I 15 million 77 million  TRADE PRIORITIES Is no longer a

Total scheduled Domestic International Check live availability gh-'erz. Itsa
seats scheduled seats scheduled seats compe titive

—4.5% ¥ -5.6% v -2.1% advantage.

Offer flexible routing

YoY YoY YoY Review booking terms
ROUTES: GAINS AND CUTS AIRLINES: MIXED MOVES FACTORS BEHIND THE SQUEEZE
Scheduled seats « Sept 2026 + YoY Scheduled seats « Sept 2026 » YoY
. ‘ . vt =4.5% -Q Aircraft availability
Mumbai-Delhi +13.9% IndiGo - 126 million seats
=50% of scheduled seat capacity
Bengaluru-Pune +26.8% i Fuel-cost pressure
AIR INDIA | ;%3‘3?")1_
. 3 million seats s . .
anbal—l-{ydembad -9.5% Excludes Air India Express @% Alr space d]S['l]pthIlS
- p i 0 F A
Mumbai-Chennai 8.5% J\ Akasa Air %hSEEE.M s @' Selective route. degkopmint

TIGHTER SKIES.
BIGGER
OPPORTUNITIES
FOR THOSE WHO
PLAN AHEAD.

INDIA TRAVELS
FURTHER WHEN
THE INDUSTRY
THINKS AHEAD.

Source: OAG data reported by Financial Express, 10 & 14 Sept 2026. Published schedules, sulbject to revision. YoY = September 2026 versus September 2025,

PEOPLE | PLACES | MARKETS | POLICY | INVESTMENT

SUBSCRIBE = ‘R WWW.THETRAVIGATOR.COM


https://www.facebook.com/thetravigator/
https://www.instagram.com/thetravigator/
https://x.com/TheTravigatorX
https://www.pinterest.com/thetravigator/
https://www.linkedin.com/in/thetravigator/
https://www.youtube.com/channel/UC6wml1ojFP_WuvA_rKeV8Qg
https://thetravigator.com/subscribe/

TheTravigator

B2B TRAVEL INTELLIGENCE

....i’l* -4

The Great

Seat Squee

Why India’s Airline Capacity
Crunch Is The Travel Trade’s
Defining Moment

CAPACITY » FARES = ROUTES « TRADE IMPACT = OUTLOOK

DOMESTIC CAPACITY CHANGE

Fewer seats. Higher fares. A tighter market.  Top Airports (Sept 2026 vs Sept 2025)
Indian aviation is flying 4.5% fewer seats

than last year, while average airfares have

A Capacity up

PEOPLE
DESTINATIONS
INSIGHTS
OPPORTUNITIES

Fewer Seats
Stronger India

INDIA'S AVIATION
BY THE NUMBERS
(SEPT 2026)

22.7 million

W Capacity down

risen over 20%, reshaping how the travel Delhi @ No. of top 10 airports g total seats
trade plans, prices and packages the future. +4.8% A —_ ¥ 4.5% YoY
For agents, tour operators, corporates and
MICE planners, capacity is no longer a given 15 million
— it’s a resource to be secured. M ; % domestic seats
oy ¥ 5.6% YoY
+3.1% A /"‘F o West Bengal 3
‘ ‘ e & ¥ -16.8% @9 7.7 million
A international seats
Connectivity is not o s eShsgoonsest
a given anymore. 176%v Ly
Itig a com :titfve . LB AVERAGE AIRFARES
¥
pc Kerala /. cl i E% +20.5%
hennai == (Mar 2025 - Jun 2026
advantage. 26.2% ¥ — Vi DGCAdata 0
-2 +31.94%

+ Selective growth. Widespread cuts.

AIRLINES: MIXED MOVES

MR Y S
IndiGo -~ 2

11.26 million seats
(50% market share)

WHY THE SQUEEZE?

Aircraft availability
(GTF engine issues, delivery delays)

Higher fuel costs

AIR INDIA 4 -8 8 VA (¥121.28/litre, +5.46%)
3.22 million seats Longer routings
(West Asia conflict)
. +5%
M\ Akasa Air  Fastest growth Selective route strategy

Among major carriers. (demand-driven capacity)

TIGHTER SKIES.
BIGGER OPPORTUNITIES
FOR A SMARTER
TRAVEL TRADE.

