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Revenue management in 
the aftermath of Covid-19







With the changing 
consumption patterns, 


it is time to revise your 
communication approach.


Let’s break this social 
isolation, digitally.


For further information, write to:


Ajay Wadode
ajay.wadode@saffronsynergies.in | +91 8087127814/+91 8767031410


Sunil Dcosta
+91 9821798612


Stay Home, Stay Safe & Stay Relevant


Collaborate with us through our varied technology platforms of 
Webinar, e-Learning Programme and Virtual Exhibition.


These dynamic platforms will seamlessly connect you with your 
channel partners from the comfort of your homes. 


For staff & student training and knowledge-sharing, these platforms could 
serve as your one-point approach.


Such sessions will spark ideas, connections and creativity while ensuring the new 
norm of social distancing is maintained. 
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HBI Staff | Hyderabad


In a first in the country, Kerala has recently 
introduced Responsible Tourism (RT) 


Classification for hotels and resorts, giving an added 
thrust to environmental protection and ecological 
restoration through tourism.


Launching the RT Classification Software 
and online application portal for standardisation 
schemes at a function, Tourism Minister Kerala, P 
A Mohammed Riyas said this initiative, based on 
sustainable management, socio-cultural, economic 
and environmental responsibility, is a role model 
for the entire nation.


As per the scheme, hotels and resorts have been 
classified into RT Diamond, RT Gold and RT Silver categories, 


which is based on their score in following the 
specified environmental criteria, the Minister 
said.


“Also, properties earning more than 80 per cent 
score in environmental responsibility criteria will 
receive RT Green Classification. With the launch 
of  the online portal as part of  the initiative, all 
processes will be eased and there will not be any 
delay in providing services,” Riyas said.


Now on, the accreditation process for 
homestays, service villas, Ayurveda centres & 
resorts, Adventure Tourism service providers, 
amusement parks, heritage homes conservation 
project Grihastali and license for tour guides will 
be available online, he said.


Elaborating on Kerala Tourism’s (KT) plans for collaboration with 
other departments, Riyas said the Department 
of  Tourism will be joining hands with the 
Transport Department to set up ‘Foodie 
Wheels’ in 20 major tourist destinations across 
the state to introduce local cuisines to the 
visitors. Discussions were also held with the 
Culture Department on exploring the scope 
of  ‘cinema tourism’. Besides, plans are also 
on the anvil to partner with Public Works 
Department to create a facility for the public 
to relish local food on old and unused bridges 
that have stability certificate, Riyas, who also 
holds Public Works portfolio, added.


The Minister also said that the recently 
launched Caravan Tourism project has received 
tremendous response from the industry. The 
Caravan Parks coming up across the state under 
the project will also become cultural hubs. n


HBI Staff | Hyderabad


Online travel platform EaseMyTrip announced that it has 
acquired hospitality management company Spree 


Hospitality, a hospitality management company in 
India. This is EaseMyTrip’s second acquisition where 
Spree Hospitality will add a new revenue vertical for the 
company and enable it to scale up its hotel and holiday 
portfolios rapidly.


Additionally, customers will be offered exclusive deals 
and offers on Spree Hospitality while doing bookings 
from EaseMyTrip. EaseMyTrip’s extensive expertise 
and data on the evolving travel market will enable Spree 
Hospitality to efficiently choose new property locations and offer 


dynamic pricing options.
Speaking on the acquisition, Prashant Pitti- Co-Founder, EaseMyTrip 


said, “There is a synergy between EaseMyTrip and Spree Hospitality 
where we leverage the asset-light model to build a lean 
and efficient infrastructure. With this acquisition, we 
believe that EaseMyTrip is well-positioned to unlock the 
market potential of  a recovering hospitality sector and 
quickly scale up the business to meet the evolving needs 
of  the modern traveller. Spree has carved a niche for itself  
in the hospitality sector and we are thrilled to have them 
as a partner to strengthen our portfolio in the hotel and 
holiday space. We will enable Spree to expand to 200 
properties in the next 5 years becoming one of  the biggest 


names in the Indian hospitality sector.” n
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News BulletiN


Kerala introduces Responsible Tourism 
tags for hotels, resorts


EaseMyTrip Acquires Spree Hospitality


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


P A Mohammed Riyas
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InnSight


T
oday, our country faces two 
major dangers: Climate Change 
and Fascism. They are related.  
Climate Change has grabbed 


the world by the throat because nations 
thought only of  their own welfare, which 
is an apt description of  Fascism.  By that 
description, the People’s Republic of  China 
is a rigidly Fascist nation for all its Socialist 
pretentions..


Traditionally, we Indians are not Fascists. 
Our most exported philosophy, Buddhism, 
lays a premium on argument 
and diverse opinions and 
its revered founder said 
“Question everything, even 
what I have said!” We 
welcomed refugees from East 
Pakistan and paid a willing 
surcharge on our postage to 
support their rehabilitation. 
We have also laid out a red 
carpet for Sri Lankan Tamils 
and Tibetans. We openly 
celebrate our diversity in our 
many religious festivals.


 One of  diversity’s 
most visible structure is 
the Hospitality Industry. 
No nation has as wide a 
grassroots range of  pilgrim 
hostels, dharamshalas, as 
we do.


Sadly at the other end of  the spectrum, 
our Hospitality Industry seems to be all 
starch and snobbery. The absurd Star Rating 
system puts a premium on class distinctions. 
But there is a growing realisation that this 
has outlived its utility. Jose Dominic of  the 
Casino Group gave the lead in challenging 
hyped-up pseudo-western mores in his 
hotels. The bottom line is clear. What 
Hospitality now needs is something to 
unleash the sleeping economic tigers that 
lie in our myriad villages.


European herdsmen drove their cattle 
into their high pastures every spring.  Then, 
because they had no way of  preserving the 


milk from their herds they converted it into 
cheese which they stored in convenient 
Alpine caves. There, some of  the cheese got 
infected with mould. Rather than reject this 
fungus-tasting cheese, they began to market 
their blue cheese as a highly value-added 
product to clients already addicted to the 
taste of  wild mushrooms.


This has happened to many farmhouse 
products starting from a forgotten slab of  
unleavened bread picking up the airborne 
“infection” of  yeast, to the abandoned flask 


of  grape juice fermenting into wine or the 
mares’ milk in a saddle bag being shaken 
into yoghurt.


We believe that the villages of  India have 
stored, in their traditions and heritage, 
secrets that could put India into the 
forefront of  the tourism industry for untold 
generations to come. All they need is the 
expertise to guide them and then develop 
and market their products effectively. We 
are not talking of  food alone. We include 
handicrafts, festivals, folklore, customs and 
traditions. But because of  the media-driven 
frenzy to be ‘modern’ this tradition-based 
knowledge is in danger of  being forgotten. 


Our Hospitality Industry always in need of  
offering new discoveries, should treat our 
villages and bazaars as vast storehouses of  
future products.


 A creative boss of  Welcomgroup brought 
the traditional dum pukt cuisine of  Lucknow  
to his starred restaurants, giving Chef  Imtiaz 
his rightful place  in gastronomy. Visiting 
VVIPs Bill and Hilary Clinton became dum 
pukts; brand ambassadors internationally. 