> linl (DO | SUBSCRIBE | ‘#

(Apr-Jun 2026)
Service Producer
Price Index

Agents: Less last-minute inventory

Tour operators: Plan around

confirmed capacity

Corporates: Higher fares, tighter
agreements

MICE: Early blocking essential

Hotels & destinations: Connectivity
matters more than ever

PLAN AHEAD.
PACKAGE SMARTER.

STAY AHEAD.
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HOTELS
TOURISM
MICE

The Pricin

NObOdy an Avoid o e,

Are India’s hotels expensive, or simply short of supply? (= INDIA

-

atch enough Indian travel-
industry panels and one pattern
becomes hard to miss: the most
revealing answers often come
after the first pause. That is when executives
stop repeating the growth story and begin
circling the harder arithmetic underneath it.

At the 2nd ICC Aviation & Tourism Summit
in New Delhi, KB Kachru, president of the
Hotel Association of India, framed the issue
sharply: “We are not priced high, but are we
priced right?” That question cuts deeper

than the usual debate around rising room rates.

India’s problem is not simply that hotel prices K B KACHRU : ' PRADEEP SHETTY
are climbing. It is that demand is running far :

ahead of branded room supply. Kachru pointed ﬂre:;?:l:t n TN Past President FHRAI & HRAWI

to fewer than 200,000 branded hotel rooms s e 1o Owner, Maharaja - Infra , Foods and Hotel
against demand of more than a million. In that
environment, pricing discipline alone cannot
solve the problem.

“ W are not oriced Rich “ Tourism runs on ease,
p S, experiences, and perception

Ravi Gosain, president of the Indian Association but are we priced right?” | — and we are lacking

of Tour Operators, put the downstream impact on all three fn)r_rfg_ i

even more directly: “Tourism runs on ease,

experiences, and perception — and we are

lacking on all three fronts.” DEMAND vs BRANDED SUPPLY / RISING DEMAND
adl

INDIA'S HOTEL ROOM GAP Tourism growth,

meetings, events,

That is the uncomfortable truth behind India’s

trillion-dollar tourism ambition. Growth is real. 00y R b
Demand is real. But if room supply, ease of IEI T
movement and visitor experience do not keep

? PRICING PRESSURE
F sz uk = . ¥ . Supply shortage
ﬁ?ﬂ Ir_ulli risks becoming more expensive < 2001000 b 1 JI,00‘0 ,000 keeps rates elevated,
N A 5 3 -0 \i
ore it becomes more competitive. BRANDED HOTEL ROOMS ESTIMATED DEMAND
e INVESTMENT MEED
More branded rooms

to meet future demand.

@ ke TAKEAWAY

L-J
India's hotel-rate debate is
really a supply debate. Without

enough branded rooms, growth . “ Tndiacravel lea dershf.p

can push prices up faster than : _ :
it improves tourism : — ; has sropped. pretendzr—zg

competitiveness. P sl _ - the growzh story and the
- capacity story are the same story.

D00 X® A supscrize [0
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The Talent Ga?
Behind the i\ |7
Growth Story"”_%

PEOPLE
POWER
BUILDS
STRONGER
DESTINATIONS

il
India does not only need more hotel workers. GREAT HOSPITALITY
It needs a deeper leadership bench. \\§ N AKE

—— | PLACES MEMORABLF

alent has me one nt Indian
i THE NUMBERS TELL THE STORY
INDIA'S HOSPITALITY TALENT DEMAND

u!n:n stays too pnlltv The lI!]LiLI*.lI‘.
speaks easily about hiring shortages. It is less NEW HOTEL OPENINGS
comfortable admitting that the problem also Expanding supply
sits in training, middle management and across tier 1, 2 and 3 cities.
leadership development.

A study by The Job Plus, conducted with the O_NGO'"? MTQ_'T'_ON
Tourism and Hospitality Skill Council, estimates 1 00 000 — High movement in a
 J

aiey 3 labour-intensive sector.
that India’s branded hotel segment will need an

itional 100, H{ZIEJ to 150,000 skilled workers 1 50 000
: r thre . That figure includ y SR A
both new hotel openings and ongoing attrition. o g g
L Olel O = O £ L ADDITIONAL SKILLED layer and limited | ;
The shortage is not only at the entry level. EHL's WORKERS NEEDED of future general managers.