So why can’t other big hotel chains, who 
have the expertise and the deep pockets 


to develop new products, 
reach out to our rural 
areas? They could start with 
forming Cluster Groups 
linking convenient villages 
on networks and explore 
all their unique traditions 
and skills including cuisine 
and beyond. Fabindia, 
Tribes, and the Handicrafts 
Boards have done an 
excellent job but they 
do not have the global 
exposure that the big hotel 
chains have. To use Captain 
Jean Luc Picard’s phrase 
on  Starship  Enterprise, 
they have  “To boldly go 
where no man has gone 
before”


 At least one Helvetian 
gourmet has. On one of  our many tours 
of  Switzerland we met a very successful 
boutique chocolate maker. During his 
hippie days he had visited Mumbai.  “I 
created this flavour after that. Can you 
identify it?” We tasted it and were amazed. 
“But yes”, he said, “What you taste is true. 
It is growing in popularity. It is my Pan 
Masala Chocolate”


 So how about a Pani-puri Steak: skewer-
broiled, not fried?  n


(The views expressed within this column are the 


opinion of  the authors, and may not necessarily be 


andorsed by the publication.) 


Post Covid
Hospitality’s Cluster Solution
By Hugh & Colleen Gantzer







E
xpecting positive demand in 
the business, Datta said, “The 
business health of  the hotel is 
showing positive signs of  recovery 


and normalcy. The hotel has been able to 
pick up occupancy of  close to 60% YTD 
2021, as compared to 30% YTD 2020. Food 
& Beverage is also showing good recovery 
considering relaxation of  govt. norms and the 
positive sentiment of  corporate and leisure 
guests. We also see a good visibility index for 
our staycation and business packages online, 
indicating a positive demand in the coming 
months.”


Datta foresees a very positive recovery 
trend in food & beverage outlets and 
catering operations with the relaxation 
of  government guidelines for both office 
goers and event companies. Elaborating 
on the MICE strategies of  Westin Mumbai 
Garden City, he stated, “MICE movements 
in Mumbai is predominantly centred around 
Pharma, Automobile, and the Sports 
segment. The plan for the hotel would be 
to reinforce our business relationships with 
our corporate customers and ensure smooth 
delivery for our commitment to clean 
protocols thus building a safe and conducive 
service atmosphere to host events within the 
property premises.”


The wedding segment has always been a 
predominant business focus area for hotels in 
Mumbai pre-covid and the trend still stands 
strong, mentioned Datta. “With maximum 
relaxation from the Govt. regarding caps 
for hosting a larger number of  gatherings at 
outdoor venues, the hotel aims to promote 
and effectively leverage the premier outdoor 
venues within the premises in the coming 


season. The hotel provides customised 
wedding packages and offers, that suit a larger 
audience. The hotel specialises in curating 
end to end services for guests planning for 
destination weddings,” informed Datta.


While speaking on his expectations about 
revenue growth, Datta mentioned that the 
hotel is forecasting a strong occupancy trend 
in the coming season owing to a steady 
revival in corporate business and strong 
demand for wedding events. “We are also 
witnessing an ADR revival of  12-15% in the 
last quarter versus that of  2020. This year 
has predominantly been dominated by the 
domestic leisure segment. The hotel foresees 
an increased demand trend from production 
house segments with many film projects 
scheduled to commence in Q4 2021 and Q1 
2022. The sports segment would also see an 
increase in demand with the sporting events 
scheduled in 2022 and the hotel would strive 
to target association with major sports brands 
and event houses,” he added.


According to Datta, this year is all 
about the consolidation of  businesses and 
reinforcement of  the service culture. Stressing 
the people first approach of  the brand, he said, 
“Commitment towards providing customers 
with our well renowned intuitive services is 
of  utmost priority. Putting people first has 
always been a part of  our core values. Be it, 
customers or employees, our agenda towards 
success strives on strong relationships and 
well-being. The hotel also focuses on efficient 
stakeholder management by concentrating 
on elevating guests experiences, reduction in 
operational costs and efficient management 
of  our resources.” n


asmita.mukherjee@saffronsynergies.in


Spotlight
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The Westin Mumbai Garden City: Riding the crest


The coronavirus pandemic 
devastated the hospitality industry, 
and those who work in them. After 
almost 18 months of prolonged 
devastation, the cases have now 
started to decrease. Due to dropping 
cases and rapid vaccinations 
which are happening in the country, 
consumer confidence is gradually 
coming back. People are now 
heading to hotels and destinations 
to celebrate their special days, 
weddings and spend holidays. 
The hospitality industry is slowly 
limping back on track with a 
healthy increment in occupancy. 
Mumbai, one of the worst-hit cities 
in the country, is showing signs of 
business revival. Asmita Mukherjee 
spoke with Sharad Datta, General 
Manager, The Westin Mumbai 
Garden City to understand how the 
business health is coping up with all 
the ups and downs that the city has 
gone through.
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Plummeting from $30 billion in foreign 
exchange earnings before the pandemic to 


around $7 billion last year is clearly a crash like 
no other. The lockdown locked out a hundred 
percent of tourists from India for what is now a 
little less than two years. No wonder the loss is so 
catastrophic.


Since the borders went off-limits to all visitors from 
March 2020, the ministry hasn't issued any foreign visas. The 
news that these closed borders are now opening up is cheery news indeed. 
As an encouragement, the offer of 5 lakh visas on a first-come basis for visitors 
across the world is a welcome step as well.


The hospitality world is still not in a mood for high-fives. Neither is the travel business. The 
world knows there is no rush at the gates in the immediate aftermath. The wishful projections 
of ‘revenge travel’ have indeed not come to pass. It might be early times yet to be despondent 
but we know leisure travellers need more coaxing.


A more pronounced and direct and loud assurance of safety, and a healthy environment 
will carry more edge than mere enticements like free visas, however welcome it may be.


World capitals and their travel advisories are taking no chances – such is the fear that the 
virus has instilled everywhere.


The fear that a sudden increase in crowding and fee movement due to incoming tourists 
or mass congregations due to social, political or religious reasons is real. It can worsen any 
third-wave scenario, according to ICMR.


The challenge today is to send the message that despite visible surveillance and strict testing 
procedures in at-risk areas are non-invasive but secure.


Recently tourists on chartered flights have already been granted entry and arrivals on 
commercial f lights are restarting soon. A quick perusal of the 99 countries on the welcome 
list reveals that tourist-target regions are almost all included. Old habits have altered and 
there is a new traveller today. Travel in the post-Covid era has definitely changed. Guests’ 
needs, security and safety sense, requirements and attitudes – all have metamorphosis 
significantly. 


The breeze of change in handling travellers will become a gale unless the experts watch 
which way it is blowing. Customer care practices and guest relation procedures especially 
with foreign travellers are about to change. How to attract and retain guests after the recent 
20-month hiatus will be a different cup of tea.


The think tanks have a job on them on their hands.


www.hospitalitybizindia.com


Anurag Yadav
industy Expert


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


20 MONTHS LATER, 
OPPORTUNITY KNOCKS AGAIN
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Viewpoint


It's time to revise old promos and 
review dated practices.







Q Fairfield by Marriott Goa Benaulim is 
the new kid on the block. How is the 


property planning to stand apart from other 
brands in an attractive market like Goa? 
Fairfield by Marriott Goa Benaulim marks 
Marriott International’s debut in the southern 
region of  Goa. If  one is looking to be close to 
Panjim and yet enjoy the beaches of  Goa, our 
property offers the perfect location. Along 
with state of  the art rooms, we also have 
one of  the biggest swimming pools in South 
Goa and meeting spaces of  over 10,000 sq. 
ft. specially designed to organize weddings 
and corporate retreats, making us the most 
unique resort in this segment.


Q According to you, what kind of an 
experience should guests expect from 


Fairfield by Marriott Goa Benaulim?
The resort-styled hotel is just 500 meters from 
the popular Benaulim Beach and is ideal for 
guests looking for tranquil stays and relaxing 
getaways. The hotel houses 144 comfortable 
guestrooms paired with private balconies or 
patio seating with beautiful garden and pool 
views. The hotel’s décor style includes a blend 
of  contemporary design elements along with 
historic architectural details accentuating the 
rich local heritage. Our hotel is perfect for 
a relaxing & fun-filled vacation along with 
exploring the rare natural beauty & creating 


unforgettable travel experiences. We do hope 
to continue being the preferred resort in 
South Goa.


Q With the recent fall in Covid cases 
across the country, what business 


trends are you witnessing in Goa?
With the ease of  Covid restrictions in Goa, 
we have been seeing an upward trajectory 
in the number of  tourists, staycationers and 
guests opting for drive-cations. We do hope 
that this trend continues and that guests are 
more comfortable travelling in the coming 
months.


Q Who are your target customers?
Our current target customers are 


domestic travellers from metro cities and 
cities around Goa like Kolhapur, Belagavi 
and Pune. We have got a lot of  well-travelled 
guests who are aware of  the Fairfield brand 
and would like to opt for a rejuvenating 
escape at a nominal cost. 


Q Kindly brief us about your promotional 
strategies


Our hotel has been adapting to the power of  
digital mediums and social media channels 
for communication at the moment. We 
currently have three offers that the guests 
could choose from, for their next stay with 
us. Our offers are curated keeping in mind 
the best options that a guest would like to opt 
for when they visit Goa. 
  


Q What are the opportunities that you 
see in Goa as a market as compared to 


other famous destinations?
Goa as a market has an opportunity to 
get business from every category due to 
its offerings and availability of  resources. 
Travellers prefer Goa as a destination for their 
family holiday, rejuvenation, celebration and 
to re-live Goan memories at any time of  the 
year which actually is rare as compared to 
other destinations across the country. n


asmita.mukherjee@saffronsynergies.in


‘Our current target customers 
are domestic travellers from metro 
cities and cities around Goa’


Fairfield by Marriott has recently launched Fairfield by Marriott Goa Benaulim, 
marking the brand’s second opening in the coastal state. Located within 
walking distance from the immaculate sands of Benaulim beach, the 
144-room new hotel is set to welcome guests with the brand’s signature 
warm service, friendly hospitality, and effortless experiences. Asmita 
Mukherjee spoke with Randal Whelpdale, General Manager, Fairfield by 
Marriott Goa Benaulim to know about his plans for the brand new hotel.


gm speak
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expert speak


P
ost pandemic admissions to over 20,000 seats 
for hotel management, catering technology 
and applied nutrition courses countrywide 
remain beleaguered. This skilling 


infrastructure instituted by our Ministry of  Tourism 
in yesteryears, subsequently expanded by our Ministry 
of  Education under the technical education umbrella 
in recent years, remains in a state of  flux. Under 20% 
of  these empty seats have takers today, since the bleak 
picture of  job losses, pandemic induced rationalization 
and industry stories on survival mechanisms make the 
rounds. And if  the Pareto principle applies here, 80% 
of  our future challenges will emerge from a War for Talent. If  under 
4000 students are being counselled to join the talent pool this year, 
the impact in 2024 would be staggering. A weighted forecast based 
on recruitment patterns from the past five years was re-contextualized 
to reflect today’s realities. In 2019, we projected requirements for a 
60,000 strong workforce requirement across 2022 to 2024. Scenario 
planning estimates today indicate that despite short term influences 


from the pandemic, it will only result in diluting demand for talent 
by a third as markets will still need 40,000 talents as we celebrate 
resurgence today.


  While new projects lost traction and talents accepted a temporary 
suspension as markets went aground in a freeze, people have re-
invented themselves over the past year and half. Hospitality, food & 
beverage, travel & mobility are all set to bounce back and it is only 
a matter of  time when our human and capital intensive industry, 
will need a smarter version of  pre-pandemic talent. While we 
learnt efficiency, automation will not resolve all our talent related 


woes, because we need empowered people to drive 
industry digitization. Re-forecasted workforce 
strength required in re-awakening markets, could be 
assessed by projects in the pipeline. If  we quantify 
not just headcount losses, but the impact arising from 
hospitality industry job losses, redundancies and 
sabbaticals, some indicators on our current talent 
deficits will crystallize. And as talent rediscovers their 
aspirations in entrepreneurship, start-up ecosystems 
and gig opportunities, what remains to be realized is 
that the talent flow in the pipeline, is dwindling at a 
rate faster than we can potentially replace. Isn’t it time 


then, to re-invent innovative models of  talent empowerment through 
disrupting education, learning, development and training models for 
future leaders and talents today? 


Many questions remains as we train talent unconditionally for 
other industries in the ancillary service sector. Will we change rapidly 
enough to fulfill our own future requirements as valuable skill sets 
become rarer by the day? Do we realize that premium will accrue 


as supply declines? Can we take 
the right steps today to mitigate 
a potential future situation that 
could be avoided?


Does an uncertain vision of  
our future restrict assessment of  
the talent deficit that will emerge 
once enterprises regain strength? 
Answers to some of  these key 
questions will need deliberation, 
as we ascertain if  academia and 
industry are yet engrossed in a 
pandemic induced inertia. The 
depth of  impacts arising from a 
quick response remodeling of  fixed 
cost structures, will soon be visible 
as the premium on talent rises. 
The displacement of  formerly 
redundized talent into emerging 
sectors over the past 18 months 
will only enhance the vacuum. 
The demand for this vital life force 


needed by experience providers across the board, will rear its head 
in 3 years. Even if  the overarching excesses in cost were temporarily 
obscured as contagion rose, the value for high quality talents in future 
will resurface with a vengeance. Academia and industry must jointly 
reconvene to invigorate this tentative talent pool through renewal 
formats, as significant resurgence will be bounded by our inherent 
growth capacity.  n


The views expressed within this column are the opinion of  the author, and 
may not necessarily be endorsed by the publication.


Are We Prepared To Engage In The War For 
Talent In The Immediate Future? Part 1


By Prof. Satish Jayaram, PhD. Principal, IHM - Aurangabad


www.hospitalitybizindia.com | november 2021 | hospitality biz 9


Are We Prepared To Engage In The War For Talent In The Immediate Future? Part 1 
Prof. Satish Jayaram, PhD. – Revenue Management, Principal & Director: IHM-Aurangabad. 