2026 outlook on Indian hospitality identifies EVERY YEAR THROUGH 2029
talent as the sector’s most pr g challenge,
ahead of capital and infrastructure.
importantly, it points to an uneven middle-
management layer and a leadership gap.

TRAINING & SKILLS
The Job Plus & Tourism and Need for stronger, industry-
Hospitality Skill Council aligned training ecosystem.

That distinction matters. A shortage ul
housekeeping, service or I] nnl =:t'l' f
a labour-market

plpeline i dseper Industry s | “ A hiring shortage is a market problem.
g e s e A leadership-bench shortage is

in developing its own p-u}[‘.-k' for the scale - :

it now wants to reach. an Indus fry con fE’SS 10n.

This is where the private cor tion
- »5 sharper than the public one. Hotel
ILI\!]: wiedge demand growth easily.
lebrate new signings. But admitting
r may not have enough trained
s, department heads and future
anagers to run the next wave of hotels g
is mul.h harder. ; . ; ' PEOPLE
India can build rooms. It can attract capital. i i \B. ' - CREATE
It can sign brands. But without people capable | ] ; =T I \ ' EXPERIENCES
of deliveri ing consistent servic s those \ - o ; k| _ EXPERIENCES
assets, [hL'plu][‘ll“-i?uf:"'tu".'.[l'l weakens quickly, E-jSEeaEY CREATE
; 13 W= LOYALTY

@ KEY TAKEAWAY
L

India’s hospitality talent shortage  people. It is about building enough
is not only about hiring more trained managers and leaders
troperate the next decade of hotel growth.

> linl (DO | SUBSCRIBE | ‘#
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b 1

Why Hospitality | P

'H GROW

Wants In rastructure’a % L- A
Status - 2w

DESTINATIONS

N s »— - HOSPITALITY
The sector’s policy ask is no longer vague. OPPORTUNITIES
[t is about cheaper capital and f’i‘:t&l‘ qupply creation.

;ﬁﬂﬂ‘;ﬁﬁ‘“:”Iffpf‘llff{:rﬁf;;:t‘lﬂff,ﬂ}" WHAT INFRASTRUCTURE STATUS COULD UNLOCK

to align.

Pradeep Shetty, president of the Hotel / =
and Restaurant Association of Western l
India, has been openly arguing that . l ()

hospitality should be formally classified as

infrastructure. The reason is simple: hotels CHEAPER FASTER EASIER GREATER
I'L.‘(]U.II.TE lung-lcrm cupilul. but many ['Jl'UjCL‘lh'- CAPITAL SUPPLY CREATION APPRO\?'ALS COMPETITIVENESS
still face financing terms more suited to Access to longer- More hotels, Streamlined Stronger tourism
commercial real estate than essential tenure loans at Mare rooms, clearances and ecosystem and
tourism infrastructure., lower interest rates more destinations land development regional growth
If hotels are treated more like roads, airports

and convention centres in policy terms, BUILDING A STRONGER LEADERSHIP BENCH

developers could access longer-tenure FROM CLASSROOMS TO BOARDROOMS ‘ 6

financing at more competitive rates. That oy
would directly affect India’s ability to add Sl e Spﬁ(‘i_‘ﬁﬂ!fy s
I:E}.(-“n,ﬁf,ln.{ti,l.f aricets where demand is General Managers, Cluster Heads, H’hﬂf moves p{}i.!rf}’_
TISUg Iaseest. Industry Thinkers The in‘dusﬂj’

This matters because the room-supply gap

cannot be closed by rhetoric. It needs SENIOR MANAGEMENT gets heard when
capital, land clarity, faster approvals and 03 Department Heads, Revenue Leaders, it stops pra fSI'}’Ig

better coordination between tourism Operations Managers

departments, urban bodies, state pn!entml and
governments and financial institutions. 02 r:mn: :%N:if::itli'! 2 starts n aming
The Ministry of Tourism and Culture is A il the bottleneck.”

reportedly considering the sector’s
infrastructure-status demand. If that moves
forward, it could become one of the more
meaningful policy shifts for Indian
hospitality.

The reason this ask has gained traction

is that it is specific. It is not a generic

ENTRY-LEVEL TALENT
Front Office, Housekeeping, F&B, Guest Services

of Beter Hold

complaint about infrastructure. It identifies of Stronger Destinations
a structural bottleneck and proposes a Opportunities
policy route to solve it. o More UpP

The larger lesson is clear. The industry
often speaks in broad optimism: potential,
growth, opportunity, global demand.