 
 


Page 2 of 3 


Many questions remains as we train talent unconditionally for other industries in the ancillary service sector. Will we change 
rapidly enough to fulfill our own future requirements as valuable skill sets become rarer by the day? Do we realize that premium 
will accrue as supply declines? Can we take the right steps today to mitigate a potential future situation that could be avoided?       


Demand Forecast for Human Capital at Major Cities by Recruitment Patterns (FY 2022-2023, 2023-2024, 2024-2025) 


  Bangalore Chennai Goa Kolkata Mumbai NCR Pune Total Percentage 


Managers 
1932 557 1003 446 446 520 297 5201 13% 
37% 11% 19% 9% 9% 10% 6% 100%   


Male 1507 435 782 348 348 406 232 4057 78% 
Female 425 123 221 98 98 114 65 1144 22% 


  


Team Leaders 
2577 700 1252 515 626 626 442 6738 17% 
38% 10% 19% 8% 9% 9% 7% 100%   


Male 2113 574 1027 423 513 513 362 5525 82% 
Female 464 126 225 93 113 113 80 1213 18% 


  


Front Line 
9373 3605 5199 2846 2656 1935 1859 27473 70% 
34% 13% 19% 10% 10% 7% 7% 100%   


Male 7967 3064 4419 2419 2258 1645 1580 23352 85% 
Female 1406 541 780 427 398 290 279 4121 15% 


  
Total 


Associates 13882 4862 7454 3807 3728 3081 2598 39412 100%  


 


Source: Institutional Analysis Using Adjusted Weighted Averages at IHM-Aurangabad (June, 2021) 


 


Source: Institutional Analysis Using Adjusted Weighted Averages at IHM-Aurangabad (June, 2021)
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SegmentS contributing to revenue 
Hotels are not only about rooms but they also have several sources 
of  ancillary revenues such as spa, food, and catering. Out of  these, 
one of  the important segments which contribute a major pie to 
revenue growth is hosting MICE. For a hotel, business meetings and 
corporate events are a great way to boost revenue.


Speaking about segments such as MICE, Leisure, etc. which gained 
strategic importance from a revenue management perspective during 
the recovery phase, Nikhil Sharma, Regional Director, Eurasia, 
Wyndham Hotels & Resorts, EMEA said, “While leisure travel has 
remained strong and essential, business travel commenced once the 
restrictions were eased, and we see discretionary business demand 
recover. While we have seen a shift in the segments, we are confident 
that all segments (based on seasonality) will have a strong recovery 
in the months and years ahead.”


Mentioning that from the start of  the pandemic MICE had 
initially taken a hit with government restrictions on the number 
of  guests allowed for an event, travel restrictions, and some safety 
mandates, Kushal Ranjan, Director Revenue, Pride Group of  
Hotels, said that for all the hospitality groups, leisure travel has been 
the biggest support throughout the pandemic and even now. “Many 
people are coming for staycations and weekend getaways. Now that 
the festive season has arrived MICE is showing decent recovery and 
some cities are experiencing great demand,” he added.


On the other hand, for Parth Khamesra, Vice President - Ramya 
Resort & Spa, Udaipur, leisure is prominent than others. He said, “As 


a Luxury Resort, Leisure has picked up very well, as the travellers 
were stuck at one location for a very long time. Travellers/guests 
have become diligent with choosing the right resort or hotel, which 
is following all possible protocols like the Ramya Resort & Spa, 
Udaipur, adhering to all the Covid safety procedures and instructions 
as given by the government. Small weddings have also picked up 
as the events have become intimate, unlike big Indian weddings. 
Corporates are still keeping it low in terms of  events and meetings. 
There is a shift for us. Earlier, it was a mix of  both, presently, leisure 
travellers are more prominent than others.”


 
revenue ForecaSting conundrum
From a revenue management perspective, it was extremely difficult 
for the hoteliers to forecast revenue during the pandemic, as there 
no similar past data was available. Khamesra said, “It is definitely a 
challenge to forecast any data prevailing to the hospitality industry, 
as the guidelines are ever-evolving to keep Covid-19 in check. In 
order to overcome the challenge of  forecasting revenues amidst 
the pandemic uncertainty, we keep a track of  the ever-changing 
and evolving guidelines. We deal every day as a new day since the 
pandemic, and we keep track with other hotels and resorts for any 
possible data, to have real-time data of  the destination. Forecasting 
is difficult, but India is getting closer to normalcy, so we shall be able 
to forecast better in the coming days.”


As no one could ever imagine the future brought by Covid, the 
industry is now learning its lessons. Sharma elaborated on the need 


Before Covid-19, revenue management for 
hotels was all about maximizing bookings 
and revenue growth. But, in the aftermath of 
Covid-19, amid declining demand, revenue 
management has transformed into a key 
strategic lever to keep the lights on for hotels in 
the survival process. Several businesses which 
couldn’t effectively wield the power of revenue 
management had to shut shop in the last 
eighteen months or so. While the challenges 
of the pandemic have been tumultuous, the 
learning has also been humongous from a 
revenue management perspective. asmita 
mukherjee spoke with industry experts to shed 
light on the intricacies of revenue management 
in a post-pandemic world. 


revenue management in 
the aftermath of covid-19
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for real-time data for revenue forecasting by hotels, by informing, 
“Business schools fail to teach us the next steps when revenue goes to 
zero in a pandemic. The hotel industry around the globe experienced 
unprecedented challenges, questioning the historical data in revenue 
management systems. Traditionally, revenue management has been 
based on past data trends such as lead time and seasonality. As it 
has been observed that hotels taking part in revenue management 
services have outperformed in REVPAR (revenue per available room), 
hoteliers need to subscribe 
to revenue management 
intelligence with real-time 
action for better decisions 
on a global average.”


Sharing his thoughts 
on workarounds adopted 
for forecasting by revenue 
managers in the absence of  
historical data, Ranjan said 
that forecasting revenue 
during the pandemic is 
challenging but with the 
right amount of  deep dive 
into the available market 
information and data, one can easily 
figure out trends. “For us revenue managers, the new reference 
point for revenue forecasting is STLM (Same Time Last Month) 
data rather than STLY (Same Time Last Year). Many segments’ or 
sectors’ revenue depends on the kind of  relief  given by governments, 
states, and countries. Many sectors are either witnessing a V or a 
U-shaped recovery, some segments are even flat or witnessing a 
downward trend,” he added.


 
ancillary revenue adoption
During the pandemic, we had seen hotels adapting themselves to the 
market demands by transforming into hospitals, and workstations, 
while also offering various services such as washing, delivering food 
and many more to stay relevant in the market. Sharing such survival 
plans, Ranjan pointed out that Pride Group had been really aggressive 
with its ancillary sales strategy. “We went out to our guests to deliver 
food to their homes; we repaired their Air Conditioners, sold masks, 
and PPE kits. We also sanitized offices and homes. The list can go 
on and on. Keeping a hotel shut was not a good choice as the hotel 
had a lot of  fixed costs associated and hence ancillary at one point 
was our mainstay,” he said. 


On the other hand, Ramya Resort and Spa offered not only the 
room but a bit more to the customer, at the same price, as a bundle 
offer. “We at Ramya Resort and Spa, Udaipur, offered the Dine-In + 
Pool option when the guidelines permitted usage of  the swimming 
pool, which worked well for us. We took slot bookings to ensure 
proper social distancing. Another bundle that we offered was the 
access to Gymnasium + Activity Area + Pool + Dine Option where 
everything was private. These two offers worked really well in the 
market,” Khamesra mentioned.


 
balancing coSt and competition
Cost controls have been gaining importance since the pandemic to 
improve the bottom line, in the absence of  sales. Competent revenue 
managers have been concentrating on areas to reduce costs majorly 
in operations and marketing. Keeping all this aligned to market 
competition is also important for maintaining relevancy. Competitive 


intelligence pertaining to customer preferences and pricing was always 
a key parameter of  revenue management, but it gained significant 
importance with Covid. Due to the uncertainty and fear created by 
COVID, preferences of  the customers have changed. Lately, it has 
become clear that travellers are giving preference to hotels, which 
have flexible cancellation policies.


Speaking on the impact of  changing customer preferences 
on competition, Sharma opined, “Today, the market is looking 


for flexibility in the 
cancellation policy, and 
people tend to book hotels 
that offer booking and 
cancellation flexibility. The 
comparative rate continues 
to be an important aspect 
in comparing rates of  your 
competition set, which aid 
in maintaining the rate 
position compared to the 
market and analysing the 
booking period (i.e., how 
far are guests booking 
to ensure rate plans are 


set and distributed to the right channels). In addition, value-added 
pricing (in the form of  food and beverage offering or room upgrades) 
is much more practical than the best available rate, as it offers tangible 
benefits to the guests while they are at the hotel.”  


 
While sharing the importance of  cost controls, Khamesra said, 


“Revenue management is similarly significant today, as it was before 
the pandemic. Today, there ought to be a much more prominent 
spotlight on working on cost control and benefit, just as a critical 
spotlight on-demand age. One of  the spaces we ought to concentrate 
on is internet marketing; explicitly, any investment in web-based 
marketing should have strong information to help that investment. 
Another vital region where we are concentrating is demand age, as 
worldwide travel had reached a practically complete halt during the 
COVID pandemic. To create demand, our property comprehends 
impending patterns and has the option to change in a like manner. 
Perhaps the best marker of  the purpose to travel is flight search 
information, so understanding flight search demand is essential.”


 
need oF the hour
To ensure smooth operations and sustainability, cost control must be 
kept in place. According to Sharma, one needs to focus on a healthy 
Average Daily Rate (ADR) index. Hotels should use demand centric 
revenue management systems analysing the real-time market.


 “As the revenues are fluctuating in the present scenario, hence 
we would recommend to close every possible query at the best 
rates possible. Incorporation of  Covid appropriate behaviour and 
protocols is must to ensure guests feel safe and secure at all times,” 
added Khamesra.


Ranjan stressed upon the fact that hotels need to appropriately 
regulate their selling strategy. 


He concluded by saying, “In the recovery environment, hotels 
should focus on maintaining a healthy ADR index. Value-adding 
pricing needs to be encouraged by offering guests some tangible add-
ons. Continued focus on ancillary sales will also help in the longer 
term to add to the top-line revenues.” n


asmita.mukherjee@saffronsynergies.in
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Q What influenced you to start Café 
Monique?


It was my own lust for travel and food which 
culminated into a Monique over a meeting 
with Chef  Maxime Montay.


 The idea of  Monique was influenced by 
my visit to France where I experienced the 
quaint, family-run patisseries with beautiful 
sweet treats. As fate would have it, my desire 
to bring this special experience to India 
connected me with a French family that ran 
traditional patisseries in the Côte d’Azur belt 
of  the famed French Riviera. 
 


Q According to you, what was the need 
of Cafe Monique, a traditional French 


patisserie? 
 Café Monique came into being to showcase 
and make people experience the true feel of  
the ambience and taste of  traditional French 
desserts. Through Café Monique we have 
always aimed to weave tradition, history and 
technique for our patrons to savour.
 


Q What are the new and traditional 
French desserts that you have 


introduced through Cafe Monique?
Cafe Monique offers a specially-curated menu 
of  artisanal desserts including flavoursome 
macaroons that stand to be the best in the 


country, to decadent tarts and cakes crafted 
using seasonal ingredients by Chef  Maxime 
Montay. He gives us a preview of  traditional 
and heirloom family recipes which we can 
only experience in the bylanes of  Southern 
France.
Talking about our signature desserts, Paris 
Brest, Saint Honore and Tarte Tropezienne 
have been the first to be experienced by 
Delhi.


Q Do you have plans for any B2B  
tie-ups?


Surely, in the near future, as the market 
progresses, we would be open for B2B 
channels as well.


Q Please share the price points of your 
products.


Talking about the price points, we are 
often asked how we have managed to price 
our products so well while using the best 
ingredients. The reason was the passion 
behind the project. We have kept our prices 
in line with making our products accessible 
to the diaspora who understands food. Our 
price range goes from INR 100 to INR 3500.
 


Q What are your investment and 
expansion plans for Cafe Monique?


We have been steadily investing as the brand 
has grown and garnered love over the last six 
months. We are also planning to open a café 
in the heart of  Delhi in the next six months’ 
time period. n


asmita.mukherjee@saffronsynergies.in


‘Through Café Monique we aimed to weave tradition, 
history and technique for our patrons to savour’ 
Shivan Gupta, Founder, Cafe Monique started his journey as a Financial Manager 
for Gerson Lehrman Group. Though he was in the financial sector, his passion was 
in the hospitality sector. His lust for travel and food culminated in a traditional French 
patisserie, Cafe Monique. Asmita Mukherjee spoke with Gupta to understand his 
plans for the unique French patisserie.
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Q What was your vision while forming 
the Indian Culinary Forum (ICF)?


The Indian Culinary Forum is the Indian 
association of  professional chefs. It was 
formed in New Delhi in 1987 as an exclusive 
non-profit organisation, dedicated solely to 
the advancement of  the culinary art of  India. 
The forum’s objective is to act as a link, a 
platform and an instrument for the national 
community of  chefs. ICF was formed with 
the aim to encourage and inspire junior 
chefs through training and competition, as 
well as, to enhance international culinary 
prestige in India and encourage Indian 
nationals to consider a career within the 
hospitality industry.


Q ICF’s Annual Chef 
Awards is extremely 


popular in the culinary 
industry. When and why did 
you plan to introduce these 
awards?
The awards instituted in 
2004 have evolved over the 
years. The focus remains on 
recognising talent and skills, 
along with honouring and 
promoting the fraternity of  
chefs with the concept of  
encouraging young talent, thereby enticing 
youngsters to join this growing industry and 
at the same time raising the overall standards 
of  the Culinary Art in India to bring it at par 
with international standards.


Q What makes this award different 
from other awards in the culinary 


world?
Nominations are invited from restaurants, 
hotels and catering institutes from across the 
hospitality segment. With predefined criteria 
in place, the applications are first screened 
and eligible participants are considered 
for the competitions. For 11 categories of  
Master Chefs, trade tests are conducted 
under the able supervision of  a jury of  chefs. 
Only candidates who score over 85 per cent 
in the stringent rating system are considered 
for the awards.