But progress usually begins when leaders
name the exact barrier blocking conversion.

Ead A Blﬂafr Iﬂdiﬂ

@ KEY TAKEAWAY

¥ Infrastructure status could help hospitality
access better fi and r.‘t(.L‘LlLrﬂlL

omoXo ™ = O
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Technology,
Distribution and

TECH
SHAPES
TOMORROW

the Quiet Anxiety”
in the Room

The industry believes in India’s opportunity,
but worries the operating system is not ready.

echnology and distribution may be where
the industry’s private conversation is
furthest ahead of its public one.

On public stages, executives speak confidently
about digital transformation, Al personalisation
and travel-tech opportunity. Behind closed doors,
the tone is more anxioux. The question is no longer
whether Al will change distribution economics.

It is who will own the customer relationship when
algorithms, platforms and booking tools increasingly
sit between traveller and supplier.

The concern is visible in private industry forums
focused on rate parity, platform fragmentation and
distribution power. It is also visible in public-market
pressure. Yatra's July disclosure that it had 180 days
to regain Nasdaq compliance showed how fragile
even established online travel players can become
in a shifting distribution environment.

The larger issue is not only OTA pressure. It is the
possibility that the travel industry may import the
same platform anxieties that reshaped media, retail
and mobility. If search, recommendation and booking
control move further into Al-led interfaces, hotels,
airlines, DMCs and agents may all have to fight harder
to keep direct access to the customer.

That is why the real industry conversation is more
specific than the public one. Nobody serious doubts
that India’s tourism opportunity is enormous. The
concern is whether the supply side is ready: rooms,
skilled workers, aligned policy, financing, technology,
distribution control and customer ownership.

This is not pessimism. It is a more disciplined form
of confidence. It comes from people who believe
in the market, but have done the arithmetic.

The travel bosses worth listening to are not the ones
repeating the biggest headline numbers. They are
the ones naming the exact things that need fixing
before those numbers can become real,

> linl (DO
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THE CHANGING DISTRIBUTION LANDSCAPE
MORE PLATFORMS. MORE COMPLEXITY. HIGHER STAKES.

GREATER
OPPORTUNITY.
BIGGER QUESTIONS.

Who owns
OTAs —
& E Eﬁﬂ iil the customer
> relationship?
HOTELS
Meta Search :
Can suppliers
Q stay visible in
Al Assi an Al-first world?
istants
i 0 How do we protect
TRAVELLER | D Super Apps rate integrity?
Ly ? ® ¢ Willdirect
L, eo®e Traditional DMCs @&  bookings survive?
R agents & SUPPLIERS ,
Is India ready
@ with the right
infrastructure?

INDIA’S TRAVEL TECH MOMENT
OPPORTUNITY IS REAL. THE OPERATING SYSTEM MUST CATCH UP.

" ale
atl amn D
$125B+ 500M+ Rising

Online travel market Digital travellers Al & super app
in India by 2030 expected from India =~ 2dOption reshaping
{estimated) by 2030 booking behaviour

Meed for stronger
direct distribution,

loyalty and
first-party data

“ . KEY TAKEAWAY
The industry’s real conversation is not =

more pessimistic than its public one.
It is just more specific.”

India’s travel opportunity
is real, but technology

and distribution shifts
could decide who captures
the value.

TECHNOLOGY COMNECTS TRAVELLERS.
PEOPLE CREATE MEMORABLE JOURNMNEYS.

- ..I
1 |I [ ]

DISTRIBUTION PEQOPLE
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GLOBAL DIPLOMACY