The remaining categories include top 
awards of  Golden Hat, Silver Hat, Lady 
Chef  of  the Year, Pastry Chef  of  the Year, 


Best Food Writer and recognition for 
Lifetime Achievement. For these categories 
of  awards, the Jury is comprised of  eminent 
names from the industry, which evaluates 
the credentials and performance of  each 
nominee and takes the final call to award 
the winning participant.


These awards are for a purpose, by chefs, 
for chefs, ensuring total transparency, 
stringent selection and evaluation criteria 
and WACS certified jury. The organising 
committee comprises highly experienced 
and eminent chefs and industry leaders. 
These are the only awards that have 
sustained over 18 years.


Q What will be your advice for young 
budding chefs? 


If  you have passion and zeal, you can 
achieve anything that you aspire for. Your 
talent, which needs to be continuously 
honed, combined with the capacity to work 
beyond your strength, will take you very far. 
Remember that a successful career is only if  
it is built on a solid foundation. Therefore, 
learn the basics.
 


Q How has the culinary profession 
changed in the aftermath of  


covid-19?
In the post-pandemic stage, the focus for a 
chef  and the customer has been on hygiene, 
safety and immunity. Chefs on their part 
are ensuring that they offer their customers 
a safe environment, and at the same time 
provide specially curated food that would 
help them in immunity boosting. Making 
the customers comfortable is key. n


asmita.mukherjee@saffronsynergies.in


If you have passion and zeal, 
you can achieve anything that 


you aspire for. Your talent, which 
needs to be continuously honed, 
combined with the capacity to 


work beyond your strength, will 
take you very far.


‘A successful career is only if it is 
built on a solid foundation’ 


Chef Davinder Kumar, 
President of the Indian 
Culinary Forum, who is 
also the Vice President (F&B 
Production) & Executive Chef 
of Hotel Le Meridien, New Delhi 
recently spoke with Asmita 
Mukherjee regarding the vision 
of the Indian Culinary Forum 
and the future of the culinary 
profession in the backdrop of 
the pandemic.


Chef’s Corner
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Impact on Government Exchequer


Organized food 
service industry 
has the 
potential to 
contribute ~INR 
8,300 Cr to the 
in the form of 
direct taxes and 
INR 16,600 Cr as 
GST to the 
Exchequer
by FY 2025


In INR Crores FY 2020 FY 2021 FY 2025 (P)


Organised Food 
Services Market


1,71,700 81,200 3,33,400


Unorganised Food 
Services Market


2,51,900 1,19,600 2,87,700


Total Food Services 
Market


4,23,600 2,00,800 6,21,100


Direct Tax @2.5% of 
the Organised Market


4,293 2,030 8,335


GST @ 5% of Organised 
Market


8,585 4,060 16,670


Tax from Composition 
Scheme @ 5% of 
Unorganised Market


5,038 2,392 5,754


Total Tax Potential 
of the Food services 
industry


17,916 8,482 30,759


25% Indian Restaurants Permanently 
Shut Due To Pandemic: NRAI


Hospitality Biz | NovemBer 2021 | www.HospitalityBiziNdia.com 


HBI Staff | Hyderabad


National Restaurant Association 
of  India (NRAI) has recently 


launched its report titled ‘COVID 
Impact on the Food Services Industry’. 
The report says that globally, the Food 
Services Industry was amongst the 
hardest hit by COVID-19 pandemic, 
with India being no exception. In 
FY21, Indian Food Services Industry 
contracted severely leading to permanent 
closure of  over 25% of  Food Business 
Operators which resulted in job losses 
of  nearly 24 Lakh people.
The report also reveals that in FY21, 
the Food Services Industry in India 
declined by 53% and was estimated to 
be worth INR 2,00,762 Cr, compared 
to INR 4,23,624 Cr in FY2020. In 
FY22, the Food Services Industry is 
expected to recover and reach a size of  
INR 4,72,285 Cr. The industry employs 
~73 Lakh people and is one of  the 
largest employment generators for the 
economy.  n


RePoRT


Impact on Government Exchequer


Pre and Post Covid Market Size


Pre and Post COVID Market Size


Revenue and Profitability took a significant 
hit due to COVID, with Average Revenue Post 
Lockdown 1 seeing a degrowth of 46% compared 
to Pre COVID levels, and Average 
Profitability
a degrowth of 88% 4,50,100


4,96,000


5,48,100


4,23,600


2,00,800


4,72,300


FY 2020 FY 2021 FY 2022P


Pre Covid estimates Post Covid Estimates


In INR Crores


Revenue and 


Profitability took a 


significant hit due 


to COVID, with 


Average Revenue 


Post Lockdown 1 


seeing a degrowth 


of 46% compared 


to Pre COVID 


levels, and Aver-


age Profitabilitya 


degrowth of 88%


Covid Impact on Revenue & Profitability


COVID Impact on Revenue & Profitability


-88%


-32%


-46%


Revenue and Profitability took a significant hit due to COVID, with 
Average Revenue Post Lockdown 1 seeing a degrowth of 46% compared to Pre 
COVID levels, and Average Profitability a degrowth of 88% 


454%


2%


33%


-33%


-31%


-28%


Post Lockdown 1 
over Pre COVID


Post Lockdown 2
over Post Lockdown 1


Post Lockdown 2
over Pre COVID


FBO Revenue 


FBO 
Profitability


FBO Manpower


Note: Data from Primary Research with 
FBOs


Revenue and 


Profitability took 


a significant hit 


due to COVID, 


with Average 


Revenue Post 


Lockdown 1 see-


ing a degrowth of 


46% compared 


to Pre COVID 


levels, and Aver-


age Profitability a 


degrowth of 88%
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Indirect Impact on the Food Services Eco-
System


Deep impact on
the food services 
ecosystem driven
by 53% contraction
of the food 
services industry 
that resulted in 23 
lakh people losing 
jobs in the sector


Allied Partners
Allied Partners
Sub-categories


Revenue Profitability


Suppliers


Raw Materials 


Manpower and Staffing 
suppliers


Equipment and Other 
Infrastructure


Business 
Partners


Food Tech Aggregators


Logistics and Delivery 
Partners


Technology Partners 


Real Estate 
Providers


Malls


High Streets


Other Standalone 
Locations


RePoRT
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COVID Impact on Consumer Behaviour


Change Post-Covid


Hygiene & Safety


Packaging


Delivery &
Take-away


Customer Loyalty


Taste Preferences


Cuisine Preferences


Complaints


Average Order Value


Average Order Value


Average share of Delivery in FBO Revenue


10%


Pre
COVID


29%


Post
Lockdown 1


33%


Post
Lockdown 2


Note: Data from Primary Research with 
FBOs


Covid Impact on Consumer Behaviour


Indirect Impact on the Food Services Eco-Systgem


Key Measures taken by other Countries


Countries Demand Stimulus Package Business Support Regulatory Interventions


United States   


United Kingdom   


Ireland  - -


Belgium -  


Bulgaria -  -


Denmark -  -


Mexico - - 


Indonesia - - 


Singapore - - 


Kay Measures taken by other Countries







Q According to you, what is the USP of 
Jamun wine?