A MORE PEOPLE

CONNECTED PLACES

TOMORROW PARTNERSHIPS
PROGRESS

Strategic Partnerships Reshaping Travel

GEQPOLITICS

—m INDIA S TRAN
Strategic Ties Deepen

Trade, connectivity & regional cooperation

;I;o;AcY l | ,&‘\ /

si=+ BRICS & ¥

Yo INDIA 2026 ‘Sad '
BN | & INDIA - VIETNAM

Partnership Reinforced

BRICS strengthens strategic cooperation

STRATEGIC PARTNERSHIP

PEOPLE
BUSINESS
CULTURE
OPPORTUNITIES

N “= \Dpia - MALAYSIA

Strategic Vision 2.0

An ambitious roadmap for growth

ECONOMY

Payments

A Brighter

Tomorrow

- INDIA PEOPLE
UPI Goes Global o

Innovation at population scale

T
DEVELOPMENT SHARED
T PEOPLE
= ¥ STRONGEF
qt'— " _ FUTURES
b

BB m&m (NDIA - ETHIOPIA

Historic Ties Expand

New frontiers for trade and development

REGIONAL ALLIANCE
- GREATER
CONNECTIVITY
STROMNGER
OPPORTUNITIES

"B == nDiA - UAE T

Partnership Accelerates

Imestment connectiv ]ty & innovation
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. i, GATEWAYS NATURE
Global investors back India’s BRIGHTER Sustainable growth, safer trails RESPONSIBLE
airport gr(}wth story. JOURMNEYS TRAVEL

and better destination management.
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Closes with Saudi Tourism
Moving from “Vision” to
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thz Carlton Yacht
Collection Opens
52 European Voyages

A NEW . p DISCOVER
for 2028 HORIZON Commercial Reality SAUDI
More destinations, deeper experiences L T LI T T — A BRIGHTER
at sea. RAVEL g ! TOMORROW

S and a clearer path ahead. i
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Guwahati Gets a $ 3 4 | itsIndia and MENA
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DO BUSINESS

September-October 2026 TRAVEL FURTHER
|| e | B
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AIRPORT rNFRASTRUCTURE

— "y prighte”
ili |
-‘

AVIATION MRO
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ASIA-PACIFIC 2026 EXPO ASIA 2026 ‘u vy o
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MRO Asia-Pacific 2026 | 5" | Passenger Terminal Expo Asia 2026 |
22-24 September KEEPING 23-24 September PEOPLE
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Q@ Singapore EXPO FLYING Q@ Marina Bay Sands PROGRESS

—
TOURISM TRADE

kerala

Travel Mart 2026

God's Own Business Platform =
Kerala Travel Mart 2026 — ~ || Tourism EXPO Japan 2{}26 LT
- DISCOVER
24-27 September T 24-27 September A MORE
; CREATE CONNECTED
| Q@ Kochi, Kerala SR GATER TOMORRDW Q@ Osaka WORLD
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CAPA
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SINGAPORE 2026 iy - [ | PN

Airline Leader
Summit - Asia 2026

WIT Singapore 2026 CAPA Airline Leader Summit — Asia 2026
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thetravigator.com is a B2B Travel Media Platform
connecting the global travel trade through
news, insights, interviews and industry initiatives.
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Weekly E-Newsletter
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OFFICE ADDRESS
O 22-A, 1st floor, Prehlad market,

'H--BZB TRAVEL INTELLIGENCE

db gupta road, karol bagh,
New Delhi -110005
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info@thetravigator.com

WANT TO COLLABORATE?

CALL US NOW
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DISCLAIMER - TheTravigator Online Magazine |

GENERAL INFORMATION ONLY COPYRIGHT & FAIR USE

magazine is for general informational and B2B If you believe any content on our platform

©

travel indUStry purposes Only. It does not i-nfringes upon your Copyrlght p|ease contact |
SOURCES & ORIGINAL CONTENT ToF prompt resolution.

Our articles may include original interviews with
travel association office bearers, tourism ministry
personnel, and city/country travel promotion
council members. All quoted statements are

LIMITATION OF LIABILITY

TheTravigator, its founders, contributors, and
partners shall not be held liable for any loss,

©

attributed and used with consent. Any other claim, or damage arising from the use of, or
information is compiled from publicly available reliance on, any information published in this
sources, search engines, or tools-assisted research magazine or associated platforms (website,
TOOLS-ASSISTED CONTENT newsletter, YouTube channel).

Some content may be generated or enhanced
using artificial intelligence or other digital tools.
All tools-assisted material is reviewed and edited
by our editorial team for accuracy and relevance
before publication.

NO ENDORSEMENT

References to third-party organizations, destinations,
services, or individuals do not imply endorsement
by TheTravigator unless explicitly stated as a paid
collaboration or advertisement

CHANGES TO CONTENT
We reserve the right to update, modify, or
remove any content without prior notice.

CONTACT FOR LEGAL CONCERNS

legal@thetravigator.com
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