Taste is the biggest USP of  our product, 
since Jamun is a crowd-pleaser and there 
is something really unique about the taste 
that compliments the Indian palate so well. 
We all love Jamun Shots, Jamun Barfee etc.; 
people go gaga over the delicacies made from 
the fruit. Another USP would be the health 
benefits that Jamun has. It is a rich source 
of  nutrients, is anti-diabetic, anti-cancer and 
purifies your blood. There are people who are 
allergic to certain alcoholic drinks, and for 
them Jamun wine is like a massive upgrade. 
The entire purpose of  making this wine was 
to give something nutritious to people, as we 
never wanted to create just another alcohol 
brand!


Q What have been the initial challenges, 
and how have you managed to 


overcome them?
Since the time when we started in 2013, 
we faced a lot of  challenges. The first five 
years were extremely tough, as we did not 
understand the fruit that significantly. It 
would decompose very quickly. We couldn’t 
find any good winemaker in India who was 
able to make a good Jamun Wine. After some 
extensive research, my co-founder Nikhil 
Khode suggested Canadian winemakers who 
have had experience in making wine from 
Jawa Plum fruit quite similar to Jamun. We 
connected with them and after our initial 
discussion, the winemakers were flown to 
India immediately. Finally, in the year 2018, 
we succeeded in making the first successful 
batch of  wine. In 2019 our second batch 
was crafted and ready. It turned out to be 
exceptional and mind-blowing. Since then 
the journey has been upwards.


Q Which are the key milestones in your 
journey?


We launched Resvera on the 24th of  March, 
2020 just before the lockdown rules were 
imposed. Initially, we got a license for sale in 
Maharashtra only. Due to the travel restrictions 
and health and safety protocols, we couldn’t 
really dispatch any of  the products. It was 
a difficult situation for everyone, and for 
the next four months we really couldn’t do 
much. Despite the slow and humbling start, 
in the month of  March of  2021, we were able 
to do a top-line sale of  INR 4.5 crore in the 
first year itself. This was a massive success 
for us initially. The wine industry is very 
capital intensive; people struggle for years 
before they even start making any profit. So 
making a profit in the first year itself  was a 
big milestone for us as a company.


Q Are you looking at any B2B trade tie-
ups?


As a wine company, we’ve already started 
a lot of  B2B tie-ups with 5-star hotel 
chains, institutions, and cantonments as 
well. The process is underway and we are 
quite hopeful that in the coming 2 years we 
will be exporting our wine in 20 countries 
outside of  India, since we’ve got a very 
positive initial response. We look forward to 
the expansion.


Q Do you have any expansion plans? 
What is the future roadmap that you 


have planned for Resvera?
At the moment we have a number of  expansion 
plans. Right now we are working to build a 
winery in Nashik itself, and currently, we are 
targeting the people coming from Mumbai, 
Pune, and regular visitors from Ahmedabad 
as well. We are aiming for such a location 
that people would love to come and have a 
wonderful experience. Our next goal would be 
to sell it in every state of  India, and 20 other 
countries outside India. Another expansion 
plan is making our product popular enough 
so that people start switching to Jamun, due 
to its taste and health benefits. The thought 
process is to offer a wine that tastes good 
while being a health benefactor as well. We 
want to promote “living a healthy lifestyle” 
through Resvera.


Q What is the percentage of acid and 
alcohol in a bottle of Jamun wine? 


What would be the shelf life of Jamun 
wines? Do you have any plans for export at 
the moment?
The acid level of  our Jamun wine is very 
similar to that of  grape wine. The alcohol 
percentage is roughly around 12 %. It varies as 
per our variants, such as Jamun Pure, Jamun 
Lite, and Jamun sparkling, and Jamun Gold 
which will be soon launched in the market. 
Without a doubt, export is on the cards. We 
are working on tie-ups and other strategies to 
get this going. Since the pandemic hit, it is 
a little difficult to get the exports sorted out 
swiftly, however we are trying to figure this 
out. We will have our export license in place 
very soon, enabling us to supply outside of  
India as well. n


asmita.mukherjee@saffronsynergies.in


‘In the next 2 years, we will be exporting 
our wine in 20 countries outside of India’
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Wine & liquor


A trip to the popular hill station 
Mahabaleshwar left Komal Somani, 
Founder & CMO, Resvera Wines 
high on life, with an innovative idea of 
making wine from Jamun. She learned 
that Jamun had a high percentage of 
resveratrol. Since Jamun is grown in 
abundance in our country, containing 
tons of health benefits and is loved by 
many, so she thought why not craft 
a wine out of it. Asmita Mukherjee 
spoke with Somani to understand the 
journey of Resvera – Jamun wines.







Ramada by Wyndham Varanasi Katesar
Located in the Katesar area of  Varanasi, Ramada by Wyndham Varanasi 


is close to Ramnagar Fort and ghats of  Ganga. Spread over four acres, the 


hotel offers 68 guest rooms with great amenities including a lobby lounge, 


an all-day dining restaurant and an upcoming rooftop speciality restaurant, 


as well as a spa, Loon for get-together area, outdoor swimming pool and 


a fitness area. The hotel will also boast multiple meeting and event spaces 


including a lawn area for outdoor events as well as a Business Centre.


Pride Hotel Udaipur 
The hotel is centrally located and easily accessible by all modes of  


transport whether rail, road, or air. The aesthetically designed rooms 


and suites offer unparalleled views of  the city, Aravali hills & scenic 


valleys. All the rooms are fully air-conditioned and equipped with LED 


TV, mini bar, tea/ coffee maker, Wi-Fi, work desk, and comfortable 


beddings. Guests can choose distinctive culinary options at the all-day 


dining multi-cuisine restaurant Cafe Pride. 360 Degree- the rooftop 


retro bar, highest in Udaipur city. The hotel is an ideal destination for 


meetings, social events and intimate gatherings with lavish banqueting 


space and a state-of-the-art conference hall.


Fortune Resort Benaulim Goa 
The hotel is located just a leisurely walk from Benaulim beach, Fortune 


Resort Benaulim Goa is surrounded by vast paddy fields, and rows of  


coconut palm trees. Featuring 96 gracefully appointed rooms including 


plush suites and chalets, a relaxing spa, a stunning swimming pool, multiple 


food & beverage offerings and unique experiences, the property is an idyllic 


spot to discover the serenity of  Goa. The premium resort with its pristine 


tropical setting and a mix of  vintage venues, open spaces and a lawn, can 


also convert into a perfect spot for dreamy weddings. With a capacity to 


host up to 500 guests, the resort also provides a beautiful natural backdrop 


for unforgettable events making it an ideal place for company off-sites, social events, conferences and more.


The Leela Bhartiya City Bengaluru, Hotel 
Convention Centre and Private Residences
Nestled amidst the pristine environs of  Bhartiya City, one of  India’s largest 


integrated smart cities, spread across 125 acres, the hotel exudes modern 


luxury and sophistication. 281 lavishly appointed guestrooms and suites 


offer breath-taking views of  the verdant Bhartiya City, luxuriant comfort 


and intuitive amenities. The hotel boasts of  four food and beverage venues 


–Falak, The Lotus Oriental, Quattro, The Library Bar. With one of  the largest 


convention centres in Bengaluru, sprawling over 60,000 square feet, including 


a Grand Ballroom, a Royal Ballroom, The Terrace, The Board Room, and 


other meeting rooms, the hotel offers extensive choice and flexibility for bespoke events as well as iconic celebrations.


flag off
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Hafele introduces FritsJurgens Pivot Door Systems 
A pivot door is a rotating part of  a wall that can influence space, functionality and perception. Hafele’s FritsJurgens Pivot Door 
Systems allow minimal gaps around the door and make it possible to design pivot doors without limitations. The high load-bearing 


capacity of  these systems gives freedom to create pivot 
doors that exceed the function of  a normal door and 
become true design statements.
All FritsJurgens Pivot Door Systems by Hafele are 
fully integrated into the top and bottom of  the door, 
no structural elements are therefore required in the 
floor and ceiling. This cost-effective and time-saving 
construction makes it possible to fit pivot doors 
anytime, anywhere, including in existing buildings. 
The three unique systems - FritsJurgens System One, 
System 3 and System M, offer diverse functionality and 
even after being tested for over 1 million cycles (similar 
to 136 years of  daily use) they still behave flawlessly 
ensuring maintenance-free operation of  panels up to 
500 kg. These systems are truly designed for the ages: 
invisible, stylish and maintenance-free.


Faber introduces a range of 3d 
chimneys
Faber introduces world’s first 3D Chimney with 
T2S2 technology with 3 way suction.  Its unique 
filters on the sides of  the hood extract any smoke 
that escapes the bottom vent. This technology 
ensures kitchen free from smoke & grease making 
it appear neat and hygienic just like the kitchen of  
your dreams. Available in black and SS options, 3D 
hoods come adapted to latest designs and finishes 
from Europe.


Danta Herbs launches Japanese Matcha 
with 3 Exclusive Superfood blends
Danta Herbs is an artisanal tea brand which has unique 
plant-based and superfood blends and offers more than 
50+ artisan infusions and has 100+ teas available in the 
collection. Considering its nutritional value and high 
demand, Danta Herbs has launched and added Matcha 
tea to its vast collection of  teas. Danta gets Matcha from 
Shizuoka in Japan, which is best known as the home for Mt. 
Fuji and is also popular for its high-quality Matcha, being one of  the best-producing regions 
in the country. Danta has selectively chosen superfood ingredients and has created 3 flavored 
artisan tea blends – Turmeric Matcha Green Tea, Tulsi Ashwagandha Matcha Green Tea, 
and Mint Moringa Matcha Green Tea blended along with Culinary grade Pure Japanese 
Matcha Green Tea. The range is starting from INR 699 and available at Danta’s website. 
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new appointments
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Biswa Ranjan Mohapatra, 
Director of Rooms, Radisson 
Blu Hotel & Spa, Nashik   
A seasoned hospitality professional 
with over 15 years of  experience, 
Mohapatra brings a wealth of  
knowledge and skills of  the 
housekeeping and front office 
functions to his current role. He 
joins Radisson Blu Hotel & Spa, 
Nashik after a successful stint with 
Ibis Novotel Bengaluru Techpark, 
where he was appointed as Rooms 
Division Manager, managing an 


inventory of  526 rooms. Mohapatra began his hospitality career in 2006 
with Grand Hyatt Mumbai and worked across various departments in 
his tenure of  over 8 years at the property.


Vinay Oberoi, Director of 
Catering Sales, The Westin, 
Pune   
Vinay Oberoi has a great track 
record of  successfully building and 
converting multiple luxury hotels 
and concept-driven restaurants 
in India. He is praised for his 
commercial acumen, people-
oriented management style, and 
attention to detail. From his initial 
position as a manager with Oasis 
property to leading the operations 
with Hyatt Group, he had 


established a firm foundation in the hospitality sector at a young age 
while also becoming extremely prominent in Mumbai’s social circuit. 
Since then and throughout his career Oberoi  has occupied senior roles 
in award-winning hotel Grand Hyatt Mumbai. He mastered the art of  
success by organizing many events at the Hyatt Hotel Group.


 Afroz Shaikh, Operations 
Manager, The Fern Residency, 
Hubballi   
Shaikh has over 11 years of  
work experience with The Fern 
Hotels & Resorts. His previous 
assignments with The Fern 
were at The Fern Residency 
Vijayapura, The Fern Kadamba 
Hotel & Spa, Goa and UK 27 The 
Fern, Belagavi. He has completed 
his bachelors in commerce from 
Karnataka University, Dharwad 


in 2008. His last employment was with The Belgaum Presidency 
Hotel and Club.


RADiSSON HOTelS 


MARRiOTT iNTeRNATiONAl 


Vijay Kumar Tharavath, 
Director of Rooms, Novotel 
Hyderabad Convention Centre
Tharavath will be responsible 
for the overall functioning of  the 
rooms division and will spearhead 
various functions like front 
office, housekeeping, security, 
reservations and recreational 
areas. He will work closely with 
the leadership team at the property 
to enhance guest experience and 
drive loyalty program benefits 


for customers. Prior to joining Novotel Hyderabad Convention Centre 
Vijay was associated with Novotel Hyderabad Airport and a few 
prominent hotels like Hyatt Regency Ahmedabad, Hyatt Hyderabad 
Gachibowli, Diani Reef  Beach Resort and Spa Mombasa, Kenya, 
Courtyard Marriott Chennai etc.


Malini Menon, General 
Manager - Sales & Marketing 
(South india), The Fern Hotels 
& Resorts
Malini Menon has been 
appointed as General Manager - 
Sales & Marketing (South India) 
for The Fern Hotels & Resorts. 
Menon has completed her B.A 
(Psychology) and PGDBA in 
Marketing & HR from SCMS 
Kochi. She has over 20 years of  
hospitality sales experience with 


renowned brands like ITC Welcomgroup, Apeejay Surrendra Park 
Hotels, Lalit Hotels and Resorts, etc. Her last assignment was with 
Raviz Hotels & Resorts handling pan-India Regional Sales Offices.


imit Arora, General Manager, 
Holiday inn Jaipur City Centre
Arora will spearhead the 
operations of  the hotel in the Pink 
City with 172 keys along with 
enormous options for dining, 
banqueting and events, and 
recreational activities. Arora has 
over two decades of  experience 
and over seven years as a 
General Manager with The Lalit, 
Chandigarh. Having worked 
across varied luxury brands like 


The Leela Palaces, Hotels and Resorts, Taj Hotels, and The Lalit, 
he has established a strong foothold as a seasoned hotelier and true 
hospitality professional. Drawing on his leadership skills, experience 
with diverse brands and expertise in operational departments, his 
vision is to sustain the hotel’s existing strong positioning and raise 
the bar even higher by curating strategic initiatives to ensure the 
highest levels of  guest engagement, profitability, and reputation of  
Holiday Inn Jaipur City Centre.


 ACCOR HOTelS


THe FeRN HOTelS & ReSORTS


iNTeRCONTiNeNTAl HOTelS GROuP
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